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DECLARATION
of an

INDEPENDENT
•

WHHM

•

believes...

JL 10 dT

a station serves best which gives its audience music, news,
and sports in balance.

J. U&T

the satisfaction of a contented listener is riches beyond com-

JL lOdT

pare.
an alert staff, coupled with responsible management,
help but produce pleasant listening.

can't

J. rJClT a progressive station is both friendly and cooperative.
_/. rOdT

it is the reaction of its audience, expressed in Hooper ratings
of listenership, phone calls, and letters, that helps build a
loyal audience.

JL rd&T

service to its audience is what makes a station great . . .
and listened to . . . and believed in

m WHHM

Independent — But Not Aloof
MEMPHIS, TENN.

TS.. .SPONSOR
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JUL 7
Walcott-Charles
fight

plays

to
SRO

1949

4 July

1949

Theater-TV is becoming better and better. RCA is actively pushing
direct (no film) system in competition with Paramount-DuMont ' s film
device. All theaters TV-showing Walcott-Charles fight (22 June)
played to standing room only.
-SR-

Bendix-WNEW

sells

$3,800,000
homes

"The Shadow"
sold to Grove-Fitch

Because homes in Levittown are Bendix Washer equipped, Bendix commercials on WNEW for entire week were devoted to homes for sale in
this giant development. Result: 433 homes (all that were available
at time) sold. Another two days of Bendix-Levitt commercials brought
1,500 requests for applications for homes yet to be built. Cash
involved in direct sales was $3,800,000.
-SRFirst national purchase by Grove Laboratories of time since Grove
bought F. W. Fitch Company is 400-station MBS network for "The
Shadow." Grove and Fitch products will share commercials.
-SR-

Networks to report
on anti-recession
moves

All four networks will have anti-recession broadcasts this summer.
"Talent" will run gamut from Charles Luckman (Lever Brothers) to
Professor Dan Smith (Harvard School of Business Administration) . All
will preach "understanding the causes of present business slow
down. "

Transcription
availabilities
continue

up

Contests and
promotions
ripe

Ziv

to
this

gets

be
fall

raves

for "Menjous"

SPONSOR.
Volume 3, No. 10,
40 W. 52 St.. N. Y. 19. N.Y.
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-SR-

Pointing up transcription industry's firm belief in radio's expansion, WMGM (N. Y.) announced that, starting 1 September, 8 big
Metro-Goldwyn-Mayer-produced series will be available on disks.
Stars like Lionel Barrymore, Charles Laughton, Marlene Dietrich,
Lew Ayres, and properties like "Maisie," "Dr. Kildare," "Crime Does
Not Pay," and "Judge Hardy's Family" are scheduled for plattering.
-SRPractically all major manufacturers will run contest and promotions between 1 August and 1 November. From candy to refrigerators
and automobiles, there will be jingle and other air stunts which
will pay off, it's hoped, in increased product sales. More products
will also be available for give-away programs.
-SRFrederic Ziv's "The Menjous," first of top-drawer-transcribed
Mr. and Mrs. programs, has been receiving outstanding newspaper
reviews that ignore fact that it's on disk. New York Times' Jack
Gould gave it rave.

4 July 194!). Published
biweekly by SPONSOR
Publications. Inc.. 32nd and Elm. Baltimore 1. Md.
Advertising. Editorial. Circulation
$8 a year in U. S. $9 elsewhere.
Entered as second class matter 29 January
1949 at Baltimore.
Md. post office under Act 3 March

OfBces
1879.
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Network-TV

Network-TV Hooperatings are a fact. New York section of industryintroduced to them 28 June, while rest of nation will hear them
explained in series of cross-country meetings. Both TV-based home
ratings and random-sample ratings are included in report, which
assembled greatest collection of TV-rating data ever presented.
Hooper is standing 95% of cost of making first report with only
17 charter subscribers.

Hooperatings are
released

-SRNearly 3,000,000 AM radio sets were produced this year up to
1 June, with Radio Manufacturers' Association members alone reporting 2,586,135. RMA members produced 181,803 auto radios and
132,091 portables in May.

Nearly 3,000,000
new AM radio sets
up to 1 June 1949

-SR-

up
Pulse
N.

Y.

. .SPONSOR

Average radio sets in use in New York
6 a.m. to midnight was up in June from
ing to Pulse. This, despite fact that
area. Average quarter-hour figure was
May year ago was 22.6%, June 21.2%.

reports

sets-in-use

City per quarter-hour from
May-June a year ago accordNew York is TV's number one
23.7%. Comparative figure for

-SRTwo firms that haven't used radio to any extent in years are telecasting. A&P is buying spot on DuMont's Kathi Norris program and
Cushman's Sons has bought Harry Goodman's weather puppets for
WABD five times a week.

Cushman's
and
A&P buy TV time

Farm

income

much

below

not
1948

-SRFarm income, despite Eastern drought, will not be much below 1948
peak rate of $31,000,000,000. There is even a possibility that
it may hit 1948 peak, although that is remote at this time.

peak

—Please turn to page 34—
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page

19

Regional
networks,
without telephone
line
connections, may solve state-wide market coverage for advertisers.
Two FM-served
networks
(Alabama and Oklahoma) are developing the
new formula.

page

30

Orange juice salesman, Bing Crosby, helps
build a one
product business
in competition
with the great food corporations of America.

page

22

$400,000 in TV sets is one month record that
a dealer set through using TV advertising to
reach prospects.

page

48

It's more than a matter of ethics, the prob-

page 24

Uncounted

millions

listen

to

broadcasting

all year 'round.
For the first time in radio history, SPONSOR gives some idea of this tremendous bonus audience.

lem

of per-inquiry

broadcasting.

Some

spon-

Fall Forecast
for every
business
that
radio, TV, or other form of broadcasting.

sors just don't want time on a station that has
a great deal of direct-selling business.
Sponsor identification does not always mean
sales. Some sponsors do an amazing job with
practically
no listeners knowing who sponsors
their programs.

IN NEXT ISSUE

page

27

18 July
uses

Film sources

for all forms of TV advertising.

Transcription

index for selective advertising.

18 July
18 July
18 July

Fall Facts, it's the name of, and it's the contents of, SPONSOR'S next issue.
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REPORT

Occasionally one feels like sitting back and evaluating
gains made over a course of years.

. .

the

When I consider that virtually our entire advertising budget for
this area is concentrated in our twice-daily Frank Hemingway
newcasts on the Intermountain Network, certainly KALL and the
other stations comprising this network are entitled to an
expression of thanks on my part.
There is no question in my mind but that our fine sales gains of
the last couple of years are due largely to the widespread audience
that this network has been able to capture for Hemingway.
In addition, the
most cooperative
as our "Folger's
tial sales gains

individual stations of your network have been
in handling special merchandising campaigns, such
Coffee Week" promotion, to the end that substanhave been made locally in every instance.

All of which is merely my way of saying that the Intermountain
Network rates tops as an advertising vehicle for Folger's
Coffee.
So keep up the excellent work of the past.

THE
21

HOME
TOWN
MARKETS
COMPRISE
THE INTERMOUNTAIN
NETWORK
UTAH

WYOMING

KALL, Salt Lake City
KLO, Ogden
KOVO, Provo
KOAL, Price
KVNU, Logan
KSVC, Richfield
KSUB, Cedar City

KVRS, Rock Springs
KOWB, Laramie
KDFN, Casper

IDAHO
KFXD, Boise-Nampa
KFXD-FM, Boise-Nampa
KVMV, Twin Falls
KEYY, Pocatello
KID, Idaho Falls

4 JULY
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KWYO,
KPOW,

Sheridan
Powell

J. L. MOORE, Sales Manager,
J. A. FOLGER & CO.

MSRMOUNTAfN
^N|TWORK?„£

MONTANA
KBMY, Billings
KRJF, Miles City
KMON, Great Falls

I'cago

'' 'nc.
Ang.f,

lo.

KOPR, Butte

NEVADA
KRAM,

Las Vegas

New

York

Nat.onaJ Re
p resent
atives
San

f,0
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THE BIG PLUS
BING CROSBY
PER-INQUIRY
WHEN

AND

MAID

PROBLEM

PRESSES STOP ROLLING

SPONSOR

IDENTIFICATION

NO TELEPHONE
MR.

MINUTE

SPONSOR

CONTESTS

LINES
ASKS

AND

SALESMAN

4-NETWORK

TV COMPARAGRAPH

notice the West Coast's representation
in sponsor's 99 TV Results report. The
sponsor being the $64 question in TV,
I think this report comes under the
heading of public service to the industry. The TV producer has got to keep
mighty close to the sponsor to see how
his video thinking-cap fits and how TV
can make merchandise move. The TV

leads all ^ v
others

producer has also got to do some heavy
thinking about how to make the sponsor's investment in television pay off,
both well and soon.
In other words, the TV packager
and producer should never miss an
issue of sponsor.
Mal Boyd
President
Television Producers Ass'n.
Hollyivood

26
27
30
36
43
48

51
56

TV RESULTS

APPLAUSE

24

OFFERS

SCIENTIFIC

SPONSOR

22

particularly gratifying to

ONE STATION
in Houston

SPEAKS
62
62

UP-TO-DATE

SOURCE

May I request permission to quote
from articles in sponsor in my forthcoming publication on radio and television advertising for McGraw-Hill?
I've found SPONSOR an up-to-date
source of information on the industry
and extremely helpful for" instructional
purposes.
Full credit will be given in the footnotes to SPONSOR as the source of data.
E. F. Seehafer

To sell Houston

Ass't. Prof, of Journalism
University of Minnesota
Minneapolis
0

Permission

SUMMER
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ISSUE HELPFUL

Congratulations on your summertime edition. We have looked over the
copies and made notes, and I think
that there are some very good articles
and also statistics in here which we
will try to use to good advantage.
Incidentally, here's a

the great

Buy KPRC
FIRST
in Everything
that Counts

suggestion

( and I hope you don't think I am forward in making this). Why not suggest to the radio stations throughout
the nation that they brief down some
of these facts to a line or two and
insert them in their local newspaper
ads and other forms of promotion.
{Please turn to page 6)

IS*

HOUSTON
950 KILOCYCLES. 5000 WATTS
NBC and TON on the Gulf Coast
Jack Harris, General Manager

Represented Nationally by Edward Petry & Co.

How are
your sales in..

Increase your sales in this six billion dollar market.
Hitch your sales curve to WGAR . . . and watch it soar!

and here's why:
WGAR

is consistently the leader in regular audience

reports . . .WGAR
. . . v^GAR

ratings exceed national averages

is the only Cleveland radio station to

have gained listeners over last year . . . Vv GAR

has

nine of the top fifteen daytime programs . . . vf^GAR
has eight of the top fifteen evening programs . . . more
than all other Cleveland stations combined!

Add to this the fact that WGAR has the strongest, most
listenable signal of any Cleveland station in Cleveland, in
Akron, and in Canton! Here you have an open door to an
assured audience in a rich market area. To sell them . . .
simply tell them your sales story through Cleveland's
Friendly Station.

Represented Nationally by Edward Petry & Co.
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WFBL

40 West 52nd
( Continued from page 4)
giving
sible.

SYRACUSE, N.Y

sponsor

credit

wherever

pos-

I think that the job now started by
NAB is splendid, but I think also it
must go into local channels more so
that the people at home and the local
retailers will know more about radio
also.
John G. Ballard
Nat'l Sales. Advertising Dir.
Nunn Stations
Lexington, Ky.

DISK JOCKEY

FILMS

I am very glad that Mr. A. E. Beynolds. vice-president in charge of sales
for the Barbasol Company, asked, "Is
there any TV program form that can

AVERAGE

RATINGS

Dec. 1948 thru April 1949
Weekday
— Monday thru Friday
Station
Station
Station
BCD

WFBL
Morning

8.15
6.17
7.16

Afternoon
All Day

4.57

3.61

1.80

3.94

3.63

2.26

4.26

4.26

2.03

Station
E

.72
1.83
1.28

fill the place of radio's disc jockey?",
in the 6 June issue of sponsor, as it
gives me a chance to publicly answer
my friend Martin Block, whose opinions. I am sorry to see, have not
changed since the morning last March
when we discussed this very same
problem in the conference room at
WNEW
(New York).
It's quite true that music alone on
the video screen is pretty deadly —
just
as deadly
the Block
"Soundie"
type
of film
which asMr.
describes.

S&aie
Morning
Afternoon
Evening
Sun. thru Sat.

WFBL
43.4
36.1
27.9

C. E. HOOPER

WED

teKce Station
o£
Stations4udStation
BCD

24.6

19.7

7.9

21.9

19.6

12.9

21.7

27.6

12.6

WINTER- SPRING

REPORT,

which would simply show the muStation
E

3.6
9.0

sicians at work, doing their "job."
Such a sight would not add to the
music — it would detract. To quote
Mr. Block verbatim. "On television a
music show needs more than music.
It needs action. How can a disc

8.1

jockey supply visual action on TV?

1949

What
Herewillis he
thedo?"
answer. He can augment the music by supplementing the

BE GLAD

viewers' imagination with dramatized
motion pictures, in pantomime, of the
story of each song, synchronized in
timing to the individual recording of
the selection. These motion pictures
would be made available to TV stations

to show you the complete quarterhour breakdown — just call . . .

Free & Peters, inc.
Exclusive National
Representatives

WFBL
IN

SYRACUSE
. . . THE
WITH THE TOP SHARE
MORNING,

AFTERNOON

BASIC
SINCE
1927

NO.
OF
OR

1 STATION
AUDIENCE
EVENING

on a rental basis, similar to presentday radio library transcriptions. They
should be financed by the record companies themselves, due to the varying
tempos and playing times of different
recordings of the same selection. It
would be a sales promotion for them
that would soon pay off and become
a profitable business in itself.
Also, record companies might soon
{Please turn to page 17)
SPONSOR

RADIOTIME,
53

WEST

CHICAGO
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JACKSON

BLVD.

INC

4, ILLINOIS

KFH IS TORS
KFH IS TOPS IN LOCALLY PRODUCED PROGRAMS. Over $50,000
was spent for this purpose last year and the listening habits of the
KFH area have been materially influenced by the uniform excellence
of the broadcasts. For example, the sports programs scheduled for
this fall include play by play broadcasts of 10 games voted most
desirable in the KFH area. A KFH crew of 4 will travel 5500 miles
through six states to bring out-of-town games to KFH and KFH-FM
listeners. This is only one of the enterprises that make a station great.
All sports events of listener interest are adequately covered by sports
editor Larry Stanley and chief announcer, Dave Wilson. These men
have a long record of popularity on KFH and KFH-FM; their following is tremendous and their record of achievement for commercial
sponsors is an enviable one. Ask any Petry man for evidence.

KFH

FOOTBALL
SCHEDULE

FOR

1949

Scpf. 24 — Kansas University vs.
Colorado University at Boulder, Colo.
Oct. 1 — Wichita University vs.
Houston University at Houston, Texas
'W^*

Oct. 8 — Bradley University vs.
Wichita University at Wichita, Kans.

"""Vrt,. 9-""

Oct. 15 — Kansas University vs.
Oklahoma
University at Norman,
Oct.
22 — Kansas
Oklahoma A&M

Br^r«-«»'*GW tj -masses

Okla.

University vs.
Univ. at Stillwater, Okla.

Oct. 29 — Kansas State College vs.
Kansas University at Lawrence, Kan.

-275*

Nov. 5 — Kansas
University vs.
Nebraska University at Lincoln, Neb.
Nov. 12 — Oklahoma
University vs.
Missouri University at Columbia, Mo.
Nov. 19 — Missouri University vs.
Kansas University at Lawrence, Kans.

oadcast
Football Br

^

■

KFH went direct to the listeners to
find out which games they wanted.

5000 Watts -ALL the time
REPBESCNTID

NATIONALLY

BY

EDWARD

PETRY

a

CO.,

INC.

'Nov. 24 — Detroit University vs.
Wichita University at Wichita, Kans.
'Thanksgiving Day

mill
WICHITA,

KANSAS
SPONSOR

4 JULY 104')

New and rvnew
New

on Networks
AGENCY

SPONSOR

Raymond
Spector
Benton & Bowles
Maxon

Bruner-Rltter
Inc
General Foods Corp
Gillette
Safety Razor Co
International
Harvester Co
Kraft Foods Co
Liggett & Myers Tobacco Co
Miles
Laboratories
Inc
Philip Morris & Co Ltd
Procter & Gamble Co

McCann-Erickson
J. Walter Thompson
Newell-Emmett
Wade
Biow
Benton
& Bowles
Sherman & Marquette

Quaker Oats Co
Serutan Co
Standard Oil Co of Calif
Sterling
Wildroot

Drug
Co

Roy S. Durstine
BBD&O

Co

Dancer-Fitzgerald-Sample
BBD&O

NET

STATIONS

ABC
MBS
MBS
NBC
NBC
NBC
NBC
CBS
CBS
MBS
ABC
NBC
ABC

187
221
517

Sun 9:30-10 pm; Sep 4; 52 wks
Juvenile Jury;
Sun 3:30-4 pm;
Oct 2; 13 wks
All Star Baseball Games;
Tu July 12; 1:15 to conclusion

16")
164
163
160
171
169

Harvest of Stars; Sun 5:30-6 pm; Jun 28; 52 wks
MTWTF 10:30-10:45 am;
Oct 3; 52 wks
Chesterfield Supper Club; Th 10-10:30 pm; Sep 8; 52 wks
Quiz Kids;
Sun 3:30-4 pm;
Sep 11; 52 wks
Horace Heidt; Sun 9:30-10 pm;
Sep 4; 52 wks
Red Skclton;
Sun 8:30-9 pm;
Oct 2; 52 wks
Man On the Farm; Sat 12-12:30 pm; Aug 27; 39 wks
Victor Lindlahr; MWF 10:45-11 pm;
Sep 5; 52 wks
Standard
School
Broadcasts;
Fri 10-10:30
pm
pat; Sep
30; 26 wks
My True Story; TuTh
10-10:25
am;
Jun 7; 57 wks
Adventures
of Sam
Spade;
Sun
8-8:30
pm;
Sep
25;
52 wks

57

NBC

21
204
164

NET

STATIONS

CBS
NBC

166
131

PROGRAM,

time, start, duration

II

Renewals on Networks

QS

AGENCY

SPONSOR
Borden Co
Campbell Soup Co

Kenyon & Eckhardt
Ward Wheelock

CBS
CBC

Colgate-Palmolive-Peet

Ted Bates
Sherman
& Marquette

Co

Cudahy Packing Co
First Church of Christ Scientist

Grant
H. B.

Fruehauf Trailer Co
General Foods Corp

Zimmer-Keller
Benton & Bowles

Kraft Foods Co
Mars Inc
Noxzema Chemical

Co

Procter & Gamble

Co

J. Walter Thompson
Grant
Sullivan, Stauffer,
Colwell
& Bayles
Biow

Humphrey

ABC

R. J. Reynolds Tobacco Co
Ronson Art Metal Works Inc
Whitehall
Pharmacal
Co

NBC
NBC
NBC
NBC
MBS
NBC

Compton

NBC
CBS

Dancer-Fitzgerald-Sample

NBC
CBS
NBC

Pedlar & Ryan
Quaker
Oats Co
Ralston Purina Co

CBS
CBS
MBS
MBS

Sherman & Marquette
Gardner
William Esty
Cecil & Presbrey
Sullivan, Stauffer,
& Bayles

Colwell

CBS
NBC
CBS
MBS
MBS
NBC
MBS
NBC

PROGRAM,

time, start, duration

1County Fair; Sat 2-2:30 pm; Jul 9; 52 wks
1Double or Nothing;
MTWTF 2-2:30
pm; Jun 27; 52 wks
155
(Club 15; MTWTF 7:30-7:45 pm; Jun 27; 52 wks
154 5
Edward R. Murrow ; MTWTF 7:45-8 pm; Jun 27; 52 wks
152 ^32<
Our Miss Brooks;
Sun 9:30-10 pm; Jul 3; 52 wks
151
Mr. & Mrs. North; Tu 8:30-9 pm; Jul 5; 52 wks
Nick Carter;
Sun 6:30-7 pm;
Sep 11; 52 wks
63
1Healing Ministry of Christian Science; Sat 4:45-5 pm;
471
~1 Jul 2; 13 wks
97
This Changing World;
Su 3-3:15 pm; Jun 19; 52 wks
Aldrich Family Th 8-8:30 pm; Jun 30; 52 wks
145
1Burns & Allen; Th 8:30-9 pm; Jun 30; 52 wks
147
148
1Kraft Music Hall; Th 9-9:30 pm; Jul 21; 11 wks
145
<Curtain Time; Wed 10:30-11 pm; Jul 6; 52 wks
220
<Gabriel Heattcr;
Mon 7:30-7:45 pm; Jun 27; 52 wks
151
149
154
152
83
154
14884
"■'
83
~^
155
501
362
162
465
53

]Life Can
Be Beautiful;
MTWTF
3-3:15
pm;
Jun
27;
53 wks
1FBI In Peace & War; Th 8-8:30 pm;
Jul 7; 52 wks
1
Road
of Life; MTWTF
10:30-10:45 am;
Jun 27; 53 wks
1
to Happiness; MTWTF 3:45-4 pm; Jun 27; 53 wks
1Right
Lowell Thomas;
MTWTF
6.45-7 pm;
Jun 27; 52 wks
1Brighter Dav; MTWTF 10:45-11 am; Jun 27; 53 wks
Ma Perkins; MTWTF 3:15-3:30 pm; Jun 27; 53 wks
1Beulah; MTWTF 7-7:15 pm; Jun 27; 52 wks
Smith; MTWTF 7:15-7:30 pm; Jun 27; 52 wks
1
1Jack
Pepper Young; MTWTF 3:30-3:45 pm; Jun 27; 53 wks
1Roy Rogers;
Sun 6-6:30 pm; Jul 3; 52 wks
1Tom Mix; MWF 5:30-6 pm; Sep 26; 39 wks
JJimmy Durante; Fri 9:30-10 pm; Oct 7; 26 wks
220 Questions; Sat 8-8:30 pm; Jul 2; 52 wks
1Hollywood Star Theatre; Sat 8-8:30 pm; Jul 2; 52 wks

1
m.

11

National Broadcast Sales Executives (Personnel changes)
NAME
George Arkedis
Murray C. Evans
Robert F. Laws

•

FORMER

NEW

AFFILIATION

CBS-TV,
N. Y., acct exec
WHLI, N. Y., acct exec
KGO, S. F., sis prom, adv, publ dir

Same,

Western

AFFILIATION
sis mgr

WGBB,
Freeport N. Y., sis mgr
ABC, Western div, sis mgr

in next issue: Xeir Aationeil Selective
Business.
\eiv and
Renewed
on
Advertising Ageneg Personnel Chunges. Station Representative Changes

TV

mm

Sponsor Personnel Changes
NAME

FORMER

NEW AFFILIATION

AFFILIATION

John K. Barry
Harry W. Bennett Jr
Russell Brown
T. F. Delafield
H. A. Goodwin
George
R. Frederick
E. W. Gutelius

Arnold Schwinn & Co, Chi., adv mgr
Honel Corp, Bronxville N. Y., adv, sis prom dir
General Mills Inc. Mnpls.
Delta Air Lines, Atlanta Ga., passenger sis mgr
Falstaff Brewing Corp, St. L., gen sis mgr
Loft Candy Corp, N. Y., exec vp
General
Electric Co, N. Y., asst sis prom
mgr
lamp dept

John

Kaiser-Frazer
Corp,
Willow
engineer,
works mgr

L.

II. .11. ii

Virginia MacAuley
Kdmund F. Ortmeyer
H. M. Kobinson
Val A. Schmitz
Edward Sicgelson
Albert W. Smith
James C. Swan
George F. Swartz
Richard Weil Jr

Armour

& Co,

Chi.,

asst

Run

adv

mgr

Mich.,

Wilson Brothers, Chi., adv mgr
John F. Jeike Co, Chi., adv mgr
Dad's Root Beer Co, Chi., adv, mdsg mgr
Same, gen sis mgr
Same, vp in chge sis
Same, pres
Sylvania
Electric Products
Inc, N. Y.,
lamp, fixture div
Same, gen mgr

chief

adv,

sis

prom

dir

I. B. Kleinert Rubber Co, N. Y., adv mgr
F. W. Cook Co Inc, Evansville Ind.. exec vp
Same, adv mgr soap, industrial prods

packinghouse

prods Rock Corp, N. Y., adv, sis prom mgr
White
A. Holthausen, Union City N. J., sis prom mgr
Central
Arizona
Light
& Power
Co, Phoenix,
residential, small comml sis section mgr
Hiram Walker Inc, Detroit, adv mgr
Textron Inc, N. Y., sis prom mgr
R. H. Macy & Co, N. Y„ vp

Blatz Brewing Co, Milw., adv dir
Diana Stores Corp, N. Y-, adv, sis prom mgr
Same, sis prom, adv mgr
White Rock Corp,
Same, adv mgr

N. Y., adv, sis prom dir

Macy's New York, N. Y., pres

New Agency Appointments
SPONSOR

PRODUCT

(or service)

Albert's Products
Co, Portland Ore..
Anti Decay Drug Corp, N. Y
K. Arakelian Inc, Madera Calif
Automatic Radio Mfg Co, Boston...
B. T. Babbitt Inc, N. Y
H. C. Brill Co Inc, Newark N. J
Bruner-Ritter Inc, N. Y
Buckeye
Brewing
Co, Toledo O

Portland
Punch
. DK Ammoniated
toothpaste
. Mksion
Bell Wine
.Tom
Thumb
portables, TV
. Swerl Suds

Clinton Home Improvements Inc, East Orange N. J.
Coro Inc, N. Y
R. B. Davis Co, Hoboken
N. J

Building materials
Costume jewelry
. ''icomn't
Davis baking powder, S-.el, new
chocolate frosting and fudge prod....
. Foods

sets

Brill's Spanish Rice
. Bretton watch attachments
.Beer

Edelstein Foods Inc, N. Y
Federal Television Corp, N. Y
Fenway Wine & Liquor Co, Boston
Geigy Co Inc, N. Y
Grove
Laboratories,
St.
L
Headquarters Fifth Army,
Chi
Morris Hessel Inc, N. Y
Ice Cream Novelties, N. Y
Linen Mart, Wilmington Del
Mitchell Manufacturing
Co, Chi

TV equipment
. Wine,
liquor
.Pharmaceutical prods
. Fitch toiletries
. Recruiting (13 Midwestern states)
. Furrier
. Ice cream novelties
. Linens

Mother's
Food Products Inc, Newark
N. J...
Nestle Form Co, Balto
Nineteen
Hundred Corp, St. Joseph Mich....
Occidental
Life Insurance
Co, Raleigh N. C.
Ohrbach's Stores, N. Y
Park View Inc, Phila
Pictsweet Foods Inc, S. F
Pure-Pak
Council, Detroit
Regal Amber Brewing Co, S. F
Robin Airways Inc, L. A
A. Santaella
& Co, Tampa
Fla
Santa Fe Vintage
Co, L. A
Scatena York Co, S. F
William
S. Scull Co, Camden
N. J
Selco Coffee,
Phila
Sylvania
Electric Products,
N. Y
Veronica
Oil Co, S. F
A. A. Walter & Co, Inc, Albany
N.
Waltham Watch Co, Waltham Mass
Whitehall
Pharmacal
Co, N. Y

....

. Room
air-conditioner
. Foods
. Brassieres
. Home laundry
. Insurance

equipment

.Department stores
. Collingswood N. J. apartment center...
. Frozen, canned foods
.Milk containers
.Beer
. Air travel

V.

.Optimo cigars
. Santa Fe Wines
York refrigerator equipment distributor.
. . Boscul coffee, tea
.Coffee
r
. .TV sets
. Peanut
oil
. . Blue Ribbon Potato Chips
. . Watches
. Kolynos tooth paste, anti-decay
tooth powder

AGENCY
. H. C. Morris, H'wood.
Dunay & Rader, N. Y.
.Young & Rubicam, S. F.
Hare, Boston
. Kenyon & Eckhardt, N. Y.
Tracy, Kent, N. Y.
Raymond Spcctor, N. Y.
. Livingstone-Porter-Hicks,
Detroit
Mike Goldgar, Boston
.Hirshon-Garfield, N. Y.
Brisacher, Wheeler, N. Y.
. Duane Jones, N. Y.
. Friedlander & Meyer, N. Y.
.Lancaster, N. Y.
Mike Goldgar, Boston
L. W. Frolich, N. Y.
Harry 15. Cohen, N. Y.
John W. Shaw, Chi.
Marcel Schulhoff, N. Y.
Monroe Greenthal, N. Y.
.Weightman,
Phila.
.Jones Frankel, Chi.
.Ray-Hirsch, N. Y.
.Robinson, Balto.
.Beaumont & Hohman, Chi.
.Piedmont, Salisbury N. C.
.Doyle Dane Bernbach, N. Y.
Clements, Phila.
.Brisacher, Wheeler, S. F.
Fred. M. Randall, Detroit
Abbott Kimhall, S. F.
.Dan B. Miner, L. A.
.Kastor, Farrell, Chesley & Clifford, N. Y.
. Lockwood-Shackelford,
L. A.
.Hoefer, Dieterich & Brown,
S. F.
.Louis & Gilman,
Phila.
. Yardis, Phila.
.Kenyon & Eckhardt, N. Y.
.Small & Gautreaux, Oakland Calif.
..Norman D. Waters, N. Y.
..Daniel F. Sullivan, Boston
Sullivan, Stauffer, Colwell & Bayles, N. Y.

DOES

YOUR
PICTURE
BELONG IN THIS FRAME?

It does ... if you're one of the "little men who isn't there" with straight thinking about
summer business in the Duluth-Superior Market.
Strange to say in this enlightened age of time buying on facts, there still are advertisers
who believe business falls off in summer. Why they do, we can't understand. Because
fact it is, that business actually is better in summer in this market.
That's not difficult to understand when you realize that hundreds of thousands of freespending tourists vacation in this area. Your advertising dollar can produce a bonus
return for you if you reach this market while it's loaded with extra cash.
Why not start your planned fall campaign early in this market to take advantage of this
bonus business?

WEBC
NBC
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Forecasts oj tilings to come as
seen by sponsor's editors

Outlook

Men's summer clothing staying
on racks at retailers
Lack of planning in the men's summer-clothing field has
caught both retailers and manufacturers with their inventories up when they should be down. Advertising has
been notable by its absence. Prices have been out of line
with current market. Most of all. there's been no concerted industry-wide thinking or promotion. Fact that
heavy clothing worn in the summer not only is uncomfortable but actually detrimental to the clothing, and fact that
summer clothing costs a fraction of the equivalent yearround clothing haven't been promoted. If it hadn't been
for an unusually humid June, the mens clothing industry

Real estate down 20-25%;
only small homes selling
Private real estate has taken a had beating in past six
months. Homes in the over-$20,000 class have dropped
from 20 to 25 % of the asking price since 1 January 1949.
Federal Reserve Board indicates there is still a great demand for homes, but in the under-$10,000 class. Builders
agree but complain that buyers want house, lot, completelyequipped kitchen, and then some, at this price. FRB reports 3,000,000 prospective home-buyers. Most of them
want ranch-type homes, with Bendix washers and television sets installed.
Sports appeal for women
increased
via television presentations
Box-office appeal of all sports is rapidly taking on a skirted
slant. That's because women, as well as men, are TV
viewers and are frequently forced to look at sports if they
initially want to or not, and thus are won over to action
events. Many a housewife with a television set can tell
her husband more about baseball than he ever knew, and

wouldn't have been really crying the blues.
Railroads
trying the
"fair"
routine
Chicago has started the fairs going again with a giant
Chicago Railroad Fair that's costing participating railroads over $3,000,000. Neither the press nor radio has
given the Fair much attention, for the advertising budget
is nothing to talk about, and the media look upon it as
a commercial enterprise. None other than former NBC
president Lenox Lohr heads up the enterprise which will
keep going, it hopes, until 2 October. The Fair is said to
have "everything" from an hour documentary pageant to a
wild-west show, but it's questionable as to whether or not
it will sell travel by rails as glamorous. There's not a
plane in an acre.
More women than men
is 1940-1948 trend

other advertisers did with it on a straight women's
scanning. They'll be putting skirts on ushers soon.

Latest figures released by Census Bureau show that the
sex ratio in the past ten years has changed from an excess of males in 1940 of 500,000 to a deficit of males in
1948 of 500,000. The 1948 figure is an estimate, for no
official census will be taken until 1950. Bureau officials
refuse to indicate if the million shift indicates a trend,
or whether the war is responsible.

CPI needs revision;
Congress asked for $ $ $

U. S. Savings Bond
a great big ache

Although the Consumers' Price Index is an accurate gauge
of what it reports, the changed buying habits of the American public make it a less-than-accurate picture of what it
costs the average family to live. Even the Bureau of
Labor Statistics admits that what a family bought in

asking Congress for money to set up a new standard of

Push on U. S. Savings Bonds is disturbing short-range
thinkers in Washington. Idea is that any stress on savings
at this time merely serves to curtail further consumer buying— buying that is urgently needed now. Short-range
thinking is based upon need to do something now. and
they say now is not the time for mass saving. It can
only build a greater recession. Radio can help by not pushing bonds, despite Treasury Department urging.

"living requirements," and expects to get it. Future CPI
will be tuned to today's living — when the money is appropriated.

for department-store

they're specialists also on the groan-and-grunt sport.
Maison Blanche (New Orleans) tested a $1 vegetable
grater on a TV sports program and did better than most

1935-39
is no its
trueCPI
index
to outdated
what it's trend
buyingline.
today,
that
therefore
is an
BLSandis

More products being advertised;
newspaper and radio
use up
Number of items being advertised is 10/{ above 1948.
Magazine linage is down, newspapers and radio up. Most
attention is being given to jewelry, cameras, gasoline,
automobiles, travel, and resorts. Advertising stress will
continue to increase until December, with trend beyond
that bevond forecasting.
12

push

Door-bell ringing ahead

Department
selling, will
Merchandise
can absorb

salesmen

stores, which haven't indulged in door-to-door
start changing their minds about it this fall.
men at a number of stores in markets which
more appliances and home furnishings are

going to send out crews of bell-ringers. This is a newstores aren't
but department
type of
field forto this
going
stumble
overretailer,
tradition.
The) plan to back up
the salesmen with a door-opening radio broadcast campaign. That's also new

for the stores.
SPONSOR

Illl IT DOES MIR SALES OUTLOOK
CALL FOR TODAY ? ? 5
establishing a new product in grocer stores of
Chicago and territory?

£7

(See what Martha and Helen and WLS

have

done for Rap-in-Wax!)
stepping up sales of your already-established
grocery store items in wide Chicagoland ?
(Ask the makers of "Old Dutch Cleanser"
or Chase and Sanborn coffee about "Martha

^

and Helen" on WLS!)
getting regular reports on just how your product isdoing in retail grocery outlets of Chicago
and territory?
(The makers of Creamettes and many other
^

grocery-store-sold items will tell you about
Martha and Helen's report service!)

Fea-

For availabilities and other facts about this outstand-

ture Foods program combine (l) powerful radio

ing way to move merchandise into and out of grocery

selling to a loyal, responsive audience of housewives

stores in Chicago and territory — and how you can

who

participate — call or wire Sales Manager, WLS, Chicago 7, Illinois today!

Martha Crane and Helen Joyce with their WLS

spend money in grocery stores, (2) an in-

grocery-store merchandising and reporting service
available only to Martha and Helen's sponsors.

^&<S^£z^<^^^
~890 KILOCYCLES,
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50,000 WATTS,

AMERICAN

AFFILIATE.

REPRESENTED

BY JOHN

BLAIR AND

COMPANY.
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Mr. Sponsor

1 liar I <>s H. Percy
President
Bell & Howell

Co., Chicago

With Ted Briskin's Revere Camera Co. advertising like mad to win
the hearts and dollars of amateur and semi-pro movie-making hobbyists, conservative, old-line Bell & Howell has had to soup up the traditional stately pace of its advertising and selling. Despite the slogan
"Since 1907 the Largest Manufacturer of Professional Motion Picture
Equipment for Hollywood and the World," B & H supplies probably
no more than 5% of Hollywood's professional movie-making equipment. It's the nearly 300.000 amateurs who use B & H cameras and
associated equipment who accounted last year for the major share of
sales totalling more than seventeen-and-a-half-million dollars. But the
competitive cloud on the horizon was already more than the size
of a man's hand when Charles Percy took over last January as
president. The "stately pace'' gave way instantly to a fast gait.
Percy started working summers for the firm in 1938 while
attending the University of Chicago. President McNabb (who died
early last January) sized him up as a young man keen on finding
better ways to do a job, made him an officer of the company at the
age of 22. upon his graduation from the university. While stationed
on the West Coast, Percy spent his spare time studying industrial
organization and strike causes. He believes men should understand
not only what they are doing but why they are doing it. It's reported
that, back in Chicago, in charge of industrial relations, he asked some
workmen what they were doing with lumber they were moving. When

>ts^Ht'
Represented

by

ROBERT

MEEKER

ASSOCIATES
New

York

San Francisco

•
•

Chicago
Los Angeles

Clair R. McCollough
Managing Director

STEINMAN
14

STATIONS

the workmen said they didn't know. Percy bawled out a v.p.
He's a bug on using films for education, and is probably more
responsible than any other one man for the way companies like
Ford, Chevrolet, Singer, Simmons, and Westinghouse are using films
to sell their products through sales films . . . and on television.
Percy isn't content to "cultivate" the present class market of
hobbyists, he's out to widen it. Major moves to do it consist of the
video Action Autographs, five-minute films showing famous people
using B & H equipment; e. t. Hollywood Heritage spots and breaks
provided free to dealers who buy radio time (campaigns are going
now in four major markets). Legal understanding is part of running
a business, so Percy studied law at night school — as part of his
job of keeping B & H growing.

SPONSOR

TELEVISION

GOES

BERSER^

Directed and Staged
by
Ezra Stone
A Kudner Agency, Inc. TV
Production

every

■ mi
Coast to Coast

Network
Beginning June 28th nonove
-nertivNB
orkC-sta
TVtions
and July
12th on

presented

by your BUICK

dealer
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New

developments

Remember the
story about . . .
the old general store

See:
IsSUe:

p.s.

on

SPONSOR

stories

"Letters
Tell A Story"
14 March 1949, p. 25

Subject:

Audience
mail
up;
shows
with specific

best
pullers
appeals

are

The upward trend in radio audience mail throughout the country
reported last March has continued. This is partly due to new radio
and TV shows that stimulate letter-writing. By the end of June the
flow of letters will have hit the bottom of the seasonal mail slump.
It starts about 15 April as if at some invisible signal, hits low ebb
toward the end of June, and doesn't start to climb again until the
end of July. Vacations, plus hot weather in many areas, discourage
people from putting gripes, praises, or requests on paper. Events
that solidly grip the imagination of people in any area tend to curb
letter-writing. The national election in November caused a sharp
dip in the normal audience mail curve for that month. The pick-up
that normally starts in August continues slowly until about two
weeks past Labor Day. when it begins a fast climb. October and
November are just short of the peak months of January and February. The pre-Christmas slump begins the second week in December, and mail continues slow until 10 January. This is the general
pattern of letter-writing to national network programs as reported

that grew into today's

b\ Rernard O'Donnell's Radioland Mail Service I Long Island.
N. Y. ) . and it holds roughly true for most areas of the country.
Not all radio and television programs are letter-stimulators; but
many are built around a gimmick that requires communication of
some kind with the program. Kid shows on video are strong on
this, and it's amazing what the moppets will do between programs
to share in the fun. In the last year, for example, 75.000 youngsters

department store?
Such development
like that of WWDC

is much
in Wash-

ington. WWDC has come
be a huge

power

to

drew and submitted cartoons of figures appearing in ABC's Cartoon
Teletales. Simple drawing instruction is part of the show.
Where individual stations are concerned, live shows produce the
most mail, and by and large, hillbilly programs are the champion
pullers on stations that cater to rural audiences. As general manager Ben Ludy of WIBW. Topeka, points out. there are exceptions.
On WIBW. for example, the transcribed Judy and Jane is a top mailgetter. Quiz shows are special examples of the rule that the way to
eret mail is to make people want to write — then ask them to write.
Their reason for writing may be anything from a sponsor's product
for which they will enclose cash, to the mere satisfaction of commvnicating with a radio "personage."

for pro-

ducing low-cost sales in the
rich market of the Nation's
Capital. And

incidentally,

big retailers are among our
most successful advertisers.
Check

into this with your

Forjoe man.

WWDC
AM-FM—

The D. C. Independent

Represented Nationally by

FORJOE

16
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See:

"Blackstone's

50-50

IsSUe:
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Subject:

February

Deal"

Why
Blackstone
Corporation
cooperative
advertising

suspended

p.s

A strike at Blackstone's Jamestown. N. Y.. plant early in March
quickly left the company's approximately 50 distributors without
washing machines. Dealers and distributors felt they couldn't stay
on the air indefinitely at their own expense without machines to
sell. Blackstone advised them all to cancel Blackstone, Magic
Detective, their transcribed radio program, at the end of its current
13-week cycle. For fear of prejudicing listeners with news of the
strike, each show left the air without announcement of any kind.
On 25 May the strike was settled, and assembly lines are rolling
again. Ad-manager James E. Peters is notifying distributors directly
when to expect deliveries, and these dates will determine start of
individual campaigns. Not all Blackstone distributors retained their
(Please turn to page 38)
SPONSOR

40 West J 2nd
(Continued from

page 6)

find themselves the proud possessors
of a new method for building songs up
into the hit class. Recordings that
could never quite make a hit on their
musical merit might be pushed into the
hit class on the strength of their accompanying motion pictures, and record companies would be vying with
one another to outdo each other on
film production, needless to say, a very
healthy situation for video.
Film production companies such as
Cinemart, Inc., would be glad to lend
their know-how and experience to the
production of such films for the record
companies.
I have discussed this idea with several recording executives, all of whom
like it. However, I wonder how TV
program directors feel about it. I'd
like to receive some opinions from
them.
Paul V. E. Perez
Director of TV Sales
Cinemart, Inc.
New York

GARDEN

PROGRAMS

Last year the American Nurseryman
ran a story on garden radio programs
using, for the most part, excerpts from
sponsor's original story on the subject.
From personal experience with garden radio shows, I considered your
article to be the most intelligent
analysis which I have ever read on
the subject. I am one of the few
persons who still believe that an entertaining garden show can be created to
sell merchandise. Your story was an
inspiration.
D. Murray Franklin
President
National Garden Supply
Merchandiser, Baltimore

FM A GOOD

"BUY"

I have read with considerable interest your article. Radio Is Getting
Bigger, in the 23 May issue of
SPONSOR.

With no wish to distract from the
growing importance of TV, I do want
to say that I feel you are doing the
sound-broadcasting industry a great
service in bringing the AM. FM, TV
I Please turn to page 35)
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Example

# 15

15 years ago Tappins Stores, retailers in Jewelry and Optical
Goods in the Philadelphia area,
started buying time on WIP.
They have been with us — 52
weeks a year — without interruption ever since. And they have
just renewed for another vear.

WIP
Philadelphia
Basic Mutual
Represented Nationally
i:i»\V \ltl» PETKY

& CO

17

WREN

\m

Topeka, Kansas

W

ABC affiliate
covering half a million radio

\

families in a 2 billion dollar
retail market

announces the appointment effective
July 1, 1949 of . . .
new york

Weed

boston
Chicago

and company
radio and television

detroit

station representatives

atlanta

san francisco

hollywood

18
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HUNDREDS

OF

FANS

ATTEND

BASEBALL

GAMES

WITH

PORTABLES

TO

The big pins
Amazing

facts about

ffoutside-the-hoine99 listening

MAKE

SURE

THEY

DON'T

MISS

FAVORITE

SPORTCASTERS

Broadcast advertising is being shortchanged by all
ratings: Hooper, Nielsen. Pulse, Radox, or any other home-based rating
system. All will be ready to admit that
their ratings do not take into account
out-of-the-home listening.
It's not possible to ignore listening
away from the fireside, if a sponsor
wants to obtain an accurate guide to
what he's buying. At-work radio listening is amazing. It frequently amounts
to more hours per day than the at-work

please turn page

and-news stations like WHHM l Memphis. WHDH (Boston). WCKY (Cincinnati l.WITH (Baltimore), and literal!) hundreds of other stations
throughout the U. S. and Canada.
When the network stations have a
big sporting event exclusively, then
public-place listening may shift to these
outlets. For day-in and day-out listening, eating and service establishments
stick to non-talk stations. There is an
exception to this in foreign-language
areas. Stores in Italian sections of
New York, for instance, have been
checked and found in the daytime to
be heavily pro-WOV. The Yorkville
section (German) tunes WBNX and
WWRL. The foreign-language audience is faithful to the stations that

outdoor

listening increases every year and while it
hits annual high in summertime, it's not just
a humid-wealher habit.
Millions of portabl e radios are being used throughout the year

listener enjoys at home. The use of
automotive radio per-person does not
hulk as high in hours as home receivers but auto sets-in-use figures for certain hours of the day are far higher
than home radio. As the summer approaches and city home radio usage
is said to decline, car radio usage goes
up. up. and up.
Sets in public places I restaurants,
bars, clubs, groceries, dairies, shoemakers, automatic laundries, beautv
and barber shops I are in use many
hours longer than sets at home. Individually they reach many more people than a home set. while at the same
time reaching a few people I storekeepers and employees) far more hours
than a home radio.
These are all permanent installations. Listening in each case can be
measured — and in a few areas, like
New York. Baltimore. Washington, and
Boston, is being measured spasmodically now. It's costly to measure listening out-of-the-home. Thus it hasn't
been done on a continuing basis.
Nevertheless, it's important both quantitively and qualitatively The total
out-of-the-home listening at certain
hours of the day may be actually more
than all listening at home. It's being
measured for TV in many cases because viewing at bars and during
the early days of telecasting in am
city exceeds viewing in homes. For
sports events, the number of viewers
always may run so high at eating and
drinking places as to be a great factor
in a sponsor's consideration when buying a fight, race, football, or baseball

game. Listening to these events in
public places has been almost completely ignored — except in an occasional sales presentation made by a station
or network sales executive. No matter
how great the viewing in a radio-TV
town, listening still exceeds viewing
even in public places on a morning-tomidnight basis.
Stations like WNEW are currently
measuring out-of-the-home listening.
For years this station has sold its bar.
grill, and lunchroom audience on an
after-midnight basis. It seldom stopped
to think that the self-same spots listened to WNEW all-day long. The
spots do not turn on their sets when
the clock strikes 12. What's true for
this music-and-news station is also
true for practically all leading music-

factory

speak their language and that goes for
public places as well as home listening.
From coast-to-coast, neighborhood
retailers enjoy and use radio receivers
in theirdostores.
The radios
big "downtown"
stores
not have
but their
impact on the population of any town
is a fraction of that of the neighborhood merchant, the man with his radio
turned on.
A recent "living-habits" survey indicated that the average housewife visits
at least one neighborhood store per
day and stays in that store at least
15 minutes. The average time percustomer per-store in this report was
indicated as 28 minutes. It's somewhat less in chain stores and super
markets, where clerk-customer conversation isat a minimum, but even then
it's checked at 20 minutes. There's
less chance of there being a radio playing in giant markets, but this is rapidly being corrected
through
store-

dialing is pro-music and news.
The great majority of factories in the U. S. today permit
workers to have radio entei lainment while they work. Radio helps produce
better workers

casting installations which combine
radio and point-of-sale selling.
The yen for music-while-you-ride is
pretty universal. The "silent car" is
the exception on the road. Turning on
the radio is a protection from backseat driving, as well as a relaxation. A
great segment of the male population
drives to work. Because key advertising agencies and home offices of manufacturers are located in big cities, executives are apt to forget this twice-daily
mass-migration on wheels. The average time taken in driving to work is
40 minutes. Driving-home runs nearer
50 minutes, due to errands, etc., which
are part of the daily grind.
Since the after-dark use of cars
varies with each family, it's difficult
to arrive at any conclusive figure as
to the number of hours per night that
an auto radio is in use.
In May

1940, Station WOR commissioned Pulse of New York to determine the percentage of automobiles in
metropolitan New York that were
radio-equipped. Pulse's figure, as of
May 1949, was 72.8%. Estimates of
automobiles-with-radio nationally runs
from New York's 72.8% downward to
63%. In Greater New York (16 counties), there are 2,093,000 autos. This
means there are 1,523,802 radioequipped cars in Metropolitan New

York.

Another Pulse-conducted survey, this
time for WNEW, New York, indicated
last April that 28.7% of New Yorkers
enjoy broadcasting outside the home.
Of this 28.7%, 39.8% enjoy it in a
car. This means that 11.4% of New
York listens while riding. That's an
amazing
audience — an audience
that
ilflohrnnm
UlIU II I UUIIi

auto radios

are almost as much a part of automobile
equipment as brakes. Listening on wheels
is sometimes more than liste ning at home. Auto radios are turned on every hour of day

has never been included in any listening index to date.
Pulse's figure for at-work listening
is 26.4% of those who listen away
from from home, or 7.6% of New
York. The at-work audience is difficult to gauge. Nine years ago when
Muzak was evaluating the possibilities
of installing its music-while-you-work
service in factories around New York,
a special survey of 1,000 factories was
conducted by sponsor's editor, then assistant to the general manager of the
various Muzak services. The figures
developed amazed him as they did the
g.m. In the 1,000 factories, 684 permitted radio to be played during working hours in the factory section of
the plant. I Very few permitted radio
in the offices ) . The average workers

ra(^io is as much part of operation as food and drink. From morn to night and sometimes round
the clock, music and news can make
many
customers forget the food

within ear reach of the set in use
were 132. Thus in these 1,000 factories
there was a radio audience of 89,288
individuals. The average length of
time during which the factory sets
were in use was three-and-a-half hours
per day. The programs tuned were for
the most part music and news but in
a number of factories where the work
was 100% of a repetitive nature, and
the workers mostly women, soap operas
were permitted. In the factories where
the employees were of U. S. origin,
the music was popular through
WNEW, WMCA, WINS, etc. In factories where the workers were of European origin, WQXR was an important listening factor.
On baseball days, broadcasts of the
most important game were permitted
in a number of factories where the
work wouldn't be slowed down

by

play-by-play airings. Where production would be lowered by play-by-play
listening, managements frequently permitted sets to be tuned to stations that
included scores in hourly newscasts.
More and more factory work is of
an assembly-line nature. Even in garment factories, where years ago one
workman would do everything on a
garment, today each tailor or dressmaker does just a few operations and
passes the garment on to the next
worker. In the age of specialization,
the specialist can listen and work —
and does.
Today is the era of the portable
radio. At a baseball game anywhere in
the nation, some fans come to enjoy
I Please turn to page 47)
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Squeezing the most out of Bing
— personality
Minute Maid moves ahead with dynamic

— product
— medium

URSEIF
The stockholders in Vacuum
Foods Corporation last October approved an increase in
the authorized common stock issue of
the company to 480,000 shares. This
was done to provide for the sale of
20,000 additional
parent company,
Associates. Inc.,
number of shares

shares to Vacuum's
Orange Concentrate
to replace a similar
which OCA had sold

Der Bingle, the No. 1 man in American
entertainment — in a word, Bing.
BinguumCrosby's
Foods andconnection
its one with
and Vaconly
product, Minute Maid, a quick-frozen
orange- juice concentrate, has meant
considerably more than the sale of
a block of stock and a listing as a
board director. Since last October

Crosby has been the principal salesman for a new product which in the
to a gentleman named Harry Lillis
Crosby. Jr. It was at the same time three years of its existence has risen
that the same Mr. Crosby became a from an idea to a multi-million-dollar
member of the board of directors of
business. Bing's 15-minute MondayVacuum Foods.
through-Friday daytime program for
Thus, in small, cold type, state the Vacuum has been responsible to a
corporate records of Vacuum Foods, large degree for the fast sales rise that
inasmuch as corporate records don t has increased Minute Maid business
unbend enough to call a spade a spade, more than six times over what it was
in 1947.
even though everyone in the United
States and most of the rest of the
Vacuum Foods was organized origicivilized world knows that Harry Lillis
nally to produce an orange-juice powder, an idea which had been developed
Crosby. Jr., is, of course, The Groaner.

_
'

Minute
freeze

Maid's own
sells orange

deep
juice

BING

CROSBY

TOASTS

WORKING

EXECUTIVE,

after two years of research by the National Research Corporation of Boston.
During the war, NRC scientists had experimented with a high-vacuum process for reducing orange juice first to
a type of sherbet concentrate, then to
a pure orange-juice powder. In 1945.
John M. Fox, now president of
Vacuum Foods, then sales head of
NRC, procured an Army contract for
the powder; with this as a nucleus.
Vacuum Foods Corporation was
formed.
After the war, the plans to manufacture the orange-juice powder were
dropped in favor of marketing the
concentrate itself in frozen form.
Vacuum started commercial production in April, 1946, manufacturing
360,000 gallons of the frozen concentrated juice during 1946-47. and
1,300,000 gallons the following year.
Vacuum expects to produce this year
4 JULY

1949

SALES,

ADVERTISING

STAFF OF MINUTE

about 40,% of the total 8-9,000,000
gallons that will be manufactured by
the dozen or so frozen-juice companies
in the field.
Vacuum lost money during the first
couple of years of its existence, but
by the end of the third fiscal year
(July. 1948), it had emerged into the
black by a comfortable margin. The
detailed three-year profit-and-loss figures are as follows:
Year
1946
1947
1948

Sales
$

374,501
453,919
2,972,267

Net

Deficit

MAID FROM

NEW

FOUNTAIN

DISPENSER

and radio salesman, Vacuum's use of
broadcast advertising had consisted
solely of a September, 1947, to March.
1948. participation on the Galen Drake
Starlight Salute program on WJZ, New
York. Crop shortages resulted in a
curtailment of Minute Maid advertising over the summer of 1948 — until
John Hay ( Jock ) Whitney, an important factor in the destinies of Vacuum
Foods, introduced Bing Crosby to a
drink of Minute Maid orange juice . . .

$ 371,089
79,173

Vacuum's advertising budget for
1949-50 will be in excess of $1,500,000,

The company has at present two
plants in Florida, and later this year
it will put into operation a third plant,
located in California. This move will

spread over radio — which will get
more than 50 r/r of the total — newspapers, magazines, and point-of-sale.
When Crosby first started his taperecorded Minute Maid show, he was
heard in only five markets. The past
several months have seen that number
increased to 13, extending as far West
(Please turn to page 45)

$149,566

be tied in
with the for
firm's
for
national
distribution
the plans
first time
in its operation.
Until H. L. Crosby, Jr., entered the
Minute Maid picture as board director
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The case for
and against

Per

Most stations that have a lot
of per-inquiry advertising on
the air are outlets unable to
sell time nationally to regular sponsors,
or are stations that have developed such
a mail-order business that they find it
highly profitable to take PI deals. No
one really likes per-inquiry advertising.
Agencies find it difficult to handle. Stations have to check each product to
find out if the offer is priced fairly.
If they don't they run the great danger
of airing PI advertising for a product
that may kill off a great section of
that station's listeners.
PI advertising is in part responsible
for radio's so-called excesses in advertising. Per-inquiry copy, by its very
nature, has to go all-out selling. Since
it's impossible for the listener to examine the product before buying. PI copy
has to intrigue, picture, demonstrate,
and finally get the money or order
in the mail. Most advertising, on or
off the air, is called upon to do only
part of this. The final acts, inspired by
advertising, i.e.. demonstration and
sales, take place at the local-retail level.
Advertising's number-one objective is
to inspire the ownership or use of a
product. PI advertising has to do that
and make the sale besides. NaturalK
that requires a heavier impact on listener ear drums. To the listener who
is not a direct-mail buyer, it can be,
and frequently is. offensive. Since the
station, once it has accepted a PI deal,
must produce direct sales at once to
collect, it naturallv has the announcers go to town.
This is true of both straight PI
deals and direct-mail deals where the
advertiser pays for time in the accepted manner, but who cancels at
once as soon as the station fails to pro-

iii|iiin advertising
duce enough direct-mail sales to justify
its rates. Frequently what is a straight
PI deal on one station is broadcast by
another station under a regular rate
card contract, but with special cancellation clauses. As soon as direct-mail
sales fall below a certain figure, in
conies the cancellation. Thus, the Literary Guild may buy Hi Jinx on the
NBC flagship station WNBC for a minimum contract and "gamble" on producing enough direct sales of memberships to the Guild under the maximum
cost-per-member, but everyone involved
in the contract knew that as soon as
WNBC's audience had been bookmilked dry, Jinx Falkenburg and Tex
McCrary would have to find new sponsors— and they did, despite a really topnotch selling job for the Guild. This is
PI advertising with rate-card blessing.
It isn't loved by anyone in broadcasting, and there are very few agencies
equipped to watch all the stations on
the list for a campaign such as this,
so that memberships are sold at the
right cost.
Has PI advertising any place on
the air?
The National Association of Broadcasters officially says "no" and does
its best to discourage it. It does not
discourage the buying of time for
direct-mail selling, even though it realizes that it's Pl'ing by firms that can
afford to do it with cash. Even newspapers with the toughest of advertising-acceptance rules, such as The New
York Times, have of late added "shopping sections" that are really directmail selling sections. Thus, a great
metropolitan newspaper recognizes PI
advertising, for if an advertisement
doesn't produce enough direct sales in
a section like this, it isn't run again.
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There is one outstanding difference
between printed advertising that is run
only if it produces direct sales to pay
off, and broadcast advertising of the
same type. The reader doesn't have to
read those advertisements. It's practically impossible to avoid them on the
air if the radio set is tuned to the station carrying them.
Broadcasters are most concerned
with per-inquiry advertising that wants
to get on the air without paying for
time but only paying for sales. A
great portion of this type of advertising pays such a high percentage of
the direct-mail sales price as to tell
the station manager at once that the
product is dangerously over-priced.
There's a reducing product direct-mail
priced at $2.50, with the station getting $1.00 per order. Harmonica lessons with a "free" harmonica at $1.69
bring the station $.70. A Lone Ranger
pen set with belt sells on the air for
$1.98, with the station getting $.70 per
sale. This pen set is advertised in the
merchandise section of The Billboard
for $.50 in gross lots. The fact that
another PI operator offered the identical pen set to stations to sell on the
air for $1.00 (the station keeping $.25
per order) will give some idea of how
"deals" like this operate. The Lone
Ranger pen offers were made by an
agency in New York and a firm with
a post-office box number in Waterloo,
Iowa, for an address. The higher-cost
deal operated from New York. Many
of the per-inquiry offers are for products advertised in "merchandise" sections of publications like The Billboard, which have high readership
among "specialty" salesmen.
The danger to a station in giving
way to temptation and airing the Lone

Ranger pen offer at $1.98, while another station takes the $1.00 offer,
needs no detailing. Newspapers and
magazines may have comparative shoppers who are equipped to check "fairvalue" of advertised products. Obviously stations haven't — and everything
that's said on the air is credited by
a great majority of listeners as originating from and endorsed by the outlet. Complete and devastating evidence
of this is obtainable at any station
when a situation, or even a word,
that shouldn't be on the air is broadcast. The switchboards at the stations
light up like a Christmas tree when
such a slip passes the microphone.
Most per-inquiry sold products are
willing to protect stations by refunding
full purchase price if the buyer isn't
satisfied. There's a rub to this. It's
best explained by reprinting a postscript of a letter from a PI agency:
"
will refund the full cost
to any purchaser through your station
who is dissatisfied BUT do not make
this fact part of the advertising copy."
In other words, the seller will make
good if the buyer squawks, but do not
let the buyer know it.
Some of the direct-mail sellers do
use the "return if not satisfied and full
purchase price refunded" appeal but
they are the exception not the rule.
Any station with a good listening audience can insist on this copy being included in the broadcast commercial,
but few know this. And even if it is
included it doesn't help a station if the
listener is unhappy with a purchase.
Newspapers aren't blamed if an advertised product doesn't live up to the
reader's expectation. Neither are
magazines. But broadcast stations are.
(Please turn to page 60)
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Part two of a SPONSOR report

When
rolling
The public as well
as advertisers must be served when no newspapers

It's the advertisers in news-

up over the same pre-Easter week the

papers who haven't, or aren't
using broadcast advertising
who are the most hit by a newspaper
strike. The advertiser who uses both
black and white and radio also has

year before.
How were stations able to accept all
this announcement business? Most of

his problems.
While the results for non-radio advertisers are interesting, it's also important to see what happens to regular
local-retail broadcast advertisers during a newspaper strike. George's Radio
and Television Company, one of Washington's largest appliance dealers, is a
regular radio and TV advertiser. The)
use as high as 125 radio announcements and 60 TV commercials during
a week. Their agency, during the
strike, decided that the regular broadcast approach had to be forgotten.
They used straight price-selling copy.
Enders, the agency, wrote hard-hitting
copy, preceded it by a fanfare, and
then used as many as four prices per
station break ( 20 seconds I and more

them rightly construed that retail advertising was just as much public service as promotional announcements,
and cancelled all of the latter for the
duration. On a single station like
WTOP station-break announcements
were increased from 36 to 52 per day.
one-minute announcements from 33
to 53.
What do stations do to serve the
news needs of their listeners? The independents that broadcast news at regular intervals every hour found no need
of increasing the frequency of their
newscasts. The network stations did
increase their local news coverage, and
in a number of" cases cancelled their
national newscasts and replaced them
with local news shows. While everyone
recalls the classic example of reading
the comics that brought the newsreel

prices in one-minute announcements.
The results were, to quote the sponsor,

spotlight on New York's late Mayor
LaGuardia. Washington found that
reading the comics required a Fiorello.

"amazing."

and they didn't have one.
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Actual sales results

were

During the

are available

one-day strike they did report the doings of the characters who live in the
strips,
walk-out.but didn't during the three-da\
WTOP decided that radio logs were
important, and broadcast the highlights
of the stations in D. C. that were requested bythe 20 stations in the area.
That found WTOP (CBS) plugging
WRC (NBC I.
WTOP had scheduled its log to run
in seven suburban weeklies. The strike
was over before the logs ran, but it
turned out to be a good promotional
stunt for the station. This station also
sent cards ( 10.000 1 listing its news
periods to every important political
name in Washington. That also rated
special comment.
A few of the advertisers who were
introduced to the medium through the
strike have stayed on radio and TV in
Washington. Most of them reverted
to their normal newspaper schedules.
None of them had an\ doubt that
broadcast advertising had been profitable for them during the newspaper
void, but broadcast advertising failed
(Please turn to page 59)
SPONSOR
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How's jour sponsor identification?
PART TWO

High sponsor identification is only part of the
answer. Is your show selling?

iHbii

The abilit) of a listener to
^L^U^jUf identify the sponsor of a
™ * program and the sales effectiveness ofthe program do not necessarily go hand-in-hand. Many shows
with really low Si's do
job for their sponsors.
tisers never look at their
tification figures because
advance that they will

a top selling
Some adverSponsor Identhey know in
be low. This

doesn't mean that all firms with low
SI indices want them that way. Every
advertiser would like to feel that his
product name has been well sold.
The ache is that selling a product

For years Edgar Bergen had a top
Sponsor Identification. When Standard
Brands dropped the wooden-head's
mentor, the program had an SI of
51.8, good considering the fact that the
program was selling both Chase &
Sanborn Coffee and Royal Puddings.
The program, however, was not doing
a good job selling C&S Coffee, despite
the number of years Charlie McCarthy
had been delivering an audience for
that purpose. The low-selling impact of
this program and its commercials is
one of the reasons why Standard
Brands today is not an "enthusiastic-

name doesn't necessarily sell a product.
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sponsor."

The high critical response to Standard Brands' One Man's Family and
its low SI and sales impact merelv intensified the great food organization's
switch from broadcast advertising.
Sponsor Identification is not enough
in many cases to sell a product. A program with a high audience rating is
a great help in selling a product. It puts
it directly up to the advertising agency
to build commercials which can turn
the audience into product buyers. If
a successful program with a great audience doesn't sell, then its time for the
sponsor to find a new agency, or at
least a new advertising approach.
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Sponsor

iilvnl ideation

important
13 i> iiiv
Some

not

to American

B' rod in- Is'

proa rams

air advertisers approach the use of

the medium

in the same

manner that they

approach the use of any other advertising
medium.
The

The

advertiser

medium
sells

delivers prospects.

them.

Frequently Lux Radio Theatre leads
all programs on the air in audience
size. Regularly Lux Radio Theatre is
very near the top in Sponsor Identification. In the Hooper February 1949
report (sponsor, 20 June) Lux
Radio Theatre was second with an 86.3
SI. Only Dr. I. Q. topped it. Nevertheless, in area after area where Lux Radio
Theatre is heard, Lux Soap is an alsoran in product sales. On the other
hand; Lux , ,Soap Flakes shows a substantial sales impact in most areas.
Marketing experts do not credit the
success of the flakes to the broadcast

■

program, for upon analysis of Lux
commercials they can discover very
little "reason why," or "selling copy."
There can be little question that
Lux Radio Theatre has real impact.
Twenty-one-point-seven percent of all
the telephone homes in America can
be safely said to listen to and recognize the sponsor of this program. It
makes use of endorsement-type commericals, which have sold facial soaps
for eons. During its hour broadcast, it
has plenty of time to impress its
listeners on why they should buy Lux.

It has almost as many women-perlistening-set as the average daytime
serial (1.18). It has every attribute
of a solid-selling vehicle. Lux facial
soap does not lead the parade.

listening audience only through the
air. They would like the sales organization to eliminate, for the test, all
sales promotion at the dealer level.
Some radio research men would even

Thus, even impact-ratings aren't the
complete answer to evaluating the
effectiveness of a broadcast advertising

like to see broadcasting force distribution as well as sales at a retail level,
but others, being more realistic, would
like distribution to be complete at the
outset of the broadcast advertising

campaign. It takes a "consumer product study," something like a Nielsen
pantry survey to give a really true picture of the buying impact of a broadcast program. It's also true that not
even a pantry check-up tells the entire
story, and Nielsen's staff research men
go as far as marking packages to indicate usage between calls, etc.
The only method by which the complete impact of a broadcast program
could be evaluated is through a control sample, and there are many who
feel that a control sample or consumer
panel delivers only indicative figures,
not data that is 100'/ conclusive. Research men have long hoped for an
advertiser to come to radio with a product that would not be advertised in
any other medium but broadcasting
and which would be introduced to the

campaign. Then the effect of the campaign without
and radio'sother
impact
could be
measured
unmeasurable
advertising factors contributing to
radios results. Even then there are
marketing authorities who point out
that the competitive picture would have
a bearing that could not be measured.
They point out that a hard-hitting advertising campaign for one trademarked soap flakes, for instance, will
increase sales of all soap flakes during
the campaign. They further point out
that the price of the product will have
a bearing on its acceptance, as will its
packaging, dealer discount, and a host
of other non-advertising considerations.
Hooper has conducted surveys for a
Juvenile Jury 41.0

Wendy Warren and the News 30.5

Sponsor identification
important to General
Foods' programs
General
names

Foods

owns

a number

of great

in the food field. Thus, it's interested in associating program name and

product.

When

one

of General

Foods

program properties is recalled by a listener, GF would like her to think of the
product

sponsoring

show

at the

same

time.

]t^<

%

Front Page Farrell 15.9

number of clients in radio homes that

Hollywood

veloped them." In one type of product
a high SI would mean a high sales impact. In the case of another product

ducts and its subsidiaries. Its daytime
programs have been successful for
years and they continue that way. Mr.
Keen is frequently within the Top
Twenty Nielsen rated programs on
the air, and it costs peanuts compared
with practically every other program
which it nudges in the TT.
AHP watches the ratings of its
programs carefully. It understands that
Hooperatings. within the limitations
of telephone homes, or Audimetermeasured homes, give it an index of
the size of the audience for which it is

the same SI wouldn't mean a thing in
the way of sales.
Certain advertisers, like American

paying. It is not interested in establishing the fact that Anacin. Bisodol. Kolynos, Aerowax, Wizard Glass Wax, or

Home

any other item is a Whitehall or American Home Product. Instead, the audience it buys is judged as a number of

listened to the clients' programs. In
these homes he checked on usage of the
clients' products before and after certain specific campaigns. He has not.
however, endeavored to develop correlation figures which would make it
possible to convert Si's into sales-impact figures. Marketing experts explain
that "we wouldn't believe any such correlation figures no matter who de-

Products, ignore their Si's entirely. If they didn't, they'd really be
unhappy. A tabulation of American
Home Products reveals a top SI of
22.3 and a low of 13.9.
Program
Sponsor
Identification
Front Page Farrell
15.9
Just Plain Bill
22.3
Mr. Keen
16.6
Our Gal Sunday
19.8
Romance of Helen Trent
20.6
Anacin Hollywood
Star Theater 13.9

No one questions the advertising
acumen of the American Home ProJack Carson 29.0

ears upon which to imprint "reason
why" commercials. The commercials
are rotated, and the schedule is set to
give the individual product the push it
requires, when it requires it. No
attempt is made, except in the case of
the Anacin Hollywood Star Theater, to
relate product with program because
policy may dictate that the program sell
House of Mystery 29.3

Star Theater 13.9

another product over-night. American
Home Products looks upon, right or
wrong, radio as just another advertising medium. It judges each "impact,"
consumer's reading or hearing an advertising message, as what it's buying.
Its interest in building a property is
simply in order to have ears ready to
hear an advertising message, not to display to the world something that belongs to AHP. It's a corporation which
isn't interested in selling itself to the
consumer. It is interested in selling its
products, and while not a great enthusiast about any advertising medium, it
proves its satisfaction with radio by its
continued sponsorship of programs.
Quite the opposite of Standard
Brands is General Foods' satisfaction
with broadcast advertising. At the time
that the Hooper organization made its
February Sponsor Identification report, General Foods had 11 programs
on the networks, with SI indices that
range from 52.1 for George Burns and
Gracie Allen, selling Maxwell House
Coffee, to 22.2 for Gangbusters. The
latter had been selling for Procter &
iPIea.se turn to page 42)
When

a Girl Marries 36.9

Hotel
When Matt Bonebrake proposed to a group of AM
station-owners in Oklahoma
that they install FM receivers and let
him feed them sports and special events
from his powerful KOCY-FM I Oklahoma City I transmitter, most of them
were skeptical. Eastward in Alabama.
Eloise Smith Hanna proposed to spend
a quarter-of-a-million dollars and put
WBRC-FM in full-power operation immediately. Birmingham bankers insisted, "you'd be crazy to do it." A
high-priced example of engineering
talent shook his head at the notion of
feeding a network of Alabama
affiliates via FM relav.

AM

Problems of feeding a network of
FM stations from a key FM station had
been solved successfully by the Rural
Radio Network in New York. But
critics were skeptical about an FM-fed
commercial AM network.

•s .sj..
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The fact that these pioneering broadcasters refused to give up their ideas
for a network without telephone lines
has practically meant survival to a
number of newer stations. To all 22
affiliates of Bonebrakes Oklahoma
Group Broadcasters, and to the 24 of
Miss Hanna s Associated Broadcasting
Service, the two key stations. KOCYFM and WBRC-FM. provide programs
for use as both sustaining and commercial vehicles without the expense of

.■ <• .

lines. Both projects make sports events
of top local and regional interest
able to main major network and
independent stations that either
not afford them or to whom the

availsmall
could
events

wouldn't be available for other reasons.
Fronl both key stations popular

wr*"

regional talent and programs, including news coverage not available to
many local stations, are fed to affiliates.
These programs are available either to
national advertisers at the network rate
over a block of stations or to local
advertisers at the individual local
station rate.

4
WBRC-FM's

30

tower not

only

dominates

Birmingham

ma

skyline

but

its signal

serves 24 Alaba

stations

The idea for an Oklahoma AM network fed by FM occurred to Matthew
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FJI-A.M regional noiuorks.

minus land lines, are serving state-wide needs
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H. Bonebrake, general manager of
KOCY and KOCY-FM, who was familiar with the experiments with FM relay by Dr. Edwin H. Armstrong. One
of the first AM-station people to set
up the simple equipment required for
the reception of the KOCY-FM signal
was general manager Milton B. Garber
of KCRC, Enid, Okla., 70 miles distant.
Although Bonebrake started his experiments around 1947, the service
didn't emerge as a full-fledged operation until early in 1949, following the
erection of a new 938-foot tower radiating 70,000 watts power. The network
was born when one of Bonebrake's
KOCY sponsors wanted to broadcast
his KOCY program in Tulsa on KAKC
1 1.000 watts) and in Seminole on
KSMI (500 watts).
Before any station could affiliate
with the Oklahoma Group Broadcasters, its market area had to receive
the KOCY-FM signal with sufficient
power to guarantee good reception
under any condition. Engineering
checks completed, suitable antennas
and receivers were installed, market by
market. This was the only expense
necessary for affiliates.
A national or regional advertiser
can buy any number of stations in the
group. There is no minimum. He pays
one check to the network, and OGB
in turn pays each station in accordance
with its rate. Rates were agreed upon
between network and affiliates so that
the final rate to the advertiser would
be competitive with other media serving similar areas. The rates were also
set to enable combined groups of
stations to compete in price as well as
coverage with high-powered stations
coming into the area.
KOCY sustaining programs are
made available to affiliates at nominal
cost. Each station is free to sell such
a sustainer locally. Plaza Court Broadcasting Co., which owns KOCY and
KOCY-FM, obtained the network
broadcast rights to last seasons basketball games of Oklahoma A&M College
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and Oklahoma University. These
games had previously been sponsored
in Oklahoma City only over KOCY and
KOCY-FM.
OGB affiliates got the right to carry
and sell the games locally for a fee of
$25 a game. Most did sell them.
A group of KOCY sustaining programs is available to affiliates, and
most of the independents take full advantage ofthese shows. Major network
members of OGB take fewer OGB sustainers. A variety of programs is available to appeal to both rural and metropolitan listeners. Programing first
proved a problem because OGB included ABC and MBS affiliates as well
as independent stations. The network
has experimented until it feels it now
offers programs appealing to all important segments of Oklahoma
listeners.
Many OGB stations claim a local
daytime audience much greater than
outside "power" stations, and some of
them claim night audiences with little
"outside" competition because of directional antennas and nighttime interference. Associated Broadcasting
Service feels this is also the case with
many of its affiliates. Both feel this
gives them a strong competitive position, particularly since they can, without extra charge, localize commercials
in any individual station market the
advertiser desires.
Bonebrake believes his experiments
were the earliest that led to the actual
formation of a commercial AM network fed by an FM station. However,
Associated Broadcasting Service
started regular network operation in
November, 1948, a few months ahead
of the official debut of OGB.
The ABS operation, while offering
similar coverage opportunities to
national and regional advertisers, differs in several important respects.
Affiliates contract to take the full 17
hours daily of programing offered by
the network (6:00 a.m. to 11 :00 p.m. ) .
More than half of this is live.

WBRC-FM and the Alabama Associated Broadcasting Service Network

Like OGB, ABS specializes in sports
events. The network has acquired full
broadcast rights to many collegiate
and professional events, including football, baseball, and basketball games.
A variety of news, music, farm, and
novelty programs round out a schedule
designed to appeal to the widest listening preferences of ABS audiences.
When the time was at hand for
Birmingham Broadcasting Co. to decide whether to carry on a limitedpower interim operation. Eloise Smith
Hanna, who heads the company, consulted local bankers and the heads of
Birmingham business organizations.
What was the outlook? The unanimous reply was, in effect, "Don't
throw your money away."
One man thought differently. That
was technical Director G. P. (Jerry)
Hamann. He was convinced that Alabama's more than 48,000 FM sets sold
in the last two years would increase
steadly. He discerned the lean days
ahead for small AM stations, particularly new independent outlets. He
[Please turn to page 44)
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MASTER

OF

ALL SURVEYED!

-

]ow again in 1949, 50,000-watt kmox is
the undisputed master of all surveyed,
inside and outside. In metropolitan St. Louis.
And throughout 70 bursting-rich counties of
Mid-America.* According to the new 1949
cbs-kmox Listener Diary, conducted by
impartial Benson and Benson, Inc
IN METROPOLITAN
ST. LOUIS-kmox is
way ahead of all competition as usual, with
the biggest audience in 59.9 ' ', of the total
504 weekly quarter-hours . . . first in almost 3

long... with 6*/2 times as many firsts as any
other St. Louis station and 3 times as many
as ALL

competition combined!

Once again— as in 1946, 1947 and 1948— the
Diary proves kmox is the unchallenged leader
in two big-buying, big-spending markets: metropolitan St. Louis, where city-dwellers buy
all kinds of retail products to the tune of
nearly a billion dollars a year... and all MidAmerica, where total retail sales in 1948
reached a new high of more than two and a

times as many quarter-hours as any other St.
Louis station.

dollars.**
halfbebillion
To
a leader in St. Louis ... or master of all

THROUGHOUT

ALL MID-AMERICA

Mid-America — or both— let kmox

first in 78%

of all quarter-hours

i

i

is

all week

(or Radio

Sales) show you how.
The

Louis

lmlVI\#^\

50,000 watts • Columbia Owned

NO
RECESSION
HERE!
Retail Sales UP

RTS. . .SPONSOR
—continued
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TV

12-month
urged by

7-8 p.m. children's hour in
TV; adult peak at 9-10 p.m.

Children's hour in TV, according to recent survey
made by WRGB, Schenectady, is 7-8 p.m. It's much
earlier in radio. Adult audience peaks at
9-10 p.m.

selling

use;

Avery-Knodel
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presentation
use

of

film

aimed
by

at

sponsors

Motion picture industry, anxious to show advertisers and agencies that film can be produced
at reasonable rates if facts of lighting are
known, went all-out with coaxial-cable showing
of good and economical use of light 28 June at
S.M.P.E. meeting. This was motion-picture
industry attempt to sell sponsors on film.
West

GA.

protection for TV advertisers
station
representative organization

Twelve-month protection on rates in TV is being
urged on stations by National Association of
Radio Station Representatives. NARSR is also
urging that all advertisers be treated alike,
with no long-term protection for anyone.

Advertisers are making real sales
success histories on —

AUGUSTA,

in 41

summer

NBC staff changes will be announced during August
and September. Commercial time is tighter on
U.S.'s senior network than on CBS, but the span is
closing monthly.

S.M.P.E.

580 Kc— ABC— 5.000 Watts

on air

from page 2—

NBC staff changes in August and
September. Net still commercial leader

AND
WGAC
billings were up 24%
first half of 1949 over any previous year.

for

. .SPONS

Television Digest, reporting on state of TV
health, as of 1 July 1949, states that one out
of ten families in TV-served areas owned a TV set.
As of same date, 72 stations and 4 networks are
on air in 41 markets. TV-program material is
being furnished by 402 firms, and sets by
119 manufacturers.

Population Ui
With one and one-half million
dollars monthly payroll from the
newly re-activated Camp Gordon
(14,000 men) plus the seventytwo million dollar Clark Hill dam
in midst of construction plus all
our industries still running full
speed . . . well, merchandise is
still easy to move in WGAC-Land.

stations

markets

BankClearings UP
Employment III

REPORTS.

Coast
drugs

leads
lead

in selective

radio

industry classification

Selective business on West Coast continues to be
better than nation as whole. Drug business
leads industries in selective use during May.
Rorabaugh report indicates continued healthy
condition of market-by-market broadcasting.
SPONSOR

40 West 52nd
(Continued from page 17)
coverage picture into proper perspective. We circularize regularly 25
Washington. D. C, agencies as a part
of the WASH-FM promotion campaign, and I would like very much, if
possible, to receive 25 reprints of this
article so that we can forward same to
them as one of the mailings in our
regular promotion campaign.

It is my feeling that "anti-radio"1
propaganda, as you describe it in your
note, has almost gotten out of hand
and certainly far beyond the realm
of facts. Your efforts to evaluate
properly the importance of all factors
of broadcasting at this time are, I
believe, a very commendable objective
on your part and will, I know, be appreciated byall factors of the broadcasting industry.
Incidentally, you may be interested
in the mail received from one single
spot announcement made on 7 May.
requesting mail from FM listeners to
WASH-FM commenting on baseball
reception. This single 30-second announcement offered no gimmicks, giveaways, or any other inducements for
writing — it was a simple request to
find out the reaction of the baseball
audience to reception on FM. It tells
the story that I am prone to believe
too many agencies and advertisers are
overlooking.
FM rates are very low compared to
AM rates as of now. and it is my
feeling (in many cases particularly regarding small advertisers who cannot
afford heavy radio budgets ) that advertising on FM stations progressive
enough to program specifically for the
FM audience is a good "buy" based
upon the cost per thousand listeners.
This might at an early date be an excellent subject for you to investigate —
perhaps publicize.
Everett L. Dillard
General Manager
WASH-FM
Washington, D. C.
SUMMER

SERVICE TEST

WNEWs "Summer Service" which
was inaugurated Decoration Day weekend 1948 was, we believe, a pioneering
project in an aggressive, planned campaign by a local station to build audience during the vacation months in
{Please turn to page 39)
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The Second Most Famous
Amateur Pianist in Washington
Although his recitals are never reviewed by music critics,
he, like the gentleman in the White House, plays to a vast
audience. By Carnegie Hall standards his keyboard performance may be limited, but in his professional field his
technique is widely admired.
As one of the networks' best known news commentators
he displays the same desire to get behind the news that
he discloses in his recreational curiosity about the innards of a piano or organ keyboard. His nightly "top
of the news as it looks from here" is heard by an estimated weekly audience of 14,000,000 listeners — and even
his severest critics acknowledge his great influence.
His broadcast — the Fulton Lewis, Jr. program — is currently sponsored on more than 300 stations. As the
original news "co-op" it offers local advertisers network
prestige at local time cost, with pro-rated talent cost.
Since there are more than 500 MBS stations, there may
be an opening in your city. If you want a ready-made
audience for a client or yourself, investigate now. Check
your local Mutual outlet — or the Co-operative Program
Department, Mutual Broadcasting System, 1440
Broadway, NYC 18 (or Tribune Tower, Chicago, 11).
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Mr. Sponsor asks...
rHow can the buying of selective radio time be
made as easy as the buying of network time?"
Joe V. Getlin

such timebuying methods are harder.
The buying of selective radio and
TV time can be made easier by a cen-

The
Picked Panel
answers
Mr. Getlin
Under

tral research and a "clearing house"
type of set-up. But. from my seat. I
cannot see any possible way to make
it as easy as network timebuying.
Walt Dennis
Radio & TV Director
Allied Stores. N.Y.
any conceivable system

of buying selective radio or TV
time, it cannot be
made as easy as
the purchase of
network time. It
is always easier
to buy quantities,
but quality is
nearly always purchased with more
care and selectivity. The very nature
of selective radio or TV timebuying
demands more selection, more research, more careful attention to the
individual sponsors needs in the specific places where his advertising dollar
can be most effective.
Buying time to promote one of
Allieds house-brand lines is a perfect
example. The only possible way for
us to cover our oO-odd stores properly
with the right time on the right stations for the right audience would be
time bought either through present national selective channels, or locally. It
would be very easy for us to buy a
network show for the same promotion:
the spot way would be much harder
to undertake. But, for us the use of
national selective broadcasting is the
only way to guarantee maximum return, proper coverage, and complete
coverage to fit our needs, no matter if

36

This is a good
question, because
in spite of all the
old adages, it is
still a good principle of salesmanship to make it
easy for the prospect to buy. But
let us not, in our
desire to make
life easier, lose the most important
thing we want to buy. namely, advertising impact in our best markets,
where customers are most responsive,
where they have the money to buy.
with advertising at the time best calculated to reach our specific customers,
and at the lowest cost-per-thousand of
listeners, and per case of sales. With
the warning that easy buying is not by
any means an important consideration
in broadcast advertising. I suggest the
following ways to make buying of
selective advertising easier:
1. Analysis. In the competitive era that
is upon us. with the need for larger
advertising expenditures at low percentage cost to sell, close analysis of
sales figures and markets is the first
iequirement. If we know where we are
now selling our products, what the
total market
is by states, including

Manager, cereal sales and promotion
Ralston Purina Company, St. Louis

cities, rural and urban, by sizes and
styles, we then have the beginning of
an easy way to buy broadcast time.
2. Travel. Those who are buying time
on broadcast stations will benefit enormously byseeing the United States: its
great size and potentialities, its activities, its local needs and habits, its
divergencies. Several large agencies
have established the practice of having
their time buyers visit stations and
markets. All agree that such experience
is helpful and beneficial to the buyer of
broadcast time.
3. Your Program. A knowledge of
what program you need to sell your
product will make buying easy. Is it a
time signal, a service report on the
weather, a jingle, a 15-minute news
program, a half-hour dramatic show,
a baseball game, or football, or Roller
Derby, or other sports package; or is it
popular songs or comedy, or a broadcast of the opera? Somewhere there
exists the program best calculated to
sell your goods as newscasts sell Esso
and Peter Paul Mounds; as time signals sell Bulova and Benrus: as sports
broadcasts sell gasoline, beer, cigars,
and safety razors: as dramatic shows
sell Skippy Peanut Butter and La Rosa
Macaroni.
Close analysis of sales, and markets,
and product, and program furnish the
foundation on which to buy time. And
such fundamental knowledge makes it
possible to buv time quite simply, without the waste of unproductive markets,
without wide variations in unproductive time periods, with the purchase of
time on specific stations, and with the
piling-up of enormous impact.
Frank M. Headley
President
Headley-Reed Co., N. Y.

SPONSOR

In my opinion,
this cannot be
accompl is h e d ,
because it is like
comparing

the

problem of purchasing 26 fourcolor pages in
Life with that of
running a localized newspaper
campaign, nation-wide, because the
work involved in determining papers
and markets is overwhelming when
compared with determining rates for
one publication. However, improvements can be made along the following
lines:
1. Complete standardization of TV
and radio rate cards. There are a great
many improvements possible in both
radio and TV rate cards. Because we
have had selective radio advertising for
a great many years, in many cases rate
cards have generally become standardized. This was undoubtedly accomplished by experience and practice.
However, the television rate card of
today needs a complete standardization
as soon as possible, so that as new TV
stations go on the air, their rate cards
will conform with the form used by TV
stations already in operation. In most
cases today, each TV station produces a
rate card without any consideration as
to how the other TV stations have set
up their rate cards; in many cases.
they do not show the type of equipment
available to the advertiser, particularly
in reference to the Baloptican and also
the size and number of the projectors a
TV station has. The Baloptican problem is a very important _one, particlarly for advertisers using clocks or
movable electric equipment.
2. Standardization of the exact number ofwords alloivable in a live station
break. In some cases the station states
the number of words available, in
other cases they state the number of
seconds available, in still others the
station states both. Here again, standardization ofthe length of copy available to the advertiser is extremely
important.
3. Standardization of rate-protection
structures for both radio and TV stations. This is a very important problem
in both the purchase of radio and
television time. Here, too, TV stations
are notoriously lax in supplying complete standardized data that can be
readily and easily interpreted. Many
TV stations give nebulous answers re( Please turn to page 46)
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*After two years' sponsorship of Music Lovers Hour
had developed a permanent mailing list of 25,000
listeners who were sent the monthly program lists
of selections to be played on the program, Goldenrod
decided to eliminate "deadwood" from the list and
to verify the continued enthusiasm of these listeners.
In March of this year the entire mailing list was
cancelled. Announcement was made that names
would be restored only upon specific request of the
listener. Reacting immediately, the majority requested that their names be placed on the new list,
which is as great today as it was before the cancellation. Seldom has the validity of a mailing list been
so conclusively demonstrated. Seldom has the loyalty
of an audience been so conclusively proved.

WCFL
50,000 watts • 1 000 on the dial
The Voice of Labor
666 Lake Shore Drive, Chicago, III.
Represented by the Boiling Company, Inc.
An ABC Affiliate
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{Continued from page 16)

franchises during the strike, and
distributors in several areas. Also
paign are dealers and distributors
.30 new stations and two regional
and Arrowhead
I Minnesota I .

Hoopeyrs:*
Sa

WSJS

See:

the company is setting up new
awaiting resumption of the camwho have signed for the series on
networks. Columbine (Colorado)

"The automotive

picture" (Parts One. Two)

IsSlies: 14 March 1949, p. 21; 28 March 1949 p. 26

p.s.

STAYS
ON TOP!

SllbjeCt:

Latest

advertising
mentsbroadcast
in the automotive
field.

develop-

Television is due for a big play in the fall advertising plans of the

• Morning
• Afternoon
• Evening
•Hooper Station Listening Index
Winston-Salem, N. C.

December, 1948

No. 1 Market
IN THE
SOUTH'S No. 1 STATE

country's leading automakers. Three General Motors divisions, Chevrolet. Buick. and Oldsmobile. will be using TV as the virtual cornerstone of their fall broadcast advertising plans. Chevrolet, industry
sales leader and largest dollar-volume advertiser for a single line in
the auto field, is setting the G-M pace. Chevrolet will continue the
Monday-night NBC telecasts of Chevrolet on Broadway, and has lined
up some impressive fall programing through the Campbell-Ewald
agency. Coming up fast for Chevrolet is a heavy sports schedule in
TV, the auto firm having purchased the network telecast rights to the
Notre Dame football schedule for over $100,000. Also coming up.
although later in the fall, is a big-time 30-minute variety package on
CBS-TV, Inside U. S. A., a biweekly show, with a whopping $25,000
talent cost for the half-hour, that will alternate with Jack Benny on
TV. The Chevrolet dealer group in New York, already on the air
with the high-rated Winner Take All on WCBS-TV. will scan a TV
kinescope series, of West Coast origin, called Pantomime Quiz. In
addition, the New York Chevrolet dealers may possibly sponsor the
Roller Derby on WJZ-TV. as well as filmed weather spots on several
New York TV stations. Other Chevrolet dealer groups, notably in
Boston, are following the lead of the New York organization in getting into TV to sell Chevrolets in a softening auto market.
The other two G-M divisions. Buick and Oldsmobile. are also deep
in fall TV plans. Buick is sponsoring, through the Kudner agency,
its new Olsen & Johnson package. Fireball Fun-For-All, on NBC-TV,
and is going the limit on promotional activities surrounding the show.
Oldsmobile is sponsoring TV news, and expects to expand its visual
advertising sometime after Labor Day.
The Ford Motor Company, long one of the leading auto air advertisers, will rely heavily on the visual medium this fall. Fords hourlong radio Ford Theater on CBS goes off the air as of 1 July, and
no plans have been announced by Ford, or Ford's agency, Kenyon &
Eckhardt. for a return to network radio selling. The Ford Television
Theater, however, will step up its frequency as of this October to an
every-other-week operation, telecasting dramatic shows on Friday
nights. 9-10 p.m. Tentative plans, now in the works, call for a weeklv
operation, beginning sometime around January of 1950. In addition.
Ford will continue its use of selective radio and TV announcement

• WINSTON-SALEM
• GREENSBORO
• HIGH POINT

campaigns. Meanwhile, the Lincoln-Mercury Dealers have been

(^ WINSTON-SALEM
THE JOURNAL-SENTINEL

NBC
AFFILIATE
Represented
HEADLEY-REED
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by

COMPANY

going all-out in their promotion of CBS' Toast of the Town, and the
Ford Dealers have whooped it up for Through The Crystal Ball.
Radio continues to do a less spectacular, but still efficient selling
job for auto sponsors. Kaiser-Frazer has been meeting with success
in its recent special promotions via Walter Winchell on ABC. K-F
has been plugging on the air the fact that its salesmen will offer
10.000 people weekly the chance to use a Kaiser or a Frazer car.
free, for a day's driving, the salesmen making their calls just as Winchell signs off. Among auto dealers, too, radio is doing its job. Some
364 stations now carry, and 1.089 Chrysler-Plymouth dealers are
sponsoring the e.t. Sammy Kaye Shouroom thrice-weekly.
SPONSOR

40 West 52nd
(Continued from page 35 I
strategic out-of-the-home areas, not
usually reached by audience-measuring services ... in particular, beaches
and autos. The service, as you know,
was sold to Norge, which has returned
again this year, three months earlier.
Basically, the service consisted of
approximately eight daily spots, plugging public recreational facilities, giving beach and tide information, suggested motor trips . . . and. on weekends, hourly bulletins reporting traffic
conditions on all major highways in
and around Metropolitan New York.
New Jersey, and Connecticut! . . .
To obtain these up-to-the-minute traffic
bulletins, WNEW Special Events Department had to arrange its own
special traffic-news-gathering set-up in
cooperation with a dozen different
police departments in the area.
Another feature of the service was
special material in the daily afternoon
two-hour Music Hall Show — i.e. dedicating numbers to beach parties, different resort communities, etc. ... in addition, a special promotional tie-up —
aimed at reaching the auto audience —
was made with The Good Humor Corp.
WNEW was plugged on all Good
Humor cars, via posters ( as you know,
these are always stationed at major
highway points), plus plugs on backs
of all Good Humor wrappers. In 1949.
the Summer Service will be basically
the same . . . traffic news, beach
material, travel tips, etc. . . . plus an
important new promotion tie-up designed to hit auto listeners .... a
tie-up with the Automobile Club of
New York . . . Club is getting a halfhour musical series of its own (music
plus AA Travel tips, etc.. safety plugs,
etc. ) . . . WNEW. in turn, gets large

wonderful audience-promotion device.
. . . According to Pulse, WNEW's
summer rating 8 a.m. -8 p.m. (June.
July. August) went up 12 'v in 1948.
as compared to the previous summer
. . . which is probably traceable to Summer Service . . . and we had no way
of measuring the audience increase on
beaches and in cars, (although this
year we intend to make special surveys). As for direct audience reaction
... we offered listeners a listing of all
the public swimming pools in New
York City . . . and this simple offer
regularly drew an average of a 1,000
requests a week . . . and the station
also received anywhere from 50 to 100
phone calls a day following up the
summer spots, with requests for additional information. . . .
Richard Pack
Special Events
WNEW, New York

Your recent reprint of Radio Is
Getting Bigger is really worthwhile
sales ammunition.
Kay Mllviiiiu.
Promotion Department
KSFO, KPIX, San Francisco
£ These and the letters reprinted in SPONSORS
last issue are representatives of the hundreds of
comments SPONSOR has received on this article.
Thousands of reprints have been distributed.

FEDERATED

NAB

Congratulations on your very excellent article on A Federated NAB.
I agree with you that something
must be done to separate the activities
of the three methods of present-day
broadcasting. Otherwise, the NAB will
cease to justify its existence.
Louis N. Howard
President
Coastal Broadcasting Co.
New Bern, N. C.

RADIO IS GETTING BIGGER
Recently, I have noticed with growYour- article titled Radio Is Getting ing appreciation
and enthusiasm
the
Bigger is a doozie.
improved
coverage
job on the FM
Aaron Beckwith segment of the radio industry being
Commercial Manager done by SPONSOR.
I can assure you
WAGE, Syracuse
{Please turn to page 42)

Yes

KFYR

550 KC

NBC
BISMARCK.

5000 WATTS

AFFILIATE
NO.

DAKOTA

comes in loud and clear in a larger area
than any other station in the U. S. A.

posters in each of the AA's branch
offices in Metropolitan N. Y. . . .
posters in each of the several hundred
AAA official garages in this area . . .
plus nearly 100.000 mailing inserts
during the summer in AAA Club mail.
Results from last year? .... Well.
originally the Summer Service was
designed as strictly a sustaining public
service project . . . but when the
publicity broke, the sales department
was able to sell the service almost
immediately . . so actually the Summer Service is a Triple Threat project:
public service — good business — and a
4 JULY
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an open letter to
Bill Rine, WWVA...
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# .#and all other
station managers

1 have long upheld a stand by that
organization, in regard to rumored
mergers with the NAB. that the FMA
should only consider such an affiliation
if the FMA were to be an autonomous

40 West 52nd
(Continued from page 39)
t hat a continuation of this trend will
ultimately be greatly beneficial to your
fine publication.
In the 6 June issue, which I have
misplaced, there was an article recommending changes in the NAB. This
proposed "Federated NAB"' fits exactly with the need of the radio industry in general.
As secretary of the FM Association.

group along with other such autonomous groups under the general overall association. My proposal fits almost completely with those outlined in
your article.
My station resigned from the NAB
nearly a year ago because our membership proved of no value to us. I
w ill vehemently oppose any merger
until and unless it is presented under

such terms as outlined in your Federated NAB.
Since I misplaced the only copy 1
had of the story, I should appreciate
receiving an additional two copies of
that issue, if they are available. You
ma\ bill us when they are mailed.
I should like to comment, now. on
an item in Sponsor Reports of the 20
June issue. The item was headed.
"FMA Tries Tearing Down AM to
Build Up FM." I would like to say
that it was past time for such vagaries
as the ABC cut in Chicago of FM
broadcasting hours, to be exposed publicly. If I may. I should like to
quote from a letter I recently received
from Major Edwin H. Armstrong in
which he was discussing another matter. Itseems to apply equally here:
"In the old days the attitude of 'the
public be damned' was usually kept
under cover. Now it is brazenly
brought out into the open, and people
who try to do things in this world
which are manifestly in the public interest are subjected to open attack for
disturbing the vested interests. It is
about
timethat
thatit they
were that
called."
I think
is obvious
FMA
does not need to tear down AM to
build up FM. AM has long been tearing itself down. The FMA mereh
needs to present the facts, which is all
that was done in connection with the
Chicago ABC development — or rather,
retardation.
E. J. HODEL
Manager
WCFC.

SPONSOR

Beckley.

W.

la.

IDENTIFICATION

"I Continued from page 29 1
Gamble up to the Hooper November
1948 report. At that time it had an SI
of 31.5. Its shift from P&G to General
Foods lost it one-third of its P&G SI.
That's not surprising. What Gangbusters will do in the future is another
It's not surprising that substantial
question.
Sponsor Identifications are returned
by most General Foods programs,

Hoesuf-Ktutael,
AFFILIATED
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radio

KOMA

station
,

representatives

OKLAHOMA

CITV

without the Si's being in the stratosphere. General Foods seldom switches
products sold on a program until it
feels that the program has sold the
great portion of its audience on the GF
product being advertised. Its low SI
programs are frequently shows selling
two or more General Foods products
SPONSOR
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monthly tabulation

Contests and Offers
PRODUCT
CANTON

WHOLESALE GROCERY

CHRYSLER

CORP

CROSLEY

E.

1. du PONT
DE
NEMOURS
& CO
FOODS

GENERAL
INC

MILLS,

J.

\ Date With
Fame

MTWTF
10:30-10:35 arr

PWmouth,
De Soto

Fit The
Jackpot

TiKrdav
10-10:30 pm

Institutional
Va"cln
,7 ■

BROS

CO.

CO

Who

Said
That

Cavalcade
of America
When
a Girl
Marries

Cheerios

KURDLE

LEVER

Canned
foods

Radios,
TV sets

CORP

GENERAL

T.

PROGRAM

Meat
„
.
Various
,, .

Lone Ranger

Saturdav
9-9:30
pm
Monday
8-8:30 pm

Canned
Chance

foods.

Li~tener called
saying
"Fame

to hit iackpot
telephone.

Crosley
portable
cumulative

radio,
jackpot.

via

S«nd post card with name,
address,
telephone number to program,
N. Y.

plus

Booklet entitled "Nylon Gives
You Something
Extra."

Listeners send in a 50-word
or less
"All
Time
Quote"
on
a specific
weekly
subiect.
including
where,
how and when
it was said, to program, N. Y.
Send name
and address to sponsor,
Wilmington,
Del.

MTWTF
5-5:15 pm

Swansdown
recipe folder for
"guessing
gone" cakes

Send

MWF
7:30-8 pm

Grand
prize:
$3,000.
First
prize: $1,000.
Ten prizes of
$100 each: twenty five prizes
of $10 each.

Identify

To
It's Cook
Fun

MTWTF
12:45-1 pm

Lux
Radio
Theatre

Monday
9-10:00 pm

must answer
ph~ne
famous
for flavor."

Book, "The Joy of Cooking,"
and 10 theatre passes for correctness and promptness.

na-ne and address to sponsor,
Battle Creek, Mich.
Mystery Deputy and send to
program,
Minneapolis.

Listeners must answer five true and
false statements
about cooking.
Send 35tf
wrappers

Sterling silver "Neptune's
Daughter"
scatter pin.

and
to

two Lux
sponsor.

Toilet soap
Cambridge,

KHMO
Hannibal,
Mo.
CBS
NBC

NBC

NBC

ABC

WFBR
more,
Md.
CBS

Balti-

Mass.
LIGGETT
&
TOBACCO
INC
P.

MYERS
CO,

LORILLARD
CO
EVERSHARP,
INC
SFEICEL
CORP

MANHATTAN
SOAP CO

Chesterfield
Cigarettes
Old Gold Cig
Pens, razor
Watch band
Sweetheart
Soap

"Snicker"
MARS,

INC

NICKLES
CO

Candy

BAKING

Chesterfield
Supper Club
Stop the
Mucic
We Love
And Learn

,»
Var.ous

Sunday
8-9 pm

Carton
of
Chesterfields,
letter is read on air.
Various
prizes.

if

cash,
merchandise
(Minimum
$1,0001.

MTWTF
11:30 am
11:15-

Lady

of Silverplate
the Land — Rodgers

Mcndav
9:30-10 pm

Various

cash prizes
tions and sketches
the air.

for quesused
on

Nickles
Quizmaster

MTWTF
9:45-10 am

Money,
with
sum
each day answered.
question

increased
goes
un-

Lunch
U5Q At

MTWTF

„

jQ

Bars

Baked
r, , , goods ,

MTWTF
7-7: 15 pm

daily
prizes

Merchandise

awarded

12:45
12:15-p.m.
Various
Foods

Market
Basket

Various

Various

When
Detroit
Record Shop Tiger
games
are not
Reid's
carried.
1370
Streamliner

MTWTFS
5-5:40 pm

^%y
^ay or

MTWTF
11:30-am
11:45

Crackers

CO

Mr.

ROGERS

Radio,

mixer,
waffle

toaster,
iron.

and

Listeners
played
Send
and

called

must

plus

identify

"Mystery

Mystery

Women's
apparel

MTWTF
9-9:30 am

three Sweetheart Soap coupons
25c to sponsor, Wallingford,
Conn., for teaspoon.

brief
sketch of famous
personality and/or set of "Right
&
Wrong"
statements
with 6 "Snicker"
wrappers
to program,
Chi.

CO

Tru-Ade

Swing vs.
Sweet

MTWTF
5:15-5:30 pm.

ABC

NBC

Send

Telephone
contestant
asked
answer
question.

to

NBC

Bellaire,
WTRF
WWDC
Ohio

Various
studio
contests.
(Quizzes.
stunts, assignments, jingles). Listener
contest changes
weekly.

ington,
D. C.

Send

WashCanton,
WCMW
Ohio

recipes

to

program.

Canton,

Ohio.

WHFB
Different
gift in each sponsored 15-minute segment, plus
cumulative jackpot.

Listeners

called

must

identify

tune

Carton

of

Camels.

Bedspreads

Listeners

asked to identify orchesrta
leaders,
songs, etc.

Contestant

must

identify

Benton
Harbor.
Mich.

played.

song.

WFEA
chester,
WDUZ
N. H.
Green Bay.
Wise.
ManWFEA

Savings bonds,

assorted

Telephone contestant asked to identify
"Mr. Mystery."

prizes.
TRU-ADE
BOTTLING

NBC

tune

Melody."

MTWTF
2-5 pm

PARTICIPATING

QUALITY
BISCUIT

MTWTF
10-10:15 am

Send
letter telling why you smoke
Chesterfields to sponsor, N. Y.

Cases of Tru-Ade. radio.and a portable

Listeners
sending
in best letter on
sweet music, and best letter on swing
music daily receive case of Tru-Ade.
Listner sending in best letter of week
awarded portable radio.

chester.
N. H.
WWDC
ington,
ManD. C.
Wash-
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and having two agencies handling commercials on the vehicle. That's like
Second Mrs. Burton, with commercials
for Swansdown flours and Minute Rice
(27.4 SI), When a Girl Marries,
( 36.9 ) . with Benton & Bowles handling commercials for Diamond Crystal
Salt and Young & Rubicam doing commercials for Calumet and Swansdown
flours, and Portia Faces Life (26.4 SI ) ,
with Foote, Cone & Belding handling
Instant Postum commercials and Benton & Bowles handling the advertising

YOU NEVER KNOW
YOUR REAL FRIENDS
UNTIL YOU GET IN TROUBLE!
OVER 900 Calls in 6 Vi hours . . .
May 24th was a normal day
at WMBD . . .then BANG . . .
bedlam broke loose! A
transformer burned out and
for the next 6V2 hours,
WMBD was off the air and
WMBD's switchboard operators handled a call every 20
seconds!
During
calls
people

this time, an avalanche of over 900 telephone
was received from
clamoring

to know

copy for Post's Bran Flakes. When a
Girl Marries, being a highly-promoted
daytime program, with commercials
for its two products having been fairly
consistent on the program, rides much
higher in SI than the other two programs that share product sponsorship.
Meredith Willson hasn't a long history of General Foods sponsorship, but
his very special multiple-voice commercials build a top identification of
program with sponsor and product
quickly. Juvenile Jury, being a quiz
type of program, also builds a good SI
quickly. Since the product is not a
routine air item (Gaines Dog Food),
it helps the identification problems.
General Foods' programs ( as of February, 1949) and their products and
Sponsor Identification indices are:
Program
Gangbusters
Burns & Allen
House of Mystery
Jack Carson
Juvenile Jury
Meredith Willson
Portia Faces Life

about WMBD's power failure, the first serious breakdown in over 20 years, and
about their favorite WMBDCBS programs.

Second Mrs. Burton

So . . . what

Wendy Warren
When a Girl Marries

did go
power

if everything

wrong? The spontaneous interest in WMBD's
failure showed clearly

the station's far-reaching influence and that Peoria listeners do have a favorite
radio station.
Yes,
loyal
WMBD

WMBD
does
audience!
DOMINATES

have

a

Peoriarea

See Free & Peters

Product
Grapenut Flakes
Maxwell House Coffee
Raisin Bran
Sanka Coffee
Gaines Dog Food
Jello
Instant Postum
Post's Bran Flakes
Swansdown flours
Minute Rice
Maxwell House Coffee
Swansdown. Diamond
Salt. Calumet

SI
22.2
52.1
29.3
29.0
41.9
34.4
26.4
27.4
30.5
36.9

General Foods believes in broadcast
advertising as it believes in all advertising. Itbelieves in a coordinated sales
and ad policy, since advertising and
sales policy is in the hands of one man
for each division, despite an over-all
advertising supervision from the top.
Sponsor Identification indices do
one thing. They reveal the fact that a
certain percentage of the listening
audience knows that a program is commercial and who is paying the bill.
Hooper is the first to admit the limitations of the SI figures, just as he is
usually the first to admit the limitations
of any of the ratings which his firm
issues. A high SI is no guarantee that
a commercial program is doing a selling job. It all depends on what an

CDS AFFILIATE
AM 5000 watts
FM 20000 watts
44

advertiser expects from his show. It's
true that unless the program has an
audience it can't sell - - but it's also
true that programs do a great selling

job
touch despite
bottom. the

fact

that their

Si's

SEZ hasn't much of an SI in the area
in which it's broadcasting —
how it sells.

NO

TELEPHONE

but oh.
* * *

LINES

[Continued from page 31)
believed that WBRC-FM's signal radiating from a 558-foot tower atop the
crest of Red Mountain, with 54,600
watts, could carry programs to every
250-watt station the length and breadth
of Alabama. The stations could buy
programs cheaper than they could produce for themselves — and they could
sell locally for revenue in addition to
ABS network sales.
Equipment and studios for the operation would cost a quarter-of-a-million
dollars. Other members of the staff
were dubious, but Jerry Hamann's
vision won the day. Miss Hanna said,
"Go ahead."
Hamann then went out and sold
every 250-watter in Alabama, plus several outlets of higher wattage. Half of
them sold during last May ABS programs to local sponsors amounting to
454 quarter-hours of news, 1,432
quarter-hours of sports, 936 quarterhours of musical programs, and 94
quarter-hours of other programs.
The first sponsor to buy the network
was the Cosby-Hodges Milling Company of Birmingham, which is sponsoring two daily programs across the
board for Tulip Flour and Jazz Feeds.
The LeBlanc Corporation, Lafayette.
La., makers of Hedacol ( for rheumFriday.atism,) presents Dr. Donovan Reid.
handwriting expert, Monday through
A distributor of Admiral radios and
appliances, Long-Lewis Hardware Co.,
Birmingham, sponsors the Guy Lombardo Show, a Ziv transcribed production, on Sundays. Air Engineers, distributors of General Electric radios,
underwrites the baseball games of the
Birmingham Barons.
At present the FM coverage is bonus
to network advertisers. ABS network
operations, as this was written, were
just $3,000 from the break-even point,
with enough new business already in
negotiation to put them in the black.
Radio is not only getting bigger —
the inexpensive linking of small-market
stations via FM relay will provide
national and regional advertisers with
additional opportunities for intensive
local coverage.
* * *
SPONSOR

MINUTE MAID AND

BING
^

(Continued from page 23)

FIRST IN THE

as Chicago and as far South as Miami.
As Minute Maid gains national distribution, the Crosby quarter-hour will
be heard in every major market, with
the possibility of a daytime network
program, if all of Vacuum's national
plans materialize.
There can be no doubt that Crosby
has been of infinite help in the promotion of Minute Maid. From the be
ginning. Vacuums main pitch has been
that anyone tasting Minute Maid would
become a steady customer — that the
quality and taste of the concentrate far
exceed those of the fresh fruit itself.
Bing, aided and abetted by announcer
Ken Carpenter and a daily guest, and
using the same informal, congenial
song-and-chatter technique that in the
past has so successfully sold cheese
and radios, continually emphasizes
this theme of just-try-it-and-see. That,
coupled with Crosby tie-ins at point-of
sale and in newspaper advertising, has
led many consumers, Vacuum believes
to sample a product, which because of
its "brash" attempt to improve on nature, would have had a tougher time
establishing itself. The magic Crosby
touch and popularity have done much
to break down sales resistance, and
once that has been accomplished, the
firm feels that word-of-mouth can do
— and has done — a further sales job.
The major premise of Vacuum's ad
campaigns is: Minute Maid orange
juice is a better product than juice
squeezed from fresh oranges. The
company bases that broad statement on
several things: the concentrate is made
up of a blend of different oranges, it
retains the flavor and nutritional values
of the juice of tree-ripened fruit, it
has more vitamin C content than there
is to be found in juice squeezed from
oranges off a grocer's stand, time and
effort are minimized in preparing the
juice (the concentrate returns to natural taste and strength merely by
adding three parts of water ) .
The biggest single victory Vacuum
has won in its endeavor to overcome
the normal resistance to canned juices
as against freshly-squeezed juice came
with the acceptance by many hospitals
of Minute Maid. In a number of hospitals and clinics Minute Maid is being used to the exclusion of juice from
ordinary oranges because of the sanitary angle, for one thing, that makes
it unnecessary for it to be touched by
4 JULY
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QUAD

DAVENPORT, ROCK47 Kw.ISLAND, MOLINE, EAST MOLINE

FM

AM

1420 W
Kc.
5,000

Basic Affiliate
of
the No. 1 Network
WOC

is the FIRST

TV

103.7 Mc.

C.P. 22.9 Kw. visual
and aural, Channel

NBC,

individual station .

the only Quad-Cities station . . to
offer its clients commercial copy analysis.
On request WOC's Research Department
tests WOC advertisers' copy for sales
effectiveness through listening ease and
human interest . . according to a proved
formula developed by renowned analyst

v;

Dr. Rudolph

Flesch. All WOC-wntten

copy is so evaluated. Another in WOC's
long

list of "FIRST'S" !
Col. B. J. Palmer, President
Ernest
Sanders,
Manager

DAVE

N PO

FREE

&

WHICH

RT,

PETERS,

I OWA
INC.,

National

Representatives
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But It's No Illusion That

ADVERTISING
ON

YOUR

"XL" Stations

HOOPER
WAIRadio
Salem

REPORTS*
leads in Winston-

with

the

HIGHEST

rated Day, Night and
day Afternoon
"Continuing

Half

Fall-Winter

SunHours.

1948-1949

Report

Get Kesult
s
Dollars

Put Advertising
to Work

the "XL" Way

Pacific Northwest Broadcasters
Sales

NORTH

Managers

Wythe Walker
Eastern

Tracy Moore
Western

National

Rep:

CAROLINA

Avery-Knodel,

Inc.
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human

hands. Vacuum

makes much

of this hospital acceptance in its ad
copy, plus the fact that it packs Minute Maid for sale to hotels, airlines,
and divers institutions.
One drawback to 100 /> distribution
of a frozen-food product is the inability of most grocery-store outlets to
handle frozen foods. Out of the country's 450.000 grocery outlets, only
about 150.000 have the proper facilities for storing frozen foods. Vacuum
plans to get around this handicap by

...//at local
station cost
See your station
representative or write

WORTH
feature programs, inc.
113 W. 57th ST..

NEW VORK

19, N. Y.

SPARTANBURG-GREENVILLE
MARKET!
AIR

YOUR

WARES

OVER

BO*6'

Represented By:
—
John Blair & Company
Harry E. Cummings
*
Southeastern Representative
Roger A. Shaffer

,
/l

Managing Director
~
y
Guy Vaughan, Jr.. Sales Manager

CBS Station For The
Spartanburg-Greenville Market

5,000 Watts - 950 On Your Dial
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most,tail if
all, within
of the the
country's
refood not
outlets
next three
Vacuum and its advertising agency.
years.
Doherty,
Clifford & Shenfield. Inc..
New York, have had remarkably clear
sailing in the promotion of Minute
Maid. The only threat to their plans
occurred recently when an awkward
situation developed at CBS regarding
the time slot for the Crosby broadcast
over WCBC. the network's New York
outlet. The contretemps arose when
Arthur Godfrey entered a deal to do
an extra quarter-hour morning network show for Spray-a-Wave. California hairdo outfit, in return for a

and WSPA-FM Are Sold As
A Single Service

single product. All its future advertising will be geared that way.
Thus far. a sound idea, shrewd merchandising, and a board director
named Harry Lillis Crosby, Jr.. have
combined to put a frozen-food staple
on grocers' shelves in a big wav.

MR. SPONSOR

ASKS

( Continued from

page 37 )

garding rate protection. Rates are determined bythe number of sets in the
market, and are increased when the
higher number of sets is reached. Who
determines the information regarding
where the number of sets comes from,
and how accurate the information
might be, has never been adequately
handled.
4. Coverage. TV stations have not
established among themselves any
basic material regarding coverage.
NBC gives the station credit for all TV
sets in a 40-mile service radius. C. E.

Hooper gives the station credit for
coverage for all TV stations within 50
miles. Standardization should be
accomplished quickly.
block
of the company's
stock, fill
and theit 5. Program Schedules. In spite of all
was understood
that he would
the shortcomings that exist in many
10:15-10:30 a.m. time preceding his cases in rate cards for both radio and
hour coast-to-coast program.
TV. undoubtedly the worst hodgepodge
What complicated things a little was of information is submitted to adverthe fact that Crosby had been allocated
tising agencies in the form of program
the same spot for his Minute Maid schedules for both radio and TV. I
show. It thus became a case of tran- realize, of course, that radio and TV
scribing Godfrey and airing him in shows change rapidly. TV more rapidly
the afternoon in New York, or pull- than radio. Nevertheless, one single
ing Bing out of the time set for him.
form could be set up so that timeIt was at this point that Jock Whitney,
secretaries, etc., could deas a Vacuum Foods guiding light and buyers, termine
what programs a particular
as CBS head man William S. Paley's
brother-in-law. straightened things out

.t>»

WSPA-AM

supplying groceries with a special cabinet for Minute Maid juice, letting dealers have the cabinet on a rental basis
until they own the containers outright.
Vacuum expects in this way to be in

since it markets only one product. Although plans call for the addition to
the Minute Maid line of other citrus
fruit concentrates, the company still
considers that it will be selling just a

to everybody's satisfaction, except Godfrey's. Crosby remained in the 10:15
slot.
Vacuum Foods, off to an exceptional start with its orange-juice concentrate in three short years, plans
considerable expansion in the future.
The next step is opening markets west
of the Rockies, via the California
plant: then will come complete national
distribution, set for this coming fall.
Advertising, particularly broadcast advertising, will keep pace with those developments. Vacuum feels that its use
of radio can be extremely
flexible.

spot precedes and follows without having to check representatives or stations.
Wherever possible where spots have
been sold to advertisers, the advertisers' names holding these adjacencies
should be incorporated on the
schedule. This. I realize, in most cases
would be a task for the station management, but certainly would pay off in
the long run. because availabilities,
subject to final clearance, could be
picked off the schedules rapidly by
assistant timebuyers or secretaries.
Adrian J. Flanter
Advertising Director
Benrus Watch Co.. N. Y.

SPONSOR

THE BIG PLUS
(Continued from page 21)
the game and bring their portables. At
one stadium in New York, during a
normal weekday 438 portables were
brought into the park. Actually, the
number was no doubt larger, since
every gate was not under constant
surveillance by the stadium staff assigned for the day to this survey duty.
The portable carriers not only listened
to the broadcast of the games they
were attending but other games when
action on the field lagged.
A year ago, April-May 1948, Hearst
Publications checked the ownership
of portable radios in Metropolitan New
York. Hearst's published figures reported that 10.7% of New York families (387,200) owned a portable receiver. Radio dealers in the city report that portable sales from May
1948 to May 1949 have jumped, and
claim that the current figure would be
nearer 15%.
These portable receivers are used at
picnics, beaches, and wherever people
gather for relaxation. A check-up at
Grand Central Station in New York,
of people going

away for the Deco-

The Biggest Year
in its 26- Year History

\ACUSE

FIRST in Network

•

FIRST in National Spot

•

FIRST in Local

•

FIRST in Total Advertising

•

FIRST
in Popularity
Syracuse and Central
York Listeners

•

FIRST
in Merchandising
Promotion

•

FIRST in Coverage Area

WW m^WTWwr
AFFILIATE
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vey made for NBC, the 13-19 year
old audience was discovered as listening to radio in automobiles between
9 and 11 p.m. to a considerable extent:
Time
9:00 p.m.
9:30 p.m.
10:00 p.m.
10:30 p.m.
11:00 p.m.

%

liste

ning in auto
2.5
3.9
3.3
3.2
3.3

While parent-teacher organizations
and educators may find this time schedule something to cavil at (the kids
ought to be home and in bed), it can
be seen why composition-of-audience
figures frequently show so few young-

Shifting to another group, the hospitalized section of the nation, exposes

with
New
&

5 jo kc—5000 watts

IN CENTRAL

People don't carry equipment away
for a weekend without having the intention of using it. Nevertheless, their
weekend use of the portable sets was
uncheckable, and no survey reported
to sponsors what they were receiving
from this away-from-home listening.
While a considerable part of out-ofhome listening is daytime listening,
this does not apply to auto listening.
There is. of course, considerable dialing in cars between 6:45 and 8:03
a.m. and between 4:30 and 6 p.m. This
doesn't mean that there isn't considerable automobile-set listening at other
hours. In a recent Gilbert Youth Sur-

friends' rooms, while .5 percent are
listening while they work.

Headley-Reed, National Representatives
NBC

in luggage was of course not checkable.

sters listening at home. They're just
not at home. During the same period,
over three percent are visiting their
friends and listening to radio in their

... in 1948 carried the greatest
volume of advertising ever
broadcast by a Syracuse station—

•

ration Day weekend, revealed thai in
a two-hour period (the only period
checked) 33% of the non-suburban
travelers carried portable radios that
could be seen. How many had them

YORK

another section of radio's unsurveyed
audience. Even in municipal hospitals
patients frequently have portable sets
in wards and semi-private rooms. In
private hospitals there is generally a
special radio-rental service, if there
isn't a special installation in every
room. Hospitalized men and women
find radio God-sent while they are ill.
Most hotels are radio-equipped these
days. A check-up of rooms by the
chambermaids in one Chicago hotel indicated that the radio equipment was
used by over 65% of the transients.
(The check-up was based upon the
switch-setting one night compared with
(Please turn to page 60)

Please
Count Carl
Out!

Some station managers are executives and let the hired help do all the
work.
Please count Carl out!
Some station managers just open
the mail and take a peek to see who
sent in some new business, and then
go fishing.
Please count Carl out!
Then there are station managers
who take a personal interest in business that comes in, even if it's only
a one-time spot.
And that's where you can count
our Carl in!
Carl goes over the availabilities
with a fine toothcomb looking for
the best times to run spots which
agencies send in. He's a hard man
with the traffic dept. and worries
them half-silly demanding the best
. . . not just a lot of hand-me-down
availabilities. The traffic dept. says
he couldn't be more finicky if it were
his own money he were spending.
But then maybe that's why
WDSM and WEVE are doing such
a good job for advertisers here in
our neck of the woods. We admit
we got a weak signal in Los Angeles
County, but we really cover the
Duluth-Superior market and the
Iron Range with our 2 ABC stations . . . which you can buy in
combination for the price of ONE
Duluth station!
Want to make Carl keep his nose
to the grindstone for you? Then
check on WDSM (Duluth-Superior)
and WEVE (Eveleth). Ask any
Free & Peters man for the lowdown.

47
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SUNSET

MANAGES

TO

DEMONSTRATE

ITS TV SETS

WHILE

ITS

PROGRAMS

ARE ON THE AIR, SELLING UP TO $400,000 A WEEK

Sunset puts s:LOOO weekly into TV advertising.
The U. S. market for TV and
radio sets, and for most
home appliances, has in
recent months shown all the alarming
symptoms of softening. Price-cutting
is common, and in some areas, particularly New York, it is hard to sell a
big set or a large appliance without
giving a 20$ discount. However, to
merchandising-conscious dealers in the
set-and-appliance field, slow sales are
no reason to reduce advertising. Latest
nation-wide figures show that almost
a quarter (24.7f/( ) of the video advertising placed at the dealer level is by
radio, TV, and appliance retailers.
Selective radio, which in these dealers'
eyes seems to lack much in not having
the visual element of TV, receives
about

48

8.7'r

of the

money

going

to

radio advertising locally from local
radio, TV, and appliances business.
Typical of the dealer-level advertisers in the field of sets and appliances
who have found TV to be productive
sales-wise is a New York one-store
firm with the ambitiously-pluralized
name of Sunset Appliance Stores, Inc.
This firm, currently spending some
$3,000 a week on New York's WPIX, is
one of the heaviest TV advertisers at
the dealer level. About half of the Sunset ad budget is co-op money from
DuMont and RCA, but the actual dollar expenditures of Sunset rank it as
one of the leading advertisers among
dealers in the set-and-appliance field.
Sunset, which opened for business in
the Borough of Queens in the fall of
1946,
is largely the brainchild
of

It pays off

Joseph Rudnick. a soft-spoken, promotion-conscious dealer to whom selling sets and appliances on a large scale
is an old story. Rudnick, who used to
run an appliance store in nearby
Brooklyn for years, knows his territory and his customers the way a
Queens resident knows his stop on the
Independent subway.
As a result of well-planned TV advertising and above-average business
acumen. Rudnick's Sunset Appliance
Stores (he is president of the firm I
is doing what amounts to a land-office
business in TV sets, most of it, surprisingly, in the large-size models.
Rudnick has grossed as much as $30$35,000 a week on one of his two leading lines (RCA and DuMont) alone.
Rudnick's business is a steadv. 52-week
SPONSOR

business. Nearly a third of the deals he
closes involve a trade-in on an older
set, usually a matter of a set-owner
swapping it in for a set with a larger
screen than the one he had before. Rudnick is quick to point out that his selling operation is not a bargain-basement one. He does not cut prices right
and left in an attempt to bring in the
trade. Sunset has built its business by
steady advertising, an efficient and reliable repair service (Rudnick has 11
repair trucks and 40 TV-trained technicians), and several ingeniously
simple merchandising wrinkles.
From the beginning, the programing
axis of the Sunset air advertising has
been sports. Sunset came to TV on the
5th of December, 1948, for a 13-week
run on WPIX. The program was a telecast of the New York Rovers hockey
game from Madison Square Garden
on WPIX. Previously, Sunset had been
a consistent newspaper advertiser, with
good results, but the return from Sunset's sports sponsorship was a surprise,
and a pleasant one, for Rudnick from
the beginning. Sunset was actually in
the category of "experimenter" when
they went on the air to sell television
receivers via television programing. A
few dealers had been buying spots and
SPORTS

HAVE

HELPED

PUT

SUNSET

ON

station breaks, still fewer, such as the
across-the-board daytime TV programing of Southern Wholesalers I RCAVictor distributors in Washington) on
WNBW, had gone in for actual air
advertising via visual programs. Rudnick felt that television could do a job
of selling his goods and services, but at
the beginning it was largely a gamble.
On the first Rovers hockey game,
televised on a Sunday afternoon, he

Rudnick chose a sports show. There
were several reasons for his continuing
with this type of programing. For one
tiling, Rudnick knew, from talking
with his customers and making calls
on neighborhood bars and taverns in
Queens, that sports shows on TV drew
a sizable share of the TV audience. For

had the store's phone number flashed
on the screen several times. Quickly, an
average of 30 phone calls during the
show began coming into Sunset. In the
first week, about 50 people came into
the store as a direct result of TV advertising for Sunset they had seen the
previous Sunday. They bought an
average of $350 worth of merchandise
(mostly the air-sold models) for a
weekly take of $17,500. Nothing convinces adealer of the power of an advertising medium like a healthy sales
curve. Rudnick was no exception. Sunset had come to TV. and. as far as
Rudnick was concerned, there Sunset

was trying hard to build up an impressive "block" of TV sports programs, and was promoting them heavily to viewers. Rudnick saw the value

was going to stay for quite awhile.
At the end of the 13-week contract,
which ran out in mid-March of 1949,
Sunset promptly started the sponsorship of a second TV series. Again,
MAP.

IT HAS

TELECAST

(I)

another, WPIX. faced with the problem of operating as an independent TV
station in a major network TV market,

of riding the station's theme and was
quick to buy one of WPlX's top-rated
sports shows, the wrestling matches
televised from the Eastern Parkway
Arena. Since TV-wrestling has a preponderantly female viewing audience
at home, Rudnick changed his sales
pitch to the distaff angle, and plugged
hard on the eye-appeal of his sets, and
on the reliability of his service ogranization. The commercials grew better
and more elaborate. Since Rudnick was
"co-oping it" with firms like DuMont
and RCA, he began using open-end TV
films prepared by these firms. Again,
as it did with the Rovers hockey, the
{Please turn to page 58)
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more than meets the eye
More than the cameras, the lights, the settings—
and NBC has the finest the industry can offer . . .
more, too, than the superb NBC amplifiers, transmitters,
mobile units — the whole complex array of television facilities . . .
more than any of these . . .
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it's experience that makes NBC programs the most viewable in America.
For back of the varied skills of the NBC engineer, producer,
director, and cameraman are more than twenty years of NBC -RCA
experiments in sight-and-sound . . . brilliant innovations, advanced
techniques, tested and refined on five owned-and-operated stations.

its experience that has made NBC Television America's No. 1 Network.

VACUUM

SPONSOR: The Hoover Company
CAPSULE

MEATS

4 li: Wilts
AGENCY:

Leo Burnett. Inc.

CASE HISTORY: The Hoover Company

spon-

SPONSOR: Juengling Meat Co.

AGENCY:

Placed direct

onstration purposes, the iron was used to affix "No-Darn"
mending patches. The "No-Darn" kit was then offered
to viewers sending postcards to the station. At the
expiration of the time limit. 1.750 requests for the kit
had been received as a result of this one-time offer.

CAPSULE CASE HISTORY: Viewers of the "Kitchen
Klub. ' the oldest commercial program on WLW-T, were
shown a Juengling recipe book and were told if they
would call or write the station they would receive a
card telling them where to go to the nearest Juengling
dealer to get the book. Within 30 minutes after the
program 320 calls were received at the switchboard at
Mt. Olympus. Eighty calls were received throughout the
second day. although the offer was made only once, and
the sponsor received 280 pieces of mail direct.

WENR-TV, Chicago

WLW-T, Toledo, Ohio

sored the program "At Our House" for a 13-week
period over WE1NK-TV in Chicago. The show was used
to promote the Hoover vacuum cleaner, with only one
broadcast set aside to plug the Hoover iron. For dem-

PROGRAM:

"At Our Holm"

POLAROID

TV
results

PROGRAM:

FILTERS

SPONSOR: Office Equipment Co.

VAN

WATER

SPONSOR: Glacier Springs Water

AGENCY:

AGENCY:

Placed direct

CAPSULE CASE HISTORY: The Office Equipment Company of Louisville. Kentucky, reported some recent success as a result of using a Polaroid Filter one-minute TV
film commercial. Company received 12 calls on the day
following the announcement, and made eight sales directly
traceable to the TV-advertising. The Shackleton Piano
Company carried the same announcement the following
week, resulting in the sale of two more filters by Office
Equipment to people who remembered the announcement
of the previous week.
WAVE-TV, Louisville, Ky.

SPRING

"Kitchen Klub"

Placed direct

PROGRAM:

Announcement

COMPANY

SPONSOR: J. Norman Geipe, Inc.

AGENCY: C. D. Ferguson

CAPSULE CASE HISTORY: On the first "Peter Grant
News" broadcast sponsored by this company, viewers
were offered a free gallon bottle of the product delivered to their homes, if they would call a given telephone
number. Three hours after the show, 132 calls had been
taken; since there was no switchboard, it was impossible
to judge the number of calls which could not be completed. Sponsor found equal success with subsequent
programs, dropping them only because spring water is
essentially a seasonal product.

again." This is only one of many tributes received by
this TV station from its local advertisers.

WLW-T, Toledo, Ohio

WMAR-TV,

HAIR

PROGRAM:

CREAM

SPONSOR: Venida Hair Net Co.
CAPSULE

"Peter Grant New.-"

AGENCY:

Placed direct

CASE HISTORY: The makers of Venida Hair

sors on " . . . And Everything Nice," starring Maxine
Barratt. offered a jar of Venida hair-dressing cream to
televiewers. The jar normally retails for $1.50, but on
this special television offer, viewers could have a jar free
merely by sending in a Venida hair-net envelope. The
offer was carried over a period of one week only — at the
end of which time the company had received more than
400 envelopes.
PROGRAM:

our WMAR-TV

spot has delivered the goods time and

Baltimore. Md.

PROGRAM:

Announcements

BOOKLETS

Cream, Venida Hair Net Company, participating spon-

WABD, New York

CAPSULE CASE HISTORY: John W. Geipe, of the J. Norman Geipe Van Lines, Inc., reports: "In the 33 years
that our company has operated in Baltimore, we have
found our television spots on WMAR-TV to be the most
productive medium of advertising we have ever used.
We are in the position of being able to trace directly
the source of our business, and we have found that

"... And Everything Nice"

SPONSOR:

None

CAPSULE CASE HISTORY: On "The Television Shopper,"
WABD's Monday-through-Friday morning half-hour program. Kathi Norris, who conducts the show, recently had
as a guest a woman from the State Department whose
job consists of setting women up in careers. This woman
had just published a booklet entitled "A Business of Her
Own." and just happened to mention that if any of the
women tuned in to the program would like a copy, she
would be glad to send it to them. The one casual mention resulted in over 500 requests.
WABD. New York

PROGRAM:

"The Television Shopper"

The Fireworks
Will be a Little
Late This Year

Carolinians are holding their fireworks until July 15 this year — the debut of
the Carolinas' first television station — WBTV — Charlotte.
For years Carolinians have been looking forward to their own television service —
a natural outgrowth of the South's Pioneer AM Station, WBT. For months, distributors
and retailers have been flooding the Charlotte area with television sets.
TV reception in an area embracing

1,000,000 North and South Carolinians is

assured from WBTV's Spencer Mountain tower, rising I 135 feet above the surrounding terrain. Effective Radiated Power will be 16,300 watts for video, 8,200 watts for

audio.
Contracts already signed with the four major TV networks will give Carolina
viewers a choice selection of the best in network television programs on film.
WBTV offers advertisers the first television approach to the south's market-onthe-move, a minimum of 16 counties with Effective Buying Income* of close to a
billion dollars.

Represented

Nationally by Radio Sales
* $961,964,000 Sales

Management— 1949

Channel 3

JEFFERSON

STANDARD
CHARLOTTE.

4 JULY

BROADCASTING
NORTH

COMPANY

CAROLINA

1949
57

spot commercials
feature films
programming
animation

umsimr
ENTERPRISES
Incorporated

Producers and
16mm
Motion
Television

Creators of
Pictures for

- Industry - Education

20

East

42nd

New

York

17, New

Murrayhill

Street
York

7 0463

SCIENTIFIC SALESMAN

refunds in wholesale quantities. It

[Continued from page 49)

does, however, make a good merchandising point in the commercials, since
most RCA and DuMont prices are fairtraded and not subject to dealer-cutting, thus giving Rudnick the edge
over most of his nearby competition.

grunt-and-groan telecasts from Eastern
Parkway Arena brought a happy
gleam to Rudnick's eyes. The business
at Sunset Stores, at this point almost
90% concentrated in television sets
and service, had actually doubled, between the time Sunset went on the air
on WPIX in December 1948 and May
1949, when the wrestling series ran
out.
When the time came to buy another
TV show, Rudnick took a real plunge.
Instead of one show, Rudnick bought
three on WPIX, all basically sports
shows. The first two were nighttime
telecasts, boxing from Queensboro
Arena on Thursday nights, and wrestling from the Coney Island Velodrome
on Tuesdays. Both (they are still running on the air as SPONSOR goes to
press) are done with co-op support, the
former in conjunction with RCA; the
latter with DuMont. The third show,
also still a current item, is Sport of Call,
a 20-minute telephone sports quiz
which is scanned just before the home
games of the New York Giants, and
which is scheduled at a time when it
gets the benefit of the heavy viewing
of baseball fans for the Chesterfieldsponsored Giant games.
Like the others, Sport of Call is a
co-op effort, done in conjunction with
the makers of Rembrandt TV sets. The
shows (Sport of Call is usually scanned
twice on a weekend, before Saturday

I guarantee I'd get $50,000 worth of
business out of it from a publicity
standpoint in the long run. Every refund check would be a top drawer promotion. I'll bet 50 to 100 people would
see each refund check and the name
Rudnick, who knows his New
of Sunset."as generally sound credit
Yorkers
risks, also plugs away at the time-payment plan for buying a TV set as
another inducement for immediate
buying. To backstop this, and
appeal to viewers who already have
TV set, Rudnick offers trade-ins
$100 to $500 for TV receivers taken

to
a
of
in

by Sunset toward a newer model.
Rudnick has a few special shots in
the sales-promotion locker. One of
them is to offer a large TV set, usually
in the $1,000 bracket, to a bar-andgrill for a night's trial. By prearranged coincidence, the set and a
Sunset installation man usually show
up on isa on
night
one of Rudnick:
Sunset's
shows
the when
air. Smiles
"Our man tunes the set to WPIX and
leaves it on. The owner is exposed to
our commercials and our set most of

and Sunday games), when not plugging a particular make of TV set with
Sunset being identified as the place to
buy it, is stressing the fact that Sunset
accepts phone calls for repair service

the evening. The combination seldom

as late as 10 o'clock at night. Several
of Rudnick's own merchandising gimmicks are worked smoothly into the
commercials on the three shows.
Since a lot of New Yorkers, Rudnick
has found, are just waiting around to
see if TV-set prices will tumble down
when the market is saturated, Rudnick

game to the first person who bought
fails."
a TV
set specifically as a Father's Day
gift. Although the tickets were given
awav shortly after the announcement
on the air, several other orders continued to come in, the idea prompting
the action. Rudnick is a great believer
in promotion, and although his ad

offers a written year's guarantee to refund the difference between the price

budget is 100% in television advertising, he and his sales force try to
work out a new merchandising wrinkle
every other week or so.
The close integration between sales
and advertising pays off. Some 60%

a customer bought a standard make
for and the new price in the event
that one of the major companies drops
the price levels on its TV line. Actually,
Rudnick is playing it pretty safe. Since
nearly 95% of the sets he sells are DuMont and RCA, and since neither firm
plans any price-cutting moves in the
near future, there is not much likelihood that Rudnick will be handing out
58

Says Rudnick: "I wish RCA and DuMont would cut the price on the line. If
I had to hand out $10,000 in refunds,

Another recent Rudnick-invented
promotion stunt was to give away two
choice tickets to a New York Giants

of the TV sets sold by Sunset, Rudnick estimates, are sold as a direct result of TV advertising. Keeping the
customer sold on Sunset, just as auto
dealers trv to keep themselves sold to
motorists after a car has been purSPONSOR

chased, is a continuing part of the
job. too. The service business is important, just as it is to dealers in the
automobile business, and the service
end of the Sunset operation receives
frequent mentions on the air. Rudnick has also found that his business
is already reaching the point where
his old customers are bringing in their
1947 and 1948 model TV sets to trade
in for new ones, usually asking for a
screen size larger than their old ones.
To encourage this, Rudnick usually
manages to have a heavy neighborhood store traffic passing through the
TV department of Sunset on a night
when one of his shows is on, giving
visitors a chance to see new-model
sets in operation.
Sunset Appliance Stores, Inc. has
no ad agency. This has been something of a problem to Rudnick. His
account is not big enough to interest
seriously any of New York's major
agencies with TV departments, and
the smaller agencies haven't been able
to convince Rudnick that they can do
a job for him in TV. As a result,
Rudnick has been handling his account with WPIX on a direct basis,
as many TV-set dealers do, and has
hired a TV-trained girl copywriter,
Marjorie Shields, to write the copy
needed for live narration over the
slides and silent films that tell Sunset's
sales story visually. Rudnick is a real
student of TV. going out on remotes
with the WPIX crews and supervising
the telecasting of his commercials at
the director's elbow. With Sunset's
business growing all the time, doubling in brass as boss of Sunset and as
his own agencyman has Rudnick frequently on the run.
Rudnick has some big plans for the
future of Sunset Stores. The plural
title is no accident. Rudnick intends
to expand his operation in the next
year or so. He also intends to continue with his TV advertising, now
averaging nearly five hours of programing a week and going as high
as six-and-three-quarters when Sunset
is sponsoring a WPIX sports one-shot.
The existing contracts for Sunset's
three sports shows run out this fall,
and renewing each will be a matter of
scheduling and options, and also, according to Rudnick. "how much
money I have in the bank." In any
case, Sunset will definitely continue
its successful TV advertising, with the
probable emphasis on sports programing. The reason is simple: it sells.
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WHEN

PRESSES STOP

(Continued from page 26)
to collect upon its opportunity. Business isn't too bad in the capital, so
why
When the newspaper strike hit
Seattle in 1945, broadcast advertising
business was lush — there were waiting lists on several of the stations in
town. Thus it became a problem of
public service, rather than a matter of
commercial time on the air. And
Seattle's stations did a top job. KOMO
carried a classified section on a staggered a.m. and p.m. schedule, with
ads for free, if they justified it — lost,
found, sell, buy, etc. Fleetwood Lawton,
network newscaster, was replaced with
a local news program. Church and
school notices were given the right of
way. Time was also cleared for commercials for theaters. It was, to repeat,
time sold on a "service" basis, rather
than a commercial basis.
KOL carried an obit column. Its
local newscasts were increased also, but
it was the who-died-yesterday news
that received the play.
KIRO had to drop all its sustaining
programs. It sold the time to local retailers. It's Swap 'n Shop Department,
which started during the strike, ran for
two years afterwards to good audiences. Itfound that a good part of the
local-retail business that came to the
station during the strike stuck with it.
if not in as great a quantity,
afterwards.
KJR added some local newscasts and
double-spotted commercials to make
room for all who wanted to use the air.
As a result of a previous newspaper
strike in 1936. Bon Marche, an important department store, had come to
radio and continued right along. It
caried as many as seven newscasts a
dav on WJR, had a heavy schedule on
KOOM up to recently. Bon Marche is
now trying TV.
The independent stations in Seattle
practically came of age during the
strike. There was business for all. and
they proved they had listeners.
The big problem presented to advertisers bynewspaper strikes is that they
have to use broadcast advertising at
once to replace newspaper advertising.
They have neither the time nor the
facilities to change over to radio thinking overnight. Even when strikes, like
Seattle's, run for months, the day-today problems are paramount - - the
intelligent use of the medium is still a
great big question-mark.

* *

He had just checked
into his hotel room when the phone
rang . . . sales manager calling
fromrunNew
York.
"Just in
decided
to
a radio
schedule
your
market. What station do you rec"Had to think fast," says the
salesman. "Didn't have time to
check
Hoopers, coverage and all
ommend?"
that. So I told 'em, 'Give Me
KDYL.' I knew I couldn't go
Of course
wrong
on that."we're pleased he
thought of KDYL first — but then,
practically everybody does in the
Salt Lake market.
And with television success
stories we have to show, they're
thinking first of KDYL-TV
too!
National
Repreientative:
John Blair & Co.

ask

John Blair & Co.
about the

Hots & Martin
STATIONS
IN
RICHMOND
AM

HI! IN.
II I'll II
WT11I

FM
TV

First Stations of Virginia

*
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THE BIG PLUS
{Continued from
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TELL!

the setting the following night. If the
setting was the same the radio set
was marked down as not being used.
This may have shortchanged radio,

SELL!

The WLOS Market
Whose

Busy Center Is

a's Neville

and whose reach embraces
over a million folk in 25
North Carolina-South Caro
Una -Tennessee
counties.

HOUNTAm MIKf "

Retail Sales: $606,991,000
Primary and Secondary
Listening
(Sales Management
Estimate for

Radio Homes
Contact

Areas
1948)

bmb: 178,410

Toy/or-Borroff

lor

page 47)

Full Market

since it's conceivable that the occupant
of the room might have wanted to
listen to the same station that the
previous occupant enjoyed.
Uncounted millions listen to radio
daily. As the summer reaches its
peak, these uncounted millions increase
due to vacations and summer bungalows. Nevertheless, the uncounted summer listening is only a small part of
radio's shortchanging of itself as an
advertising medium. At work, at meals,
relaxing away from home, or on wheels,
America listens with no Hooper, Nieldialing.
sen, Pulse, or other survey to check its

Facl$

It's time now to count broadcast advertising's bonus audience.

* * «

there aren't retailers at every crossroad— even today. Direct mail at stations like WNAX is like blood in a
human body. When it ebbs, station
executives worry. When it hits the
normal flow, then there are smiles at
the station with the Big Aggie tower.
There has been a great increase of
firms trying to crash the per-inquirv
field of late. Several devices are slick
and several "insult" station managements. One of the slick devices is to
record a program with the PI offers
in the show — and then suggest to stations that they run the program at
Vz to y>> the national rate. The operator further suggests that the program be sold to a local sponsor so
that the station will get its full rate for
time. A list of prospects for the program is sent with the offer — the prospects being firms with products that
do not conflict with the PI offers included on the disk. The same firm
also suggests that if the station doesn't
like this idea, it can use "live" continuity to sell the products on a
straight PI basis.

PER-INQUIRY ADVERTISING
5,000

Watts

Day— 1.000

Night— 1380

Kc

ASHEVILLE, N. C.

keep radio out of the nickle-and-dime
advertising field and concentrate on
selling with a broad stroke. They forgot that all sales are local. They know
it now and there's no lack of realization of radio's selling impact. This
doesn't mean direct-mail selling impact. There are ever so many areas in

SIMPLE ARITHMETIC
IN

MUSIC LICENSING
BMI LICENSEES
Networks ....
23
AM
1,962
408
FM
TV
68
Short-Wave
..
4
Canada
1 50

which direct-mail selling just shouldn't
be and isn't a factor. It doesn't make
sense for stations to by-pass the local
retailer. When a broadcaster stresses
direct mail, he at the same time inferentially sells the retailer short. The
most successful stations, like WLW.
Cincinnati, stress the importance of the

TOTAL BMI
2,61 5s
LICENSEES..
You are assured of

local retailer. What's true of this Crosley operation is true of most outstanding broadcasters.

complete coverage
when you program
BMI-licensed
music
* As of June 27, 1949

BROADCAST MUSIC, INC.
NEW

60

YORK

• CHICAGO

YORK

page 25)

There's a relationship between broadcaster and listener that doesn't exist
between publisher and reader.
Broadcast advertising can be a direct selling medium. Years ago, the
networks and great stations decided to

BMI

580 FIFTH AVE., NEW

(Continued from

19

• HOLLYWOOD

It's quite different when the station
covers a broad expanse where listeners
are far removed from population centers and are devout direct-mail buyers
— the Sears and Montgomery Ward
country. Then stations like WNAX
I Yankton, S.D.), WLS (Chicago), and
a host of others serving rural America
know they do not offend retailers for
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SPONSOR

Another slick device is that practiced hy a number of magazines that
record top-drawer material from their
issues and offer the transcription free
or at a nominal cost. In some cases
local stores that carry the products
advertised in the magazine are suggested as sponsors, and stations frequently have been able to sell the disk
to local retailers. Up to this point
there's no per-inquiry slant to the program. Ifthe promotions stopped there,
and most do, then everything would be
satisfactory. The Pl'ing starts when the
circulation manager of the magazine
realizes that the programs are building
up good will for him. and he decides to
do something about it. A typical example isthe case of Parents' Magazine,
which sends Parents' Radio Forums to
stations. Last December it invited stations using the Forum to air offers of
"Seven issues for $1.00," with the stations retaining $.50 of each subscription received. When the NAB called
the attention of Parents' Magazine circulation manager to its violation of the
industry's code of ethics, he confessed
that he did not know that he had violated "the ethical standards of the radio
industry."
Some programs tied up with national
publications are excellent shows and
highly salable. Typical is Calling All
Girls, for which the Harry Goodman
office won an award for top-drawer
promotion from the College of the
City of New York. There's no Pl'ing
to these programs, both the producer
and the publication working together
to create a top audience-appeal program which is made better because it
carries the name of a national magazine and is promoted through the publication.
Broadcasting is a most effective advertising medium. A good advertising
medium must sell products at a low
enough cost per sale to justify a manufacturer's using radio. It's this approach that PI deals of all kinds use.
What is forgotten is that it forces radio
to produce at the very moment the
advertising is aired. It forces the commercial to use the "hurry, hurry,
HURRY" technique. It forces radio to
deliver its audience for milking at
regular intervals, until it's completely
milked and disgusted with broadcasting. Using the air to make a pressure
sale, rather than the reasoned sale,
hurts both the stations and the regular
merchants and manufacturers using
the medium.
Typical of these sales are the piano4 JULY
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playing courses sold throughout the
U. S. via the air. The salesman who
sits down to the piano and then asks

VWMMVUVVMMWIWIMWMVUIMMA

the audience, "wouldn't you like to
play as I do?", naturally is a potent
lure. The number of courses returned
for refund is a good index to how
listeners buy products for which they
have no need. The number of fans
who have sent in their money for a
course or paid for it COD when the
mailman called, and yet had no piano
at home on which to study, is amazing.
While few per-inquiry broadcast advertising plans originate among the top
hundred advertising agencies, there are
important agencies in practically every
big city in the U. S. that do make PI
plans available. A favorite device is
to buy time for PI sale product and
then use the results on the stations
from which time has been bought to
influence other stations to gamble. For
every PI offer that's turned over to
the National Association of Broadcasters to investigate, there are ten that
go on the air, without anybody being
the wiser. Because a station may turn
down a hundred per-inquiry deals and
accept offer 101, the agencies and
manufacturers keep trying.
They can't get away with it in
printed media. America's pitchmen
and specialty salesmen are a diminishing brood. So the man who wants to do
business on the other man's dollar has
only broadcasting left. There are too
many stations on the air. The competition of TV and the increasing

IT'S ONLY A FEW
BILLION

but
WILL YOU GET
YOUR SHARE?
$2,995,897,000.00
1948 Retail
Sales* in WOW-LAND
counties
(BMB).
All authorities agree this year's retail sales may be slightly lower . . .
BUT . . . they also say . .

26 fo
28 fo

It's a good plan to follow the rules
of one outstanding advertising manager of a leading food corporation. If
a station takes PI it doesn't get this
firm's selective business. The station
never knows why it doesn't get anywhere with this national advertiser because he never tells station representatives or even his own agency why he
turns down certain stations. He excion.

plains that it might be taken as coer-

"If they want per-inquiry business,
they have a right to take it and I have j
the right not to want to be on the
same station with PI products. We

quarter;
of
1949 retail sales will
be made in the fourth
quarter.

Get YOUR

22%

share of the . . .

5o-o-o-

Spent in food stores;

stores — inc.merap40 °/o Spent inchandisegeneral
e;
and
parel furnitur

buyers' market are softening some station managements — managements that
perhaps shouldn't have been in the advertising business to start. The result
is more and more PI advertising creeping into broadcast schedules.

of 19-49 retail sales will
be made in the third

38%

outlets.in other retail
Spent

You WILL get Your share if
you use the advertising facilities
of Radio WOW— the ONLY
single advertising medium that
covers the vast territory within
150 miles of Omaha in every
direction.
For availabilities see your John
Blair man, or telephone Omaha,
Webster 3400.
* (Based on SALES MANAGEMENT'S figures— May 10. Surrey of Buying Pouer —
except for lou-a, ubich is based on state
sales lax receipts.)

RADIO
OMAHA
SOOO WATTS • 590 KC
JOHN J. GILLIN, JR., PRESIDENT
JOHN BLAIR, REPRESENTATIVE

don't advertise in the pulps, for similar
To which the PI stations answer, I
reasons."
VVVVVXAAAAAAAAAA/WVWWWN*
"We have to keep alive." + •* *
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portable receivers and use them at any
time or tendingplace,
evengame.
when they're atabaseball
If no one listened at home, the outof-the-home broadcast advertising audience would be the greatest advertising
audience in the world — and yet it has
never been sold — it has never been
counted as part of what the sponsor
buys when time is purchased.
SPONSOR reports on The big plus,
the great uncounted audience, on page
19. It's the first report on the "great
unmeasured." yet it is a logical part
of sponsor's first audience revelation,
Radio is getting bigger, 23 May, reprints of which, in excess of 4.000.
have been placed in the hands of key
advertisers by agencies and stations.
Uncounted

Millions

Four months ago sponsor decided
to check on the size of radio's unsurveyed audience. As each week went
by, the staff became more and more
amazed at the millions who listened
and went uncounted as part of the
great air audience.
It wasn't alone the great audience
on wheels which ran up into the multimillions every day, nor the enormous
number of men and women who listened as they ate. These were the
obvious uncounted millions, but they
were only part of the audience which
wasn't being surveyed. There are the
"at work" audience numbering into the
multi-millions, the resort and vacation
millions, and the millions who own

It's important that advertisers know
what they're buying, when they buy
time. If broadcasting wants to throw
in millions of listeners as bonus audience, it has the right — but sponsors
should know it, so that they can merchandise the fact.
If vou have read this editorial before reading The big plus, mark this
current article as "must" reading.
Know what you're buying that can't
be checked by Hooper, Nielsen, or

Pulse.

Summer

Business Up

Nothing happens of itself. The fact
that business is better at a number of
stations throughout the nation than
it was at this time last year is no
accident. Neither can we of sponsor
take

top

billing

for

this

increase.

WCCO, Minneapolis, tried fighting the
summer advertising slump last year
and found that the fight paid off. This
year, sponsor decided to carry the
good word that business can be and
should be good in the summertime to
all who advertise or live by broadcasting. Itpublished a Summer Selling issue, without fanfare, without undue promotion. The broadcasting industry took the ball from there. Stations all over the nation, agencies in
both the U. S. and Canada, took the
SPONSOR-uncovered facts to clients.
Outlets like WOR. New York, started
with SPONSOR facts and went further to
prove that summer broadcast advertising pays.
It's too early for SPONSOR to make a
report on summer broadcast advertising that wasn't on the air last year.
Even now. however, agencies report
summer broadcast advertising five million dollars above 1948.
Advertising moves people to buy 365
days in a year.
less nor more
What is different
since in many

Its impact is neither
in the summertime.
is where people listen,
thousands of cases

they're not at home.
Advertising is always important. It
is extra-important now. since it must
change a war-inspired habit of saving
to a peace-desired habit of spending.
To have stopped doing it this summer
might have had disastrous results.
Some minds haven't been changed,
but enough have reversed the field to
permit the nation to think constructivelv in terms of vear-round selling.

Applause
Hands

Across

The

Border

Broadcasting, U. S. and independent
Canadian brand, is cut from the same
pattern. It's all to the credit of the
north of the border contingent that
this is so. For years they have gone
out of their way to have the men and
women of U. S. who make their living from commercial radio feel at
home in Canada, in or out of convention time.
Timebuyers, who want to know the
facts of Canada's markets, are welcomed as are transcription producers,
music-rights representatives, researchers, executives of NAB, and U. S. station managers. Once they visit Canada
it's no problem to bring them back.
62

In 1949, the U. S. contingent numbered over 75. The NAB was well
represented on the program from
Judge Justin Miller to Lee Hart, who
talked retail radio. The Broadcast
Measurement Bureau, in the person of
Ken Baker, talked BMB and the Bureau of Broadcast Measurement, which
are one and indivisible.
The Broadcast Music organization,
that protects broadcasters in Canada
as it does those in the U. S., had a
sizable contingent, headed by Carl
Haverlin. kept the Canadian broadcastters aware of BMI progress. To U. S.
radio men it appeared as though it
were another NAB convention.
That's no accident because Canadi-

ans attend the annual NAB

meets with

a regularity that makes Harry Sedgwick, Jim Allard, George Chandler, to
mention three, seem part and parcel
of state conventions.
The physical border between Canada
and the U. S. is a line seldom patrolled
and one that both Canadians and
Americans cross without a second's
thought. The air-waves cross the selfthough
it weren't know
even
a line same
on border
the as
map.
Broadcasters
this and happily feel and act as one
great fraternity. In their relations with
each other they serve as perfect examples of good international relations.
Thev work together for the good of
broadcasting.
SPONSOR

KMBC

RM

BEATS

HEART
Special
Trade Paper Edition
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Kansas City,
Early Summer, 1949

KFRM Again First In 1949 Survey
'Tr

~9.

5

KMBC AGAIN FIRST
CHOICE OF KANSAS
CITY LISTENERS
Proof that KMBC continues to be the most
listened-to station in
Greater Kansas City is
contained in the latest
Kansas City survey released by Conlan & Associates.
This general coincidental telephone survey
was conducted in March
to April, 1949, under
the joint sponsorship of
KC radio stations including KMBC. Over
70,000 basic calls were
made during the one
week survey period between the hours of 7:00
a.m. and 11:00 p.m.
Although KMBC
rated first mornings,
afternoons and evenings, most spectacular
ratings were in the f orenoons when KMBC
topped its nearest competitor 34%. KMBC led
its competition in this
survey by an even
greater margin than in
a similar survey in November, 1948.
This new survey and
other surveys giving detailed information on listening habits throughout the Kansas City
Trade Area — western
Missouri, all of Kansas,
and portions of adjacent states — are available to advertisers and
agencies for their examination and study.
Simply call any KMBC
or KFRM man, or any
Free & Peters "Colonel".

KFRM

AREA

:

SURVEYS

SPRING — 1949
AND
FALL— 1948
13 _
12.8
Percentage of
Total Audience
1 1.4 11.1

K
F
R

IT
5.5
5.8

M
1st

"2nd

'3rd

4th

5th

LEGEND:
The larger figures and
solid lines indicate the
March, 1949 Survey, and
the stnall figures and dotted lines denote the Fall,
1948 standing. The asterisks denote Wichita stations. 79 Kansas counties, 5
Oklahoma counties and 4
Nebraska counties were included in the March, 1949
Survey. 73 Kansas, 5 Oklahoma, and 4 Nebraska counties were included in the
Fall, 1948 Survey.
A total of 62,368 basic
calls were made and 14,423
listening homes surveyed in
this new study.
The Kansas, Oklahoma
and Nebi-aska counties are
dramatically pictured on
the map below. All comities
are within KFRM's 0.5
mv/m contour.

Kansas Farm Station Tops 1948
Fall Rating 12%; Remains First
Choice of Kansas Listeners Daytime
Kansas radio listeners have again named KFRM as
the most listened-to station, daytime, in the Sunflower State. Moreover, the "Kansas Farm Station"
leads its competition by which were not surveyed.
a greater margin even
KFRM leads all broadthan before according to
casters for the morning
a March 1949 radio surand is first durvey made by Conlan & periods,
ing the afternoon periods
Associates.
— first in listener preferThis coincidental surence for both time perivey, one of the largest of
ods,
as well as for the
~
7
6. its kind ever conducted,
entire survey.
required over 62,000 teleKFRM's programming
phone calls within KFis
specifically designed
RM's half-millivolt confor
the area served, intour.
cluding up-to-the-minute
Essentially rural in na- daily livestock
and grain
ture, this Conlan Survey
markets
direct
from
Kancovered 79 counties in
sas
City,
as
well
as
other
Kansas (all except the outstanding daily farm
eastern-most and north- features. In addition,
eastern Kansascounties),
programming prefour in Nebraska and KFRM sents
special newscasts,
five in Oklahoma. Popuwomen's programs,
lation of these 88 counsports, special events,
ties is 1,038,146, not in- educational features, as
cluding the metropolitan
well as top-flight entercenters of Hutchinson
tainment programs feaand Wichita, Kansas
turing members of the
KMBC-KFRM talent
staff. This popularity indicates that listeners are
getting the kind of program service they like
and need from KFRM.
KFRM joined with
KMBC forms The KMBCKFRM Team. Together,
The Team provides advertisers with the most
complete, effective and
economical coverage of
the huge Kansas City
Primary Trade Area!

CENTRAL NEW ENGLAND - - -
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Consider sales potentials.
of the nation. Sales Management's Survey of Metropolitan County Areas ranks
Worcester County:
41st

34th
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Throughout the length and breadth of Virginia
there's nothing to equal Havens & Martin Stations.

Greatest Sho
In Virginia

WMBG
WTVR
WCOD

am
tv

Top attraction is WMBG, with its scintillating
combination of NBC and local highlights,
high on the applause list since

1926.

WTVR is Virginia's only television station.
Where but WTVR can Virginia viewers turn for
visual wonders

gathered the world over by NBC-TV.

Nor is FM forgotten. For WCOD
enthusiastic audience.

serves its

«/

Small wonder

that the Havens & Martin trio are

the First Stations of Virginia. Small wonder
they're preferred by national advertisers
who know Virginia markets.

3%w4J ' <dwtfamA efty}tjw/nm

FM
Havens and Martin Stations, Richmond 20, Va.
John Blair & Company, National Representatives
Affiliates of National Broadcasting Company

that

TS.. .SPONSOR
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Pat Weaver

really

boss of NBC-TV

1949

Pat Weaver,
new NBC TV-vice president,
is first network executive
since Frank Mullen to have web's TV operations under his wing
100%. Sales, engineering,
and programing all report to Weaver who
takes over 1 August.
Weaver is bringing Fred Wile, Jr., along from
Young & Rubicam to backstop him at web. Weaver appointment means
that NBC-TV is virtually autonomous operation.
-SR-

Death

of

Regula-

tion W spurs creditfurniture ads

End of credit restrictions (Regulation W) will spark increased competitive air-advertising by furniture credit houses and appliance
dealers. Pre-war, more money was made frequently on charges for
credit than on products themselves. Credit furniture firms have
always found broadcasting tops among advertising media. Semi-annual
Chicago furniture market last week reported better sales to
merchants than in January but only in low-priced field.
-SR-

CBS

sells

Roi-Tan Joan Davis

FLQG

organizational committee
starts work

Ef fectiveness of network packaging of programs is seen in recent
CBS sale of "Leave It to Joan" to Roi-Tan Cigars (American
Tobacco) . Program features Joan Davis and bowed sustaining 4 July.
It will fill first half hour of hiatus-vacated Lux Radio Theater
time until 9 September when it goes commercial and shifts to
Fridays 9-9:30 p.m.
-SRForeign language broadcasting will not flounder from now on. Ralph
iVeil (WOV) heads Foreign Language Quality Group committee which
includes Frank Blair, Jr. (WSCR) , George Lasker (WBMS) , Samuel
5ague (WSRS), and William Jory (WJLB) . Plans call for actively
selling major foreign markets with facts and figures.
-SR-

Farm

news

at

all time on air

In Northeast U.S. alone, there are 203 stations carrying farm
market news, according to U.S. Department of Agriculture. This is
almost 50% of stations (417) in 12 states canvassed by department.
Peak farm news periods in area are 6:30-7 a.m., 12:15-12:45 p.m.,
and 6-6:15 p.m. Latter period changes in importance according to
season of year. Farm news programing is at all time high.
-SR-

Folsom's 2nd in
command now
executive

v. p.

SPONSOR,
Volume 3. No. 17.
40 W. 52 St.. N. Y. 19. N.Y.

18 JULY

1949

Position of Frank Folsom, as president of RCA, has been strengthened by election of Joseph McConnell as executive vice president of
the Radio Corporation. McConnell is a Folsom man.

IS July 1949.
$8 a year in

Published
biweekly
U. S. $9 elsewhere.

bv SPONSOB
Entered as

Publications. Inc.. 32nd and Elm. Baltimore 1. Md.
Advertising. Editorial. Circulation Offices
second class matter 29 January
1949 at Baltimore. Md. post office under Act 3 March
1879.

REPORTS.
4

. .SPONSOR

networks to
sell time for
editorials

Continental commercial radio men
exchange

ideas

Zeisel places radio
third in national
advertising

REPORTS..

.SPONSOR

Although it has only been announced by CBS, all 4 networks will
shortly sell time for "opinion" now that the FCC has okayed
editorial broadcasting. ABC has always been pro-opinion on air.
-SRCommercial broadcasters of Europe have joined hands to work together to build acceptance for advertising-supported radio. Next
meeting (1950) will be in Luxembourg with 1951 meeting scheduled
for Madrid. Organization was inspired by Louis Merlin (Radio
Luxembourg) and Bernard de Pias (French Advertising Federation) .
-SROver-all figures of Dr. Hans Zeisel for Printers Ink show newspaper
advertising first for 1948 ($1,749,600,000) with radio second
($596,900,000) and magazines third ($512,700,000). Over-all tabulation obscures fact that national advertisers' use of media place
magazines first ($512,054,200), newspapers second with
$391,286,700, and radio third with $376,844,600. It's local advertising, a field that radio has neglected, that makes newspapers
lead.
-SR-

KXOK

leads
way
in rate card
changes

National

ratings

under strong attack

Sunkist growers
fight frozen
orange juice

Although there has
advertisers to have
do so is KXOK, St.
into "A' and "A-2"
to include all time

been great agitation on part of agencies and
stations "adjust" rate cards, first station to
Louis. Station has split its former "A" time
time. KXOK class C time has been broadened
prior to 8 a.m. and after 10:30 p.m.
-SR-

Talk of scuttling national rating reports is tantamount to removing only index advertisers have of broadcast effectiveness.
More than ever broadcast advertising requires Hooperatings, Nielsen
Ratings, and local ratings like Pulse. Advertising industry should
fight for improved information from these sources and prevent
attempts to throw only media research of it kind in scrap heap.
Some of same interests that tried to axe Broadcast Measurement
Bureau are now out to elimiate all research that pinpoints
listening.
-SREffectiveness of advertising of frozen orange juice is seen in
slant new Sunkist orange advertising is taking. California's
Sunkist group calls the orange itself the only "package" of fresh
juice. What Sunkist master minds forget is that research recently
revealed that users of frozen juice drink 100% more than squeezers,
and it all comes from citrus fruit.
-SR-

Elgin competition
to buy Thanksgiving broadcast?

Shift of Elgin's 1948 Thanksgiving and Christmas broadcasts
CBS to NBC, with CBS selling its holiday broadcast to another
sponsor and therefore splitting up home dialing has switched Elgin
from its traditional sponsorship. While Elgin is spending the
$200,000 in other advertising another watch manufacturer is said
to be considering buying the traditional Thanksgiving broadcast
for itself. It thinks the Santa hour a waste of time. Watch company president says, "What have they got left to spend on
December 25. "
SPONSOR

T/bey 6offi /ore MtMM-dmmca
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GREATER
Morning

Afternoon

KANSAS
Evenin

jy throu

ST. JOSEPH,

CITY

Morning, Afternoon, Eveninc

gh Saturday)

Sh jare
(Sund c • f Au dience

Nov.
1947

Station
Station
Station
Station

March
1948

June
1948

Nov.
1948

(Sunday through Saturday)

RI*
Share
Audience
MISSofOU
Nov.
1947

1949
April

i KCMO 18.3 18.7 19.3 19.0 20.5
A . . . 11.5
11.5 11.4
8.5
9.4
B . . . 26.7 27.4 27.2 27.8 28.7
C . . . 31.0 28.7 21.7 25.9 23.9

Station KCMO

June
1948

Nov.
1948

. . . . . . 17.4 16.6 19.4
...
1.6
5.6
...
9.6
6.8
9.9
20.5 17.8 21.9

Source — Robert S. Conlan & .Associates
*Kansas City stations only

l

One Does It In Mid-America
Station
Rate Card
Spot on the Dial
Set of Call Letters

Since KCMO jumped to 50,000 watts power back in September, 1947, our listenership has steadily increased. And — not
only has KCMO's popularity risen with Greater Kansas City's
700,000 "home-folks". . . but we are fast becoming one of nearby St. Joseph's most popular stations. There, too, 52 miles up
the broad Missouri, you'll find KCMO up front with an ever
increasing share of the radio listeners!
Reasons? First, there's KCMO's keen ability to plan and
produce programs keyed to Mid-America! And second, it's a
supercharged signal that always comes in fine! A signal that
blankets 213 rich counties inside KCMO's V2 mv. measured area.
Smart timebuyers agree that for low, LOW cost per 1000 coverage it's KCMO ... of Kansas City.

KC

National Representative:
John E. Pearson Co.
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There seems to be a difference of

81
82

opinion about the press or radio giving much attention to the Railroad
Fair. Life issue of July 11th ( pa<re

88

TV MAP

SPONSOR

naturally, there just aren't enough clipping copies of sponsor for agency per
sonnel, accounts, and friends. This is
especially true of one particular article.
How to Read a TV Rate Card. Is it
at all possible to secure permission to
reprint part of this article for distribution to some of our TV clients? If
so. please advise.
Naturally,
proper
credits would be given sponsor.
Herbert True
Radio, TV Director
Carter Advertising Agen"y
Kansas City, Mo.

69
71

NETWORKS:

FILM

56

AVAILABILITIES

FM

TV

2?

RADIO: FALL 1949

COOPERATIVE

SPONSOR is certainly to be congratulated for the many excellent articles on
radio and television. Your publication
is one of the most eye-and-scissorvvorn that this agency subscribes to.
The only complaint is a natural one;

91
97
101
102
105
107
110
110

UJKDR
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NASHVILLE
Your
Average
Cost is just

104) starts off its story "Variety Recalled Its Surprise Success of 1948''
and front paged the story "Chicago
Railroad Fair Tees 2nd Year to Boff
Paul Harvey in his radio program
last Tuesday evening paid a glowing
tribute,
Crowd.*'and the Chicago newspapers issued special editions.
Now as to question of selling travel
— last year in our exhibit while talking
ing to two visitors, who had planned
to drive west, I made train reservations
for four people (two compartments),
Chicago to New Orleans and return on
our Panama Limited. The tickets were
picked up the next morning.
Come on out to Chicago and enjoy
the "World's Greatest Show"' then you
can retract your article.
wrong.
2Vi2 million in 1948 couldn't be

Published biweekly by SPONSOR PUBLICATIONS INC.
Executive. Editorial, and Advertising Offices: 40 West 52
Street, New York 19. N. Y. Telephone: Plaza 3-(1216.
Chicago Office: 3150 N. Michigan Avenue. Telephone: Financial 1556. Publication Offices: 32nd and Elm. Baltimore.
Md. Subscriptions: United States $8 a year. Canada $H.
Single copies 50c. Printed in U. S. A. Copyright 1949
SPONSOR
PUBLICATIONS
INC.'
President and Publisher: Norman R. Glenn. SecretaryTreasurer: Elaine Couper Glenn. Editor: Joseph M.
Koehler. Associate Editors: Frank Bannister, Charles
Sinclair, Dan Richman. Researcher: Stella Brauner. Editorial Assistant: Joseph Gould. Art Director: Howard
Wechsler. Advertising Director: Lestei .1. Blumenthal Ad
vertistng Department: M. n LeBlang; Beatrice Turner:
i Illcago Manage] Jerry Glynn. Jr. Circulation Managei
Muton Kaye. Circulation Department: Marcia Chinlt2
Emily * "nt ill.). Secretary to Publisher: Augusta Shearman
COVER PICTURE: Timebuying problems have tripled due
to all of broadcast advertising's new facets, but Linnea
Nelson (J, Waltei Thompson) can still smile over a dc-k
piled
shorts. high with everything from transcript!, ris to lilin

Use

A. W. Eckstein
Advertising Agency
Illinois Central Railroad
Chicago

.2 MILLS*
1Per
Radio
Home
* Based on 101 half minute
daytime rate and employing
C. E. Hooper's Nashville Rearea. ports on WKDA's 1/10 millivolt

uikdh
MORE
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We at Schwerin Research read with
great interest your 20 June article
about the qualitative research done on
[Please turn to page 6)

HOMES
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National

Co.,

DOLLAR
Inc.
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Greater Miami (
Net E. B.I. $511,190,000.. UP 13%

11

Retail Sales $517,808,000.. UP 17%
Population

410,000.. UP 23%

•Sales Mgt. Survey, 1949

76,400 new customers. ..$75
million more spent this year
than last (a grand total of more
than $'/2 billion in retail sales)
...Yes, all the figures are
pointing up, Up, UP this year
again
in Greater
Miami.

And

e

«*#*•*

here are the top selling media

in this bustling year-round

1 ■ The Miami Herald; 3rd in the nation in
Total Advertising Linage for 1948 -- First
paper in Florida to reach a Quarter-Million
circulation -- Offering blanket coverage of
Metropolitan Miami and the entire Gold
Coast market.

market

2 - WQAM, Miami's First Station, whose
non-directional transmitter is located in the
heart of Greater Miami's population center,
and whose record Hooper indicates more
listeners at lowest cost per listener in
Greater Miami and its 15 adjacent counties.

im Stye iflliatni Herald

WQAM
F

WQAM

National Representatives
STORY. BROOKS & FINLEY
A. S. GRANT, Atlanta
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A. B. C. in Miami
OWEN

F.URIOGE. General Manager

4MOS

ANDY

40 West 52nd
(Continued from page 4)

Suspense. It is an excellent example
of the growing importance of such research, and all of us in the field owe
a real debt to the pioneering of Frank
Stanton and Paul Lazarfeld, out of
the Program Analyzer acwhose work
tivities grew.

GrOUch

~

*C>*
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TO THE MAN
WHO
WANTS TO REACH THE
GREATEST AUDIENCE
IN THE RICH CENTRAL
NEW YORK MARKET

ft.a/wt'we#%& GONE
j
/F tfOtt DOM TACT FASTf
This Fall, CBS presents, over WFBL, the greatest line-up
of top-talent shows ever offered by any network. The
newcomers

shown above are just a part of this great

listener-building schedule. If you have spots before your
eyes, make sure they're WFBL spots . . . spots that are
highest in Hooperatings and sales results. So get your
order in early before the many

choice spots — day

you the list of

% Free & Peters, inc.

WFBL

Exclusive National Representatives

IN

Suspense has been on the air for
seven years. Crime Photographer is a
much younger show, having been on
for less than 3V2 years. In spite of
this difference, a comparison of average Hooper audience figures during
two years shows a nip-andthe past
tuck
situation:
Rating

Suspense
Crime

Photographer

Rating
Share
Share

12.5
1948
12.3
38.6
40.0

1949
14.7
14.6
38.8
40.0

Five editions of Suspense, according
to your article, have been tested in
the past seven years. Twelve episodes
of Crime Photographer have been
tested by the Schwerin System in the
course of one year.
The Toni Company, sponsor of
Crime Photographer through July of
this year, as well as John Dietz. its
producer, and Alonzo Deen Cole, its
writer, has throughout been very forward-looking in applying research's
findings to improvement of the program. That these efforts have paid off
so rapidly attests to such healthiness
of attitude and is reflected in steadily
rising reaction scores. L'nder Toni s
sponsorship to date, the average Hooper rank of Crime Photographer has
been 18th, as compared to an average

and night — are all gone.

We'll be glad to show
availabilities. Just Call

I, however, correct one unfortunate implication? The comparisons made in the story would leave
the casual reader with the idea that
while Suspense's audience has grown
and bounds, that of Crime
by leaps
tf*rapher
has been standing still.
Photog
To review the record:
May

BASIC
SINCE
1927

SYRACUSE
. . . THE
NO.
1 STATION
AUDIENCE
OF
SHARE
WITH THE TOP
MORNING, AFTERNOON OR EVENING

of 39th place under the previous sponsor.
Far from detracting from the import of your article, therefore. I feel
this Crime Photographer story serves
as still another example of how the
intelligent use of qualitative research
—whether over an extended seven-

year period or in large doses within
a shorter period — can contribute to a
success.
radio program's
Horace
S. Schwerin
Schwerin Research Corp.
New York
* * *
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Reminder... for a CIGARETTE manufacturer:
SPOT
RADIO

sells the 79,000,000 who smoke!

ASK

If you have a new cigarette to establish, or an established brand that needs new
sales . . . Spot Radio will do the job! Take your

REPRESENTING

choice: hammer home 15 -second chain breaks

YOUR

all day long all over the country . . . sponsor
the best programs in selected markets ... or
combine both plans. Any way you work it you

LEADING

get radio's impact, right where you want it . . .
selling cigarettes profitably for you!

JOHN

Your John Blair man knows how to
put Spot Radio's selective power to work selling

RADIO

products costing 5 cents or 5 G's! He's ready
now to apply his knowledge of radio, markets
and merchandising to your own

BLAIR

problems.

Ask him today!
STATIONS

MAN!

JOHN
BLAIR
t COMPANY
OFFICES

IN CHICAGO
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ARE YOU SELLING 'EM
WHERE THEY LIVE
ON THE PACIFIC COAST?
IJon lee and only don lee can give you local
network radio sales coverage on the Pacific Coast . . . because only Don Lee is designed especially
for the Pacific Coast, where markets are big but mighty far apart.
Think we're kidding? Take a look at a map; compare the Pacific Coast with the East Coast. The
Pacific Coast is just as big, but there's also a big difference. The Pacific Coast is covered with mountains —high ones — many of them over 14,000 feet. Nearly every worthwhile market is surrounded
by mountain ranges.
Look how many stations the networks use to cover the East Coast. Well, long range broadcasting
is even more unreliable on the West Coast. If you need complete coverage, complete local penetration
of this big, rugged, 1,352-mile-long Pacific Coast, you need the network that has enough stations (45) to

lewis allen weiss, Chairman of the Board • willet h. brown, President • ward
1313 north

VINE street, Hollywood

d. ingrim, Vice-President in Charge of Sales

28, California • Represented Nationally by JOHN BLAIR & COMPANY

Of 45 Major Pacific Coast Cities
3
7
25

ONLY 10
have stations

have Don Lee

have Don Lee

have Don Lee

of all 4
networks

and 2 other
network stations

and 1 other
network station

and NO other
network station

SPONSOR

P

release your sales message locally from within the 45 important buying markets . . . that's Don Lee.
To completely cover the Pacific Coast's 15/2 billion dollar sales markets — locally — buy the PacificCoast's own point of sale network: Don Lee . . . and sell the people where they live.
Don Lee Stations on Parade: KWAL-WALLACE,

IDAHO

KWAL is one of three Don Lee stations used to give localized coverage of the wealthy northern section of Idaho, which
would otherwise be virtually without network service. Mountain ranges and mineral deposits between this area and other
remotely located network stations make "long-distance" reception unreliable. Shoshone, KWAL's home county, alone has
a population of 19,100 and 1948 retail sales of $25,799,000 according to Sales Management's 1949 Survey of Buying
Power. KWAL typifies Don Lee's policy of rendering localized service where your best Pacific Coast customers live —
where they spend their money.

The Nation's Greatest Regional Network

Congress would like U. S.
departments to get together
Feeling in Congress is that it's time for some direction
on national policy. Governmental department releases
range all the way from being depression-slanted to carin-every-garage optimism. Some congressional groups were
prepared to attack radio commentators until fact that these
newscasters were using U. S. releases as basis for reports
was made clear to them. Only a man without a job is sure

iSiffiiffliTi,
OH THE HILL

Low-cost housing builders and
modernization firms start expanding
U. S. housing bill just passed commits the nation to a
subsidized building program that will run until 1994.
Immediate results will be more advertising for low-cost
housing developments which the bill is set up to help. Just
as important will be the modernization sections of the
bill, which will help materially buildings firms which do
most of their business in repair work. Expect firms that
compete with Johns Manville to open up their advertising
war chests. The U. S. will be spending $500,000,000 a
year for the next six years through the Federal Housing
and Home Finance Agency.

FCC pressure starts
easing on most fronts
Pressure on the Federal Communications Commission by
prospective licensees has tapered off to practically nothing.
A number of firms would like TV permits ( freeze is still on)
but the word has spread that it's possible to lose millions
before getting into the black and this has cooled the ardor
of even the most ambitious prospective TV station operator. Result FCC can and does now operate with some
degree of order and matters like theater-TV, color-TV and
the hundreds of others services regulated by the commission, are being handled with unpressured intelligence.
Even the perennial hot potatoe, the clear channel fight, is
being taken in FCC stride, despite plenty of needling from
Senators who speak for the anti-clear channel forces.

Drys making capital of
U. S. 1948 alcholic spending
Capital will be made, it's expected, of the figures recently
announced on U. S. consumer expenditures for alcoholic
beverages. In 1948, drinkers in the 48 states spent $8,800,000,000 for distilled spirits, wine, and beer. This includes
the tax on these products and service charges of places
which serve liquor. Taxes, state and U. S., amounted to
$3,000,000,000 of which the U. S. took $2,200,000,000.
Despite the fact that these figures are down from 1947
(14%), drys are making capital of the billions, and their
philosophy is creeping into newscasts as well as newspaper
reports on the so-called recession.
IC

that '"business is bad."'

1949 profits expected to
be half of 1948 but still okay
Indicative of profit trends are unofficial estimates bv
Department of Commerce sources. Unless the unexpected
happens (unexpected means war), net profits after dividends and taxes will be half of what they were in 1948.
They will still be better than most years prior to 1946.
Dividend payments, which the public likes, will be onlv
$100,000,000 under 1948, $7,700,000,000 as against
$7,800,000,000. This is good news and won't be heard
or read much. Communications' net I that includes radio
and TV) will be exactly that of 1948, which was at an
all-time high.

Attempts to pass mandatory
fair-trade acts hurt fair-trading
Fair-trade laws which make it possible for manufacturers
to include prices in their national advertising aren't being
helped by attempts, like that in the District of Columbia,
to force products under mandatory fair-trade regulations.
These regulations compel every product sold in a specific
classification to be fair-trade priced. Fair-trade acts have
tough sledding even after they're on the books. Florida's
Supreme Court killed one such act and Florida had to
pass another. California's legislature only recently killed
an amendment which would have made its fair-trade
statue impotent. It's one thing however to permit a manufacturer to fair-trade his products and another to compel
him to do it. Honest fair-traders don't want mandatory
acts.

Don't be too big, it
isn't even half-safe
It's dangerous to be too big. Thats the low-down from
the anti-trust thinkers. U. S. verus DuPont. AT&T- Western
Electric, and other suits in the making all point to On the
Hill planning to break up inter-organization financing and
"working agreements." RCA was on the agenda of the
Justice
it off. Department, but NBC's loss of top programs crossed

Kenough's trade-mark bill raises
plenty fuss among big corporation
While most national advertisers would like tighter trademark regulations, Representative Gene Kenough's bill,
which would give the U. S. "the power to regulate the use
and ownership of trade-marks."' makes their hair stand
straight up. Trade-mark owners want to be what the name
implies, "owners," not permittees using trade-marks by
governmental sanction and under governmental regulation.
SPONSOR

Has it ever happened to you!

:::::: By aldrich

Now! The Presto Executive
THE

PLAYBACK

OF

BROADCAST

STATION

QUALITY

NOTHING kills a client audition as quickly as a poor playback.
Wows, wavers, turntable rumbles and harmonic distortion
can make your best recording sound sour.
Don't let a tired playback kill a sale for you. Get a PRESTO
EXECUTIVE. It's the transcription turntable you will see in most
broadcast stations, made by the world's largest producers of broadcast station equipment. PRESTO executive is durable, timetested, dependable. It's a complete transcription playing unit with
16-inch turntable, high fidelity amplifier, 12-inch speaker, and
lateral reproducer for both standard and microgroove recordings.
No wires, cables or separate amplifier and speaker will confuse
your presentation of the program. And high fidelity sound — just
as you get from a broadcast station — is guaranteed! Presto Executive includes microphone input for auditioning live talent. (Microphone, extra equipment.)
For highest fidelity, record your programs

L

PRESTO

on Presto Discs.

Recording Corporation, Dept. S

P. O. Box 500, Hackensack, New Jersey

See your dealer or send coupon for complete information.

Please send me full information about the PRESTO EXECUTIVE
playback and name and address of nearest dealer.
Name.
Company.

RECORDING

CORPORATION
Street
City_

Paramus, New Jersey
Mailing Address: P. O. Box 500, Hackensack, N. J.
In Canada: Walter P. Downs, Ltd., Dominion Square Building, Montreal

WORLDS
18 JULY

LARGEST
1949

MANUFACTURER

OF I NSTANTAN EOUS SOU N D RECORDING

_State_

EQUIPMENT

AND

DISCS
II

for profitable
setting -

I NVE

STIG ATE

WDEL
WILMINGTON
DEL.

WGAL
LANCASTER
PENNA.

WKBO

Vick

HARRISBURG
PENNA.

PENNA.

WRAW
READING

WEST
EASTON

Represented by

ROBERT MEEKER
I A

Cloir R. McCollough
Managing Director

12

President
York, N. Y.

some ten years ago to diversify the company's products. One of
Mabry's chief responsibilities as executive assistant to the president
was in the acquisition of subsidiaries. Among other firms acquired
were Vitamins Plus, Inc., The Sofskin Co. I hand creams for women),

PENNA.

STEINMAN

New

drugstore-originated products, such as Captain Emerson's BromoSeltzer and Dr. Bunting's Noxzema, VapoRub was first sold at
retail only. By the time young Ed Mabry, Greensboro-born, graduated from high school and took his first job with Vick, VapoRub was
a leading seller to the cold-and-cough contingent. That was in 1916,
when Mabry was 17. They tried to make an auditor of him. but
the personal side of figures interested him more; so he got himself
transferred to sales. He became president of the firm late last year.
Mabry was more of a thinker than a talker; but when he spoke
up there was plenty of meat in what he said. Early in his career he
became interested in better ways to promote, and when Vicks Cough
Drops and Va-tro-nol were launched he had a big share in their
promotion. From early days the company was advertising-andpromotion-minded. and this aspect of selling fascinated Mabry.
Vick experimented with network radio as early as 1928. They tried
both daytime and nighttime shows, including news, drama, and
musical. Nelson Eddy and Jeanette McDonald were among the famous
names who sold Vick products. When Vick acquired Prince Matchabelli. Inc., in 1941 Mabry gave loving attention to the famous
Stradavari Orchestra program that sold perfume for several years.
Matchabelli became a part of the Vick family in a move started

YORK

A S S O C
New York
San Francisco

Chemical Company,

Vicks VapoRub was concocted in 1885 in the back room of a
Greensboro, N. C, drugstore. Like other famous nineteenth-century

WORK

mm

Ed irard L. Jiabru

Mr. Sponsor

T E S
Chicago

Los Angeles

STATIONS

Seaforth toiletries for men. Seaforth and Sofskin have been promoted via selective radio, and for several years the entire radio
budget for Vick cold-and-cough products has been concentrated in a
26-week winter-season schedule over approximately 100 stations.
Announcements account for most of the effort, although 5-10-15minute programs are used in markets where experience has shown
they pay off. Believing that advertising is the life-sustaining element
of Vick business. Mabry puts constant thought into ways of making
it do more work for his products.
SPONSOR

DuMont

has only one

"baby."

With the Du Mont Television Network, it's television and
nothing but television. When
to a DuMont

you talk television advertising

representative you will talk

only television — he has nothing else to sel!.
And over the Du Mont Television Network, your message
can reach 99% of all the television receivers in America.

DUMONT

TELEVISION

NETWORK

I

515 Madison Avenue, New York 22, N.Y.

COPYRIGHT
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OWNED

Represented by RADIO

SALES

Yes, more than 5,000 busy farmers and ranchmen left their important spring work to
participate in the second Annual KVOO Calvacade of Greener Pastures held May 23
through 27th! Cooperating with the KVOO Farm Department in sponsoring this great
week of progress were: The Oklahoma Extension Service, The Arkansas Extension Service, Chambers of Commerce, Civic Clubs, and other agricultural agencies of the USD A.
The purpose? To show some of the more than 3,000,000 acres of Southwestern pastureland which is entered in the KVOO Greener Pastures Contest! Why? To promote and
encourage the building of better pastures in the Southwest; to demonstrate methods and
materials which produce better pastures; to provide a place for KVOO Farm Deparment
advertisers to show their products; to better serve the Southwestern farmer and rancher
. . . the prime purpose behind the KVOO Farm Department!
"The best field day ever held in Arkansas!" so said Mr. Lipert S. Ellis, Dean of
Agriculture at the University of Arkansas, and this was typical of other comments from
agricultural leaders who attended this great cavalcade.
Advertisers who have products of interest to farm and ranch folk will find the great
Southwest a profitable place to sell, especially if they tell their story over KVOO, Oklahoma's Greatest Station — the station farm and ranch listeners always depend on for
entertainment, information and news!
mnnnHMnn

RADIO

STATION
EDWARD

50,000

16

WATTS

PETRY

AND

OKLAHOMA'S

CO.,

INC. NATIONAL
CREATEST

KVOO
REPRESENTATIVES
STATION

TULSA,

OKLA

SPONSOR

18 JULY 1949

\i>ic and rvnen
THESE

REPORTS

APPEAR

IN ALTERNATE

ISSUES

New National Selective Business
PRODUCT

SPONSOR
Bank

of

America

Bristol-Myers

Timeplan

Co.

service

Ipana

'yyyyyyy

Falstaff

Falstaff Brewing Corp.

Beer

AGENCY

Time

Chas. R. Stuart
(San Fran)

(Test

Doherty,
Clifford
& Shenfield
(N.Y.)
D-F-S(N.Y.)

Insurance

G. & R.

Floradent
toothpaste

General
H.

J.

Laboratories

Heinz

Lever Bros.
Div.)
Mason's

Gold Medal
Flour

Mills, Inc.
Co.

"57

(Pepsodent

Chicks,

Inc.

Messing Bakeries

Varieties"

(Fall

direct
(Slow
D-F-S-

(N.V.)

Detr.)
Maxon

(N.Y.

Indef*
test.
May
expand later)
Indef
expansion
planned in N.W.
mkts)

Baby Chicks

Metropolitan
(N.Y.)

Bakery

Blain-Thompson
(N.Y.)

spots,

Partic,

Jul;

13wks

breaks

Jun-Jul;

spots;

13 wks

var

about

Sep

dates

in

1; 13 wks

Live

spots to introjuce new product; early Jul; 13wks
wks
Farm-appeal
prgms;
thru Jul; 13

E.t.

(Part Indef*
of summer
all-media drive)

J. Walter
Thompson (Chi.)

early

E.t. spots,
breaks;
Jul; 13 wks

5-10* in Southmkts

(Spasmodic purchases
in farm mkts)
&

Ammoniated Pepsodent powder

products

K.t.

(Limited Indef*
expansion
in
South, west)
S.W. mkts)

William
Warren
(N.Y.)

signals;

start, duration

campaign
ific mkts) in Pac-

(Adding
Federal
Life &
Casualty Co.

CAMPAIGN,

STATIONS

spots;

Jul

18;

6 wks

Var e.t. spots,
breaks,
etc; JulAug; 6-13 wks
Spots in farm-appeal prgms, breaks;
early fall; 13 wks

20-30* cam(National
paign planned)
Indef*
(Fall expansion
planned
Indef*
(May
Easternexpand
mkts) in

Partic,

breaks;

Jul-Aug;

13

wks

1*
"Station list set at present, although more man be added later.
I Fifty-two weeks generally means a lH-week contract with options for S successive
any 18-week period)

renewals.

It's

subject

to

cancellation

at

the

end

of

4-5*

New and Renewed Television (Network and Selective)
SPONSOR

AGENCY

Alliance Mfr. Co
American Television Co
American Tobacco Co
(Lucky Strike)

Foster-Davies
Turner
N. W. Ayer

Benrus
Watch
Co
Borden
Co.
Bowman
Gum Co
Bowery
Savings
Bank
Brown
& Williamson
Tobacco
Corp (Kools)
Lorraine Burton
Foods
Carter Products,
Inc
(Arrid)
Chevrolet
Dealers
Cushman
Bakeries, Inc
Eastern
Wine Corp
(Chateau Martin)
Fedders
Quigan
Co
(Air Conditioning
Equipment)
Hill Shoe Co
Kendall Mfr. Co

J. D. Tarcher
Young & Rubicam
Franklin Bruck
Wilson-Bird
Ted Bates

Levi-Strauss Co
McKesson
& Robbins,
Philip Morris & Co

•

McNeil
& McCleary
Sullivan, Stauffer,
Colwell & Bayles

Ii

NET OR STATIONS
WNBT, N. Y.
WNBQ,
Chi.
WNBT, Chi.
WNBQ,
Chi.
WPTZ,
Phila.
KTLA,
L. A.
WNBT, Chi.
WPTZ, Phila.
WNBT, N. Y.
WCBS-TV,
N. Y.
KTLA, L. A.
WABD,
N. Y.

PROGRAM,

time, start, duration

Film spots; July 1; 14 wks (n)
Film spots; June 15; 13 wks (n)
Film spots; June 30; 13 wks (r)

Film annemts; June 20; 12 wks (n)
Film spots; June 1; 52 wks (n)
Film spots; June 15; 52 wks (n)
Films spots; June 15; 13 wks (n)
Slides; July 4; 52 wks (n)
Film annemts;
Film annemts;

June 20; 13 wks (n)
July 16; 13 wks (n)

Campbell-Ewald
Samuel Croot
Feldman

KNBH, H'wood
WCBS-TV,
N. Y.
WABD,
N. Y.
WABD,
N. Y.
WABD,
N. Y.
WABD.
N. Y.

BBD&O

WCBS-TV,

Schank
Kastor, Farrell,
Chesley & Clifford
Honig-Cooper
Benton & Bowles

WABD,
N. Y.
WBZ-TV,
Bost.

Film spots; Aug 5; 52 wks (n)
Film spots; June 15; 13 wks (r)

WCBS-TV,
KTLA,
L.
WCBS-TV.

Film annemts;
July 6; 12 wks (n)
Film annemts;
May 28; 12 wks (n)
Ruthie On The Telephone; M-F (except Wed)
Aug 7; 52 wks (n)

Biow

N. Y

N. Y
A.
N. Y

Film spots; July 1; 13 wks (r)
Film spots; July 5; 52 wks (n)
Slides; June 29; 39 wks (n)
Film spots;

July

15;

5 wks

(n)

7:55-8:00 pm;

in next issue: New and Renewed on Networks, Sponsor Personnel Changes.
National itroadcast Sales Executive Changes. New Agency Appointments

(Continued)

New and Renewed Television
Peter
Paul,
i Mounds)

NET

AGENCY

SPONSOR

Platt-Forbes
Fst>

Inr

K.

.1. Reynolds Tobacco Co
(Camels)
Ronsdn Art Metal Works
Jacob Kuppert Brewery
(Beer)
t . S. Ac mj & Air Force
Recruiting
Waring
Products Corp

WPTZ,

&

Presbrey

Biow
Gardner
Grey

n. v.

KTLA.

H'wood

WPTZ,
WABD,

Phila.
N. Y.

WCBS-TV.

N.

WABD,

1

IS.

PROGRAM,
Film

Phila.

WAnn,

William
Cecil

STATIONS

spots; June

311;

13

time, start duration
wks

(r)

Film
spots; July
II; 2fi uks
<n>
Film spots; June HI; 52 wks (n)
Film
Film
Y

Red
Film

spots; July
spots; July
Barber

Club

spots; July

I;
13;

26
13

wks
wks

House;

Sat

2.">;

6 wks

hi
(n)
6:30-645

pm;

July

2;

13

wks

I ll I

Adveriscng Agency Personnel Changes
NAME

FORMER

AFFILIATION

L. E. Ahlswede
Richard
Ash
G. N. Beecher Jr
Byron A. Bonnheim

Reincke, Meyer &
Blaine
Thompson,

Bob
Bright
J. L. Brotherton

Bob Blight Productions, N.Y., head
PictSweet Foods, Mt. Vernon Wash.,
mgr

George
I. Chatfield
W.
R. T. Cory
Anthony C. De Pierro
Herschel Deutsch
Milton Douglas
Chester W. Dudley Jr
Hutchinson K. Fairman
James

NEW

acct exec
mgr

&

N.Y.i
producer,
Benson, N.Y.,

Hewitt,
Ogilvy,
acct exec

Benson

adv

act exec

WBKB,
Stuart
Rossum

M.

Mullins

Howard
J. Murfin
Maurice V. Odquist
John
K. Ottley
Jr
Frank B. Patterson
Doris A. Pilat
Murray
Platte
John
H. Porter
Elliot R. Rose
Arthur
Ruhicam
Victor
Seydel
Samuel
Sheplow
Frederick B. Sherman
Bert
K. Silverman
Athol
Stewart

N.Y.,
N.Y.,

acct exec
media dir

dept mgr

Jackson,
N.Y.,
arct exec
Ruthrauff & Ryan, (hi., TV dir
Getschal
& Richard
(new), acct
N.Y exec
Norman
D. Waters,
N.Y.,

Chi., program
coordinator
Bart & Getschal,
N.Y., vp
& Stanley,
N.Y.,
vp, acct exec
dir
radio

N.Y.,

acct

exec

Same,
H'wood., TV dir
Same,
vp in chge
radio
Erwin,
Wasey,
L. A., vp
Erwin,
Wasey,
L. A., acct exec
Venable-Brown,
Cinci.,
acct exec

dir

Walt Disney Productions, H'wood., adv mgr
Hamilton Copper & Brass Works Inc, Hamilton O., adv, sis prom mgr
Young & Rubicam, N.Y., vp, radio dept mgr
Marathon Corp, Menasha Wis., marketing
research,
sis analysis
head
Irwin Vladimir, N.Y., asst to pres

Meade
Mitchell

div,

N.N..

Doremus,

J. McLaughlin

American

vp

Stanton B. Fisher, N.Y., TV
Same,
Compton,vp N.Y.,
acct exec

Mather,

Ruthrauff
& Ryan,
(hi., TV
Lockwood-Shackelford,
L. A.,

N.Y.,

Dancer-Fitzgerald-Sample,
Geyer, Newell & Ganger,
Dorland, N.Y., vp

dir
vp
&

Ross,
Chi., acct exec
(new),
N.Y., vp

Kenyon
& Kckhardt,
N.Y.,
acct exec
Weiss & Geller, Chi., acct exec, Elgin
Illinois Watch
Case
Co
Emil Mogul, N.Y.,
radio, TV dir
Brisacher,
Wheeler,
S. F., acct exec
Compton,

DuMont,
Benson

AFFILIATION

Fuller
& Smith
&
Getschal
& Richard

H. Frankenberry

Everard
W.
Frederick A.
Thomas

Chi.,
gen

Harry E. Foster, Toronto Canada,
Buchanan, N.Y., media dir
Small & Seiffer, N.Y., vp

Fred
F^reeland
Budd
Getschal
Gerald H. Gould
Henry H. Harjes
Fran
Harris
Lou
Holzer
Fred
M. Jordan
Eric T. Lifner
William

Finn,
N.Y.,

Same,
radio
dept dir
Needham,
Louis & Brorby, Chi.,
Atherton,
Doremus,

Newell Emmett, N.Y., mdsg dir, acct exec
Atlanta Journal, Atlanta Ga., adv dir

L. A., prodn
N.Y., vp

mgr,

pres

acct exec

acct

exec

Kenyon
& Eckhardt,
N.Y.,
acct exec
Liller, Neal & Battle, Atlanta Ga.
J. M. Lenz,
H'wood.,
acct exec
Artwil, N.Y., acct exec
Norman
D. Waters, N.Y.,
media dir
Buchanan,
N.Y.,
acct exec
David Malkiel,
Boston,
acct exec
Morey, Humm & Johnstone, N.Y., acct exec
Anderson,
Davis, & Platte,
N.Y.,
radio, TV
head
Luckoff, Wayhurn & Frankel, Detroit,
radio, TV head

Ralph
H. Jones,
Cinci.
Berk
T. Silverman,
Wash.,
head
McConnell,
Eastman,
Montreal

George
Vonderlin
Kenneth
Warden
Robert B. Wesley
Bob
Williams
David P. Williams
Sidney
B. Wolfe
Jeff York
Iz /am

BBD&O,

Grey,
N.Y.,
acct exec
Henry J. Kaufman,
Wash., acct exec
Walsh,
Montreal,
radio dir
Same,
Chi.,
acct exec
White,
Berk
& Barnes,
N.V.,
vp
Turner,
Chi., acct exec
Ross
Sawyer,
L. A., acct exec
Same,
vp

Detroit

Atlas Film
Corp,
Oak Park 111., pres
Hamel
Food
Inc, Dallas,
adv dir
Erwin,
Wasey,
L. A., acct exec
I. T. Cohen, Wash.
KLAC,
L. A., act exec

Same, TV dir
Hunter,
L. A., acct exec
H. W. Hauptman,
N.Y.,
acct

exec

Station Representation Changes
STATION

AFFILIATION

NEW
NBC

WFMY-TV,
Greensboro
WHTf,
Holland
Mich.
WLAM,
WNEL,

Lewiston-Auburn
San Juan P. R.

N.

C.
Me.

ABC,

CBS,

Independent
ABC
NBC

DuMont,

NATIONAL

REPRESENTATIVE

Harrington, Righter &
W. S. Grant
Fvere tt-Mr Kinney
Ashrroft

&

Banninger,

Parsons

for

N.

Y,

(n)

WHO LISTENERS

SEND 260,000 PARCELS
TO EUROPE!

in

December, 1945, WHO began telling
its listeners about the great need for
clothes, medicine and food in Europe —
told its listeners that by writing to WHO,
they could get the actual names of needy
families in Europe to whom relief packages could be sent. The results for the
first four months were startling: Listeners
in 39 states sent 22,500 packages to families in Norway, Holland and France!
Elated, WHO decided to continue the
appeals for as long as the need existed,
though a rapidly-diminishing response
was anticipated. Time proved otherwise.
Instead of losing interest in the following
three years, WHO listeners stepped up
their rate of giving — have now sent more
than 260,000 parcels to eight European
countries!
What sort of star-studded program
does WHO use for this European

Relief Project? It's "The Billboard," a public-service program
conducted by M. L. Nelsen, our
News Department Editor, and
heard three nights a week from
10:30 to 10:45!
Here is magnificent proof of
WHO's
listener-acceptance.
It stands to reason that advertisers, too,
benefit from all the things that make WHO
the favorite staion in Iowa Plus. Get the
proof — write for your copy of the 1948
Iowa Radio Audience
Survev.

WIHI®

*/©r Iowa PLUS +
Des Moines • . • 50,000

Col. B. J. Palmer, President

/*>v

Watts

P. A. Lovet, Resident Manager
FREE & PETERS, INC.
National Representatives
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New ilerelopmeuls on >/*0 Y>0#{ stories

p.s.

See:

"Squeezing the most out of Bing"

IsSlie: 4 July 1949
Subject:

Sponsor shift on WCBS. New York

No estimate of the business placed on a per-inquiry
basis was made in the 4 July report. This omission was
deliberate. There are no accurate figures available. Any
estimate is crystal-hailing.

The fart that the 10:15-10:30 daytime Godfrey wasn't
heard during the first few weeks of his sponsorship by

See:

Spray-a-Wave was not due to any Crosby-Godfrey or
Minute Maid-Spray-a-Wave contretemps. It was just
a case of a third sponsor who couldn't be moved for
three weeks, due to contractural obligations. Crosby is
now heard in New York at 10 a.m. and Godfrey starts
at 10:15. Thus the Crosby-Godfrey back-to-back scheduling hasn't changed and everyone's happy, except perhaps the sponsor who isn't on the WCBS air any more.
Everything is okay between CBS and Minute Maid. The
Columbia friendship recently brought Minute Maid from
WHDH (Boston) to the CBS owned-and-operated outlet
in the Hub, WEEI.

p.s.

See:

"Per-inquiry advertising"

IsSUe: 4 July 1949
Subject:

While Harry Goodman

A few misplaced credits

has won awards for his weather

jingles and other programs, it is the Frederic Ziv transcription organization that represents Calling All Girls
and that won the CCNY
transcribed program.

20

accolade for promoting this

"The

ISSUe:
Subject:

national

rating

problem"

6 June 1949
Cost-per-thousand

figures, etc.

p.s.

Although it has been generally understood that Nielsen's
compuation of his cost-per-thousand figures I which he
reports on the inverse basis of "homes reached
lar" I was based upon gross-time figures, they
stead been figured on "a series of discounts which
a figure very close to the net amount actually

per dolhave indevelop
paid by

most recent Nielsen figures are based upon the
theAlso,
sponsor."
newlv BMB-reported 39.275.000 radio homes, rather than
the old 37.623.000 figure.
It is also Nielsen's claim that his unusable tapes which
average "less than 109* of the total tapes.'" create program-rating differences of only a fraction of 5%, which
it's claimed is "well within the margin of statistical
error inherent in all sampling operations."
It is also reported that with the new mailable Audimeter tapes, Nielsens advance ratings will not be at
variance with his final ratings.
The expected violent opposition to Hoopers networkTV ratings has thus far not materialized. There is nothing
to prove Hoopers figures wrong and he s gambling that
there wont be.
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NORTH CAROLINA'S
NUMBER 1 SALESMAN
50,000 WATTS 680 KC
NBC AFFILIATE

RALEIGH, N. C.

FREE & PETERS, INC
NA TIONA L REPRESENT A TIVE

SUBJECT

Of the 31 industries checked

Forecast

Checklist

Scope of selective
radio

Farm audience

Out-of-home
listening

PAGE

DESCRIPTION

and forecast by SPONSOR

issue over half will be using advertising more
last year. Business is off in many
conscious.

25

in this Fall Facts

aggressively in 1949-1950

than

of the fields and advertising will be price-

28

SPONSOR'S Checklist, revised in this issue for the third time, is life-insurance
for every broadcast advertiser. One peculiarity of the air is that the more
you do with it the more it does for you.

Every market is different. The sales and entertainment
advertising frequently can do their best job when
individual market.

appeals of broadcast

29

they're tailored to the

30

The farmer has 10-15% less money to spend and asks more questions before he
spends it. Rural America is still a great market.

An important segment of the U.S.'s over 140,000,000 listen to radio away from
their firesides. That's important to advertisers and data is being gathered on it.

32
Block programing

Back-to-back scheduling of same-appeal
regular listening audiences.

programs insures sponsors of reaching

Availabilities

Station breaks and other choice announcement

38
41

time will be available this Fall.

Continued

on next page
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42
Station

The national salesmen for stations have turned

representatives

for broadcast advertising.
manager too.

Independent
stations

into national sales ambassadors

They're the good right arm for many

an advertising

46

The station that couldn't ach-eve a, network affiliation was a fringe outlet a few
years ago. Now, in many cases, it leads the parade in its market.

48
Regional
networks

Transcriptions

Highpowered

FM

stations

that intense coverage,
or area-wide chains.

help

build

blanketing

regional

a market,

networks.
is ideally

Sponsors are
achieved

finding

by state-wide

Although the quaPty of recorded programs has been high during the past few
years, it's even better this year.

vJjSjIa

fm

(v

Network

Frequency Modulation has suffered outrageous setbacks.
way up. Transitradio and storecasting are helping it.

Once

The

different

names

of the

networks

are the

same

but

they're

again, it's on the

as

Fall

56-6!
78
69
73

1949

approaches.

Network
packages

(

One way the different chain
are building for saie.

picture is revealed

Contests and
offers

The "million dollar" contest has gone on its way.
are tied to charities, box tops, and proof-of-sale.

Research

Radio research still sets the media

is through the programs they

promotions

80

has a few answers to the question of "cost-per-thousand"

82
88

The

new

radio

pace.

ii
Rates

"Mr. Sponsor Asks"
figures.

81

:,

«4fJ| TV

Film
facilities

It's an advertising medium

97

now.

An industry of major size awaits the TV sponsor.

•
Ad agency

While most agencies only

TV department

cope

TV programs

with sponsor

Networks,

stations,

have one man departments

hundreds are

ready to

98, 10!
102

problems.

and

independent

packagers,

are

all

building

despite the fact that it costs great sums to audition a visual show.

programs

107

for

FALL FORECAST
1. The food industy has generally adjusted its inventories and its
sights so that it knows where it's going
this Fall. Food sales continue at all
time high with the U. S. and Canada
eating better than they have in their
entire histories. There will be no
shortages despite the drought which
has hit the Northeast and the farmers
in this area. With Europe scheduled
to take less foods from the Americas
than in 1948 and 1947, food processors
will find it necesasry to step up domestic consumption. Luxury products
are not selling, and forecasts indicate
that they will not sell this fall. Result
is that lush products like canned fruit
for cocktails are being price-revised in
an effort to put them in the staple class.
All food processors and marketers
are adding to their budgets for promotion. Broadcast advertising will have
more extensive campaigns from radios
regulars. A number of food firms that
haven't
any extent
will alsoused
taketheto medium
the air.to Because
of
spotty distribution of most food products, more selective broadcast advertising will be used than network, although network food business will also
be up this fall. From a profit view
point food processors will report lower
incomes for this year with increased
grosses. How low the profit-marginper-dollar can go and still pay dividends isa debatable point.
2. Cigarette smoking will continue up this fall and winter. There
is no indication of a reversal of the
trend of the past few years. Most cigarette advertising is directed at the yetto-start-smoking age group and the female of the species. Only a small percentage of smokers can be persuaded
to change their favorite brands. It requires so much advertising to accomplish brand switches that most copy
appeals try to accomplish this onlywhile selling the new smoker.

Cigar smoking continues on the decline, with pipe puffing maintaining an
even keel but not increasing. An attempt will be made this fall to reverse
the downward trend in cigar smoking
with leading manufacturers spending
more than in previous years to make
the cigar socially acceptable.
There is nothing startling scheduled
in radio or TV for tobacco sponsors.
Most programs and commercials will
follow accepted formulas. Philip Morris, as usual, is looking for something
different, but hopes that Horace Heidt
will continue to do okay. Old Gold
still likes the Original Amateur Hour,
with a switch in TV networks, but tobacco on the air. with the possible ex-

2.
1.
4.
3.

gasoline and oil
beer

5.
6.
7.
9.
8.

beauty products
automobiles
drugs
pens and pencils

10.

fuel

11.

department
milk

12.
13.
14.
15.
16.
17.
18.
19.

ception of Roi Tan's sponsorship of
Joan Davis, will not be very different
from the 1948-1949 season.

food
soap
tobacco

stores

coffee
flour
baked products
men's wear
candy
women's
wear
insurance and finance

20.

radio and TV sets

21.

home wares

22.

watches

23.

farm machinery

24.
25.

farm feed and seed

and jewelry

building
home appliances

3. Gasoline and oil are in over

26.
27.

abundance. This follows the forecast
of Sponsor in its 1948 Fall Facts
issue. The only difference, as fall 1949

28.

soft drinks
books

approaches, it that it's generally conceded that this is so, while in 1948

29.

home

general predictions were for a continued tightness in supply. Thus far

30.

auto accessories

31.

travel

there hasn't been any great rush of the
oil companies to the air. Instead, the
refiners have been thinking of new approaches to the product itself. Conferences have been and are being held
with motor manufacturers looking towards bringing out new gasolines with
extra power and pickup. These gasolines are useless unless automobile engines are manufactured that can take
advantage of the possibilities of the
product.
A number of brands that have not

furnishings

The radio regulars, Esso, Gulf, Standard Oil of New Jersey, American, Atlantic, etc., have no intention of forsaking the aural medium — they'll be
using both.
There is no possibility of the U. S.
consuming gasoline at the current rate
of production, so some fields will have
to be shut down and others operated

been too active in advertising will return to the air this Fall. Budgets of
several of the brand leaders are being
increased as this issue of sponsor goes
to press. Because television enables
gasoline refiners to demonstrate claims,

on a partial-week basis. There'll be a
real battle for that gasoline dollar this
Fall and Winter.

there's great interest

in New

in this medium.

4. The beer industry will end
1949 with a banner year. The strike
York which shut down leading

18 JULY 1949
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brewers in that cty for weeks will hit
the profits of these firms, but the rest
of the nation will report good brewing.

thank you.
Beer is one of the leading sponsors
on the air in dollar volume, although
this is seldom noted because the money
is not spent on network broadcasting
but on a regional or selective basis.
Some of the biggest special networks
are assembled for sportcasts of brewers
like Goebel.
Brewers will continue to sponsor
baseball, fights, and all other sports
that permit beer sponsorship. They
now agree that beer drinking is an allyear-round habit, and most of the big
regional firms budget on a 12-month
basis.
There'll be no curtailment of beer
advertising on or off the air.
5. Two major shifts in advertising emphasis may be noted this
Fall in the
soap
field.
P&G and

Lever Brothers are expected to emphasize their use of selective announcements with a far greater percentage
of their advertising budget going into
this form of radio than these two companies have set aside for this purpose
in the past. At the same time, ColgatePalmolive-JPeet is expected to use some
daytime air on the networks. In the
past C-P-P has spent most of its network radio advertising money for
nighttime programs.
Production in the soap field has now
reached the stage that Lifebuoy can be
half-priced for an "introductory" sale.
The housewife who made her own
during the war is being won back by
the soap companies. The leading detergents are now controlled by the leading soap manufacturers so that the soap
firms no longer worry about a shift
from standard soaps to detergents. The
independent chemical firms that were
expected to invade the home washing
field haven't made much progress and
are not expected to do so.
While the death of Lord Leverhulme
has raised some questions about who
will control the Lever Brothers business
in the Lnited States — and that has a
bearing on the soap business in the
U. S. — there is not apt to be any shakeups within the next six months. After
that - — !

advertising and require new creative
blood. I nlike Toni. which keeps reversing the field and thus leading it,
there is little being done to make milady feel naked without a specificbrand of beauty aid.
Buyers of cosmetics and other beaut)
aids are price conscious at present, but
the past has proved, as will the future,
that price is no deterrent when the
product is something that she must
have to enhance her beauty.
Beauty products, except Toni, have
not used broadcast advertising to any
degree during the past 12 months.
Neither have they flocked to television,
although the latter seems ideally suited
to creating the urge to buy. Participation in video fashion shows and an occasional one-minute announcement-type
commercial is the extent of the beauty
field's use of TV.
One beauty firm will break the ice
this fall and sponsor a program which
will be heard on radio and seen on
TV at the same time. If it goes — and
the product is new and may start a
trend — the advertising approach of the
entire field will change. The success
of Toni's use of broadcast advertising
hasn't convinced most beauty product
advertisers that broadcast, advertising
is for them. Early cosmetic failures on
the air still rankle the make-thembeautiful contingent.
7. The automobile business has
left the ranks of rackets and is now

operating on a buyer's market basis.
The $1,000 under the counter, the usednew car, the "must-extras." and all the
other dodges which forced the public
to pay as high as 50% more than the
list-price for a new car, have departed.
Automobile manufacturers' advertising
is in full swing. Detroit loves television and most of the leading manufacturers will have at least one TV program on the air this Fall. Most of them
will also have a radio program on the
air. despite statements of firms like
Ford, that all its air dollars would go
for the visual medium.
By December 1949, there will be
cars available for delivery on the floors
of most dealers. That means hardhitting selling and getting away from
the institutional approach.

6. Cosmetics and all beauty products have been having a bad time

8. The bottom dropped out of the
pen and pencil business during
1948-1949. With the bottom went

this spring. Many of the firms have
run out of consumer appeals to use in

most of the broadcast advertising of
these firms. With the bottom also went
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the president of Eversharp. Martin
Strauss. He was forced to resign by
stockholders. Nevertheless, Eversharp
is still on the air and expected to spend
more money on its $64 question program than ever before. Eddie Cantor
is taking over from Garry Moore shortly. Its expected that the program formula will also change with Cantor, although the quiz device will contine.
Eversharp hasn't suffered a gross-sales
drop as big as some other firms, but
its net loss has been greater, and that's
why Strauss had to go. Eversharp's
razor business has helped sustain the
firm. Ballpoint pens at $.25 to $1 have
hit all pen firms and it will be several
years, it's expected, before the business rebounds. As most pen firms see
the future, they must return to a holiday and gift business, which the highpriced pens were for so many years.
When the pen and pencil firms have
something they can sell the public at
a profit, they'll be back on the air. It
doesn't look like it will be this Fall.

9. While the leading drug firms
hide their annual statements much
better than the L . S. seems to hide its
diplomatic secrets, business has settled
to a pre-war level with many leading
firms. Ammoniated toothpastes upset
the mouth wash and standard toothpaste business this Spring and will continue to do it this Fall. Several mouthwashes will add the same ingredients
that make the ammoniated products
effective and thus offset the business
drop they have suffered since the first
of the year. Its been found that
people using the new toothpowders
and pastes still wash out their mouths
afterwards and thus lose the benefits.
An ammoniated mouthwash will find
a market,if America
despite the
it isn't
needed,
usesfact
thethat
powder
or
paste properly.
Standard drug products have leveled
off inventories and manufacturers will
continue to sponsor the programs they
have on the air. with the usual revolving commercials. There is not expected to be any upsurge, or drop, in
drug
There'll
be thebroadcast
usual newadvertising.
products with
test
campaigns, etc. but nothing startling.
The drug business is in good shape.
10. Coal

and will
months.
John L.
problem

is a glut on the market

continue to be for the next 12
This will be so whether or not
Lewis calls a strike. Coals
is that it is rapidly losing its
SPONSOR

status as a low-priced fuel. Cost of
mining has gone up and up and this
cost must be passed on to the consumer.
For a number of years there has been
talk of an industry campaign to sell
coal to the public, but nothing has
come out of it. The new "dust-less"
coal for stokers has garnered some acceptance, but nothing really has hit
the market since Blue coal. The
Shadow. D. & H. Miners and a few
other regional programs will continue
to do a good selling job competitively.
The big job — to sell coal itself — will
continue undone.

marketing costs of milk, and advertising is one of these costs.
Advertising for milk by-products,
cheeses, etc., will expand this Fall.
Warehouses have been filled to overflowing with various cheeses and they
must be emptied to permit new cheese
to age. Cheese prices will be lower this
Fall and "rare" cheeses will be available.

13. Coffee prices will be lower
this Fall, and Coffee advertising will
continue at a high level. No new national coffee brands will be introduced
and selling pressure on liquid and

11. Department store business is powdered coffee will be lessened. Many

sliding and there will be a number of
mergers and a few failures this Fall.
While upstairs business has declined,
basement business has increased, for
this is a price-conscious America. Despite the fine \AB-Joske experiment,
department store advertising departments are still run by black-and-white
advertising executives, and department
stores generallv have not learned how
to use broadcast advertising. TV has
interested them more than the aural
medium, but there hasn't been too
much use of the visual medium, because in most areas there is very little
daytime video — and department stores
feel that they should sell in daytime.
( Same-day impact is important to
these stores, or at least they think so).
There will be less emphasis on department store selling via radio on the
part of the new NAB department, the
Bureau of Broadcast Advertising. The
new local-retail emphasis is to be
placed on the smaller retailer who
hasn't too many fixed notions about advertising.
Department business will continue to
ease off. The stores will use more TV
advertising and for the most part very
little radio.

12. Milk has over-priced itself out
of the adult market in many areas
of the country. It still continues to be
a must for Junior and sister, but
mother and dad generally think that
its too expensive for them. The dairy
interests thus have a two-fold problem.
They must find ways of reducing the
price of fluid milk, and re-educate
adult America on the necessity of
drinking it for goodness and healths
sake.
Dairy advertising budgets will be
watched very carefully. State regulatory bodies have been investigating the

be the major appeal even of the class
retailers.

17. There has been little national
broadcast advertising in the women's wear field. Until Madamoiselle, Glamour, Seventeen, Calling All
Girls, and like magazines were published, there had been very few national brands in the women's wear
business. A few years ago TeenTimers. Inc.. came to radio with an
idea, a product, and a good juniortrade name. It was a top bobby-sox
program, both on NBC and later on
MBS with top point-of-sale promotion.
It introduced the firm and its line of

dresses and built an acceptance outstanding for a Seventh Avenue dress
house. When the better garment market went to pieces in the bobby-sox
field. Teen-Timers had to retrench. It's
off the air and no nationally advertised
line has thus far considered network
pushed.
advertising for the Fall. A few of the
14. Aggressive selling of flour will dress houses are making transcriptions
return to the air this Fall. The na- available and paying part of the cost
tion produces 50% more flour than it of local-retail advertising for their key
requires and with a lessened demand outlets. A number of other firms are
from Europe, it becomes a highly com- shooting film for use on local TV stapetitive matter as to who will sell the
tions and a few like Handmacher-Vogel
commercial as well as the home baker. are selling via film spots in certain
All the important mills will use broad- TV areas. H-V is the exception rather
than the rule but its success has
cast advertising on or before 1 October.
prompted similar
other women's
suit makers
consider
operations.
TV mayto
coffee merchandisers feel that the concentrates will find their buying level
this Fall and will stay there. Only the
liquid coffees, which do not compete
with a bean or ground coffee, will be

15. "Buy It Baked" will be a sales
rallying cry for the bakery industry this Fall. National advertisers
of products that bakers use will be
asked to use this slogan, or one like it,
in their air copy, and local-retail
bakers will combine in many towns to
sponsor campaigns to sell the idea that
commercially baked bread and cake
are better. Test compaigns have proved
that these local campaigns increase
bakery busines as much as 20r< during the campaign.
16. There

will be little national

advertising on the air or in magazines for men's wear this Fall. The
greatest part of the money spent to
sell men clothing will be spent at the
local-retail level with manufacturers
clothiers.
paving part of the cost for the men's
Price levels this Fall will be from
20 to 40% lower than they were a
year ago, and they won't be window
dressing. Men just won't pay top prices
for daily wearables.
Lower prices will

bringair.more women's wear makers to
the
More women's wear specialty shops
used broadcast time this Spring than
in many previous seasons. The formula
hasn't been developed which permits
them to use TV yet, but plans are
afoot at a number of stations which
should make it easy and inexpensive
for women's specialty shops to use
telecasting.

18. Insurance had its best year in
1948 and the first half of 1949 was
even better. However, all insurance
firms on the air, regionally as well as
locally, are currently selling aggressively. This Fall, there will be even
more pressure in broadcast commercials selling insurance and a number
of life underwriters who have not used
the air before will use national selective advertising.
possible
that been
one
national
insuranceIt'sfirm
that has
off the network air for years may return this Fall and that another firm,
new to broadcast advertising, may take
(Please turn to page 64)
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Carry
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relations
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that a complete
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territorial coverage
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□
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a

«
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the market for the product.

or announcement

to reach

The program and stations or network being selected, hold
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knows the campaign
and
its objectives.
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certain
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broadcasting
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the program

material
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use

promotion
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its audience,

travel

Formulate plans for continuing promotion. Only through
week-in-week-out exploitation can a new program really
be sold to its full audience.

□ is
Tie
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it.

advertising.
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(if yours is a network program, the web's publicity department will work with your agency and your advertising
manager
on this).

peculiar problems. These must be ascertained in advance or else any advertising
campaign
will probably fail.
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before
the program
makes
its bow.*
*Free network and station time is available but many
advertisers are finding it productive of sales and increased
audiences to buy bigger announcements to supplement
what
the stations
and
networks
do.
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for organization executives to discourage listeners through
long

dealer-manufacturer

g. Improve

advertising,

"Correlation
of
mailings.*
pays
substantial

Prestige

d. Build

D

pictures, biographies

distribution

b. Move

D_

that talent

program information (week-by-week
to everyone
requiring
them.

organization.*

a. Force

c.

you

utlrvrtising -;-

program

in

with

all

merchandising

and

advertising

Make certain that everything that is done promotion wise
plans.
— guest stars — special exploitation reaches the publicity
departments of the stations, networks and your distributors and dealers in time for them to obtain newspaper space.

□

□

□

7

»

»

□ io

Hold district meetings with your sales staff, briefing them
on the broadcast advertising campaign. There should be
preliminary meetings during which ideas of the sales staff
in the field are obtained
on the campaign.

Set

up

a

public

relations

conference

with

network

"I *}J

P\an
mail-pulls
(contests
and
' advance so that they may
be
of-sale
as well as on the air.

give-aways)
merchandized

far enough
in
at the point-

or

station

publicity men, your organization's publicity department, agencie's press staff, independent publicity
relations men of talent, and perhaps package owner

~| 22

Don't
make

publicity
men.*
'Working as a team these men can increase the audience
of any program. Without organization and cooperative
operation, waste through duplication of publicity material
is inevitable.

~| Hit

Where ence to possible
have
the program.

Establish

a

publicity

plan

for

the

campaign.

c?rtain
that
organization

everyone
involved
who
is responsible

knows
the
person
for your
broadcast

forget
to write
"thank yous"
to the
promotion
reports on your program.

Check
newspaper
*A
special
press
life

Make
in the

advertising.*
"That
executive
must
be briefed
on
not only
what
the
broadcast
is supposed
to
accomplish
but
the
public
relations aspects of the program.
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D20

reaction
clipping

packaging

include

to the program.*
order
is broadcast

that

refer-

advertising

insurance.*

D2fJBroadcast
product

product

stations

advertising is a living thing; it requires broad-

cast-by-broadcast watching, nursing, cultivating. It's a
that is being sold as well as one that is selling for

you. Broadcasting has to be worked at and with to return
full dividends.
The easy way is the non-productive way.

SPONSOR

It's
a basic medium
Age of specialization

Specific buying groups can be reached
as a result of pinpoint programing
tion becomes the favorite of the folkRadio listening is a habit. It's a
habit that pays substantial dividends to music coterie. Competition has forced
broadcast advertisers. For years, it stations to stop trying to be something
has been a habit which most advertis- to everyone. Instead many are trying
ers have felt was built, nurtured, and, to reach and satisfy a vertical segment
of the listening public. Stations are
promoted almost solely by networks
and their affiliated stations. This has not only trying to build, but actually
never been 100% true, but it has been are building, audiences on this basis
and are delivering sales at low cost.
a common misconception. It's a greater
There was a time when it would
fallacy today that it ever has been.
have
seemed impossible for any area
That's because stations all over the nation are no longer trying to reach the to support over ten stations. Today
great mass audience and are program- there are a number of sections where
ing for specific segments of the pub- it's possible, throsgh AM and FM comlic. One outlet becomes known as a
bined, to tune over 20 stations and find
most
of
the 20 doing a good job for
sports station. Another is the musicand-news
station.
Still a third sta- advertisers.
18 JULY 1949

Vertically programed stations make
it increasingly difficult for timebuyers
to buy selective announcement and
program time. They require a customtailoring of time buy to product
and they also require careful scheduling of the correct advertising message. As stations develop specialized
audiences, agencies must conceive and
release specialized advertising copy.
This has always been done for foreignlanguage stations. It now must be
done all over the nation when buying
low-cost-per-listener outlets.
Not only have non-network stations
become very important during the past
ten years, but recently many network
outlets have let down the bars, and
it's now possible, even on web ownedand-operated stations, to buy announcement time between any and all
programs. This does not mean that
time is available on all stations for announcements, but that all station break
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f

time is sold. There were a number
of stations prior to 1948 that said
"no" to announcements between topappeal programs. There are practically
none of them today. Not all announcement copy is acceptable by all station-, for in letting down the bars for

grown faster than any other form of
radio advertising. Its the air medium
that permits an advertiser to spend as
little or as much as his budget will
permit. It's the air medium that enables the advertiser to evaluate, market-by-market, the effectiveness of his

advertising. It has flexibility. It's
station-break commercials the nation's backed with a miximum of station progreat stations set up acceptance standmotion. There's an extra plus this
ards that are just as high for the an
coming season. Program availability
nouncements as network standards are
will be tops during the 1949-1 950 seafor in-program commercials.
son.
Timebuyers face a herculean task in
TV is a great selective medium also.
setting selective schedules. Whereas it
In this, sponsor's third annual Fall
was a question of some 900 stations Facts edition, video has been considered as a unit. The TV section, startprior to the war, today it's a question
of evaluating three times that number,
ing on page 97. reports on the visual
without including the growing field air as a network, selective, and localof the visual air (76 stations this retail medium. It even considers it as
month). The total listening audience a storecasting device. The time will
is increasing annually. Each radio re- come, however, when TV will be acceiver (in non-TV homes) is receiving
cepted as just part of the broadcast ad-

because there's
per month
usagemore
more and
varied fare on the air
more
than ever before.
Selective

broadcast

advertising has

vertising picture. It will then be reported upon in the selective, network,
and local-retail sections of sponsor's
Fall Facts edition.
+ * -*

contacts a sponsor can have to ascertain the feeling of a given farm market
about supplies, equipment, etc. are the
station farm director (where a fulltime specialist is employed) and the
County Agricultural Agent.
The actual "farm market" doesn't
consist merely of a farmer-prospect
for supplies and equipment. Some
phases of the farm business are almost
exclusively under the control of the
farm wife: in others her influence is
important. She too will have to be
convinced that a buy is good before
she is favorably disposed to okay other
than minimum necessary expenditures.
Another aspect of the selling problem is the actual breakdown of highproducing and low-producing farmers
because of this influence on income. No
substantial farm advertiser can afford
to spend his ad-dollars in ignorance of
who the high income group is and
where it is located. According to a
special report of the 1945 sample
census of agriculture of the Census
Bureau. 8.79r of the farmers get 50r i
of the farm income.
This same report shows that instead

The farm audience

llural listeners are worth cultivating,
but don't forget to talk their language
The term "farm market" may mean
everything or nothing to an advertiser,
depending on what he has to sell. That
follows from the fact that there are
big and little producers; that women,
and to an important degree children,
may be included in the phrase ''farm
market." It is not enough at this
time for an advertiser to know that
the "farm market" despite an income
slightly off from last year, still has
more to spend than it ever had before
( lush war years excepted ( .
Farmers will still be buying what
the) need. But they'll be buying more
closely. That has two implications important to advertisers. First, the days
of being able to sell a prosperous farmer anything up to a mechanized silo
are slipping away, and no amount of
advertising is likely to halt the trend.
The shoe is a psychological one. and
it's on the other foot.
The successful advertising pitch for
the forseeable future will show the
farmer how the product actually enables him to cut operational costs, or
in some positive manner add countable
dollars and cents to his profits. While
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this has always been a foundation of
solid selling to farmers as well as other
producers, the fact is that now it must,
in the light of the current economic
mood, be emphasized at the expense of
other approaches.
It will also be necessary for many
advertisers to carefully convince farm
audiences they are not being robbed by
increased prices for whatever the item
may be. Frank and literal explanations
of any price increases will be very
much in order if sponsors succeed in
avoiding a sales resistant wall of resentment at increasing prices in face
of (at best) static farm incomes.
Farmers are generally anticipating
produce price declines in the Fall, and
are therefore attempting to reduce their
inventories. In situations where it can
be definitely shown that conditions are
such as to make lower prices on given
commodities unlikely, the advertiser
may do both himself and the farmer a
favor by clarifying the matter. Nobodyis served if a farmer delays buying, for
example, needed fertilizer only to discover later in the year that its cost is
higher or at best the same. The best

6,000.000 "farmers" reof the nearly
ported1945
(
Census ) only about
3.000,000 actually produce food for
the market.
These facts, including the distribution throughout the country (as shown
in charts accompanying the special report referred to above) of higher income farmers, strongly influence (or
should) the programing policies of
agricultural advertisers.
It has been well-demonstrated that
highlv specialized farm service programs appeal to the higher-producing,
more prosperous farmer.
One of the important checks of potential audience-getting power, in addition to previous sales records of farm
programs, is whether the show is conducted bya qualified farm expert (the
problems of farm programing are discussed in detail in a sponsor series
starting October. 1948). Once an advertiser has determined to use a certain station, it is to his interest to insist that the farm director be in on all
phases of the campaign, particularly
the commercials. He is in a unique
position to understand his farm audience.
For the advertiser, a cheerful inference to be drawn from the Census
report previously referred to, is that
the most lucrative part of the farm
market — the higher-income group — is
increasing.
* * +
SPONSOR

MR VOICL.fi GREATER HO THE DCTROIT AREA
A
Guardian

Building, Detroit 26

National Rep.
Adam J. Young, Jr., Inc.

Mutual

System
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H. N. Stovin & Co.
Canadian Rep."
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IT'S ONLY A FEW
BILLION

POUABS

• ••but
WILL YOU GET
YOUR SHARE?
$2,995,897,000.00

1948 Retail Sales* in WOW-LAND
counties (BMB).
All authorities agree this year's retail sales may be slightly lower . . .
. . . they also say , .

BUT

26%
28%

of 1949 retail sales will
be made in the third
quarter;
of 1949 retail sales will
be made in the fourth
quarter.
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Get YOUR

22%

share of the . . .

Spent in food stores;

>BI8S and ABC constantly building new
programs for selective sponsorship
Network shows available as cooperatives to local and regional sponsors
give ABC and MBS networks a big
stake in selective radio selling. For
several years as good time periods
have become scarcer, CBS co-ops have
diminished. This Fall there will be
only three, all news programs offered
affiliates. NBC, who reached this happy
state ahead of CBS, has four news
shows available as co-ops.
ABC is already offering four network TV programs to local advertisers.
MBS, the leader in number of radio
co-ops offered locally and in total number of sponsors, will probably offer TV
programs to local advertisers when the
MBS-TV network is set. DuMont so
far has made only one show. Small
Fry, available on a local basis. Neither
NBC nor CBS has any present plan to
offer network TV programs as cooperatives.
With 21 radio shows MBS

leads

ABC by seven in number available to
local sponsors. The theory of Bert
Hauser, co-op department head, in selling programs is to provide station
salesmen with a continuous stream of

lastingly at them with suggestions on
how to use it. ABC's Hal Day is also
strongly promotion-minded. By last
1 June, 304 MBS stations had co-op
sponsors. Newsman Fulton Lewis, Jr.
leads in number of stations sold. News
has always been leading seller among
the co-ops on all nets. Automotive
agencies are Lewis' biggest sponsors,
and news is a favorite program type
with automotive people generally. Sales
to them account for 15' [c of all MBS
co-op sales.
Kate Smith, John Nesbitt, Cedric
Foster, and Gabriel Heatter follow in
that
sold. order in number of MBS stations
ABC's 14 co-op programs have over
800 sponsors. Best sellers are Agronsky, Baukhage, Breakfast In Hollywood, Headline Edition. Dorothy Dix,
and Elmer Davis, in that order. The
highly touted Abbott & Costello went
off in June, never having attracted
more than 50 sponsors at one time.
Automotive dealers and suppliers
still lead the parade of sponsors, but
dairies, houeehold appliance firms, and
building suppliers have made strong
gains over last year.
* * *

4QO>k Spent in general merchandise stores — inc. apparel and furniture;

promotion ammunition and keep ever-

Spent .in other retail
23 0/0 outlets

Out - of - home listening

You WILL get Your share if
you use the advertising facilities
of Radio WOW— the ONLY
single advertising medium that
covers the vast territory within
150 miles of Omaha in every
direction.

The r*big plus*9 in radio audiences is
being measured for the first time

For availabilities see your John
Blair man, or telephone Omaha,
Webster 3400.
* (Based on SALES MANAGEMENTS figures— May 10, Survey of Buying Power —
except lor Iowa, which is based on state
sales tax receipts.)

RADIO
OMAHA
SOOO WATTS • 590 KC
JOHN J. GILLIN, JR., PRESIDENT
JOHN BLAIR, REPRESENTATIVE

WVAASW\AA/WVW\AAAAAA/\AAA*
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J
Cooperative programs

The measuring of out-of-home listening has really started. In the past
few years there were a few stations
like WRC, Washington; WHHM,
Memphis; WHDH, Boston; WOR.
WNEW, New York, and WITH, Baltimore, that invested a few research
dollars into different phases of out-ofhome listening. The great mass of
stations simply forgot all about it.
WRC wanted to find out about the
listening that went on in automobiles
in the nations capitol as did many
sponsors. They found out that during
certain early a.m. hours it exceeded
listening in homes. WOR checked listening at beaches and found out that
it was sizable. WNEW
checked fac-

tory and other out-of-home listening.
It also found that it was sizable. WITH
checked listening in business places.
The problem that now faces advertisers who are interested in reaching
out-of-home audiences is to obtain
facts and figures on just which stations dominate in each area. Many
are convinced that the out-of-home listening isimportant.
There is little question but that
station WITH leads in radio audiences
in Baltimore's commercial establishments. The Johns Hopkins School of
business had two seniors make a survey of the business area of the city.
WITH was first in grocery, and drug
(Please turn to page 36)
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IDENTIFYING

BRANDS

IS EASY

. . . when you know what to look for !
p RANDS

are read from top to bottomland from left to right p> .

They represent plane geometry in its ABC
horizontal line

is a rail, such as a

-form. For example, a straight
^O

£

takes to build a corral. A

similar line turned at an angle \ or this / is a slash. A shorter horizontal
line _

,

is a bar. Here's a box Q

; a circle Q

s7

is larger and rounder

■.

than the letter o. Sometimes a rancher uses a quarter circle /<~>* , or a half
circle f l . Upside down y, it may become a rocking symbol, thus: >fv/
the Rocking R. A running brand, such as the Running M, </Z/£/ extends
itself and leans slightly ahead. Lazy brands, like the Lazy 3, lie down: LA-/Brands fly, too, in the manner of the Flying X: jC . Many brands explain
themselves.

There are millions of combinations possible to produce these

romantic

V J pyroglyphics i%fQ<:''Ro- of the range. Using the above tips, how
many of the brands on this page can you identify? Identifying brands is

easy, pardner, when you know what to <e* *S> for. In the Bv-£/
Southwest

folks have a cinch identifying brands of products
.^

mm.

OQoO
Station

' to°' Decause \W campaigns over the Famous
\J\J Kj hi I

tell them what to <j> <s>

Brand

f°r- Are

telling them about YOURS?

Here's a message in Brand Language from

lf\l \J r-i I

9
•:■:•;•:■:■:■:■:■:■, :•;■:■: ;. .

4
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PETRY & CO., INC. - New York, Chicago, Los Angeles, Detroit, St. Louis, Dallas, San Francisco, Atlanta, Boston

Exclusive Representatives:
Radio
KOB
ALBUQUERQUE
KFDM
BEAUMONT
KDSH
BOISE
WBZ-WBZA
BOSTON-SPRINGFIELD
WGR
BUFFALO
WCSC
CHARLESTON, S. C.
WIS
COLUMBIA, S. C.
KRIS
CORPUS CHRISTI
woe
DAVENPORT
WHO
DES MOINES
KVOD
DENVER
DULUTH
WDSM
WDAY
FARGO
FT. WAYNE
WOWO
WBAP
FT. WORTH-DALLAS
HONOLULU-HILO
KGMB-KHBC
HOUSTON
KXYZ
WISH
INDIANAPOLIS
KANSAS CITY
KMBC-KFRM
WAVE
LOUISVILLE
WTCN
MINNEAPOLIS-ST. PAUL
NEW YORK
WMCA
WGH
NORFOLK
KFAB
OMAHA
PEORIA-TUSCOLA
WMBD-WDZ
PHILADELPHIA
KYW
PITTSBURGH
KDKA
KEX
PORTLAND, ORE.
WPTF
RALEIGH
WDBJ
ROANOKE
KSD
ST. LOUIS
KIRO
SEATTLE
WFBL
SYRACUSE
Television
BALTIMORE
FT. WORTH-DALLAS
LOUISVILLE
MINNEAPOLIS-ST. PAUL
NEW YORK
ST. LOUIS
SAN FRANCISCO
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WAAM
WBAP-TV
WAVE-TV
WTCN-TV
WPIX

Old Colonel F&P isn't really an elderly
jelloiv — his average age is slightly under
40. But he's certainly "been around"!
For instance, our 22 Free & Peters Colonels have had an aggregate of 69 years
in college, alone, even though some of
us didn't ever get past High School!

KSD-TV
KRON-TV

SPONSOR

M

7^
H^/

&

r
ONE

F

Sac6elo>i o£ /4nfo, Sciences,
Y,

. ESSIR, he's a graduate of Amherst,
Brown, California, Columbia, Duke, Northwestern, Wisconsin, and lots more!
That's why he kin read and rite so good!
But far more important to you, Colonel
F&P (who is all the men at Free & Peters)
has his degree in the field of radio and television selling, too.
To F&P, "selling" does not mean the
art of slapping backs, passing out cigars, or

remembering your childrens' names. To
us, selling means knowing all there is to
know about our "product" — organizing all
this data and information so that we can
find it when you want it— then passing it
on to you promptly and in whatever detail
you wish, whenever you need it in your
business.
What facts or figures on national spot
radio or television do you want, now?
We'd certainly like to supply them!

F REE & PJr ETERS,

INC

Pioneer Radio and Television Station Representatives
Since 1932
NEW
ATLANTA

DETROIT

YORK
FT. WORTH

CHICAGO
HOLLYWOOD

SAN FRANCISCO
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OUT-OF-HOME
(Continued from

LISTENING
jtage 32)

stores, in barber and beauty shops. It
was also first in bars and grills. Other
stations had sizable audiences in Baltimore business establishments but
WITH appeared, in the Johns Hopkins
survey, to lead in most categories.
However it's only in Baltimore that
such a survey has been made. Other
surveys have been one station surveys
and do not show listening to all stations.
To indicate the size of the audience
that listens in commercial
establish-

SOUTHWEST

VIRGINIA'S

ments, Johns Hopkins survey revealed
that 17.1 /^ of its sample among grocery stores had radio receivers in operation. In other types of establishments the percentages ran in the following manner.
Business
Drug Stores
Bars & Taverns
Barber Shops
Beauty Shops

%

in which radio
was playing
13.0%
20.7%
42.2%
24.3%

New figures for out-of-home listening in greater New York will be released by WNEW shortly. However
the Pulse figure of last April revealing
that 28.7%

lJ<&M&eA,

of a sample which it interRADIO

STATION

viewed in New York reported that they
listened to radio out of the home on
an average day is startling enough to
prove how important this unreported
audience really is. Pulse's out-of-home
listening showed that
39.8
percent
26.4
32.0
9.7
7.3
1.0
1.4

listened in
visiting
automobiles
at work
bars and grills
retail stores

miscl
• low because this was not outdoors*
studied for this
report during the summer
months.

The 39.8 percent figure for automobile radio listening is vitally important since WOR's figures reveal that
there are 1,523,802 car radios in
metropolitan New York— 72.8% of all
the cars in New York being radio
equipped.
Seldom has there ever been an advertising medium that has so shortchanged itself as broadcast advertising, by not counting millions of its
circulation. It is as if the outdoor

YEARS
of continuous service to Roanoke
and Southwest Virginia, and our
20th consecutive year with CBS.
WDBJ's potential audience is over a million people who
can spend almost a billion dollars yearly.

<=-> 1924-1949 -*€=>

advertising field only counted the people in the buildings around a billboard
and never stopped to count the people
who walked past or drove past the
spot. The outdoor advertising field
will never do that.
Out-of-home listening is market-bymarket listening. There are hundreds
of thousands for instance who go out
of their way to listen to play-by-play
broadcasts of baseball games. One
cigarette sponsor admitted that he had
bought the home games of a team
practically 100% on the basis of public-place listening. To this tobacco advertiser, the home audience was the
bonus and the at-work and publicplace listeners his audience.
The survey which this great cigarette firm made will never be released.
It was made for the tobacco firm and
the research organization that made it
turned all raw figures as well as the
finished survey
over to the client.
Before another Fall Facts issue rolls
around, there will be plenty of out-ofhome listening data available. Broadcast advertising is being forced out its
lethargy — is being forced to stop taking the impact of its medium for
granted. Sponsors will have the necessary facts that will tell them just what
they're buving besides Hooperated or
Nielsen indexed homes.
Certain products can be sold better
to the listener who's out of the home.
The advertiser should know the size of
this audience — and should plan his
commercials so that he can effectively
sell it.
* + +
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Carl is
Touched!

Carl has been touched by Dame
Fortune and Miss Fortune!
He has been touched by relatives
and in-laws!
But the thing that really touches
our Carl is when he re-reads some
of the nice fan mail we get from our
cash customers.
Such nice things they say about
WDSM and WEVE. For instance,
a local brewer. His sales were in a
bad tail-spin. So 7 weeks ago he
bought WDSM and WEVE . . . .
figuring that because he could get
these 2 stations for the price of ONE
Duluth station .... he'd have two
horses in the race!
Yesterday the brewery's sales
manager sent Carl a letter telling
how nicely sales were going . . .
and admitting that because he was
only using WDSM and WEVE to
tell their story .... that must be
the reason for the pick-up in sales.
Yes, it's things like fan-mail from
clients and pats on the back from
our listeners that make running a
radio station such a pleasure.
Business is good because local and
national advertisers are finding out
that WDSM (Duluth) and WEVE
(the Iron Range) can really do a
selling job, if used in combination.
Best of all you pay only the ONE
station cost; and get 2 ABC stations working for you, telling your
story to everybody in our neck of
the woods.
There are more powerful stations
than ours, there are stations with
nicer upholstery in the waiting room,
but there aren't any stations in this
area that'll work harder to promote
your show on the air than WDSM
and WEVE.
Just ask a Free & Peters man for
the whole story.
Thanks.
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Block programing

Mood scheduling can deliver a specific
audience* in tune with sponsor's product
There is no substitute for block programing, when it comes to buying an
audience for broadcast advertising, except perhaps a $20,000 plus name program with an assured following. Even

CBS' Frank Stanton discovered this
when he was doing qualitative diary

CBS's Monday evening drama festival
and ABC's Friday night chill-and-thrillthem group are limited nighttime versions of the fact that the listening audience does not want a variety of programs but a lot of the same thing.

his outlet. Being an old hand of giving his listeners what they want and
not what listeners want in another
section of the country, McDonald cut
his newscasts to a minimum, keeping
only those that justified themselves by
producing ratings.
McDonald discovered to what extreme block-program listeners will go.

research. He labeled it "mood programing.'' Bernice Judis' very sensitive station pocketbook had discovered
the "big name" may fall on his face, .it at WNEvv sometime before Dr.
which is why Jack Benny continues to Stanton.
sweat every time a new Hooper and
The listening habit may even be
Nielsen rating is published.
broken by a newscast, although a fiveThe perfect example of block pro- minute news session seldom chases
graming on the networks is the back- even a small percentage of an audience.
to-back presentation of the soap and Patt McDonald at WHHM, checking
his ratings, discovered early in the
drug sponsored daytime serials, radio's
low-cost commericial audience-getters.
operation of WHHM that they didn't
NBC's Tuesday night comedy skein. want to hear the news regularly over
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WHHM's special breed of fans wanted
their music sessions unbroken, even by
news. In contrast, most stations
throughout the country find that five
minutes of news, on the hour or half
hour, holds on to ears.
While main sections of the country
want their disks played with a minimum of conversation, there are sections where plenty of the right kind
of talk produces more sales than just
spinning disks.
The local personality is vital in disk
jockeving. Tommy Dorsey and Duke
Ellington have built some audiences
with their disk sessions, but it's the
Martin Blocks of America who really
deliver audiences and sales.
Sponsors have asked time and time
again how to determine whether or not
a block-programed stretch had an effective audience. In areas that have
City Hooperatings it's possible to look
at the ratings. That helps. However,
it doesn't tell the entire story. Jockeys
of block-programed musical disk sessions frequently may not have the
highest Hooperatings but just as frequently that have the most faithful
buying audiences. The safe way for a
sponsor to check a block-programed
station or disk session is to ask the
station for a result-story on the show.
There isn't a successful disk jockey
SPONSOR

BIGGEST- studio audiences!

BEST- in station promotion!
FIRST- in total rated periods!
^December

through April Hooper

Report

Over 100,000 people visit WFBR every year
— no other Baltimore station is even close!

STATION PROMOTION

Just won 3rd award nationally in the annual
BILLBOARD

competition. No other Baltimore

station won any award!

HOOPER RATINGS

Tops in Baltimore!

First in morning, first in

afternoon, first in total rated

periods!

When the last ounce of intensive coverage is needed
— when

the advertising has to deliver — in the

Baltimore market, you need look no further than...

ABC
BASIC
REPRESENTED

NETWORK
• 5000
NATIONALLY
BY

WATTS
JOHN

IN
B ALTI M O R E, . M D.
BLAIR
&
COMPANY
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holding down

a block of time who

hasn't at least one astounding success
story. The amount of merchandise
these musical salesmen have sold is
enough to turn the current recession
into inflation.
Block programing must be handled
different!) at different hours of the
day. What is effective from midnight
to dawn can be obnoxious at three
o'clock in the afternoon. What is zanyeffective at 7 a.m. would kill them at
noon. A block-programed musical session in the morning wouldn't be satisfactory inthe 5:30 to 7:30 p.m. hours.
These latter two hours are top-flight
disk jockey time. Martin Block does
his best selling on WNEW during this
period. These are the dinner-preparation hours — when the American housewife listens with a faint hope that
some day hubby will purr like Block,
or his counterpart in other sections of

the U.S.A.

It is important to realize that when
a station forsakes the block program
formula, and nearly every station under sponsor pressure forsakes it at
sometime of the day. that some other
station can and frequently does pick
up the audience that was listening to
the block-programed station before the
mood was shattered. This audiencestealing device is less common than it
might be. for the stations that are in a
position to program against the competition are frequently block-programing
themselves and can't afford to break
their own mood. There are, however,
a number of stations that use the
contra-programing device and have
proved it successful.
There's nothing difficult about contra-programing. All that sponsor or
station has to do is to see what is not
on the air at any specific time and
program that. Thus if there is no
sweet music being broadcast — schedule
it. If the air is full of mystery, give
them music. If all is music, it's time
for a whodunit.
It's possible to collect on a blockprogramed station, or network skein
inexpensively — it doesn't require a big
name or expensive program to do it.
One thing is certain, when a sponsor
buys 15 minutes in a block-programed
period he doesn't have to build an
audience. He's buying one ready to
be sold. There is something else that's
certain. A program log of a block
programed station is easy to identify.
Shows are not scheduled by 15 minute
periods but by a minimum of 90 minutes. * * *
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Yes, radio offers more impressions for the same money. Surveys have
proved also that more people listen to the average daytime quarter
hour program than notice the average national advertisement in the
nation's largest newspapers.

For example, in Washington 32,300 adults listen to the average daytime
quarter- hour program on WRC, while only 13,300 adults note (not
necessarily read) the average national advertisement in Washington's
largest morning newspaper.* Your NBC Spot salesman has a comprehensive radio listening— newspaper reading analysis of the Washington

B C
SPONSOR

Availabilities

It's good hunting for
"breaks" this Fall
Announcement

availabilities are not

tight this Fall. That's due to
of factors, not the least of
lack of prohibitions against
big network and important

a number
which is
them on
local sta-

tions. The fight against "over-commercialization" has gone by the boards.
NBC is no longer urging its affiliates
not to sell evening chain breaks and 2(1
second announcements are heard even
on the key stations of NBC and CBS.
The big stations still shy away from
plug-uglies, and there are very few
irritant commercials on these outlets.
Surveys conducted by McCann-Erickson, and a number of other agencies,
have revealed that while irritant announcements may achieve identification for a product, they do not necessarily sell. The commercial that irritates and sells is the exception. I It can
be and has been done. I
Weather announcements were used
this past season almost as frequently
as time breaks by sponsors. Amazing
as it may sound, however, there was
and is plenty of time and weather announcement selective time available.
Many advertisers believe that time announcements are restricted to watch
manufacturers. While this is true to
a limited extent, there are many other
advertisers that can use a time quality
in their selling that can purchase time
breaks simply by submitting suggested
continuity to stations.
One sponsor who found how well
time and weather breaks can sell has

market. Write, wire or call your NBC Spot salesman for full information and availabilities on all these major U. S. radio stations.
*Sources available on request.
New

York

WNBC

Chicago

WMAQ

Cleveland

WTAM

Washington

WRC

San Francisco

KNBC

Denver

KOA

Schenectady

SPOT
New

York • Chicago

!8 JULY

WGY

SALES
■ Cleveland

1949

• Hollywood

* San Francisco

'Washington

■ Denver

been trying out a station break purchase on an "if" basis. If it rains his
copy for rubbers and umbrellas is
used on open weather and time breaks.
Stations generally
not do
likea this
business,
but acceptdo and
fine "if"
job
with it. when it comes their way. Motion picture theaters have discovered
time breaks to be ideal. "The time is
6 p.m.. time to see Alan Ladd in The
Great Gadsby at the Paramount" type
of announcement has been found to do
all thats necessary for top pictures.
Pictures without top names, or pictures
that have not received a good press,
may need more selling, but it can be
and is being done with time announcements.
Any service or informative type announcement fits into a public service
tvpe of station or chain break.

Every41

body's interested in the weather and
the time. The commercial copy used
u ith time and weather breaks must fit
in with the time and weather announcement. Stations will not generally accept copy for these breaks which does
not belong with the information.
Advertising agency and station representative executives point out that
the number of products that can effectively use time breaks are almost
legion.
haven't
stressed tensecond The
time reps
break
availabilities
too
much because they'd rather sell programs and minute participations.
The request for such availabilities
and information on the limitations that
individual stations place upon their
use
must
originate with the advertiser
or his
agency.

it's easy,

IF YOU
KNOW HOW!

Time breaks are ideal periods in
which to make a test of a product or
campaign. They usually bring immediate results. They've built Bulova and
Eenrus, to mention just two watch
manufacturers, and they can be used
to build a number of other products.
"It's four p.m. Have you GlassWaxed your windows lately? Glass
Wax is available at your grocer, drug,
Weather or time, those announceor paint store."
ments achieve attention without irri-

XES, the hand is quicker than the eye, but down here in Deep
Dixie, the ear is quicker than either. An extra "r" in the accent,
or a little lack of tact about several subjects — well, you know. . . .
We of KWKH are Southerners. We talk and think like all the
rest of our

people down

here.

For 23 years we've studied our audience, and the
results are reflected in our Hooper ratings. For
March-April,

1949 our showing

Periods was

38%

for Total Rated

better than our

next "com-

petitor."
Whatever
you have to sell in our market, KWKH
radio buy. We can prove it. Interested?

is your best

KWKH
Texas
SHREVEPORTf

50,000 Watts

CBS

LOUISIANA
Arkansas
Mississippi

Station representatives

Station sale agents
know, sell product
Station representatives during the
past year have accepted a new job —
they're selling broadcast advertising,
a job cast
thatAdvertising
the NAB's
Bureau of Broadis scheduled
to do,
when it gets going.
Not only have representatives individually been active selling broadcast advertising, not just the stations
they represent, but their association
has been making presentations on behalf of the selective medium to firms
like Waltham Watch.
The story of selective broadcast advertising has been told only occasionally. Stations have been bought in
many markets almost entirely because
they were affiliated with a network, and
announcement time has been bought
"between
two top programs."
tions as entities
have been, The
for statoo

The Branham Company, Representatives
Henry Clay, General Manager
42

tating. * -* -*

long, just transmitters.
Station representatives

can

be

of

SPONSOR

Right where it SELLS!
Ever observed people watching a good TV

greatest possible number of people, be sure

Show? . . . Then you've noticed that their
eyes and ears both are "at attention". . . that
a good TV commercial can hit them with

to schedule Fort Industry's 3 TV stations:
WSPD-TV (NBC, CBS & DuMont), Toledo;
WJBK-TV (CBS & DuMont), Detroit;

the impact of a punch right on the button.

WAGA-TV

FORT

DuMont), Atlanta.

Get your guard up — call Katz for availabilities. Now — today!

To make sure your TV punch reaches the

THE

(CBS &

INDUSTRY

COMPANY

WSPD, Toledo, Ohio
•
WWVA, Wheeling, W. Va.
•
WMMN, Fairmont, W. Va.
WLOK, Lima, Ohio
• WAGA, Atlanta, Ga.
• WGBS, Miami, Fla.
• WJBK, Detroit, Mich.
WSPD-TV, Toledo, Ohio
•
WJBK-TV, Detroit, Mich.
•
WAGA-TV, Atlanta, Ga.

National
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Sales

Headquarters:

527

Lexington

Ave., New

York 17, Eldorado
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5-2455

great help to a sponsor in merchandising his broadcast advertising. Each
station has its own routine of handling
matters like courtesy announcements,
car cards and other forms of display,
newspaper advertising, and the host of
other program promotions that help
increase audiences and dealer acceptance for broadcast-advertised products.
They are ready these days not only to
sell but to service accounts — and in
many cases station representatives have
men in their organizations who are
promotion specialists, even though they
may double as salesmen.

Station representatives are basically
salesmen. They are successful only
when they do an effective job of selling for their stations. Stations may
appreciate all the operating help a repsentative gives them, but they judge
their reps 100% on the basis of the
volume of business they sign. It's much
easier for reps to visit timebuyers at
agencies
and fight
for their
share
of existent
business
than station's
it is to
contact advertisers that are not using
broadcast advertising. For this reason
advertisers in many cases have to inquire of a station representative
in

BIGGEST AUDIENCES
in New England's 2nd Largest Market

LISTEN TO WPRO
STATION

AUDIENCE

advertising can do for him. The National Association of Station Representatives stands ready to present the
selective side (market-by-market) side
of broadcast advertising. Since this
is the direct result side of the medium,
advertisers are apt to learn more of
how radio can sell through station representatives than they can through any
other group in broadcasting.
Of late, station representatives in
many cases have separated their radio
and television operations, even going
so far in the case of John Blair as to
set up a distinct corporate entity for
TV station representation. Other representatives haven't gone this far, but
they have TV specialists in their offices
who know television and very little
else. The tendency, more and more, is
for TV to be treated as a medium distinct and apart from radio.
Station representatives, just as other
factors in television, are not making
money in this field. Their radio selling pays for their TV servicing, in
most cases. The important thing for

the Whole* Year ''Round!
HOOPER

order to discover just what broadcast

INDEX

sponsors to keep in mind is that station representatives can help them
make broadcast advertising a more effective sales medium.
+ * +

CITY: Providence, Pawtucket, R. 1. MONTHS: Dec, 1948 thru Apr., 194?
SHARE
OF
AUDIENCE
TIME

WPRO

MON. thru FRI.
8 A.M. -NOON
MON. thru FRI.
NOON- 6 P.M.
SUN. thru SAT.
6-10:30 P.M.

38.5

MORNINGS:

17.5

31.8

20.0

35.4

26.9

20.9
18.8
14.8

Sta.E

2.0 Sta.G
Sta.F

almost

network

4.5
11.2

18.3

5.7 Sunset)
(Off Local

EQUAL

KMLB

stations

B,

D, and

indies

E,

SHARES

F, and

of

SHARES

—
fhe station
listeners than
stations

of network

with more
all other

combined

—

IN N.E. LOUISIANA

G.

WPRO's Share of Audience is GREATER than the
COMBINED
SHARES of network stations C and D . . .

Right in Monroe, you can reach an audience with buying power comparable to
Kansas City, Missouri. 17 La. parishes
and 3 Ark. counties are within KMLB's
milevolt contour.
Sell it on KMLB!

WPRO's
Share
of Audience
is GREATER
than
the
COMBINED SHARES of network stations C and D . . .
and

8.5 percentage
tion B.

points higher than

* All latest seasonal reports (available on request)
FIRST in Share of Audience.

WPRO
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in the area served by

1.6

to the COMBINED

and EQUAL to the COMBINED
stations
B and
D.

EVENINGS:

97,410 Radio Homes

1.8

13.5
11.8

WPRO's Share of Audience is GREATER than the
COMBINED
SHARES of network stations B and C . . .
and

AFTERNOONS:

Sta. B Sta.C Sta.D

network

show

sta-

WPRO

KMLB

PROVIDENCE
BASIC CBS

1 5000 WATTS

AM&FM
Represented

MONROE.

630 KC.

National
*

by Raymer

LOUISIANA

* TAYLOR-BORROFF

5000

AMERICAN
Worts

Doy

& CO..

lac.

Representatives
BROADCASTING
•

1000

CO.

Wotit

Htgkt

SPONSOR
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9

Independent stations

WANTED
ALIVEDescription:
Age:

Old enough to realize

that a buyers' market prevails, and interested in making his advertising dollars go
further.
Identification: Shrewd, intelligent and interested in
reaching a vast new potential customer audience for his
product at the lowest cost per
prospect in Houston radio.
Goes by the name of sponsor,
alias on-the-ball merchant.

REWARD
To the agency or account
that brings in this WANTED
PERSON • . KNUZ will clear
"COLLIE'S CORRAL" 12:30
p.m. to 12:45 p.m. Monday
thru Friday, or "COLLIE'S
CORRAL" 12:45 p.m. to 1:00
p.m. Monday thru Friday.
BOTH quarter hour segments
of the "CORRAL" have the
'NUMBER ONE LISTENING
AUDIENCE IN HOUSTON.
WITH A QUARTER HOUR
HOOPER RATING of 4.5 and
5.4 respectively.
* (Winter- Spring Hooper report Dec, 1948, thru April,
1949). Anyone knowing the
whereabouts of the above
person

Contact Nearest

"Sheriff's" Department
Forjoe
or

"Sheriff" Dave Morris
CEntral 8801

k-nuz

9th Floor Scanlan Bldg.
Houston, Texas

II i£ sponsors eye non-net outlets with
interest as result of proved impact
The independent station is pulling
its own weight and then some for
broadcast advertisers. Its sports, music,
and news formula reaches an audience
that is seldom served by stations that
do not block-program their schedules.
It is not unusual in reading Hooperatings' new pocket piece to note that the
independents' share-of-audience is bigger than any single network attraction.
It has only been of late that nonnetwork stations have had a sufficient
audience in all of Hooper's 36-city random telephone home sample to make
reporting their share-of-audience figures necessary. Taking the 15-21 June
Hooper report for reference, there are
periods in the week when independent
stations have a greater audience than
Chesterfield Supper Club. Tuesday 21
June saw the Supper Club with a
Hooper of 4.0 and a non-network station rating of 5.2. the independent stations' share of audience being 26.2' <.
Even mid-evening on the same Tuesday, 8:30-9 p.m.. independent stations
were within .8 of a rating point of the
top mystery, Mr. and Mrs. North. The
independents had a rating of 6. Other
network programs on the air at the
same time had ratings of 2.3, 4.2. and
4.1.
Tuesday night is not an unusual
night on the air for independent nonnetwork stations. After 10 p.m. on
Monday (20 June 1949) against the
top-appeal My Friend Irma with a
rating of 11.9, the non-network stations in the 36 Hooper cities had a
rating of 7.5. The top network program aside from Irma had 3.8.
Night after night the Program Hooperatings' pocket piece has evidence of
the growing audience of the independents. Since these ratings are averaged for the entire 36 cities, with the
cities being located from coast to coast,
they give consistent proof of regular
listening to non-network outlets. The
ratings include stations without big
audiences and also top listening outlets like WHDH. Boston; WHHM,
Memphis; WNEW. N. Y., and WCKY,
Cincinnati. These are representative
of the block-programed stations but
they are not all of the same breed.
WHDH, Boston, owes its great audiences to its

46

top

sports'

schedule.

WNEW,

N. Y., is a music-news-promotion programs outlet. WCKY is
music, news, and sports program scheduled, but also depends to a substantial
degree on its western disk jockey scheduling. WHHM. is disk jockey programed and uses a great deal of folk
music (no jug bands I . WHHM proves
that although every section of the country that supports a City Hooper Report has a Bing Crosby disk session
in its First Ten programs, a well programed independent can even get
along without Bing. WHHM hasn't
played a Crosby record yet.
The success of the non-network station is based upon the fact that it does
not try to program for everyone. Its
schedules are designed for a specific
segment of the listening audience. Thus
WOV serves Italian New York in the
daytime, swingsters to around 10 p.m.
and then goes Western Hillbilly. Since
there's very little range music heard
on the air in the metropolis, Rosalie
Allen's boots-and-saddle disc spinnings
have amazing audiences.
When WVNJ started to compete
with the New York stations from Newark. N. J. it decided to pay, as a general policy, "sweet" music — neither too
hot nor too cold. Now as an interviewer walks along the streets of New
York, hearing the sweet strains of
WVNJ are not unusual. In certain
sections, during certain hours of the
day, it's a veritable little symphony of
WVNJ, just as in other sections WQXR
plays the major melody.
When WLIB I with the blessing of
the FCC ) passes to the control and
management of Morris Novik, it plans
to be programed for the two-million
English-speaking Jewish in New York
and its vast colored population. These
are two groups which have not had anv
special programing, and there is every
reason to believe that WLIB. which
hasn't reached a really top commercial
audience during its several managements, will under its new plan have
something very special for advertisers.
Under the shadow of New York's
great stations, and under the shadows
of the great stations in most metropolises, there is a suburban station
programed for its own select neigh(Please turn to page 76)
SPONSOR

%&* MONTH IN TBI YUB

a mm

BESTBUf!
Number

of Greater Boston Radio Homes

Reached for Each Dollar Spent
1300
1200
1100
1000
900
800
700
600
500
400
300
200
100

w.

WHDH
NETWORK
STATION A

NETWORK
STATION D
NETWORK
STATION B

NETWORK
STATION C

'Based on the lafest 12 months Hooper "Share of Audience" Reports April-May 1948 —
April-May 1949 and average cost per spot on the four network stations and WHDH.

hen you buy WHDH you will reach
50% more Greater Boston radio homes
than on Network Station A; 77% more
than Network Station B; 78% more than
Network Station C; and 54% more than
Network Station D. Ask your John Blair
man for the complete information on

WHDH

NOW

how to get more for your radio dollar
in Boston.
Represented

Nationally

50,000

OWNED
THE

by

BOSTON

John
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WATTS
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HERALD-TRAVELER

Blair

&
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tion managements have grown close
to the communities thev serve, these

Regional networks

Inherent advantages of sectional we lis
boost commercial use throughout nation
The growth of television, transitradio, and facilities that permit intensive coverage, is causing sponsors to
consider more and more carefully selling methods that will let them make the
most of markets that have their own
peculiar problems.
These problems range from strong

listener bias for certain program types
and personalities to highly individual
local conditons affecting both distributor and retail phases of marketing.
One way of taking advantage of local
peculiarities is through the use of the
regional network. Where the management is aggressive and member sta-

Think I'll buy
both them heifers.'

webs are in a position to do an unusual job for an advertiser.
Even with program costs down, it's
still expensive, from an operational
standpoint, to cover a market with individual programs, station by station.
A regional web can cover a section
with a single program and one billing.
Working closely with distributors and
jobbers in getting distribution, in placing point-of-sale material, etc., the abbreviated network can deliver a maximum of service to its advertisers.
The regional chain may not in individual cases cover markets that correwith exactly
advertiser's
marketspond
divisions.
But andespite
the trend
toward tightly knit market coverage, a
regional set-up permits the great flexibility of selective broadcasting on a
broad area base.
Few of the more than 50 area chains
maintain big promotional staffs. In the
majority of cases one man with the
assistance of people at member stations does the work. There are exceptions, of course, and as it to be expected webs like Yankee ( New England .I Don Lee ( Pacific Coast ) and
West Coast segments of the four na-

I

f you'd like to see some doggone wonderful "impulse buying," you oughta watch us Red River Valley hayseeds! We got far higher than national average
income — and, by golly, we spends it!

And if you'd like to get your share of this lavish
North Dakota spendin', you'd better use WDAYl Many
advertisers don't even consider other outlets. Latest

SPARTANBURG-GREENVILLE
MARKET!
AIR

YOUR

Hoopers prove WDAY's a 5-to-l favorite in Fargo and
Moorhead. And we've got proof of exceptional rural
loyalty, too!
You'll

be

amazed — and

OVER

TANBU'Vi

Write to us direct, or ask Free & Peters for all the
dope.

WARES

convinced!
By:
**
JohnRepresented
Blair & Company

WDAV

Harry E. Cummings
*
Southeastern Representative
Roger A. Shaffer
/
Managing Director
v
Guy Vaughan, Jr., Sales Manager

CBS Station
SPA*For The

FARGO,
NBC
FREE

48

•

970

KILOCYCLES

& PETERS,

Spartanburg-Greenville Market

N. D.
•

5000

WATTS

INC., Exclusive National Representatives

5,000 Watts -- 950 On Your Dial

W SPA- AM

and WSPA-FM Are Sold As
A Single Service

SPONSOR

Were £*Hyl

All We Can Deliver Is
of Texas
(Population-wise and Dollar-wise)
>/2 Millivolt Daytime
Coverage
~

Permanent

Lines

KCMC

KFJZ (Key)
WRR
KRRV
KPLT
KCMC
KFRO
KGVL
KRBC

Fort Worth
Dallas
Sherman
Paris
Texarkana

1.270

Longview
Greenville
Abilene
Brownwood

KBWD
KGKL
KBST
KCRS
KTHT
WACO
KNOW
*K
MAC
*KABC

San Angela
Big Spring
Midland
Houston
Waco
Austin
San Antonio
San Antonio
McAllen

KRIO

•Only one San Antenii > Station
to be used.

Ke.

1.310

"

900
1.491
1.230
1.370
1.400
1,470

""
"
"
"
"

1.380

"

1.490
960

""

25
00 "
1.00

^^_

18 Stations
50,000

Watt

Daytime
90 %

of
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MBS
ABC

5.000 "
5.002050 " "
1.000 "

MBS

ABC
MBS
ABC

Fort Worth, Texas
National
Weed

. Vt Millivolt
Coverage of
Texas!

250 "
5.000 "
1.002050 " "
5.000 "

NETWORK

250 Watts to

*

MBS
ABC
ABC
ABC

"

250 " "
50.000
1.000 "
250 "

"
"

TEXAS
1201 W. Lancaster

MBS
ABC
ABC
MBS
ABC

5.000 "
1.000 "

"
550
600 ""
1.479
"
1.490
1.240
"

680
910

MBS

5.000 W.

New

York

Atlanta

•
•

Representatives
& Company

Detroit
Hollywood

•

Boston

•

•

Fronf*'S

San

Ch.cago
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uism . .

follow any UJUIII listener
. . . to town

tional nets are among those who tell
their stories elaborately and often.
Beyond the extra service regional
chains are in a position to render advertisers, they form an important testing ground for both products and new
programs and commericial techniques.
A variation on this theme is being developed in Oklahoma by the Oklahoma
Group Broadcasters, and in Alabama
by Associated Broadcasting Service
(see No Telephone Lines, SPONSOR 4
July 1949, p. 30 1 .
In these operations key FM stations,
KOCY-FM, Oklahoma City, and
WBRC-FM. Birmingham, feed regular
programs and special events to groups
of AM affiliates via FM relay. Under
the ABS arrangement affiliates take 17
hours of WBRC I AM I programing
daily, more than half of which is live.
An advertiser can buy various blocks
of the 24 affiliated local AM stations.
Most of them are low-powered and
they cover the length and breadth of
Alabama. The case is similar with
OGB. and one check to the network
takes care of the bookkeeping.
Both nets make sports events, top

THE

KEY

TO

CONSUME

PREFERENCE

regional and local sports, available to
affiliates that on their own could not
afford them, or to whom the events

WSM

FALL AND WINTER
SCHEDULES
NEED

NASHVILLE

There are millions of WSM listeners, in a circle
with many hundreds of miles radius. They are all
kinds of people— urban, rural, rich and poor.

w

T

Pick any family, or any hundred families— and
follow them to town. Watch them buy. Then check
what they have bought against the list of WSM
sponsors— and you'll see what we mean when we
talk about the exceptional pulling power of WSM.
Then ask those families why they buy from the
WSM list, why is it so definitely their shopping

AM-FM

guide? The answer will be very simple. "We've
been listening to WSM for a right long time, now,
and we never have had cause to disbelieve anything we hear on it." Is there, anywhere,
powerful background for selling?

30,009

50

STONE, Gen. Mgr.
WATTS

•

•
CLEAR

IRVING

F

Covering the
Prosperous
Greater Wheeling

a more

Market

From

BELLAIRE, OHIO

.WSMi
HARRY

R

Represented
WAUGH.

CHANNEL

Com. Mgr.
•

650

•

EDWARD

KILOCYCLES

PETRY & CO., Notional Rep.
•

NBC

THE

WALKER

by

COMPANY

AFFILIATE

SPONSOR

selectiv

Network

Programs

TTLE
MARTIN

TYPE

AGRONSKY

ALEXANDER'S
AMERICAN

MEDIATION

FORUM

AMERICA'S TOWN

BOARD

OF THE AIR
MEETING

News

ABC

Drama

MBS

Forum
Forum

BAUKHAGE

TALKING

News

BREAKFAST

IN HOLLYWOOD

Aud Part
News

CECIL BROWN

NET

MBS
ABC
ABC
ABC

BILL CUNNINGHAM

News

MBS

ELMER

News

ABC
ABC

Commentary
News

FINAL EDITION
FISHING AND HUNTING

CLUB

PAULINE FREDERICK

REPORTS

HEADLINE

EDITION

GABRIEL HEATTER'S

MAILBAG

INSIDE OF SPORTS
FAMILY

A^ult

15-min, 5/wk
30-min, 5/wk

Women
Family
Adult
Adult
Familv
Family
Familv

Familv

Family

MBS

Family

Men
Family

MBS
Family

News
News

HENRY LACOSSITT

News

FULTON LEWIS JR
LUNCHEON

AT SARDI'S

Interview
News

ABC
NBC

Family

MBS

Adult

MBS
MBS

AHult

MR. PRESIDENT

Drama

MBS
ABC

MUTUAL

News

MBS

JOHNNESBITT

Commentary

MBS

NEWS OF AMERICA

News

MEET THE PRESS

NEWSREEL

Family
Family

CBS
ABC

Family

PIANO PLAYHOUSE

Musical

KATE SMITH SPEAKS

Commentary

MBS

Women

GEORGE SOKOLSKY

Commentary

ABC

Adult

TELL YOUR NEIGHBOR

Commentary

MBS

Women
Family

Sports

WORLD

NEWS

ROUNDUP

News

WORLD

NEWS

ROUNDUP

News

15-min, 5/wk

Family

ABC
CBS

15-min, 5/wk
15-min, 3 wk
25-min, 1/wk

NEWS

TONIGHT

ROUNDUP

News

10-min, 5/wk

Network
AMERICAN
CHICAGO

Minstrel

MINSTRELS
WRESTLING

HOLLYWOOD

SCREEN

MATCHES
TEST

♦Estimated

Drama
Melange

SMALL FRY
TOMORROW'S

Sports

CHAMPIONS

by SPONSOR
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Sports

as MC

on domestic and foreign events

Daytime serial thriller
Chatty, informal interviews with guests

$2.50-$ 140

Veteran reporter's comment

$7.5O-$420

Reports and Commentary

$5-$240
$6-$168
$5-$280

$5-$ 180

15-min, 2/wk
$10-$266

Counsel on human

on inside of news
from Washington

relations problems

Late news with Morgan

Beatty and Leon Pearson

Advice, tips, prizes to fishers and hunters
Domestic and foreign news commentary
Only woman

news reporter in network radio

Analysis of national scene from Washington

$6-$280

News and interviews with people who make the news

15-min, 5/wk
$7.50-$560

Heatter discusses his fan mail

15-min, 5/wk
$10- $270
15-min, 5/wk

Hicks replaces McCormick;

Behind locker doors from coast to coast

15-min, 5 wk

$5-$250

Love, life, laughter with the Johnsons

$6-$300

About their travels: taped in faraway places

15-min, 3/wk
15-min, 5/wk
15-min, 5/wk

$5-$250

1 'momentary

$B-$560

30-min, 1/wk

$5-$280

30-min, 1/wk
15-min, 5/wk

$7.5O-$360
$5-$500

15-min, 5/wk
$7.50-$56C

CBS

on day's developments

Man-on-the-street

from Washington

in a restaurant

Air press conference with names in news
Edward

Arnold in true episodes in lives of Presidents

Pickups and interviews from coast Ui coast
Odd and unusual stories of people, places, things

15-min, 6/wk
What's happening in the 48 states
30-min, 1/wk
15-min, 5/wk

15-min, 5/wk
30-min, 1/wk

$4 $120
$2-$324*
$7.5O-$1000

Outstanding piano virtuosi and Milton Cross
Coverng women's
Comment

angle on variety of topics

on topics of contemporary

interest

$4*120
$5-$280

Over-the-back-fence

$3-$ 1000

Maurice Chevalier, European stars taped in Paris

stories, household hints

15-min, 1/wk
$3-$84
15-min, 6/wk*

$2-$324

$12 $280
15-min, 1 wk

NBC

by dean of radio correspondents

Anecdotes, stories, news on the unusual side

$6-$560

30-min, 5/wk

15-min, 6/wk

NBC

reports on world events

$5-$280
15-min, 5/wk

Family
News

$5-$280
$5-$280

Commentary

15-min, 5/wk

Family
WORLD

$6-$350

15-min, 5/wk

Family
Family

WORLD

from Washington

15-min, 1 /wk

15-min, 1/wk

MBS

HARRY WISMER

News reports and commentary

Comments
Adult
Family

Family

Variety-

15-min, 5/wk

$10-1400

Family

THIS IS PARIS

lively discussions of vital issues

10-min, 5/wk

MBS
NBC

KALTENBORN

$5 $«00
$280
$'.!

$5 $280
Adult

Commentary

Mr. and Mrs.

J7.60-$360

Authorities debate subjects of national interest

15-min, 5/wk

Adult

IRENE & ALLAN JONES

$5 $500
$3-$300

1 nil at the rreakfast table with Jack McElroy

MBS
MBS
ABC
NBC

from Washington

Advice on listener problems

Family

ABC

Sports
Drama

30-min, 1/wk
60-min, 1/wk

News

News

HICKS

JOHNSON

News
News

HARKNESS

GEORGE

Sports
News

CEDRIC FOSTER

NBC

EXPLANATION

$6-$336

30-min, 1 /wk

Adult

Familv

NANCY CRAIG

DIX

Adult

Juvenile

Commentary

PRICE
TIME
15-min, 6/wk

Early morning news commentary
Adult

MBS
APC

Drama

DOROTHY

Adult

MBS

CAPTAIN MIDNIGHT

DAVIS

APPEAL

Available on Loeal Mai ions

Comment
Remote

on week's major sports events
pickups, domestic and foreign

John McVane

from Washington

James Fleming with Sunday edition

$M56
$2-$324

Richard C. Hottelet summarizes

world news

15-min, 7/wk*

TV Available on Local Stations
ABC
ABC
ABC
Du Mont

ABC

Family
Family
Family

1-hr, 1/wk
2-hrs, 1/wk

$S0-$600
30-min, 1/wk
30-min, 5/wk

Juvenile
Family

Traditional minstrel style
$115-$1500
Professional wrestling from Chicago's Rainbo Arena
Screen tests for talented young artists
$67.50-$675
On request

2-hrs, 1/wk
$37.50- $375

Traditional "Uncle Don" stuff
Amateur

boxing bouts from Chicago's Rainbo Arena
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wouldn't be available for other reasons.
The network also gets from the key
stations (programed in each case by
the AM parent station I popular regional talent and programs, including
regional news coverage.
It is to be expected that similar AMFM regional operations will develop
to give advertisers new opportunities
for flexible, economical coverage of
areas where they need either a pick-up
or to maintain consistent pressure.
Still another variation on the regional theme is the per-occasion,
or

custom-built, network. They are most
productive for special occasion broadcasts of intense interest to listeners of
an area. Their main justification is
the difficulty of lining up for one occasion regular network stations with
established commitments. They are relatively expensive, but results for certain regional types of business, such
as breweries, gas and oil, etc., have
more than justified the cost of setting
them up. The actual task of setting up
the net is not difficult for an agency acquainted with the problems involved.

It is with sports that these nets are
most effective, since the right events
can actually guarantee an audience
whose minimum total can be fairly
well predicted. Yet sports weren't the
first events for which special nets were
put together. Pioneer in building the
special chains is Stanley G. Boynton.
Detroit. The agency that bears his
name organized the first special webs
for Sunday morning religious broadcasts when several years ago all
major chains but Mutual dropped commercial religious broadcasts.
Discovering how productive these
specially assembled nets could be,
Boynton moved into the most obvious
field for the custom-built network,
Listening appeals of football, basesports.
ball, etc.. vary with each event under
a variety of conditions. The vast majority of all such events have only a
local or a regional interest. Practically every football clash appeals to a
different audience. Therefore, to keep

WSBT

reaching maximum audiences a sponsor must during the season keep changing his network line-up from week to
week.
[Please turn to page 76)

—and only WSBT

m

— commands the
"AMERICA'S

South Bend audience

WESTERN

Sure, people can hear other stations in South
Bend hut they listen to WSBT. This station
has won its audience through more than 27
years of personalized service to this market.
It gives listeners what they want when they
want it. This is why the ever-growing WSBT
audience remains loyal year after year, Hooper
after Hooper. No other station even comes
close in Share of Audience.

FINEST
ACT"!

The
Texas
Rangers,
greatest
western
act, America's
for many
years stars of radio, screen and
stage, now are starring in their
own television show on CBSLos Angeles Times station
KTTV each Monday evening.
The Texas Rangers transcriptions, used on scores of stations
from coast to coast, have
achieved Hooperatings as high
as 27.4.

5000

PAUL
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H.

RAYMER

COMPANY

•

WATTS

NATIONAL

•

960

KC

CBS

REPRESENTATIVE

Advertisers and stations — we
have a new and even better
sales plan! Ask about it!
ARTHUR
B. CHURCH
Productions
KANSAS CITY 6, MISSOURI

SPONSOR

T

j

how do we measure up at

Ori 1

OR

cer -Fitzgerald -Sample
Dan
AT SHERMAN & MARQUETTE?
sponsor gives you exactly what you need for trade paper

advertising value.

Its purpose is simple:

a magazine

100%

devoted to the

interests of broadcast advertising buyers in the national field.
Its circulation is pinpointed: 3 out of every 4 copies

(8,000 guarantee)

go to buyers. Its prestige is potent because it's a sound, easy-to-take, use
magazine.
Ask any timebuyer, or your own national representative.
An

"It's a grand magazine for keeping abreast of what's
new and vital in the field. Particularly useful to
me is the Comparagraph, most interesting are the
grass-roots descriptions of how a client starts, builds,
and grows through the use of radio."
STANLEY PULVER,
Timebuyer,
Dancer-Fitzge raid-Sample

•tanSMMB

average of 10% paid subscriptions go to readers at each
20 top radio-billing advertising
agencies.

of the

"sponsor is given careful reading each issue by
most of our key personnel. Moreover, it contains
much information which is of permanent reference
LOU TILDEN,
Radio Director,
Sherman & Marquette
value."

Dancer-F
Subscription;

PONSOR
rquette

Home
Executives
Acct Ejecs
Radio o

its who subQuaker Oats.

You're sure to hit home wi i sponsors and agencies
when you advertise in SPONSOR

SPONSOR
For

buyers of Radio

40 West

52 Street, New

and TV advertising
York

19
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It's a
happy
marriage!

54

SPONSOR

T

APPY for you. Now you can be sure of selling virtually the entire southeastern United States, without ever leaving your desk. And without
paying for expensive extra coverage you don't need.
Because, for the first time, the two giants of the southeast — 50,000-watt
WRVA

in Richmond and 50,000-watt WBT

in Charlotte— have combined

for a joint broadcast every Saturday night of the South' s famed
OLD DOMINION BARN DANCE ... a giant of a program!
It's a perfect marriage!
On WRVA,

BARN DANCE

(10:00-10:30 PM) has an 11.7 Hooperating*-a

33% bigger rating than a big-name comedian on the second station. Moving
into the 10:00 PM period on WBT, it follows a four-hour lineup of programs
already Hooperated at an average 16.3** — a 101% higher average than
any other station and 28% higher than ALL other stations combined.
It's a wealthy marriage!
The combined 50-100% BMB

nighttime area of WRVA

and WBT

totals 193

counties in six states, with retail sales of more than $3,400,000,000f
... a dowry well worth our time — and yours!
It's a marriage of convenience!
Your convenience. Available as a half-hour package or in
quarter-hour segments, BARN DANCE
and WBT

can be sponsored on WRVA

at blissfully low cost. For your convenience, one call to

either station or the nearest Radio Sales office will provide complete
lIP;

information . . . and a contract.

WBT WRVA
CHARLOTTE,
NORTH
CAROLINA

RICHMOND
and NORFOLK,
VIRGINIA

*Richmond, Oct. 1948-Feb. 1949- **Cbarlotte, Oct. 1948-Feb. 1949
\Sales Management Survey of Buying Power, May 1949.
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Syndicated Transcription Availibilities
NAME

TYPE
Drama

A CHRISTMAS CAROL
A DATE WITH MUSIC

Musical

ADDISON PELLETIER SHOW

Narrative

ADVENTURES IN XMAS TREE GROVE

Drama

ADVENTURES OF BUDDY BEAR

Drama

ADVENTURES OF DR. KILDARE

Drama

ADVENTURES

Drama

OF FRANK FARRELL

Fantasy

ADVENTURES OF PINOCCHIO

Drama

OF ZORRO

AIR ADVENTURES

OF JIMMIE ALLEN

Drama

AIRMAIL MYSTERY

Drama

ALBUM OF LIFE

Drama
Variety

ALLEN PRESCOTT-THE

Familj
Women
Juvenile
Juvenile
Family
Juvenile
Family

Drama

ADVENTURES OF FRANK RACE

ADVENTURES

APPEAL
Family

WIFE SAVER

Variety

ALL STAR WESTERN THEATRE
Comedy

ANYTHING FOR LAUGHS

Juvenile
Family
Juvenile
Family
Family
Women
Family
Family
Family

Drama

ARMCHAIR ROMANCES
AT HOME WITH LIONEL BARRYMORE
AT THE OPERA
AUNT MARY

TIME
30-min, 1 time
15-min, 3 5 wk
15-min, 1 wk
15-min, 3-5. wk
15-min, 1 wk
30-min, 1/wk
15-min, 1-5 /wk
30-min, 1/wk

PRICE PER EPISODE
$12.50 minimum
$5 minimum

PRODUCERS

Famous Dickens story starring Tom Terriss

Kasper-Gordon

Musical revue with Phil Brito

Charles Michelson

$5 minimum

Unusual stories and experiences

lvasper-Gordon

S5 minimum

The Santa Claus family and friends

Kasper-Gordon

$5 minimum

Childrens' adventure stories

Kasper-Gordon
MGM Radio

On request
On request

The popular MGM

movie series

Juvenile and teenage sports stories
Mystery-adventure around the world

15-min, 1-5 /wk

Basel on mkt

Scripts adapted from the famous book

30-min, 1/wk

On request

Adaptation of the Johnson McCully stories

15-min, 5/wk

Based on mkt

Story of 17-year-old airplane pilot

15-min, 1/wk

O.R.F.S.

Mystery drama with airmail background

O.R.F.S.

Dramatic vignettes of love, mystery, adventure

$4.50 $51

Household hints flavored with laughs

30-min, I/wk

$10-$300

Western stories and music with Foy Willing

5-min, fi/wk

On request

15-min, 3/wk

15-min, 1/wk

Peter Donald's amusing dialect stories

O.R.F.S.

Historical, mystical, romantic drama sketches

51-min, 3/wk

On request

Famous actor in anecdotes, memoirs, philosophy

Musical

30-min, 1/wk

O.R.F.S.

A review of great operatic music

Drama

15-min, 5/wk
$5-$50

Small-town woman's struggle for human dignity

Talk

Family
Family
Women
Adult

30-min, 1/wk

$10 minimum

Unusual approach to detective stories

BABY DAYS

Talk

Women
Family

$4-$50

Dr. D. S. DeLoya discusses child care

BAND CONCERT

Musical

15-min, 1-2 /wk
15-min, 1/wk

$0 minimum

Music by famous English service lands

BARBERSHOP

Musical
Variety

HARMONIES

BARNYARD JAMBOREE

Family
Family

BEHIND THE SCENES

Narrative

BETTY AND BOB

Drama
Talk

BEULAH KARNEY'S MEAL OF THE DAY
Drama

BITS OF LIFE

Drama

BLAIR OF THE MOUNTIES

Talk
Drama

BOD'S SCRAPBOOK
BOSTON BLACKIE

Drama
Variety

BOX 13
CALLING ALL GIRLS

Drama

CAN YOU IMAGINE THAT?
CAPTAIN DANGER

Drama

CAPTAINS OF INDUSTRY

Drama

CAPT

Musical

Women
Women
Adult
Family
Family
Family

CAREER OF ALICE BLAIR

Drama

CARSON ROBINSON AND BUCKAROOS

Musical

CAVALCADE OF MUSIC

Musical

CHUCK WAGON

Musical

JAMBOREE

Drama

CISCO KID
SHOW

Aud partic

COMEDY

Musical

CAPERS

COUNTRY CHURCH OF HOLLYWOOD

Family

Adult
Juvenile
Family

Women
Family

CRIME DOES NOT PAY
THE CRIMSON TRAIL

Drama

CANDLELIGHT AND SILVER

Juvenile
Family

CURTAIN CALLS

Musical
Drama

CURTAIN OF TIME

Drama

Adult

DAMON

Drama

Adult

Drama
Dram;!

DANGER, DOCTOR DANFIELD

5-min, 5/wk

$3.50-$20
$8-$25
O.R.F.S.

15-min, 3/wk
15-min, 1-5 /wk

$3-$ 15
On request

30-min, 1/wk

Based on mkt

15-min, 1/wk

$7.50-$300
Based on mkt
O.R.F.S.

15-min, 3/wk
15-min, 1/wk

Family

Juvenile
I amih

25% class-A
O.R.F.S.

15-min, 3/wk
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request

from

Hillbilly music and comedy

Human-interest serial drama
What to eat each day in the year
Series specializing in character study
Stories of the Northwest Mounted Police

Screen star Alan Ladd in mystery-adventures
Feminine chatter, fashions
Dramatization of unusual facts

Rollicking humor, antics, and novelty tunes

$5-$31.00

Western music and entertainment

30-min, 1/wk

On request

Large orchestra, chorus; name guest stars

30-min, 3-5/wk

$3.5O-$40
Based on mkt

15-min, 5-6 /wk

O.R.F.S.

15-min, 3/wk
$3.50-$50
O.R.F.S.

15-min, 5/wk

15-min, 3-5/wk
30-min, 8 wk

O.R.F.S.
On request
25% M hr class A

Western-type show, starring Ken Curtis

MGM

Radio

Associated Prog Serv

Charles Michelson
Harry S. Goodman
Kasper-Gordon
Teleways
Richard H. UUman

Universal

I'kelele Ike doing the songs that made him famous
Radio's original food quiz and commentary
Musical revue with 16-piece orchestra, Bob Burns

Adaptations of MGM

prize-winning two-reelers

O.R.F.S.

Great moments of opening nights on Broadway

15-min, 3-5 wk
30-min, 1/wk

On request

Dramatic narrations of little-known incidents

30-min, 1 wk

Walter Biddick
Dominion

Mayfair
Freieric W. Ziv
BroaJcasters Prog Synd
Universal
Broadcasters Prog Synd
Broadcasters'
Guild
Fre 'eric W. Ziv
NBC Radio-Recording
Lang-Worth
Teleways

Frederic W. Ziv
Broadcasters' Guild
NBC Radio-Recording
Broa lcasters Prog Synd
Broadcasters Prog Synd
MGM Radio
C. P. MacGregor

Story of the building of Canadian Pacific R.R.
A favorite dinner-music program

$5 minimum

Charles Michelson

Home-spun wisdom by pastor Josiah Hopkins

O.R.F.S.

$9.40-$500

NBC Radio-Recording
William J. Powers

Drama, mystery, adventure in the old West

30-min, 1/wk

15-min, 1/wk

Ray Green
Broadcasters Prog Synd

True-life dramatizations of industrial pioneers

Based on mkt

30-min, 1/wk

Harry S. Goodman

Mystery-adventure, starring Richard Kollmar

15-min, optional

15-min, 1/wk

NBC Radio-Recording

Frederic W. Ziv

15-min, 3-5/wk

15-min, 3-5/wk

Broadcasters Prog Synd
Broadcasters Prog Synd

Wit, wisdom, friendly philosophy

Serial of ambitious girl

$7.50-$300
O.R.F.S. — on

Nostalgic songs by top barbershop singers

Adventure serial for children

O.R.F.S.
Women
Family

Adult
Family

DAN DUNN, SECRET OPERATIVE #48

25% class-A

15-min, 1/wk

Russell C. Comer

Human-interest stories, starring Knox Manning

15-min, 5/wk

15-min, 3-5 /wk

Juvenile
Family

$5-$150

5-min, 5/wk

Women
Family

Talk
Drama

RUNYON THEATRE

$4-$40

30-min, 1/wk

Musical

COME AND GET IT

15-min, 6/wk
30-min, 1/wk

Adult

Family

STUBBY AND THE BUCCANEERS

CLIFF EDWARDS

Family

Bob
Davey
Edward
Sloman Prodns

NBC Radio-Recording

Drama

AVENGER, THE

Russell C. Comer
Broadcasters Prog Synd

O.R.F.S.

15-min, 1/wk

PRODUCER

EXPLANATION

Runyon's most popular stories dramatized
Juvenile series based on cartoon-strip hero

Associated Prog Serv
Associated Prog Serv
Mayfair
Mayfair
Kasper-Gordon
Teleways

Murders solved by psychology and deduction

station.
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Months Ago We Said
an

tmm

re BUILT TO BE SOLD. .77. and

today when

sales ate needed most

"BEST

W""S0LD STAR SHOWS
FOR THREE TIMES
LIBRARY COST!"

Names

"Programs sold within the first few weeks after
we received our audition discs and literature
have already paid for the entire cost of the
Standard

Program

Library three times over!"

W^"CAME JUST AT THE
RIGHT TIME!"
"The Standard Star Shows were timed just
right. They are selling time for us just when we
need sales most. We have had the Star Show
material just a week now, and have already
sold two shows!"

^"SELLING
TIME FOR
MOVIHG GOODS
FOR USTHE
OrUNoUH!

"Standard

Star Shows are

just what we've been looking for! From the
sales angle they are terrific; from the listening
angle, they are even more so. Our sponsors for
these shows range from a hardware store to a
•taxi stand— and all agree that Standard Star
Shows have a powerful selling punch!"

THIHG STAHDARD^

" 'Meet the
Band' audition
discs
DOME!
" arrived
EVER
HAS

in our files; furnished on request.

noon

today and we have already sold the series. It's
a great show— and so are the others. This is
the best thing Standard has ever done!"

• HOLLYWOOD
• MUSIC
MOOD

CALLING

• PERSONALITY
• MEET

'SOLD ACROSS THE BOARD!' ^d
"It might be of interest to you to know that
we have already sold 'Personality Time' across
the board to an automobile dealer. Looks like

IN THE MODERN

we're going to do a real selling job with

TIME

Standard Star Shows!"

THE BAND
WRITE FOR FREE PRESENTATION
AND AUDITION DISC

• 20 TH CENTURY
SERENADE

sww<
tjTtiv
TRANSCRIPTION
Hollywood
A II c»_*:

SERVICES,

• Chicago
«-

.u_

• New
Ci

._l

INC.
York
i n

l :l

Fred Allen
"What

do you think

of television, Mr. Allen?"
July 4, 1949

"There's something about the television screen
that prevents the close, personal
contact
between
the actor and the audience
that you
had in radio — the kind of familiar connection
with the listener that Tony Wons
SAM

were

R. L. LANG,

and SINGIN'

able to establish."

druggist, on

SINGIN'

SAM

. . .

"Since I have been airing "Reminiscin' With
Singin' Sam" my business has shown a big
increase.
Prescription
business
has more
than
doubled

and all departments

in my store are

doing better than ever before."
EARL L. SAUNDERS,
"We

agency V.P., on SINGIN' SAM

. . .

have had this department store on the air continuously for over twelve years, using various types of

programs,

and our client is highly pleased with results

from "Singin' Sam." The show seems to fit in with
practically every type of listener, which certainly is
the ideal setup for any advertiser."

BRO

MINGUS,

commercial

manager,

on SINGIN'

SAM

. . .

"Prior to placing 'Singin' Sam' on KRBC at 6:45 to
7:00 each evening we were scheduling a newscast at
that period. The Robert S. Conlan survey showed the
news broadcast with a rating of 7.8. The last Conlan
survey showed

that 'Singin' Sam'

in the same

6:45

slot had a rating of 18.2."

SALES

SINGIN' SAM... An American Institution
Entertainers like Singin' Sam happen along once in a generation. And when they do you know you've
got something. For there's a homey, down-to-earth, irresistibly friendly quality to this reminiscing
Hoosier that reaches the listener all the way from his heart to his pocketbook. Sam is best known for
his Barbasol and Coca Cola successes, but he's sold everything from lawn mowers
striking results.

to peanuts with

Two hundred sixty (260) high quality 1 5-minute transcriptions are available.
WRITE,

WIRE,

OR

I

on SINGIN' SAM . . .
SOME

OF SINGIN' SAM'S HUNDREDS
OF REGIONAL AND LOCAL
SPONSORS
store)
Ccirolino
Beverage
(soft drinks)

Sales

Davison-Paxton

Co.

Kamm

Co. (brewery)

Brewing

National

Stores

(department

(food stores)

Rhodes
Furniture
stores)
(furniture store)

Co.

Evans Cut Rate Drugs (drug
The

Jewel

Box

(jewelry store)

Grasso Shoe Co. (shoe store)
Republic
Oil Co. (gas and oil)
dealer)
store)
Twin Falls Motor Co. (auto
Nelson Hardware

(hardware

State Laundry Co. (laundry)
Cloverleaf Dairy (dairy)
Nickles Bakeries

(bakery)

Folger Coffee Co.

(coffee)

Durkie Foods Co. (food
processors)
Mathis
Construction
(building
)

Co.

Valley Butane Co. (public utility)
Home Insurance Agency
(insurance)
Henry

Radio

Service

(appliances)
Vicks Chemical

What's the magic that brought
this homespun Hoosier to the pinnacle

McFarland Smplem3nt
implements)

of success in radio?
There's been many an
argument about that . . . but never about his ability to
produce for his diversified sponsors.
in any of the retail classifications.

Ask us for his sales experiences
We'll be glad to send you the record.

TRANSCRIPTION
PHONE

. . .

117 West
New

York

Co. (drugs)

Interstate
Theaters
(theaters)

High

St.,
•

Chicago

SALES,

INC.

Springfield, Ohio
•
Hollywood

Corp.
Co.

(farm

elective
TYPE
Variety

APPEAL
Family

DEAREST MOTHER

Drama

Women

DEERSLAYER, THE

Urania

NAME
DAREDEVILS OF HOLLYWOOD

DESTINY TRAILS

Juvenile

Drama
Drama

Juvenile

DIME » RIME

Aud partic

DOCTOR'S ORDERS

Talk

DREAM WEAVER, THE

Talk
Comedy

DICK COLE

EASY ACES

TIME

PRICE PER EPISODE

15-min, 2/wk
15-min, 3-5/wk
15-min, 1/wk

$3-$15
Based on mkt
O.R.F.S.

15-min, 3/wk

Juvenile

30-min, 1/wk

I3.50-J50
$7.50 minimum

Adult
Family

15 or 30 min

On request

15-min, 3-5/wk
15-min, 1/wk

Dramatic serial specifically designed for women

Frederic W. Ziv

Fenimore Cooper's virile tales of Colonial wars

Broadcasters Prog Synd
NBC Radio Recording

Authentic adaptations of Cooper's stories
Charles Michelson

Laughs and mounting interest via prizes

Transcription Sales

Authentic series on modern medicine

Radio Providence
Prodns

$4 minimum

Down-to-earth prose and expressive poetry

Transcription Sales

Based on mkt

Jane and Goodie Ace in the long-time hit

Frederic W . Ziv

15-min, 3/wk
15-min, 1/wk

Dramatized scenes of thrilling Hollywood films

Walter Biddick

Military-academy life dramatized for children

$4-$80
Adult
Family

PRODUCER

PRODUCERS' EXPLANATION

EAT-ITORIALLY SPEAKING

Talk

Women

$4 minimum

Food show with Dickman Stone

EDGAR WALLACE

Drama

Adult

15-min, 1/wk

On request

Thrilling intrigue stories

S. W. Caldwell

FACT OR FANTASY

Drama

Adult

5-min, 2-6 wk

On request

Weird stories of mental and psychic phenomena

Charlie Basch

FAIRYTALES

Drama

Juvenile
Fam ily

15-min, 3-5/wk

Dramatizations of world-famous fairytales

C. P. MacGregor

FAMILY ALBUM, THE

Musical

FAMILY DOCTOR, THE

Drama
Drama

FAMOUS ROMANCES
FAVORITE STORY

Drama

FIREFIGHTERS

Drama

FIVE-MINUTE MYSTERIES

Drama

FRANK PARKER SHOW
FRONTIER FIGHTERS

Musical
Drama

FRONTIER TOWN

Drama

FRONT PAGE HEADLINES

Drama
Variety

Family
Adult
Family
Juvenile
Family

Family
Family
Family
F'amil
Family y

Musical

FURS ON PARADE

Talk
Comedy

Women
Family

GHOST CORPS, THE

Inspirational
Drama

Adult
Family
F'amily
Family

GLORIA CARROLL ENTERTAINS

Musical

GOLF DOCTOR, THE

Sports

GENERAL STORE, THE
GETTING MOST OUT OF LIFE TODAY

GOOD NEWS FROM HOLLYWOOD

News

GREEN JOKER, THE

Drama

GREEN VALLEY LINES

Drama

GUESS WHAT?
Drama
Quiz
Musical

GUILTY OR NOT GUILTY
SHOW

HAPPY THE HUMBUG

Drama

HAPPY VALLEY FOLKS

Musical

HARMONY

HAUNTING HOUR, THE

Musical
Drama

HAWAIIAN FANTASIES

Musical

HEART SONGS

Musical

HENRY KING SHOW

Musical

ISLE

HI SPORTS

Sports

HISTORY IN THE MAKING

Drama

HOLLAND ENGLE SHOW

Musical

HOLLYWOOD

CALLING

Musical
Variety

HOLLYWOOD

CASTING OFFICE

HOLLYWOOD'S

Variety

OPEN HOUSE

HOLLYWOOD

SOUND STAGE

HOLLYWOOD

SPOTLIGHT

HOLLYWOOD

THEATRE OF STARS

HOLLYWOOD,

Drama
Variety
Drama
Interviews

USA.

HOMETOWNERS,

THE

HOME, SWEET HOME

Musical
Drama

H0PAL0N6

Drama
Drama

HOUSE IN THE COUNTRY

.60

request

Pictures in family all/Urn recall favorite songs
True-to-life stories about a family doctor

Kasper-Gordon
Broadcasters Prog Synd

30-min, 1/wk

O.R.F.S.

History's greatest lovers relive their romances

Broadcasters Prog Synd

30-min, 1/wk

Based on mkt

Ronald Colman in a brilliant dramatic program

Frederic W. Ziv

15-min, 3-5/wk
5-min, 2/wk

On request

True adventures of a big-city fire department

W. F. Holland

Complete mysteries in five-minute packages

NBC Radio-Recording
Teleways

15-min, 3-5/wk
15-min, 1/wk

Family
Family
Family
F'amily
Adult

Exploits of men who built America's frontiers

Broadcasters Prog Synd

Radio's answer to grade-A Western movies

Broadcasters Prog Synd

O.R.F.S.

Dramas about the newspaper world

Broadcasters Prog Synd

O.R.F.S.

A olend of fast comedy and popular music

Broadcasters Prog Synd

$5 minimum

Program stars Sigmund Spaeth, tune detective

$4 minimum

Interview-type program for promotion of furs

O.R.F.S.

Down-to-earth show with warm, rural humor

$1.20-$16
O.R.F.S.

Down-to-earth inspirational talks

NBC Radio Recording

Mystery drama laid in the Near and Far East

Broadcasters Prog Synd

$6 minimum
On request

Golf instruction , plus comedy from name stars

15-min, 3/wk

On request

Hollywood news, gossip, with George Murphy, guests

MGM

15-min, 1/wk

O.R.F.S.

Mystery stories based on actual fact

Broadcasters Prog Synd

$3$ 15
O.R.F.S.

Story of Green Valley Railroad's tribulations
Novel, unique quiz program for all ages

Broadcasters Prog Synd

O.R.F.S.

Court-room dramas, with audience as jury

Broadcasters Prog Synd

15-min, 1/wk
15-min, 1/wk

15-min, 1 'wk
5-min, 1/wk
5-min, optional
15-min, 1/wk
15-min, 1/wk

Family
Adult
Family
Family
Family
Adult
Family

15-min, 1/wk

15-min, 1/wk
15-min, 2/wk

from

Family

Radio

"The sweetest music this side of Heaven"

Walter Biddick

Frederic W. Ziv

Whimsical adventures in the world of make-believe

NBC Radio Recording

Actual mountaineers singing hillbilly songs

Broadcasters Prog Synd
Walter Biddick
NBC Radio Recording

$7$ 100
O.R.F.S.

Native Hawaiian band and singers

Broadcasters Prog Synd

O.R.F.S.

Kenny Baker, Nadine Connor, quartette

Broadcasters Prog Synd

25% }-2 hr class A
On request

King orchestra and guest stars

C. P. MacGregor

Stan Lomax interviews big names in sports

Affiliated Prog Serv

$6 minimum

Dramatizations of important historical events

15-min, 5 wk

On request

Complete variety of musical numbers

30-min, 1/wk

O.R.F.S.

Music from films; interviews with stars

Broadcasters' Guild
Standard

O.R.F.S.

Fast-moving comedy revue with Hollywood atmosphere

Broadcasters Prog Synd

On request

Variety show with Ray Bloch orchestra, Jim Ameche

15-min, 1 wk
15-min, 1/wk
30-min, 1/wk
5-min, 5/wk
15-min, 1/wk

15-min, 1/wk

Kasper-Gordon

25% class A • •.. hr
O.R.F.S.

Love, romance, adventure in film capital

Ray Green
C. P. MacGregor

15-min, 1 wk

Bob Burns, Martha Raye, Phil Harris, and others

Broadcasters Prog Synd

30-min, 1 wk

50% class A Yi hr

Network caliber show with Hollywood names

C. P. MacGregor

15-min, 5/wk

On request

Paul Stone interviews film names
All types of music by Earl Randall, Betty Bennett

Morton Radio Prodns

5-min, 5 wk

$4-$90
O.R.F.S.

Typical family living in an average town

Broadcasters Prog Synd

30-min, 1-2 ,wk

On request

William Boyd in his famous movie role

Commodore Prodns

Situation comedy alwut city couple gone rural

NBC Radio Recording

30-min, 1 wk

Family
Family

Kasper-Gordon
Lowe Features

Singing and playing of Hawaiian music

Family

Family

Kasper-Gordon
Broadcasters Prog Synd

Original psychological mystery thrillers

$3$ 15

30-min, 1 /wk

Family

$4.9O-$70
O.R.F.S.

30-min, 1/wk

Family

Family

Based on mkt

15-min, 3/wk

Family
Women
Family

Program stars Gloria Carroll, Frank Bell, Belltones

Kasper-Gordon

15-min, 2/wk
15-min, 1/wk

30-min, 1/wk
Juvenile
Family

Musical variety show featuring name talent

O.R.F.S.

15-min, 1/wk
Family

$1.40-120
$4-$50
O.R.F.S.

30-min, 1/wk

15-min, optional

Family

CASSIDY

O.R.F.S. — on

$6 minimum
O.R.F.S.

15-min, 1/wk

FUN WITH MUSIC

25% Yt hr class A

15-min, 5/wk

Family

FUN FEST

GUY LOMBARDO

15-min, 1 /wk

Kasper-Gordon

30-min, lwk
$12.50-$275

MGM

Radio

station.

SPONSOR

The Program
"JIM AMECHE-STORYTELLER
... 260 15-minute OPEN-END transcribed
programs. Absorbing, educational and true-to-life stories based on little known facts in the lives of the
world's most well-known people.

The Star

JIM

AMECHE

. . . Prominent in radio since 1933, JIM AMECHE

has appeared

in more than 11,000 radio shows! He has starred in countless high-Hooper shows including "Lux Radio Theatre,"
"Grand Hotel," "Mercury Theater," "Grand Marquee," and "Welcome Traveler." The dramatic personality
his voice transmits has created a permanent niche in the high-Hooper hall of fame for the personable
Jim Ameche.

FOR
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lective
TYPE

NAME
HYMNS OF THE WORLD

Religious

HYMN TIME

Religious

IMPERIAL LEADER

Drama

INCREDIBLE, BUT TRUE

Drama

Family
Family
Family
Family

MUSIC FROM HOLLYWOOD
MUSIC IN THE MODERN

APPEAL
Family

Musical

& VINE

MOOD

TIME
15-min, 3-5 wk

$5-$175

PRODUCERS' EXPLANATION

$3.75 minimum

15-min, 1 wk

$ri minimum

Dramatization of the life of Winston Churchill

15-mir, 1-5 wk
15-min, 5 wk

$2-$50

Unusual phenomena which cannot be cxphiinr 1

$7.50-% class-A
On request

Roy Bargy's orchestra, song stvlist Jcannie McK.eon
Popular concert arrangements of standard Bongs

30-min, 1 wk

Smilin' Kd McConnell in inspirational songs, talk

Musical

MUSICAL ROUNDUP

Musical

MY PRAYER WAS ANSWERED

Drama

MYSTERY CHEF, THE
MYSTERY HOUSE

Talk
Drama

NAME YOU WILL REMEMBER, THE

Talk

NEMESIS, INC.

Drama

NEW ADVENTURES OF MICHAEL
SHAYNE

Drama

NICKEL-A-NAME

Aul partic
Comedy
Variety

Family

Adult
\\ omen
Family
Family

NILL AND NULL
NONSENSE AND MELODY
OBSESSION
OLD CORRAL

Sports

ONE I'LL NEVER FORGET

Sports
Drama

ORIGIN OF SUPERSTITIONS
OUTDOOR LIFE TIME

Sports
Variety

PAPPY SMITH & HIS HIRED HANDS
Talk
Variety

PARENTS' MAGAZINE OF THE AIR
PAT O'BRIEN FROM HOLLYWOOD

Musical

PHILO VANCE

Drama

PINTO PETE AND HIS RANCH BOYS

Musical

PINTO PETE IN ARIZONA

Musical

PLAYHOUSE OF FAVORITES

Drama

POLICE HEADQUARTERS

Drama
Drama

RADIO STUDIO MURDER

Drama

RADIO THEATRE OF FAMOUS CLASSICS

Drama

REFLECTIONS

Musical
Musical

REMINISCIN' WITH SINGIN' SAM
RENDEZVOUS WITH DAVID ROSS

Musical

RHAPSODY IN RHYTHM

Musical

RHUMBA RHYTHMS

Musical

& TANGO TUNES

$5 minimum

True stories of how prayer helped people

15-min, 1-5 wk

$2.50-$40
$10-$300

How to eat well and at the same time cheaply

Harry S. Goodman

All-star whodunit; each story complete

Harry S. Goodman

$1.20-$16

\\ ord-portraits of notables in the news

O.R.F.S.

Clever feminine-detective series

$7.50-$300

Mystery, excitement, suspense, but no gore

30-min, 1 wk
5-min, 3 wk

30-min, 1 wk

Capsules featuring a fast-talking comedy team

O.R.F.S.

Comedy review embodying a trip around the world

30-min, 1 wk

50'rc class-A !4-hr

Psychological dramatic program

C. P. MacGregor

15-min, 3-5 wk

Based on mkt

Western variety musical with Pappy Chesire

Frederic W. Ziv

5-15-min, 3-5 wk

Eased on mkt

Real-life sports adventures told by Sam Baiter

Frederic W. Ziv

5-min, 2-3-5 /wk
15-min, 1/wk

$2 minimum

Jack Stevens tells unusual, unknown sports tales

Kasper-Gordon
Broadcasters Prog Synd

Family

Men
Adult
Men
Family
F'amily
Adult

Adult
Family
Family

15-min, 1 /wk

Family
Family
Family

Harry S. Gooiman

Music, down-to-earth comedy, philosophy

SESAC

15-min, 3-5 wk
15-min, 1/wk

Based on mkt

Advice on rearing children from crib to college

Fre Uric W. Ziv
Broadcasters Prog Synd

On request

30-min, 1/wk

Based on mkt

15-min, 1/wk
15-min, 1/wk
30-min, 1/wk
15-min, 1/wk
30-min, 1/wk

Vivid dramatizations of the world's great novels
Thrilling stories of modern crime detection

Broadcasters Prog Synd

O.R.F.S.

Drama against the background of different lands

Jingles

Adult
Family
Fam ily
Family
Family
F'amily
Family

Jingles
Comedy

Adaptations of stories by Zola, Dumas, Ibsen, etc.
Mood music for relaxed, meditative listening

Ray Green
NBC Radio Recording

15-min, 1-5 /wk

$4 minimum

Singin' Sam sings favorites of past and present

Transcription Sales

15-30-min, 1-5 /wk

SONGS OF CHEER AND COMFORT

Musical

IN HIS STEPS

Drama

Mystery story set a?airst a ra^io taekeround

Broadcasters Prog Synd

$3.50-$75
O.R.F.S.

Ross' stories and poetry leading into loved music
Pianistics, vocal sextette, and sinking soloists

Harry S. Goodman

15-min, 1 wk
15-min, 1 wk

O.R.F.S.

South-of-the-border music by Chuy Perez orchestra

Broadcasters Prog Synd
Teleways

$4-$42

Broadcasters Proa Synd

Popular Western singing group

$4 minimum
On request

Wholesome adventure stories for children

Transcription Sales

60-min,
15-min, 6,'wk
1/wk

Fred Robbins' disk-jockey show, plus guest stars

O.R.F.S.

Donald Novis, singer, and Jan Ruoini, conductor

Ray Green
Broadcasters Prog Synd

15-min, 1 wk

$10 minimum

15-min, 1 wk

Sacred, religious music played by full orchestra
Typical Western music starring Shorty Thompson
Fantasy built around a magic lamp
Companion mystery series to "The Avenger"
True stories of espionage, with Jay Jostyn

15-min, 3 wk

$3 $35
$4 minimum

15-min, 1/wk

O.R.F.S.

Kenny Baker, Barbara I.uddy, Irish songs and romance

$5-$35

Open-end singing jingles

$5-$35

Open-end jingles in Latin tempi.

25% class-A h-hr

Variety-comedy with George Jessel, Joan Barton

$5 minimum

Stars gospel singer Richard Maxwell in songs, philosophy

$10- $75

Storv of tolerant, kindly preacher

1-min, unlim
1 -ii i in . unlim
15-min, 1 wk

SOMETHING FOR THE FAMILY

Broadcasters Prog Synd

$5-$64

$10 minimum

Juvenile

NBC Radio Recording

15-min, optional

30-min, 1 wk

Musical

62

$9-$200
O.R.F.S.

15-min, 3-5 /wk

SHAMROCKS

from

Broadcasters EVog Synd

Drama

Musical

request

Western folk music and ph ilosophy

$2.50-$25
$5 minimum

Drama

O.R.F.S. — on

O.R.F.S.

15-min, 3-5 /wk

SECRET AGENT K-7 RETURNS

SINGING BAKERY ANNOUNCEMENTS

Frederic W. Ziv
Broadcasters Prog Synd

Musical

SEXTETTE FROM HUNGER

THE

S. S. Van Dine's sophisticated detective
Songs of the Western range

On request

Adult
Family

SINGING WEATHERMAN,

O.R.F.S.

O.R.F.S.

Musical

Drama

Standard Radio Trans
Serv

30-min, 1 wk

15-min, optional

SEALED BOOK, THE

Dramatized narration by screen star Pat O'Brien
Name vocal, instrumental, and acting talent

15-min, 1/wk

15-min, 3-5 wk

SANTA'S MAGIC CHRISTMAS TREE

O.R.F.S.

15-min, 5 wk

F'amily

SADDLE ROCKIN' RHYTHM

Broadcasters Prog Synd

Stories, advice on fishing, hunting, camping, etc.

Juvenile

Family

Broadcasters Prog Synd

$7-$125

Family
Adult
Family

The truth about popular superstitious beliefs

Transcription Sales

$fi minimum

Family

Adult
Family

O.R.F.S.

Fast-moving audience participation show

15-min, optional

Drama

Musical

Broadcasters' Guil I

O.R.F.S.

RIP LAWSON, ADVENTURER

SACRED MUSIC

Broadcasters Prog Synd

15-min, 1 wk

Family

Musical

NBC Radio Recording

5-min, optional

Musical

ROMANCE OF MUSIC

Charles Michelson

Family

RIDERS OF THE PURPLE SAGE

ROBBINS' NEST

Serv
Standard Ralio Trans

On request

Family

PORTS OF CALL

15-min, 1-3-5 wk

Well-known musical comedies and light operettas
Western, hillbilly, and folk siniing and playing

15-30-min

Family

PERSONALITY TIME

$15 mimmum
On request

Adult
Family

Men

ONE FOR THE BOOK

Standard Radio Trans
Serv
Charles Michelson

15-min, 5 wk

15-min, 1 wk

Family
Drama
Variety

Rasper-Gordon
Unusual Features S

30-min, 1 wk

Family
Family

Charles Michelson

Selected Radio Features

Family
MUSICAL COMEDY THEATRE THE

Teleways
PRODUCER

Dignified program of sacred hymns of all faiths

15-min, 3-5 wk

Family

Musical

PRICE PER EPISODE

Adult

15-min, 1 wk

Family

30-min. 1 wk

Dixieland jazz, plus name guest stars

Radiozark
Walter Bid'dick
Kasper-Gordon
Charles Michelson
Harry S. Goodman
C. P. MacGregor
Broadcasters Prog Synd
Bloch-Joseph
Bloch-Joseph

For bakeries only
Universal
Kasper-Gordon
Harrv S. Goodman

station.

SPONSOR

T

Commercial in Purpose
• • •

on purpose

Built
.

s..
s
e
n
i
us r

B

fo

Sold
to
Sell

NBC SYNDICATED SHOWS are truly commercial
...written, directed and produced by people who know your local
and regional sales picture and special production problems
. . .designed to fill your programming needs : there's an NBC recorded
show for every audience and every advertiser in every market
...priced to fit a modest budget through the NBC cost-sharing feature.
NBC

SYNDICATED

SHOWS

are complete commercial packages,

each wrapped in a record of continued listenership and sponsorship.
Wire or
write today

Bigger than ever
for the football season:
TOUCHDOWN TIPS
with Sam Hayes...
ready for the fall line-up

.Radio-Recording Division

for availabilities
and
full details

RCA Building, Radm City, Wew York • Chicago • Hollywood
Radio Corporatia
of America

FALL

FORECAST

(Continued from

facturers will be using network or
selective advertising by 1 October
1949. Some of the firms that have used

page 27)

a 13-week spin. There's no question
but that insurance broadcast advertising will hit a ten-year high during the
1949-1950 season.
19. Candy sales slumped during
the first halt ot 1949. National
broadcast advertising for sweets has
dropped somewhat, but usually for
reasons that had nothing to do with
sales of the individual confectioner.
Most

leading

candy

and

gum

manu-

broadcasting only as a special promotion, not as a week-to-week sales tool,
will not be back on the air this Fall.
The five-cent candy bar is back and
so is competitive candy advertising.
Since an increasing quantity of
candy is sold through automatic venders, advertising becomes daily more

The reason is obvious. Radio listeners can be sold television sets. Both
TV viewers and radio listeners can be

important in the sweets field — and
there is little question that broadcast
advertising is a potent factor in selling

playing phonographs which will be
available this Fall. Record business
has been off, due to the battle between

an "impulse item" like candy.

RCA and its 45-rpm disks and Columbia with its 3Sy:i-rpm LP disks. This
battle will be resolved with all the more
important recording companies issuing
disks in all speeds, SS1/-^ 45, and 78
dard.)
rpm. (The latter speed is the old stan-

sold records and the new multi-speed

IMPORTANT
ANNOUNCEMENT
TO ALL STATIONS

that will handle all disks, and that's
a new market to be sold via radio and
TV. Admiral, RCA, Philco, Emerson,
and a number of other manufacturers,

SUBJECT:

whose plans have not reached the announcement stage, will be on the air
this Fall.

BLACKSTONE WASHING MACHINE
CO-OPERATIVE CAMPAIGN
+

"BLACKSTONE, MAGIC DETECTIVE," quarter-hour transcribed
program, is again available on a co-operative 50-50 basis
for Blackstone Washing
Machine radio advertising.

0

The strike, which has been in progress these past few months,
has been settled, and the factory is authorizing all distributors
and dealers to reinstate the broadcast of Blackstone, Magic

0

0

If your market is one which hasn't contracted for the Blackstone, Magic Detective program for Blackstone Washers, then
write us immediately for complete details as to how your
station can sell this excellent Blackstone series on a co-operative basis. Or, refer to our letter of October 22nd, 1948,
which gave the information for your market.
Give this your immediate attention, so that you may resume
the Blackstone campaign, or, if you are a new market, get the
campaign started. We will be glad to answer any questions
you may have concerning the campaign. Your immediate
attention is suggested.

CHARLES

MICHELSON,

INC.

Radio Transcriptions
23 West

47th St., New

York

Plaza 7-0695

The public will want a record player

21. Home wares, except for novelties, have not used broadcast
advertising to any extent. On the
other hand, they have used television

Detective on the 50-50 basis as originally established. Contact your Blackstone dealer and distributor for your authorization to resume on the same basis as previously.
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20. Radio and television set manufacturers, after a number of years
of not using the air to sell their
products, have once again scheduled a number of radio network,
TV network, and selective TV and
radio schedules for this Fall.

19, N. Y.

frequently during TV's short commercial life. Over 50 home ware manufacturers are shooting film for TV
which will be made available to their
retailers. In some cases there will
be cooperative advertising allowances
and in other cases the retailers will
have to pay for time themselves.

22. Watches

and

jewelry sales

will be off this Fall. The sales decline will be more apparent in the
jewelry field than in the watch industry. Many watch firms hit new
highs in 1948, while others, out of step
with the times, approached failure.
Prices have been revised and credit
jewelry houses no longer have to adhere to any set down payments.
Longines has two CBS network programs on the air and Gruen will be
partially sponsoring Hollywood Calling
this Fall. Other firms have plans for
network programs and TV sponsorship
but aren't ready to reveal them. Selective time signals, a mainstay of Bulova
and Benrus advertising, continue to
keep these two firms spinning. Both
are using radio and TV. with Bulova
having pioneered the 10-second TV
time break. Elgin is said to be out of
radio and TV. but that decision is
SPONSOR

selective
TYPE

TITLE
IN THE AIR WITH ROGER

Drama

GALE

IT TAKES A WOMAN

APPEAL

TIME

Juvenile air background plot

5-min, 2-5 /wk

On request

Capsule soap operas, each episode complete

15-min, 5/wk

On request

Joey Adams, Tony Canzoneri in comedy variety show

15-30-min, 3-5/wk

Based on mkt

Drama

Women

Comedy

Family

IT'S A GREAT SHOW
IT'S SHOWTIME
JEFF BRYANT

FROM

HOLLYWOOD

Musical
Comedy

AND HIS COWHORN

Drama

JERRY AT FAIROAKS

Drama

JERRY OF THE CIRCUS

Drama

JEWELS OF DESTINY

Family
5-min, 3-5/wk
Juvenile

Family
JIM AMECHE,

Drama

STORYTELLER

Comedy

JOE AND CYNTHIA
JOE EMERSON'S

HYMN

JOE MCCARTHY

SPEAKS

JOHN J ANTHONY
JUDGE

HARDY'S

JORDANAIRES

Musical

TIME

Family
Adult

QUARTET

KAY LORRAINE

TIME

MEMORY

LIFE IN THE GREAT

OUTDOORS

On request

Religious

Adult

15-30-min, 1-7 /wk

From the MGM "Andy Hardy" movie series
Gospel and spiritual singing

Drama
Drama

LINDA'S FIRST LOVE
LIVING PAGES FROM

BOOK

OF LIFE

t THE WESTERNERS

LOVE TALES
MAGIC CHRISTMAS

WINDOW,

Family

THEATRE
BLOOM'S

MARION

Drama

OF THE AIR

Comedy

MARY FOSTER, EDITOR'S DAUGHTER
MUSIC ROOM

Women
Family
Adult
Family

Women
Juvenile
Juvenile

Musical
Drama

OF HAWAII

Drama

McCLEOD

Drama

MIKE-ING HISTORY

Drama

MIKE MYSTERIES

Musical

MIRACLES

Narrative
Variety

PARADE
BUMPLE

Family
Women
Family
Family

Family
Juvenile
Family
Family

Adult
Family

Family

Ken Niles, Gene Morgan, and headline acts

Broadcasters Prog Synd

O.R.F.S.

Famed "Leather Stocking" tale by Cooper

Broadcasters Prog Synd

$9.65 minimum

Noted coach discusses football, predicts winners

Lew Green

15-min, 1/wk
15-min, 1-2/wk
5-min, 1/wk
30-min, 3-5, wk

15-min, optional
15-min, 1/wk

$10-$100
On request
$4-$90
O.R.F.S.
$4.9O-$70
O.R.F.S.
On request
On request

Soap opera now in its 11th year

Harry S. Goodman

The world's most-loved Bible stories

George Logan Price

Tour of London night life

S. W. Caldwell

Popular Western musical with big rural appeal

Morton Radio Prodns

Modern romantic dramas

Broadcasters Prog Synd

Traditional and original Christmas tales
People living under water on a disappearing island
New radio adaptations of MGM
Adaptations of MGM

picture series

film successes; top names

O.R.F.S.

Witty domestic situation comedy

O.R.F.S.

Fast, clean humor smartly paced and produced

15-min, 1/wk

$3-$50
O.R.F.S.

Familiar semi-classical, light-opera music

15-min, 6/wk

On request

Top name bands in popular tunes

15-min, 3-5/wk

Based on mkt

Screen actor Adolphe Menjou and his wife

5-min, 1-5/wk
15-min, 5/wk

Soap opera now in its 10th year

Family

MOVIE TIME

Musical
Drama

THEATRE

Family

Radio

Broadcasters Prog Synd
Broadcasters Prog Synd
Harry S. Goodman
Broadcasters Prog Synd
Standard Trans Serv
Frederic W. Ziv
Broadcasters Prog Synd

Songs by the Troubador, soft rhythm orchestra

O.R.F.S.

Tales of wanderings in foreign countries

15-min, 1/wk

O.R.F.S.

Sol Hoopii arrangements of Polynesian melodies

15-min, optional
15-min, 1/wk

$3.5O-$50
O.R.F.S.

Gripping stories of a great city

5-min, optional

$2 minimum

Famous historical events reenacted

Transcription Sales

15-min, 5/wk

On request

Musical incorporating complete 2-minute whodunit

Lang-Worth
Fred C. Mertens

One-man portrayal of suspense stories

5-min, 3/wk
15-min, 1/wk

$10-$50

Bob Swan narrates stories of world's miracles

O.R.F.S.

Comedy with Don Wilson, Bob Burns, Tizzie Lish

15-min, 3-5/wk
15-min, 1 wk
60-min, 6/wk

Broadcasters Prog Synd
Broadcasters Prog Synd
NBC Radio-Recording
Broadcasters Prog Synd

African jungle mystery', black magic

Family

Radio

MGM

O.R.F.S.

$3.5O-$40
O.R.F.S.

Variety

MGM

15-min, 1/wk

Modern hints and facts for housewives

Drama

NBC Radio-Recording
Broadcasters Prog Synd

5-min, 1-5/wk

Children's stories of Wallie the Walrus, etc.

OVER AFRICA

18 JULY 1949

Frederic W. Ziv

On request

MOON

from

Western adventure story w ith star network cast

$3 minimum

Adult
Family

request

Based on mkt

30-min, 3/wk

Musical

ALMANAC

Transcription Sales

$3-$50
30-min, 1/wk

George Logan Price

Informative, exciting talks on nature

15-min, 5/wk
30-min, 1/wk

Public utility, appliance commercial in drama form

Frederic W. Ziv

$2 minimum

5-min, optional

Aud partic

INSTITUTE

$10-$100

C. P. MacGregor
Broadcasters Prog Synd

Juvenile

DREAMS

O.R.F.S. — on

O.R.F.S.

15-min, 1/wk

King Cole Trio and musical guest stars

Narrative

MOON

HOMEMAKERS

MOVIE WESTERN

15-min, 1/wk

15-min, 1/wk

Women

MORNING

Russell C. Comer

Family

Family
OF FAITH

RUMPLE

Fairytale adventures appealing to children

1-hr, 1/wk

Family

MODERN

Band of a thousand gadgets and gags

On request

Family

Musical

METROPOLIS

MR

Based on mkt

15-min, 1/wk

30-min, 1/wk

Mr. & Mrs.

LANE

MIRTH

15-min, 3-5/wk

Family

Family

MEMORIES
MEMORIES

Juvenile

Musical

MEET THE MENJOUS

MERCER

Drama
Musical

MEET THE BAND

MELODY

Hilarity coupled with music

BROOD

AND REGGIE

MASTERS

Women
Family

Harry S. Goodman

O.R.F.S.

15-min, 1/wk

Comedy
MAMA

Juvenile
Family

Harry S. Goodman

15-min, 1/wk

Family

Juvenile
Family

Radio's versatile songstress, and F>ank Gallup

Radiozark

$7$ 125
$4 minimum

Drama

Comedy

MAISIE

$8-156.25

Elfin character in adventures for kids

15-min, 2/wk

Musical

Drama

$2.50-$25

15-min, 1-2/wk

15-min, 1-7/wk

Drama

THE

MAGIC ISLAND

MGM

Drama
Variety

TOWN

LOUISE MASSEY

15-min, 1/wk

Sports

JIM

Morton Radio Prodns

30-min, 1/wk

Sports
Drama

LEISURE HOUSE

Friendly philosophy, familiar hymns and spirituals

Harry S. Goodman
Broadcasters Prog Synd

Family

Drama

DAME

Situation comedy around Mr.-Mrs. theme

Comedy

Variety

LONDON

15-min, optional

Narration of little-known events in famous lives

Richard H. lillman

LAFF PARADE

LEAHY OF NOTRE

$3-$75
O.R.F.S.

Affiliated Prog Serv

Charles Michelson
MGM Radio

Drama

LAST OF THE MOHICANS

Interesting stories of famous jewels

A favorite program since 1936

Variety
STORIES

Boy's adventures backstage with a circus

On request

$5 minimum

Family

LADY SKY HOOK

O.R.F.S.

Broadcasters Prog Synd
Broadcasters Prog Synd

15-min, 3-5/wk

Musical
Variety

KOBBLERS

Story of a boy at Fairoaks Military Academy

Adult

Juvenile
Family

KINGDOM

Delightful outdoor yarns told by Jeff Bryant

Inside stories by famed baseball manager

Musical

KING COLE COURT

LIGHTNING

5-min, 1/wk

Ray Green
Frederic W. Ziv
Gordon M. Day

$3.25-$90
$2-$30

Men

Variety
HOUSE

KORN

5- 15-min, 1-5, wk

FAMILY

JUM P JUMP OF HOLIDAY

KOMEDY

5-15-min,3/wk

$1.50-$16
O.R.F.S.

Freddy Martin's orchestra and guest stars

Russell C. Comer
Charlie Basch

5-min, 5, wk

Sports
Drama

HOUR

15-min, 1/wk
15-min, 1/wk

Juvenile
Family

PRODUCERS' EXPLANATION

Based on mkt

Juvenile

15-min, 3-5 /wk

Family

PRICE PER EPISODE

PRODUCER

Broadcasters Prog Synd
Transcription Sales
Jack
Parker
Teleways

Musical background to poetic readings
Broadcasters Prog Synd

O.R.F.S.
O.R.F.S.

Headlines from history, anniversaries, noted dates

10-min, 6/wk
30-min, 1/wk

On request

Radio adaptation of Western motion pictures

Music from best Hollywood films, notes about stars

Associated Prog Serv
Associated Prog Serv
Bob Davey

station.
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DOCTOR'S

ORDERS

"D for programming to answer new
r national interest in health. Selfcontained quarter-hours of human interest drama, authentic medical statements. Network production and Casting— but the "star" is your hometown
doctor !

open to change if some other watch
firm seems to be using the medium to
cut into Elgin sales.
23. Farm machinery hit its high
point in sales during the Fall of
last year. Machinery is still selling
well, but it must be pushed and the fact
that it has the International Harvester
label isn't enough any more. A high

For retail druggists, pharmaceutical manufacturers,

percentage
of the nation's
have
still to be mechanized.
To farms
reach these
prospects it will be necessary to produce alower priced line of equipment
and to advertise aggressively. There

insurance, banks — a new
program service listeners
really want.

has been very little "reason-why" copy
addressed to farmers on equipment.
There will be considerable this Fall.

For Medical Societies, Pharmaceutical Associations,

24. Feed and seed sales were high

community welfare — a public relations campaign that
can pay its own way.

See your station
representative or write

UHHIWI
NEW

1T0RK

19, N. Y.

year ago, but is very high in comparison to what it was prewar. There
was some feeling among station farm
directors that there would be drastic

''We wish to compliment you on the high
fidelity of your pressings, the excellent production, and especially on the general idea —
which enables broadcasters to open an entirely new field of revenue." — KRNO-San
Bo nardino.
Write

feature programs, inc.
113 W. 57th ST.,

in the drought section of the country but off in the rest of the nation.
Farm income is 10-15'< lower than a

for audition

RADIO
Howard

cuts in agricultural programing this
Fall. There won't be, except on stations that never should have had farm

package:

PROVIDENCE

Building,

Providence

3, R.

I.

programs to start with. The rural
population will be high grade consumer prospects for at least two years
to come. Since Madison Avenue agencies have discovered the rural market,
farm programs will continue to be

How spot time buyers
benefit from

sponsored, with new advertisers cutmonthly.
ting their wisdom teeth in this field

25. Home appliances are still in

Service- Ads* in S'RVS
Take

this WGY

■"'■'■ "'■'■"■"

great demand. Washing machines,
especially the automatic type, lead the
appliance parade for even the lush
suburban homes install them to avoid

\Wifl

top laundry costs. Refrigerator prices
have been cut to keep pace with the declining price index and as a result they
too are in big demand. However, the
appliance industry is convinced that no
line will sell itself any longer and

ad, for instance. It highspots
WGY

up-to-press-time information on Coverage, Sales
Potential, Audience, Mail Pull, Results, Cost . . .
additional information that helps you when
you're making station selections or that suggests the availability of further data you may
want to consider.
Time buyers tell us such Service-Ads* save their
time, bring them up to date, make it easier for
them to identify the stations that offer the best
possibilities in the markets of specific interest.

...... ©'."..,.
We're doing what we can to get stations
to make real Service-Ads* of all the space
they use in SRDS Radio & TV Section.
For example, the SPOT RADIO PROMOTION HANDBOOK we've just published
describes the kind of station information
time buyers say they want. If you would
benefit from better station promotion,
why not mention the Handbook to your
radio friends. They can get copies from
us at a dollar per.
*Service-Ads in SRDS are informative ads
near listings that sell by helping buyers buy.

STANDARD
333
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RATE

& DATA

SERVICE,

The National Authority Servin&lhe Media-buying Function
NORTH MICHIGAN
AVENUE
•
CHICAGO

Inc.
1, HL.

there 11 be plenty of appliance advertising on the Fall air. both radio and TV.
For the first time in years, some of
the secondary names in the appliance
field will use selective air time to open
doors to house-to-house selling crews
that will be making the rounds. Radio
has been found to be the most superior
door-opener of any advertising medium. Fuller Brush doorbell-pushers of
yeas ago still recall how housewives
sang their program's theme song in
answer to the Fuller Brush salesman's
knock.
(Please turn to 107).
SPONSOR

selective
NAME

TYPE

MUSIC FOR AMERICA

Musical

SONG OF THE WEST

Musical

SONG OF YESTERYEAR

Musical

SONG WITHOUT WORDS

APPEAL
Family
Family

15-min, 1 wk

Juvenile
FamiK
Family

15-min, 2 wk

5-min, 6/wk

SONS OF THE PIONEERS

Musical

SO THE STORY GOES

Narrative

SOUVENIR SONGS

Musical

Family

SPEEO GIBSON

Drama

Juvenile
Family

SPICE OF LIFE, THE

Musical

SPORTS A-POPPIN
STAND BY FOR ADVENTURE

Sports
Drama

STARS SING, THE

Musical

STONEHIU

Drama

PRISON MURDER

Drama

STRANGE ADVENTURE

Drama

STRANGE ADVENTURES

Drama

STRANGE WILLS

Drama

STRATOSPHERE MURDER

MYSTERY

STREAMLINED FAIRY TALES

Family
Family
Family

STORY BEHIND THE SONG, THE

15-min, 1/wk

Adult
Family

Musical
Variety

SONNY AND BUDDY

TIME
30-min, 1 wk

Fam ily
Adult
Family
Family

15-min, 1 wk

Aviation and mystery in the Orient

Broadcasters Prog Synd

Musical-variety show, written entirely in rhyme

$10-$50

News, views, and interviews of the sports world

15-min, 3 wk
15-min, 2 wk

S3.50-S50

A magic carpet to thrilling experiences

NBC Radio Recording

Vic Damone, Kay Armen, Phil Brito, Evelvn Knight, others

15-min, 1/wk

Associate! Pro» Serv

O.R.F.S.

Excellent detective mysteries

Broadcasters Prog Synd

15-min, 1 wk

O.R.F.S.

Dramatizations of the lives of great comrosers

Broadcasters Prog Synd

5-min, 3-5 /wk

$2-$ 10

Dramatic stories narrated by Pat McGeehan

Telewavs

15-min, 1 wk

O.R.F.S.

Strange stories of strange lands
Strange stories of peculiar wills left by people

Broadcasters Pro? Synd
Telewavs

Mystery aboard an airliner

Broadcasters Prog Synd

Brass-band music, military and classical

15-min, 1-5 wk

On request

Homespun philosophy with a friendly approach

THAT WAS THE YEAR

Drama

Adult
Family

THRILLS FROM GREAT OPERAS

Drama

THROUGH

THE LISTENING GLASS

Musical

THROUGH

THE SPORT GLASS

TIME IN RHYME

Sports
Jingles

TIME OUT FOR FUN & MUSIC

Musical

TIME TO SING WITH LANNY & GINGER

Musical

TIME WAS

Drama
Comedy

TOBY'S CORNTUSSEL NEWS
TOUCHDOWN

TIPS WITH SAM HAYES

TRANSATLANTIC

MURDER MYSTERY

Adult
Family
Men
Family
Family
Family
Family

TREASURE OF THE LORELEI

Drama

TROPICANA

Musical

TUNE TIME

Musical

15-min, 1-5 wk
15-min, 1-5 wk
15-min, 3/wk

Family
Family

30-min, 1 wk
15-min, optional

TWENTIETH-CENTURY

SERENADE

Musical

Family
Family

UNCLE EZRA

Talk

UNCLE JIMMY

Drama

Family

UNEXPECTED, THE

Drama

UNSOLVED MYSTERIES

Drama

Adult
Family

UNUSUAL MUSICAL

Musical

VAGA60N0 ADVENTURER, THE

Drama

VAN DAMME QUINTET, LOUISE CARLYLE

Musical

VAN TEETERS, THE

Comely

VARIETY FAIR

Musical

WEIRD CIRCLE, THE

Drama

WESTWARD

Musical

HO

WE THE JURY

Drama

WHAT DIFFERENCE DOES IT MAKE?

Narrative

WINGS OF SONG

Musical

Fam ily
Family

Musical
Musical

Re-ereation of notable events in recent years

$7.50 minimum

Stories played by leading radio actors

Les Mitchel

$4.50-$150
Based on mkt

Little-known facts about well-known people

Morton Radio Prodns

Drama cameos of the world 's greatest love scenes
A favorite instrumental trio, plus guests

Edward Sloman Prodns

$6.60-$7fi.35
O.R.F.S.

Drama around musical highlights from great oreras

Broadcasters Prog Synd

On request

Kaleidoscope of the fnest music written

Lang- Worth

Thrilling moments in sports history

NBC Radio Recording
B loch-Joseph

NBC Radio Recording

S4.5O-S31.50

Songs and banter with Allen Prescott and others
Breezy songs and cheerful patter

NBC Radio Recording

15-min, 1/wk

$1.9O-$20.5O
O.R.F.S.

Historical review of recent years set to music

Associated Prog Serv

15-min, optional
15-min, 1/wk

$3 £inimum

Comedy tribulations of small-town newspaper editor

Transcription Sales
NBC Radio Recording

15-min, 1 wk

$10-$50
O.R.F.S.

Famed sportscaster in series of grid facts, forecasts

Singing time jingles featuring the Debonaires

Detective story with luxury-liner background

15-min, 2/wk
$3 $15

High-seas adventure, piracy, furied treasure

15-min, 3 wk

O.R.F.S.

Latin-American msiuc

15-min, 5/wk

O.R.F.S.

3C-min, 1/wk

On request

5-min, 6 wk
15-min, 1-6 wk
15- Sin, 1-3 /wk

Walter Biddick
Assoc iated Prog Serv
Associated Prog Serv
Stand Radio Trans Serv

$2-$16

Country-style philosophy

Co-op Bdcstg Serv

$5 minimum

Daytime soap opera starring William Farnum

Kasper-Gordon
Universal

25%cla ssA H hr

Drama, adventure, suspense, comedy, variety

$5 minimum

Dramatizations of famous unsolved mysteries

On request

Clever and amusing musical prcram

15-min, 1-2-3 wk
15-min, 3 wk

$5 minimum

Stars Tom Terriss, internationally-known adventurer

$4.30-$50.80

Subtle swing rhythms and lilting vocals

O.R.F.S.

Satire on current social and financial structure

30-min, 1 wk

Broadcasters Prog Syn

Popular concert arrangements of standard songs

15-min, 5 wk

05-min, 1/wk

NBC Radio Recording

Sophisticated music by top small bands

15-min, optional

Adult
Family

Music-variety show localed at mythical fair grounds

25% class A '., hr
$7-$ 100

Fantasy and mystery classics dramatized

Kasper-Gordon
Affiliated Prog Serv
Kasper-Gordon
NBC Radio Recording
Broadcasters Prog Serv
Universal
NBC Radio Recording

5-nin, 5 wk

$10-$50

Curley Bradley, cowboy singer, story teller, philosopher

Wiederheld

15-min, 1-3 wk
5-min, 5/wk

$5-$25

Crime stories, with audience participation

Transcribed Radio Show

$2.50 minimum

Elaboration of choice, unusual news bits

15-min, optional
1-7 wk

$5 minimum

Em ile Cote and his Serenaders, Warren Sweeney mc

Broadcasters' Guild
Transcription Sales

Edward MacHugh singing gospel songs, hymns

Harry S. Goodman

Familiar hymns r>v Gere Baker and Irma Glen

Wiederhold

Family

$3.50-535
1 amik

Kasper-Gordon
Broadcasters Prog Synd

15-min, optional
5-min, 3/wk

15-min, 3-6 wk

Family

YOUR HYMN FOR THE DAY

O.R.F.S.

$3.50-$30
On request

Family

Family

Transcril cd Radio Show

The adventures of Jery Brazen, Texas Ranker

Family

Family

YOUR GOSPEL SINGER

18 JULY 1949

Family

*_>:,

Associated Pro;; Sj rid
Cii
'ore Prodns

lC-sec, unlim

Family
Family

A literate, intelligent whodunit
vi

Harry S. Goodman

$12.50 minimum

15-min, 1/wk

Family
Men

Sports
Drama

15-min, 1/wk
30-min, 1 wk

Women
Family

Modernized versions of well-known fairytales

15-min, 1/wk

Juvenile

Musical

$7.50-5275
O.R.F.S.
$3.50-$50
O.R.F.S.

15-min, 1-3 wk

Drama

Kasper-Gordon
Capico Kapps

O.R.F.S.

30-min, 1/wk

THREE SUNS AND A STARLET

Western group known for its movies, records

15-min, 5 wk

Drama

THIS THING CALLED LOVE

Walter Biddick
Teleways

$15 minimum

Drama

Family

Salon musicale under direction of Mahlon Merrick

O.R.F.S.

15-min, 1/wk
30-min, 1 wk

SUSPICION

Drama

I'rng Synd

Morton Radio Prodns
Associated Prog Serv

TEXAN, THE

Narrative

I'.n. i !r .i |,-i

Broadcasters Prog Synd

Words and music of past and present hit son's

15-min, 1-3 /wk

THIS IS THE STORY

Favorite old-time songs in an old-home setting

Human-interest stories about well-known people

Juvenile
Family

THEATRE OF FAMOUS RADIO PLAYERS

O.R.F.S.
O.R.F.S.

Associated Prog Serv
Broadcasters Prog Synd

O.R.F.S.

Drama

Family

Real cowboy sonis by real cowpunchers

$3~$90

15-min, 1/wk

Family

O.R.F.S.

15-min, optional

Family

Narrative

Star-studded musical revue featuring top radio names

$3-515
$4-$50

Drama

STROLLIN' TOM

PRODUCERS' EXPLANATION

O.R.F.S.

15-min, 3-5 wk

30-min, 1/wk

Musical

PRICE PER EPISODE

Two youngsters on a medicine-show tour

Family

STRIKE UP THE BAND

PRODUCER

5-min, 5 wk

$10-550

1
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WITH

THIS

The Most Sensitive FM Radio Ever Built
FOB

ONLY

ZENITH

Most Sensitive

F

Performance
Superb reception

even on weak signals.

GIVES

YOU

Because of high sensitivity,
areas others miss.

/ No Interference /
/

No whistles, no over-

/

No Special
Antenna

No Static

Even in the worst
storms. Only rich,

With Zenith's patented
Power-Line Antenna,

lap, no cross-talk, no
background hiss.

Whatever has been your experience with FM — whatever FM radio you have ever heard— Zenith t now asks
you to listen to a new marvel of Radionict science.
This all-new Zenith Model is the climax of years
of acknowledged leadership in genuine Zenith -Armstrong FM — that hundreds of thousands know as true
FM — the FM radio that leading FM stations over the
nation rely upon to monitor and test their own broadcasts— truly the FM of the Experts! Now, in a new SuperSensitive circuit that gives perfected performance even
on signals too weak for ordinary sets to catch.
So we say — hear, compare! Be prepared to hear the
most sensitive FM receiver you have ever listened to —
a genuine Zenith-Armstrong receiver at a sensationally low price.
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PUBLIC

THIS

Longer Distance
brings in stations in fringe

THE

glorious tone.

just plug in and play.

The Super-Sensitive "MAJOR''

The lowest price ever for genuine
Zenith-Armstrong

FM! . . . only

♦Suggested Retail Price.
Prices subject to change without notice.

SPONSOR

/

It's on the way up again
The FM fog is clearing

Low price receivers, better promotion,
storecasting, and transitradio all help
The most significant FM development during the past year has been in
the field of engineering. Only recently
have enough first-class sets in lowerprice brackets began to reach the market to give great numbers of people a
taste of FM's unique staticless. fullrange reproduction program. Zenith is
currently leader in production of a
low-price high-quality receiver.
Despite the promotion already done,
by FMA and individual stations, it's
still necessary to educate most listeners
in large metropolitan areas to the fact
that they can hear not only many ( or
all) network shows via FM affiliates
18 JULY 1949

of web outlets, but numerous exclusive shows available only on FM. This
is no problem in those few areas where
because of combined FM promotional
activity and poor AM receptivity FM
is already the dominant system of
aural broadcasting.
Edgar Kobak, former Mutual president, deplored the amount of "blue
sky" being sold in AM coverage.
Nevertheless, there is, compared with
other media, a super-abundance of circulation and sales information available to a sponsor considering AM
radio. This hasn't yet been provided
prospective sponsors to a satisfactory

degree by most FM stations. As Linnea Nelson of J. Walter Thompson,
and others in the trade have bluntly
emphasized,
enough ofinformation on thethere
sales isn't
effectiveness
FM
commercial programing. The FMA has
unfortunately been overly preoccupied
with fights inside the industry and
thus unable to concentrate fully on this
vital problem.
There are more than 700 commercial FM stations in operation in about
450 cities. But these facts don't yet
impress many advertisers — even the
fact that the coverage is as interference- and static-free at night as in the
day — until they can be shown what it
means to them in terms of returns per
dollar invested. This is a joint station
and industry job that will have to be
licked before sponsor dollars flow FMway in the quantities the industry believes itjustifies.
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The public in some localities has
had a growing tendency to regard the
medium as a facility instead of a different and superior form of transmitting a broadcast signal. Thus transitradio and storecasting (see separate
reports in this issue) have already
come to mean something to thousands
whose only notion of FM was ^longhaired" music.
Other thousands, interested either
because they wanted staticless, interference-free reception or FM exclusives, such as sports ( by no means the

only type of exclusive available), became disillusioned by purchasing poorquality sets that performed little better
than AM sets in the same price-range
and which "drifted" regularly. This
situation is rapidly being corrected.
But many advertisers as well as listeners have unfortunately judged the medium by poor receivers.
Another negative that is being corrected isthe bottle-neck caused by retailers whose salespeople have been
woefully ignorant of the FM facts of
life. It hasn't been too long since some

salesmen were actually discouraging
customer inquiries with remarks such
as FM isn't really different from standard broadcasting, that FM is dead
and will soon disappear, etc. These
may be extreme examples of the ignorance and misinformation at one
time widely prevalent among radio retail sales people, but they illustrate why
manufacturers and stations had to undertake a campaign to educate retailers
to the facts about FM.
Numerous FM construction permits,
it is true, have been turned back to
the FCC. as holders realized the system was not going to be the bonanza
once predicted. This trend will not
continue if advertisers can be shown
that in many areas today FM is the
only way many listeners — their customers, or potential customers — can
hear network programs at night is
through the web station's FM affiliate.
The medium is growing steadily. It
still has to be sold.
* -* *
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Storecasting

A nucleus of the Union's quarter million
members, hound by a unique loyalty to
their own station .. .with the prospect of
steadily growing "workshop listening."
Plus consistent growth among all FM
listeners through expert programming.

WILL

TO RELIEVE
To this favorably disposed audience,
a station of inherent social
responsibility must carry conviction.

50%

of WFDR's time in each cycle must be
non-commercial, in the public service.
Selected commercial sponsors will benefit by
the resultant audience receptivity.

MONEY
\^$

TO SPEND

The Union's quarter million members
who earn $17,500,000 weekly rank high
in proportion of a spendable income.
They are alert, progressive,
interested in the commodities
and services of modern America.

WFDR

FM- 104.3
BROADCASTING

CORPORATION

Sponsored as a public service by the
International Ladies' Garment Workers Union
1710
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Broadway,

New York

City, Columbus

5-7000

Point-of-sale FM
developing rapidly
Virtually all storecasting operations
are now serviced by FM stations. There
are still a few marketing spots where
stations and point-of-sale merchandisers haven't come to terms with broadcasters. The Acme Markets of Philadelphia, and 81 independent stores
serviced by Musicall in New York, are
still linked by telephone lines. This is
also true of the Baltimore Markets in
Philadelphia. They are operating their
own storecasting service.
The original Stanley Joseloff Storecast Corporation of America operation
in New England has switched from
land line to being served by WMMW.
Meriden, Conn. Three chains in PittsburghThorofare.
(
Giant Eagle, and
Sparkie) are served by WKJF-FM. In
Chicago there are three storecasting
operations. WMOR serves the Jewel
Food Stores through Consumers Aid.
WEAW serves IGA super markets for
WEAM-FM and WEHF programs for
Storecast's National Tea operation.
In Des Moines, Storadio Advertising services 21 Thrift Way super markets through KSO-FM. In the South.
Winston-Salem's WMIT is servicing a
group of Colonial Stores.
Before the vear is out. giant mar-

SPONSOR

T

The FM picture: Fall 1949
Dots on map
Number

indicate where

FM

of stations in operation

stations are on the air.
in each town

are listed below

..,
Shelby

Hattiesburq
lirton
n.ngham
Gadsden
Huntsville
Lanett
Mobile
Montgomery
Sylaceuge
ARIZONA
ARKANSAS
eiythevllle
Conway
Ft Smith
Jonesboro
Slloam Springs
Utle Rod
CALIFORNIA
Bakersf.ek)

Greenwich
Hartford
Mer.den

San D,ego
San Froncisco

KENTUCKY
Ashland

Connersville
Crawfordsville

I
I
1

Bowling Gree
Henderson
Hopkins*

Marlon
Muncie
New

ILLINOIS
Alton
Aurora

DELAWARE
Wilmington

Washington

5

1
1

Lafayette
Michigan City

Pocatello
Twin Falls

Britain
Haven

Eureka
Fresno

Marysvllle
Merced
Modesto
Monterey
Oakland
Ontario
Pasadena
Redding
Richmond
Riverside
Sacramento
San Bernardcno
San Bruno

Wichita
Topeka

Elkhart
Evansville
Ft. Wayne
Hammond
Indianapolis

CONNECTICUT
Danbury

DISTOF

Long Beech

Savannah
Toccoa
Valdosta

Denver

Berieley

KLos Angeles
Chico

Gain
Co'lu

COLORADO

New
New

INDIANA
Anderson
Columbus

I

Woodstock

San Jose
San Luis Obispo
Santa Ana
Santa Mana
Stoclton

Bloomington
Canton
Carbondale
Centralia
Champaign
Chicago

COL

FLORIDA
Daytona Beach
Ft. Lauderdale
Gainesville
,.lle

Decatur
Elmwood

Evanston
Freeport
Harrisburg

Jacks'
Miam,
Miami Bead
Orlando
Palm Beach
Pensacola
St. Petersbu.
Tallahassee
Ta

Herrin
Jacksonville
Kankakee
La Grange
Mt. Vernon
Oak Park
Peoria
Quincy

ipa
WPalm
GEORGIA
Athens
Atlanta

Rock Island
Springfield
Urbana
Waukegan

Cedartown

ill data as of

1 July

Pari

1949
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Castle

Shelbyville
South Bend
Terre Haute
Wabash

I

,ille
Lou
Madisi
Owens
I

Paduc,
. II.
LOUISIANA

New Bedford
North Adams
Pittsfleld
Westell Yarmoutr
Worcester
MICHIGAN
Ann Arbor
Battle
Creek
Bay City
Benton Harbor

Baton Rou<

Shrevepc

Detroit
Oak
Park
Flint
Grand Rapids

MAINE

Mt. Clemens
Jackson
Muskegon

Lafayette

Washington
IOWA
Burlington
Cedar Rapids
Clinton
Council Bluffs
Davenport

Holyoke

Owosso
Pontiac
Portland
MARYLAND
Annapolis

Port Huron
Royal Oak

Frederick
J
Bradbury Heights ■
Cumberland

MINNESOTA
Wyandotte

Keokuk
Mason City

Salisbury

Mankato
Duluth
Minn-St. Paul
Northf.eld

Siou. City
atir
Waterloo

Silver Spring
'
MASSACHUSETTS

KANSAS

Boston
Brockton
Cambridge
Chicopee

Des Moines
Dubuque
Ft. Dodge

Garden Cit'
Hutchinson
Kansas City

Hagerstown

Rochester
St. Cloud
St. Paul
Winona

Cape Girardea
Jefferson City
Clayton
Kansas City

ipstea

Joplin
Kennett
St,
Joseph
Popular Bluff
St. Louis

I
I
S5

Lockport
Massena
Troy
New York City

Springfield
NEBRASKA

II

Niagara Falls
Ogdensburg
Oswego

Lincoln

I

Omaha
NEVADA

2
1
2
I!
I

Las Vegas
Reno
NEW

HAMPSHIRE

Claremont
Manchester
Nashua
Portsmith

I
2
I
I

NEW JERSEY
Alpine

I

Asbury Park
Atlantic
City

2I

Bndgeton
Elizabeth

I
I

Greenbrook Twp. |
Newark
2
New
Brunswick
Paterson
Albany

2
2

Trenton

I

NEW

Greenville
Gulfport

Greenfield

Jackson
Merldan

Olean
Poughkeepsie
Oneonta
Rochester
Schenectady
South Bristol

YORK

Tur.n
Ut.ca
Syracuse
Watertown
Wethersf.eld
White Plains
N CAROLINA
Asheville
Burlington
Forest City
Charlotte

Rocky Mountain
Wilson
Wilmington
Statesvllle
Fargo
Winston-Salem
NORTH
DAKOTA

r
I
I
i
3
3
2
1
1
1
1
2
1
2

Ashtabula
Bellalre
Lima
Cincinnati
Canton
Newark
Portsmith
Tiffin
Springfield
Toledo
Wooster
Youngstown
Ardmore
OKLAHOMA
Muskogee
Enid
Durant
Tulsa
Oklahoma
Albany

Auburn
Binghamton
Buffalo
Cherry Valley

'
>
5
'

Corning

'

Raleigh
Le.ington
High
Point

1
1

OHIO
Alliance
Akron
Ashland

City

Stillwater
Fayetteville
Goldsborough
Hickory
Greensborough
Gastonia

1
1
2
1
1
1
1
1
2

Reidsv.lle
Salisbury
Roanoke Rapids

OREGON

Henderson

MISSISSIPPI

Fitchburg
Fall River

McPherson

C rtland
DeRuyter
Elmira
nell
Endicott

MISSOURI

Grants Pass
Portland
Eugene

1
1
2
4
1
2

"

1
1
1
6

Altoona
Allentown
PENNSYLVANIA
8ethlehem
Chambersburg
Harrisburg
Dubois
Butler
Easton
Erie

Johnstown
Lancaster
Lebanon
McKeesport
Lewlstown
New Castle
Pittsburgh
Reading
Philadelphia
Pottsvllle
Sunbury
Scranton
Sharon
Warren
Uniontown
Washngton
WHIiemsport
Wilkes-Barre
RHODE
ISLAND
York
Providence

3
2
2
2
1
1
1
2
2
2
2
2
1
1
1
7
7
2
1
3
1
I
2
1
1
3
2
3
4

Anderson
S CAROLINA
Charleston
Columbia
Greenwood
Greenville
Rock Hill
Spartanburg

I
2
1
2
1
1
2

TENNESSEE
Chattanooga
Bristol
Johnson
ClarksvilleCity
Jackson
Kingsport
Knoiville
Memphis
TEXAS
Abilene

1
2
1
1
I
4
1

Amarillo
Nairn
•
Edlnburg
Beaumont
Dallas
Belton
Baytown
Ft. Worth
Harllngen
Galvesl . n

DAKOTA

0

Richmond
Roanoke

Winchester
Beckley
WASHINGTON
Suffolk
Longview
Tacoma
Seattle
Clarksburg
Bluefleld
WEST
VIRGINIA
Huntington
Martlnsburg
Parlersburg

Wheeling
Logan
Morgantown
Hill

1
4

Houston

1

San Angelo
Temple
Longvlew
San Antonio
Lufkm
Teiarkana

4
1
1
I
1
2

Wichita
Falls
Vernon
Salt Lake City
Tyler

Harrisonburg
Crewe
Ogden
Danville
News
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WISCONSIN
Green Bey
Eau Claire
Greenfield
Madison
Beloit
Morshfleld
Jamesville
Milwaukee
Merrill
Neenah

2
UTAH
Arlington
VIRGINIA

Newport

Portsmouth
Norfolk

Oak

Lynchburg
SOUTH

1
3
1
1
1
1
1
2
2

1
1
1
1
2
1

Oshkosh
Racine
Sheboygan
Rice Lake
Wausau
Waukesha
Wisconsin
WYOMING

Rapids

US!
kets in Los Angeles and San Francisco ers in each store have been designed so the advertisers that started with Conwill be served b\ music news, and that it's possible with a "beep" note to sinner's Aid (the list in previous paraspoken advertising. Both the Musical! raise the sound level for the com- graph ) are still heard in the Jewel
and WJZ-TV New York pilot opera- mercial sections of the broadcasts. It's Tea stores and that Stanlev Joseloff's
tions are being carefully studied. The also possible where a number of chains Storecast Corporation has a record of
visual musical shopping service of in an area are serviced by one sta- almost 100/v renewals.
ABC's Eastern key station, a plan of
Modell and Harbruck. serves super
markets in the Grand Union chain.
Most merchandising experts insist
is
market
York
that until the New
really opened, storecasting can't be
weighed as a national advertising medium. There is little question but that
the metropolis will have storecasting
service from an FM station before
1950.
A&P

is currently testing in Pittsburgh and Chicago. The Kroger chain,

one of the food merchandising field's
most active users of broadcasting, is
also testing in Pittsburgh. Both of
these chains are using copy for private
brand items which they control.
Most problems of equipment which
have plagued storecasting operations
have been overcome. The speakers located underneath food bins have been
replaced

with

ceiling

units

tributed throughout the store.

well

dis-

Receiv-

ti°n to cut ori ah* speakers in the chains Also important to broadcasting is
not scheduled for certain commercials, fact that less than half of the users
Indicative of the varied commercials of storecasting are regular broadcast
carried by in-store broadcasting are the advertisers. Since all storecasts are
eleven heard over WMOR in Chicago; heard on the air as well as in the
Borden's Milk, Clapp's Baby Food, stores, these advertisers are getting
Diamond Crystal Salt. Holsum Baked their first taste of the airs effectiveProducts, McCormick Spices, Minute ness. Several are finding that their
Maid Products, My-T-Fine. Salerno- commercials not only are selling at
Megowen Biscuits, Pepsi-Cola, Quaker the point of sale but in other stores
Oats, Reed's Candy. Silvercup Bread, not serviced by storecasting. While
Allen V. Smith foods and Thomas J. storecasting, as a facet of FM radio.
Webb coffee.
was not conceived as a device to introEffectiveness of this type of point-of- duce advertisers to the effectiveness
sale spoken-word broadcast advertising of FM broadcasting, it is doing it
is indicated by fact that practically all just the same.
+ * +
fransitrddio

Over 500 advertisers using new "captive
audience" medium for direct results
Despite equipment

problems

Getting your pressings
when you wcrnf them?
You have

a right to expect speedy

handling of your recording jobs and
pressings — with no sacrifice
Top engineering skill and
are your best assurance of
service you want. At RCA

of quality.
equipment
the kind of
Victor you

get the benefit of:
• The most modern equipment and facilities
in the trade, plus 50 years' accumulated
"know-how."
• High-fidelity phonograph records of all
kinds. All types of Vinylite transcriptions.
• Complete facilities for turning out slide
film and home phonograph type records.
• Fast handling and delivery.

^^Mr^,

which

would have defeated any other major

When you can get RCA "knowhow" — why take anything less?
Send your masters to your
nearest RCA Victor Custom Record
Sales Studio:
155 East 24th Street
New York 1 0, New York
MUrray Hill 9-0500
445 North Lake Shore Drive
Chicago II, Illinois
Whitehall 4-2900
1016 North Sycamore Avenue
Hollywood 38, California
Hillside 5171
You'll find useful facts
in our Custom Record Brochure.
Send for it today!

project

of

its

kind,

transitradio

is

moving along with amazing speed. It's
the first time in the history of radio
advertising that broadcasters have had
an investment in receiving equipment.
Music, news, and commercials are
being fed to public service transportation vehicles in 14 cities with Kansas
City slated to be number 15 this fall.
These are the areas served with the
"official" brand of transitradio service. There are a number of independent operations and a few car-card
sponsored
functioning.transitradio operations also
Stromberg-Carlson is building most
of the equipment and with its experience in building equipment that is required to stand the hardest of service
knocks, it's expected that the Rochester
firm will be able to overcome the equipment failure problems which has beset
some of the areas being transitradio
served.
The May list of transitradio sponsors was nearly 500. Two hundred
and fiftv-six of this half-thousand were
signed by Transit Radio. Inc. since
February of this year. While a high
percentage of transitradio advertisers
are local firms, many of them have
been able to use this "captive audience" form of aural advertising because of the availability of dealerI Please turn to page 87)
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names in new places
Network ratings

No new coverage maps but average
ratings of net works indicate changes
There are no new coverage maps
of the four networks. Sometime this
next December or January, the Broadcast Measurement Bureau is expected
to have the network report for the
second BMB study available. Since
BMB indices provide for recording the
two important factors in coverage —
the ability to hear a station and the
desire to hear a program on that station— the report should indicate effectively the impact of recent switches in
top programs.
18 JULY 1949

In lieu of any coverage basis on
which to report network standing, the
next best index as to how networks
rank can be the Hooperating report
(36) cities and the Hooper standing of
each network in terms of "Total minutes of rated sponsored time by netThe third week in February is usually the peak of the listening season. A
work."
comparison of average evening Hooperatings ( 6 to 11 p.m. I between 15-21
February 1948 and 1949 should show

the trend of listening at least in the
big city telephone homes surveyed by
Hooper.
Average

evening

network
commercial
(6-11 p.m.)
15-21 February, 1948-1949
1948

Network
ABC
CBS
MBS
NBC
* Does

ratings
1949

10.2
4.8

not

include

9.3
13.8
cooperative

11.1
programs

The relative standing of the four networks is also indicated by the number
of minutes they have sold during11.4"the
week rated.
Minutes

of sponsored time
(6-11 p.m.)
15-21 February,
1948-1949
Network
1948
ABC
1045
CBS
1600
MBS
690
NBC
1635

The spread between NBC

9.3*
4.1*
1949
930
1560
500
1575

and CBS
71

2tW0lk
has been reduced during the 12 months
but as of 15-21 February 1948 NBC
still was ahead of CBS. Only a few
of the programs which switched their
networks had been on CBS for any
length of time so the full impact, rating wise, of the switch. Beside there
are other programs due to make their
CBS debut this fall which should intensify the switch towards Columbia.
Naturally it all depends upon what
NBC developes in the way of new
programs. Hollywood Calling may
build a great Sunday night listening
habit just as Stop the Music has for
ABC. A number of new NBC dramatic programs show great promise in
the audition stage. NBC is working
hard also on a number of comedy
variety programs and if it has any of
the success that CBS has had with
programs like My Friend lrma. the
relative standing of the two networks
can continue neck and neck as they
have been for so many years.
The second Hooper report for June
in the average-evening-ratings of commercial programs gives a greater edge
to CBS than the mid-season rating.
Many of NBC's top programs were off
the air when this report was made.
Regardless of the reason, the four networks had to face the following Hooper
comparison:
Average

Network
ABC
CBS
MBS
NBC

evening

network
commercial
(6-11 p.m.)
15-21 June
1948-1949
1948
5.0
6.0
3.6
7.3

ratings

1949
5.4
6.5
2.4
5.5

These "average ratings" cover the
following minutes
of sponsored pro-

gram time:

Minutes Hi-11
of sponsored
p.m.)

15-21June
Network
ABC
CBS
MBS
NBC

sequencing principles established during the years he worked with CBS pro-

time

1948-1949
1948
755
1335
540
I486

1949
765
1500
360
1485

Thus for the summer, CBS appears
to have been the network to have held,
or sold, the largest number of commercial minutes. ABC had added ten
minutes to its commercial time in
June, with NBC holding its own and
MBS suffering the greatest loss, 180
minutes of commercial time.
There's nothing static about broadcast advertising from a network or
any other basis. While Hooper figures
have been used in this report to show
what's happened since the last Fall
Facts edition of SPONSOR was published. Nielsen's figures are reported
to indicate just as great a shift in
audience. The U.S. Hooperatings
(Hooper's projectable ratings) do not,
because of difference in network facilities, show as great a shift as the 36City telephone coincidentals. U.S.
Hooperatings were average figures for
January-February 1949 and thus could
not show the real effect of program
shifts that started during the first week
in January.
There's no question but that the network picture is changing. The only
possible way to make certain that a
time-buy is the best is to know what
happened last week and have the figures of what happened a year ago as
a comparison.
Everything is relative, but don't depend on last year's data.
* * *

All chains now building their own shows
in industry's program sweepstakes

man's mantle they donned three years
ago after their gradual abdication over
the years. House-built shows will be a
major factor in NBC program tactics
this fall, just as they have been at CBS.
ABC will rely strongly on its own packages in its drive to capture audiences
— and sponsors — with budget-conscious programs. Part of ABC strategy

74

No network program executive
thinks agency and independent producers can't (or shouldn't! take a
major role in producing shows for
network sponsors. They'll privately
admit it keeps them on their toes.
Nets can often produce shows in a
given price bracket more economicallv
by using staff people who have several assignments. They also have more
opportunities to give a program air
time to build an audience. Sponsors
are less resistent to buying a showr they
can't control I move to another network, ifit is built up on the air before
it is offered them ) .
But networks have to have proved
audience producers, whatever the
source. They feel they have what it
takes to produce audiences: creative
people and facilities for testing and
showcasing.
* + *

Independent packages

Producers not too
radio interested
This year shows a sharp downward swing in the number of live package programs available from independent producers. One reason for the
quantitative decline in this field is the

Net -built programs

With house-built packages increasingly important to web economy, networks are still sharing with agencies
and independent producers the show-

This won't mean an overnight revograms. lution in MBS programing. Renovation will start from stratch in September and proceed gradually. Another
approach will be to add a sprinkling
of shows with star appeal.

is to make Wednesday night the mystery-adventure session of the week.
Mutual, with revamped program department and program policies, w ill attempt to compete for radio ears by

constantly increasing number of network-built programs. Independent producers are more and more up against
network feeling that the webs' ability
to build a show and keep it running
and increasing its audience is most
important in establishing salable properties for sponsors.
With the greater number of netproduced programs, and the resultant
decrease in time availabilities, the in-

applying the block-programing technique to both day and night sequences.
The new program outlook for MBS

dependents are turning to TV production. In some cases, independent producers offer AM and TV versions of

is sparked by program director William Fineshriber. who moved over
from Columbia where he was program
department manager. Fineshriber plans

the same show; in other instances, in-

to apply

program-building

and mood

dependent concentration is on TV solely. The latter course might seem to be
the ultimate salvation for independent
producers.
* + *
SPONSOR
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UZZING DOWN to California, we find all the roses

• LL the bells in Bellingham won't make more
noise for you in this Washington fishing center than
ABC. For ABC rings the bell with 69% of all the radio
families there, says BMB. In 42 Coast towns (inside and
outside) ABC has 50% or better BMB penetration.

in Santa Rosa hardly outnumber the ABC fans there. It's
a honey of an audience, says BMB, for 81% of the radio
families are regular ABC listeners. Big towns or small,
on ABC you reach them all (and sell 'em) .

On the coast you cant get away from

ABC
FOR COVERAGE . . . ABC's booming Pacific network
delivers 228,000 watts of power— 49,250 more than the
second-place network. This power spells coverage —
ABC primary service area (BMB 50% or better) covers
96.7% of all Pacific Coast radio homes. And ABC's
Coast Hooper for 1948 was up 9% of better both day
and night.
FOR COST.. .a half hour on ABC's full 22-station Pacific
network costs only $1,228.50. Yet you can buy as few
as 5 stations for testing or concentration. And ABC

ounting ALL the Marys in Marysville is a cinch
compared to totting up the ABC fans there. Yet BMB did
it and found 72% of this California town's radio families

is famous for the kind of audience-building promotion
that helps slice the cost-per-listener.

have the ABC habit... and it's a good one for you to get,
too, if you want primary coverage of 96.7% of all Coast
radio families.

ABC
18 JULY 1949

PACIFIC
New

York:

DEIaware

Whether you're on a coast network
or intend to be— talk to ABC

NETWORK

7 West 66th St. • TRafalgar 3-7000 — Detroit:

1900— Los Angeles:

6363 Sunset Blvd. ■ HUdson

1700 Stroh Bldg. ■ CHerry 8321 — Chicago:
2-3141— San Francisco:

155 Montgomery

20 N. Wacker

St. * EXbrook

Dr.

2-6544
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Availahh* liul«*p«Mi€leiit Live* Package
TITLE

TYPE

ACT FOUR

Aud partic

ADVENTURES

Drama

OF FU MANCHU

Musical

BACK HOME AGAIN
BATTLE OF WORDS

APPEAL
Family
Family
Family
Family
Family

BIG JOES HAPPINESS EXCHANGE
CIRCLE C RANCH

Disk Jockey
Variety
Quiz
Drama

DREAM STREET

Drama

FOX AND HOUNDS

I '"i partic
I>
Aud

WALTER GREENTREE

15-min,2-3/wk

On request

30-min, 1 wk
30-min, 1/wk

On request

3-hrs, 7 wk

Family
Family
Family

30-min, 1/wk
30-min, 1/wk

Aud partic

HELP YOUR NEIGHBOR

Talk
Drama

HERE'S HEIDY
HINT HUNT
HORATIO ALGER, JR
HOUSE OF DISTINCTION
LAFF LAB

\\ nmeii
Juvenile

Aud partic
Drama

Women
Family

Drama
Comedy

Women
Family
Family

News

WILLIAM LANG

Family

LET'S PLAY REPORTER

Aud partic

MASKED SPOONER. THE

Musical
Variety

Women
Family

Aud partic

Juvenile
Fam ily

MEET MY SISTER
MERRY GO ROUND QUIZ
MOVIE AWARD

Aud partic

MUSIC BOX TALES

Musical

PEOPLE, PLACES AND THINGS

Narrative

SEARCH FOR A STAR

Drama

SOMETHING

News
Variety

TO TALK ABOUT

STATE FAIR
Comedy

THOSE WEBSTERS

Family
Family
Family

THREE THIRDS OF A GHOST

Aud partic

TOM SAWYER SMITH

Drama

WHAT DO YOU THINK?

Drama

WHIRLAGIG

Drama

DON WRIGHT CHORUS

Musical

REGIONAL

NETWORKS

(Continued from

page

Western variety musical with DeZurik Sisters

Gainsborough Assocs

Dramatic show with a dream format

Basch Radio & TV Prodns

On request

Part of audience participates, shares in profits
Stars Eddie Mayehoff as small-town store-owner
Quiz show with laughs, prizes, and forfeits

15-min, 5/wk

On request

Judy Logan with informal chit-chat, interviews

15-30-min, 1-5/wk

On request

30-min, 5/wk

Juvenile
Family

52)

While this doesn't hold true of basehall, it is on the other hand necessary
to hand-tailor the nets for following a
specific team in order to realize the
maximum from fan interest in each
club.
One of the earliest users of the custom-built web for sports is Atlantic
Refining Company that is famous in
the East for collecting on the fierce
loyalities of high school as well as
collegiate sports fans. They have also

Fantasies, childhood tales narrated by Heidy Mayer

$3350
$2500
$1500-$2000

Serial juilt around beauty-salon proprietress

On $1750
request

Bill Thompson emulates people's foibles
Newsworthy feature stories narrated by Lang

15-min, 1/wk

Gainsborough Assocs
Feature Prodns
Charles Michelson

Meretoforc untold stories of the famous Alger

Lewis & Bowman
Mitchell Gertz
Claude Barrere
Basch Radio & TV Prodns

30-min, 1 wk

On request

Quiz show with newspaper-office background

15-min, 1-3, wk

On request

Much-puolicized Spooner does romantic songs

Jack Rourke Prodns

30-min, 1/wk

On request

Comedian Eddie Mayehoff, Betty and Jane Kean

John E. Gibbs

30-min, 1/wk
30-min, 1/wk

Children's quiz, comedy characters asking questions
On $2000
request
$2500
On request

30-min, 1/wk
30-min, 1/wk

$3500
On request

30-min, 1 wk

Junior Programs, Inc.

Quiz questions based en film stars and stories

Jack Rourke Prodns

Humorous fairytales in operetta form

Junior Programs, Inc.

Narrations for youngsters by William Lang

Claude Barrere

General quiz; two teams in baseoall setting

Feature Prodns

Search for movie talent via auditions

John E. Gibbs

Unusual news items, human-interest stories

Feature Prodns

30-min, 1/wk

$1600

Barn-dance type of program; community singing

Leslie Clucas

30-min, 1 wk

$4500

Family-type situation comedy

Leslie Clucas

30-min, 1/wk

On $4500
request

Well-known spelling game adapted to radio

30-min, 1-3-5 /wk
15-min, 5/wk

On $1500
request

30-min, 1/wk

On $2500
request

custom-built

nets

for

Two boys trying to live Tom Sawyer's adventures
True cases of mental and psychic phenomena

Junior Programs, Inc.
S. W. Caldwell

baseball

and

The kind of event leading itself best
to the per-occasion web is one that
would lose its impact unless aired live.
Obviously such a net isn't ordinarily
put together where existing facilities
cover the area desired and where rival
commitments interfere. The fact that
such instances do often interfere makes
the regional custom-built chain a must
for certain advertisers. -* * +

{Continued from

Basch Radio & TV Prodns

Familiar music by 14-voice mixed choir

football.

INDEPENDENT

Feature Prodns
Junior Programs, Inc.

Suspense and humor stories for 8-14 years olds

STATIONS
page 46)

sponsored Boston's two major league
baseball teams in New England with
Narragansett Brewing Company. Most

borhoods that does intensive selling
within its own bailiwicks. It may be Eli

of Atlantic's approximately s,'i( )().()!)()
a year for broadcasting is spent for

Godofsky's WHLI at Hempstead, N. Y..
WFAS
in White
Plains, N. Y., or
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Basch Radio & TV Prodns
Sels Prodns

30-min, 1/wk
Juvenile
Family

Basch Radio & TV Prodns
John E. Gibbs

Chuck Acree show with strong feminine appeal

30-min, 1/wk

15-min, 5/wk

Adult
Fam ily

N.Y.

M. W. Ellsworth

Audience determines outcome of suspense mysteries

On request

15-min, 5/wk

WOR,

On request
$200(1
On request

30-min, 1 wk

Juvenile

Aud partic

QUIZ BALL

Roy W. Dickson

Disk-jockey show with a public-service angle

On request

15-min, 2-3-5/wk

Basel] Radio & TV Prodns
W. M. Ellsworth

Unique quiz program with new twists

30-min, 1/wk
Juvenile
Family

Sels Prodns
People's critiques of plays or movies in interviews
Dramatization of the famed Sax Rohmer stories

30-min, bwk

Family

GUESS APPEARANCE

$2000
On$2500
request

30-min, 1 wk
30-min, 1 wk

PRODUCER AND OR
SALES REPRESENTATIVE

DESCRIPTION

Folk-music show featuring radio name acts

30-min, 1/wk

Family
Family

CROSSROADS

PRICE

TIME

Programs

WPAT in Paterson, N. J. Or it may be
a station in Chester, Pa., or any one
of hundreds of stations on the fringe of
a great city, yet dedicated to the problems of its own 25 miles. The station will not have a Hope, a Benny,
a Lux Radio Theater, a Stop the Music
or a Shadow, but it will have an awareness of the need of its community and
it will do something about it.
It's a more difficult problem to buy
time on independent stations than it
is on network outlets. That's because
networks have a leavening effect on
their stations. There is a great variation
in the effectiveness of NBC stations for
instance, but there is apt to be more
variation than in the case of independents. The non-network stations
are sometimes very good and they are
sometimes

just

apologies

for

broad-

SPONSOR

Ugh... no (sob) ...KJR"
KJR doesn't reach everybody!
But KJR does blanket the rich western Washington market,
where 1,321,100 radio listeners enjoy one of the world's
richest-per-capita incomes.
Best of all, KJR's 5000 watts at 950 kc. cover the important area that any 50,000 watts would reach (check your
BMB).
And "the beauty of it is" — it costs YOU so much LESS!
Talk with AVERY-KNODEL, Inc., about KIR!

for Western Washington. ..An Affiliate of the
American Broadcasting Company
18 JULY 1949
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cast advertising outlets. Because many

and the baseball audience for the night

of them haven't BMB coverage reports
as set. and because the BMB reports
that many do have do not accurately
reflect their impact, a timebuyer must
personally know each independent or
else buy mongrels along with pedi-

games is many times what it is for

greed stock.
The reason why BMB reports frequently do not reflect the real impact
of the non-network stations is because
many of these independents do not
have star names to capture the imagination of their listeners. They just
day-in and day-out program music,
news, and sports that the listeners want.

d
«
°
c
e
an SPercentage
• f
Highest
increase in Hooper
Ratings*
Lowest cost per
thousand Radio Homes

Serving 90% of the
market at 50% of
regional

*

rates.

Only Savannah station to
show an increase in all
rated time periods.
(Hooper Station Audience
Index -Fall 1948)

It's the Bennys. Hopes, and Charlie
McCarthys who plant themselves in the
memories of their fans. These name
programs help to implant the call letters of the stations over which they are
heard in the minds of listeners. They
build good BMBs. It's more difficult
for a non-network station to achieve
this recognition. Even if an independent is among the top-rated stations, it's apt to have a far greater audience that its index indicates.
For years it has been admitted that
the independent stations with baseball,
basketball, football, and hockey gathered audiences. Emphasis was usually on the baseball broadcasting and
naturally on the fact that this meant
only
topnow.
daytime
audiences.
changed
Baseball
is just as That's
much
a nighttime event as it is a daytime.

ABC

AFFILIATE

Winner 1948 George Foster Peabody
Award for Outstanding Public
Service by a local station.

73

games. Professional football is switching a little bit at a time to the "under
lights" routine, and it too will contribute to the audiences of non-network stations. Its possible for the
webs to carry Saturday afternoon football games because the networks generally haven't been too successful in
selling Saturday p.m. time. Friday
night, on the other hand, has been a
good network commercial time. There
isn't any one of the seven nights a
week on which a network could afford
to broadcast a football game. Then
it must also be considered that the
"big" games are for the most part
games with local or regional appeal.
There are very few games, even Bowl
games, that appeal to the entire nation. Thus they build great audiences
for non-network stations because these
independents broadcast home team
Buying broadcast advertising time is
the toughest media assignment at any
games.
agency. It's the hard-fighting, bigaudience-delivering non-network stations that have made it so difficult.
(TV hasn't helped either. I

* + *

Transcriptions

Bettor names, better prices, better
use of library services, mark Fall 1949
Despite the fact that radio is being
unreasonably and inaccurately sold

Ask any Adam J. Young
office for all details.

the daytime innings. Football hasn't
become as much a night game as baseball. \et Friday nights in many sections of the country during the football
seasons see great listening audiences
tuned to the Friday night college

short in the face of the growing television onslaught, the transcription
field is heading into what appears
unquestionably to be its biggest year.
One strong factor that will make
the 1949-50 season a banner year for
e.t.'s is the considerably improved
quality of syndicated transcriptions.
Up to this year there was very little
available among recorded programs
that was really new. The trend was
toward proved vehicles which in many
cases had been available for years.
That picture is changing n«w. New
quality shows are being made available by top e.t. firms like Frederic W.
Ziv. Harry S. Goodman
Productions.

and the Bruce

Eells-administered

Broadcasters
Syndicate.byZiv's
expansion is Program
best exemplified
the
new and successful Meet the Menjous
Mr.-and-Mrs. program I screen actor
Adolphe Menjou and his wife. \ erree
Teasdale l . Goodmans Rendezvous
uith David Ross and Jim Ameche,
Story-teller are both brand-new productions of network caliber.
Broadcasters Program Syndicate,
formed last year, offers its 150 station
members programs such as Pat
O'Brien From Hollywood and Frontier
Town, plus 73 other program series.
Another major move in the e.t. field
is the entrance of Metro GoldwynMaver Badio Attractions with eight
new
top-talent transcribed
programs
SPONSOR

starting about 1 September. All with
a Hollywood slant, and utilizing
MGM's will
stars
and properties,
shows
be offered
to stations these
at a
lower cost than any other programs of
comparable quality, according to MGM
Radio Attractions.
More and more transcribed shows
are now available for a greater number
of weeks and a greater number of
times a week. Advertisers thus have
the opportunity to make their sponsorship of these programs mean much
more over a 52-week period than they
could over 13 weeks. Pricing e.t. shows
in keeping with station costs is still
another factor in the increased importance of syndicated transcriptions in
agency and advertiser plans.
The disk-jockey fad of a year ago
has simmered down considerably. The
1949-50 e.t. outlook shows nothing like
the 1948 scramble of name bandleaders such as Tommy Dorsey and Duke
Ellington to do transcribed programs.
This significantly points up the fact
that disk-jockey shows are primarilv
a local-station operation.
There's no doubt that the coming
season will be a transcription year.
That's because more quality and care
are going into their production, and
prices are being kept commensurate
with station time costs.
There is still a major problem that
faces a sponsor or an agency that desires to find the ideal vehicle for a
specific product in a specific market.
There's no central transcription clearing house to which the advertiser or his
agency can turn to obtain audition
disks of the available programs of the
type best suited to his product or his
market. Even when the advertising
radio director finds a program which
he feels fills the sponsor's need he often
as not finds that it's not free in the
very markets he must cover.
The Fall Facts transcription directory covers five full pages, yet sponsor
makes no pretense that it's complete.
Even if it were, there is no indication
that it's available in the markets that
a specific advertiser desires, or that it's
the ideal show for the product involved.
Yet the directory is the most complete
of its kind. Every program listed is
actually on disk. Every series indexed
is complete and ready to go to work
for an advertiser. There are no "if"
programs among the many hundreds
reported.

It's time for transcription clearing
* * *
housa e.
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SALES!

That Makes

WIOD's
e nergy
is
directed up and down
the Florida East Coast -- the most
heavily populated section of
Florida. This is your market!
Check the backgroun
and the history of WIOD. Learn
why WIOD is the top station in
Southeast Florida.. .by every count!
For a complete and
detailed analysis of the radio
situation in Miami. ..call our Rep.
George P. Hollingbery Co.

James M. LeGate, General Manager

5,000 WATTS • 610 KC • NBC

WMT couldn't locate
an account exec in Agency

(IOWA)

. . . but there are plenty of big time
buyers there. They buy what they
need — and have enough to buy
what they want, because necessities
and luxuries are amply provided
for in their high per capita income.
Agency, plus
other communities, adda upthousand
to WMTland,
one
of the nation's most prosperous
markets, well-balanced with farm
and industry income, well-covered
with Iowa's best frequency — 600 kc.
Though far from Fifth Avenue,
the mv
1,121,782
WMT's
2.5
line arepeople
worthwithin
the attention
"**wVe»C
of agency men interested
in expanding markets. Get full details
from the Katz man about Eastern
Iowa's exclusive CBS outlet.

t
WMT
^*>cv*^v«^
>*sX>K*v.

■»^pa»

>m3\.>^a

CEDAR
5000 Watts
BASIC

RAPIDS
600 KC.

COLUMBIA

Day & Night
NETWORK
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over-all
Contests and offers

los international, promotion in the
early summer of 1949. Church groups,

Smaller direct-result sales promotions
replace giant prestige give-aways

women's clubs. Boy Scout troops discovered, via P&G's nighttime and daytime shows, that they could raise
money for themselves by collecting
P&G wrappers. P&G paid off on Duz,
Ivory Flakes, and Camay boxtops and
wrappers at the rate of Yzi apiece,
with cash awards in addition for the

The

mammoth

radio contests of

previous years, almost without exception, were not a factor last season in
the promotion plans of the country's
leading broadcast advertisers. Instead.
the emphasis in the mid-1948-1949
period was on smaller contests, run
more frequently. A sizeable increase
in the number of premium offers on
the air, both in radio and TV, could
be traced almost directly to buyers'
markets in foods, drugs, cigarettes,
and soaps, fields in which the seller no
longer had things all his own way.
With the success of the contest-charity
drives of Truth Or Consequences (the
various switches on the original "Mrs.
Hush'' idea I on the record, there was
an increase too among contest-users of
the various forms of promotions and
air contests that tied-in with national
charity drives. At the local and regional levels of broadcast advertising, the various contests and offers
continued to be largely a reflection of
what was being done nationally.
The first major contest of 1949 was
a Lever Brothers affair, which offered
travel-hungry Americans a world
cruise (or $10,000 cash!, 15 roundtrip jaunts to Europe, and other cash
prizes. Although the two-line jingle
contests run by Lever during 1948
worked well, the travel contest took
the familiar form of the 25-word letter
requirements. The contest received
wide promotion, being plugged on all
of the various Lever nighttime network shows.
Helbros, a new figure in the air
contest field, offered a Kaiser-Frazer
car and an all-expense trip to New
York as the big prize in a somewhat
similar contest aimed at Americans
who have an urge to travel a bit. Like
Lever's travel contest. Helbros' contest
also used a 25-word letter.
Procter & Gamble, perhaps the largest user of contests and offers in
broadcast advertising (8-12 big promotions annually; smaller premium
offers every few weeks), combined the
straight "Name-so-and-so" type contest and the premium offer during
the spring season of 1949. Three
P&G wrappers or boxtops brought the
contestant a package of new-type red
zinnia seeds. At the same time, a con-
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test was held for a name for the new
flower, with $25,000 as the first prize
(Total prizes: $50,000.) The contest
was promoted via eight P&G daytime
serials. To break any ties, contestants
had to write the usual 25-word letter
about their "favorite P&G product for
housecleaning," a bit of promotional
timeliness that P&G uses every spring
when American homemakers
clean their homes.

spring-

Largest straight contest in the 19481949 period covered in this report was
that of Colgate-Palmolive-Peet, which
ran a " '49 Gold Rush Contest" on
three network nighttime programs.
For a wrapper and a 25-word letter
about any C-P-P soap product, listeners had a crack at a $100,000 prize
list, with a first prize of $49,000.
This C-P-P contest was the only one
among network advertisers that made
any serious attempt to battle the big
jackpot come-ons of give-away shows
like Stop The Music and Hollyivood
Calling, the major reason for the falling-off of mammoth money-prize contests among national air advertisers.
The contest-charity promotions were
bigger and better. Typical of these
was the contest run on Jimmy Fidler's
Hollywood gossip show by Carter
Products. A "Mystery Star" had to be
identified from air clues, after which
listeners wrote a 10-word slogan and
sent it in with a contribution for the
"National Kid's Day Foundation," a
project near and dear to Fidler's heart.
Ralph Edwards had another series of
charity tie-ins, one of the outstanding
being the "Whispering Woman" gimmickShe
(
had to be identified on a
long-distance call to listeners). Listeners wrote letters urging support of
the American Heart Association, sending a contribution with it. Best letters
received weekly got the pay-off call.
Recently. Lever Brothers whooped it
up for a charity-type promotion in
which listeners to Bob Hope's show
mailed in two Swan wrappers to
Levers. For every two wrappers sent
in, the soap firm sent a cake of Swan
overseas to needy families. Although
it was a necessary and worthy cause,
and the public received nothing, it still
sold over 1.000.000 cakes of Swan.
Procter & Gamble bad a similar, if

largest collections in various states.
Preliminary reports show that the promotion was a success.
Bromo-Seltzer, a frequent buyer of
broadcast advertising, modelled a national sales contest on radio and TV
air contests. Druggists only were offered $2,500 in prizes in a campaign
designed to promote Bromo-Seltzer as
a good seller. The requirements: Set
up a "Profit Planagram" display during the run of the contest; complete a
25-word letter beginning — "I consider
Bromo-Seltzer a good display item
because ..." It boosted sales interest, but radio gets credit for the airoriginated formula.
Radio and TV premium promotions,
primarily sampling devices and quick
methods of capitalizing on weeks of
steady air-selling for a product, are
on the upswing. Two of the latest
efforts in this field are typical of the
promotional field days that good premiums afford. Lever Brothers is currently promoting a tie-in between
themselves and Westinghouse Electric.
In return, some 60.000 Westinghouse
dealers are arranging promotions with
local grocers. Under the plan, the
housewife who sends two wrappers or
boxtops to Lever will get a certificate
worth $2.00 toward the purchase of
a wide line of Westinghouse appliances. Lever Vp Walter McKee enthusiastically calls the promotion:
"... one of the most powerful salesbuilding devices in the history of soap
and shortening advertisings." Airwise.
the promotion will be plugged heavily
on Big Town and Aunt Jenny during
July and August, months traditionally
"off" as far as appliance sales go For
this reason, the promotion is a hit w ith
Westinghouse dealers.
This month too. Kellogg, one of the
largest of cereal broadcast advertisers,
is promoting a new series of on-thepackage premiums that is based on a
tie-in promotion. On the bottom of the
new Kellogg Variety Package is the
first of a series of movie star and costume cut-outs. On the sides of the
individual boxes are more cut-outs of
{Please turn to page 86)
SPONSOR

networ

Available Network Package Programs
Yes
TITLE
MEL ALLEN
AS OTHERS SEE US
B-BAR BRANCH

TYPE
Sports
News
Drama

APPEAL
Familj

BREAKFAST WITH BURROUGHS
BROADWAY'S MY BEAT
CHARLES COLLINGWOOD
BILLCOSTELLO

Drama
Quiz
Comedy

Juvenile
Family

News
News
Detective
Drama

DRAGNET

Detective

EARN YOUR VACATION
Commentary
Quiz
Drama

THE EYE

Detective

GARDEN GATE

Commentary

GREEN LAMA

Drama

IT PAYS TO BE IGNORANT

Comedy

LADIES BE SEATED

Aud partic

HAWK LARABEE

Drama

LEAVE IT TO JOAN

Comedy

LARRY LESUEUR

News

JOHNNY LUJACK
ROBERT Q.LEWIS

Comedy
Drama
Variety
Drama

MARTIN & LEWIS

Comedy

CBS
CBS

10-min, 1/wk

Adult
Family

Adult
Family

Family

YOU ARE THERE

Drama
Drama

Sunday morning headlines at 11:05 a.m.

$5000

$1200
$4000-$5000

CBS
30-min, 1/wk

Family

CBS

Juvenile
Family

$2675
30-min, 1/wk

CBS
ABC

Family

CBS

Family

CBS
NBC

Family

MBS
ABC
NBC
NBC

Family

F'amily
Family

Adult
Family
Family
Family
•Family

Family

CBS
CBS

Starring Tom Moore

Yes

Western adventure in resettled ghost town

Yes

New series starring Joan Davis

Yes

Notre Dame star in kid strip

30-min, 1/wk

On $8000
request

Saturday's news to 6:45

Lewisian whimsy a la zany
No
Yes
Yes

Stories with Hollywood background, each episode complete
Situation comedy

30-min, 1/wk

$10,000

30-min, 5/wk

$1750

Yes
Yes

Based on stories from Modern Romances magazine

30-min, 1/wk

$4200

Yes

Family situation comedy revolving around wife

$5000
$5000

Yes

Faye Emerson, not quite silent

Yes

Emphasizing mystery angle

|

Musical quiz

Yes

$300O-$4O00
$300
15-min, 5/wk
$3700 $2500
per % hr

60-min, l,wk

Stories of love and romance

Yes

With Bobby White & group

Yes

$5500-$6000
$880
$2600-$3000

Yes
Yes

-•.-.i
$1500 n in
$650
$1200
$2000

30-min, 1 , wk
$5900

Pyramiding cash prizes instead of merchandise
Adaptations of famous junior classics
Talent clinic

On request

15-min, 1/wk

30-min, 1/wk

Similar to Stop The Music; phone gimmick
Kids and their pets

30-min, 1/wk

15-min, 5/wk

Interviews, news scores

Yes

30-min, 1/wk

30-min, 1/wk

Fun & prizes
Records, chatter

Yes
Yes

15-min, 1/wk
30-min, 1/wk

15-min. 1/wk

CBS
CBS

Yes
Yes

$2950

30-min, 1 wk

MBS

Mystery adventure series
Tom Howard's famous slapstick session

30-min, 5/wk

60-min, 1/wk

CBS
ABC

Yes

$9000

On $2000
request

CBS

Old Dirt Dobber on how to grow things

30-min, 3/wk

25-min, 5/wk

CBS

Yes

Life lightly hectic

MBS

Family

Yes

Yes
Yes

$4150

CBS
ABC

Classic tales of high adventure
Terror of the underworld

$1000

60-min, 1/wk

CBS
MBS

Yes

30-min, 1/wk

ABC

CBS-

Mrs. FDR & daughter

$9500

30-min, 1/wk
30-min, 1/wk

MBS

Contestants limited to school teachers

15-min, 1/wk

30-min, 1/wk

Family
Adult
Family

$26OO-$370O

30-min, 1/wk
CBS

Yes

$8000-$9000

30-min, 5/wk

Family

Based on actual police cases

$1900

30-min, 1/wk

CBS

Dick Powell as a "Private Eye"

Yes

Yes
$2500
$4000-$5000

CBS

Family

Yes

Wages of crime is disillusionment — dollar-wise

15-min, 1/wk

ABC

Family

Interview

Yes
Yes

30-min, 1/wk

ABC

Family

Opinion

1 p.m. news and commentary

$950-$ 1050
$925

30-min, 1/wk

CBS

Adult
Family

Family

YOU AND..

Yes

15-min, 5/wk

Family

TWIN VIEWS OF NEWS

Mystery with Times Square background

30-min, 1/wk

Musical

News

Yes

$4000
$4200-$5000

POOLE'S PARADISE

Aud partic

$4000-$5000

15-min, 1/wk

$4600

Aud partic

THINK FAST

Starring 1 oy friend of girl with the three blue eyes

30-min, 1/wk

J OHNNY OLSEN'S GET TOGETHER

Drama
Quiz
Variety

Yes

NBC

Adult
Family

Aud
Quiz partic

Circus adventures of youthful hero

Adult
Family

Detective

STRIKE IT RICH

Yes

30-min, 1/wk

PHILIP MARLOWE

YOUNG LOVE

30-min, 1/wk

CBS
ABC

As clock ticks prizes decrease

On $2000
request

CBS

Family

SING IT AGAIN

Adventures of 12-year-old ranch owner

Family

Comedy

Musical

Yes
Yes

Adult

MY SILENT PARTNER

LANNYROSS

On request

30-min, 1/wk

MY GOOD WIFE

ROMANCE

As foreign radio and press see I . S.

CBS
NBC

Comedy

WHERE THE PEOPLE STAND

30-min, 1/wk

Family

Drama

Sports
Drama

Yes

$350O-$4500

30-niin, 3/wk

Interviews, news scores

$1300-11800
$500

25-min, 5/wk

Family

Aud partic

THIS IS BROADWAY

/wk

EXPLANATION

TESTED?
Yes

15-min, l,wk

CBS

MODERN ROMANCES

TELL IT AGAIN

30-min,

Family

MEET YOUR MATCH

JAY STEWART'S FUN FAIR

PRICE

CBS

MAKE BELIEVE TOWN

JIMMY POWERS

CBS
MBS

MBS

Family

LIFE WITH LUIGI

15-min, 1/wk

Juvenile
Family

Drama

JOHNNY DOLLAR

ESCAPE

MBS

CBS

RICHARD DIAMOND

ELEANOR AND ANNA

TIME

Family

BEAT THE CLOCK
BIG TOP

NET

Yes

Can you stump the experts?

Yes

Hy Gardner & Danton Walker

Yes

Vox pop on questions in the news

Yes

Authorities on topics of health and happiness

Yes

Simulating radio coverage of famous historical events
Situation comedy with college background
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Rata: take your pick
Research

Radio inspired survey still the best
media research in advertising business
Research has moved along substantially since sponsor's 1948 Fall Facts
issue came off the press. Nielsen has
changed from a partial U.S. report of
listening to network programs to a
service that covers all but 3'/< of
the U.S.A. (the Mountain States). The
1949 U.S. Hooperatings. despite an
increased diary sample and a greater
coincidental telephone home sample,
did not find the universal acceptance
that Hooper had hoped for his projectable ratings. Radox. the Sindlinger
system, has yet to grow beyond Phila-

far.

delphia, and Sindlinger's present limited capital may hold back the development ofhis system, as it has thus

CBS's radar-inspired research system hasn't come out of the Columbia
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laboratories and while the other networks have evinced interest in the system, which would have to be fournetwork supported to cover expenses,
it's a research method for the future
rather than for today.
Pulse, the roster-recall research
method, has expanded to six cities, the
latest city being Washington, and has
added acceptance for its monthly reports, due at least in part to its being
pushed by CBS in the cities in which
it operates.
Nielsen is speeding up his operations. As soon as all the Audimeters
which require Nielsen researchers to
pick up tapes are replaced by Audimeters which permit the tapes being
mailed the time lag between broadcast and Nielsen rating will be cut.

Nielsens Audimeters are being relocated on an area-sample rather than
the group-sample basis which he has
used for years and the report is certain to be more statisically sound than
it has been. Nielsen will continue to report all the data that he has in the
past, with the figure representing listening atleast five minutes being called
the Nielsen Rating. The other two NRI
reports will be "Total Audience." and
"Average Minute" listening audience.
Nielsen delivers figures not available
from any other source. They include
"commercial audience." listeners who
heard commercials on a program, and
"homes per dollar." a figure which
takes into consideration talent and net
time costs to indicate just what an advertiser isgetting for his money. Nielsen's "pantr\ check-ups" help relate
advertising to buying in a way that
few other studies in any other advertising medium are able to do.
In TV research, everybody is in the
act.

Agencies, networks, all the reguSPONSOR

lar radio research organizations and
most of the colleges with radio and
television departments are making
news with their studies.
Hooper is first with his Network
TV-Hooperatings and his regular semimonthly pocket pieces contain not only
radio network and non-network station
shares of audience but TV audience
share figures as well. Because Hooper's 36-City base for his radio report
covers also a high percentage of the
cities in which TV sets are installed
in quantity, the growth of television
can be Hooper reported twice a month.
His TV-Hooperatings. in its third release, covered 31 cities, the June report covered 33 and the July report
is said to cover 37 cities.
Hooper not only reports network
TV audiences in his monthly TVHooperatings but city-by-city data as
well. His figures not only show the size
of the TV audience but he also reports
standings for programs on a TV home
base, thus making it possible for a
sponsor to evaluate the quality of his
program. If Hooper were only to release ratings on a random-home basis,
all programs would show increasing
audiences and ratings simply because
the number of TV homes is jumping

daily. Only by basing a rating on TV
homes is it possible to guage show

of-TY -audience figures as well as share
of total audience reports.

quality.
Hooper's TV ratings cover not only
network shows but station-by-station
ratings. Thus its possible to judge the
impact of each TV station in each city
he covers at the same time that programs are being checked on a national

The first Nielsen TV-report was expected in March but while TV is being measured by Nielsen, his television reports are not being issued yet,
except
indices. as trial runs and as confidential

basis. Hooper reports
of the cost of his first
losses are expected to
each successive issue.
Pulse interviewers

Agencies and colleges are devoting
most of their studies to the effect of

that he lost 95' <
TV report. His
be reduced with

TV on living habits. Newell-Emmett
has a video town in which living habits
are being carefully monitored. Set
ownership and other data have just
been released by the agency in its
second videotown report.

cover both TV

and radio when they ring door bells

Wmi

and Dr. Roslow's figures are not based
upon telephone homes but on a crosssection of all homes.
He issues share-

There is no question but that television isgrowing up under the glare

LOOKING FOR A BARGAIN IN RADIO?
WBNS
HAS
IT IN CENTRAL
OHIO—
Yes, for just 74$ per thousand tuned-in homes you can broadcast your sales message to this rich Central Ohio area. It's
low cost advertising with high results. That's because WBNS
has the listening audience of Central Ohio ... an audience

NOW!

that goes out and buys your product when they "Hear

•

it on

TOP TEN COLUMBUS HOOPERATINGS
WBNS."
AGAIN
PROVE
WBNS
LEADERSHIP—
Hooperatings — Winter-Spring 1948-49 — Monday thru Friday daytime, show the top ten to be WBNS programs. Another demonstration of the station's intensive coverage of Central Ohio.

•

E"—
"FARMTIM
BILL ZIPFS
TOP
DAYTIME
HOOPER
FOR LOCAL PROGRAMING IN CENTRAL OHIO—
Go into the rural areas of Central Ohio
and ask them if they know Bill Zipf. You
will run into thousands who day after day
depend upon Bill for information on farming.

•^ite-

J2

COUNTIES OF

prosperous Mark Twain Land
ILLINOIS

•

IOWA

•

broadcaster,
on agriculture,
authority
columnist,
Newspaper
friend — that's Bill Zipf to the farmer
and city dweller of this
area. A novel twist to this farm packed program is Sally Flowers
with her salty songs and snappy humor.
Here's a sales harvest for advertisers.

COVERS

0
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MISSOURI

NATIONAL REP. — JOHN E. PEARSON CO.
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IN COLUMBUS
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WATTS
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POWER

5000 D*1000*N
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JOHN

CBS
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over-all
D. C

of high-powered research searchlights.
The growth of storecasting was materially aided by a research study conducted in the Baltimore Markets for
N. W. Ayer some years ago under the
supervision of Matthew Chappell. The
point-of-sale impact was so resultful
that the figures were put under lock
and key and have not been released by
Ayer. Other studies are just now being planned by groups in the field.
Transitradio research has been conducted in St. Louis and Washington.

by Edward Doody, who is making a specialty of reporting on how
the man and woman who ride in public service vehicles react to spoken advertising inbuses and streetcars.
While broadcast advertising research
is further advanced than any other
media research and delivers far more
definitive facts, it must go even further into the minds of all who listen
and look before they buy. It's the best
media research ever conceived. It must
be and will be better in 1949-1950.

Standards of practice

Code not too well
honored first year
The code that broadcasters put into
practice last year to govern their standards of practice still stands a structure
of utmost long-range importance to
radio and its advertisers. But various
seams, rents, and structural strains
have appeared under the stress of competition for business that steadily appears less lush.
Adherence by stations and networks
to good taste provisions of the code has
been rather uniform — that isn't the
place that pinches broadcasters in the
sensitive spot — advertising revenue.
Recommendations on commercial time

DEEP
ROOTED

have been reasonably well followed
with certain exceptions. Early morning and late night periods generally
continue to bulge with fat pre-code
proportions of commercial time. Shopping programs and participating shows
are other instances in which code time
limitations are widely ignored.
The NAB

board, meeting in Ports-

WHICH

IS LARGER?

(Black or White)

IF YOU SAID W Via YOU'RE
Once

again, roots of corn and wheat are reaching deep

into rich Kansas

soil to produce what promises to be still

another record-breaking
WIBW

crop.

is deeply rooted in the farm homes

RIGHT!

*"XLu*r
AND YOU'RE ALWAYS
RIGHT WHEN YOU

ADVERTISE

of this area

. . . has been for 25 years. It's the station most listened
to by Kansas farmers. That's why so many advertisers depend upon WIBW to help them reap a rich harvest of SALES.

BECAUSE XL STATIONS

W

W
frr

SERVING

AND

"THE
\,
Rep:

84

WIBW

Get Kesults

Pacific Northwest Broadcasters

SELLING

MAGIC

• TOPEKA,

KANSAS

Sales

CIRCLE"
Wythe

• WIBW-FM

Managers

Walker

Eastern
CAPPER

PUBLICATIONS,

Inc.

• BEN

LUDY,

Gen. Mgr.

• WIBW

• KCKN

Tracy Moore
Western

• KCKN-FM

SPONSOR

mouth. N. H. as this went to press took
a long look at code compliance after
a year's operation and planned an
"educational" campaign to strengthen
adherence.
During the year just past some gaping holes opened in the code structure.
They are quietly insisted to be necessary "for business." Critics are bitter
at relaxation of standards they've already called too lax.
NBC gave up the ban on mystery
programs before nine p.m. and on
give-aways. The hour at which any
mystery is broadcast will depend on
its individual nature. CBS has announced already, following the FCC
action on the Mayflower policy, that
the net will sell time for controversial
discussions. Other webs haven't made
public announcements, but they will
go along, each writing its own controversy policy regulations.
Privately admitting, "We need the
revenue," ABC became the second network to sell time for commercial religious broadcasts. MBS was the first.
All-out supporters of the code have
argued that the health and ultimately
the life of free radio depends on selfregulation in the direction attempted
by the code.
Critics like the Radio Listeners of
Northern California would impose
much sterner standards, and are backing up their viewpoint with strong
representations to both individual stations and sponsors. The group consists
mainly of parents with a sprinkling of
educators and professional people
strongly backing them. Similar groups
have arisen in other parts of the country. If their enthusiasm holds out. they
may yet, by pressure on sponsors, do
infinitely more than a NAB educational campaign toward influencing a
healthy standard of broadcast practice.
One of the points made off-the-record
by National Broadcasting Company
executives on why NBC no longer is
fighting the battle of keeping mystery
off air until after 9 p.m. is that wom-

7Ve T>o- 7JU&
At KQV, it's a 24-hour-a-day job aggressively
promoting in the right places for its advertisers.
Carefully planned promotion — billboard, newspaper,
and special theater tie-ins — is one reason why our
ratings are consistently good. And spot revenuewise, KQV is among the top five Mutual stations
of the nation.

PITTSBURGH'S
RADIO

AGGRESSIVE
STATION

Basic Mutual

• Natl. Reps. WEED

Network

& CO.

WHY buy just the Birmingham area?
Buy all Alabama for less on WVOK

en's clubs and Parent-Teacher organizations didn't back up their "protect
the children" stance.
"It can make no sense for a business, and NBC is a business, to refuse
millions of dollars of broadcast advertising to satisfy organizations that forget that what you're doing is what
they asked for," is the way one NBC
executive phrases it.
The customer is always right — when
he does something about it.
* * *
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WVOK[

IRALEE BENNS
President

WILLIAM J. BRENNAN
Commercial

Manager

im
Birm

of Dixie
gham,

Ala.
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CONTESTS
(Continued

FIRST IN THE
QUAD

DAVENPORT, ROCK ISLAND, MOLINE, EAST MOLINE

AM

5,000 W
1420 Kc.

FM

47 Kw.

TV

103.7 Mc.

Basic Affiliate
of
the No. 1 Network

C.P. 22.9 Kw. visual
and

aural, Channel

PO

FREE

PETERS,

&

stars and sound-stage equipment. The
deal for the first set was worked out
between Kellogg and Columbia Pictures, with Photoplay magazine getting the credit for the selection of the
stars. All are cooperating on the joint
razzle-dazzle promotion.
Other premiums during the year for
air advertisers ran the usual gamut
of housewares, kitchen wares, jewelry,
flowers, and booklets. P&G offered

ets, Spry cookbooks, and aluminum
saucepans. Other big premium users
in the 1948-1949 period included Ralston, Brown & Williamson. Sterling
Drug. Wander. Cudahy. and Whitehall
Pharmacal.

President
Manager

RT , I O WA
INC.,

80)

Lever Brothers offered a "Neptune's
Daughter" pin I a movie tie-in w ith
M-G-M ) on Lux Radio Theater, lock-

copy is so evaluated. Another in WOC's
long list of "FIRST'S" !

v:

OFFERS

plastic food bags, cameos, and art supplies. General Mills offered pastry
cloths, silvervs are. and candid cameras.

On request WOC's Research Department
tests WOC advertisers' copy for sales
effectiveness through listening ease and
human interest . . according to a proved
formula developed by renowned analyst
Dr. Rudolph Flesch. All WOC-written

D A VEN

page

plastic food bags, gladiolus bulbs, and
rain scrafs. General Foods offered
silverplated teaspoons, plastic tumblers,

NBC,

WOC is the FIRST individual station . .
the only Quad-Cities station . . to
offer its clients commercial copy analysis.

Col. B. J. Palmer,
Ernest
Sanders,

AND
from

National

Representatives

Locally and regionally, air contests
and offers ran higher in proportion to
the national picture. Crosse & Blackwell, a national food advertiser, ran a
special local promotion via a show
called How Well Do You Know Me?
on Baltimore's WFBR. Contestants
were phoned, asked to list C&B products available at their grocer, the
"product of the week." and the "Mystery Host" I prominent Baltimoreans
like Reginald Stewart and Ogden
Nash I. Sales for C&B products in
Baltimore shot up, and the product
line moved into a total of 55 Baltimore stores where it had not been

SUPERIORITY

COMPLEX

My husband, advertising manager of the Ding-Bat Company, used to be a
nice fellow with just enough of an inferiority complex to make him easy to live
with. Since he picked KXOK, sales have gone up so fast my husband thinks
he's the smartest advertising manager in town. Now he has a superiority complex and he's positively obnoxious.
Unhappy Wife
Dear Unhappy Wife:
Maybe KXOK should have the superiority complex instead of your husband.
During March, 1949, KXOK was within share of audience striking distance of
first place in St. Louis. Briefly, this means KXOK delivers more Hooper audience per dollar than any other St. Louis network station. No wonder Ding-Bat
products are going to town. When your husband checks KXOK's low-costper-Hooper point, KXOK's wide coverage, and KXOK's low-in-St. Louis
rates, he'll be even cockier!

KXOK,

St. Louis

630 on the dial
Basic ABC

86

5,000 Watts

A "John

Blair" station

previously handled. That's a lot, when
you think that C&B is a Baltimore
firm, and the home town market appeared to be saturated.
The success of Crosse & Blackwell
on WFBR is typical of the kind of results that well-planned local contests
and offer bring. The Butte Brewing
Company has for nearly two years
been conducting the Butte Beer Quizmaster on KXLF. Butte. Montana, and
has been boosting beer sales with a
"true or false" quiz format. The weekly prize is a free case of beer. In
Honolulu, station KPOA. long a promotion-conscious broadcaster, has
built sales and listener ratings for the
nearly half-a-hundred participating
sponsors who bankroll baseball games
SPONSOR

on the station. Weekly contests, with
prizes coming from the sponsors, have
had Hawaii's baseball-loving listeners
predicting ball scores for prizes and
bringing a whopping 6,000 weekly
mail pull to KPOA. There are hundreds of similar case histories where
national formulas for air contests and
offers have been given a successful
local twist to the benefit of both the
station and its advertisers. Good programs deserve good promotions.* -x *

Correspondence Schools, and Cruen
Watch.
With equipment failures virtually
overcome, transitradio will in the

The big cities are looking to the I 1
areas now served before the\ make
up their individual and collective
minds. There seems little doubt but

1949-50 season prove itself and sel
sights to become a really national advertising vehicle.
New York, Boston, and a host of
other top population centers, are even
now talking with transitradio operators
about installations. In the case of

that advcrtising-while-you-ride will be
the normal transit service before another ten years has passed.
There is one big problem. That is
a matter of programing. While music,
news, and commercials do the job.
there may be something better.
P.S. All transitradio is FM served.

New York where rapid transit operations for the most part are municipally
owned, it takes time to sign contracts.

It can only operate because of FMs
static-free design and service.
+ + *

TRANSITRADIO
(Continued from

page 72)

cooperative funds of national advertisers.
Co-op funds are available from
many firms for transitradio. Included
in this category are Crosley. RCA. Zenith. General Electric. Frigidaire. Westinghouse. Dodge. Chrysler. KaiserFrazer. Seven-Up. Dr. Pepper, and
Royal Crown.
National advertisers using transitradio without dealer participation include Bendix, Swift. Miles Laboratories, Sears Roebuck, B. C. Remedy.
F. W. Fitch, Coronet,
International

4,357,300

New England's richest counties
which WLAW serves . . . from
♦Special Market

Analysis pre-

pared by Sales Management,
WINSTON-SALEM

based on 0.5 MV/M
Area —

A
Winston-Salem dry
cleaner, using WAIRadio exclusively, cancelled his news
strip. Reason: He outgrew
his plant and could not
handle the increased business WAIRadio brought. We
lost this account for six

IN

LAWRENCE,
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last

in DRUG

STORES . . . $194,437,-

000.00

for HOUSEHOLD
NISHINGS AND RADIOS

FUR. . .

for GENERAL

We're telling you, it's really so
. . . you'll get results on 6-8-0.

WLAW

50,000

WATTS

•

680

KILOCYCLES

MOST

POWERFUL

RADIO

STATION

20,000

WATTS

- 93.7

MEG.

ENGLAND'S

WLAW-FM
Rep:

to Newport,

Rhode Island . . . folks who

$514,930,000.00
MERCHANDISE.

PAUL H. RAYMER
CO.,
NATIONAL
REPRESENTATIVES

NEW

National

Portland, Maine,

year spent *$ 1,1 60,643,000.00
for FOOD . . . $110;602,000.00

BOSTON,
LOWELL
Boston Sales Office:
216 Tremont St.

months. Now he's back on
the air, the new plant in
operation and business is
booming.

NORTH

Listening

1948.

STUDIOS

How To Lose An Account

people live in 20 of

CAROLINA

Avery-Knodel,

Inc.

ABC

BASIC

STATION,

LAWRENCE,

MASS
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Mr. Sponsor asks
"Radio station rates seem to be established without any
statistical or factual basis. Why isn't it possible to
have broadcasting rates based upon a suitable costper-thousand" ?
William H. Ritter

The
Picked Panel
answers
Mr. Ritter
The only sound
basis on which
one can compare
radio circulation
with that of
newspapers or
magazines is to
compare radio
receiving sets
with copies of the
publication. In
other words, the newspaper or magazine furnishes the advertiser with reasonably exact information as to the
number of copies either sent via subscriptions or sold through newsstands.
The broadcaster furnishes the equivalent information when he supplies the
number of receiving sets in homes
served by a station. There is no guarantee byperiodicals that the subscriber
or publisher of a magazine or newspapers reads either the magazines or
the advertisements. There is no guarantee bythe broadcaster that the owner
of the receiving set either listens to his
station at any particular hour or hears
the advertising message.
Both publications and broadcasters
attempt to supply additional information pertaining to readership on the
one hand, or listening habits on the
other. These attempt to establish actual circulation for a particular advertisement. One has to go even fur-

88

President
P. J. Ritter Co.,

N. J.

It's quite obvious
that in the final

ther, however, to establish the real information required by the advertiser,
namely, the sales effectiveness of the
advertising, be it in publication or on
radio.

analysis, tinuedthe
con-a
use of
station by its advertisers isbased
on a satisfactory

Most of the confusion in connection
with radio circulation has arisen because of the attempts to measure "actual circulation" to a particular message,
rather than to evaluate available circulations. Also, there has been a tendency to lay greater stress on popularity of a radio program than on the
sales effectiveness of the advertising
message in the program. I believe this
is one reason why spot advertising has
had such a tremendous growth in relation to program advertising. In the
case of spot advertising, the advertiser
is able to narrow his analysis of results.

Bridgeton,

relationship between expenditure and return.
ment of our own

In the
establish-at
rate
structure

WFAS, we don't feel that it has been
set without a factual basis of expected
circulation.
I would surmise that any progressive station maintains a careful watch
on its circulation. I borrow the term
"circulation" rather than use coverage,
because campaigns pay off on the number of homes in which the message is
heard, rather than on the potential

It would be folly to establish radio
advertising rates based on what I have
termed above "real circulation." as
against potiential circulation.
Obviously. "real circulation" varies with the
time of day, the type of program, the
habits of the listeners, and many other
factors. There are too many instances
where a good program on inferior

WFAS are the result of considerable
study in which the circulation of the
station, as revealed by Conlan listener study surveys, mail-counts, and
other means, has an important part,

facilities has a larger "real circulation" than a poor program on superior
facilities. The examples are countless
and well-known to the trade. It is also

Of course we
ably happy
thousand to
much revenue

homes that fall within the station's
technical service area.
Rates

which

have

been

set

for

must arrive at a reasonunion between cost-perthe advertiser and how
is needed to operate the

well-known that many so-called "low station and show a reasonable return,
rating" programs have had high sales Since the operating revenue needed toeffectiveness, so that the real cost per day is considerably higher than it was
thousands of listeners, after all. de- a few years ago, it is logical to expect
pends in radio, as it does in publica- some deterioration is to be encountered
tions. on the effectiveness of the ad- in the cost-per-thousand figure,
vertising and on the securing of what In my opinion it is unrealistic to tie
I term "real circulation" through a cogt of '
radio advertising to
superior technique and approach to specific selective
period ratings. Take an aceither the readers or the listeners. count uging five gpots daily
run.of.
Frank E. Mullen schedule: to bill them $10.00 for a spot
SPONSOR

with double the rating of another
spot charged at $5.00 is obviously impracticable since the ratings of the
spots may very well fluctuate extensively from week to week, even though
the average day-by-day circulation of
the station remains fairly constant.
Furthermore, requiring consideration
by station management, though unfortunately not a point of interest to the
advertiser, the cost of operating the
station is likely to remain as high for
times of less favorable ratings as it
does for top-flight periods. Even publications with ABC figures usually
make no distinction in run-of-paper
schedules, although readership of an
advertisement on page 3 may be twice
that of page 7 or 8.
In the final analysis, I feel strongly
that a well-run radio station makes a
very real effort to pitch its rates at a
point which combines
a worthwhile
economy per thousand families reached,
with a reasonable return to the station.
Frank A. Seitz,

the

Watch

New WDSU

No Other New Orleans Station
Offers This Complete Coverage
AM - TV - FM
DIXIELAND JAZZ!
Oscar "Papa" Celestin
and his Tuxedo Jazz Band
(Sponsored
by
The Paddock)

Managing director
WFAS—WFAS-FM
White Plains, N. Y.

Radio, radio
station, and radio station rates
are like "Topsy"
— they just grew.
Advertising rates
for radio should
be established
with a yardstick,

"Sharkey's"
Original
Dixieland
Jazz Band
(Available
for
Sponsorship)

using several factors:
1. Freqency
2. Soil conductivity
3. A half millivolt or greater measurement
From the above three factors, the
actual number of radio homes within
any station's given area can be accurately determined. With continuing
diary studies over the same area, the
average tune-in of a given station can
thus be determined.
Rates from such conclusions can be
established
on an accurate
cost-perthousand radio family-tune-ins.
A
fairly high factor of tune-in must be
used, as occasional listening is of no
value to the advertiser or station.
Ben Ludy
General Manager
WWW, Topeka, Kan.
*
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EDGAR

B. STERN, JR.

President

ROBERT

D. SWEZEY

Executive Vice-President

LOUIS

Commercial
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Manager
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Experience shows that the
spoken word is far more
persuasive than the written.
To hear is to do, it what you hear

"Inhale!"

is well and truly spoken*

YOU DO WHAT YOU'RE TOLD !
In Radio the spoken word
reaches its greatest power of
persuasion. And because
CBS has more of the most
powerful facilities in radio,
more people can hear better
the firm and persuasive
accents of its advertisers.
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Ty Cobb
On The Bases
WHEC
In Rochester
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WHEC is Rochester's most-listened-to station and has
been ever since Rochester has been Hooperated!
Note WHEC's leadership morning, afternoon, evening:
STATION

MORNING
8:00-12:00 Noon
Monday through Fri.

AFTERNOON

WHEC
40.4
32.9

12:00-6:00 P.M.
Monday through Fri.

EVENING

6:00-10:30 P.M.
Sunday through Sat.

STATION

STATION

STATION

STATION

STATION

B
22.6

C
8.2

D
6.5

E
15.1

F
5.5

27.3

8.5

14.0

14.0

WHERE

THEY'RE

Only
Station

36.8

30.3

7.2

WINTER-SPRING

HOOPER

December '48 — Aor/7 '49

BUY

2.8

LISTENING:-

9.8

Broadcasts
till Sunset

14.5

REPORT
^_^_

*#"#/#
wmmmmm
RADIO

| G A N N E TT

ROUP

N. Y.

o/^^e^j
5,000 WATTS

Representatives: EVERETT-McKINNEY,
18 JULY 1949

Inc., New York, Chicago, HOMER

GRIFFITH CO., Los Angeles, San Francisco
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We mean a "Specialist," not a general practitioner. Radio and
Television are highly competitive media. And since they began
to vie for the advertising dollar, there has been an urgent need lor
"specialized" representation of each.
On the proven theory that one man cannot efficiently serve two
masters, Blair-TV, Inc. was born.
We are specialists . . . TV sales specialists devoting 100 percent
of our energy and talents to the sale of television time and programs.
Blair-TV, Inc. has developed its own sales technique which will
mean more dollars for TV Station owners.
May we tell you about the Blair-TV f 'Ten-point Sales Plan?"
Write Blair-TV, Inc., 22 East 40th Street, New York 16, N. Y.

BLAIR

INC
NATIONAL REPRESENTATIVES OF
LEADING TELEVISION STATIONS

m
NEW

YORK

•

CHICAGO

•

ST.

LOUIS

•

DETROIT

•

LOS

ANGELES

•

SAN

FRANCISCO
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44 markets now
2,000,000 homes before 1 January
TV for results

It's very costly for broadcasters, but
the advertiser isn't doing badly
TV is an important advertising medium. A year ago it was to be important
in the future. That future is now.
This does not mean that TV has
supplanted radio, or that it will supercede the aural form of broadcast advertising. Radio and video can and
will live together.
There is telecasting in 44 markets
or will be by 1 August. The medium
is growing so fast that a recently published TV index was three stations

It will show that network-TV sponsored
broadcasting was 257.8% of the average month from June 1948 to May
1949. Even in the fixed sample of
10 cities and 15 stations, network advertising on the air was 188.6% of
the average month in the same cities.
These figures are based on the N. C.
Rorabaugh Report for TV which itemizes the commercial telecasts on every
station and network on the air, every
month.

Local-retail business on the air for
short on its operating list the day it
was published.
June was 262.2% of the average for
With 1 August issue of SPONSOR, the past twelve months and national
the 13th TV Trends will be published. selective-TV was 185.6%.
18 JULY 1949

America's advertising leaders have
dropped their wait-and-see attitudes.
All the leading automotive manufacturers are on, or will be on, television
this Fall. Procter & Gamble, American Tobacco, Lever Brothers, Kraft.
General Foods, General Mills, American Home Products. Pabst, Gillette,
Miles Laboratories, Texas, Colgate,
Bristol-Myers, Philip Morris, Chesterfield. R. J. Reynolds, Philco, Borden,
Toni, Peter Paul, General Electric. Admiral, National Biscuit, Electric AutoLite, and RCA-Victor are just a few of
the blue-chip names that have TV in
their their
budgets.
of these haven't
cut
radioMany
advertising.
Others
have.
Television sets are no longer restricted to the wealthy or top salaried homes. With plenty of receivers
available this fall in the under-$250

97
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ACUSE
the Only

COMPLETE
Radio
Institution
in

Central New

York

class and Regulation W being suspended so that they may be sold on
the $5.00 down and a dollar a week
basis, television sets will flow into
homes at an increasing rate of speed.
Estimates of set distribution in New
York alone point to 771,000 TV
equipped homes by 1 January
1949.
NBC-research, which is the only organization reporting TV homes on a
monthly basis, itemized 1.853.000 TV
sets-in-use as of 1 June 1949.
With an average of 150,000 sets
produced each month during the first
five months of 1949 (128,000 by
Radio Manufacturers Association members and balance by non-members I the
2,000,000 TV-home figure will be
passed long before 1 January 1950.
The problem of VHF (Very High
Frequency) stations will not stop the
progress of TV. Present day sets plus
a low cost adapter will be able to receive VHF programs. Recent demonstrations for the Federal Communications Commission and many other
television factors have proved that new
engineering developments are overcoming the interference of stations
with each other on the present wavebands (one of the reasons for the
freeze of station license grants). Many
of the developments are nominal in
cost and are being added by transmit-

ting stations and receiver manufacturers as rapidly as they come out of the
laboratory.
Color, which is also a potent device
for holding back the public acceptance
of monochrome TV, may be forced
upon

manufacturers by some congressmen, who feel that RCA and
others are in a league to withhold full

color TV from the public. There'll be
no color on the air commercialy for
five years and it will be longer than
that before sets capable of receiving
color have wide home distribution.
Adapters, which will enable TV
black and white sets to receive full
color pictures, are said to be in the
laboratory. As yet they are bigger than
the TV sets which they convert. Adapters which enable today's TV sets to
receive monochrome pictures from stations transmitting on very high frequency are available for production
whenever the FCC authorizes VHF
transmission.
Telecasting is selling products for
U. S. advertisers. As advertisers learn
better how to use their latest medium,
TV should contribute mightily to counteracting the present "put your money
in the bank" recession.
Bank on TV in 1949-1950, but don't
forget all other forms of broadcast
advertising.

* * *

TV films

94.5 «*2:

€utdt&U 'PaM-

Chann

ACUSE
Headley-Reed, National Representatives
NBC AFFILIATE IN CENTRAL NEW YORK
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Picture organizations learning art
of producing air (film for sponsors
The day when first-run. featurelength Hollywood films entertain the
TV viewer in his living room is still
a long way off. But. TV film sources
as SPONSOR goes to press are offering
newer and better film program packages than most ad men suspect. Some
firms, like Jerry Fairbanks. Ambassador Films, Media Productions, and
Gallaghers are deep in the work stages
of making TV low-cost feature films
and shorts. Watching the activities of
these independent producers closely
are the major companies, both in New
York and Hollywood. Already, planing for TV films at the majors, now
that TV budgets for live programs
have been touching $25,000 for a 30minute show, is a serious thing. The
biggest gripe of the independents now
producing TV films revolves around
the attitude of buyers of TV films

when it comes to the kind of money
they are willing to spend. Says one
mid-west producer: "If buyers don't
offer encouragement to producers, then
they are going to get only the highpriced productions from only the few."
Commercials are. however, a different story. The TV film spot has virtually assumed the same importance in
visual advertising that the transcribed
announcement has had for years in
sound broadcasting. Costs run the
gamut depending on the nature of the
job to be done. It's possible to buy
a 1-minute, silent-film spot for as little
as $100. Sound-on-film spots, where
such trick effects as stop-motion, animation, fancy opticals and so forth are
involved can range up to SI 0.000 for
a 1-minute spot. Making movies is a
specialized art. and judging costs is
not easy. One Chicago commercial film
SPONSOR

firm states: "Almost always, the client
or agency will do far better to line
up, work with, and rely on a good producer, rather than award orders on
the basis of bids."
Several famous advertising names in
broadcasting are at work on their own
custom-made films, or have recently
aired custom-made series. General
Mills is having the radio-famous Lone
Ranger transformed into a TV film
hero by Apex in Hollywood, in a deal
that will run well over a million dollars for the series. American Tobacco

STARTING JULY 1

completed, not long ago, a run with
Your Show Time, a series of 30-minute films shot to TV's exacting technical requirements. Procter & Gamble,
who for years has quietly been experimenting with TV film techniques, has
plans for film versions of the familiar
daytime-radio "soapers" in the works.
Other familiar radio program names,
from dramatic and musical programs
to jingle series, such as Harry Goodman's well-known Weather Forecast
spots, are planning to jump the gap
between sound and visual broadcasting . . . via TV films.
* * «

TV packages

Half of fall shows
package produced
The Fall crop of available TV live
packages runs the gamut from actedout charades to zoological lectures,
with production ranging from one-set,
one-character shows to elaborate revues with star casts and top acts. Costs
also run the full range, with networkintended packages for sale at prices in
the $1,000-$10,000 class, with the
average running around $4,500. Costs
are usually rock-bottom, since most
advertisers are still price-conscious
when it comes to TV show-stopping.
Visual versions of several wellknown radio shows are for sale this
year, following the path of Arthur
Godfrey, We The People, Stop The
Music and others which have made the
jump from radio to video successfully.
The ABC Barn Dance, Blind Date,
Duke Fagin, Ladies Be Seated, R.F.D.
America, TV Telephone Game, and
Viz Quiz of Two Cities, all for sale as
TV live packages, had their start in
radio. Famous producers in other
fields, like Broadway's George Abbott
and Jules Ziegler, and radio's Charlie
18 JULY

All new equipment, new studios, and a crack-a-jack staff of
Telecast Technicians — That's WTCN-TV.
Take another look at the line-up shown

in the cut above.

We're not foolin' I We're in Television on a professional
basis from the start! Some fop-fl/fe spot TV for sale! For
availabilities and details, write, wire, or phone.

TV FACTS
MINNEAPOLIS— ST. PAUL

17,100 TV sets installed in our
coverage area.
o
Scores of new TV sets being
installed weekly.
•
Coverage . . . sixty mile radius
of the Twin Cities.
•
1,611,200 people in our coverage
area spending $1,850,986,000
in retail sales.
•
82% of installed TV sets are
in homes.
•
Facilities include 3 RCA studios
and remote cameras, mobile unit
and relay equipment, 16 mm
/\ sound film projector, slide
projectors, etc.

WTCN
FM

TV

See cut above
FREE

and

BASIC

ABC

for TV affiliations

PETERS

Representatives

1949
99

Basch and John Gibbs are actively in
the TV package game as well. Several
well-known literary and dramatic properties such as Bomba, The Jungle Boy
of Advertiser's Television Service and
Charlie Basch's Adventures of Dr. Fu
Manehu have also made their TV ap-

A practical
marketing department
in one volume"

Ads* in CONSUMER MARKETS, like the
one illustrated, offer market searchers useful supplementary information rn/lit on the

That's
how
one
agency
head
describes
CONSUMER
MARKETS.
And many oilier agency marketing and media
executives, sales and advertising managers
in all parts of the country have commented
on CONSUMER MARKET'S completeness
and easy-to-use format.
In addition to its popular and extremely
useful map^; its statistical coverage of all
stales, all counties, all cities and towns of
5,000 population
and over; media Service-

Are you one of the thousands who are findspot.
ing CONSUMER MARKETS a valuable
workbook whenever they need information
on
any local Canada,
market inor the
S., the I". S.
Possessions,
the U.Philippines?
The new 1949-1950 Edition will be out on
September 1, with the most recent market
■ lata and estimates available from the most
tillable sources.

*SERVICE-ADS are advertisements that supplement the listed data in CONSUMER MARKETS with useful information that sells by he/ping buyers buy.

STANDARD

RATE

& DATA

SERVICE,

Inc.

Th<? rlahcnat Authority Serving I he Mtrdia-bv ymg Function

333

NORTH

MICHIGAN

AVENUE

Service . . . Quality . . . Ingenuity!

•

Geared

CHICAGO

1, III.

to lick

technicians,

organized
motion

creative

cooperatively

artists,

for

the

clever

sole

purpose

writers

.

.

•

PROGRAMMING

of producing

•

FEATURE

better

FILMS

ANIMATION

- INCORPORATED-

rwENrr EAST FORTY SECOND

Producers

and

TELEVISION

STREET

Creaters

•

NEW YORK CITY 17. NFW YORK

of

16mm

With nearly four-score TV stations
on the air now. the field of ad agencv
operations in TV has moved quickly
to keep up. Television advertising for
regional and large local accounts in
cities like Chicago. Detroit. Los Angeles. San Francisco. Baltimore, and
Cleveland has grown in importance to
the point where it can no longer be
handled out of the agency's home office TV department, usually in New
York, alone. Just as the handling of
radio advertising for regional accounts, such as foods, beverages, and

U^sifr
100

Judge agencies by
their TV staffs?

.

pictures.

SPOT COMMERCIALS

The types of shows represented in
sponsor's Fall Facts listings for 1949,
and the audiences they attract are as
varied as most advertisers could wish
for. They are a long way from being
as polished as the Broadway or Hollywood product, but the quality is steadily improving, as the men who call the
shots in TV control rooms become
seasoned hands at visual programing.

Ad agency TV departments

your advertising problems in the visual field of advertising.
Skilled

pearance.
TV, with its own special entertainment qualities, its limitations, and its
visual aspect has played the role of
god-father to some purely-TV-created
shows. MCA's Roller Derby, Jack Parker's Tele-Puppets Theatre, and charade shows like Say It With Acting
are typical. The success in TV of shows
like Admiral Broadway Revue and
dramatic vehicles like Ford Theater
have opened the way for package
shows like Sidetvalks of New York
with Eddie Dowling. and World Video's Actor's Studio.

Motion

INDUSTRY

Pictures for

EDUCATION

retail chains, requires special knowledge of regional conditions and market
situations, TV advertising at this marketing level is growing to the point
where the same specialized treatment
is called for. Such well-known agencies
as Ruthrauff & Ryan. McCann-Erickson, Campbell-Ewald, J. Walter Thomp{Please turn to page 105)
SPONSOR
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Advertising Agencies with TV Dep'ts
AGENCY
AGENCY

ASSOCIATES

AGENCY

SERVICE

ANDERSON.
ARNOLD

CORP

Chi.

DAVIS & PLATTE

& CO.

ATHERTON
AUBREY.
N. W

CITY
L. A.

N. Y.
Bost.

& CURRIER

MOORE

H'wood
N. Y.

& WALLACE

AYER

N. Y.
Chi.
St. Aug.

BACON,

LOS ANGELES: -"Let's have more of
Bergen," said a card we got the other
day. Our Southern California viewers
had seen Edgar Bergen in his first TV
appearance since retiring from radio . . .
of course, on KTTV. Top drawer talent
has always been part of our strong locally-produced shows here. Hollywood is
a vast reservoir of singers, dancers, actors
— gifted entertainers — and we have been
drawing on all these people to program
bright, refreshing television. For instance,
last week such well-known names as Alan
Mowbray, Sonny Tufts, Billy Burke, Vincent Price, Marjorie Reynolds and others
appeared on regularly-scheduled KTTV
shows. Then the New York Chevrolet
dealers
our production
"Pantomimeto Quiz,"
the first bought
Hollywood
break
into the Manhattan market. From CBSTV we have Toast of the Town, Fred
Waring, Arthur Godfrey and more. The
point is we're offering our viewers not
only high-rated network shows . . . our
local shows are loaded with talent, production know-how, and audience pulling
power.

HARTMAN

BADGER

& VOLLBRECHT

& BROWNING

FREDERICK

E

BALDWIN.

BOWERS

& STRACHAN

& BOWLES
CASTLEMAN

BI0W

N. Y.
San Fran.

COMPANY

BLAINE THOMPSON
BROOKE,
E

SMITH,

FRENCH

BRUCK

BUCHANAN

& CO.

W

BYER

Columbus

& BOWMAN

right arm of this area's greatest newssound,
of aalso
paper. So we're
us as
findsexpandpicturepartthat
ing local
CBS's Hollywood TV station.

William Morris

John R. Sheehan

No
Yes

Yes

N.Y.

ADVERTISING

N. Y.

COMPTON
COOPER

Salt Lake

& CROWE

CRAMER-KRASSELT

Milw.

D'ARCY ADVERTISING

Cleve.

DANCER-FITZGERALD-SAMPLE

N.Y.
N.Y.

3

No

No

1

No

No

1

No

4

No
Yes

2

No

4

No

5

No
Yes
Yes
Yes

4
None

Clair C. Callihan

Yes

Bill Copeland

Yes
No
Yes

Jan Gilbert

DEUTSCH

& SHEA

Yes

N.Y.
N.Y.

DOHERTY.

CLIFFORD

DORLAND,

INC

JOHN

C

DOYL

DANE

BERNBACH

DURSTINE
ADVERTISING

ROBERT

J

ERWIN

ENDERS

WASEY

FEDERAL

FLACK

& SHENFIELD

DOWD

EMERY

ADVERTISING
ADVERTISING

ADVERTISING
FOLEY

No

Yes

E Iward Aleshire

Yes
No
Yes

Yes
No

Lewis H. Titterton

Yes
Yes

Chester MacCracken

Theodore B. Pitman, Jr.

Yes

Yes

Yes

Yes
Yes
No

No
Yes

N.Y.
N. Orl.

Yes
Yes
Yes

2
1

2
8
None
None

No
Yes

3
7
None
1

Yes

Yes

Yes

Yes

No

No

2
3

Aubrey Williams
Arnold E. Bowden
James L. Tabor

10

Yes
Yes

C. H. Cottington, Vp
R. L. Eastland. Dir

Ph. hi
Syracuse

1

2

Yes
No

Francis C. Barton. Jr. Vp

5
None

3
Yes
No
No

Maurice Condon

Robert J. Ehders

Yes

Yes
Yes

Maxwell Dane

Phila.
L. A.
N. Y.

None

7

N.Y.
Balto.

1

2

Yes

N.Y.

R. I. Highleyman

3

Yes

Stanley Diamond

Howard G. Barnes
N.Y.
Bost.

No

Jon Duffy

Stephen Lewis

ZAN DIAMOND

1

No
Yes

J. S. Stolzoff
Stan Seward, Vp

3

6

Alice V. Clements

Adrian Samish. Vp

2
2
1

4

No

COHEN

No
Yes

No

Edmund J. Shea

B

6
None

No

Bost.

HARRY

Yes
No

No
No

Yes

Phila.

5

No

Allan Black
David McAneny

CO

1

None
None

No

N.Y.
N. Y.

CLEMENTS

2

No

Yes
Yes

CHIRURG

Yes

Yes

Herb True

THOMAS

196

Yes
No

Yes
Yes
Yes

Balto.

CECIL & PRESBREY

6

None

1

Yes
Yes

CARTER

INC

Yes

No

Robert A. Weiner

CAYTON,

No
Yes

Yes
No
No
Yes
No
Yes

Marcus E. Smith

Chester H. Miller

1
None
1

Norman E. Mork
Mario Lewis. Vp

Winslow H. Case, Sr. Vp

ADVERTISING

No

None

N. Y.
Phila.

RICHARDIA.
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No
Yes
Yes

SOLIS S. CANTOR

FITZGERALD

ANGELES

N. Y.

CAMPBELL-EWALD

ROY S

LOS

Bost.

DEPT

No
George C. Castleman
Ernest W. Joseph

Mort Heineman

Chi.

JAMES

TELEVISION

Herbert B. West
Walter Craig, Vp

N. Y.

LEO BURNETT

"
our "parents
boastbe ofboasted
we can
KIDS,they
LIKE
about.)
I (because
KTTV is 51% owned by the Los Angeles
Times and 499c by CBS. No question
in anybody's mind that the Times is
Southern California's leading newspaper.
And CBS programs certainly have been
stealing the ratings. That gives us the
best in network shows . . . plus the strong

TIMES "CBS

Mark Schreiber, Vp

Phila.

Balto.

BUDDEMEIER

& HOLDEN

KTTV

John L. Yollbrecht

Hu?h Hole
Roland Israel

N. Y.

CABOT

RADIO SALES knows our latest availabilities. Ask them and get the usual
speedy reply.

Detroit

Yes

IN TV
CLIENTS

No

No

H. L. McClinton, Vp
Chet Brouwer

N. Y.

L BROWN

FRANKLIN

H

N. Y.
Cleve.

HAROLD

series over KTTV recently, we thought
that television certainly had arrived. Now
along comes the world's largest bank.
Bank of America, and starts "Kieran's
Kaleidoscope" with us on Sundays. You're
not only in good company on KTTV, but
in company that knows how to look at a
buck.

& PIERCE

BING & HAAS

CALKINS

BANKERS are supposed to have steely
eyes, at least when asked to part with
money.
When thetheVienna
35-branch
Citizen's
Bank started
Philharmonic

Y.

No

No

FILM
Yes

J. H. North

Everett L. Thompson

\

BERMINGHAM,

John P. Atherton

Buffalo

N. Y.

No
TV
No
STAFF
Yes

Victor Seydel
Arnold Z. Rosoff

Peter Lyman

B B D & 0
BENTON

Alfred C. Houser. Exec Vp

N. Y.
Seattle

Denver

BALL & DAVIDSON

J. B. von Brecbt

Doty Edouarde

& HERSEY

BAKER

TV DEPT HEAD SUPERVISOR

2
2

SPONSOR

m
CITY

AGENCY
FOOTE, CONE

N. Y.

& BELDING

Chi.
San Fran.
ALBERT

FRANK

FRENCH

GUENTHER

LAW

& PRESTON

OAKLEIGH

R

FRENCH

AD FRIED
FULLER, SMITH

GARDNER

& ROSS

ADVERTISING

GARFIELD

& GUILD

GIM HAM

ADVERTISING

N. Y.

TV DEPT HEAD SUPERVISOR
Roier Prvor
Richard L. Davis
Charlie Trieschmann

No
Yes

No
Yes
Yes

Jerome B. Harrison

St. Louis

A. Maescher, Jr.

Yes

Oakland

Don Santo

Yes

N. Y.

Lee Williams; Dick
Reynolds (Cleve)

No

N. Y.
St. Louis

Roland Martini, Vp
Arthur J. Casey, Dir.

No

San Fran.

William A. Morrison

No
Yes

Salt Lake

Victor V. Bell

Yes
Yes
Yes
Yes

N. Y.
Phila.

Edmund H. Rogers, Partn.

GRANT

Chi.

Harry Holcombe

ADVERTISING

Yes
STAFF
Yes
No

John V. McAdams

GRAY & ROGERS

ADVERTISING

FILM
Yes
DEPT

N. Y.

Arthur A. Kren, Exec. Vp

GOTHAM

TV

GREY ADVERTISING

Joe Bailey, Mgr.

No

GUENTHERBRADFORD

Chi.

Charles J. Zeller

Yes
Yes

LAWRENCE

N. Y.

Paul Gumbinner

M

H

C

GUMBINNER

HACKETT

HENRI. HURST

& MCDONALD

HICKS & GREIST
HONIG

COOPER

Montague H. Hackett

Chi.

W. E. Jones

N. Y.

Peter A. Krug

San Fran.

E. ROSS HUMPHREY
INDUSTRIAL

N. Y.

Chi.
Chi.

ADVERTISING

E. Ross Humphrey

Walter Ware
Alvin Q. Ehrlich, Vp

KAMMANN-MAHAN

Cinci.

Ernestine Sicker

BEN KAPLAN

Providence

Robert M. Kaplan

N. Y.

Theodore R. Palmer

& MERRICK

KASTOR. FARRELL, CHESLEY
CLIFFORD
JOSEPH
HENRY

&

KATZ
J

KAUFMAN

KENYON

& ECKHARDT

KIESEWETTER,
ABBOTT

WETTERAU

& BAKER

KIRCHER,

HELTON

& COLLETT

Myron P. Kirk. Vp
C. Beffa
Hugh MurphyRay Kremer
William R. Stuhler

N. Y.

H. Donald Lavine

AL PAUL LEFTON

N. Y.

Edwin S. Friendly, Jr.

IENNEN

N. Y.

Nicholas Keesely

LAYNE

LEENE

& GREENE

& MITCHELL

LILLER, NEAL & BATTLE

Yes

No
No
Yes
No
No

N. Y.

C J LaROCHE

2
No
Yes
No

None
5
2

No
Yes
No

3
8

No
No

None
4
1

Yes

3

Atlanta

No
No

1

No

1
2
17

3
2

No

Yes

Miriam Trae~er
Chuck Gay

N. Y.

N. Y.

2

1

No
Yes

KUONER

& FEASLEY

2

Yes

Edward G. Chase

LAMBERT

None

No
Yes

No
Yes
Yes

N. Y.

Memphis

12

No

Yes
Yes

N. Y.

Madison

2

Yes

Yes

No

LAKE SPIRO SHURMAN

4

Yes

Len Erickson, Vp

Ed-ward Felbin

L KULZICK

No
Yes

Jeffrey A. Abel

Phila.

R

Yes
Yes

Robert G. Swan

Dayton

2

No

Yes
Yes

Wash. D.C.

PHILIP KLEIN
AGENCY

Yes
Yes

Balto.

N. Y.

KIMBALL

None

3

Milton G. Peterson

Wash. D.C.

JONES

No
No
No

Louis Honia, Vp

N. Y.

DUANE

KAL, EHRLICH

6
3
None

Yes

N. Y.

CLIENTS
IN VT

No
Yes
Yes

Yes
No
Yes
Yes

Yes

1

Yes
No

3

1

2
No
No

2

No

4

Yes

3

Yes

4

Yes
No

None
None

No
Yes

1
1

No
Yes

1
2
2

Yes
No

3
4

LOISE MARK

Milw.

Loise Mark

EARLE LUDGIN

Chi.

Jane Daly

Milw.

N. W. Mautner

Yes

Yes

2

N. Y.

Edward J. Whitehead

Yes

N. Y.

William H. Vilas

Yes

Yes
No

4

MAXON

N. Y.

Ed Wilhelm

McCANN-ERICKSON

N. Y.
Cleve.

L. 0. Coulter
Robert W. Dailey

Yes
Yes

McKEE

Phila

James A. McFadden

MARK.

MAUTNER

MARSCHALK
J M

& BERMAN

& PRATT

MATHES

& ALBRIGHT

L. A.

DAN B. MINER
MITCHELL-FAUST
EMIL MOGUL
RAYMOND
MORSE

R

Chi.
N. Y.
H'wood
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Yes
Yes

Emil Mogul, Pres.

\ \

C. (' Slavl.au di. Mr

Yes
No
Yes
No

Yes

Hilly Sanders
Holman Faust

3

Yes

Yes
Yes
Yes
No

James C. Morgan, Vp

MORGAN

INTERNATIONAL

Yes
No

No

1

1

v0

S
3
1
\*one

3

None
No

3

BROADCAST MUSIC, INC.

1

580 FIFTH AVE., NEW
NEW

YORK

• CHICAGO

YORK

19

• HOLLYWOOD
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AGENCY

TV DEPT HEAD SUPERVISOR
CITY
\. Y.

H. C. MORRIS
MOSS

N. Y.

ASSOCIATES

NEEDHAM,

LOUIS & BRORBY

Chi.
N. Y.

NEFF-R0G0W
NEWELL

EMMETT

N. Y.

A. Jay Sc-»al
Ely A. Landau
Alan Wallace, Vp
William Rogow
George Foley, Jr.

Trevor Evans

PECK ADVERTISING

Seattle
N. Y.

LARRY

L.A.

L. W. Pendleton

Yes

N. Y.
N. Y.

Sherman E. Rogers

Yes
Yes

PENDLETON

PRATT

& BURK

CHARLES

DALLAS

REACH

REEVES

FLETCHER
ROCHE.

D

Yes
No

X. Y.

Jerome B. Harrison

N. Y.
Minn.

No
Yes

LeGrand L. Redfield

N. Y.

RICHARDS

WILLIAMS

& CLEARY

H'wood
Chi.
N. Y.

IRVING ROSEN
RUTHRAUFF

Michael A. Fiore

Jersey City

Chi.

N. Y.

& RYAN

Houston
Balto.
St. Louis

Russell Neff
Kenneth Young
Phil Stewart
Irving Rosen
Wilson Turtle, Vp
Fred Frecland
Marvin Young
H. Donald Hopton
Tom H. Reese
Oscar H. Zahner

N. Y.
ST

GEORGE

& KEYES

New Orl.

WALKER

SAUSSY

SCHECK

ADVERTISING

Newark
SCHOLTS

ADVERTISING

GORDON

SCHONFARBER

RUSSEL

Providence
Chi.

Detr.

SMITH, BULL & McCREERY

L. A.
Pittsb.

STERLING

& JENKINS

N. Y.

ADVERTISING

STEWART-JORDAN

Phila.

CHARLES

San Fran.
N. Y.

R. STUART

SULLIVAN, STAUFFER
BAYLES
TAGGART

COLWELL

&

N. Y.
Chi.

THOMPSON

ADVERTISING

& DOWNING

Send "99 TV RESULTS" to me as a gift
for subscribing to SPONSOR
now . . .

WILLIAM

WARREN

only $8 a year for 26 Every-Other-Monday issues.

WARWICK

& GELLER

zone. . . . state.

YOUNG

DOW

Yes
No
Yes
Yes
Yes
No
No

& CONKEY

4
3

No
No

Yes

1

1
None

No
No

2

Yes
Yes

2

No
Yres

3
None

No

2

No
Yes

2

No
Yes

Yes
Yes
Yes
Yes
No
Yes

Yes
No
Yes
Yes
Yes

1
2

No

1

Yes

2
3
1

No
Yes

3

No
Yes

1

No
Yes

2

Yes

2
3

Stevens P. Jackson

No

7

Trevis Huhn

No
Yes
Yes
Yes
Yes

4

Chi.
N. Y.

Marvin Mann
Lester J. Mallets
George M. Wolfe, Jr.
James A. Christensen
Everard Meade

& RUBICAM

1
None

2
None

Yes

Yes

Noran E. Kersta, Vp

Detr.

4
3

3

Dan J. Loden
Jim Bridges

N. Y.

L. A.

WEST-MARQUIS

1
2

Yes

Yes
Yes

William Krauch

H. WEINTRAUB

WOLFE-JICKLING

1

No

A. F. Marthens

N. Y.

& LEGLER

3

No
Yes

R. C. Woodruff
N. Y.

WEINBERG

WILLIAM

John U. Reber
Harold R. Rorke
Earl Ebi
Henry M. Jackson
Leon Benson

Yes

No

Dayton
Pittsb.

L. A.

WEISS
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Balto.

WAGENSEIL

WALKER

city

Chi.

VAN SANT, DUGDALE

MILTON

H. L. Buccello
Phil Cohen, Vp

H'wood
L. A.

San Fran.
L. A.

HUGO

Myron Broun
Garry Bub, Vp

1
None

Yes

Yes
No

Thomas J. MacWilliams

& YOUNG

J WALTER

TURNER

Dick Garton

4
None
2

1
1
2

Yes
Marian Sanders

No

Yes
No
No

No
Yes

SIMONS- MICHELSON

7

1

No

Claire R. Grenier

L. D. Griffith

SMITH. TAYLOR

Yes
No
Yes
Yes

T. D. Scholts

Chi.

& MARQUETTE

Yes
Yes
Yes

No

Jack Simpson

5

3
None
2

Yes

E. Grant Scheck, Vp

L. A.

M. SEEDS

SHERMAN

address .

James J. Freeman
Walker Saussy

2
None

No
No
Yes
No
Yes
No
Yes
Yes
No

No

OF AMERICA

REDFIELD-JOHNSTONE
KNOX

Arthur J. Daly

No

James B. Zabin

Pittsb.

RADIO ADV. CORP

company

No
No
No

Stephen G. Bowen, Med. Dir.
David Hale Halpern, Vp

& CHAPPELL

POSNER-ZABIN

Bill me later

Yes
Yes
No

N. Y.
N. Y.

ORR

Melvin Tenenbaum
I. J. Wagner, Vp

\-es 4

No

James D. McTighe

& FOLEY
W

PLATTFORBES

D

No

Chi.
Minn.

PACIFIC NATIONAL

enclosed

Yes

No

01IAN ADVERTISING

OWEN

Remittance

Yes

None
IN
TV
CLIENTS

Yes

Cleve.

ROBERT

H

Yes

OHIO ADVERTISING

OLMSTED

SPONSOR
40 West 52 Street
New York 19. N. Y.

TV
Yes
No
STAFF

No
No
DEPT
FILM

Yes

No
No
Yes
No
No
No
Yes

1
None
3
1
3

Yes

2
7

N. Y.

SPONSOR

AD
AGENCY
TV 100)
DEPT'S
(Continued
from page

TV Available Films IFacilities
FIRM &CITY
K ICE TV PICTURE SVCE (NY)

TV FILMS AVAILABLE
5F(Sil);50Sh

([ITURE FILMS (N Y)

8 F; 4 Sh; others

dATEOPRGMSVCE(N.Y)

53 0ES

t ILMS(N Y.)

44 Sh; French Newsreel

IuHLENPRODTNS(L.A)

Yar wild life Sh

HINDER FILM (Col Spr

7000 OES

(breaks)

-

OR

OR

Commls to order

OR

3 Sh; Documentaries

Production to order

35
35 & 16

Anim, commls, prgms

35 & 16

Anim; production*

35 & 16
16
35 & 16

(NY.)

—
—

Y)

28 Car; 128 Sh; 8 W;
13 Music Sh

FILMS (NY)

12 F; others

IIt 1. INC (Wash D C)
(H'wood)

r FILM ENTRPRIN

Y)

14 Sh (on China)

1 1 ART(N Y)

H'wood)

(H'wood)

DAY(N

V PICTURES (NY)

3| IT TV NETWORK (NY)

Anim, spots etc

35 & 16

Spots av. $150$250 OR

All phases production

35 & 16

OR

Production to order

Var F, Sh, News

IQUITIES (N . Y.)
TAR PRODTNSl

H'wood)

NGO FILMS (N Y)
FILMS iN Y)

(See NBC

Listing)

il GHER FILMS I Green Bay)
.EPRODTNS(N

Y)

S GOODMAN

(NY.)

Commls, anim, lab work

16

Comml $150 up
OR
OR

Anim; commls; prgms

16
16
16

Commls; prgms: spots

16
16

-

25 Car; 10 F; 150 Sh etc

-

15 Sh (Religious)
3 Sh; others

3 OES

series

-

■■.

Commls, spots to order

-

Production to order

13 Sh

Production; Commls

'. INC (CulvsrCty)

1 Car series; 13 F; others

Production to order

PTVDEPT(N

INS-Telenews

"Projectall" balop.

3 TV

Y)

ELEFILMfN

Y)

service

Y)
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16
35 & 16
35 & 16
16

Some production

35 & 16

Production to order

35 & 16

52 TV Sh

Production to order

35 & 16
35 l 10

Production to order
Production to order

Spots,

OR=

Network telecasting
up 1000% in year

OR
OR

2 F (Palestine)

2 Car: 1 F; 8 Sh

TV ad placement

$500-$1400
OR mkt
Based on

16

2 Car; 37 Sh (Travel)

'I -On Request
Jlend: Car=Cartoon,
F=Feature,
OES=Open-end
•-Sports, SS=Stoclt Shots, Western=Western.

OR

35 & 16

Sh series

SON FILMS (Dallas)

A TZPRODTNSiN

16
16

carry the enormous overhead of a completely-staffed TV department, with all
the creative, technical and film-trained
people necessary. Other agencies are
keeping up though, largely by doubling-in-brass with their radio departments, and by calling in outside help
from a growing list of TV-wise consultants, package producers, and film
companies, who function, on a sort of
"piece-work" basis, as additional
agency TV personnel. The advertiser
who feels that visual air advertising is
necessary for a successful campaign
for his product or services doesn't have
to look far today to find an agency
that can handle it.
* * *

OR

OR

Commls, shorts to order

Production to order

ILM FNDTN(N.

Spots $82.50 up
35 & 16

Anim; commls; prgms

4 Sh; others

11 1 P SVCE(N Y)
41

$25 up rental
OR
OR

6 Car series

EY PRODTNSl

Y)

35 & 16
16
35 & 16

Creative; production

Commls to order

IS JCTIONAL FILMS

35 & 16

-

2 F; 2 Sh (Religious)

PARNELL (H'wood)

Base $8 min

"Tele-Transcriptions"

PRODTNSl H'wood)

A

$750 up min

Consultant on commls

O'REILLY STUD (NY)

NY)

OR

150 Car; 500 F; 400 Sh etc

13 5-min Sh; 6 10-min Sh

0 IATION FILMS (LA)

vSIIIIILrrrll

prod; $25 up
rental
OR
OR

35 & 16
Short subj to order

Var OES

agencies, like Kudner, Young & Rubicam, BBD&O, and K&E, etc., that can

$600-$2500
OR

1.5-milI ft SS; studio

Only about 15% of the total number of agencies in the United States
and Canada actually have TV departments. Of these TV-minded agencies,
roughly a quarter of them have one
or two-man departments with no
clients actually on the visual air. However, the nearly-two hundred agencies
that are actively in TV operations now
control the majority of the advertising billings in all media, and their
client lists read like the Who's Who of
advertising. There isn't an agency with
any sort of sizeable broadcast adverThere are still only a handful of

$150-$1000
16
16
16

Commls; musical spots

SIOR PICTURES (N Y)

SIJIIII

35 & 16
16
16

Anim, straight commls

300 Sh (Educ)

ASSOCIATES (Dayton)

16

& Belding have
departments in
that are busy
campaigns.

tising
fluence ofbillings
TV. that hasn't felt the in-

35 & 16

1 Car

Var film-recorded pckgs

OR

Commls, spots etc

Production to order

LO BRIT FILMS (N. Y.)

I FAIRBANKS (NY.)

OR

Production to order

55 Sh

OR

rental

Production to order

-

OR
Spots $175-$1100

35 & 16
16 only

5 12-min series; SS

Y)

OR

$15-340 (reel)

-

Yar TV film pckgs

l ELE- H'wood i
HEYA PRODTNSl

G UNM

Film clips; commls

1 6 only

-

G IRAFTPRODTNS(Cleve)

Production to order

Production to order

-

» GO FILM LAB (Chi)

IIS CULHANE

—

1 15-min F series

CILM EFFECTS (NY)

HI

OR
Rental $7 up

10Car;7OF;52W;52Sh

'.1 N PROD

N!

35 & 16

M FILM CO (Ph la.i

1l>ICTURES(N Y)

M

16
Film processing; spots

35 & 16

MAYM

A

OR

35 & 16

W 1 RADIO &TVIN.Y)

4

OR
35 & 16

Prciduction to order

11 PfiODTNSiN

n
«

$150 up rental

-

Anim, spots etc

ULCOIL A)

:

OR

52 TV Sh (Musical)

It FILM PRODUCERS

son, and Foote, Cone
semi-autonomous TV
the agency branches
handling their own TV

COSTS

mm
16
35 & 16
16

AlSSADOR FILMS (N Y.)

11 lOPE PICTURES (H'wood)

1

TV FILM SERVICES

2-millftSS

35 A 16

On

Request,

80' , 10-min rate
Rental; OR
OR
OR
OR

Cost-plus
OR
Spots $100 up
1500-115,000

Sh=Shorts,

l

In a little more than a year's time,
the total number of "units of business"
placed by advertisers at all levels of
TV air advertising has skyrocketed.
Network TV has shown the largest
growth: 1000%. Selective TV shows
a sizeable 500 % , and TV at the localretail level just under 800%. These
figures, while they do not represent
industrial expansion as such, are the
results of a running comparative study,
TV Trends, that has appeared monthh
in SPONSOR. Using the figures of July.
1948 as a base (10 cities. 19 stations
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16
FIRM & CITY
KNICKERBOCKER
KNOWLEDGE

TV FILMS AVAILABLE

PRODTNSiN

Production to order

Y)

BUILDERS (N Y)

\niiii; spcl effects

2 Car;68 5h

HERBS LAUFMANi Chi)

LOWE FEATURES

Y )

15 TV Sh (Sports)

H \vood

ASSOC (Ml Ephraim)

1 OES; SS

NBC TV N Y

SERIES; 1 Car; 3 F; 2 Sh;
Newsreel; 1 W

OLIO VIDEO TV PRODTNSIN

Y)

TV PRODTNSIN

Y)

18 F; 30 W
Var TV film-recorded pcki s

1 Sh (Travel)

PHOTO & SOUND (San Fran)
POLARIS PICTURES (LA)

3 F; 3 OES; 3 Sh

-

Y.)

11 Car; 2 F; 152 Sh; 43 W;

POST PICTURES (N Y)

9F;37Sh;

35 & 16

P CO ( Seattle)

REIDH RAY I St Paul)

SALES WINNERS (N Y)

$25-$400 rental

35 & 16

Based on mkt
OR

Anim, commls, effects

16
16
35 & 16

Spots $175-11200

35 & 16
16

Spots $475-$2000
Spots $160 up
OR

16

$25 reel up

-

Commls, anim to order

20F;220Sh;

SCANDIA FILMS (N Y)

10 Sh; Newsreels

N Y.)

SENTINEL PRODTNS I H'#ood)
SIMMELMESERVEY'H'wood)

SQUARE DEAL PICTURES (N Y)

OR

Animat; commls to order

35
35 & 16

OR

-

35 & 16

Commls to order

40 Sh

Production to order

Var OES, Sh, SS, News

-

SUN DIAL FILMS (N Y)

35 & 16

16
16
35 & 16

Production to order
Music prgms to order
Production to order

16

Commls, prgms to order

35 &16 16
35 & 16

52 Sh; etc

Anim, commls to order

Car (Musical) series

Anim, spcl effects

Var TV Sh in series

Educ, travel films

(See INS Listing)

Library; spcl TV jobs

SS; 26 5-min TV Sh

All types film jors

4 F; 16 Sh

Production to order

35 & 16

20th-FOX(N Y)

Daily 10-15 min News

Full facilities, all jobs

35 & 16

UNITED ARTISTS TV (N Y)

20 Car; 10 F; 200 Sh

UNITED TELEFILM (N Y)

3 F; 13 OES; 6 Sh etc

TELEFILM INC(H'wood)
TV CARTOON, INC (N Y)
TV WORLD, INC (H'wood)
TELENEWSiN

Y)

TRI-Z-FILMS(Chi)
TRANSVIDEOCORPIN

Y)

VARIETY PICTURES i Dallas)

50 3-min TV Sh

VIOASONIC ENTRPiN Y)

Var TV Sh series

VIDEO VARIETIES (N Y)

Var TV Sli series

VISUAL SPECIALISTS IN Y)

2Sh

-

WILLARD PICTURES (N Y)
WORLD VIDEO <N Y)
YOUNG AMERICA FILMS (NY)
WPIX INC'N Y)
' NBC-TV

16
35 & 16
16

OR
OR
Spots
$4000$1500OR
Cost

OR
10%
OR
OR

-

35 & 16

Production to order

35 &16 16

Production to order

35 &16 16

Spots $125-$2500
Anim $254 5 min
OR
OR

16

Production to order

35 & 16

Shorts, commls, etc

$10,000
Spots $100OR
OR
OR
OR
OR
Rental $40

Spots $500 up

Commls, prgms to order

Spots $100-$3000
Av. $1000 min
OR
OR

Sh ilvlur
35

13 F: W -c-k-s

OR

16

is contractual sales a?ent for various'Jerry Fairbanks-produced TV films.

OR=On Request
t Legend:
Car=Cartoon,
F=Feature,
OES=Open-end
Sp=Sports, SS=Stocl Shots, Western=Western.
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Spots,

OR=

On

Request,

This does not mean, however, that
every broadcaster in TV is stuffing his
safe-deposit box with cash. Time
sales up, yes, but except for a few
rare cases among the nation's over
70 TV stations, TV station operating expenses are still a good jump
ahead of the financial returns from
advertising.
The year past has seen entire categories of business become a major
factor in TV air advertising. Taking
100% to be the total number of "units
of business" placed in any given
month, and figuring percentage shares
for the various categories on the air,
the situation in June of 1948 for network TV showed the following:
Category

Automotive
Food
Radio,
TV,
Appl.
Soap,
Toiletries
Tobacco
Miscellaneous

%
20.0
20.0
6.7
11.7
2.5
39.1

A year later, in May of 1949, the
situation had changed considerably.
Beer and wine advertising, clothing,
confectionery, and soft drinks, home
furnishings, and drugs had become increasingly-important TV
as
advertisers.
Auto advertising, up in terms of dollar
volume, was down percentagewise due
to the influx of new business, and was
typical ofF'ood
those that had slipped in the
per cent column.
Here is where the network TV dollars come Category
from in May, 1949:

%

16

Anim, commls to order

comprise the panel for the study), the
healthy increases shown above give
clear evidence that TV advertising is
on the upswing.

Automotive
Clothing

35 & 16

Commls (TV clients only)
Var T\

$50
$25 up reel

16

Production to order

1 F; 4 Sh

Spots
$350-$2200
$15 reel
up

Commls, prgms to order

Commls, prgms to order

SOUTHERN TV I Lou wills)

35 & 16
16

150 Car; 25 OES; 104 Sh

2 Sh (Musical)

Spots $150 up
OR

16 & 35

4 F; Sh series

7 F; 100 Sh; 1 W

Y)

16
35 & 16

-

10 W

SIGMUND SPAETH IN Y)

Spots $100-$3000
OR

Production to order

Anim, straight commls

SACK TV ENTRPRl Dallas)

OR

35 & 16
35 & 16

Commls, prgms to order

-

Y)

OR
OR
10 min $300

35 & 16

4 Sh (Religious)

RELIGIOUS FILM (N Y)

OR

"Video Transcriptions"; anim etc
Production to order

1W

-

RALPH POWERS ( Balto)

SKIBO PRODTNSIN

35 & 16

3.5 mill ft SS

Anim; commls to order

PICTORIAL FILMS IN Y)

SCREEN GEMS

Trailers, commls etc

Prgms, commls, slides

PAUL PARRY PRODTNS(H'wood)
GERARD PICK PRODTNSIN

RKOPATHE(N

35 & 16

Production to order

PARLETPRODTNS'Balto

Spots $500-$1000
OR

35 &16 16

2 Car; 68 F; 130 Sh; 35 W

NU-ART FILMS (N Y)

RARIGM

-

News, sports covera; e

NATL SCREEN SVCElN Y)

PARAMOUNT

16

Commls; production

13 15-min TV Sh

OR

16

4 F; 30 Sh (Religious)

MOGULL'S(N Y)
MP

S750 $'.1(10(1
16

Commls; sped effects
I 'onmils to order

FRANK LEWIS (Chi)
BOB LOEWI PRODTNSIN

OR
COSTS

mm16

TV FILM SERVICES

Sh:=Shorts,

Radio,
TV,
Appl.
Soaps,
Toiletries
Tobacco
Miscellaneous
Beer
& Wine
Conf.
& Soft Dr.
Drugs
Home
Furnishings

14.0

11.5
8.5
7.1
25.4
15.9
5.7
1.3
4.0
5.8
0.8

In national selective and regional
TV figures, comparing June of 1948
and May of 1949 show similar effects
in many of the same categories, for
the same reasons: An unbalanced, but
over-all increase in TV units of business. The entry of watch firms into
TV on a wide scale was responsible
largely for a sizeable increase in the
share of the business placed at the national-regional selective level in the
jewelry category. That category went
from having a 17.3% share of the
business placed in June. 1948 to a
30.8% (largest in this level of TV
advertising) share in May. 1949.
At the local-retail level of TV adSPONSOR

vertising. the entry into dealer advertising or local -firm TV advertising by
many of the same categories (Jewelry,
beer and wine, drugs, tobacco etc.)
that had in the period June 1948-May
1949 become major factors in TV advertising also caused a major realignment of the percentage shares of TV
business units placed.
Here are the local retail percentages
for June of 1948:
Category
Automotive
Banks
Dept. Stores
Food
Home
Furn.
Hotels & Rest.
Clothing
Personal
Svces.
Radio, TV. Appl.
Miscellaneous

%

TIME
TITLE

Variety
TYPE

ABC BARN DANCE
ACTORS STUDIO

Drama

ADD ANOTHER ONE

Aud partic
Drama

ADVENTURES

OF CAESAR

AMERICAN LEGEND

ADVENTURES, FU MANCHU
AFTER DINNER SCIENCE

14.6

ALL ABOUT PEOPLE

Hobby
Drama

0.3
BALLET STORY TIME

Interview
Dance

11.0

BAL0RAMA

Dance

8.6
26.9
8.3

RED BARBER SPORTS

8.0
7.3
8.7

%

12.9
4.3
8.0
9.9
3.9
2.2
7.3
8.3

24.7
13.4

1.7
0.9
0.7
0.1
1.7

There are more changes to come
this Fall. TV advertising will continue
on the upgrade, and the amount of
new money that will come in each
category will not bear any relationship
to new money in another. One thing
is certain : TV is an important advertising factor in advertising plans of
buyers of broadcast advertising at all
* * *
economic levels.

EXPLANATION
30 min, 1/wk

PR00UCERSAGENT

Americana, rustic humor

ABC Spot Sales

One-act plays, short stories

ABC & World Video

Visual quiz show

Gerard Pick

30 min, 1/wk
30 min, 1/wk

Live-film story of a lovable dog

John Gibl s

Live-film dramatizations

Martin Video

30 min, 1/wk

Light

Gordon M. Day

30 min, 1/wk
15 min,

Sax Rohmer's famous Mystery

15 min, 1/wk

Ruth Ley chats

15 min, 1/wk
15-30 min,

Fairy tales in dance form

30min, 1 wk
15 min,

Musical

( 'nllU'ilv

AT HOME WITH MANVILLES

16.3

Twelve months later, in May of
1949, the majority of these categories
were off percentagewise, due to the
failure of spending by these groups to
match the spending being done by the
categories that had become recently
( usually about six months before I
active in visual air advertising.
Here are the figures for May. 1949.
which show the changes caused by new
local-retail business advertising in TV.
by those firms who are finding that
the visual air is the selling air:
Category
Automotive
Banks
Dept. Stores
Food
Home
Furn.
Hotels & Res.
Clothing
Personal
Svces.
Radio. TV. Appl.
Miscellaneous
Jewelry
Beer & Wine
Drugs
Tobacco
Conf. & Soft Dr.

TV Available Live Package Programs

domestic

comedy

Do-it-yourself science

tricks

Basch Radio & TV
Olio Video
NBC Spot Sales
Video Drama

Ballet and modern dance program

A. S. Anderson

30 min, 1/wk
15-30 min.

Live-film

30 min, 1/wk

The

B0MBA, JUNGLE BOY

Aud partic
Drama

15 min, 5 wk

Bomba and his young animal friends

Adv TV Svce

BRIGHT SIDE

Musical

30 min, 1 /wk

Topical

Ted Nelson

BROADWAY

Drama

30 min, 1/wk

A whodunit

BETWEEN

US GIRLS

BLIND DATE

DETECTIVE

BRUNCH AT BLACKST0NE
CAPTAIN O'ROURKE

Sports
Aud partic

Interview
Drama
Variety

CARL'S SURPRISE PCKGE
CAROL CALLING

Variety
Musical

CARTOON COMICS
CARTOON TELETALES

Drama

CHILDREN'S DISK JOCKEY

Musical

CONCENTRATE

ON YOU

Aud partic

LARRY COTTON

Musical

COURT OF CURRENT ISSUES

Interview

CRAZY AUCTION

Aud partic
Drama
Comedy

CURTAIN CALL
CUSTOMER

IS RIGHT

Comedy

sports

Potpourri

quiz

show

of feminine

famous

news

wartime show

revue

John Gibbs
Film Features
Bernard Schupert

West Hooker

30 min, 1/wk

H. S. Laufman

30 min, 1/wk

Celebrities "branching"
Live-film mystery series

15 min, 2/wk

Kid's show with clowns, puppets

15 min, 2/wk

Carol Reed sings, chats

15 min, 5/wk
30 min,

Kid's show with Pete Boyle
Animal stories for moppet set

15 min, 2/wk

Martin Video
NBC Spot Sales
WPTZ

& NBC

WPTZ

& NBC

ABC Spot Sales
Video Events

15 min, 1/wk

Colby plays
kid's recordings
Educational identification dramas

15 min, 1/wk

Larry

60 min, 1 /wk
15-60 min,

Discussion program

WKY-TV
Irvin Paul Sulds

Charity auctions and gag situations

Tri-Z-Films

Percival Wilde's one-act plays
Situation comedy

Ted Nelson
Adv TV Svce

30 min, 1/wk
15 min, 3/wk

Cotton

Video Drama

sings

Hile-Damroth

DATE FOR THREE

30 min, 1 /wk

Problems of college students

DINNER PLATTER

60 min, 5/wk

TV disk jockey show

partic,
5/wk
15-30 min,

TV women's show with news

WEWS
WEWS

Storekeeper sells anything

Ted Nelson

Quiz show testing five senses

World Video

One-man comedy show

Waas Assocs

Household hints
Hillbilly variety

ABC Spot Sales
WTVR

Musical
Variety
Home svce

DISTAFF
DOC'S SWAP SHOP
DOLLARS AND SENSE

Aud partic
Comedy

DOUBLE YOuR MONEY BACK
DR

Home svce

FIX UM

30 min, 1/wk
15 min,
15-30 min,

DUDE RANCH

Musical

30 min, 1 /wk

EYE-QUIZ
.">UKE FAGIN

Aud partic
Drama
Comedy

var, 1/wk

Charades

30 min, 1/wk

Sophisticated action detective series
Situation comedy

30 min, 1/wk

FAITH HOPE & CHARLEY
FAVILY PARTY

Aud partic

30 min, 1/wk
8-12 min,

FAMILY QUIZ

Pie-in-the-face gasrs, stunts

KSTP-TV
Video Events
George Abbott
KSTP-TV

TV version of magazine photo quiz

Haves- Parnell

30 min, 1/wk

Travel quiz with trips as prizes

Basch Radio & TV

15 min, 1/wk

Skip Farrell sings.

Drama
Quiz

ABC Spot Sales

IS min, 5/wk

Walter Abel, answers kids

Ted Nelson

FLAME SHOW

Musical

30 min, 1/wk

Home svce
Variety

15 min, 1/wk

26. Building products and homes
themselves have only now reached

FLORAL TRAIL

Jive show, featuring "Three Flames"
Joyce Smith, garden expert

FLYING CARPET

Variety

15 min, 1/wk
30-60 min,

Harem revue with comic Caliph

Visual Arts
WDSl'-TV

Talent-search

NBC Zieder
Jules

the
point
where
sell the
consumer

GARR0WAY

Variety
Aud partic

FARE ENOUGH
SKIP FARRELL SHOW

FALL

FORECAST

(Continued from

FATHER & SON

page

66)

it's
possible
to
en masse
on the

advisability of modernizing or buying
a home. In part, this has been made
possible by the new multi-billion dollar bill passed by Congress to help lowcost housing and modernizing.
Tests

FROM NOWHERE

TO B WAY

Variety
30 min, 1/wk

AT-LARGE

GEORGIA MAE

Musical

10 min, 1/wk

GOLDEN SPOTLIGHT

Musical
Variety

15 min, 1/wk

GISM0 G00DKIN
BUMP HADLEY PITCHING
HEADLINE MYSTERIES

Sports
Drama

West Hooker

show

Dave Garroway and

his friends

Telegenic Georgia Mae
High-brow musical an 1 dance talent

30 min, 4 /wk

Puppet tells fairy tales

15 min, 2/wk

Sports news of day an d sports guests

15 min, 5 wk

Real-life crimes are acte I out

WBZ-TV

& NBC

Visual Arts

WKY-TV
WBZ-TV & NBC
Georze Abbott

18 JULY 1949
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conducted by WNEW in conjunction
with the much-publicized Bendix washer and Levittown experiment proved
that radio can move homes by the hundreds, and that it can sell homes even
before they are built.
Housing will use broadcast advertising in a healthy manner this year. Developers of acreage will also use radio
this Fall, as they have been using it
this spring and summer. There is a
million-plus home shortage in the U. S.
Builders are looking forward to filling
the void and the record of broadcast
advertising in helping them is interesting, to say the least.
27. Soft drink sales have held up
this past summer. In fact the extra
hot weather has helped many bottlers
hit new highs. Some of these bottlers
will start advertising this Fall to try
to keep the business that the hot
weather has brought them. Pepsi-Cola
and Coca-Cola will battle it out on
the network air, but in this battle it
will be almost unfair competition since
Coke has millions where as Pepsi has
thousands. There will be little change
in the soft drink picture this Fall.

28. Book sales, off this Spring, will
rebound

this Fall as more workers

have more leisure reading time. Advertising will continue to be placed on
an "immediate-results" basis,
is no long-term thinking in
lishing field. Books are not
cause Random House, for

as there
the pubsold beinstance,

publishes them, but because the particular book is desired by the advertising reader or listener. Millions of
books have been sold on the air. but
the desire to read generally has yet
to be promoted by the medium.

29. Home furnishings, with the exception of floor coverings and a
tiny group of furniture manufacturers like Kroehler, have not
been nationally advertised, except
through the limited-appeal "shelter
magazines." Last season Bigelow- Sanford bought a TV program of popular appeal, Mohawk Carpet sponsored
a musical TV Showroom, and Bonafide
Mills presented a number of TV programs for Bonny Maid floor coverings.
All are expected back to the visual
medium this Fall, with more along with
them. They have a great deal to learn
about how to sell home furnishings on
the air, but then most television advertisers have plenty to learn about
the medium.
The most successful users of the air
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TV Available Live Package Programs
TITLE

TYPE
Comedy

HERE COMES TEENA
Drama
I*ob'>y

HIGH ADVENTURE
HOBBY MERRY-GO-ROUND
HUGO THE HORSE

TIME
30 min. 1 wk

Comedy
Variety

Aul partic
News

ITS A HIT

Awl partic
Variety
Variety

JUNIOR PARADE
JUST US KIDS
KIDS ATHLETIC CLUB

Sports
Variety

mysteries

Different

hobbies

15 min, 1 wk

Evans family, and horse, Hugo

10 min, 5/wk
30 min,
15 min, 1 wk

LATIN FANTASY

LETS GO EXPLORING
LET S PLAY REPORTER

Musical
Interview

news

pin

WDSU-TV

Quiz show with baseball gimmick
Child talent show

clubs

compete

Female audience with stunts, Bans
Bill Thompson demonstrates quirks
Live talent, puppets act out fables
Pancho

Western songs

30 min, 1 wk

Famous explorers show films

Gerard Pick

M.C. givessoap
out opera
"assignments"
Live-film

Basch Radio & TV
Visual Arts

and

his orchestra

Comedy
Aud partic

EVELYN LYNNE SINGS

Musical

30
15 min, 1,'wk
1 wk

Evelyn sings and kibitzes

MANHATTAN

Interview

30 min, 1 /wk

Eddie Black visits

Musical

30 min, 1 wk

Hugh Martin and guests

15 min, 7 wk

News and views of world of sports

30 min, 1 wk

Mimi Benzell and Felix Knight

HOWARD

MILLER SPORTS

MIMI'S MUSIC SHOP
MODES & MANNERS

Sports&
Musical

MONSIEUR GERARD

Aui partic
Drama

BRET MORRISON

Hobby
Musical

MUNRO

SHOW

LEAF CLUBHOUSE

MUSI-CAMERA
MUSIC FROM EVERYWHERE

30
min,min,
1 wk
15-20

15 min, 1 wk

Folk songs of different countries

30 min, 1/wk

Guest

Variety

15 min, 1 wk

Hobby
News

stars,

popular

recordings

Ben Taylor m.c.'s light musical show

30 min, 1 wk

A gorgeous masked singer

5 min, var

Lang's short, punchy profiles
Dr. Roy Marshall's science talks

Musical

NEW VOICES

30 min, 1 wk

George Abbott
Republic TV
Gainsborough
Jules Ziejler

Barnard Sackett
Hile-Damroth
Video Drama

15 min, 1/wk

NATURE OF THINGS

WKY-TV

Him Features

Capsule musical short stories
Kid's show
Musical pantomines

MUSIC SHOP

NEW ORLEANS SHOWCASE

soaper

15 min, 1 wk

MUSIC GAME

MYSTERY MISS

on etiquette

15 min, 1 wk

Musical
Variety
Musical

NAME YOU WILL REMEMBER

Low-down
Educational

Martin Video

Martin Video

30 min, 1 wk
Musical

ABC Spot Sales
Mitchell Gertz
Film Features

H) min, 2 wk

LIVES OF FOUR WOMEN

HUGH MARTIN SHOW

WCAU-TV
West Hooker
W'AAM

30 min, 1/wk

30 min, 1 wk

HOST

David Sievers
WNHC-TV

Boy's

Drama
Musical

LAZY-H RANCH

B. E. Karlen

Latest

30 min, 2 wk

15 min,min,
1 wk
15-20

LAND OF THE FABLE

B. E. Karlen

Wish-fulfillment show

Dave Kaigler reads comics.

Comedy

LAFF LAB

KSTP-TV
-Julian Lesser

Old newsreel clips

HO min, 1 wk
30 min, 1/wk

LADIES BE SEATED

George Abbott

Suspense

15 min, 1 wk

30
wk
30 min,
min, 31 wk_
ITEM PICTORIAL PARADE

Video Drama

30 min, 1 wk

I'D LIKE TO SEE
IF YOU HAO THE CHANCE

PRODUCER AGENT

EXPLANATION
Situation comedy

Gerard Pick
WTVR
WCAU-TV
Martin Video
Clau le Barrere
WPTZ

& NBC

Capsule review from Blue Room
WDSU-TV
WDSU-TV

30 min, 1 wk

Simulcast talent-search show

15 min, 1 wk

Julia Herman plays light harp music

15 min, 1 wk

Song stylist Nunn

Interview

15 min, 1 wk

Visiting firemen and

Drama

30 min, 1 wk

Situation come ly

Sanft-Costa
WNHC-TV

Musical

30 min, 1 wk

Pat

Jules Ziegler

30 min. 1 wk

OPERA THEATER

Musical
Variety
Musical

OPERATION FUN CLUB

Comedy

Musical
NOCTURNE

Musical

CLAIRE NUN SHOW
JEAN O'BRIEN
OH! CANDANCE
ONCE UPON A TIME
ONE NIGHT STAND

Musical

30 min, 1/wk

OUR HOUSE
Drama
OUT OF PRINT
PARTY TIME

Aud partic

FATS PICHON SHOW

Musical

PLEASANT PASTIMES
POWWOW

BO min, 1 wk
15-30 min,

Variety

30 min, 1/wk
30 min, 1/wk

Adair

personalities

pantomines stories

World Video
Hartley
Video Events

Leon Janney does "Uncle Don"
Engaging family drama series

Video Events

Dramatizations of news

Ted Nelson

Viewers throw their parties

Martin Video

30
min, 1,'wk
1 wk
15 min,
30 min, 1/wk

Unusual

30 min, 1 wk

Famous

hobbies

Indian songs, dances, adventures
farm

quiz program

Musical

30 min, 1 wk

Rhuniba

Musical

30 min. 1 wk

Live-film musical sessions

ROLL CALL OF SPORTS

Quiz
Sports

110 min, 3 wk

CLUB

ROLLER DERBY

Sports

15 min, 1 wk

lessons

on TV

Dowty discusse ssports topics
Mavhem

on

WDSU-TV
WKY-TV

RHYTHMASTERS

RHUMBA

WDSU-TV

Series of "one-nighters"
English versions of famous operas

Fats Pichon at jazz piano

Hobby-

RF D. AMERICA

WKY-TV

roller

skates

Video Events
NBC

WTMJ-TY
Martin Video
WDSU-TV
MCA & ABC

SPONSOR

TV Available Live Paekage Programs
TITLE

TYPE

TIME

Gilbert & Sullivan
"New" John Reed King quiz

SAVOYARDS

Musical

SAY CAN YOU SEE

Ami partic

30 min, 1 wk

SAY IT WITH ACTING

Auil partic
Variety

30 min, 1/wk
30 min, 1/wk

News

30 min, 1/wk

SCIENCE CIRCUS
SCIENCE ON PARADE

15-30 min,

SEEING IS BELIEVING

PRODUCER AGENT

EXPLANATION

15-30 m in,

West Hooker
B'way shows Casts play charades
Popular science and dramatizations
Scientific news

Variety
Quiz

30 min, 1/wk

Musical-comedy performers

SIDEWALKS OF NEW YORK

Musical

60 min, 1/wk

Eddie' Dowling stars

SING-A-GAME

Musical

30 min, 1/wk

Oscar

SMITHS & THE NEWS

News

15 min, 5/wk

American family views news

SONG STYLINGS

Musical

15 min, 1/wk

Williams

SO YOU WANT BROADWAY

Aud partic

SPORTING EYE

Sports

30
15 min,
min, 1 ,'wk
15 min.

Sports

SPORTS ROOM FINAL

15 min, 5 wk

Visual Arts
Jules Ziegler

Brand

sings

and

in revue
folk songs

Moran

sing

TV "screen test"

Late results from world of sports

STAR BOARDERS

Drama

STUDIO PARTY

Aud partic
Variety

30 min, 1 wk
30 min, 1/wk

Johnny
Slagle m.c.'s
Talent-search show.

Aud partic
Variety

30 min, 1/wk

Contestants guess error

30 min, 1 wk

Of, by, and for, teen-agers

News

5 min, 5/wk

Locally-produced news show.

30 min, 1/wk

Moppet

12 min, 1 ,'wk
15 min, 5/wk

Joe Kaliff sketches famous guests

TAKE A MISTAKE
TEEN TOWN HALL
TELEFOTO NEWS

Variety

TELEKIDS

Variety
TELE-PUPPETS THEATRE
Interview
Variety

TELE SKETCHES

Inspector

Webb

Typical theatrical boarding house

talent,

quiz show

games,

Film

cartoons

Puppets act out situation comedy

KSTP-TV

business wasn't as good this summer as it was last year — but it was

WXYZ-TV

WDSU-TV
Jack Parker
Basch Radio & TV

Western songs and cowboy

Aud partic

30 min, 1/wk

Viewers fill out crossword puzzles

Harry S. Goodman

TELEVISION SALUTE

Aud partic

30 min, 1/wk

Adult talent-search show

TV SPORTSCAST

Sports

13 min, 6/wk

Sports interviews and news

WNHC-TV
N. J. Malter

TV CROSSWORD

PUZZLE

films

WCAU-TV

TV SPORTS WORLD

Sports

TV TELEPHONE GAME

Aud partic

TELEWORD

Aud partic

THREE FLAMES

Musical

15 min, 5 wk

Mr. & Mrs.
Variety

15-30 min,
30 min, 1/wk

TROUBLE SHOOTER

Comedy

15-30 min,

Revue around a theatrical "angel"
The life of a Jack-of-all-trades

GEORGE VAN KELT

Drama

30 min, 1 wk

Dramatized archeology

Visual Arts

VIDEO CLUES

Aud partic

30 min, 1/wk

TV quiz in which viewers participate

Adv TV Svce

VIZ-QUIZ OF 2 CITIES

Aud partic

30 min, 1/wk

Visual quiz

Al Buffington

VERA WALLACE

Drama

30 min, 1 wk

Girl

Drama

5 min, 5/wk

TV version of police posters

Visual Arts

15 min, 1/wk

Slapstick solutions to problems

Visual Arts

TOPIC OF THE DAY
TOP OF THE EVENING

WANTED

Variety
WE'LL FIX IT FOR SURE

15 min, 5 'wk
15 min,

Daily sports round-up of latest news

WCAU-TV

Legal bingo

Harry S. Goodman

Crossword puzzles on TV.

Prizes

Jivy, colored trio with comedy
Table chit-chat, gossip and guests

Al Bufhngton
West Hooker
Film features
World Video

solves

Ted Nelson

Film Features

murders

WESTERN BALLADIER

Musical

30 min, 1/wk

Cowboy

WHAT AM 1 BID

Aud partic

30 min, 1/wk

Auctioneer

WHAT'S C00KIN7

Home svce

partic, 1/wk
30 min, 1/wk

How to cook just about anything
Backstage life of young actors

KSTP-TV
Barnard Sackett

60 min, 1/wk

Talent jamboree

ABC

30 min, 1/wk

Viewers

Sanft-Costa

WEST 67TH ST.
PAUL WHITEMAN

CLUB

Drama
Variety

songs

and

story

line

WPTZ

& NBC

Visual Arts

sells

compete

WHO'S CHAMP?

Aud partic

WILE

Musical

15 min, 2/wk

Western songs and situation comedy

Aud partic

30 min, 1/wk

Quiz game with racetrack gimmick

WKY-TV
Richman

WOMAN'S VIDEO JOURNAL

Home svce

15 min, 1/wk

Fashion news, food hints, gossip

WTVR

KEN WRIGHT

Musical

15 min, 1/wk

Ken Wright at the organ

YOU CAN DO IT

Home svce

15 min, 5/wk

Practical household hints

YOUR HEALTH

AND GENE

WIN-PLACE

SHOW

News

15 min, 1/wk

News and

YOURS TRULY

Aud partic

30 min, 1/wk

Hull and writing analyst Stafford

YOU TOO CAN BE LOVELY

Home svce

15 min, 5/wk

Leo de Bray

medical

discoveries

tells all

The manufacturers

31. Travel

Ted Nelson

30 min, 5/wk

TV BAR-TEN RANCH

sell themselves.

Martin Video

Ralph Powers
WAAM
ABC

whodunits

30. Automobile accessories do not

WXYZ-TV
Ted Nelson

Sports review with Dunphy
Viewers test knowledge of sports

because they'll have furnishings to sell
at prices the public wants to pay now,
and because there are no governmental
restrictions to the terms on which they
can sell. There will also be considerable cooperative advertising money to
be spent by these stores.

that supply the automobile firms with
the accessories also sell them under
their own tradenames and have an association budget that runs into the
millions to establish a buy-from-theoriginal-maker theme.
Individual firms have cooperative
budgets and several firms besides Electric Auto-Lite and Fram will be using
network time to fight for the lush accessory business.

WTMJ-TV
Visual Arts
Hartley

Sports
Drama

STARLIT STAIRWAY

Video Events
Irvin Paul Sulds

STAND BY FOR CRIME

30 min, 1 ,'wk
30 min, 1 /wk

ABC Spot Sales
Olio Video
Ralph Powers

Viewer-quiz with puzzles

SHOW BUSINESS

SPORT HEADLINERS

H. S. Laufman
Hile-Damroth

to sell home furnishings are the timepayment merchandisers. All over the
nation there are stores that broadcast
advertising has built. These stores
will be selling hot and heavy this Fall

WKY-TV
Sanft-Costa
Olio Video
Gainsborough
Basch Radio & TV

and

vacation

resort

good. The resorts that did the "extra"
business were frequently those that
used broadcast advertising to sample
their wares to the public. This Fall
these resorts will continue to use radio
to sample their services. Vacations are
no longer restricted to the ten weeks
of the summer, they're an all year
round business — and broadcast advertising will help the resorts get, and
hold, the business.
Railroads have plans to promote
special Fall all-inclusive excursions, ski
trains and a number of other specials
that should increase business. All these
will be air-promoted.
Planes will also increase their use
of advertising on and off the air. Recent crashes and near-crashes of overseas air transports hasn't helped air
business, especially when some of the
near accidents had big-name performers like Danny Kaye aboard. There'll
be plenty of travel advertising this
Fall.
Many things can happen to make the
plans reported in this forecast blow7
up in smoke. Last year the forecast
was, happily over 85% correct, sponsor covered less industries in its 1948
Fall Facts Forecast than it has this
year. However, the sources made available to sponsor are of the best. This
is the way the Fall situation looks as
sponsor goes to press with Fall Facts:
1949.
* * *
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that leads all the rest in size of audi- not even sure whether your account
ences.
Even
network
Standards
of will be yours, or whether your firm will
Practice have undergone vast changes, be spending any budget come SeptemLiterally, Broadcast
Advertising: ber.
L949-1950 is a different medium than Accounts are changing agencies alits predecessor, Broadcast Advertising: most daily. Sponsors are getting "new"
1948-1949.
ideas on how to use different media
sponsor hopes that in this Fall Facts almost hourly. Fourth-round wage inissue it has introduced you intelligently creases aren't the rule, but they're
to what it firmly believes to be the being asked frequently enough to make
world's greatest distribution tool — the management thinking not too certain
air during the next 12 months.
about advertising.
All of which
raises the question,
Hi ow re you working
■.
... summer?
- "How're
vou workingf this
this
c
, summer?"
..
oome agencies and advertising de-

Fall Facts
Broadcast advertising has grown so
much during the past 12 months that
this year, perhaps more than ever,
sponsor's Fall Facts edition is an essential guide to the immediate future.
Its regrettable that there's no new station-by-station evaluation of listening
for advertisers. There are no new maps
of the networks which sponsor could
publish without being open to criticism
of mixing research apples and oranges
to arrive at coverage patterns. Nevertheless there are in Fall Facts literally
hundreds of tools to enable sponsors
to understand what has happened and
is happening to broadcast advertising.
Visual advertising on the air has
assumed the stature of a full-fledged
medium with daily viewing by millions.
FM has entered a new constructive
stage.

There's no longer one network

It's been a scorcher thus far this
vacation period. What has made it
worse is the fact that agencies and
advertisers have been right up against
the buzz saw. Managements for literally
thousands of firms have adopted a

partments are foregoing their short
Mondays (get in late) and Fridays
I leave early ) . As rapidly as top managements of sponsors arrive at even
tentative decisions, these active agencies and departments go to work on

"wait and see" attitude. Commitments plans. They're in there battling,
for fall advertising are far behind It isn't pleasant to have to sweat
schedule. There are exceptions, of it out — even in air-cooled offices,
course, but they are in the nature of
advertisers having been sold on coming
back to the air, newspaper, or magazine advertising after a summer hiatus

Nevertheless, that's the way it's going
to be this summer. There's going to be
a great deal of "waiting at the church"
before advertising plans and produc-

earlier than usual, or continuing to tion are on their way. There's going to
advertise throughout the summer. Ex- be a great deal of wet-nursing before
ceptions also have been noted for selec- new plans are okayed,
tive and local-retail air advertisers. The agency or advertising departReasons for the latter are ticked off ment that takes it easy this summer
under Applause on this page.
may have no campaigns to worry about
By and large, it hasn't been a pleas- this fall,
ant season for the advertising profes- Not a pleasant thought — but "did
sion.
It's one thing to take it easy
you hear of
.the multiwhen you know that budgets are set million-dollar advertising account that
and that your account or firm will be just changed agencies, and about
in high advertising gear once the sumthe new advertising manmer is over. It's another to try and be ager of
?" It all
calm. cool, and collected when you're happened in the good old summertime.

Applause
Broadcast selling is up
Almost since radio began, there's
been very little aggressive selling of
broadcast advertising. For years advertisers turned to the air because they
decided on their own volition that it
would sell for them. Sales records of
the networks and stations will consistently show that most of the great
manufacturing companies became
broadcast advertisers without so much
as an original solicitation.
Once on the air, sponsors have been
apple-polished to extinction. Networks
and stations have battled for each air

110

advertiser's business. Accounts have
been spoon-fed until a high percentage
of them have used broadcast advertising as keystones of their business.
The cold canvas, the actual test of
real sales intensiveness. has been shun-

agencies fought the cancellations with
facts and figures. (We're happy that
they were in part SPONSOR-supplied figures.) U. S. Steel, which has in the
past stayed off the air during the summer, is sponsoring the NBC Symphony
for the summer. Philco. which had no

ned, up toitsrecently.
isn'ta number
any more.of
While
still true Itthat
new broadcast advertisers continue to
come to the air without being sold by

intention of coming back to TV before
the fall, has been sold on returning in
the middle of the summer. Gruen

stations or networks, there's an increasing number of sales being made,
not just serviced, by radio.
Two leading advertisers in Canada
who had cancelled their schedules for
the summer reinstated them when their

Watch, for years not a continuous network sponsor, will underwrite half of
Hollywood Calling on NBC. ColgatePalmolive-Peet. a big nighttime sponsor, will join the daytime brigade this
fall. Business comes to him who works.
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Put WHAS to work for you in

The only radio station serving and selling
all of the rich Ken tuck/ana Market
^

Figure! given for Kenluckiana include oil
countiei in which WHAS gives 50% or-

50,000

betler BMB daytime coverage. "Radio fom
■ lies" (rom BMB 1946 and 1948 itoliiticj.

Victor A.

'"Net Effective Buying Income"
Management
Survey
of Buying

REPRESENTED

from Solei
Power.

WATTS

l-A

CLEAR

CHANNEL

840

KILOCYCLES

Sholis, Director
NATIONALLY

BY

EDWARD

J. Mac Wynn, Safes Di'recfor
PETRY
AND
COMPANY

'-pO RADIO
■*■ influential in evCr.y4'W
For a quarter-century-:\
all Southeastern Oh'ip'. w*ic
larly designed for specralfl
After 25 years whatcuVj
ing to Mr. Hooper,
rated stations in' the -nVf,
share of audience. '
After 25 years how"i,s7.i5
Over 60 retail accounts.*
WHIZ for 5 years, or "tttg)
On the threshold of
preparing to bring "teleyij^
Southeastern. Ohio— r^a-'^'i
service through the yearns

V£RNON

A.

NOLT€,

MANACrlNCr

DIRECTOR

/IGUST 1949 • $8.00 a Year
Radio audience:
Bering farm
Chicago
How
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Kid"
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a vacation — p. 32

sells the outdoors too — p. 32
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Even now
before B. C. the G
we're packing/ em

For Fall booking with plenty of punch take note of
the WHAS audience ratings before Bing . . . add the
Groaner . . . then figure in the rest of the great CBS

Yes, even before Bing Crosby comes in with the spectacular new CBS lineup in the Fall, WHAS listenership figures are zooming . . . outstripping all other
stations in the rich Kentuckiana market.
In the last year WHAS

Fall Lineup. It proves WHAS

the gilt-edged, rock-solid

buy of the '49 Kentuckiana Fall Season.

was the only Kentuckiana

*Source:

47-48

and

48-49

Winter-Spring

Reports.

station to increase its roster of top Hooperated programs morning, afternoon AND

evening!*

Credit this to the happy combination of CBS pro-

COFFEE CALL is an audience participation
show with prizes from participating sponsors.
It has won 2 national awards: NRDGA National Radio

gramming and WHAS shows. "Coffee Call" is a good
example ... an aromatic blend of enthusiastic housewives in the WHAS studio plus thousands of buyminded housewives in Kentuckiana homes.

Award ("the best woman's program" ) and CCNY Award
of Merit ("most effective direct-selling program").
Talent: M.C. Jim Walton, organist Herbie Koch. Sponsors: Delmonico Foods, Louisville Provision Co., Van
Allmen
Foods.

^

Come This fall, choice seats
( "availabilities" to you J for the Great WHAS-CdS Show
will be hard to find. Reserve yours now!
Call your PETRY man!
50,000
VICTOR

THE

ONLY

RADIO

STATION

SERWXG

AND

WATTS

A. SHOLIS,

SELLISG

1A

CLEAR

CHANNEL

Director

ALL

THE

RICH

J. MAC

840

KILOCYCLES

WYNN,

KENTUCKIANA

Sales

Director

MARKET

:

TS. . .SPONSOR

REPORTS.
I.-. SPONSOR

^FCEIVE
AUG 2 1949

.
REPORT

"BC GENERAL LI
Bftwy
1 August 1949
Senior webs
new

to use

promotional

approach

this fall

Toni passes
70,000,000-wave
sales mark

Bulova
TV

leads

commercials

Italian and

Polish

broadcasters

to

sell as group

Camera

dealers

buy Bell and
Howell transcribed
breaks

Bread broadcasting
to regain pre-strike
status
quo

Retail and

service

advertisers swing
to saturation

TV broadcast
advertising unchanged this fall

CBS and NBC fall promotional
thus far attempted by either
centrate on "effectiveness,"
bia audiences. Battle will

campaigns will be different than any
chain. NBC will avoid ratings and conCBS will stress #1 and low-cost Columbe good for broadcasting.

-SRToni in five years has sold over 70,000,000 permanent wave kits,
changed women's home care of hair, and currently does 1.3% of total
wholesale drug business and 1% of total retail drug-store business
in U.S. Drug outlets handle over 10,000 individual items, which
makes Toni's 1% even more amazing. Toni is still a prime user of
broadcast advertising.
-SRStudy, made by Advertest Research, of commercial effectiveness on
TV, placed Bulova first, Philip Morris second, Hi-V third, Chevrolet
fourth, Lucky Strike fifth.
-SRSetup to help sponsors reach foreign-language markets of United
States is well under way. Italian and Polish are first language
groups served by broadcasting to be available as a package in all
metropolitan markets.
-SRInterest of camera dealers in broadcast advertising is seen through
their purchase of Bell and Howell transcribed announcements featuring Hollywood stars. Price is $5. Most dealer transcriptions are
made available without charges.
-SRWhat strike does to brand-buying is indicated through W0R (N.Y.)
survey of advertised breads in homes, before and after strike. Nonstriking Silvercup, among top five prior to strike, was found in
half the homes after settlement. Other four — Bond, Tip Top, Taystee, and Wonder — are fighting via broadcasting to regain leadership.
-SRIndicative of local-retail sponsor trend towards saturation broadcast advertising is Texas Engine Service schedule on KNUZ, Houston.
Texas Engine buys 6 quarter-hours, 2 half-hours, 70 time signals
weekly.
-SRDespite decision by FCC to place part of TV in UHF, it will be some
time before it becomes important in life of TV viewers. Television
advertisers can forget it contributing to or detracting from visual
service for coming season.
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WJR cuts cut-in
charges

Flour competition
to hit new high
in 1949-50

REPORTS..

.SPONSOR

-SRMaking localizing of network programs easier and less expensive,
WJR, Detroit, has set pace for the industry with flat service rate
for local cut-ins regardless of time of day, rather than charge
higher announcement fees.
-SRFlour organizations are facing fact that U.S. processing facilities
are 50% in excess of those required for domestic consumption. With
continental grain-growing areas cutting down Europe's demand for
American wheat, competition for business will be toughest it has
been in past ten years. Result is that millers like Pillsbury
(adding sponsorship of "House Party") and General Mills (adding TV
version of "Lone Ranger") will be spending more ad-dollars than
ever before in 1949-1950. They'll be diversifying products also.
General Mills will introduce its Betty Crocker automatic toaster
this fall.

Radio

still

in third ad
place

Rice group
studies

Puerto

Rico story

-SRMost estimates of advertising expenditures for 1949 place radio
third, as it was in 1947 and 1948.
Direct mail continues first
with double the money spent on air.
Newspapers continue in second place, crowding direct mail closely.

History

of successful

-SRrice broadcast

advertising

in Puerto

Rico

is being studied by Rice Consumer Service.
Product hasn't received much air attention in U.S., but radio has moved great
quantities in PR. Rice crop in U.S. will be double in 1949, and
producers must increase U.S. consumption.
-Please

capsuled

turn to page 40-
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Just talked to Bill Peterson on the telephone and, as usual,
he took a considerable amount of time telling me what you are
doing in the way of helping us promote our radio programs on
Station KALL and all the rest of the Intermountain Network. '
Believe me, I would be remiss in my
a portion of this letter to telling
throughout the areas covered by the
was excellent and great progress was

duties if I did not devote
you that last year's business
Intermountain Network
made.

We feel that one of the principal reasons is because of the
outstanding coverage the Intermountain Network offers to its
clients and particularly the wonderful merchandising and
promotional activities conducted by your men.
There is nothing I can say that would adequately express my
organization's appreciation to you for this cooperation.
Yesterday I spoke to Mr. E. M. Finehout, our Vice President in
Charge of Sales and Advertising, and he said, by all means we owe
you one thing — thanks for some real cooperation.
W. J. TORMEY
Sales Manager Branch Offices
WHITE KING SOAP CO.
21

HOME
TOWN
MARKETS
COMPRISE
THE INTERMOUNTAIN
NETWORK
UTAH

WYOMING

KALL, Salt Lake City
KLO, Ogden
KOVO, Provo
KOAL, Price
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KSVC, Richfield

KVRS, Rock Springs
KOWB, Laramie
KDFN, Casper
KWYO, Sheridan
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IDAHO
KFXD, Boise-Nampa
KFXD-FM, Boise-Nampa
KVMV, Twin Falls
KEYY, Pocatello
KID, Idaho Falls

KPOW,
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On pages 40 and 41 of the 4 July
issue of your fine magazine, we read
with interest your "Open Letter to Bill
Rine.
We WWVA."
are in hearty accord with the
idea of a series of announcements
beamed at business men and consumers in regard to the "Let's sell optimism" idea.
We feel strongly that half of our
present trouble is due to fear, and
wish to do our part to dispel it.
Thomas M. Colton
Commercial
Manager
WARE, Ware. Mass.

WMIQ.

Iron Mountain. Michigan,

plans to extensively promote "Lets
think the idea is terrific!
sellWeoptimism."
M. R. Baldrica
Program Director
WMIQ, Iron Mountain, Mich.
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IN HOOPER

Your and
recent
sell usoptimism"'
article
open "Let's
letter hit
squarely
where we need hitting.
May I suggest that your office act
as a trading post for announcements
on this subject so that all interested
stations may do the most effective job.
We would appreciate receiving the
U. S. statistics to help us write our
announcements, and. of course. I will
send you copies of announcements.
Thank you for promoting an idea
which should not only help our business, but also our community and
nation.
Stephen W. Ryder
Station Manager
WENE
and WENE-FM
Endicott, N. Y.
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IN THE SOUTHS
FIRST MARKET

To sell Houston

FIRSTand

the great

Gulf Coast area

Buy KPRC
FIRST
in Everything
that Counts

In glancing through the 4 July issue
of sponsor, I noticed the open letter to
Bill Rine. WWVA. on selling optimism.
I think it is a very good idea, and
would like to have the U. S. Statistics
you mentioned at the end of the letter.
William P. White
General Manager
KPJB. Marshalltoun. la.
(Please turn to page 6 1

HOUSTON
950 KILOCYCLES -5000 WATT!
NBC

and TQN

on the Gulf Coast

Jack Harris, General Manager
Represented Nationally by Edward Petry & Co

1

IS THERE
A DOCTOR IN
THE HOUSE?
We mean a "Specialist," not a general practitioner. Radio and
Television are highly competitive media. And since they began
to vie for the advertising dollar, there has been an urgent need for
"specialized" representation of each.
On the proven theory that one man cannot efficiently serve two
masters, Blair-TV, Inc. was born.
We are specialists . . . TV sales specialists devoting 100 percent
of our energy and talents to the sale of television time and programs.
Blair-TV, Inc. has developed its own sales technique which will
mean more dollars for TV Station owners.
May we tell you about the Blair- TV '^Ten-point Sales Pla?i? "
Write Blair-TV, Inc., 22 East 40th Street, New York 16, N. Y.

BLAIR IV INC
NATIONAL REPRESENTATIVES OF
LEADING TELEVISION STATIONS

NEW

YORK

•

CHICAGO

•

ST.

LOUIS

•

DITROIT

•

LOS

ANGELES

•

SAN

FRANCISCO

40 West 52nd
(Continued

from

page

4)

We are heartily in favor of your
'Let's sell optimism" campaign.
Tom Maxwell
Managing Director
WIBB, Macon, Ga.

We are very much interested in
your "Let's sell optimism" campaign,
and would like to join you in the
Jeanne Terry
project.

WTTH and WTTH-FM
Port Huron, Mich.

We here at KMCM

Example

#16

r

WE QUOTE WITH PRIDE—
"This is the first year that we
have been able to meet the demands of all the farmers who
called on us. Approximately
1,600 persons reported for work
who had heard the announcement on WIP."
PENNSYLVANIA
STATE
EMPLOYMENT SERVICE—
United States Employment
Service

WIP
Philad

Represented Nationally
KIIW Aim

PETRY

are definitely in-

terested in an aggressive "Let's sell
optimism" campaign, and honestly believe that any station that gets behind
such a campaign will achieve results.
Lou Gillette
Manager
KMCM,

McMinnville,

<& CO

Ore.

We, here at WBBC, feel that the
"Sell optimism" campaign is as great
a thing as has come along in a long
while.
L. George Geiger
Production-Promotion
WBBC, Flint, Mich

The staff here at WDZ

elphia
Basic Mutual

(Mrs.)

is very much

interested in your "Let's sell optimism"
idea. Your open letter in the last issue
of SPONSOR coincided in thought with
a campaign we have already begun.
So send along those U. S. statistics.
We'll use 'em.
Eugene Dorsey
Continuity Dept.
WDZ,

Tuscola,

III.

I read your open letter to Bill Rine,
of WWVA, on vour optimism campaign with a great deal of interest.
Please include WLAN. in Lancaster, as
one of the participants in your camWe all hear a great deal of pessimistic talk around us these days — we hear
paign.
it from our neighbors, from our associates, and from many of our news
commentators. We also read a great
SPONSOR

deal about it daily in our newspapers.
We hear so much about the coming
depression or recession, and have been
warned so much about it that we expect it to come any day now. You
know you can talk yourself into almost
anything, and most of us have already
been talked into a coming depression —
right or wrong.
I think radio has a great opportunity to spread optimism, and WLAN
is going to try to do it here in Lancaster. We will try to erase some pessimistic talk and economic jitters in our
territory. Yes, WLAN is going to try
to get people back to the bright side
and the optimistic side of thinking.
Congratulations on your campaign
— count us in and please send us any
further information for our use, here
on WLAN.
John D. Hymes
Assistant Manager
WLAN, Lancaster, Pa.

Noted your "Let's sell optimism"
spread with great interest. I have referred several other station managers
to the 4 July issue of sponsor.
I would like to put on a concerted
campaign along the lines you set forth.
Frank M. Devaney
General Manager
WMIN, St. Paul, Minn.

Your "Let's sell optimism'' appeals
to us, too.
Thanks
idea.

for

the

tip-off

on

a nice

J. A. Black
Program Manager
WGH, Norfolk, Va.

We here at WREN

are mighty en-

Casting or Castigating, He Never Lets
The Big Ones Get Away
It may be all quiet along the Patuxent during peaceful
fishing hours . . but when his "top of the news from
Washington" broadcast rolls around in early evening
the situation changes. Never one to be misled by a
tranquil surface, he drops his inquiring line into hidden
depths — and reels in many an interesting catch.

thusiastic about your excellent "Let's
sell optimism" campaign. Our big guns
are aimed and ready to fire, once we
have the ammunition necessary. Be

As one of the networks' best known news commentators
he casts a nightly spell on some 13,500,000 weekly listeners. Even his severest critics acknowledge both his
influence and his contributions to national welfare via

assured that we're 100% in this very
worthwhile venture.
W. P. Yearout, Jr.
Promotion Manager
WREN, Topeka, Kan.

his exposes of abuses.

Your "Let's sell optimism" idea is
an excellent one.
Worth Kramer
Assistant General Manager
WJR, Detroit
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His broadcast — the Fulton Lewis, Jr. program — is currently sponsored on more than 300 stations. As the
original "news co-op" it offers local advertisers network
prestige at local time cost, with pro-rated talent cost.
Since there are more than 500 MBS stations, there may
be an opening in your city. If you want a ready-made
audience for a client or yourself, investigate now.
Check your local Mutual outlet — or the Co-operative
Program Department, Mutual Broadcasting System,
1440 Broadway, NYC 18 (or Tribune Tower, Chicago 11) .

v
•Sji

SI,

overwhelming. . .
(but not surprising)

Throughout

Intermountain America . . .

KSL is the listeners' choice by more
than 3 to 1 !
KSL captures the biggest audience in 68. 1 %
of the total 532 weekly quarter-hours!
KSL wins more than twice as many "firsts"
as all other Salt Lake City Stations and
Regional Networks combined!

That's the gist of the most far-reaching and
complete study ever made in KSL's 74-county
unit BMB Audience Area.
Conducted by Benson & Benson, Inc., independent
research organization, this new Listener Diary
presents sterling-silver proof that KSL is ahead
by an overwhelming majority in a market where a
million of your customers spend one billion
dollars a year in retail sales.
If you want to stay way ahead of your competition
in Intermountain America, call us or Radio
Sales.

And discover how 50,000-watt KSL

gets you more customers at less cost per
customer than any other station
or regional

network.

KSL
50,000 WATTS - CBS
SALT LAKE CITY

Forecasts of things to come, as

N. Y. City building nearly 100%
of first four months in 1948

seen by sponsor's editors

ahead

Building in New York City first four months of 1949
was almost 100% ahead of construction during the same
period of 1948, $201,000,000 against $103,000,000. For
all of New York State the comparison for the first three

Outlook

months showed 1949 with $279,000,000 as against 1948's
total for the first quarter of $183,000,000. Little of this
good news has found its way onto the air or to newspapers.
U. S. Department of Commerce
goes into fact-finding business

Inventories down in May as manufacture-toretailer movement continues at April level

In order to stop manufacturers from competing with retailers, Senator Bill Langer has introduced a bill which
forbids tire manufacturers to operate retail stores. If

Inventory report for May by the Department of Commerce's Office of Business Economics is further proof of
the healthy state of business in the U. S. Allowing for
seasonal fluctuations, which accounted for 25% of the
decline, U. S. retail inventories for May were off $300.000.000. Total inventories, wholesale, retail, and manufacturing, totaled $52,538,000,000, off $1,200,000,000 from
April. Normal flow of goods from manufacturer to retailer
for the month indicates that May sales were better than
April and that retailers are playing it very close to the
chest. Local retail broadcast advertising for May was up.
■

the Langer bill passes, any one who manufacturers a product, from bread to automobiles, can be a lawbreaker if he
builds a business to sell his product to consumer. The
possibilities are fantastic but that's what Senate Bill S-640
is out to accomplish to help the little retailer. Ouch!
ClO's Nathan says pay more wages,
stop recession becoming depression
CIO's Robert Nathan report, which is supposed to prove
that most business can afford a fourth round of wage in-

New England sees light
on the business horizon

creases, isn't quite the shock that his 1947 report was.
Nathan doesn't claim that all business can afford the
fourth round but does pitch the idea that business should

New England, first section of the U. S. to feel business
curtailment, is frequently the first section of the nation to
see openings in the clouds. Rhode Island, currently with

dip into "liquid" reserves to give raises to help battle the
recession. Nathan's explanation is that the reserves should
be used to stop a depression, not to pull the corporations
out of one. It sounds good.

22.7% of its "insured" workers unemployed as against
a national average of 9.7%, has topped the "recession"
states and is only now reversing its unemployment trend.
Woolens, shoes, rayons, typewriters, hardware, and appliances are on the upbeat. Cottons still have not turned the
corner. Big ache of New England is that it has too many
non-advertised products which must follow the trend, and
which feel the effect of buying curtailment first.

Nylon is the coming fabric. While it's highpriced in comparison with cotton, rayon, and even silk, it's non-wrinkle
attributes and the fact that it "hangs out," is endearing
it to women all over the U. S. Although fabric houses

Steel union estimate of pension
costs drops 50%

haven't used broadcast advertising to any great extent, a
number of firms will use TV to demonstrate the livability
of nylon fabrics.

The United Steelworkers (CIO) has cut down the estimate
of its pension-plan cost to a little under
a year ago the estimate was 23 cents.
stations and union programs on the air
has figured the over-50% cut in pension
industry.

11 cents, whereas
It will use labor
to explain how it
costs to the steel

Britain wants U. S. capital investment
more than ECA dollars
British current hope is not for more ECA U. S. money
but for American capital investment in business on the
tight little isle and in its colonies. Since profits can't be
taken out of Britain or its colonies, the approach has to
contain considerable double talk and some tricks on how
to make money without
latter that's appealing to
spending U. S. money in
Britain. Most of it will

being on a dollar basis. It's the
some U. S. investors who will be
U. S. to help British industry in
go for sorely-needed advertising.

Nylon the coming fabric for
most women's ready to wear

Non-food

items return real

profits for giant markets
Recent survey of profits from non-grocery items in chain
stores and supermarkets reveals that more money is being
made in stores from kitchen accessories than from eatables.
Future giant markets will be self-service department stores
and give real competition to regular department stores.
Giant markets can sell many standard items cheaper because of lower service costs. Storecasting. which is heard
on the air and in the stores, helps sell many products that
in the past could not be moved in self-service emporiums.
Rush on FAX seen as
U.S. effort to fight recession
Fact that TV alone can't battle cutback in consumer buying will inspire FCC to action on FAX broadcasting. Action
is to be expected before 1 January 1950.
SPONSOR

FARM

SERVICE

Farm Bulletin Board (daily) • Farm World Today (daily) • Dinner
Bell Time (daily) • This Farming Business (daily) • Prairie
Farmer Air Edition (daily) • Daily specialist from Board
of Trade (grain markets) • Remote broadcasts direct from
Union Stock Yards (twice daily) • Weather reports
direct from U. S. Government Weather Bureau

\ -_

• Temperature

and

humidity

every

~

station break • Such special features
'--.. "-^!
as "Your Land and My Land" "Visits
c";:":~^
,with Med Maxwell" "Great Stories
-<-^^About Corn;*

. . • Trained
^>
Agricultural Editors:
Arthur C. Page
Larry McDonald
Al Tiffany

Paul Johnson

AGRICULTURAL

N./>>.

Ralph Yohe
Bill Renshaw
Gladys Skelley
Lloyd Burlingham
Frank Bisson
Bill Morrissey
Dave Swanson

• •

•

IMPORTANT

• .

.

REMOTE

BROADCASTS

FROM

GUEST

SPEAKERS

AGRICULTURAL

AND

INTERVIEWS

EVENTS

CwltfC'$'6' More reasons why farm folks all over Illinois, Indiana,
Michigan and Wisconsin listen more to WLS...
and to our advertisers. For details, write Sales Manager,
WLS, Chicago 7, or see a John Blair man.

t^S^dg^^

CHICAGO

7

890 KILOCYCLES, 50,000 WATTS, AMERICAN AFFILIATE.
REPRESENTED BY JOHN BLAIR AND COMPANY.
I AUGUST
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For Profitable
Selling

WDEL
WILMINGTON
DELAWA

R E

WEST
EASTON
'ENNSYLVANI

WKBO

>/r. Sponsor

Robert •/. Piggott

HARRISBURG
PENN

SYLVANI

Advertising
The Grove

A

YORK
PENNSYLVANIA,

READING
EN N SYLVAN

Grove's selective campaigns. Some ad-managers get the most from
their programs by meticulous attention to detail. Other executives
know what they want and how they want it. but put the responsibility
of getting it done up to specialists on their staffs or at their agencies.

WGAL

That's Piggott's way and Groves agency I Harryr B. Cohen Advertising, New York) likes it that way.

LANCASTER
PENNSYLVANIA

Grove philosophy^ abhors the static in operation as well as in individual thinking. The only real setback ever reported was in 1946
when the company suffered a net loss attributed to writing off obsolete
and discontinued lines, while actually earning a net profit from operations. During the three years Piggott has directed Grove advertising,

Clair R. McCollough
^S;

by

ROBERT MEE
KER
ASSOCIATES
Los Angeles
San Francisco

STEINMAN

"Aggressive, but sound" is the way the Grove executive group regards
its operation. The company has made money over the years and
progressively increased its tangible net worth, which reached in
1948 over $2,750,000.
With Grove's recent acquisition of the F. W. Fitch Co.. Des Moines,
la., Piggott's responsibilities are greatly enlarged. In addition to
his selective operation he now has under his wing The Shadow.
Mutual network show covering the country for Fitch, except in the
Blue Coal area ( a dozen states on the Eastern seaboard ) . Piggott
will keep a sharp eye on the network program, just as he has on

WRAW

Represented

Manager

Inc., St. Louis

Unlike many closely-held, family-owned corporations, the term
"conservative" doesn't exactly fit The Grove Laboratories, Inc.
Neither does it fit youngish (under 40) Bob Piggott, whose job is
to see that the frequency and concentration of Groves selective
advertising delivers the right kind of circulation at the lowest cost.

WORK

Managing Director

Laboratories,

New York
Chicago

STATIONS

the firm's vigorous selective campaigns have sparked a strong demand
for all its products.
When Grove combed the field for an ad-manager to fit their exacting specifications, they let it be known they were interested in a man
to whom agency problems, including media buying and research,
were no mystery. Hill Blackett Co. (Chicago). BBD&O I Chicago l.
Needham. Louis and Brorby I Chicago ( had contributed account,
media, and research experience to a young executive named Bob
Piggott.

12
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Unusual city, Duluth. Not the country's largest market, but one of the best for
business. That's because Duluth is a stable market. It's populated essentially by middle elass folks, whose Spend Ability isn't affected too much by the vagaries of conditions elsewhere in the nation.
The man next door may work in the steel mills, or on the railroad, or on the
coal docks. Or he may be a white-collar executive. But he's the man next door. He
lives in much the same kind of house, lives much the same kind of life, does much
the same kind of spending.
Be sure Duluih is on the list for your next campaign.

WEBC
NBC

I AUGUST
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* DULUTH-SUPERIOR * KDAL
MINNESOTA

WISCONSIN

CBS

!3

Ever try
home-grown talent?
It scared a Cincinnati greeting card manufacturer.*
He thought buying a local live talent show
in a far-off market— Boston— was like putting his head
in a lion's mouth... too risky.
Until Radio Sales showed him it wasn't a gamble at all.
A Radio Sales Account Executive played him
an audition record of "Uncle Elmer's Song Circle" on
WEEI. Pointed out the natural tie-in
between his sales story and the show. Furnished him
with proof of its pulling power. The pay off . . .
The manufacturer bought this WEEI local
live talent program. And his New England sales hit
an all-time high ! That was four years ago. He's still
on — because sales are still climbing.
No wonder national spot advertisers now sponsor
more than 750 local live talent broadcasts each week
on the stations represented by Radio Sales. Their
sales curves prove that you can get a sales-effective
performance with local live talent supplied by
Radio Sales. Without a bit of a risk.
*A real life story

RADIO SALES

Radio and Television Stations Representative .. .CBS
Radio Sales represents the best radio station — the CBS one of coursein Boston, New York*, Washington, D. C, Philadelphia*, Richmond, the
Carolinas*, Alabama*. St. Louis, Chicago, Minneapolis-St. Paul, Salt
Lake City*, Los Angeles*, San Francisco, and the West Coast's leading
regional network. (*And the best TV station in these markets.)

KFH IS TOPS

N o tie J o o k
The only established Women's Show produced in Wichita is E. J.'s Notebook on
KFH. The program features items of
interest to women with participating
announcements for advertisers who want
to reach a TOP audience of women.
E. J.'s Notebook has been aired regularly for a decade.
The show has a natural animation, skillful script and
a delightful personality that clicks. Ethel Jane King,
KFH Women's Editor, is currently emcee for the
show and she has sold everything from soap flakes
to diamond bracelets on the air. Program content
includes sparkling interviews with celebrities, personalized comments on styles and trends of the day
and announcements of meetings, clubs and concerts
of fascinating interest to her loyal audience. Call your
Petry representative today for availabilities.

For evidence of TOP

programing on KFH, see any Petry man.

5000 Watts - ALL the time
REPRESENTED

16

NATIONALLY

BY

EDWARD

PETRT

&

CO.,

INC.

KFH;
WICHITA,

KANSAS

SPONSOR
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renew

New
THESE

*m mc

New

Inc
Co

Block
Drug
Co
Bruner-Ritter
Inc
Grove
Laboratories
Pillsbury Mills Inc
Ralston Purina Co
Serutan

Inc

Co

Southern Baptist Convention
Wilson
Sporting
Goods
Co

m By

NET

AGENCY

STATIONS

ABC

Weintraub
Gumbinner
BBD&O
Cecil
&
Presbrey
Raymond
Spector
Harry
Cohen
Leo Burnett
Brown
& Bawers
Roy S. Durstine
Liller, Neal
& Battle
Ewell-Thurber

IN

ALTLRNATE

ISSUES

260

CBS
NBC
CBS
ABC
MBS

163
172
149
187

ABC
MBS

216

ABC
ABC
MBS

57
130

PROGRAM,

time, start, duration

Drew
Pearson;
Sun
6-6:15
pm;
Sep 4; 52 wks
Leave
It to Joan;
Fri 9-9:30
pm;
Sep 9; 52 wks
Light-Up
Time;
MTWTF
7-7:15
pm;
Sep 5; 52 wks
Burns & Allen;
Wed
10-10:30
pm;
Sep 21; 52 wks
Unannounced;
Sun
9:30-10
pm;
Sep 4; 52 wks
The Shadow;
Sun 5-5:30 pm; Sep 11; 39 wks
House Party;
MTWTF
12-12:30 pm; Sep 19; 52 wks
Checkerboard
Jamboree;
MTWTF
12:15-12:30
pm;

W

26;
52 wks
Victor
Lindlahr;
MWF
10:45-11
pm;
Sep 5; 52 wks
Baptist Hour;
Sun 3:35-4
pm;
Oct 2; 52 wks
All-Star
Football
Game;
Fri Aug
12 9:30
pm
to
conclusion

t

Renewals on Networks

SPONSOR
Emerson
Goldseal

APPEAR

on Networks

SPONSOR
Adam
Hat
Stores
American
Tobacco

REPORIS

Drug
Co

STATIONS

BBD&O

Co

Lutheran Layman's
Sterling
Drug
Inc

NET

AGENCY

CBS
CBS

Campbell-Mithum
League

155
170

Gotham

MBS
CBS

Dancer-Fitzgerald-Sample

150

ABC
CBS

.

204
150

PROGRAM,

time, start, duration

Inner Sanctum;
Arthur Godfrey

Mon 8-8:30
pm;
Show;
MTWTF

29; 52 wks
Lutheran Hour:

Sun

12:30-1

pm;

Jul 25; 52
10:30-10:45
Sep

25;

wks
am;
52

Aug

wks

Mystery Theatre;
Tu 8-8:30
pm;
Aug 3; 52 wks
Mr. Cameleon;
Wed 8-8:30 pm; Jul 3; 52 wks
My True Story; Tu & Th 10-10:15 am; Jun 7; 57

wks

Sponsor Personnel Changes
NAME
Robert

N.

FORMER

AFFILIATION

NEW

Baggs

RCA
sis

James A. Barnett
Alberta
Boutyette
James C. Carmine
George H. Davis

Lever
Bros Co, Chi., vp, gen mgr
Bonwit Teller Inc, N. Y., art dir
Philco Corp, Phila., vp
Rexall Drug Co, L. A., mgr packaged
dept

John F.

Ronson Art Metal Works
mgr export dept

Burton
Gerhard

Des Reis
Durkee
Exo

Day,
Duke
exec

&

Tarleton,

Inc, Newark

N.

Y.,

mdsg

Thomas
W.

L.

H.

Keating

Kesinger

William
McCarthy
John M. McKibbin
Marjorie Shields
Albert
R. Stevens
Victor

P.

Strite

Lafayette A. Tremblay
Eugene
N. West

•

Service Co Inc,
mgr

Same,
Same,
Same,

vp in chge
adv dir
exec vp

medicine

Same,

gen

sis

N. J., sis

Same,

sis

mgr

dir,

acct

Wallace N. Guthrie
Grace Johnson
G. R. Jones

mmm

AFFILIATION
Camden

N. J., consumer

prods

Brooks
prom Brothers,

N.

(Chevrolet
div),
Y.,

Motor

Detroit,

adv

truck

M

mgr

■

Kaiser-Fraser Corp,
General Foods Corp
sis prom mgr

div),

Same,

gen

adv,

Same,

truck adv

mgr

Bonwit

Willow
Run Mich,
adv dir
(Diamond Crystal Salt div),

Dairy

prom dir
American
Safety
mgr

Teller

Inc,

N.

Y.,

adv

Corp,

Y.,

adv,

sis

Sunset Appliance
Stores
Inc, N. Y., adv,
American
Tobacco Co, N. Y., adv mgr

Razor

Corp,

N.

Y.,

gen

sis

Same,

&

gen

gen

mgr

con-

prom

dir

vp.

N.

Same,
Lehn

Mich.,

mgr
Pittsb.,

Corp,

vp,

Y.. adv.

mgr

Products

Melville Shoe Corp, N. Y., sis mgr
U. S. Time Corp,
N. Y., sis mgr

N.

mgr

Westinghouse
Electric
sumer prods
National

■

adv

Shick Inc, Stamford Conn., exec vp, gen mgr
Helena Rubinstein
Inc, N. Y., adv mgr
General
(Oldsmobile div), Lansing
sis mgrMotors Corp
General
Motors
Corp
gen sis mgr
Chrysler Corp
(Dodge

service

sis

dir

gen
mgr
Fink
Products

Corp,

N.

Y.,

gen

sis

mgr

In next issue: New and Renewed on Networks. Sponsor Personnel Changes,
National Broadcast Sales Executive Changes. New Agency Appointments

mm

National Broadcast Sales Executives (Personnel changes)
NAME
Robert I. Foreman
U. A. Latham
Hartley L. Samuels
Guy Wadsworth
I .t-slif P. Ware

FORMER

NEW AFFILIATION

AFFILIATION

Same, sis mgr
WKRC-TV,
Cinci., gen sis mgr
WFDR,
N. Y., sis dir
WLWD
(TV), Dayton
O., »ls dir
Same, sis dir

VVLDY,
Ladysmith
Wis., slsman
WKRC,
Cinci., gen sis mgr
Lancer
Productions,
N. Y.
WONE, Dayton, O., sis staff
KXLW,
Clayton Mo., exec dir

New Agency Appointments
PRODUCT

SPONSOR
American Home Foods Inc. N. Y.
Associated Iron & Metal Co, Oakland
Astor Theatre,
N. Y.
Bankers
Life & Casualty
Co, Chi.

W

m

Calif.

Barton's Bonbonniere
Inc, N. Y.
H. R. Basford Co, S. F.
Big Bear Land & Water Co, L. A.
Block Drug Co, Jersey City N. J.
Burdett College, Boston
Cal-Dak
Co, Colton Calif.
Capehart-Farnsworth
Corp, Ft. Wayne
Ind.
Carter Products
Inc, N. Y.
Charles of the Ritz, N. Y.
Dean Milk Co, Chi.
Eastern Koolvent Aluminum Awning Inc, N. Y.
Federal Life & Casualty Co, N. Y.
Fidelity Roof Co, Oakland
Calif.
E. Fougera Inc, N. Y.
G & W Refrigeration
Co, Oakland
Calif.
Gordon Baking Co, Detroit
Grove Laboratories, N. Y.
House of Old Molineaux Inc, Boston
Idaho Prune Advertising
Commission,
Boise Idaho
International Salt Co, N. Y.
John F. Jelke Co, Chi.
Klever Kook Food Co, Santa Ana Calif.
R. Kolodney Co, Hartford
Conn.
Laurel Raceways Meet, Laurel Md.
Frank H. Lee Co, N. Y.
Lever Bros Ltd, Toronto Canada
Marcus Breier Sons Inc, N. Y.
Marlin Firearms,
New
Haven
Conn
Mason Chicks Inc, So. Plainfield N. J.
Mead Johnson & Co, Evansville Ind.
Nu-Ena-tiel Co, Chi.
Parkview
Markets
Inc, Cinci.
P. H. Postel Milling Co, Mascoutah
111.
Prepared
Products
Co Inc, Pasadena
Calif.
Quality Television Corp, L. A.
Re-Clean Inc, N. Y.
Resolute Paper Products Corp, N. Y.
Helena
Rubinstein
Inc, N. Y.
Ruby Chevrolet, Chi.
Schiff, Terhune & Co, N. Y.
Sherwin-Williams
Co, Cleve.
Sportstamp
Publishers,
Phila.
Standard
Laundry Co, Jersey City, N. J.
Twentieth Century-Fox
Film Corp, N. Y.
United Wallpaper Co, Chi.
Washington
State Advertising Commission
Whitehall Pharmacal Co, N. Y.

Wimbledon
Shirt Co, Chi.
Winarick Inc, N. Y.
Worthington
Products
Inc, N.

»

George Washington
Bldg. supplies
Movies

Ted Bates,

prods

Insurance
Candies
Electrical supplies distributor
Peter Pan Rancho
Club lots
Stera-Klcen Denture Cleanser
College
Clothes baskets, trays, tray
Radios, TV sets
PerStop liquid deodorant
Cosmetics
Chocolate Milk
Awnings,
lawn
Insurance

stand

mfr

Tablets

Metropolitan,
N. Y.
C. J. LaRoche,
N. Y.
Mitchell-Faust, Chi.
Keelor & Stites, Cinci.
Warner,
Schulenburg,
Todd,
Dan B. Miner, L. A.
Buchanan, L. A.

Food prods
Elegant feeds, flour
Dixie Fry seasoned flour
Bob Hope TV enterprise
Home dry cleaner
"Sure,"
toilet tissue
Cosmetics
Automobiles
Insurance

Cayton, N. Y.
Lester Harrison,

DDT,

Bug

Films, Roxy Theatre
Wallpaper
Tourist
Anacin

accounts

Anacin,

Kolynos,

Y.

Bisodol

Tablets

Jeris Hair Tonic, Hair Oil, Herpicide
Sleep-Eezc,
sleeping pills

N.

St.

L.

Y.

Hewitt, Ogilvy, Benson & Mathes, N.
W. B. Doner, Chi.
E. M. Freystadt, N. Y.
Griswold-Eshleman,
Cleve.

Y.

Weightman, Phila.
Ray-Hirsch, N. Y.
Charles Schlaifer, N. Y.
Ruthrauff & Ryan, Chi.
MacWilkins, Cole & Weber, Seattle
Duane
Jones,
campaigns

Cold

Chi.

Grey, N. Y.
Young & Rubicam, N. Y., for Canadian adv
Chernow,
N. Y.
Duane
Jones, N. Y.

foods

Weed-No-More,
Pestroy
Blaster Garden
Dust
Publisher
Laundry

Y.

Duane
Jones, N. Y.
Tatham-Laird,
Chi.
Lockwood-Shackelford,
L. A.
Lawrence
Esmond,
N. Y.
Kal, Ehrlich & Merrick, Wash.

Lipton tea, noodle soup
Bantamac
all-weather
jackets
Razor blades
Hatchery
baby

N.

Morey,
Humm
& Johnstone,
N.
William Warren, N. Y.
Ad Fried, Oakland Calif.
Redfield-Johnstone,
N. Y.
Ad Fried, Oakland Calif.
N. W. Ayer, Phila.
Harry
B. Cohen, N. Y.
Morris F. Swaney, Chi.
Pacific National,
Seattle Wash.

Jelke's Good Luck Margarine
Flavored
flour
Betty Hartford dresses
Racetrack
Men's hats

Pablum,
Paints

Y.

Peck, N. Y.
Morris F. Swaney,

umbrellas

Pfunder's
Antacid
Wines
Institutional
Sterling Salt

N.

Ad Fried, Oakland
Calif.
Donahue & Coe, N. Y.
Weiss & Geller, Chi.
United, N. Y.
Beaumont & Hohman,
S. F.
Raymond Keane, L. A.
Redfield-Johnstonc, N. Y.
L. Richard Guylay, N. Y.
Jordan, L. A.
J. M. Mathes,
N. Y.
Dancer-Fitzgerald-Sample,

Bldg. supplies
Cal-Rinex
for hay fever
Ice Making
Machines
Baked
goods

Guards
Shirts
Y.

AGENCY

(or service)

N.

Y.,

for

Benton
& Bowles,
N. Y.,
Detective"
TV show
Biow, N. Y.
Louis A. Smith, Chi.

special
for

radio

"Armchair

Kastor, Farrell, Chesley & Clifford,
William von Zehle, N. Y.

N.

Y.
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Speidel expands radio, enters television.
Bruner-Ritter drops magazines for radio.

Speidel tried radio for the first time in May last year to sell its watch
bands when it started sponsoring a 15-minute segment of ABC's now
famous quiz-giveaway, Stop The Music. Now, having arced up from
around sixth to first place, with about half the $20,000,000 wholesale
replacement business, Speidel is settling down to an exciting fight to
hold its supremacy via a new network show and a plunge into television.

Remember the
story about . . .
the bow
and arrow

Duffy's Tavern on NBC this fall is expected to reach new prospects
for the company's bands, while Ed Wynn's CBS-TV network show,
also starting in the fall, will woo viewers to linger for a look at the
Speidel jewelry display via models.
Not to be left out of the running since Speidel began making
people ask for "Speidel bands," Bruner-Ritter, Inc., New York,
has abandoned consumer magazine advertising for a king-size splash
into radio. They tossed overboard a reported $500,000 magazine and
Sunday supplement color campaign, doubled that budget and bought
(via newly-appointed Raymond Spector Co.. Inc., New York) an
ABC sustainer, Go For The House. This show, a 30-minute, once-aweek program, started 31 July (9:30 e.d.t. I , and the sponsor comes
in 4 September following the August buildup. Bruner-Ritter revamped
the format and changed the title to Chance of a Lifetime (the chance
is for studio and listening audience (187 stations! to win prizes
valued at $500,000 ) .
Time and talent will cost an estimated $750,000. with about
$250,000 planned for trade and other promotion, possibly including
television. Bruner-Rittter, which makes the Bretton line, claims to
dominate sales to watch manufacturers, as Speidel now does the replacement business. They expect radio to bring them a larger share
of a growing market.

See:

|IS

IsSUe:
Subject:

the guns

j^

of today?

Crusading Pays Lee
February 1947. p. 9
Controversial Drew Pearson switches to
Adam Hats; Lee signs Robert Montgomery

Adam Hats, a chain that sells the Adam line through other outlets
also, has appointed William H. Weintraub & Company, Inc.. New
York, in the hope that that astute, hard-hitting agency can give
Adam chapeaux the glamor that fights, straight news, and an unlamented network amateur hour never quite achieved. Drew Pearson,
controversial, crusading (". . . make democracy live") newsman,
made Lee hats probably the most-asked-for brand in America. He's
the other half of the team that Adam executives expect to give their
line unquestioned leadership (it has ranked close to the top for a
number of years) .
Lee. meanwhile, turned its back on the agency and the commentator who never seemed to wind up one feud before finding himself in
the middle of two more. Through Grey Advertising Agency, Inc.,
New York, Lee successfully negotiated for the services of motion
picture star Robert Montgomery. Format will be easy and informal,
featuring news and sidelights based partly on Montgomery's travels
and close acquaintance with people, big and little, all over the world.
Program will start in September, probably over ABC, though negotiations aren't vet final.
I AUGUST

that developed into

Many powerful things had
insignificant beginnings.
Take radio stations. WWDC
in Washington started out
small. And then it grew . . .
and

grew

. . . until today

it's one of the most powerful forces for producing
low-cost

sales in this rich

market. Call in your Forjoe
man today.

WWDC
AM-FM— The D. C. Independent
Represented Nationally by

FORJOE

&

COMPANY

1949
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"Weed and Company serves you right!" I
. . . said Mr. Jamison
Mr. Z, a prominent figure in advertising circles, had
been searching high and low for just the right set of local
stations in which to test his new product.
Finally (and wisely) he got Mr. Jamison, and Mr. Jamison
got the availabilities. But by that time, advertiser Z was
many miles at sea on his new yacht. And Mr. Jamison (who
practically refuses to take a vacation) took off after him.
"1 know it's summer and all that," said our man when he
finally caught up with his client, who was much more pleased
than surprised. "But I promised I'd let you see the list
the moment it was ready. And besides, your test campaign
really should start this month, you know."
"Much obliged, my boy, much obliged!" said Mr. Z
from his taffrail.
"It was nothing, sir," Mr. Jamison replied. "Weed and
Company serves you right!"

An exaggerated example perhaps. But we've got a lot of
people like Jamison at Weed and Company. . . and we're doing
more business for all of our clients than ever before.

Wea ed
a n
20

company

radio and television
station representatives
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II. S. Radio Audience: 1
More people are listening niore hours
to more sets in more homes than ever before
^

1 Radio constantly underesiff.£-.v timates its strength. In the
latest report of the size of the U. S.
radio audience, the Broadcast Measurement Bureau takes for its percentage
of the U. S. homes equipped with radio
the same figure which was developed
by Al Politz well over a year ago,
94.2%. Normal expansion during the
year is bound to have increased this
I AUGUST

1949

percentage. In 1946, the BMB percentage of American homes with radio
was 90.4. in two years, 1946-1948,
there was an increase of 3.8%. There
is little, if any, indication that this
ratio of increase has slowed down in
1948-1949. This is in part because
radio ownership in the backward Southern states continues to jump. While
nationwide the increase in the 1946-

1948 period was only 3.8%, the increase in the West South Central
states, Kentucky, Louisiana, Oklahoma,
and Texas was from 78.8% to 87.2%.
In the East South Central states, Kentucky, Tennessee. Alabama, Mississippi, the increase was from 75% to
85%. Radio ownership in these states is
continuing to increase by leaps and
bounds, but there is no current research
21

available to deliver definitive set-ownership figures, so 1948 figures are still
being used.
The minimum radio home figure for
1949 is 39,275,000. This is 94.2 % of
the total number of U. S. homes as
estimated by Sales Management.

In

these homes, it's estimated by the Radio
Manufacturers Association, there are
over 80,000,000 radio receivers in current use. There are also a sizable number of TV sets which are equipped to
receive both AM and FM broadcasting.
Estimates pla?e at 8.000.000 the number of radio receivers which will be

surveys. To these sets must be added
an estimated half-million receivers in
public places, most of which are listened to by many more people than
lend an ear to any individual home
radio receiver during the average day.
Every business day during the year,
the radio audience is growing, simply
because 98'/- of all new homes established by newly-married couples are
radio equipped. This figure is a projection of a survey* made three days
in June at 11 license bureaus in the
same number of cities in the U. S.
Multiple

l*€»reeiitaa*e of Itadio Homes

sold in 1949. RMA

feels that from

one-third to 40% of these are replacement sets. The others represent new
receivers for multiple set homes and
new radio homes. The TV estimate of
set sales for 1949 is 2,000.000.
There are over 62.000.000 home radio receivers in the 39.275,000 radio
homes. The families in these homes
also own. at a minimum. 10.037.900
automobile radios and 1,791,500 portable radio receivers, according to recent

22

set

homes

are

constantly

tra listening. Obviously, the number
of listeners-per-listening-set is lower
when the extra sets are in use, but there
would be no listening at all at the time
these sets are in use if there were no
extra receivers in the home. Only
Nielsen is continuously measuring the
listening in these multiple set homes
(new Audimeters are designed to measure up to four receivers at one timej.f
Out-of-home listening has not been
measured. It is admittedly high during
the summer and during all days on
which important sports events are
broadcast.
It is also high all year

in eaeh of the 4tt States of the I . S. A.

on the increase. At first blush, this
would seem not important in judging
the size of the radio audience. Nevertheles , itis of vital importance. Multiple set homes listen 25% more than
single set homes. An extra set in the
kitchen means as much as one-and-ahalf additional hours of daytime listening. An extra set in the bedroom means
at least a half hour a day of added
listening. An extra set in junior's or sister's room means at least an hour of ex-

round in factories and public places
where radios are in constant use. Limited studies recentlv made by WITH
(Baltimore). WRC
(Washington!.
WNEW (New York I. WHDH (Boston) and NBC (youth market study)
(Please turn to page 58)
*Survey maile by a young folks "shelter
magazine.
tHooper does measure multiple set homes
for his U. S. Hooperatings but this is only
twice a year.
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Radio Homes
TOTAL

REGION
AREA
STATE

Radio
Families

Families

%
Radio

HE UNITED STATES

41,692,900

94.2

39,281,230

24,599,390

HE NORTHEAST

11,028,100

96.7

10,668,810

8,613,160

2,594,000

98.2
95.3
96.7
95.7
98.9
98.8
98.6

2,548,000

1,993,320
108,980

NEW

ENGLAND

251,000
1 59,400
101,900
1,294,700
214,600
572,400

MAINE
NEW
HAMPSHIRE
VERMONT
MASSACHUSETTS
RHODE ISLAND
CONNECTICUT
MIDDLE

ATLANTIC

NEW YORK
NEW JERSEY
PENNSYLVANIA
HE NORTH

CENTRAL

EAST NORTH

CENTRAL

OHIO
INDIANA
ILLINOIS
MICHIGAN
WISCONSIN
WEST NORTH

CENTRAL

E SOUTH
■ SOUTH

ATLANTIC

DELAWARE
MARYLAND
DIS. OF COLUMBIA
VIRGINIA
WEST VIRGINIA
NORTH
CAROLINA
SOUTH
CAROLINA
GEORGIA
FLORIDA

Beast south central
KENTUCKY
TENNESSEE
ALABAMA
MISSISSIPPI
■ //EST SOUTH

CENTRAL

ARKANSAS
LOUISIANA
OKLAHOMA
1 TEXAS

12,496,390

8,160,020

8,777,400

97.5

8,556,190

5,992,800

2,31 1,300
1,170,200
2,584,700
1,774,800
936,400

97.4
96.5
97.5
98.1

1,608,820
690,760

97.7

2,251,560
1,129,530
2,519,830
1,740,560
914,710

1,950,500
1,177,920
564,800

97.9
98.4
98.4

4,104,900

96.0

3,940,200

96.9

97.7
97.1

810,010
757,340
1,127,530
141,480
163,660

2,167,220
484,000
389,190
718,250

'Copyright 1949 Broadcasl

1949

95.9
95.8

8,120,810

6,619,840

4,069,840
1,283,770
2,767,200

3,51 1,330
1,078,880
2,029,630

46,500

95.3

368,180
572,000

55,1 10
185,250
288,920

12,003,800

87.3

10,478,010

6,090,920

5,138,000

88.5

4,549,060

2,603,350

86,800
596,400
238,800
770,300
473,300
898,500
489,400
855,900
728,600

95.4
95.7
96.8
89.5

82,770
570,650

46,930
368,160
238,800
374,350
168,580
358,850
180,910
403,230
463,540

2,877,300

85.0

734,400
830,800
742,500
569,600

89.2
87.0
82.7
79.8

3,988,500

92.0
87.1
83.2
83.4
87.4

87.3
83.9
84.1
89.5
88.5
97.6
96.0

155,600
156,000
8 1 ,900
363,100
168,000
184,100
175,200
45,300

97.2
97.3
97.1
96.9
90.9
93.7
98.5
96.3

4,449,500

98.0
97.8
97.4
98.2

729,900
497,000
3,222,600

WASHINGTON
OREGON
CALIFORNIA

AUGUST

97.0

94.4
97.0

Measurement

Bureau

231,160
689,070
435,430
782,830
406,950
713,600
636,600.
2,446,830
655,190
722,520
614,360
454,760
3,482,120
445,600
588,750
602,930
1,844,840
5.638,020
1,275,970
151,260
151,820
79,510
351,920
152,740
172,580
172,500
43,640
4,362,050
713,720
483,830
3,164,500

Radio
Families

1,187.820
289,950
370,450
333,120
194,300
2,299,750
186,940
383,840
361,340
1,367,630
3,735,290
733,200
88,380
69,290
40,560
240,840
82,570
75,290
1 12,770
23,500
3,002,090
403,650
273,530
2,324,910

96.8
96.4
95.7
97.6
97.9
97.8
97.1

98.2
97.3
96.1
97.9
97.0
96.9
95.9

Iff If)

RURAL-NONFARM
Radio
%
Radio
Families
Families

25,400,790

8,621,690

94.5

8,354,160

1,882,350

96.6

1,972,380

465,780
101,760
47,650

96.4
93.8

106,990
92,850
41,480
1.153,450
193,430
384,180

96.4

12,882,300

1,329,200

'ACIFIC

98.4
99.1
98.9
99.0

96.8
96.5
95.5

5,778,700

MONTANA
IDAHO
WYOMING
COLORADO
NEW MEXICO
ARIZONA
UTAH
NEVADA

98.9
98.2
98.0

4,205,700
1,329,900
2,898,500

2,083,700

vlOUNTAIN

97.0

96.3

531,100
700,400
673,300

IE WEST

97,550
1,280,650
21 1,970
564,430

94,730
42,140
1,163,870
195,500
388,100

URBAN
%
Radio
95.5

8,434,100

829,300
780,100
1,194,200
145,900
170,700
384,200
600,500

MINNESOTA
IOWA
MISSOURI
NORTH DAKOTA
SOUTH
DAKOTA
NEBRASKA
KANSAS

239,320
154,080

Families

of America:

6,381,780
3,400,180
1,039,790
1,941,810

34,660
106,290
16,930

95.0
94.7
97.5
97.2

158,490

98.1

1,416,570
522,320

96.7
97.3

218,440
675,810

97.4
96.0

7,968,150

2,467,330

5,868,510

1,632,830

1,573,320
670,860
1,909,080

439,270
258,650
377,720
380,440
176,750

1,159,410
555,840
2,099.640
475,210
378,850
689,970
45,510
53,430
1 79,490
277,180

8,144,670

95,450

36,880

45,270
32,820
103,630

25,100

96.0
92.6

24,540

95.8
96.3

15,960
23,250
23,570

16,450
155,530
1.369,270
507,990
212,840
648,440

2,254,950
1.151,770
263,210

97.2

249,700
366,050
372,600
171,880

220,790
256,480
2194,850
16,440

95.9
97.8
96.8

800,140
145,310

1,103,180
196,760
229,060

94.1
96.3

156,720
202,330
30,300

84,610
155,560

95.4
95.7

148,540
161,850
215,070
3 1 ,460
37,410

52,910
189,500

89.2

1 10,170
298,330
145,530

82.5
77.2
85.7

238,160

78.4
80.5

88.4
83.6
83.8
87.8

317,340
151,160
337,960
406,930

93.2
90.9
88.1
88.1
88.5

188,950
181,120

1,032,170

678,620

89.2

192,830
197,140
174,580
1 14,070

91.0
87.6
90.4

605,320
175,430
178,130
152,880
98,880

91.5
97.3
94.1
98.5
96.4
98.2
97.5
97.7
98.3

86,090
67,310
39,420
234,220
75,570
70,880
1 1 1 ,040
22,660
2,947,190
393,740
267,1 10
2,286,340

1 ,326,690
329,850
30,560
33,630
24,570
67,730
41,930
76,860
36,070
18,500
996,840
209,520
141,060
646,260

26,140
167,670

86.7
88.8

746,050

87.0
86.2
89.9
90.3

123,180
148,760
137,070
337,040

95.8
97.1
97.3
97.6
96.6
91.1
94.5
96.2
98.7
97.9
98.2
97.3

189,490
221,770
235,230

90.5

187,660
181,310
219,390
143,510

97.3

96.8
90.2

1.107,720
12,830

90.9

141,520
172,500
152,420
373,330

1 .040.420

81.1
81.5

206,450
194,550
241,320
162,960
214,510
204,770

839,770

96.3

2,967,560

45,020
355,770
231,160
345,170
159,680

707,190

1,100,200
250,990
208,970
244,700
208,550
186,990

2,647,120

95.9
96.6
96.8
92.2
94.7

97.4
97.1
97.2

95.4
94.6
95.4
96.0
96.4

95.3
96.7
94.2

1,295,750

3,654,380

2,140.620

35,700
80,950
148,830

90.8
96.7
95.6

97.8
96.5

176,950
31,140

95.5

260,880
67,940
78,180
1 14,340
156,020

1 ,426,930
27,040
175,330

330,470
1,221,010

369,760
161,670

95.6

94.3
834,500

2,350,190

85.7
86.0
91.5
89.3

24,720
2,090

94.0
93.0

91.7
94.9

1,587,480
427,250

97.9

126,470

32,580
193,060

2,387,620

90.3

2,041,740
160,260
330,000

2,170
25,810
397,690
172,050

96.8
97.2
97.3
96.5
96.9

496,230

93.2
93.8
91.6
93.8

2,945,320

88.8

6,471,820
532,590

Families
5,735,770

40,260
17,020

5.424,100

84.1
80.2

88.6

Radio

134,900

89.1

268,920
327,320
280,150
155,780

RURAL-FARM
%
Radio

1,818,420
449,150

95.7
89.9

86.9
92.7
88.4

Families

29,670
32,720
23,970
38,200
65,420
72,670
35,610
17,800
975.450
205,660
137,300
632,490

93.6

145,990
2,406,790
903,120
1 1,610
47,210

82.4

156,240
94,440
246,100
1 12,280
186,690
48,550

60,290
1,010,860
251,620
263,210
234,800
261,230
848,980
202,640
144,060
159,540
342,740
716,720

1.291,510
3 1 6,060

65,670
74,530
107,740

266,150
36,660
53,080
16,770
54,530
43,500
31,950
26,360
3,300
450,570
1 16,730
82.410
251,430

809,340

80.1

210,840
217,070
181,330

82.5
83.8
77.2
76.6

200,100

81.8
80.0

694,330

76.4

162,160
109,990
135,390

84.9
83.7
96.6

286,790

95.0
96.8
97.6

252,720

96.1
95.9
89.6
90.9
98.1
96.4

51,790
16,120

692,130

35,500

52,280
38,970
29,030
25,850
3,180
439,410

97.5
96.4
97.9
97.7

1 14,320
79,420
245,670

97.9
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Association advertising on
the air follows two widely
divergent patterns. One takes
the shape of the expensive, impressive
network program designed not so
much to sell what the association represents, hut rather to do a general
educational joh for the public on the
particular service or product. An outstanding example of this type of association-sponsored web program is
the Railroad Hour, presented on ABC
Monday evenings by the Association
of American Railroads. There is no
attempt made on this program to sell

"Patrick O'Riley," star of program,

goes

out on

laundry routes to

meet

contest

winners,

pick-up

men

The Chicago
laundry lesson
When

lOl laundries get together

to sell, here's what happens

directly any particular road; the commercials merely point out in a dignified, prestige manner the advantages
of travel by train.
The second pattern of association
broadcast advertising is on a smaller,
far more direct basis. Selling what
the association's members have to
offer the public, rather than presenting
a primer on what the association itself
represents, is the principal aim. It has
to be that way, since the type of
association using this pattern is generally comprised of small businesses
which cannot afford to contribute cooperatively to any advertising campaign thatofdoesn't
modicum
direct produce
results. at least a
Typical of this sort of trade group
is the Chicago Laundry Owners Association. Organized in 1909, it now
includes 130 vari-sized laundry establishments in and around the Windy
City. Although the complete membership is not in on the advertising program planned and carried out by the
Association, those that are have found
it to be definitely worthwhile.
Despiteradio
the campaign
fact that started
the CLOA's
current
only
last 20 March, the organization is no
newcomer to the medium. Before the
war its members benefited nicely from
a local program called My Diary.
Overloaded during the war years, the
laundries suspended advertising. But
with those lush ( for them ) years over,
and with the knowledge that their
principal competitors, the major soap
manufacturers, were spending an estimated $30,000 a week in air time
alone in the Chicago market, the laundry men decided it was high time to
get back into radio.
The result of the decision was a
show called Pick-Up Time on WBBM,
the
Chicago
CBS
outlet,
Mondav
.< Drug
ly

officials
public-service

mark
show

seventh
on

year

Milwaukee's

of

weekWISN

through Friday 8:30-8:45 a.m.. and
Sunday 12:00-12:15 p.m. Built by
WBBM program director Al Morey,
local salesman Stan Levey, and the
CLOA's

agency, John W. Shaw Advertising, Inc., the program offered a
combination of song, talk, jokes — and
informal friendliness. Its mainstay
and mc is a character using the name
of "Patrick O'Riley"; 15 staff announcers were auditioned for the part,
all of them sounding too much the
actor, too professional, until Val Sherman. WBBM program manager who
hadn't done much actual air work for
six years, was moved out of his desk
job and back in front of a mike to
be "O'Riley." Sherman had what the
Association wanted: a warm, friendly
personality and a voice that would sell
good-will the way a laundry route
man should.
Pick-Up Time has a touch of giveaway program to it. On each show, a
week's laundry is handled free for
the five women who send in the best
humorous or whimsical stories which
are selected to be read on the program. A Dor-Meyer Food Mixer is
given away each Sunday as a grand
prize. Except for the listeners' stories
and jokes, Sherman ad libs all of the
show, and sings a song or two. Singer
Jeanne MacKenna assists on the weekday quarter-hours, with vocalist
Louise King heard on the Sunday
broadcast, the change of voice being
used to give the impression that laundry route man Patrick is lounging
around at home with "Mom."
Handling advertising for a goodsized trade association calls for equal
parts of strong planning, patience, perseverance, and good luck, according
to John W. Shaw, of the agency which
bears his name. "In every association," he says, "there are two, three,
or more who don't believe in what
you're proposing. Those are the targets for your arguments. If you can
talk to the skeptics with enough
conviction you can make your point
with the whole committee.
"Pre-planning in the case of association advertising," Shaw continues, "is more important than on
any other type of account, and things
must be carefully outlined so that
there is no gap or misunderstanding
among the different-thinking individual association members. Then, once
(Please turn to page 59)
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SEND YOUR LAUNDRY

T01HEUUNDRY
6 GOOD

REASONS

LAUNDRY

WHY

THE LAUNDRY

BETTER AND WHY

2, Scientifically equipped. Modern,
Association member laundries keep
informed of new fabrics, cleansing
agents and engineering improvements,

5. More sanitary. 10 to 12 water changes
at exact temperatures.
O. Association laundries do everything
—pick up . . , wash
dry
iron
. . . fold . . . deliver.

3, Color and fabric separation. Each
. bundle separated by fabric and color
as many as 8 times.

LAUNDRY

OWNERS

ASSOCIATION

Chicago's Finest Laundries— organized now
Aagaard Laundry Co
Ace Laundry Company...
Alba Laundry Company. .
American Laundry, Inc..
Angelus Laundry
Antiseptic Laundry
Argyle Laundry, Inc
Atlas Wet Wash Laundry.
Auburn Laundry . ..^...
Avalon Laundry Co

Bee Hive Laundry Co
Bissell Laundry, Inc
The Brooks Laundry
Calumet Laundry Co
Capitol Laundry
Cascade W W Laundries. .
Centenniel Laundry Co...
Cemral WW Laundry Co.
Chicago W W 4 New Way
Ldrys
Chief Wash Co

St.

Modern Ldry. & Dry Clng.
LO 1-1700
MO 6-S071
Call one of these laundries

VA 6-4100
LO 1-2044
LA S-0500
IR 8-7726

near you. Pick-up and delivery
service at your convenience.
Membership in the Chicago

LA 3-1111
1-7242
HU
SA
8E
DR
All

1-7060
3-4022
3-3430
7-1060

FA
NE
R A
MO
IR

4-3702
0-7400
3-4000
0-2300
0-9540

Laundry Owners Association
is your assurance that you get

018-5308
SU 4-454S
SU 7-1711
, , OA 4-1473

Eagle laundry Co
NE
Eclipse Laundry Co
TR
Edgewater Laundry Co.. . . LO
Elston Laundry Co
KE
Empire Laundry Co
WA
Esquire Shirt
Excelsior
Ldry. Laundry.
& Dry .. AM

BI 8-3604
Hanson's Laundry, Inc. . . ,

L~

iHappy
Day Ldrs. & Dry
Cleaners
Harrison Laundry Co —

National Laundry Co.
AU 7-3000
Normal W W Laundries. . RA 3-3140
North Chicago Laundry Co. BI 0-3210
Northern Laundry
BE 5-2121
Forut 393
Oak Leaf Laundry

Rainbow Laundry, Inc

3-8504

Safety Wet Wash Ldry..
Sanitary Laundry, Inc..
Sheridan Laundry

2-7140

Jewel Ldry. & Dry Clnrs.. BR 4-1004
Kennedy Laundry Co
King's Laundry Cj>
Kline's Laundry
Lake Park Laundry
[Lake View Ldry. Co
Leader Laundry Co

PU 5-2027
SE 3-O004
Ml 3-2691
Ml 3-4741
LA 5-4287
YA 7-4844

Reading Laundry
VI
[Lewis Laundry Co
VI
lexin9ton Ldry. & Clnrs., FA
life Laundry, Inc
CA
Lincoln-Paragon Ldrys. . . L0

Family Favorite
Laundry Co
AR 0-1444
French Hand Ldry. Co. . . . EA 7-0300
0-7200
6-2420
2-0000
4-3400
5-0041

Paradise Wash Co
IN 3-3004
Park View W W Laundry. CA
0-7172
SA 1-0740
The Peoples Laundry.
BR 8-0009
Pilgrim Laundry, Inc
Pilsen
Ldry.
&
Dry
Clng.
Co
CA 0-3504
Progress Laundry Co
PE 0-3704

8-0403
3-0700

Ideal Ldry. & Dry Clnrs.. , TR 4-1400

S-7SO0
4-7500
1-3020
0-0452
5-3300
2-4402

s*^

Dl 2-0444

NE
LA
Home Crystal Laundries
The Howard Laundry. . , , SH
Clnrs.,
PL
[Hyde
ParkIncLdry. &

CA 5-0622

W Ldry.. . VA
DA
Co
VI
Ldry. Co.. RO
Ldry
PU

Co
WE 6-0987
Montana Laundry, Inc.. . . B I 0-4020
Morgan Linen Service, Inc. CA 5-7044
Mother's Laundry
L0 1-7520
Mueller Bros. Laundry...
Bi 7-6277

the finest professional care for
your washing.

JU 8-6800
LO 1-4044

Service
Derby Laundry Co
prexel Laundry Co

Garden City W
Gem Laundry
Grand Laundry
Great Northern
Great Southern

• 188 W.Randolph

to give you improved service.

Y A 7-1800

Daly's Laundry
Co
Dependable
Laundry

Clng. Co

IT COSTS LESS

4. Safe cleansing . No harsh bleaching.
Gentle cleansers and rain-soft water
mixed in correct proportions by
automatic controls.

1, Easier on Clothes. Tests show
clothes washed by the average
housewife wear out 31 % faster.

CHICAGO

DOES YOUR

7-7755
0-7100
4-0732
7-0804
1-3355

Shirt Service Laundry. . .
South Chicago Laundry Co.
South Shore Laundry...,
South Side Laundry Co.. .
Standard Laundry Co
Steven's W W Laundry...
Supreme Laundry Co
Surf Hand Laundry
Swan Laundries Co

LISTEN

SO 0-0800
PL 2-4100
VI 2-0200
CA
5-4700
HE 4-3723
SP 2-2544
BU
Kl 1-5957
5-3396

The Best Laundry & Clg.
Co
OA 4-1383
Tivoli W W Laundry Co.. . FA 4-7000
Toll Bros. Laundry
MO 0-1310
Universal Laundry
RO 2-0636
Up-To-Date Laundry Co.. PU 5-0700
Victory
Co

Majestic Laundry
BR 8-7120
Manhattan Laundry Co... LA 1-4145
Marshal) Sq. W W Ldry.. BI7-7040
Mattmlller Laundry Co... VI 7-7131
Metropole Laundry
HY 3-3100

SP 2-8444
VA 0-2100
AV
IN 3-4700
3-1100
WA 4-7400

Laundry

&

Clng.
VA 0-5040

Westwood Laundry Co.. . . TU
White Way Laundry Co.. . AT
Woodlawn Laundry Corp.. FA
World Laundry, Inc
KE

TO

MDW PICKUP eveTIryME"
"LAU
a new radio show

9-1100
5-3800
4-4014
0-1047

VALUABLE PRIZES FOR BRIGHT
IDEAS FROM LISTENERS

I Five lucky winners wDI each be
I given a week's
free laundry
service
each
day with one
; grand priie every Sunday

week day morning

WBBM

8:30 a.m.

Friday and
Monday through
NOON
12
AT
S
SUNDAY

O'B.l"
PATBICH ASSOCIATION
CHICAGO LAUNDRY
6
STAW1HOWNERS
188 W.

RANDOLPH

STREET
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HOUR"

OVER KRNT, DES MOINES, BRINGS FRIGIDAIRE CUSTOMERS

TO ELSIE MUNN

OF MUNN
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Are you getting the most out of your

dealer co-operative dollar?
Radio co-operative advertising can be profitable to radio sponsors. It isn't profitable for Philco, Aviation (Crosley Division) Corporation, and RCA-Victor,
for example, just because they are
Philco, Crosley, and RCA-Victor. it
pays off for them and others because
they have learned the hard lessons of
experience in how to get the most out
of it.
Getting the most from cooperative
campaigns involving both radio and
other media pre-supposes the advertiser
understands the plusses to be gained
and how to capitalize on them. It presupposes he won't try to make the national-local combination do what it
isn't designed to do.
Perhaps the biggest single misconception on the use of the cooperative
plan is that it is just another approach
to national advertising. It leads to frustrating experiences. Some of co-op ad-

vertising's severest critics deliver their
most telling attacks against co-op difficulties that inevitably grow out of the
fallacy that it is a substitute for national advertising. The fact that under
special conditions a few firms have
used successfully only co-op advertising for national coverage doesn't mean
it is a sound general practice.
Probably the next biggest criticism
leveled against the co-op idea assumes
the manufacturer's advertising department just naturally has to be inept in
administering the program. Principal
specific
shortly. criticisms will be dealt with
While it is true that characteristics
of national and cooperative advertising
may overlap to a considerable degree,
it is not difficult for working purposes
to make this general distinction: national advertising is geared to create
demand: co-operative and other local
advertising aims more specifically to

move the product from
dealer to customer.

individual

The advantages of matching dollars
with dealers are often obscured by
certain false assumptions as to the
legitimate purposes of jointly-sponsored advertising. Sponsors who fail
to define clearly just what they aim to
achieve from matching dealer expenditures for advertising are likely to fall
into two or three common fallacies.
One of these is to regard that part of
locally-placed advertising paid for by
the dealer as "extra" advertising.
It happens to be true that in many
cases co-op funds enable a dealer to
place announcements or buy programs
in addition to what he could have afforded without co-op money. But a
manufacturer with a definite goal and
a plan for reaching it will have calculated, within bounds of his budget.
how much to spend, where to spend it,
and in what media I in the case of co-op

26
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for his share of the billing. In only a
few cases does a radio station make no
distinction between national and local
rates.

money, of course, the judgment of distributors and dealers may affect decisions on local media) in order to do
the job.
Spending by dealers therefore becomes part of doing the advertising

petitive position against rivals who use
cooperative advertising. The answer to
the first argument given by top-notch
salesmen is that they are selling a
product together with the prestige and
integrity of the manufacturer. They

job, and the haphazard "extra" view
of dealer spending is meaningless.
This raises what seems at first blush

aren't selling — or shouldn't have to
sell — advertising (not if they have a
product the dealer can sell at a profit) .
As for spending cooperative money
just because rivals do, no advertising
manager needs that excuse for spend-

of view is simply that the results aren't
worth the money spent and the trouble
of administering the program. The
probable fact is that manufacturers
who believe this have simply checked
results of well-organized campaigns.
And their own administration of a

ing money, unless he doesn't know
what he wants from local promotion,

cooperative program
been faulty.

to be a deadly criticism of the co-op
idea. Not enough dealers take advantage of co-op deals to give solid local
support to the national program. This
merely says, however, that a company
has failed to do the necessary educational job with dealers, or perhaps distributors. There are literally thousands
of instances in which local dealers have
not been aware of even the possibility
of cooperative advertising, much less
that such aids as transcribed announcements were available free from the
manufacturer's advertising department.
Two other common reasons frequently cited as arguments for a cooperative program is that it helps open
new accounts and strengthens the com-

lacco

There's very little co-op money in
the cigarette and cigar field. From
time to time smoking tobaccos have
shared advertising costs with dealers

or how to get it. If he does, he'll spend
the money or not spend it without
reference to what competitors are
doing.
There is one reason (among others)
why a properly executed co-op campaign can pay off. It stimulates most
dealers to more advertising and more
energetic sales effort. The tie-in of his
name helps build his prestige and increase store traffic. As a by-product, the
manufacturer also gets the benefit, in
a majority of cases, of the local rate

home furnishings

The over-all objection to this point

has probably

Very few firms maintain a marketing
research department capable of conducting any big-scale investigations.
But shortly before the Robinson-Patman Act became law one company completed atest of the effect of their co-op
program on dealer sales and advertising. The firm limited its test to
areas similar in gross business expectancy, with similar proportions of big,
medium, and small dealers.
(Please turn to page 56)

over 50% of the time
are willing to share
advertising costs with
big retailers up to 4%

foods

seldom permit advertising allowances.
Exceptions are higher-priced items and
special seasonal campaigns. Consideration is all-out
selling
by
retailer

*P<>sf'S

a 40% BRAN

jar

co-op
carry
Most refiners have co-op advertising plans. The more national
advertising they do, the smaller
the stress on co-op merchandising

Most radio manufacturers
have complete plans which
are made available to dealers. Allowances run to 8%

co-op

UludlloCl O paig
paigns
of new
products
jonus usually
plan
ploOnCQfC P'ans- However, introductory camdealer

How far
does jour
publicity go?
Sid Grauman

pushes

Jimmy

Durante's

nose

into concrete

for posterity
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I It'll

characterizes Kenyon & Eckhardt and Ayer
press agentry has a direct impact on sales
J Broadcast advertising is a
medium that has to be fed
after it's bought. The more it's nurtured, the better it produces. This
does not mean every program or every
campaign can be made an outstanding
producer of sales, but that promotion,
publicity, and exploitation not only increase the size of the audience for any
program, but frequently produce product acceptance themselves.
A quick way to bury a good program
is to ignore it. Network publicity and
station publicity departments are pressured byliterallv hundreds of sponsors
and their agencies for promotion and
publicity. They have their limitations,
and. as Earl Mullin. head of the American Broadcasting Company, expresses
it, "our job is to sell the network and
its productions. We do not ignore
sponsored programs but we are naturally limited in what we can do on a consistent basis for them." Naturally, they
do more for advertisers and agencies
that are constantly on their necks. They
do this in self-defense.
A hat company sponsored a "talent

opportunity" hour several years ago on
a major network. The advertising
manager of the organization made such
a nuisance of himself that, although
the network extended itself to do an
outstanding job of promotion and publicity, the bumblebee buzzing around
web ears made it impossible to do the
complete job.
What is important in this case is
the fact that anything like a "talent
search" cannot be publicized and promoted by a network publicity and promotion department. This type of program must have its own promotion and
publicity staff operating under the
supervision of a capable advertising
agency exploitation man. The word
exploitation is used advisedly instead
of publicity or promotion, because the
handling of an amateur or new talent
show requires a great deal more than
publicity and promotion. It requires
the setting that only a motion-picturetrained exploitation man can give it.
That's what's being done for Horace
Heidts Philip Morris program, has
been done for years for the Major

Bowes Amateur Hour and for any other
really successful promotional-type program. Truth or Consequences and
People Are Funny are two typical
promotional-type programs that would
die ratingwise. were it not for constant
top-drawer exploitation.
Programs headed bv comedians also
require constant exploitation.
Funrn

Fern

Sharp

(WBNS,

Columbus,

O.)

sends fan

A'io

\

CLEVELAND'S

WNBK

TELECASTS

THE

ACTUAL

men are personality men — most of
them very unfunny in daily life. Man)
of them are the opposite of amusing in
their business and personal relations.
If they were permitted to "be themselves," they'd lose their followings so
rapidly that sponsors wouldn't get half
the audiences which the comics are
paid to deliver.
These stars have their own publicrelations men and women. Since they're
paid by the stars, the objective of most
of what they do must be to increase
the prestige of their bosses. Many of
these press agents are top-flight newsWHKC,

MAKING

OF AMAZO.

>r~.

MILDRED

FUNNELL

paper space-grabbers, but they are
seldom exploitation men, seldom are
conscious of what sells merchandise.
They're selling a stage, radio, TV, or
motion-picture personality, not a product.
The problem therefore is to decide
who is to build up and protect the
sponsors interest in a radio program
or personality. In some few cases the
advertiser's organization itself rides
herd on its "property." That's true to a
large degree of Philip Morris and
Horace Heidt, of Toni and its air programs. Most of the time, the problems

Columbus, O., broadcasts a Boy Scout troop making Amazo on Homemalcers 10 show

DOES

THE

HONORS

FOR

THE

CAMERA

of keeping a broadcast advertising
campaign and program in the consumer eye falls upon the advertising
agency, much as many of them dislike
the publicity job.
Agency publicity departments are
appendages that have grown on the
body advertising. For years they have
been suspect, newspaper and magazine
staffs feeling that advertising pressure
would be used to get material in publications ifit didn't get in some other
way. That odor is rapidly evaporating.
Agencies find that they have to fight
(Please turn to page 41)
Kiwanis

Club

member

trys

hand

at

Amazo

TYPICAL

UNIVERSITY

OF

OKLAHOMA

PANEL

THAT

SUBJECTED

ITSELF

TO

"LIE DETECTOR"

TESTS

OF

COMMERCIAL

REACTIONS

The faltering farm commercial
Most announcements

beamed

at the

rural audience are highly unrealistic
Farm commercials apparently do not rouse the farmer
any more than they stimulate
the city dweller. Air advertising addressed to the urbanite appeals just
as strongly to the listener who is 100
miles from nowhere.
These are two conclusions drawn
from a research study completed by
the University of Oklahoma for SPONSOR, under the supervision of Sherman
P. Lawton. Not a single rural commercial ofthe five tested appealed more
to the men who buy the products advertised, than they appealed to listeners, who wouldn't know what to do
with the product, let alone use it.
The reactions of the farm and city

HOW
1. Farm
commercials
should
be
understanding
of farm
business,
2. Copy

should

be

TO

audiences were conducted through the

overall commercials, one Parkin Hatchery, and one Skelly 2-4-D were tested.
In the city groups, there were two
Hotpoint and one Phillips gasoline an-

use of the psychogalvanometer reactometer ( lie detector type of measuring
device I . Four groups of farmer men
and women (110 in all) and five
groups of
all) were
Twelve
off-the-air

city men and women 1 147 in
tested.
commercials were recorded
for the test. Six were ad-

dressed to farmers, three were pinpointed to city dwellers, and three were
planned to sell the housewife, rural or
urban. None of the advertisers knew
that his commercials were to be used
for the survey. The idea was to test
what was being used, not "ideal" copy
or appeal. In the rural group two
Nutrena Feed commercials, two Conroy

M'KAK

Tilt:

written
by someone
with
first-hand
farm
people,
and
farm
products.

highly factual.

3. Material should be treated seriously.
This doesn't mean
is occasional humor barred, if not at expense
of farmers.

grimly, nor

FABOItTI'S
4. Details
their use,

nouncements given the "lie-test"
ment. The commercials
which treatwere
supposed to appeal to both rural and
urban women were for Calumet baking
powder I 2 I and Cain's coffee.
Not only were commercials for these
different types of products tested, but
the tests were made of various formats.
There were singing, hillbilly, sound
effects, and straight. The reactions to
different formats were far more revealing than the reactions to the commercials themselves. Sound effects
ranked first, singing commercials sec-

LAXtil

AGE

on how to get most out of products, what to expect
and what others have done with them, get results.

from

5. Don't overdo commercial
time at expense of program.
6. Give qualified farm directors right to use own judgment in editing
commercials.
They
know their listeners — and
listeners
make
sales.
Frank Cooley,
Agricultural Coordinator,
WHAS,
Louisville,
Ky.

ond, singing commercials with a
straight tag third with the rural panels
and fourth with the city groups, hillbilly formats ranked third with urban
audiences and fourth with the farm
audience to whom they were supposed
to appeal, and straight commercials
ranked last with both city and farm
listeners.
The rank order is not too important,
for the University researchers point
out that it was only between the soundeffect and straight commercials that
the difference in response was significant. The average response to soundeffect commercials was 22.7 and to
straight commercials 6.2 with urban
panels. With rural groups sound-effect
announcements brought a response of
12.6 and straight advertising 4.4. These
differences are significant. The other
variations were generally under 20%
and thus judged to be not vital.
There was little difference between

Cotntnervials

PGR* 'tested bu I nirersiiy of Oktuhomu
Type
Consumers

Product

addressed

Singing
Nulrena

Feed

Hotpoint

Farm

products

Calumet

baking

Conroy

overalls

Calumet

baking

Singing,
Hillbilly plus tag

City women
All women

Hillbilly

Farm

powder

All women

overalls

Farm

Sound

Nutrena

Singing, plus tag
Singing
Straight

Feed

effect

All women

2-4-D

Hotpoint

products
gasoline

Parkin Hatchery

Ssund

psychogalvanometer

reactometer

Farm

men

Farm

men

City women

Straight
Phillips

men

powder

Cain's coffee

Skelly

men

Straight
Straight

Conroy

men

City men
Farm men

effect

(a form of lie detector)

responses of city and farm groups
to farm and city product advertising.
The University of Oklahoma report
indicated the PGR*
as follows:
Panel
City men
Farm
men
City women
Farm women
City
combined
Farm
combined

responses were
City

Farm
products
0

11.2
12.04
3.13
8.60
7.92

products
6.88
6.02
3.82
3.83
4.60
5.42

It would appear that the response of
city women to farm commercials is
significantly higher than their response
to the tested air advertising for city
products. This, however, is not true.
City women enjoyed a sound-effect
commercial for Parkin Hatchery to
such a degree that this response alone
pulled up their reaction to all farmproduct air advertising tested. If the
response to the Parkin Hatchery soundeffect commercial were eliminated from

Researchers

PUR*

the report, the response to farm-product commercials would have been 7.28

check

"lie

(psychogalvanometer

City

Type

reactions

of

Farm

Responses

panel

to

commercials

Combined

Women

Men

Responses
Women

Combined

6.5

12.6

Men

Sound
Singing

Singing,

23.2

20.9

effect

plus straight tag

22.7

12.8

12.7

(hillbilly)

Straight

* Psychogalvanometer reactometer

* psychogalvanometer

8.5

form

of

lie

9.7

6.2

7.9

(a

2.3

10.5

12.5

reactometer

11.8
10.8

16.1
11.3

5.6

city products frequently is artificial
(Please turn to page 55)

5.7
5.6

10.7

8.5
16.4
10.3

Character

18.7
17.8

12.2

products."
The distinction between farm and

I AUGUST

reactometer)

responses to eotnniereisil formats

for city women and the "City combined" index would have been 3.56.
The amazing correlation between
"'City combined'' and "Farm combined" issuch that the University report concludes, "If the combined
samples used in this study are accepted
as typical, it can be said that there is
no indication that farmers listen any
more attentively to advertisements for
farm products than they do for city

detector"

0

detector)

1949
31
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How to sample
a vacation

Kndio mills a new dimension to

Millions are spent on resort and travel advertising.
Only a relatively small portion of those
millions finds its way to the air. This
is despite the fact that broadcast advertising reaches its listeners at a time
when they are relaxed and most sus-

over-all

ceptible to the "take a vacation"
A few state bureaus use broadcast
to extol the vacation advantages of
acres, some railroads and air lines

idea.
time
their
do a

resort anil travel advertising

pages for advertising of resorts and
information about travel. By reference,
it's claimed that radio has built no
vacation-conscious group ready and
eager to make reservations from railroads and airlines, at mountain and
beach hotels. There are no departmental resort periods on the air.
All this is true, but the truth doesn't
go far enough. Broadcast advertising
can and does sell vacationing generally

fair air-selling job on their transportation merits but by and large the millions go to black-and-white media as
they have for generations.
This is, in part, a form of pay-off.
Newspapers run extensive resort and
travel sections. Publicity, pictorial and
wordage, is run free to the extent of
multi-millions of lines. Newspapers
claim, and rightly so, that they sell the

and specific vacation spots, when it's
called upon to do so. Because it comes
invited into the home, its audience is
always ready to be sold relaxation
away from home — the lure of the romantic, the open road, new friends, the
magic of the unknown.
This it not just theory. During the
past few years, some resort and travel
advertisers have broken away from

vacation idea all year 'round, that
they condition readers to turn to their

their normal procedures and have discovered that broadcast advertising does

aupling

Announcer

sampling

breakfast

and

summer

Santa

tell

the

"world"

ith a piano on wheels, mule, three woodsmen,
d a microphone,
Allen-A
guests are amused

all about

the

good

food

an unusually effective job in promoting
business. The famous Grossinger's in
the New York and Florida; Allen-A
ranch in New Hampshire; the Year
Round Playground Club of Ruidoso,
New Mexico; Ed Craney's Montana
Boosters, Lake Tahoe, and a number
of transportation companies have
ample proof of how the spoken word
on the air produces direct traceable
business for them.
While routine resort advertising
translated to the aural medium produces business, the new trend of sampling what resorts have to offer has
been found to be many times more
effective. Grossinger's broadcast many
of its pre-season weekend parties to
sample the entertainment available on
its many acres. That's also the formula
of the Allen-A Ranch up in New Hampshire. Allen-A. however, does not stop
at a few pre-season broadcasts. It spon-

sunbathing

Description of girls on lawn is bound to bring out sun worshipers and wolves

sorg a weekly Breakfast at the Allen- A
over three stations. WLNH. Laconia,
N. H., WWNH, Rochester, N. H., and
the 50,000-watt WLAW, Lawrence,
Mass.
The broadcast started as a one-station airing over WLNH. Allen H. Al-

The broadcast is a typical breakfastclub type of program. Al Maffie.
WLNH program director, is the mcpersonality boy. The oldest woman at

bee, owner of Allen-A, didn't buy the
time as advertising but as an entertainment stunt for his guests — and to get
them up early for breakfast at least
once a week (Tuesdays). If, reasoned
Albee, thousands each year travel miles
to participate in broadcasts like Breakfast in Hollyivood, Breakfast Club, and

it's a chicken, pig. or rabbit. Cointossing sweepstakes are held. Quiz
stunts in which difficult questions are
asked a man and his wife, with the
wife always answering correctly, are
part of the breakfast routine. The wife
is fed the answers via tiny earphones
hidden beneath her hair. The guests

a host of like events, why wouldn't his
guests enjoy getting up early one morning to be part of an Allen-A version of
a like shindig.
They did.
The demand for reservations for

know the gag — all except the husband
who wonders what has happened to his
wife's brains overnight.
Like all early a.m. audience participation shows, it's all very low I.Q.
stuff, but that's what gets and amuses
the vacationers.

breakfast in the dining room from
which the broadcast originated immediately swamped Albee but he
posted a "first-come, first seated" policy. The dining room fills up at least
an hour before air time.

News

of

water

Square dances

games

is aired

with Western

from

beach,

and

flavor are a top summer

it's

a

great

each broadcast receives "twin" orchids, an "object" is hidden and when
found usually creates a riot. Generally

As indicated. Breakfast at the AllenA was originally just another spot in
the resort's entertainment schedule for
which Albee budgets $35,000. At first
blush,

vacation

feature on summer

it didn't seem logical that the

lure

menus

Weinie

While

roasts

bring

out

ranches are more

program would bring added business.
since WLNH is a local station and
leaches the vacation area and its own
Laconia, New Hampshire. Listeners
were either locals or men and women
already on vacation. Neither group
were, thought Albee, "prospects."
In this he was wrong. While they
weren't prospects for the immediate
season, they were prospects for next
season reservations and a sizable number who heard the show during its
1948 season while vacationing at other
resorts in the Lake Regions of New
Hampshire, are guests of Allen-A in
1949.
Two hundred guests writing for
reservations this season hoped that the
program would be broadcast again.
That gave Albee an idea. Why not use
the program in the area from which
most of his guests came — the BostonLawrence territory. That's just what
he's doing. The Tuesday Breakfast at
Allen-A broadcast live over WLNH
and now WWNH, is tape recorded, cut
(Please turn to page 41)

all

at

hotel.

Planned

entertainment

is

important

luxurious than hotels, guests think they're roughing it

GREATER VOICE...A GREATER HO THE DHROIT AREA
Guardian
Adam

Building, Detroit 26

National Rep.
J. Young, Jr., Inc.

•

Mutual System
Canadian Rep.*'
H. N. Stovin & Co.

in
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Mr. Sponsor asks..
Why

is that advertising agencies' radio production departments funetion at a loss to most

agencies
Tom

ization in favor

The
Picked Panel
answers
Mr. De Bow
The question
sounds a paraphrase of the old
one, "Have you
stopped beating
your wife"? I
haven't run
across such a situation in my 22
years in radio
stations and advertising agencies. And if any do function at a loss, there must be special
considerations. Otherwise, it doesn't
make good business sense.
There is no reason for more overhead in radio than in any other phase
of agency operations. Certainly artisans in the radio field should prove no
more expensive than those in other
media. In fact radio people, initially
trained in radio stations, are often
versatile enough to discharge a variety
of responsibilities in contrast to the
extremes of specialization that frequently exist among personnel employed in copy, art, and other phases
of space advertising.
When a radio department insists
upon personnel down to the third assistant stopwatch holder, then the agency
has high overhead. If, however, people
are employed who can not only hold a
stopwatch, but can read it too. the
agency has moved a step in the right
direction, and eliminated some special36

of

common

De Bow

An advertising

sense.

9

agency that goes
out to build a

??
If in this highly competitive
post-war
eia there are still radio production departments operating at a loss to the

agency, I'll wager that ways and means
will be figured out to make them profitable, barring the factor of special considerations.

**&*■

I'm reminded
of the new farmer
down home in Oklahoma. He bought
some pigs for fifty dollars, fed them
all winter, and sold them in the spring
for fifty dollars.
He
was told he

^^km%
\

couldn't

make

money

that

way.

His

found that out."
was, "I Butcher
cryptic reply Blayne
Radio Director
Newell-Emmett Co., N. Y.
I have found,
over the years,
that most agencies operating
their own production departments are faced
with the fixed
costs of operation
on a continuous
basis. This means
that the agency, in order to maintain
an efficient working organization, must
carry on its payroll its basic production
personnel during periods when business actually doesn't warrant their expenditure.
Too, so that top production talent
can be secured, top salaries have to
be paid for relatively few shows. In
package agencies the control of this
top talent is divided over a number of
important shows.
Lester L. Wolff
Lester L. Wolff Adv. Corp.
New York

Director of advertising
Petroleum Advisors, Inc.
Cities Service
Co., N. Y.

large radio production department is in somewhat the same
position as an
agency a big printthat
builds

dle space advertising. Financially,
an
ing plant to hanagency with a printing plant attached
is not a sound idea. By the same token,
an agency that attempts to confine as
many of the creative and production
functions of radio, and more recently
television, within its own shop may
well find itself with an over-staffed
department that is functioning at a
financial loss. This applies to everything from the creation and production
of radio and TV station breaks to largescale, high-budget programs.
Our agency, J. D. Tardier & Co.,
does a great deal of work with TV
film announcements and station breaks.
We would be foolish, however, to try
to hire in enough pepole to do the
complete job ourselves. Instead, we
use the services of a number of reliable
TV film producers. We plan our own
campaigns for a client, then turn the
scripts over to a film producer for
shooting. In that way, we take advantage of the generally competitive situation among the large group of independent packagers and producers who
have been at their job for years, for
the most part, and who can work well
with agencies on client problems. This
is just one method and one place wherein we keep our overhead down. Producers work for us when we have work
for them to do. They are not part of
SPONSOR

a large staff, which may look impressive to a client, but which only adds a
financial burden to the general agency
overhead.
Another reason why radio departments, particularly at the very large
agencies rather than at small and
medium-size ones, have financial problems is that radio and TV can often
be a matter of ups-and-downs. Some
clients are unwilling to stick to one
form of radio or TV long enough to
develop ratings and sales. Some other
clients, fortunately in the minority,
are embryonic showmen, and while
they leave their black-and-white and
magazine advertising to agencymen
familiar with the problems of the particular medium, they will try to run
things their own way, sometimes with
disastrous results, in radio and TV.

WCFL
adds a Ik new star to its crown-

Also, when radio production departments get too large, too involved, and
too loaded with "specialists," a sudden
cancellation of a client's contract can
catch an agency off-base with more
overhead in the department than it can
readily afford.
Smaller agencies, with their greater
compactness, the versatility of the
agency's staff members, and their willingness to go out on the open market
to hire independent producers to do a
lot of the production chores, do not
often run into that problem. An agency,
particularly one with a large television
staff, will find today that the cost of
running a large department can only
go up, due to increased facilities
charges and generally higher time
costs. Some of these increases, such
as extra TV rehearsal costs, are being
absorbed by producers because of the
competitive nature of the packagebuilding business. Agencies have nobody to absorb that kind of cost if
they are doing all the work by themselves. Ithas to come out of agency
overhead.
There is no single answer to the
problem of agency radio production
departments functioning at a financial
loss. The situation can be corrected
only by better agency planning, decentralized operations, and a thorough
knowledge of time-saving and costcutting methods.
Bob Kelly
Radio Director
J. D. Tarcher & Co., N. Y.
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RUSH

HUGHES

HAS

COME

TO

CHICAGO

and .s heard

exclusively over WCFL! Here's a vibrant, winning personality new to Chicago radio. Hughes is an established star with
unusual style famed for performances over West Coast and
national networks, and later for record-breaking audience
ratings in St. Louis. The new Rush Hughes show is full of
good talk . . . interesting interviews . . . and fine music!

AN AUDIENCE-PLUS FOR THE RUSH HUGHES SPONSOR
— he follows the popular Breakfast Club, Monday through
Friday from 9:00 a.m. to 10:00 a.m. Time is available on a
block basis in 15-minute strips across the board, or in minute
announcements on a participating basis. For full information,
contact WCFL

or The Boiling Company, Inc.

WCFL
50,000 watts
• 1000 on the dial
The Voice of Labor
666 Lake Shore Drive, Chicago, III.
Represented

by the Boiling Company,
An ABC Affiliate

Inc.
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Whats the big

T,

HIS . . . Change audience participation

to listener participation.

That's the

big IDEA in Columbia Pacific's Your
Stand-In and Junior Stand-In, the grownup and juvenile versions of an idea that
lets the listener compete through a
"stand-in."
Example : a half-dozen youngsters in
a hospital polio ward wrote to quizmaster
Jack Gregson, asking for a chance to
win some of the prizes earned by
youngsters appearing on giveaway shows.
Junior Stand-In* chose six children who
had recovered from polio ... let them
double for the bedridden children. Then
it tripled the prizes won by the proxies
in the studio and sent them to the boys
and girls in the hospital.
Listener participation is a big IDEA
that gets big response : Another CPN
program of this type pulled 13,424
letters in one week.
For a big IDEA that can turn response
into sales . . . call Columbia Pacific,
the idea network.
* For sale

Represented by
RADIO SALES. Radio
and Television
Stations Representative,
C B S; New York,
Chicago, Los Angeles,
Detroit, San Francisco,
and Memphis

Columbia Pacific
— the idea network

retail sales

RTS. . .SPONSOR

REPORTS...

-continued from page 2FM no dead dodo, according
to recent survey findings

in wgac-land!
Business is

BOOMING
and
Merchandise is

MOVING
As Never Before

IN WGAC-LAND/
Reasons?

Here are a few:

"|# $30,000,000 annual payroll from newly re-activated Camp Gordon!

2.

J

$72,000,000
development
construction.

Clark Hill
in midst of

Industries still going

General Foods net sales and
income continue up

Although Clarence Francis, at his annual press conference, hedged on heights he thought General Foods
would reach during its second quarter, GF's net
sales for that quarter were $8,000,000 over same
quarter in 1948. Net earnings for first six
months were $2.50 a share against $2.41 a share in
same 1948 span. General Foods is a firm believer
in broadcast advertising to move food products.
Standard Oil of Ohio
buys special sports network

Following lead of number of other great oil companies, Standard Oil of Ohio is setting up special
sports network this fall. Network will carry games
of Cleveland Browns Ail-American Football Conference team. WGAR, Cleveland, handled sale and will
be key station for web. WGAR and 14 stations will
blanket Ohio.

full

speed — all types of construction at all time high
...

Northwestern U. radio department recent survey
indicated that in AM-FM homes 69.4% of time that
radio was in use FM band was preferred. NBC's
Washington survey indicated this spring that in
D.C. there were 142,000 FM homes and 110,500 TV
homes. In D.C. FM homes listened to FM 2 hours
and 3 minutes daily.

no unemployment.

ADVERTISERS
are making new safes
records on

Druggists
fair-trade

to fight for
pricing

National Association of Retail Druggists is
reversing field by starting educational consumer
campaign pro-fair-trade pricing of drug items. All
national drug advertisers on air are expected
to cooperate with Association, with local druggists already explaining to public reasons why
fair-trading is good for public.
Employment and unemployment
up — Department of Commerce

580 Kc— ABC— 5.000 Watts

AUGUSTA,
Avery-Knodel

40

GA.

both

Lost among most employment reports for May was
fact that while unemployment was up, employment
was up also. Seemingly contradictory information
was caused by fact that labor pool was increased by
large number of youngsters of high-school and
college age. Influx, due to graduated ex-GIs,
was greater than for many years. Information
from Department of Commerce.
SPONSOR

PUBLICITY
(Continued from page 29)
for position for their clients' advertising, and that's a big enough burden
for the actual expenditure in a publication to carry. Agency pressure for
'"editorial cooperation" has been at a
very low ebb for a number of years.
Only fringe organizations use the advertising bigstick to get publicity, and
their
success isn't outstanding, to say
the least.
Publicity budgets run from as little
as $1000 a year to the yearly $250,000
that was reputed to have been incorporated in the original Jack BennyLucky Strike contract. Lack of publicity on a program is also said to have
lost agency accounts, and Jack Benny's
blast against Young & Rubicam is a
long-remembered example of what can
happen to an important program handled by an important agency for an
important client. (The client at that
time was General Foods.)
Each year, The Billboard polls newspaper radio editors on what they think
of agency publicity departments. (The
poll also checks network and independent press agents.) Agencies do not
stand too high in the graces of the
editors. The leaders are generally
Young & Rubicam, J. Walter Thompson, N. W. Ayer, Kenyon & Eckhardt,
and Benton & Bowles. Other agencies
break into the top ranks in some years,
but these five are consistently in the
running. Newspaper editors are able
to evaluate only the releases of the
agencies and the direct services they
render.
The full scope of a Hal Davis (Kenyon & Eckhardt) operation is seldom
appreciated by an editor. Hal is an
exploitation man with the ability of
selling his clients and his agency executives on taking chances. When he
decided to fly some calfs over to start
a new breed of cows in Greece, the
idea was full of dynamite. It could
have all blown right up in the Borden
company's face.
K&E's publicity operations also extend into the realms of product introduction and promotion. Amazo hasn't
had a big network program as yet;
its use of radio advertising has been
restricted to selective broadcasting.
That doesn't stump the K&E boys. They
had Boy Scouts, Lions and other luncheon clubs, men with and without distinction, make Amazo in 30 seconds'
time. The women's
directors of sta-
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tions on which Amazo advertising was
placed sent wires with a bottle of milk
and a box of Amazo to their top fans.
TV programs
presented
the dessert.
In this case, broadcast advertising
was part of the promotion. It was not
strictly a case of promoting radio, but
of radio promoting a product and an
agency proving its ability to make use

VACATION
(Continued from page 34)
to ten minutes and broadcast over
WLAW. It's aired on the following
Saturday each week. Don McNeill's
ABC Breakfast Club is a five-a-week
broadcast with a well established audi-

ence over WLAW. Allen-A's choice of
nine a.m. on Saturday was predicated
of radio's promotional scope.
Kenyon & Eckhardt's operation is on holding McNeill's audience with a
unique in radio publicity departments similar type of program for ten minutes
of advertising agencies.
and reaching an extra audience via a
Another agency that does a top- newscast for the last five minutes.
flight job of press agentry for radio
It's worked. After the first WLAW
programs, although the publicity in broadcast 20 couples called Allen-A
some cases has not enabled the agency for reservations.
to hold an account or a program, is
His current boadcasts are geared to
N. W. Ayer. Wauhillau LaHay heads
Allen-A's being booked solid during
the radio publicity department of this 1950. Other resorts around New Hampagency and can do either a creative
shire are reportedly 15-25% off of last
routine job, as she does for the Bell
year's bookings. Allen-A is doing all
Telephone Hour, or a flair job as she the business the resort can hold.
did for Rexall with Jimmy Durante.
It's Albee's sampling technique that
Miss LaHay's constant follow-through has produced roundly out in Califor(she's an ex-radio editor herself and is
nia. Each Sunday morning Bill Baldwin
assisted by Dorothy Doran, another
and Ruby Hunter interview guests who
ex-editor) has earned kudos from the
are having an out-of-doors breakfast
men and women she services.
at the Old Hearst Ranch in Pleasanton.
Harry Rauch (Young & Rubicam)
The guests and Baldwin and Hunter
and Al Duranty (J. Walter Thompson)
head publicity departments of two of play quiz games and generally have a
good time. The following Sunday at
radio's top agencies. Because Duranty 9:30 a.m. the recording is broadcast
has traveled and met most of the
editors he services he stands high in
their regard. Rauch for years has had
top programs to handle and he does a
good consumer-press public relations
jobs. Both agencies are conservative,
although Y&R's operation (Bureau of
Industrial Relations) is an important
part of the agency's service to clients.
Many agencies hedge their responsibilities byhiring outside press agents
to work under the supervision of the
agency executive in charge of public
relations. That frequently overcomes
agency reluctance to take chances. The
independent press agent takes the
chance. If he comes through — the
agency It
is sitting
on top.
If he fails,press
he's
fired.
was the
independent
agent's overstepping his authority that
made all the difficulties.
Publicity is not a science. Press
agentry is not an art.
For the record no one knows what
it is, but it's the life blood of showbusiness, and a new product without a
touch of the theater in its presentation
just doesn't make the grade these days.
Publicity, promotion, exploitation
are three keystones not only to building
a broadcast program, but also to insuring product success.
+ * +

over KSFO in San
solid evidence that
ers from the Bay
the ranch to be on

Francisco. There's
plenty of vacationregion go down to
the program.

Sampling isn't the only productive
means of selling the vacationer. The
many programs originating at airports
and union stations, however, are also
forms of sampling and the thrill of
hearing well-known personalities being
greeted upon their arrival at different
ports and stations have speeded millions on their way — to the ticket windows.
Very often it hasn't been a great
radio station that has done the job.
but a well-situated new outlet. One
such is KXRX in San Jose. This 1000watt station came to the air in 1948,
not a propitious time for a new outlet,
for business started sliding for broadcasters in late '48. Lake Tahoe is an
all-year-'round resort which appeals to
California vacationers. The Chamber
of Commerce bought (or was sold) all
the time on KXRX from midnight to
6 a.m. All night long, the announcer
sells the merits of the resorts in the
central High Sierras. The audience during the wee hours is difficult to check.
(Please turn to page 56)

m ksimt for
Barnum had it ... so did other great
showmen like Ziegfeld and George M.
Cohan— the rare quality that made
everything they put their hand to a
tremendous popular success.
Today, that same instinct reveals itself
in all the programming triumphs NBC
has scored since the birth of network
television:
top-rating shows in every category
from drama to world news
for the first half of this year,
5 of the top 10 sponsored programs
for nine consecutive months, more
viewers for all programs together
than any other network
Better programs . . . bigger audiences . . .
extra selling effectiveness— these are
the solid advantages that are attracting
the largest number of national advertisers
to NBC, America's No. 1 Television
Network.

For the most sponsorable new
shows in television, sec page
following comparagraph.
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.... is fine enough to become an NBC Television feature.
Here are six that made the grade, each outstanding in its
class, each ready to work wonders for a video-minded sponsor:

THE BLACK

THEATRE

BELIEVE

ROBE

GARROWAY

OF THE MIND

LIGHTS OUT

BROADWAY

NBC

TELEVISIO

IT OR

NOT

AT LARGE

SPOTLIGHT

1-research

is first step in making a good film TV commercial. CampbellEwald's Leo Langlois is looking under the hood for pointers

7

CPnntiflfT

f°"ows
Langlois
Maurer *ne
someresearch.
of the Leo
material
that explains
should tobe writer-prod
included i

The TV station break
Creative ability ranks as high as dollars in productivity
of the short short commercial

regional selective), the TV advertiser
who decides to use TV breaks and
announcements cannot plan in terms
of "live" commercials, except for the
few home -service or participation
shows that take them.

^dfljk It's possible to do a top
WM l,\-'' selling job with a 20-sec^^ ond TV film announcement. To such a degree has this been
established that the ranks of broadcast

mercial of similar length. You won't
get results like that, however, if your
TV commercials are merely radio
commercials with badly-planned pic-

advertisers who are using TV announcements (1minute) and station
breaks (20 seconds or less) at the national, regional selective and local-retail
level are jumping daily. The field
nevertheless has many uncharted and
unexplored factors, and the answers
are not to be found over-night. Despite
this, there are some definite rules and

( Of interest to all TV-minded agencies and advertisers at this point is a
tures."
word of caution from this same agencyman regarding length of TV breaks
and announcements, more than 97% of
which today are on film: "The advertiser who makes one-minute film spots
as the backbone of a TV campaign may
wind up with a lot of film on his hands

TV

findings in the field of TV announcements and breaks that serve, for the
time being, as signposts for the TV
advertiser and agency.

that he can do nothing with. It's been
tough for the last six months to place
minute films, except in local programs
or non-cable-serviced cities. Minute

radio e.t.'s. They can be extremeh
flexible, both as to costs and manner
of presentation. Virtually every phase

The TV head of one of the country's
leading ad agencies, an organization
that places visual advertising for more
than half-a-dozen clients, spoke his
mind recently about one of the biggest
pitfalls faced by the new advertiser in
using TV announcements and breaks.

film spots should never
tiser's first thought about
much better off, and will
availabilities, if he sticks

Said the agencyman: "Research shows
that the impact of a good visual commercial can be anywhere from two to
ten times as great as a radio com-

48

To keep quality consistent, as well
as to avoid some expensive production
charges that inevitably come with
"live" breaks and announcements, the
advertiser today is almost automatically required to do his TV selling on film. Film breaks and announcements are roughly the equivalent of

be an adver"
TV. He'll be
get far better
with shorter

of radio e.t. production has a film
counterpart, and at the same time TV
films offer selling devices of their own.
The TV-selective advertiser has at

lengths, like 20-second film breaks.")
It is an established fact that the

his disposal everything from full animation and elaborate stop -motion

planning and production of good TV
breaks and announcements are increasingly specialized jobs for specialized
people. Unlike radio campaigns at the
same
level
(national
selective
and

(examples: BVD films, American Tobacco "dancing cigarettes"), through
trick opticals, musical jingles, and
dramatized situations, to slide films,
with or without sound, and silent films
SPONSOR
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tulns on
rolet ad

4 moviola check

when Maurer makes pitch to Chevsteam
v. p. Case
director French and agency

in production
of Chevrolet station
break.
Maurer
views each frame to judge way it will look on TV

typical station breaks
form to use, plus the details of presentation, isa job only for people who
have either movie or TV backgrounds,
and preferably both.
The reason is simple. TV film users
are, after all, in the motion picture
business, whether they like it or not,
and many of the basic rules of moviemaking apply. Just where and how
they apply cannot be judged by people
who plan TV in terms of radio. What
functions well in radio (or any other
basic advertising medium, for that
matter ) will not of necessity function
in TV. Most TV advertisers and agencymen dismiss this simple precept as
being so obvious it is hardly worth
repeating. Still, the problem is there.
It is no easy job to make radio-trained
executives, who have thought in terms
of the power of the spoken commercial
word for years, realize just how
little the spoken word means in terms
of a film commercial.
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The problem usually arises first at
agencies, whose TV staffs often have
diplomatic word duels with radio advertisers. Since few agencies maintain
film staffs, and still fewer have regular
film departments, the independent commercial producers of TV films, who
make TV films for agencies and clients
on a "piece work" basis, are up against
the problem, too. A leading film-maker
told sponsor: "You should see some of
the scripts that come in here! We get
shooting scripts that are so loaded
with dialogue they look like radio
copy. We get the other kind, too.
Some agencies and clients come up
with visual ideas that sound like Metro
extravaganzas or Walt Disney in Tech(Please turn to page 51)
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With this report TV Trends starts its second year. In place of the
month base which was used during the past 12 months, the average 1
ness placed per month during the year is now used as an unadjusted 1

tv trends

It's too early in the history of television to adjust trend lines for seas<
variations. June network business was 257.8% of the average month
sponsor's constant sample of ten cities network TV business was 88.
higher than the average month. Selective TV business growth hasn't be
rapid as network but local-retail has been even better. Radio-TV ad
tising still leads the network and local-retail use of the medium
Jewelry (watches) up in front of the selective TV placement. Beer
Wine is also an important buyer of selective TV time.

Based upon the number of programs and
announcements placed by sponsors on TV
stations and indexed by Rorabaugh Report
on Television Advertising. Business placed
during average month June 1948-May 1949
is used as base in each division of report.

"TOTAL"

AND

BREAKDOWN

TEN-CITY TRENDS

JUNE JULY AUG SEPT OCT NOV

DEC JAN

FEB

MAR

APR

MAY

CATEGORY

OF TV BY BUSINESS CATEGORIES

JUNE JULY AUG SEPT OCT I NOV I DEC I JAN I FEB I MAR I APR

NETWORK
NETWORK

Automotive
Clothing
0.6
26.2
Radio TV & Appl

14.6

Soaps ft Toiletries
Tobacco
Beer & Wine
Conf & Soft Drinks
257.8

Gray area: total units of business
1 00° o average
12 months
June '48 -May '49
i
i
i
IBlack area: constant base
ot 10 cities, 15 stations

NATIONAL & REGIONAL SELECTIVE

—

NATIONAL & REGIONAL SELECTIVE

Radio TV & Appl

3.4

Soaps & Toiletries
Tobacco

Builders ft Sup
Home Furn
Gray area: total units of business
185.6

9

100°b
average 12 months June '48-May '49
IBlack area: constant base
of 10 cities, 19 stations

„■■■■■

■

LOCAL RETAIL
Home Furn
Hotels I Rest

Personal Services
Radio TV ft Appl

262.2

2.1
8.5
5.4
25.5

Gray area: total units of business
100°/oaverage
12 months
June '48-May '49
i
i
i
i
Black area: constant base
of 10 cities, 19 stations
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THE TV STATION

BREAK

marily visual. A

(Continued from page 49)
nicolor. We can turn out a darn good
20-second film break, but we can't give
a client Mickey Mouse for a thousand

typical film-wise

agency executive, Campbell -Ewald's
v.p. Winslow Case, sums up the average reaction: "We feel that 85% of
the selling impulse can be channeled
through the eye. That means that with
TV films you can get away from stri-

dollars."
dent selling and still be effective."
There is considerable room for arguThe other school believes that an
ment about the "balance" of aural and
visual impression factors in a TV film 85%-15% visual-aural balance ( a figure almost exactly the same as Governannouncement or break. Theatrical
ment findings with military-instruction
film experts, like Robert J. Flaherty
(Nanook, Louisiana Story, etc.) Josef films) may miss the boat if placed
on a national selective basis. The
Von Sternberg, and Rouben Mamoultheory goes something like this: TV
ian go all-out for the visual impression,
film spots come at a time when the
feeling that a 90%-10% visual-aural
balance is best. This applies, of course, viewing audience is enjoying a "seventh-inning stretch" between programs.
to feature-length theatrical films where
Viewers are walking around the room,
the audience's attention is directed at
all times, without distractions, to the refilling glasses, tuning their sets, and
continuous story unfolding on the generally relaxing. Therefore, TV spots
theater screen. Such thinking came as must also have strong "aural sell" to
a counter-reaction to the early days of make a point when the audience's
viewing attention is wandering.
sound movies, when the newly-perfected
soundtracks were so laden with diaA sponsor survey of leading agencies and film-makers showed clearly
logue that audiences grew restless and
that there is no absolute answer to
bored.
TV is something else again. There the problem. The nearest thing to a
is one school of thought, which hap- rule-of-thumb came from an agency
pens to be that of the majority, which film man, whose job it is to adapt
says that the balance should be pri- ideas from over-all advertising campaigns to visual film announcements.
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Said he: "The best way to sell a product or service by film breaks is first
of all to start a film with a strong attention-getting gimmick, like a jingle and
trick animation. Once the audience's
attention is yours, then you can go to
work. The aural-visual balance will
then vary with the type of selling to
be done, and the nature of the product.
A product whose selling points require
more explanation — a linotype, for instance— will need more aural selling
than one with a high visual appeal.
The basic approach should be from the
visual angle, with the spoken word acting as a supplement."
Selling
ideas in TV film commercials
must flow smoothly from idea to idea,
with the audience accepting each as
being believable. To do this, full advantage must be taken of the fact that
TV is a visual medium. Failure to do
this can cause some unpleasant results.
A series of one-minute films spots made
recently for the Ice Cream Novelties
Company ( not filmed, as reported in
the trade press, by the present agency,
Monroe Greenthal. but by the previous
agency which no longer has the aecount) is a good example. Buried deep
m the film announcement was a premium offer for a sweat shirt, obtain

LOS ANGELES .-"Let's have more of
Bergen," said a card we got the other
day. Our Southern California viewers
had seen Edgar Bergen in his first TV
appearance since retiring from radio . . .
of course, on KTTV. Top drawer talent
has always been part of our strong locally-produced shows here. Hollywood is
a vast reservoir of singers, dancers, actors
— gifted entertainers — and we have been
drawing on all these people to program
bright, refreshing television. For instance,
last week such well-known names as Alan
Mowbray, Sonny Tufts, Billy Burke, Vincent Price, Marjorie Reynolds and others
appeared on regularly-scheduled KTTV
shows. Then the New York Chevrolet
dealers
our production
"Pantomimeto Quiz,"
the first bought
Hollywood
break
into the Manhattan market. From CBSTV we have Toast of the Town, Fred
Waring, Arthur Godfrey and more. The
point is we're offering our viewers not
only high-rated network shows . . . our
local shows are loaded with talent, production know-how, and audience pulling

power.
about.)"
I (because
our "parents
boastbe ofboasted
we can
KIDS,they
LIKE
KTTV is 51% owned by the Los Angeles
Times and 49</r by CBS. No question
in anybody's mind that the Times is
Southern California's leading newspaper.
And CBS programs certainly have been
stealing the ratings. That gives us the
best in network shows . . . plus the strong

right arm of this area's greatest newspaper. So we're part of a sound, expanding local picture that also finds us as
CBS's Hollywood TV station.
BANKERS are supposed to have steely
eyes, at least when asked to part with
money.started
When thetheVienna
35-branch
Citizen's
Bank
Philharmonic
series over KTTV recently, we thought
that television certainly had arrived. Now
along comes the world's largest bank.
Bank of America, and starts "Kieran's
Kaleidoscope"
us on Sundays.
You're
not only in goodwithcompany
on KTTV,
but
in company that knows how to look at a
buck.
RADIO SALES
knows and
our get
latest
abilities. Ask them
the availusual
speedy reply.
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optical projector enables dual projection with any desired optical
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odds three functions separately or
simultaneously:

a) teletype news

strip, b) vertical roll strip and c)
revolving stage for small objects.
The TELOP, used with TV film cameras, permits instant fading of one
object to another, change by lap
dissolve or by superimposing.
Widest latitude is given program
directors for maximum visual
interest and increased TV station
income.
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Chicago, and the West Coast. The premium failed to pull. The reason: mention of the premium was purely aural.
At no time was the premium show
visual. Also, the soundtrack was working at cross-purposes with the picture,
since one thing was shown and another
thing was talked about. The offer laid
an egg. since the visual element won
out. Ice Cream Novelties will continue
to use TV, despite rumors to the contrary, but the Greenthal agency will be
careful not to repeat the mistakes of the
previous agency.
It takes time, money, brains, and
effort to make a good TV film break
or announcement. Already, in the
short and rapid growth of national
and regional selective TV, it has been
amply demonstrated that the eclectic
methods of Hollywood B-pictures —
that is. taking bits and pieces of successful movies and putting them together to make a "new" story — merely
prove the adage about one man's meat
being another man's poison. Borrowing film ideas from other commercials,
merely to save time or to cover up for
lack of originality, makes no more
sense, film men agree, than trying to
build a house in ten different architectural styles. The most effective film
breaks and announcements are designed from the original idea to final
editing as a custom job for the particular product. Any short-cuts impair the
over-all effectiveness of the commercial.
A fairly good series of, say, six 20second radio e.t. station breaks can be
made, from idea to final pressing, in a
week or two. Good ones have been

IN
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made in less. A good TV film-break
series will take as long as six months
from the time the idea first strikes an

TOTAL BMI

and unit costs will range between $100-

agency TV man to the time it is first
shown on the air. The average time to
make a good series of films will run
somewhere between five and ten weeks,

$1000forforsound-on-film
silent film "and
000
jobs.$1000-$10,-

. . 2,636*
LICENSEES
You are assured
of

A study of the time elements involved
in making a typical film break-andannouncement series can be very revealing. One such study was made
recentlv by the Campbell-Ewald agency .
which supervises the making of TV
film breaks and announcements for two

complete coverage
when you program
BMI-licensed
music
* As of July 25, 1 949

BROADCAST MUSIC, INC.
580 FIFTH AVE., NEW
NEW

able for product wrappers. The films
were shown on TV in the East,

YORK

YORK

19

HOLLYWOOD

blue-chip accounts. Chevrolet Division
of General Motors and the Chevrolet
Dealers Association. No newcomer to
film-making. Chevrolet has been selling
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cars by theatrical ''Minute Movies"
since the late 1920's. The agency has
had the account even longer. The
Chevrolet TV film commercials are
simple, effective, and typical of good
TV film-making.
Ideas for new Chevrolet film series
(a new series is made every six months
or so; new prints are issued about
once a month as they wear out) are
hatched in a conference with Camp-

(the actual length, 20 seconds or 60
seconds, does not make much difference) isnow ready for showing on the
visual air.
In terms of personnel, the typical
Chevrolet film break or announcement
has required the services of five Campbell-Ewald men, eight to 12 men from
Archer Productions, a narrator, five
or six recording and editing technicians
for music and commentary integration,
two music writers for the score, and

bell-Ewald's TV head, v.p. Win Case,
TV department head Leo Langlois, a chorus to sing it. In terms of manand writer-producer Ray Maurer. The hours of work, one Chevrolet TV film
ideas are basically adaptions of takes approximately 550-600 such
hours. This is five or six times the
"themes" from Chevrolet's national
advertising in other media. A second number of man-hours required to make
conference, after the idea has cooled a similar-length radio e.t., even with
a bit, will be called with the same the fanciest of radio production.
There are several other factors in
men, plus the account executives. Three
of four weeks of work follow the the making and placing of TV film
approval of the basic idea by Chevrolet, breaks and announcements, the results
during which the idea takes shape, of experience with the medium by a
with the aid of story-board drawings, long list of visual advertisers, that
sketches, etc. Then, the idea goes to should be borne in mind.
Maurer and his department for the
For one thing, TV research has
actual writing. The script, generally shown that an irritating TV film I one
three or four pages per film, goes back full of over-long repetition or clumsy
for additional conferences, then back production) creates only memorability
to the writer for final revisions. Time for a product, and not necessarily the
elasped so far is about six weeks.
desire to buy it. TV's heightened imThe film-makers are then called into
pact makes "irritant" advertising via
the act, in this case Archer Produc- TV breaks and announcements a dantions. The script is discussed, the
gerous selling device, one that can all
agency listens to any suggestions from too easily backfire on the seller. The
the producer, and a shooting schedule other extreme, the overly-cute commercial, can also lose viewer-interest
is mapped out. A week or so of shooting for a short series, using sound in a hurry. Selling should be fairly
stages if the film has a dramatic bit, straight, and should strive for a fresh
and silent film if narration is to be
approach in order to bring a TV advertiser the best returns for his investment,
added later, comes next. Location
shooting, virtually called for with an as well as to make best use of the
outdoor product such as a Chevrolet, visual element of the medium. Since
will add an average of three more TV is an intimate, living-room medium,
days to the time expenditure per spot. the approach should be along the same
(Musical scoring may be done during lines. Theatrics, insincerity, and the
these days, but most often it awaits
approach just don't work.
the final editing, when it is done in third-person
There is a purely academic arguspecial studios.)
ment that has waxed hot at times

Carl does it
the hard way!

Maybe when some station managers get new business, their eyes
light up like pinball machines, and
they start figuring how much money
they're going to make . . . then let
their second assistant stooge pick
out some hand-me-down availabilities.
But not Carl!
He has to do it the hard way!
The way he goes through the schedule, you'd think he was Mr. Tiffany
himself picking out diamonds.
Carl handpicks the best possible
time to run your spots whether you
have a one-time shot or a year's
schedule.
No wonder national advertisers
have such confidence in Carl to see
that their goods move up here in our
neck of the woods. Carl isn't just
satisfied to tell the folks over the
air about your products, he spends
his own dough to help promote your
show with newspaper ads, direct
mail and store displays to boot.

You can't go wrong if you use
WDSM
(Duluth - Superior) and
In both planning and shooting Chev- among TV men. Insiders say that it WEVE (the Iron Range) in combination to tell your sales story.
rolet films, agencymen and film-makers is, more than anything else, a tempest
And
best
of all, these 2 ABC staavoid any unexpected climaxes, un- in a teapot. The argument revolves
tions can be bought in combination
supported byother high points in the around the problem of producing TV
film commercial. This lengthens the films that are equally effective on both for the price of ONE Duluth stausable life of a film commercial, since large and small TV viewing screens. tion!
WDSM's and WEVE's signals
audiences would otherwise tire of it Industry opinion today is generally
may not be too clear in Washington,
too quickly.
that this is one of those things that but it certainly gets home up here
Once the final shooting is completed, takes care of itself with a good TV in the north country.
anywhere from one to three weeks film. If long shots, too-rapid scene
don't just take our word for
after it started, there must be several changes, small print that runs to the it Now,
. . . demand proof ... be a tough
days of integrating the score and nar- edges of the screen, lack of contrast, time-buyer and ask to know why
ration into the finished product, as well and involved sales messages are avoid- WDSM and WEVE is the best buy
. . . your nearest Free & Peters man
ed, there should be little trouble.
as last-minute viewing and editing.
The TV film break or announcement
A somewhat
similar argument
is has the whole story on it.
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sometimes made over the relative
merits of 35-mm and 16-mm film. This
is not so much the question of whether
10 or 35 gives hetter results on a TV
set, since less than half-a-dozen TV
stations in the country can afford the
expense ( ahout $15,0001 of a 35-mm
projection system. It revolves, rather,
ahout whether shooting on 35-mm and
then making reduction prints to 16-mm
is better than shooting on 16-mm to begin with. Both silent and sound-on-film
movies can be made either way, although not all animation and stop-motion studios are geared to handle 16-mm
during shooting. Actually, shooting on
35-mm is said to give better quality
when reduced on a special printing

ON THE DIAL
IN LISTENING

system to 16-mm than straight 16. It is
also much more expensive, and equipment is much larger and more cumbersome. If an advertiser is counting pennies, straight 16-mm is usually the
answer.

IN NETWORK

WSJS

The question of length is one that
is being dictated, not by research, but

LEADS
DAY
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NIGHT

NORTH CAROLINA'S
RICHTRI-CITY
MARKET
• WINSTON-SALEM
• GREENSBORO
• HIGH POINT

largely by the problems of TV timebuying today. The growth of TV network programing, as well as local TV
programing, has cut into the number of
possible one-minute availabilities.
Timebuyers today find one-minute
almost unobtainable in Class-A time.
TV has not as yet developed any widespread formula that compares with
radios disk-jockey and participation
periods, into which one-minute e.t.
spots can be slotted. The nearest
thing to it has been home-service
shows, like DuMont's Kathi Norris
program, and broken-up feature films,
such as Frontier Playhouse, on WFILTV, Philadelphia. The home-service
shows usuallv feature live commercials;
the feature-film shows film announcements.
These are merely exceptions, rather
than the rule. The wise TV advertiser
today thinks first in terms of 20-second
film breaks, or possibly 8-10-second
"station identification" service announcements, such as the time breaks
of Bulova and Bond Bread.

(J) WINSTON-SALEM
THE JOURNAL-SENTINEL

NBC
AFFILIATE
Represented

HEADLEY-REED
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The rapid growth of TV has brought
about another problem — shipping and
storing TV films. The handling of
films is much tougher than the handling of radio e.t.'s, most of which are
easily routed, scheduled, and shipped
by agencies or recording companies.
Film announcements and breaks wear
out faster then vinylite recordings, and
have to be replaced more often. I A
20-second film break, used once-weeklv.
wears out in about four months. I

Until recently, there was no answer.
The situation, however, is changing.
One firm, Modern Talking Picture
Service, a non-theatrical film distribution firm, has already signed contracts
with BBD&O, Young & Rubicam, J.
Walter Thompson, and Biow to route
film programs, breaks, and announcements to the nearly four-score TV stations in the country. Even though 16mm films do not require the fire-proof
film vaults of 35-mm, keeping track
of where they are during a national
selective TV campaign has, in recent
months, become a major problem. If
the
experiment with Modern works out,
dustry.
the problem may be eased for the inWhile sponsor does not feel that the
information contained in this report
will answer every single question that
might be raised by an advertiser who
plans to use TV film breaks and announcements, the findings, which represent the current thinking of most
industry experts, should offer mar/
basic considerations in the handling of
visual advertising this fall. * * «
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FARM COMMERCIALS
(Continued from

page 31 )

from the farmer's point of view. Although the commercial used for
Phillips ()(> gasoline was worded, "City
driving needs a quick-starting gasoline
on these cold, icy mornings," it is not
too far-fetched to assume that the
rural male would draw his own conclusions of the importance of quickstarting gasoline on cold, icy mornings
on the farm.
The Hotpoint electrical-product commercials were slanted in terms of "electrical kitchens" in city homes. Nevertheless, farm women use electrical
appliances, too. One farm panel met
in a farm home which, decoratively
speaking, was exceedingly bare. The
kitchen, however, was proudly equipped with super deluxe home freezer, a
top-priced electrical range, an Electrolux cleaner, electrical water pump.
Mixmaster, and the roof was topped
with a special FM antenna.
It can be seen that farm men and
women can be interested in so-called
city products. The reverse is seldom
true. Skelly 2-4-D is used for spraying of commercial crops. The product
has no use for the urban dweller. The
commercial should have great appeal
for the farmer. The PGR test ranked

be taken as conclusive evidence that
all rural commercials are not written
or delivered in such a mariner as to
rouse the listening audience to whom
they are addressed, the report does
indicate that something must be done
to make them more effective. Out of

One thing is very important — commercials alone do not, as presently
written and presented, do a selling job
to the rural audience. Thus, it's vital
that advertising addressed to rural
audiences be spotted in programs with
known farm audiences.

context, without the benefit of program-

As indicated in sponsor's series on
farm programing, most commercials

ing, they don't deliver true impact.
It's well apparent that farm stations
and farm programs deliver audiences
ready to be sold.
The commercials do not appear to
do their job.
* * +

hit their highest impact when they're
handled by farm commentators or the
farm directors of stations. While the
limited sample used for the SPONSORUniversity
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it 11, just ahead in interest to farm
men of Calumet baking powder. The
product by itself cannot rouse the
listening interest.
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The product by itself can't even
determine the relative interest of each
sex in a commercial. Farm women
placed 2-4-D commercials first among
rural-appeal air advertisements. The
farm men, it may be recalled, placed
it next to last. Farm men gave the
electrical kitchen (Hotpoint) commercials third place.
Hick or hillbilly commercials do
not appeal to farmers. Farm men placed
the straight Calumet commercial fifth,
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but ranked the "character" approach to
the product last.
While the format of the commercials
was of primary importance, if the
reactions of these several hundred
respondents are accepted as typical, it
is also important to note that the correlation between farm women and city
women, and farm men and city men
is very high. Thus, it appears the
skirted contingent was attracted by
the same things, and that blue-jeaned
or linen-suited men were similiar in
their commercial listening reactions.
I AUGUST
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ing.
suited for their job. Ruidoso is grow-

VACATION
(Continued from page 41)
It's composed of night workers, and
drivers. The Lake Tahoe C. of C.
wanted to see if they could find out if
there was a real resort audience being
reached. They offered information
about Lake Tahoe and a key chain.
Result was 75 inquiries daily until the
key chains were exhausted. What was
more important, a high percentage of
the mail requested specific information,
rates, and availabilities. It came not
only from local people in the San Jose
area but Easterners without fixed
schedules on automobile vacations.
Like Tahoe, Ruidoso, New Mexico,
with a population of 2000 and fewer
than 900 voters, wanted to attract tourists and vacationers to its little town.
There was money to be spent — and an
average temperature of 61 degrees to
sell. There was the perpetual snowcrown of Sierra Blanca and the sunswept fertile valley beyond.
Instead of a small station on the
milk run, Ruidoso chose WOAI in
San Antonio for their $7500 campaign. No sampling, just selective announcements— announcement times selected by the Halff station as best

Yes

Newspaper resort advertising depends for support on its ability to pull
requests for leaflets, booklets, etc.
Broadcast advertising for many years
was disinterested in this formula of
proving effectiveness. Of late, this disinterest has dropped and mail response
to commercial offers is used by advertisers as indication of listeners.
This fact generally has not been
stressed to resort and travel advertisers.
Only a few have made the test. Lindsey
Spight, v.p. of the John Blair station
representative organization, recently
admitted to a group of Western travel
agents that "radio is greatly at fault for
not more forcefully telling Western
travel directors and agencies how radio
can pull inquiries for pictorial literaAs proof of how effective broadcast
advertising can be in getting inquiries,
Spight
ture." quoted the results of two 50
word announcements 7 a.m. on KIRO,
Seattle. These two announcements, costing $26.00 each of a small pictorial
booklet of scenic highlights of Seattle
drew 3752 requests from 27 counties
in Washington and 11 counties in California. Idaho. Montana, British Colum-

KFYR

550 KC
NBC

5000 WATTS
AFFILIATE

BISMARCK.

NO. DAKOTA

comes in loud and clear in a larger area
than any other station in the U. S. A.*

bia. Nevada and even Alaska. Cost was
slightly less than one and a half cents
per inquiry.
Resort and travel advertising on the
air takes in many forms. Unique in
many ways are the Ed Craney Pacific
Northwest Playground magazines dis"
tributed by the Craney "Z" stations
and "XL" stations throughout the
Northwest. They are an involved promotion with money coming from several sources. What it all adds up to, is
increased travel in the area served by
the Playground magazines, more broadcast advertising, and more resort business for the advertisers on the air and
in the magazines.
Railroads have been using radio
mostly for institutional advertising like
the Railroad Hour, but "special" trains
have found that broadcasting books
them solidly. Ski trains, cycle trains,
show trains, and a host of other specials have filled up overnight after a
broadcast announcement.
An exception to the absence of
proved results is a Continental Santa Fe
Trailways experience. To offset a business decline of 7.8% in the first half
of 1948, the Trailways turned on advertising pressure and the second half
of 1948 showed an increase of 16%
over the similar period in 1947. The
pressure was concentrated for the most
part on broadcast advertising.
Each year, tight or loose consumer
dollar, more money is being spent on
leisuretime travel, winter and summer
vacationing. The standard means of
reaching that dollar are still effective.
The big point, however, is that the
breaking with tradition, using broadcast advertising, pays even bigger dividends.
. . . even if it isn't paid advertising,
the announcement that "this broadcast
comes to you from Hawaii" has
brought millions to the Islands. * * *

DEALER CO-OP

$

(Continued from page 27)
Dealers in area A were given a discount of 50 and ten, plus cooperative
advertising allowance of 5% of their
total purchases on a 50-50 basis.
Area B dealers, in addition to their
normal discount of 50 and ten, were
given, in lieu of the co-op allowance,

•ASK ANY JOHN

BLAIR MAN

TO PROVE

IT.

a 10% uncontrolled allowance "for
advertising." (This 50 and ten worked
out to about M>.of 1% less than received byarea A dealers.)
The financial arrangement covered a
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three-month period. Dealer advertising
was checked for another three months
(six months altogether). Correlation
of the data required about three months
more. The effect on dealer advertising
was that those dealers in area A, where
the cooperative program was in effect,
averaged placing four times more advertising for the radio line than their
brothers in test area B.
The reasoning of area A dealers, as
brought out in a follow-up check,
boiled down to their feeling that it
would be foolish not to follow through
on the impact of the co-op advertising,
thus getting more out of both cooperative and advertising paid for wholly
by themselves.
This same company found that when
they tried to persuade dealers directly
to use their own prepared copy for
radio and other media, dealers placed
less advertising. When the company
adopted the approach of showing dealers how and why their carefullyworked-out suggestions could produce
more business, most dealers got the
point.
Such organizations as AVCO's Crosley Division and RCA's Victor Division
make their distributors the first line
of operation in administering their
local programs. Dealers put in their requests for radio and other advertising
through the distributor, who sends it
along with recommendation pro or con.
Bills also clear first through the
distributor before going on to the
manufacturer for final checking before
payment. An alert distributor who
knows the media in his area will seldom be fooled by attempts to chisel
through double invoicing, with one
rate to the outlet and a higher rate to
the manufacturer. While Crosley provides copy and other aids, distributors
are allowed considerable leeway in approving alternate or modified commercials in order to make the most of local
conditions.
For RCA-Victor radio and television
products, the advertising department
at Camden, N. J., has a Cooperative
Advertising Group of about a dozen
people who do nothing but check bills
and proof of publication or broadcast.
For proof that radio commercials were
broadcast, notarized copies of the
script are accepted.
Announcements, either live or transcribed, form the overwhelming bulk
of approved radio advertising. In many
cases the e.t.'s are furnished free to
local outlets by the factory, and in almost all cases scripts are furnished
I AUGUST
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without cost.

CBS

A growing number of firms, however, will allow use of a program if it
is first approved by the factory. The
split offrom
costs that
(usually
50-50) doesn't
differ
of announcements.

in

The type of manufacturer who approves radio programs for cooperative
advertising follows no set classification.
Among those who do, for example, are
The Foy Paint Company, Inc., Cincin-

MAINE

nati; A. Sagner's Sons, Inc., Baltimore (Northcool suits); Amana Society, Refrigeration Division, Amana,
Iowa; Nash Motors, Detroit; Armstrong Rubber Company, West Haven,
Conn, (for tires and tubes) ; General

now

Electric Co., Appliances and Merchanise Dept., Bridgeport, Conn., etc.

WGUY

Sometimes the manufacturer's allowance on a product is greater than 50%.
GE, for example assumes 75% of the
split on automatic blankets and vacuum
cleaners. Crosley assumes 75% on
radios.
Percentages of billings that acrue
to the co-op fund vary with the item.
On home appliances it seldom is higher
than 3%. For items in a cosmetic line
the percentage may run two or three
times higher. Colonial Dames, Inc.,
Hollywood, for example, allows 8%%
of an account's net purchases, on a
50-50 basis, for all media combined.
Whatever the nature of the deal, the
end result hoped for is to get more
people into stores where they can be
sold. It has been argued that the
"where to buy it" theme is virtually
useless in all but large metropolitan
centers because people "already know"
where to go. This reasoning forgets
the tremendously expanded shopping
range that modern transportation
makes possible. In many areas people
think nothing of traveling as much as
a hundred miles for a shopping tour.
The theory that people don't need to
be told where to buy is a peculiarly
"big-city" feeling.
One school of thought would limit
cooperative deals to those in which the
manufacturer exercises complete control of copy, themes, schedule and
media. Outlets participating would
have their names and locations printed,
and they would pay for that privilege.
While there is nothing wrong with
this practice as one type of handling,
to limit all cooperative programs to
this general pattern runs smack up
against human nature. The typical local outlet, large or small, has considerable pride in his organization. Right
or wrong, he likes to feel that sales in
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his territory depend in part on his

J' m ll/orking, . .
as a key broadcast sales executive with a national N. Y.
radio concern. My record as
an "idea man" and aggressive
salesman is unique . . . (and
subject to inspection).

3 li be available

If you have an important
sales assignment open, and
want a man who can show
you how to make profits, I'm
interested in telling you why
I might be just the man you
are looking for.

AM PLANNING
built and

profitable

manufacturer's lor distributors', as the
case may be) advertising or sales promotion department wins the cooperation of local outlets to a proved plan
of operation — and keeps him sold.

RADIO AUDIENCE:

operated

radio stations

AM OPERATIONS
Familiar with all phases of
station operations,

and

agency radio depts.

AM MANAGEMENT

Sales of portable receivers and three"
way receivers ( battery, AC and DC
current) continue to lead all radio set
sales during June, July, and August
and the sales of batteries for these receivers indicate that they are in constant use both in and out of the city.
There is a feeling that listening per
radio home is on the decline. The reverse is true. According to A. C. Nielsen, average daily listening per home
was four hours and 13 minutes in
1943. four hours and 35 minutes in
1916. and five hours and two minutes
in 1949. Even in telephone homes
alone, and reporting upon only one
set in each home, listening has been
consistently up, as reported by the C. E.
Hooper organization. Average daytime
program popularity rating for the first
seven months show only two months
that are lower than 1948.

1949
1948

Daytime
Average
Jan. Feb. Mar.
5.0
5.3
5.0
4.7
5.3
5.3

TV

Hooperatings
Apr. May. Jun. July
4.8
4.3
4.3
4.0
4.8
4.7
4.1
3.8

SERVICE

Manager.

sales, operations, and management.

IfU

Box 72
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W.

52nd

St., New

York

19,

Ave., New

York

per day is two hours and 42 minutes
and viewing three hours and 59 minutes. While radio listening in TV
homes is less than half of what it is in
a non-TV home, it is not a dead duck.
The combined listening and viewing
is one hour and 39 minutes more per
dav than in a radio-only home.
The growth of non-network radio
has been so rapid in the past few years
that there may be an impression that
network is shrinking. It isn't.
average network advertiser in
is delivering his sales messages to
more homes than he did two years
Homes Reached
January 1949
January 1947

The
1949
18%
ago.

Per Average Network Broadcast
3,999,000
3,400,000

During the same period the cost per
thousand homes for the average network broadcast dropped from $1.89
to $1.71. This includes time and talent,
as estimated by A. C. Nielsen.
The number of listeners to the commercial sections of network broadcasts
were 913 per dollar invested for an
average evening program and 1460 per
dollar for the average daytime program.

Luxemberg

on request

2-1040
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1'III I I I THE0*#5
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reports are representative of the number of radio-only homes and radio-TV
homes in the U. S. ) show that listening

Directory Rates

Producers
of television
and radio
package shows. Representing
talent
of distinction.
562-5th

home, Nielsen's
in the TV homes
is endeavoring to
placed so that his

DIRECTORY

V. S. BECKER
PRODUCTIONS

Good basic knowledge of TV

58

1949

all reveal that out-of-the-home listening
is amazing. Portable radio receivers
have cut millions loose from the home
when they want to wander and listen.

Successful record as Sales

40

vision enters the
figures for listening
which he covers I he
have his Audimeters

(Continued from page 23)

September 1-15, 1949.

Have

efforts. He doesn't like to be told everything he has to do. Intelligent or not.
that's the way he is.
The most successful cooperative arrangements are those in which the

In June and July, total set-in-use
figures reported by Hooper for his 36
cities were up. June increased from
16.3'/; in 1948 to 16.8 in 1949. July
increased from 14.9% in 1948 to
15.7% in 1949.
First half of July showed evening
sets-in-use figures also increased from
18.5% in 1948 to 19.6 in 1949.
Because it is presumed that radio
listening is a dead dodo, once tele-

MM

HALVES

OF THE

Y.
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hese figures are not program audince figures but figures for the audince for commercial sections of the
trograms.
Lest these figures appear to short
hange the independent non-network
tations, the size of their audience can
>est be appreciated by the fact that on
- July 1949 from six to ten p.m.. the
ion-network stations' shares of audi•nce in the 36 cities covered by the
looper Program Popularity Ratings
an like this:
lme .
;hare
"ime
Ihare
Time .
lhare
"im«
;hare
Time
ihare

1 July 1949
Non-network
share of audience
6-6:15
6:15-6:30 6:30-6:45
38.4%
45.4%
45.7%
6:45-7
7-7:45 7:15-7:30
37.7';
45.4%
38.0%
7:30-7:45
7:45-8
8-8:15
36.4%
27.6';
23.9%
8:30-8:45 8:45-9
8:15-8:30
27.3%
23.2%
17.2' v
9:15-9:30 9:30-9:45
9-9:15
17.7%
10.2 r
14.0' t

The increase in the number of independent stations has brought into
>eing stations with vertical programng. stations that are directing their
jrograming to specific segments of the
ludience rather than the entire audi"
;nce. This means bigger and better
audiences, for it means service for
ireat sections of the public which
broadcasting has been unable to reach
before.
Every dimension of radio is expanding. The competition of television
has sharpened the programing of all
radio. In its fight for ears, it's building
new and greater audiences.
There are more radio homes.
There are more radio receivers in
radio homes.
There is more listening in each radio
home.
More people are listening in each
radio home.
That is U. S. Radio, 1949.

LAUNDRY

LESSON

supplement radio selling, with four
Chicago dailies carrying 600-line copy
on alternate weeks, and during the
weeks in between, 60-line copy on
radio pages plugging the WBBM program. The advertising budget is built
up by a pro rata assessment based on
the number of routes operated by each
laundry helping to underwrite the cost
of the ad campaign.
To John G. Shaw I no relation to
John W. ). president of the CLOA,
"radio has a psychologically good
effect for an association campaign because ithas substance and consistency
to it. The six-times-a-week frequency of
Pick-Up Time is something to point
to: the Sunday show helps, too. It
picks up extra listeners in general, as
well as laundry-plant heads, their
families, and many others. Format of
the show, with 'Pat O'Riley's' personality, makes the laundry route man a
pretty good guy, and we have found
sharp increases in new customers since
we went back on the air."
While the Chicago Laundry Owners
Association uses broadcast advertising
as a steady thing, the advantages that
the medium offers local trade groups
were made apparent to an aggressive
coalition of local bakers in Peoria recently during an intensive nine-day
bakery promotion.
Assisted by members of the staff
of the Bakers of America Program,
the Peoria bakery group asked WMBD
in that city to outline an over-all cam-

of the past for Chicago's laundries (as
well as the nation's I . and with the
tough competition in that market from
soap manufacturers, the Chicago
Laundry Owners Association is now
all-out to re-establish its members on
a wide public-relations front, with
radio as the core of the campaign.
Newspapers
are also being used to
I AUGUST

See your station
representative or write

UMORTH
feature programs, inc.
113 W. 57th ST.,

NEW

YORK
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paign for a local "Buy It Baked" promotion. The station's executives came
up with an outline that included not
only radio, but other media as well.
The primary goal of the promotion
was to "position" both the bakers
and their products in the eyes of
Peorians, and to encourage consumers

to "buy it baked." Radio played the
major part in the nine-day publicity
(Continued on page 25)
stunt. The baker group bought seven
a campaign is started, the most im- ten-minute programs and 18 35-word
portant thing an agency must do is announcements on WMBD. In addicontinually merchandise the campaign
tion, the suggestion was made to all
back to the individual members . . . allied industries in Peoria to tie in
let them know exactly how it's working, and what good it is doing them."
With the boom war days a thing

...hi local
station cost

with "Buy It Baked" and to donate
portions of their own local radio time
to the over-all campaign.
Five WMBD advertisers cooperated.
One wholesaler donated 17 of his announcements on the station, while the
Central Illinois Light Company used
eight announcements and two 100word commercials to aid the campaign. A feature of the bakers' own
ten-minute programs was a contest
(Please turn to page 61)

Salt Lake City is a bright spot in
the nation's economic picture. U. S.
Department of Commerce reports
gain of 39c in retail sales for the
first five months of 1949 over 1948.
It means people in Salt Lake City
are buying more than ever. It means
that advertising — intelligent advertising— can find responsive ears —
through KDYL — and responsive
eyes and ears — through K.DYL-TV
— the twin bright spots in selling
merchandise.

*«««£&

Salt Lake City, Utah

National Representative: John Blair & Co.
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a SI'OlSSOIl monthly tabulation

Contests and Offers
,
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PRODUCT

AMERICAN MAIZEPRODUCTS CO
BUTTE
CO

BREWING

CHRYSLER

CORP

CROSLEY

CORP

CROSSE &
BLACKWELL
DAIRY
INDUSTRY
OF STARK
COUNTY. O.
GENERAL
CORP

FOODS

GENERAL
INC

MILLS.

Canned

„
°ame

Beer

Butte Beer
Quizmaster

Plymouth
De Soto

Hit The
Jackpot

TV
seta
Radio..

Who Said
That 1

Canned
Foods

How Well
Do
You
Know Me ?

TIME

OFFER

Thursday
8:30-9:00 pm

Three packagesstantofdessert.
Amazo

M W F
6:15-6:30 pm

Case of Butte

Tuesday
10-10:30

TERMS

pm

Saturday
9-9:30 pm
Thursday
8:30-9 pm

Special

in-

Beer.

Milk

Matinee
Milkman's

Postum

Portia Faces
Life

MTWTF
5-5:15 pm

Cheerios

Lone
Ranger

MWF pm
7:30-8

Appliances

LIGGETT & MYERS
TOBACCO
CO,
INC

Chesterfield
Cigarettes

P. LORILLARD
TOBACCO
CO,
INC

Old Gold
Cigarettes
Soap
Sweetheart

INC

NICKLES
INC

"Snicker"
Candy
Bars

BAKERY,

Listeners must answer questions correctly, circling the letters AMAZO on
-'■lie sheets secured from the station,
then call in to check their answers.
Listener
answer

sending
in
the
correct
to six true-and-false
statements in the letter bearing the
earliest postmark.

Chance to hit the jackpot via
telephone.

Send postcard with name and address
to program,
N. Y.

Crosley portable radio, plus
cumulative jackpot.

Listeners send in a 50-word
or less
"All-Time Quote" on a specific weekly
subject,
including
when,
how,
and
where it was said, to program, N. Y.

Cash for three-part question

Musical
Quiz
Chesterfield
Supper Club
Stop The
Music
We Love
and Learn

4:30-4:45

Free

pm

tickets to Cleveland
Indians ball games.

Plastic

set of six spoons
coasters.

and

Grand
prize:
$3,000.
First
prize: $1,000. Ten prizes
of $100 each,
of $1025 prizes

MTWTF
12:15 pm
12:10-

One record for answering musical question correctly. Record
is added to jackpot when
question is missed.

MTWTFpm
7-7:15

Carton

Thursday
8-9 pm

Various cash and merchandise

of cigarettes, if letter
is read on the air.

Listeners must answer any part of a
three-section question when
called.

MTWTF

Lady of Silverplate.
the Land-Rodgers

11:30
11:15-am

B read

Dr.

I. Q.

Telephone

9:30-10

Various

pm

cash prizes for questions and sketches used on
the air.

$10 for answering question
correctly.
Sum
accumulates
each time question is
missed.

MTWTF
10-10:15 am

Complete sentence, "I like milk best
of all beverages
25 words because
or less. . . ." in

PARTICIPATING
Various

Insomnia
Club

League
Major
Pacific
Coast
League
Baseball

and

11-12
pm
MTWTF

Tu-Sun
7-9 pmpm
12:15-2

Soap
PROCTER &
GAMBLE

Big Sister
Young

Crisco
PRUDENTIAL
CO

INS

Soda

SQUIRT CO

BHte
60

Insurance

Dr.

Malone
Family

Hour of
Stars
Bids
The

From
Kids

„M;r,NVTF

MTWTF
1:30-1:45 pm

must

answer
musical
tion when called.

ques-

Send letter telling why you smoke
Chesterfields, to sponsor, N. Y.
Listeners

called
plus

must
"Mystery

identify

Sunday
(1-6:30 pm

three Sweetheart Soap coupons
and 25c to sponsor, N. Y.

Send brief sketch of famous personality and/or set of "Right & Wrong"
statements with six "Snicker" wrappers to program, Chi.

Saturday
9: 30-10 am

I

,, . Healthy."
Various
items.

to Be

W. Va.
CharlesNBC

TV

ABC-

NBC

WHBC
Canton,
Listener

must

answer
question
rectly when called.

cor-

Prizes to listener sending
in closest
prediction
of total by week's
scores of
games carried
this station.

Fun

Ohio
NBC

NBC

Send

prizes.

"It's

Md.
WHBC
Canton,

tune

Various

Booklet,

Baltimore,

Melody."

Winner is first one each day to call
in correct answer during program.

thermometer.

CBS

WFBR

WGKY
ton.
Listener

prizes.

Roasting

CBS

ABC

Various

First
prize:
$20,000:
ten of
$1,000: one hundred of $100
and 1,000 of $10.

2-2: IS pin

Ohio
Butte,
KXLF
Montana

Identify Mystery Deputy and contact
program, Minneapolis.

Quiz
Various

WCOL
Columbus,

Send name
and address
with label
from an Instant Postum jar and 25c
to sponsor, Box 59, N. Y. 46, N. Y.

played,

prizes.

Monday
MARS,

OUTLET

Friday

HAYNES MODERN
APPLIANCES

MANHATTAN
SOAP CO

PROGRAM

Ohio
KILO
Grand
Rapids,
N. Dak.
Honolulu,
KPOA
T.

H.

Must name Li'l Abner's pet Schmoo
in 25 words or less,
using only letters
from the words Soap.
Duz,
Dreft,
Ivory

CBS

Send label, including certificate from
3-lb. Crisco can, plus 50c, to sponsor.
Box 2059. Cincinnati, O.

CBS

Send

name

and address to
Newark, N. J.

sponsor,

CBS

Canton,
WHBC
Prizes

are

auctioned to children
Squirt bottle caps.

for

Ohio
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WINSTON-SAIEM

for the best recipes revolving around
new uses of baker's bread; prizes included alady's wrist watch, portable
radio, $35 gift certificate at a leading
department store, and an automatic
electric coffee maker.

WORTH
OF
PROMOTION
to WSYR

Advertisers

and

WMBD also promoted "Buy It
Baked" on its Man on the Street, TinyTot Party Time, and Breakfast Party

NBC

in 1948

That's what the bill would total
at regular rates for WSYR's
program promotion last year in
Daily Newspaper Advertising
Spot Announcements
Station-Break Tag Lines
Window Displays
Mailings to Dealers
Preparation of Publicity
Outdoor Displays

ACUSE
570 kc-5000 walls

NBC Affiliate in Central New York
Headtey-Reed.

National Representatives

WACE
Springfield, Mass.
(Licensed

is

happy

to

Metropolitan

in Chicopee)

announce

it

Independent

is

the

to

latest

Sales
Representative'
I, 1949

WACE is the highest
rated station in SPRINGFIELD ALL AFTERNOON
(April — 1949
1,000

Conlan

Report)

WATT
BLANKET
COVERAGE
WESTERN
MASSACHUSETTS

OF

Ralph J. Robinson, Gen. Manager
•KETTELL-CARTER-BOSTON

I AUGUST

This pattern of group or association
use of radio applies to practically any
type of trade organization made up of
small businessmen who alone could
not think of broadcast advertising. In
Chicago, a laundry association; in
Peoria, a group of bakers . . . and in
Milwaukee, an alliance of druggists.
On 8 June Oscar A. Rennebohm, governor of Wisconsin, was on hand at a
dinner in honor of the staff of Mil-

A WAIRadio client had several hundred surplus trousers
to sell. One announcement
over WAIRadio at 6:45 AM
sold entire stock by 10:30
AM. Advertising cost less
than one cent per garment.
With new, larger stock, this
merchant is again using
WAIRadio sales magic.

iSfliS.%lt>*
tOH.
NORTH
National

CAROLINA

Rep: Avery-Knodel,

Inc.

SM

waukee's WISN, given by the Milwaukee County Pharmacists' Association. The occasion, attended by more
than 500 Milwaukee and Wisconsin
druggists, marked the seventh anniversary of WISN's weekly public-service program, Knoiv Your Druggist
Better.

Metropolitan

its National
Sales
effective Aug.

showed that Peoria bakers' business
increased from one to 27% during the
nine days, with one baker reporting
that at one point during the promotion
it was necessary for him to hire more
help to handle the increased flow of
customers.

To Put A Client Out
Of Business

appoint

Independent

as

programs, and gave away freshlybaked pies and cakes daily to the contestants on the shows. The climax to
the whole promotion was a stage show
featuring home economists of the
American Institute of Baking, plus
WMBD talent for entertainment.
The end results of the campaign

How

Whether in the broadly institutional, educational, and prestige sense —
such as the Railroad Hour — or in the
localized, direct-selling fashion of
Pick-Up Time, radio can produce for
trade associations whose members
share the cost of what they as individuals or companies might not be able,
or might not care, to pay by themselves. National advertisers can also
benefit from association advertising
locally or regionally, wherever the
association is one whose members
handle nationally-distributed products.
What the Chicago Laundry Owners
Association has accomplished in the
vicinity of the Loop can be duplicated
anywhere that there exists a trade
association of local merchants. * * *
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tional branch of the industry. On the
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NAB:

A Progress Report

There's no question that the National
Association of Broadcasters made progress at its recent board meeting in New
Hampshire. A substantial degree of
the credit for the movement in the right
direction goes to Clair McCollough,
chairman of the NAB committee on
reorganization.
On the credit side is the separation
of the NAB into aural and TV broadcasting divisions. On the negative side
was the inclusion of AM and FM
broadcasting in one division.
On the credit side was the backing
of the Broadcast Advertising Bureau
with an assurance that it would eventually become an independent

promo-

negative side was the ignoring of tinBroadcast Measurement Bureau's future
beyond study number two.
On the credit side was the plan for
an aggressive campaign to increase
NAB membership, including a discount
in membership fees. On the negative
side was the throwing overboard of
the program division, headed by showu ise Harold Fair.
On the credit side was the elimination of the unnecessary office of executive v.p.. now that Justin Miller knows
what broadcasting is all about. It may
be regretted that A.D. (Jess) Willard
has chosen to resign from the organization, now that his office has been
abolished, but Willard, a top-ranking
station management executive, will
bolster the industry when he returns
to the ranks of station executives.
It seems to SPONSOR that it would
have been better to have taken the

"Let's

sell

optimism"

Several months ago, SPONSOR in its
On the Hill page called attention to
the fact that radio stood ready to
spread the good word that business
isn't bad — that there's plenty of ready
cash available — that the recession is
more mental than financial. It stressed
the fact that the government had not
asked for help and did not appear
interested in fighting the creeping
paralysis that was infecting business.
Somewhat later this problem was
again raised, but still nothing happened. Itwas at this point that Lester
Blumenthal, advertising director of
sponsor, took the bull by the horns
and in his travels plumped for cooperative promotion by stations to counteract the increasing negative thinking.
Station after station fell right in with
ad-man Blumenthal's thinking, and
when he returned to New York after

entire plunge towards making the NAB
a "federated" organization. On the
other hand, there may have been considerations, including the financial,
which make such a sharp cleavage with

ahistrip,
infected sponsor's
with
own heenthusiasm.
For the staff
first time

the past unwise.
Progress has been made, but
NAB is a long way from clearing
deck. Only through the BAB is
NAB now better equipped to serve
broadcast advertiser. It still has

work for the U. S., to "sell optimism."
The results have exceeded our fondest expectations. Stations all over the
United States, big and small, chain
and independent, are devoting time
daily to the amazing facts of the
healthy economic condition of the
United States and its people.
To rephrase a current popular song

the
the
the
the
to

change its sights from Washington to
the 48 states — from the FCC to the
broadcast advertiser.

in its nearly three-year-old history.
sponsor published an open letter to
stations, calling upon them to go to

— "Baby, its good in here."

Applause
Spot

Radio

Promotion

Handbook

Handbook. SR&DS

has published the

It has long been felt that broadcast
advertising salesmen waste too much

results of a survey on the "viewpoints
and practices of the buyers and users

time "educating" the men and women
they contact, when they should be selling them. This is as true of station

spent by broadcast advertising salesmen delivering information which the
timebuyer and client advertising manager should have had before the salesman arrives on the scene.
It has taken Standard Kate \ Data

of spot radio time." This analysis is
based upon a survey by an independent
research organization, coupled with
studies made by SR&DS field-trained
research specialists.
It explains how stations can most
effectively sell broadcast advertising.
It stresses that the best salesmen in the
advertising business can go only so
far — that the rest of the burden belongs
to station promotion — through direct
mail, trade and service publication
advertising, sales promotion.

Service. Inc.. to clarif) the thinking
of stations on what the sponsor and the
agenc] expect From station promotion.
I nder the title Spot Radio Promotion

Having thrown light upon this subject, the 64-page book then accepts the
job of telling stations what you, the
sponsor, and your agency want to know

representatives' field staffs as it is of
stations'
and networks' sales organizai ions.
\n infinite number

62

of hours are

about broadcast advertising.
SR&DS is publishing a series of
studies about advertising media and
how they are bought. Spot Radio
Promotion Handbook is an ideal example of the series. The easier timebuying is made, the better you will be
able to use it. The better you use it,
the lower your cost of distribution.
The 1949-1950 job of all advertisers
is to lower costs of distribution. The
high cost of distribution is being used
by labor unions and "liberal" groups
to attack management generally.
SR&DS is helping reduce waste in
broadcast advertising selling and indirectly waste costs in vour use of
media. Its series is another fine example of business publication service
to an industrv.
SPONSOR

KMBC

KFRM

T XV1YXJC

BEATS

HEART

Kansas City,
Special
Trade Paper Edition

J/umt tAe Meant ofi fon&uca,

Early Summer, 1949

KFRM Again First In 1949 Survey
"9

T

KMBC AGAIN FIRST
CHOICE OF KANSAS
CITY LISTENERS
Proof that KMBC continues to be the most
listened-to station in
Greater Kansas City is
contained in the latest
Kansas City survey released by Conlan & Associates.
This general coincidental telephone survey
was conducted in March
to April, 1949, under
the joint sponsorship of
KC radio stations including KMBC. Over
70,000 basic calls were
made during the one
week survey period between the hours of 7:00
a.m. and 11 :00 p.m.
Although KMBC
rated first mornings,
afternoons and evenings, most spectacular
ratings were in the f orenoons when KMBC
topped its nearest competitor 34%. KMBC led
its competition in this
survey by an even
greater margin than in
a similar survey in November, 1948.
This new survey and
other surveys giving detailed information on listening habits throughout the Kansas City
Trade Area — western
Missouri, all of Kansas,
and portions of adjacent states — are available to advertisers and
agencies for their examination and study.
Simply call any KMBC
or KFRM man, or any
Free & Peters "Colonel".

KFRM

■T.

U

AREA SURVEYS

SPRING — 1949 AND
FALL — 1948
12.8
1 1.4

ll.l

K
F
R
M
1st

"2nd

Percentage of
Total Audience

JL5—

5.8

5.5

'3rd

4th

1
TT5th

LEGEND:
The larger figures and
solid lines indicate the
March, 1949 Survey, and
the small figures and dotted lines denote the Fall,
1948 standing. The asterisks denote Wichita stations. 79 Kansas counties, 5
Oklahoma counties and 4
Nebraska counties were included in the March, 1949
Survey. 73 Kansas, 5 Oklahoma, and 4 Nebraska counties were included in the
Fall, 1948 Survey.
A total of 62,368 basic
calls ivere made and 14,423
listening homes surveyed in
this new study.
The Kansas, Oklahoma
and Nebraska counties are
dramatically pictured on
the map below. All counties
are within KFRM's 0.5
rnv/m contour.

Kansas Farm Station Tops 1948
Fall Rating 12%; Remains First
Choice of Kansas Listeners Daytime
Kansas radio listeners have again named KFRM as
the most listened-to station, daytime, in the Sunflower State. Moreover, the "Kansas Farm Station"
leads its competition by which were not surveyed.
a greater margin even
KFRM leads all broadthan before according to
casters for the morning
a March 1949 radio surand is first durvey made by Conlan & periods,
ing the afternoon periods
Associates.
— first in listener preferThis coincidental surence for both time perivey, one of the largest of
ods, as well as for the
~
7its
.
kind ever conducted,
entire survey.
6
required over 62,000 teleKFRM's programming
phone calls within KFis
specifically designed
RM's half-millivolt confor
the area served, intour.
cluding up-to-the-minute
Essentially rural in na- daily livestock and grain
ture, this Conlan Survey
covered 79 counties in markets direct from Kansas City, as well as other
Kansas (all except the outstanding
daily farm
eastern-most and northfeatures. In addition,
eastern Kansas counties),
programming prefour in Nebraska and KFRM sents
special newscasts,
five in Oklahoma. Popuwomen's programs,
lation of these 88 counsports, special events,
ties is 1,038,146, not in- educational features, as
cluding the metropolitan
well as top-flight entercenters of Hutchinson
tainment programs feaand Wichita, Kansas
turing members of the
KMBC-KFRM talent
staff. This popularity indicates that listeners are
getting the kind of program service they like
and need from KFRM.
KFRM joined with
KMBC forms The KMBCKFRM Team. Together,
The Team provides advertisers with the most
complete, effective and
economical coverage of
the huge Kansas City
Primary Trade Area!
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You get what you pay for — p. 24
The Squirt slant — p. 22
Local

TV— p. 57

The liquor question — p. 32

A

young

lady

shows
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bottle
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HC;

tops — p. 22

Look as you may, you'll find nothing else like the
Havens and Martin stations in Richmond, Virginia.
They're unique.
Unique in their coverage
fields . . . the only audio
and video institution

of the AM, FM, and TV

in Virginia.

Unique in tradition and reputation. Since 1926,
when WMBG went on the air, Havens and Martin stations
have stood for pioneer planning, long-range thinking,
and the fullest measure of broadcast service.
Unique in sales. Ask any Blair man.

WMBG am
WTYR'v
WCOD'"

ffiwd/ &MuhjU

€fftywPaMi44Z

Havens and Martin Stations, Richmond 20, Va.
John Blair & Company, National Representatives
Affiliates of National Broadcasting Company
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Ex-NBC-TV

head

asks CBS-TV

for

color-TV option

1949

As talk of color-TV continues, trade is amused that it was Noran
Kersta, ex-TV head of NBC, who asked for first option of CBS-TV commercial color television for Revion nail polish. Revion is using
selective announcements on New York's WCBS-TV, WNBT, and WBZ-TV in
Boston.
-SR-

29%

of all retail

sales in 1948 were
time-payment

Everything goes
over closedcircuits

Importance of time-sales in U.S. economy is indicated by Federal
Reserve Board's report that 29% of all retail sales in 1948 were in
the extended-payment category. Expectation is that this can be increased to 39% in 1949, and radio will be used to build credit
retailers' business.
-SRNetwork closed-circuits are being used as promotional devices in
more ways than ever before. Dealer meetings, conventions, starrecorded station breaks, promotional programs for delayed transmission, and host of other devices are made possible by weekly (and
with some webs, daily) linking up of stations for non-air messages.
-SR-

Pulse to report
language

listening

CMQ leads in
Cuban listening
ratings

Importance of foreign-language broadcasting is indicated by Pulse's
announcement that it will issue regular reports for Italian language
market in New York. Plans for expanding into other language markets
are in works.
-SRsurvey
's
latest
Cuba
of liste ning showed CMQ still in 1< jad in
Havana, CMthe
Interior , and on entire island. Relative standings were:
Q
Havana
Interior
Station
National
11.17
7.85
9.46
RHC
5.75
6.09
5.44
1.85
1.05
2.60
CMBC
1.59
2.39
0.76
CMCF
CMBL
CMBZ
COCO
CMCH
CMKR
CMKW

General Mills
sticks to its

$18,000,000 ad
budget

0.91
0.70
0.77
0.32

0.12
0.27
0.09
0.04
0.32
1.00

0.52
0.49
0.44
0.18
0.11
0.48

-SRGeneral Mills will
cut any of its advertising, will
1949,notkeeping
11 radio
Ranger" in
$18, 000,000 in
programs and "Lone spend
but
GM
tb
TV.
inking is that advertising must be kept
Sales are down
further p ossible ieclines.
going to counteract
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Entered as second class matter 29 January
1949 .it Baltimore, Md. post office under Act 3 March
1879.
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More

changes due
at NBC

Beech-Nut will
use AM and TV
this fall

Wildroot expands
broadcast horizon

English Aimers
to invade TV-film
market

Vacation advertising
exceeds $10,000,000
this season

Tea

Bureau

media

ad

not set

R

.. SPONSOR

RE PORTS.

. .SPONSOR

REPORTS.

NBC will shortly have administrative v. p. in full charge of aural
broadcasting, just as it has for IV. It will also be announced
shortly that NBC-Radio Recording will move to RCA, leaving only
custom-built transcriptions in network fold.
-SRBeech-Nut, which hasn't been too active an air advertiser, will be
on both AM and TV this fall. Harry Goodman is doing coordinated
recorded jingle and jingle-plus-animation film, with comprehensive
schedule planned by K&E.
-SRWildroot, having done terrific job on network with "Sam Spade" and
other shows, is now expanding its horizon with Richard Ullman's
"Barbershop Harmonies" on 400 "beyond metropolitan" stations of Keystone Broadcasting System. KBS stations are generally one-market
stations and have good record in soiling products like hair tonics.
-SREnglish commercial film producers expect to move in on TV commercial
film building in New York. Signal recently previewed some of its
puppet and stop-motion commercials at New York's Museum of Modern
Art and amazed reviewers on quality of British film selling. Price
is right, too.
-SRGroup advertising in travel and vacation field will exceed $10,000,000 this season. Radio will get only about 3% of this, with good
part of this 3% coming from state publicity bureaus.
-SRTea Bureau, returning to advertising after nine
ultimate budget of $1,500,000. Bureau will not
until agency is appointed. Decision on agency
tarily.
—Please

capsuled

years, may have
decide on media
is expected momenturn to page 34—

highlights

IN THIS ISSUE
Does hard
liquor advertising
belong
the air? Mr. Sponsor asks this question
both sides of the question answer it.

on
and

Bottle tops can be juvenile money, and sell
soft drinks.
The experience
of Squirt makes
a helpful story.
"To pay or not to pay the card rates," that
is the question that many sponsors face at least
once
in their broadcast
advertising
careers.
The case pro and con is a SPONSOR report.

page

32

Judge

a talevision station by its local programs. Its network programs you can judge in

your own town.
page

page

22

24

U. S. audiences are going to get the
works — promotionwise this fall. The four networks are working hard to build listening to
their own webs and to radio in general.

IN FUTURE

57

page

19

29 Aug.
The

Adam

Hat

story
29 Aug.

What's
It's not good business to use broadcast advertising
without
adequate
research — before
and while using the air.

ISSUES

page

page

28

The
What

wrong

TV

with City Hooperatings?

children's

hour

disk spinners do and

29 Aug.
29 Aug.

why
SPONSOR

"Today's Woman"
Recommends
Springerle • . .

ANNE HAYES— mother, homemaker, and popular
Mid-America radio personality.

at a Very Low Cost per 1000 Coverage!
Ever tried Springerle? It's a little white cookie. You beat the mixture by
hand for an hour . . . and the cookies are delicious! (They should be!)

50,000 WATTS DAY
10,000

WATTS

810 Kc.

NIGHT-

Out Mid-America way, you might have picked up this recipe from
"Today's Woman" (Anne Hayes, director of KCMO's women's activities). For on her Monday- thru-Friday "Today's Woman" show, she
gives many a recipe, homemaking tip, and (ah, yes) plug for
sponsored products.
If you have a story to tell to "better-halves" of Mid-America families,
let Anne Hayes give them the word. It will be well-told . . . and told at
a low, very low, cost per 1000 coverage. Kansas City's most powerful
station, KCMO, serves 213 Mid- America counties with a potential
listenership of over 5,435,000 inside its 50,000 watt measured )i mv.
coverage area.

KCMO
and KCMO-FM...94.9
KANSAS
CITY,

Megacycles
MISSOURI

Basic
ABC for Mid- America
National Representative: John E. Pearson Company
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The TV Results section, on page 56
<>f the 4 July issue, includes two
case histories from WLW-T.
The case histories are correct, but
WLW-T is wrongly placed in Toledo.
We are situated, of course, in Cincinnati.
These case histories. I hasten to add.
are an extremely interesting source of
information, and we are pleased to be
among those mentioned.
James Cassidy
Public Relations Dir.
WLW. Cincinnati

"THE BIG PLUS"
I have just finished reading your
4 July issue, and want to congratulate
you on your lead article. The big plus.
It certainly points up the fallacy of
complete dependence on home telephone interviews for establishing individual station listenership. I would
certainly think that all independents
particularly would make the article
part of their sales kit.
In that connection, I would like to
order 50 reprints for distribution to
the key agencies and accounts in the
Worcester market.
John J. Hurley
General Manager
WNEB. Worcester. Mass.

UNAUTHORIZED

ADVERTISING

In an article appearing in your magazine41 July issue I. The case for and
against per-inquiry advertising, there
is a paragraph devoted to "a Lone

biweekly tiv SPONSOR
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It's rumored

that some

of our

competitors call our Carl "Laughing
Boy" behind his back.
And it's said that the smile that
lights
front. up Carl's puss is just a big
But if you look close at these
rumor-boys, you can see a little
green around the gills, which ain't
seasickness . . . it's envy!
Because Carl's grin is the real
McCoy . . . it's just like the one
he sees on most of our advertisers.
They pat him on the back and
shake him by the hand, and call
him their "confidence" man.
And it ain't because he sells fake
oil wells or bum gold mines, either!
Our Carl is a confidence man because local and national advertisers
put their faith in him. When they
want to move a product here,
they've found out that WDSM and
WEVE is the combination.

Ranger
pen set
with belt."this type of
For your
information,
advertising was done without our
knowledge or consent and in contravention to the merchandise license
under which the rights to manufacture
and sell Lone Ranger pen sets was

If you're worried about things
tightening up . . . relax . . . because
that's where Carl comes in. He
does his level best to keep WDSM
(Duruth-Superior) and WEVE (the
Iron Range) doing a consistently
good job for advertisers.
No wonder the competition would

I pon notice of such type of advergiven.
tising and sale, this company immediately took steps to cause all offers to
radio stations to be withdrawn and

like to wipe that grin off Carl's
face . . . they're bored silly hearing
time-buyers talk about the good
deal they get from Carl . . . buying
our 2 ABC stations for the price
of ONE Duluth station!

Published
Kircutlre.

m it Qleni
Treasurer:' ' udKlalnePun
I
Koehlei
\
| rank
Bum sti r, Charles
.Sinclair,
linn
1; Oman
Editorial
Department
Hraun.
v
Dlrectoi
Howard Wechsler,
ler J. liliin
: B di
B I
Uanar
ulatlon Man
K»4,i
'
Marrla
Chlnitz.
Emily
CutlllO
bei
ilitUaU Shea man.

Carl Is A
Confidence Man!

all such type of merchandising to be
immediately stopped.
Raymond J. Meurer
General Counsel
The Lone Ranger. Inc.
(Please turn to page 6)

If you have a selling problem in
our part of the country, why not
let Confident Carl help solve it for
you? Any Free and Peters man
will give you the low-down.

The

T3R1QHT SPOT
Covering for the first time,
JS/brtheast Jllabamcts
3ootooo buyers

WSPC
Tie-presented by The

FULLTIME

Walher

IOOOWATT5
I3 90 K.C.

AJVMSTON,
General

Company

Manager— GANUS

JILA13AMA
SCARBOROUGH

40 West 52nd
(Continued from page 4)
BUSINESS

IS BETTER

Have you heard anyone mention unemployment recently?
In Washington. D. C. business is
always better, and we can prove it. For
instance:
The Executive Branch of our Government isthe largest of the Government divisions in Washington. This
"industry" is HIRING.
Look at these figures for the Executive Branch for 1949:
Month

Pont do anything
until you hear
from lanj-W/orth!

INCREASED

Personnel

January
plus 1.194
February
plus
896
March
plus 1.317
April
plus 1.105
May
plus
959
The total Government paycheck, by
the way. in this lush WTOP area, is
•S762.000.000 annually. And this check
doesn't bounce!
Yes, indeed. Business Is Always
Better in Washington!
John S. Hayes
General Manager
WTOP,

Washington. D. C.

We are interested in the "Lets sell
optimism"' campaign.
Russell J. Pirkey
Client relations
WKLO, Louisville, Ky.

— «4t^"

This "Let's sell optimism" looks like
a good idea to us. and we intend to do
what we can in this area.

Watch for announcement

of Lang-

Worth's amazing NEW transcribed
music library — a revolutionary development in the field of sound reproduction!

N

IMG-WORTH

feature programs, inc.
113

W.

57th

STREET,

NEW

YORK

19,

N.Y.

Network Calibre Programs at Cocal Station Cost

J. B. Bradshaw
Program director
KFRL Wichita. Kan.

We

are

interested

in

the

idea

of

selling optimism.
Elliott Stewart
Executive v.p.
WIBX. WIBX-FM,

Utica, N. Y.

THE P. I. PROBLEM
Congratulations on the fine analysis
which you presented in the 4 July issue
on The P. I. problem.
Permit me. however, to correct an
apparent

misconception

on

your

part

SPONSOR

as to the stature of WNAX.

On the

basis of independent findings by Audience Surveys. Inc., the WNAX audience is composed of only about onethird farm and two-thirds village and
city; and we program as we do for the
entire market, it being a known fact
that in this great Middle West the city
feller and the farmer are not very far
apart in their radio likes and dislikes.
Big Aggie's success in both listener
and advertising results for the past 11
years under the Cowles banner is testimony to the soundness of that policy.
You are absolutely correct in your
statement that "when a broadcaster
stresses direct mail, he, at the same
time, inferentially sells the retailer
short." Also inferentially, you left the
impression that WNAX. because of the
absence of retail outlets in this area,
must depend on direct mail.
Nothing could be further from the
truth, and I would welcome a visit
from some member of your staff so
that he might visit some of these "cross
roads" and determine for himself just
how much retail business is done over
the counter. Failing that. I am sure
there are ample sources in New York
for determining just what store sales
are in Big Aggie Land.
I take only slight exception to your
statement that "direct mail at stations
like WNAX is like blood in a human
body." In this you are correct, but only
partially so. We consider the directmail business we carry to be in the
nature of the white corpuscles in the
blood; although small in number, they
prevent the spread of infection and disease (in our case, the spread of the
disease of lethargy in the form of diskjockey, network-push-button type of
operation ) . and are an insurance
policy against what are generally considered nonrevenue producing periods
of the day.
On the other hand, the really bluechip business, which constitutes over
90% of our income, is the red corpuscles in our blood, the ones which
give us energy, strength, vitality, and
the wherewithal to continue to make
Big Aggie one of the biggest and best
stations in the country.
As. any doctor will tell you, the ratio
of red corpuscles to white is overwhelmingly infavor of the red; and
Big Aggie has plenty of good red blood
in her veins.
Robert R. Tincher
V.p. & Gen. mgr.
WNAX, Yankton, S. D.

* * *
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it's easy.

IF YOU
KNOW HOW!

spectacular stuff, sure, but it isn't just "knack "; it's the
result of experience and Know-How — just as KWKH's
Hoopers are! Here are the Share of Audience figures for
March-April, '49:
Mornings
(Mon. thru Fri.) KWKH
(70% better than next station)

39.6

AFTERNOONS
(Mon. thru Fri.) KWKH
(7% better than next station)

31.7

EVENINGS (Sun. thru Sat.) KWKH
(47% better than next station)

42.5

Twenty-four years' experience in broadcasting to our particular audience has given us at KWKH an incomparable
radio Know-How.

How

about getting all the facts, now?

KWKH
Texas
SHREVEPORTf

50,000 Watts

CBS

LOUISIANA
Arkansas
Mississippi

The Braham Company, Representatives
Henry Clay, General Manager

HOOPER wzeti foetaqe. Pudex.
—
PROVES
KANSAS
KVOO
DOMINANCE
^TOVvA:
IN

A

43

COUNTY

AREA

The map at right shows the 43 County Area
DOMINANTLY served by KVOO. It covers the
30 county Tulsa Market Area Plus rich bonus
counties in Oklahoma, Kansas and Arkansas.
According to the 1948 BMB estimate 372,980
radio hom°s are in the 43 county area. Following
are the stations and percent of mentions, Sunday thru Saturday for the period, Spring,
1949.

%
MOD

STATIONS

6 AM

OF MENTIONS

NINC

8 AM

AFTIRNOON

8 AM

Noon

43%
4%
7%

3%
2%

8%
4%

8%

a r a

4%
2%

3%
4%

"G"
"H"

2%

KVOO
"B"
"C"

"D"

D'

'E'

'V

a in

'K'
"K"
hi a

2%
LT
3%
1%
LT

"M"
'N'
"N"
"O"
"P"
'P'
"r\"
'Q'

LT
1%
1%
2%
1%
1%

"R"
"S"

1%
2%
2%
2%

0
LT
1%

6 PM
32%
7%
8%
9%

36%10
12%
7%

6 PM

PM

4%
3%
3%
2%

3%
2%
2%
2%
2%

2%
2%
2%

2%
2%

MOR

38%
9%
7%
2%
2%

t

2%

2%

1%

LT
2%

LT

1%
LT

LT
LT

0

0
LT

LT
LT
1%

1%
LT
1%
LT

0
1%
LT
2%

O'

LT
1%
3%
2%

1%
1%
LT

4%
2%
0
LT

1%
1%
2%

t

LT
LT

2%

STATIONS

ii'yii

1%

Noon
6 AM

8 AM

8 AM

3 PM

1%

Noon

2%
5%
1%

1%
LT
t

"U"

1%

"W"
"X"

LT
1%
1%
LT

LT
1%
LT

2%
1%
LT

llfll

"AA"
"BB"
"CC"
"DD"
"EE"
"FF"
"GG"
"HH"
"II"
OTHERS

LT

LT

LT

10 PM Mid

LT
LT
1%

LT
1%
LT
LT

LT

LT
LT
1%
LT

LT

LT
2%
LT

LT
1%

LT

LT

0

0

LT

\

t

0

0

LT

LT

LT

LT

LT

LT

LT
LT
9%

LT

LT
11%

LT

0
8%
LT

LT

LT
2%

LT

LT

10 PM

6 PM

LT

LT
1%

ll\JII

6 PM
3 PM

0

1%
0

1%
LT

1%

t

0

2%
EVi

AFTCHNOON

10 PM Mid

1%
1%

1%
% 2%
MENTIONS
1% OF

1%
2%
IVI

3 PM

26%
9%
9%

38%
6%
9%

XING
NINC
4ING

t

1

A.

LT

X

t

LT
1%

12%

0

0

LT

11%

1

1

LT
14%

i

i

LT

LT
LT —
0 —

Listening less than 1 %
No Mentions found in sample

:

Does

—

not broadcast

throughout

this day-part

Note The '
Coverooe Index" is computed from the "Stotion Mentions" secured from the onswers to the question: "To what stations do you
and your fo 'Area
MOST toFREQUENTLY
THE MOST TIME?" Because Indexes show "% of mentions", this is a measure of the distribution,
not the size. Tiily
of thelisten
audiences
the respective orstations.

RADIO

STATION
EDWARD

50.000

WATTS

PETRY AND CO., INC. NATIONAL
OKLAHOMA'S

CREATEST

KVOO
REPRESENTATIVES
STATION

TULSA.

OKLA,

SPONSOR

/.-) Al GUS1

1949

New ami rvnnu.
THESE

REPORTS

APPEAR

IN ALTERNATE

ISSUES

New National Selective Business
PRODUCT

SPONSOR
American

Chicle

Co.

Chewing gum

American Cyanamitl Co.
(Agric. Prods. Div.)
lii istol-Myers
Co.

Weed killer-tohacco
plant food
Vitalis

Brown

Raleigh

& Williamson

Drackett
Dolcin

Co.

John

Windex;

Corp.

Glaze-All

Corp.

F. Jelke

Co.

Ontario Fruit &
Growers Assn.
Ed

Pinaud,

cigarettes

Vegetable

Inc.

Republic Pictures

Drano

Auto

polishes

Good

Luck

Deuss-Gordon
(Chi.)
Tatham-Laird
(Chi.)

Fresh farm
produce

Mi Kim

(Toronto)

Pinaud's
Lilac
Vegetal

Dorland

(N.Y.)

Movie:

"Red

Standard Oil of Indiana
Standard Oil of Ohio

Petroleum

Inited

Movie:

Mir.

Co.

Artists

products
"Black

€ET^

wks
Spots,

Federal

« k>

.lul-Aug

starts;

52

Fall;

13

breaks,
Aug.

early
1; 13 wks

"Rendezvous with David Ross" e.t.;
3-wkly from Sep 19; 13 wks
Spots,

breaks;

Aug

starts;

13

wks

E.t. spots, breaks (also TV films);
early Fall, 13 wks

campaign
in S.
(California)
Indef*
(Ontario
stas. only; May
expand later)
4 sta;Indef*
4 mkts
(Eastern (campaign)
short-term
test

wks Garden's Market Basket," 5"Mary
wkly; July-Aug starts; abt 13
wks
E.t. spots; Jul-Aug starts; abt 4-6

25-30 sta; 25 mkts
(Short-term,
intensive
campaign)

McCann-Erickson
(Cleve.)
Monroe Greenthal
(N.Y.)
William Von Zehle
(N.Y.)

breaks;

Aug.

Spots in women's partic prgms;
early Sep; 13 wks

(Test

McCiinn-Erickson
(Chi.)

early

E.t. spots,
wks
E.t. spots;

Indef; 12 mkts
(Midwest test; may expand)

(N.Y.)

start, duration

E.t. spots, breaks; early Aug; 2-3
wks
wks
E.t. spots,

Indef
(Limited
natl campaign)
8 sta; 8 mkts
(Midwest seasonal campaign)
1") sta; 15 mkts
(Special sports network)
Indef; 20 mkts
(Saturation
campaign)
18 sta; 18 mkts
(Test; may expand)

University
Sep-Dec
Cleveland
wks
13-game
E.t. spots,

breaks;

E.t. spots, breaks;

ior $ successive IS-week renewals.

early

Aug;

13

and pro football games;
season
Browns
football
games;
series from late Sep
breaks; early Aug;
13
Jul-Aug;

13 wks

It's subject to cancellation at tht

end

New and Renewed Television (Network and Selective)
SPONSOR

AGENCY

American Cigarette
& Cigar Co (Pall Mall)

Sullivan, Stauffer,
Col well & Bayles

American
Tobacco Co
(Lucky
Strike
Cigarettes)
P. Ballantine & Sons
Benrus
Watch
Co
Borden
Co

N.

Bulova Watch Co
B.V.D. Corp
Carter Products
Inc
(Arrid)
Continental Baking Co
(Wonder
Bread)
Dean Milk Co
Esso Standard Oil Co
Fiiistner Chain
International

•

E.t. breaks;

(Intensive
of copy)
4 sta; test
4 mkts*

Don
Lee Network
(Follows Toronto)
tests in N.Y.,

Donahue & Coe
(N.Y.)

Sleep-Eeze
Magic"
Station list set at present, although more may be added later.
(Fifty-two
weeks generally mean* a IS-week contract
with options
oj any 1 3-week period)

Worthington Products, Inc.

CAMPAIGN,

18 sta; 18 mkts
(Farm
mkts in South)
Indef
Doherty.
Clifford &
Shenfield (N.Y.)
(National campaign planned)
(Chi.) M. Seeds
Russell
Indef; 35 ink is
(Limited natl campaign;
daytime spots)
mkts)
Young
& Ruhicam
29-35 sta; 29 mkts*
(N.Y.)
(Fall campaign
in major
\ ictnr van der
Linde (N.Y.)

Margarine, etc.

STATIONS-MKTS

Badger & Browning
and Hersey
(N.Y.)
Hazard (N.Y.)

Oolcin

Lydia
Grey
Menace"
Doeskin Tissues
Petroleum
products

San-Nap-Pak

AGENCY

Silver

Co

Ayer

J. Walter
Tarcher
Young
&
Grey
Biow

Thompson
Ruhicam

Sullivan, Stauffer,
Colwell & Bayles
Ted Bates
Swaney
Marschalk & Pratt
A.

Corp

W.

W.

Young

Lewin

&

Ruhicam

NET OR STATIONS
WNBT, N.Y.
WBZ-TV,
Boston
WNBQ,
(hi.
WPTZ,
Phila.
tady
WCBS-TV, N.Y.
WRGB, SchenecWCBS-TV, N.Y.
CBS-TV
net
WCBS-TV, N.Y.
WNBQ,
Chi.
WCBS-TV. N.Y.
WNBW,
Wash.
tady
KNDH,
H'wood
WRGB, SchenecWCBS-TV, N.Y.
WNBQ,
CBS-TV

Chi.
net

WNBW, Wash.
WNBT, N.Y.
WNBQ,
Chi.
WCBS-TV,netN.Y.
CBS-TV

PROGRAM,
Film

spots;

Aug

Film

spots;

June 27;

time,

1; 13 wks

13 wks

start, duration

(r)

(r)

Tournament of Champions;
Wed 10-11
Film spots; July 11; 52 wks (n)
Film spots; July 1; 13 wks (n) (r)

pm;

Oct 5; 52 wks

(n)

Film spots; Aug. 30; 4 wks (r)
Film spots; July 18; 7 wks (n)
Film spots; Aug 1; 15 wks (n)
Film anncmts;

July 25;

13 wks (n)

Film anncmts; July 10; 13 wks (n)
Tonight On Broadway;
Su 7-7:30 pm; Oct 2; 52 wks (n)
(n)
Film spots; various starting dates from July 20- Aug 1; 13 wks
Silver

Theatre;

Mon

8-8:30

pmj

Oct

3;

52

wks;

(n)

fit next issue: \t-it and Renewed on Networks, Sponsor Personnel Changes,
National Broadeast Sales Executive Changes, New Agencg Appointments

mlm

(Continued)

New and Renewed Television
SPONSOR

AGENCY

NET

u BZ-T\ . Boston
WCBS-Tt . N.I
w \i;d. \.\ .
VVNBQ, Chi.

Weintraufa
Sihv* imuii-i
Keelej

Bre«

I .ii'hiii.iiui
l: id

ink

■

Scotl

l"»

( a

• iir Deodei .mi i
i .11 pentei
ints) Morton
Paul lii<
| M.HIMllsl
Rei Inn Producti < 01 p

Foote, Cone \ Belding « ABD, v .
Anderson, Davis & Platte I BS-1 \ net
\M bs rv. n
Lndffin
Dowd

VVNBQ,
w IBD.

Hi isai in i . \\ heelei

--lints ; July

Fifteen

25;

minute

13

Mm

wks

start duration

(n)

programs;

July

!■■ ■ I

Vuun^

&

Film spots;
Auk 6; .1 »ks (n)
Maslin Al Home
Party; Wed 7:45-8
Film spots;
July 22; 13 wks
(n)

i

Film spots Auk

(In.
N.1

\\ NBT,
N.Y.
\\ BZ I \ . Boston
\S( i:s l\ . \. . .
w \liij. Chi.
CBS-TV
in i

\\ i inli auli

Est]
It. .1. I{<> nolda Tobai •
Simmoni
<o
M ,u i i

Whiti

Film

time,

30;

13

wks

(n)

■ •

Itn-vi ri lei

Rug

\

PROGRAM,

STATIONS

Rubicam

ui BS

I ,ii i In i

1;

13 wks

ill lit spills;

July

Film

July 20;

spots;

14;

2d

pm;

Sent

Film spots;

Aug

25;

13 wks

(n)

(n)
wks

I 111

13 wks

In i

Mysterjspots;
Show;July In1; s;:jii-ij
Film
13 wks ,,m;
(r) Oct ~ ; 52

iv. N.Y.

14;

13 wks

wks (n)

In)

Station Representation Changes
NATIONAL
Boiling

ABC
Independent
A ISC
Independent
Independent
MBS

Kl GO,
l area N. D.
KITE,
San
Antonio
Tux.
KNOW,
Austin Tex.
KSJO, -s .i i. Jose i ilii
KSTL,
St. L.
u IBB, Mobile Ala.
\\ m l . Chicopee-Springrfield
Mass.
\n \i;i . Arlington Va.
WBEN
I \ . liullalo N. Y.
hi in,
Ft Wayne
lnd.
wnilM.
Memphis
Tcnn.
w IK i . Evansville lnd.
\\ I LS, Lansing Midi.
HI \\ I \ . Grand Rapids Mich.
N NOK,
N.nfolk
Va.
Springfield ().
Indianapolis

REPRESENTATIVE
Sales

Independent
Metropolitan
John E. Pearson

Independent
Independent
ABC,
CBS,
DuMont.
Independent
Independent
Independent
MBS
ABC.
CBS.
DuMont,
Independent
ABC,
CBS.
DuMont,
Independent
Independent

h m i rv, Miiw.
H H SO,
W \ I.W,

NEW

AFFILIATION

STATION

Forjoe,
as Western
rep
Sales
Independent
Metropolitan
Branham
Sales
Metropolitan
Independent
Sales
Independent
Metropolitan
Harrington,
& Parsons
Independent Righter
Metropolitan
Sales
Independent
Metropolitan
Sales
Independent
Metropolitan
Sales
William Rambeau
John
E. Pearson
Independent
Metropolitan
Sales
Harrington, Righter & Parsons
Independent
Metropolitan
Sales
Independent
Metropolitan
Sales

NBC

NBC
NBC

Adverising Agency Personnel Changes
NAME
Kenneth
Beirn
I'eter Black
Victor G. Blede
William
A. Chalmers
Wallace I lark
John S. Davidson
James
I. Delaney
Cordelia Feehan
hi Feldman
F.dgar M. Forrest
John N. Freeman
James
Aston
Greig
lilaney
Harris
1 i ink Helton
William
|{. Hesse
Milton
Hill
Spencer
Hill
William
II. Howard
Russell
Hunt
I mi Kaufman
■ is kerr
Ben Lang
Richard
Liebman
James l■'.. Lillii
John M. Lord
Thurston MacGriffick
Allan
A. Marsh
Jr
Byron
Mayo

FORMER

AFFILIATION

Biow,
N. x.. vp
Harold
Cabot,
Boston,
acct exec
French
& Preston,
N. Y-. copy dir
Kenyon & Eckhardt,
N. Y.t acct exec
Fletcher

D.

Richards,

McCann-Erickson,

Gatke Corp, Chi.,

Richard

Charles

Montgomery,

N.

Y'.,

R.

Tanton

Harold

Sldne)

P. \\ all, ,
II. \\ hitmorc
H. w illiaros
R. Wintera ii
It

Wolfe

Same,
Same,

(allot.

Portland

sis prom

I offee Co, N.

Boston,
ton,
\

vp

Same,
vp, radio
dir
Raymond
L. Sines,
S. F., acct exec
Same,
radio,
TV
dir
Morey,
Humm
& Johnstone,
N. Y\,
Elliott
liyrde,
Cowan

Nonas,
N. Y'., media dir
Richard
& Pound,
& Dengler,
N. Y., N.vp Y'.,

Ore.,

dept

\\ asey, L. A., acct
Southern
States
Cooperative,
Va., adv,
prom
hi ail
1. T. Cohen, Wash

acct

II.

( . Mollis,

H'wood.,

acct

exec

acct exec
vp, acct exec
Y.,

radio,

media

Richmond

T\'

prodn

Soap
exec
acct exec

exec

Schwimmer
& Scott,
Chi., acct exec
Tullis, H'wood., in chge TV dept
vp
Same,
media,
market
research dir
Same,
vp
J. J. Weiner,
S. F\, media
dir
Cole i\i Werner,
Omaha
Neb.,
vp, acct exec,
Foote,
Cone & Belding,
L. A., acct exec
Taylor,
vp

Dallas,

acct

exec

Simmonds & Simmonds, Chi., acct exec
Harry
Feigenbaum,
Phila., radio, TV dir

Y., sis re|i

acct exec
^ ., mdsg,

vp

Doherty,
Clifford
&
Shenfield,
N.
Weiner,
supei v S. F., vp
BBD&O,
N. Y-, acct exec for Swan
Henry
von
Morpurgo,
L. A., acct
Klau-Van
Pietersom-Dunlap,
Milw.,
Young
&
Rubicam,
N.
Y., vp
Same,
vp

J.
Same,B.
mgr

exec
vp
vp

AFFILIATION

Henry
von Morpurgo,
L. A.,
Simmonds
ci Simmonds,
Chi.,

mgr

acct i mi

dir
Philip
Ralph
Hand
i in ii-

adv

G.

Holland American

Siimiiii i s

vp

Emil
Mogul,
N. Y., research dir
I.. J. DuMahaut,
Detroit, acct exec
Harold
(allot,
Boston,
acct exec
Biow,
S. F., media dir

Ainunil

Sjuvjk

Y\,

Grant,
Chi., copy dir
Macy's,
N. Y., vp, publ dir
Harold
Cabot,
Boston,
acct eec
Stamps,
Conhain,
Whitehead,
L. A.,
creative
head
Rogers & Smith,
N. Y., vp, eastern
mgi

Federal,

I,

N.

N. Y".

Furman-Hanser,
N. Y'., acct exec
(Jardner, Wash., copy chief on U. S. Army.
Air Force acct

John .1 . Mori ison
Herbert
a. Morse
v
Raamussen
I i anklin s. Robei ts
1. I
>imons
\tln. I
.1 anus

NEW

Robins.
Newton N..V Y.,
Chapman,
Robert
Hilton,
acct execH'wood.,
Same,
Walsh, vp
Montreal,
radio dir
Same,

vp

Robins.
Newton & Chapman,
Robins,
& Chapman,
Same,
v pNewton
Simmonds
Ai Simmonds,
Chi.,
Same,

vp

TV

dir

H'wood..
H'wood.,
acct

exec

vp
vp

mdsg

mgr

IOWA

WOMEN SPEND 5% HOURS
PER DAY WITH RADIO!

J\ recent New York University Survey
reveals that the average American adult
listens to the radio 12 to 14 hours a
week.

Write to us or Free & Peters for your
free copy. Your request will also reserve
for you a copy of the 1949 Survey, to
be published this Fall.

Iowa women listen to their radios an
average of 5 hours and 25 minutes each
weekday — or more than a third of their
waking hours! In the State's largest
cities, the figure is 6 hours and 26 minutes; on farms, it's 5 hours and 40
minutes.

--,',- The 1948 Iowa Radio Audience Survey is a "must"
for every advertiser, sales, or marketing man who is
interested in the Iowa sales-potential.
The 194S Edition is the eleventh annual study of radio
listening habits in Iowa. It was conducted by Dr. F.
L. Whan of Wichita University and his staff, is based on
personal interviews of 9,224 Iowa families, scientifically
selected from cities, towns, villages and farms. It is
universally accepted as the most authoritative radio survey available on Iowa.

Throughout the State, men listen less
than women, hut even they spend 3
hours and 28 minutes per day at their
radios!
These and many other valuable facts
about Iowa radio listening hahits are
taken from the 1948 Edition of the
famed

Iowa

Radio

Audience

Survey.'"'

WIHI®

+/©r Iowa PLUS +
Des Moines

• • . 50,000

Watts

Col. B. J. Palmer, President
£->v

P. A. Loyet, Resident Manager
FREE & PETERS, INC.
National Representatives

15 AUGUST

1949
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Square dancing may help business —
especially in blue-jean department
Sweep of square dancing throughout U. S. may also bring
increased business in blue jeans and other accouterments
of swing-your-partner. WLS, Chicago's Prairie Farmer
station, promoted together with the Windy City's SunTimes and the Chicago Park District, a Square Dance Contest Festival that surprised even pappy. New York's Square
Dances on the Mall have been bringing out square dancers
of all ages, and there's little question that dance-calling
will be successful profession for the next 12 months.
Dance crazes have always developed business for dress
and undie manufacturers. Radio stations are scheduling
more and more folk music for the squares. Senators call
it "a return to the soil." Nobody knows why.
Broadcasters

fight trend of paying for

rights to high-school sports
Shoe business looks to good -fall.
Industry 80°o employed now

High schools of nation, wanting some of the gravy that
flows to colleges for broadcasting rights, are trying the

l!;ili\ continues to need shoes, and women, despite the

same routine, it's reported by U. S. Department of Education. First group of broadcasters to rebel are the stations

heal, are thinking of fall footwear, so 80% of Massachusetts shoemakers are working these days. This improved
condition is true, according to Commerce Department,

of the Iowa Tall Corn Network. Danger of "exclusively"
contracts for sports events was highlighted by Paul Alley

in the West, too. It isn't entirely the war-produced crop of
youngsters and their mothers that are entirely responsible
for increased demand for shoes. Industry is once again
promotion-minded and has increased its advertising substantially during past three months. While television is
looked upon as a great shoe-selling medium, it's radio
advertising that's being bought.
Washing-machine sales continue good,
heating units also on upward swing
Despite die heat this summer, sales of heating units and
washing machines were higher in June and July than they
were during any other two months in year. Saturation
type of broadcast advertising by firms such as Bendix
and Norge is said to have contributed substantially to the
washing-machine demand. Low-priced housing, with washers as basic equipment, also helped maintain peak demand.
A good part of that low-priced housing was also radio-sold.
More dollars from magazines and newspapers
being sought by Post-office Department

Anti-advertising forces in Washington continue to try to
hit publications with a high percentage of advertising content through hills to increase from 300 to 600% the rates
on second-class publications. Increase of other rates is
being sought, but nothing like a 600r< increase is being
asked, except from advertising-supported publications. Advertising still needs an efficient lobby.
U. S. Census to cost $70,000,000
and change nation's marketing habits

IIh L950 census will cost the U. S. $70,000,000 plus, according to current estimates. When report is released it is
expected to show greatest population increase in U. S. historj and in develop facts and figures that may change
mam
greal arms' marketing habits.
12

(NBC-TV) over a year ago. While Alley's worry was that
TV newsreels might be barred from events, his plea for the
open gate applies just as much to radio broadcasting.
No TV freeze lifting for September.
UHF hearings may go on and on
Freeze of new television stations will not be lifted in September as many TV factors have hoped. UHF allocations
of the Federal Communications Commission will not have
pleasant public hearings, and there will be little industry
agreement on standards. FCC, to help TV, may have to
unfreeze present band before completing hearings on new
waveband. Reception in most markets may not be 100%,
but there's little consumer objection to clarity.
FTC is favorite bureau
Hill contingent

with

Feeling that Congress would clip wings of Federal Trade
Commission has flown out Hill windows. FTC is doing so
many studies on monopoly that the Office Appropriation
Bill added $100,000 to the Budget Bureau's estimates of
FTC financial requirements. This means more intensive
studies of radio commercials. Advertisers are warned to
watch their steps next season.
War-taxes could be removed if anti-tax
manufacturers would use air time
While full-page newspaper advertising is being used by
groups that want war taxes removed from many lines of
products, it isn't producing results — too much small type
and no human interest in the copy. Feeling is that personal
appeal via air, direct into home, would move voters to tell
Congress to get moving. With editorializing permitted, this
could be done in a big wav — without even trying, if manufacturers really wanted to use part of their airtime for this
purpose.
SPONSOR

daytime
television

If you want to reach the housewife, dayt/me
television must occupy an increasingly important
place in your plans. Daytime television is doing a
job for many advertisers, at a very modest cost.
Surveys show

that when television comes into

the home, radio is neglected*— and the television
antennas are sprouting thick as corn in Kansas.

Du Mont

Du Mont is your logical contact on daytime television, because:
Du Mont pioneered daytime television.
Du Mont has developed the daytime programs.
Du Mont has the daytime network coverage.

COPYRIGHT

1949,

15 AUGUST

ALLEN

1949

E.

DUMONT

LABORATORIES,

I s

*We would like to furnish you these facts.
Write or phone the Du Mont Network Research Department.

E

V

T

w

America's

Window

on

the

World

INC.

515 Madison

Avenue, New

York

22, N. Y. Phone MUrray

Hill 8-2600

13

for profitable
selling
I NVESTIG ATE
;

•#. it. Beitaire
>/r. Sponsor
Frank

H.

Vice-President in charge of
Sales
and
Advertising
Lee Company,
Danbury, Conn.

Jack Beitaire is a soft-speaking person whose friendly, courteous
instincts don't happen to interfere in the slightest with doing his job.
He'll say yes — or no — quickly, and keep on saying it any number of
times. Some people call him stubborn. Others who claim to know
him better say. rather. "Jack has confidence in his own judgment."
Decision of the Lee organization to drop the radio program of
controversial Drew Pearson wasn't easy. The famous "I predict —
commentator had lifted the Lee trademark from comparative obscurity to one of the best-known names in America. When the companv
decided the rambunctious partisanship of Pearson's "causes" might
not always be good for Lee hat sales, chief salesman Beitaire gently
escorted their crusader to the edge of the felt-covered plank.
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New York
San Francisco

I

A

T E
S
Chicago

Los Angeles

Clair
R. McCollough
Managing Director
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Beltaire's new radio salesman, screen star Robert Montgomery,
is as suave — and is scheduled to be as non-controversial in his commentary— as Pearson was blunt and partisan. As for talking about
the efforts made to find a meeting ground with Pearson. Beitaire
merely shakes his head and insists his only job is selling hats, not
writing history. Selling hats probablv comes as natural to Jack
Beitaire as climbing trees to Tarzan. He was born in Danbury.
Conn., home of Lee hats and a center of Americas hat-manufacturing
industry. In 1913. at the age of 19, he went to work for the rlawesVon Gal Hat Co. Lee got him two years later. He was with them
for 24 years, then the John B. Stetson Co. in Philadelphia lured him
with an offer to direct the selling of its famous line. Six years later
he came to New York to head up advertising and sales for Lee.
With a radio budget of $4,000 a week and Dale Carnegie on
Mutual. Beitaire embarked on network broadcasting in 1943. Two
years later, he was spending SI 1.000 weekly for the Pearson package
and breathing a little faster as his sales curve began moving steadily
in the direction that was to change his entry from an also-ran to a
championship contender. He will spend in the neighborhood of
S700.000 foi advertising this year, about twice ukit he spenl in
1935 when Lee started out to promote its own label. He thinks
mens hats need more "romance" and "glamor," and that Bob
Montgomerv will help impart that feeling to Lee chapeauv
* William II. Weintraub i< at left
SPONSOR

REPUTATION
44Ame& REPETITION
. . . AS TELEVISION

NEW
WOAl

HOME
and

MARCHES

ON IN TEXAS!

of both
WOAI-TV

SAN ANTONIO . . . plus thousands
of other people throughout South
Texas . . . eagerly await their first television station, WOAI-TV. It will be
here before the end of the year!
WOAI-TV will be launched with
several advantages:
It will be operated by the same
management that in nearly three decades of AM Radio has molded WOAl
into one of America's leading stations.
WOAI-TV will be under the guiding hands of experienced television

personnel ... in engineering, programming and production; in other
departments by a staff trained through
years of AM service.
Thirdly, it will be in TEXAS, where
big things have a habit of growing
even BIGGER!
Reputation of WOAl, known and
respected from coast to coast, will be
a precious heritage of WOAI-TV. This
reputation assures REPETITION in
the life of its bounding new baby
brother, WOAI-TV!

CHANNEL

SOUTHLAND

INDUSTRIES
TEXAS
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December
1947,
1948. p. 32

stories
saluted, and gives the show a folksy, home-spun flavor
that makes it popular with both viewers and top-management at the big firms being featured. Unlike many financial advertisers. Marine Bank promotes its broadcast
advertising heavily in newspapers, displays, and so forth,
with such results as the long waiting-list of firms seeking
to be on the show, and requests from other banks for
permission to use the format in other markets.

banks use radio." and " A bank
p.

20;

October

Subject: Whating opportunity
for both
and public service
does sellTV
hold for banks and financial advertisers?

With some $200,000,000,000 stashed away in U.S. savings
accounts, employment back to 59 million, and business
loans once again on the way up, the nations banking
houses and financial advertisers are again finding that
broadcast advertising can better their business. Lately,
this has been particularly true in TV, with well-publicized
TV successes of banks like Boston's Shawmut and New
York's Bowery Savings acting as a spur.
Well-planned visual advertising for banks is no bigcitj monopoly. One of the outstanding bank sponsorships in the visual medium is the weekly half-hour program. Salute To Wisconsin, of the Marine National Exchange Bank of Milwaukee. The program, seen on WTMJTV, Milwaukee, is productive of very good public relations for the sponsor, and has been instrumental in landing some blue-chip industrial accounts for the Marine
Bank, although the costs of the show easily top the
sponsor's previous ad budgets for all other media. Marine
Bank got into TV shortly after WTMJ-TV went on the
air, at the urging of its aggressive agency, Cramer-Krasselt. will
which
the air.
value in building up its client's goodvia the saw
visual
Salute To Wisconsin is basically a show that salutes
in turn the leading businesses of the state I Allis-Chalmers, Wisconsin Dairy Industry, etc. I bv telling the
story of the growth of leading companies in these industries. Talent is drawn largely from the company being

Subj
See:

"The automotive picture"

(Part one)

IsSUe: 14 March 1949, p. 21
ect:

Willys-Overland
uses
farm and rural-appeal
boost Jeep sales.

p.s.

selective
radio to

Although there is a sporty-looking Jeep convertible,
designed primarily for the college-and-country crowd
and for sunny climates, the various civilian versions of
the familiar wartime vehicle — station wagons, pickup
trucks, small utility trucks — do their best business in
the non-metropolitan areas. The Jeeps, sold as "America's
most useful vehicles,'' serve a real function on farms and
in rural areas.
Many years ago, Willys-Overland was in network radio,
with no great success. Recently, after some limited national selective campaigns in radio to further the new
line when it was introduced last year. Willys-Overland
began a pilot operation to sell Jeeps via broadcast advertising aimed at farm markets. The program vehicle
used is one of the most popular folk-music shows in radio,
the WSM (Nashville) Grand Die Opry, with Willys-Overland sponsoring a 15-minute portion of the show every
(Please turn to page 36)

W IT'S THE FACTS
WOV

believes that facts in radio are as im-

portant as facts over radio. That's why WOV
has and is continuing to make thorough, accurate studies on each of 5 AUDITED AUDIENCES. That's why both advertiser and agency
can know exactly who is listening when you

111

buy WOV.
that
on WOVThat's why sponsors on WOV

Ml

RESULTS
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Wake
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York

1280 Club

Band

Parade

Prairie Stars
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language

2,100,000
(larger than

market

individuals
Pittsburgh).

BUY-WORD

Originators of

RALPH

N. WEIL, Gen. Mgr.
The Boiling Company,
National Representatives
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. ll roads on the coast lead to ABC markets.

y far the easiest route to Stockton is via ABC.

Olympia, capitol of Washington, is just one of 42 Coast
towns where ABC has 50% or better BMB penetration
(73% of its radio families are regular ABC fans).

For BMB proves that 78% of the radio families in this
California canning center are consistent ABC listeners.
Inside AND outside, you get all the towns on ABC.

On the coast
you cant get away from

ABC

FOR COVERAGE . . . ABC's booming Pacific network
delivers 228,000 watts of power— 49,250 more than the
second-place network. This power spells coverage —
ABC primary service area (BMB 50% or better) covers
96.7% of all Pacific Coast radio homes. And ABC's
Coast Hooper for 1948 was up 9% or better both day
and night.
FOR COST... a half hour on ABC's full 22-station Pacific
network costs only $1,228.50. Yet you can buy as few
as 5 stations for testing or concentration. And ABC
an't miss the way to Ventura on your sales map
if you study BMB figures. They show 72% of this seaside oil center's radio families are regular ABC tunerinners. So if you're mapping a Coast campaign, let an
ABC representative help you find the right road.

ABC
15 AUGUST
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PACIFIC

is famous for the kind of audience-building promotion
that helps slice the cost-per-listener.
Whether you're on a coast network
or intend to be— talk to ABC

NETWORK

New York: 7 West 66th St. • TRafalgar 3-7000 — Detroit: 1700 Stroh Bldg. • CHerry 8321 — Chicago: 20 N. Wacker Dr.
DElaware 1900— Los Anceles: 6363 Sunset Blvd. • HUdson 2-3141— San Francisco: 155 Montgomery St. • EXbrook 2-6544

udience promotion:
Fall 1949
Networks

fight to build listening

$p»r~?~-, S All lour networks and most network affiliates
tSCJ ||f will be fighting fast and fin iou>[\ foi listeners
vW* % this fall. In the past, the battle has been between CBS and NBC, with the other two webs taking a nolo
contendere stance. This year both ABC and Mutual are
spending promotional dollars, and while MBS hasn't the
bankroll to compete with the other three chains, it has plans
to marshall its 500 stations into a merchandising force
which may enable it to compete without coin of the realm.
CBS gets its promotion under way in the middle of
August. A great deal of dependence is being placed upon
on-the-air promotion, such as Amos asking Andy where
they am, and Andy answering, "We'se on CBS, the Columbia Broadcasting System." Practically all of CBS' names
will be making the network breaks and selling the idea that
"this fall hear them all on CBS."
NBC started its fall on-the-air promotion the last week
in July. Since the Ethel Merman and a number of other
top-flight NBC programs were getting their feet wet this
summer for fall audiences, NBC decided that it was a good
idea to start selling them in the good old summertime.
NBC is placing great dependence on its on-the-air unit,
which should make Jules Herbuveaux, former NBC Midwest program manager, at least a little bit happier than he
has been during the past ten years. Herbuveaux, now
Chicago TV manager, spent untold hours preaching the
need of broadcasting's using its own medium to sell itself.
Not only is it making station-break announcements available, but it also has fond hopes for two promotional programs devoted to selling what NBC makes available. These
programs are Encore, a reprise of top moments from network broadcasts each week, and Curtain Call, another collection of highlights of NBC programs.
NBC's

empty
plastic
tional problem faced

case
symbolizes
by networks
and

promostations

\ r » / iro Hi p rn in o t i o n a I
th in I; in t/ I in- full

ABC
The Ed Noble network

knows

that

1949-1950 presents its
greatest challenge to date.
It's
out to prove that U. S. Steel
made
and

a mistake
that

when

despite

it shifted,

program

losses it still delivers a top
low-cost

audience.

CBS
"This fall, hear them

all

on CBS" is the rallying promotional
cry of Columbia.
Seldom in the
history of broadcasting has
there been such affiliate
with a chain.

It's a Columbia

year to crow.

MBS
Mutual's new president has given
MBS new promotional life.
The network will focus its
revived attack on "Queen

for

a Day," the Sunday mystery
block, the World Series, and
its kid programs.

Mutual

the

network

merchandising

may

be

yet.

NBC

on the closed circuits*, the stations
record them off-the-line and thus, at
practically no cost, have disks ready
for air promotion.

promotion. It will turn its promotional
guns on Friday night (mystery block),
Sunday
night
I give-away
evening),

This development is even more important than a cost-saving device. A
star can be picked up from Hollywood,
Chicago, or any place where she may
he on tour, recorded, and then at the
promotional moment fed the stations
via the closed circuit. The announcement can be as timely as a weather

ABC

will not do an over-all fall

RAD1\

report.
A disk being received in the mail
will seldom have the impact of a star
announcement included in a closedeiieuit presentation of a campaign. The
networks are collecting upon the fact
that the National Association of Broad-

ing each evening's broadcasting in that
day's newspapers. Thus NBC ads are
headed — "Today is Tuesday," "Today
is Wednesday," etc. In each ad a
legular evening's lineup will be featured. NBC has found that radio logs
have top readership and is following
the illustrated log formula.
CBS is hitching its wagon to stars.
Having for years been virtuallv sans
top program names and this year having a star-studded schedule, Columbia
is making the most of its reshaped
facade. CBS's fall promotion will
feature its "Hear them all on CBS"
appeal. The stars are being featured as
CBS's, which in most cases they are.
Some Columbia stations at its recent

A multiple-page "Life" advertisement
sparks the senior network's fight
for continued listening acceptance.
With the greatest "on the air"
promotion in network history
NBC

expense. Today it's a tiny fraction of
this. The networks, all of them, play
the star station-break announcements

The news coverage of CBS's "capital
gains'" routine and the switch of so
many stars within a vear has made
dialers conscious of CBS as a star
network. There is every indication that
this is a temporary manifestation, just
as for a few years Paramount Pictures
meant top flight entertaiment on the
screen.

casting reported that 59' < of radio's
listeners found out about new programs via broadcast announcements.
NBC, CBS, ABC will all be using
magazine and newspaper space to sell
their programs. NBC is basing its
appeal on a day-by-day campaign, sell-

willingness to go all out
to work

Getting on-the-air promotional material to stations in the past has been
an expensive and tedious job. The
pressing and distribution of a single
promotional record ran to $400 per
unit. Thus it was a $10,000 annual

wants

to prove that good

listening isn't all names.
There's a new drive at NBC.

promotional meetings in New York and
Hollywood (1 August and 8 August t
testified that CBS had achieved the
impossible. Listeners were asking the
stations when the new CBS stars would
be heard. In the past, surveys have
indicated that listeners tuned programs
first, wave lengths second, stations
third, and webs last — if at all.
* Material
t<> stations via telephone
lines
but not sent
broadcast.
The entire October

issue of "Radio

Mirror" is de

Thursday TV's schedule, and its kid
block, Call of the Yukon, Sky Chief,
and Jack Armstrong.
In the past ABC has not put any
promotional pressure on any special
months during the year. This fall,
however, ABC is out to prove that
despite name-program losses, Theater
Guild, Bing Crosby, Groucho Marx
and others, it's still an effective network, delivering top audiences at reasonable cost.
ABC will use block promotion wher-

I

'/> TELEVISION

ever possible. Having proved that halfhour children's programs hold audiences better than 15-minute strips, it's
now going after bigger audiences for
these half-hours with box-top competitions. With a $60,000 budget, ABC

lioa- a nvlaorl; 's affiliates una
promotional material
ON-THE-AIR

will run three "summer vacation" promotions. Each of the kid shows will

announcements
Disc Jockey

have special 1950 vacation prizes tailored to the story lines of the shows.
Yukon will send the contest winners to

continuity
Commentator
plugs

Alaska for two weeks — parents as well
as juvenile winners. Sky Chief contest
winners will tour the U. S., via air, as
guests of Eddie Rickenbacker (Eastern
Airlines). Jack Armstrong will send
the winners of its contest to the Caribbean countries — "the All American
boy visits the Central American area,"
etc. ABC's kid strips have been building steadily and it's time the network
said it with boxtops, contestedly speaking. The contests will be hidden-word
games, with the youngsters finding
the words by listening to the programs
and writing the usual 25-word "I like
- because" tiebreaking sentences.
ABC's multiple - block promotion
won't get under way until the middle
of September. The network has studied
ratings, found that ratings start their
upward climb around 15 September.
and therefore sees no reason to spend
money trying to change the trend.
ABC, CBS, and NBC will all use

PROMOTION

(LIVE)

Chain Break
announcements (1 5-20 sec )
1 -minute

ON-THE-AIR PROMOTION

(TRANSCRIBED)

12 20 second
announcements
One minute
announcements

interviews
Star
15 minute

NEWSPAPER

(1 -COLUMN

programs
14 line (I inch)

MATS)

42-iine (3 inch)
70-line (5 inch)

100-line

(7 inch)

NEWSPAPER

(2-COLUMN I

42-line (3 inch)

70 line

(5 inch)

100 line (7 inch)

TTFI

space in Look this fall. ABC's schedule is two pages, CBS's 14, and NBC's
13. These are time-for-space deals, the

150-line (10% inches)

time being on the webs' owned and
operated stations in the form of selective announcements.

(43 inches)
% page (600 lines)

NEWSPAPER

(LARGER MATS)
122 )
133

lb]

Vi page
(1200 lines)
(86
inches)

NBC is also using space in Life, on
a cash-on-the-barrelhead basis. It is

Sirs -Color Pictures and Stories!

"ma, its stars, its web. Watch CBS sell this publication

Full page (2400 lines)

said to be the biggest single advertisement ever placed in this pictorial
publication and, besides featuring NBC
stars, lists every NBC station, one of
the few times that a national network

Ad layouts

has bought space to advertise its affiliates.

MISCELLANEOUS

NEWSPAPER

(MISCELLANEOUS)

113]

'/2-col. pix mats

ABC is stepping outside of the usual
publications in which networks have
used space to promote themselves by

Cor Cards

scheduling pages in Coronet and Esquire. It will continue to use Life as
it has before, but not to the extent that
NBC is doing. However, in promoting
its Friday night schedule, ABC will
achieve the effect of multiple-page advertisements inLife through a tie-up
whereby sponsors of different Friday
night shows will use the slogan planned
(Please turn to page 44)
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DEAL WITH A

The Spirt slant
when

It wowed 'em in San Bernardino, and jumped Squirt
sales in that California town
to new mid-winter highs. It laid 'em
in the aisles in Canton, Ohio, and
added 30 new outlets for the local
distributor in just five weeks, enabling
him to sell his business later at a substantial profit.
. . . But it laid an egg in — well, in
towns where it should have done just
as well.
The recent experience of the Squirt
Compan) with Bids From The Kids
in a ten-market 13-week national selective test run proves again an old radio
adage with merchandising men. There
really isn't any such thing as a foolproof formula for a locally-handled
and produced radio promotional show.
Real results too often come only when
the station involved goes out of its

22

kids

Bottle tops are money
start

bidding

way to do a high-pressure campaign,
and knocks itself out to keep up a
steady stream of local-angle gags and
gimmicks to maintain a high level of
audience interest in the program.
It was a tough lesson for the relatively-new Squirt Company to learn.
The Squirt firm, a soft-drink concern
that does an estimated yearly business
of sl0,000,000 from its Beverly Hills
(California) headquarters, is a firm
believer in advertising. Through its
350-odd bottlers, the company markets
"Squirt," a carbonated grapefruit
drink, on a national basis. To keep
sales rolling, as well as to open new
outlets and expand distribution. Squirt
spends just under $500,000 yearly for
advertising in radio, outdoor, and
printed media. A good deal of Squirt
advertising, as it is for firms like CocaCola. Seven-Up. Dr. Pepper, etc., is on

in

the

studio

a cooperative basis with the company
and the bottlers splitting the costs on
a sliding scale. Squirt had edged into
several markets in a big way by earh
1949. and was giving some of the older
and more-established bottling concerns
a run for their money. Since it was a
^lightly tart drink and a good mixer
lit makes a very tasty Tom Collins i.
it did its best business with adults.
In the bottling business, a multi-million
dollar industry with few illusions,
Squirt was considered as a drink for
grown-ups. In the early weeks of I'M'1
Squirt decided to see if they could do
something about it. A vehicle of Borne
kind was needed to do a big promotional job on the younger soft-drink
Inn ers. and to make them conscious of

the product.

Squirt and its agency. Harrington,
Whitney & Hurst (Los Angeles), felt
SPONSOR
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SAVE YOUR
SQUIRT BOTTLE CAPS
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use them to buy lots of

Swell-Exciting Prizes

ust \\

at the NEW Radio Show

ltif\&

EVERY

"BIDS FROM THE KIDS"

SATURDAY
STARTING

Coprn«ht 1949,
The Squid Company

Kids in the audience bid for Prizes with Squirt Bottle Cops

AND

LISTEN TO

HERE
News that Squirt bottle tops are worth money was brought to youngsters in each area by newspaper advertising. The ads sent the teen-

ARE

SOME

Company, was lined up, and the pilot
operation started.

"package" idea by the Hollywood radio
firm of Ralph J. Rowe Productions.
The show was Bids From The Kids, a

Squirt's locally-produced show, Bids
From The Kids, went on the air 12
February 1949, being carried on the
San Bernardino ABC affiliate, KITO.

Squirt bottle caps in order to bid during the program for merchandise
prizes. Both client and agency went
for it in a big way, figuring that the
multiplicity of brand-name mentions
("Who will bid 100 SQUIRT BOTTLE
CAPS for this wonderful, genuine,
terrific . . . ") would give them high
sponsor identification and added direct
sales, in addition to usual sales results
obtained from radio programing.
Squirt was no newcomer to broadcast
advertising. It had, and still does have,
as SPONSOR goes to press, a selective
campaign running nationally, with e.t.
station breaks and announcements on
over 300 stations.
San Bernardino, California, a citrusgrowing town of 60,000 people that
nestles at the foot of a spur of the
Sierras, was selected as the pilot operalion for a six-week test. For one thing,
it was near enough (60 miles) from
Los Angeles to let the home office of
Squirt get fast reports on how Bids
From The Kids was doing. The local
bottler, Reeder and Douglas Bottling
15 AUGUST
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THE SWELL

BIG

TO

PRIZES

age and under population to Squirt dealers for tickets to "Bids from the
Kids." Prizes (picture on left page) created a strong collecting desire

that they had found what they wanted
when they were presented with a

sort of juvenile air auction-and-quiz
show whose basic gimmick was that
kids would have to save ( in this case)

OF

COME

A large hall was needed, so arrangements were made to house the weekly
show in the local American Legion
Hall. At that time, Squirt had only
8.7% distribution in San Bernardino,
even though that figure accounted for
some 65% of the grocery outlets in
town.
Meteorologically speaking, Squirt
couldn't have chosen a worse time of
the year to start the San Bernardino
operation. For a week before the first
airing on 12 February, it had rained
a cold, steady drizzle. Then, while the
Chamber of Commerce tried not to
notice, it snowed in California. As if
this wasn't enough, there was only time
to get in one fast week of newspaper,
radio, and dealer-window promotion
beforehand. It seemed as though the
breaks were against Squirt.
Being a test run, no heavy pressure
was exerted by the firm or bottler on
the dealers to stock up, in the event that
the show didn't continue. The first
show and those that followed for the
next five weeks received only a light
promotional backing, rather than the
heavy type that radio experts feel is

called for with a show of the Bids
From The Kids type. Format-wise the
first show revolved around the idea of
awarding prizes to the kids who could
bid for them with the greatest number
of Squirt bottle caps. Included also
were some variations on this theme,
such as spelling bees, riddle games, and
a "Mystery Phrase" telephone call to
listeners at home. All the program
gimmicks contained references to or
use of Squirt bottle caps.
At the close of the six-week run,
during which attendance at broadcasts
had been surprisingly high, the results
were a real surprise to Squirt and its
agency. Squirt distribution was up
32.4%. Squirt volume was up 68.4%
over the best and hottest week of the
previous summer!
Said the local Squirt bottler, Tom
Douglas: ". . . give me six more weeks
of this show, and Squirt will dominate
the market." Added Douglas, little
thinking that he was giving a Nostradamic preview of things to come: "In
questioning the children about where
they get their Squirt bottle caps, one
important fact came out — children are
getting store owners to save Squirt
caps . . . this means Squirt is getting
top attention and push in the outlet . . .
something that money can't buy." The
dealers like it, too. "My sandwich and
(Please turn to page 48)
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LOOK

97 20

315.00
28350

202.50
182.25

13770

72.90

-25'.'

to recognized advertising agencies on time charges
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Minutes

>CAL

COMMi«fON

Icycommission

162 00
145 80
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20 00
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270 00
243 00

183 60
194 40

13770

67 50

Announcements
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S40 00

52 limn
104 timei

216.00

145
80
162 00

Minutes

466.00
459.00

378.00

32400

144

JO
Midnight
Sunday
through
Saturday
within the period of one yejrj

One lime
26 limei

20655
19440

401.63
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00

AuuAiiurcucurc
ANNOUNCEMENTS

) 45

ywJ "fes m${
259
275 20
40

90 00
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364 50
344 25

218 70 \tf] WlO

108 00

1 12 wkt

240 00

166.00
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AGENCY

10

360 00
32400
306 00
288 00

121 50
114 75

52 or more wkt

315 00

144 00
•

384.00

42525

If

108 00

540.00

135 00

504.00

288 00

216 00

472 50

Hour

13 25 wkt
26 51 wks

567.00
535.50

13 25 wki

cD/-\T
SPOT

26 51 wki
52 or more wki

612.00

r
>*00 £
160

432 00

120 00

765 00
720.00

13 25 wki

1 12 wkt

630 00

—

jrjprr

720 00
648 00

432 00

HotfV

Quarter
112 wkt

and

960 00

Midnight

One Hour
1 12 wki

Holf

13 25 wkt

5

week

Hour

1 12 wkt

10

per
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UPON

RATE

CARD

AS

FEES

Following are announcers' fees, fully commissionable for programs: Fiveminute program, $-1.00, Ten-minute program, $5.50, Quarter-hour program,
{7.00; Half-hour program, $14.00; One-hour program, $20.00.

INVITATION

TO

ARGUE

RATES

TO

DETRIMENT

OF

STATION

rf
tfkSPONSOR

AND

You get what you pay for

rife

Violating the rato <*aril isn't good
long-term practice
. It time. Baseball sponsors, for instance,
tingcts is \ ieious
Rateonlcut
y infe
not
the industry, have seldom paid card rates for all the
in which it becomes a dis- time the games have occupied on the
ease, but it also hurts the users of air. This is also true of football, basketball, hockey, prize fighting, and a host
the industry. Tearing up the rate
card is not solely a postwar mani- of other sportscasts. It's understandable
festation. In hundreds of markets it that package deals must be made when
n
has bee the custom of secondary sta- broadcasting rights are expensive and
air time runs far longer than the usual
tions to make "deals" with advertisers
who have used substantial blocks of l.vminute and half-hour period. Even

•
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networks set special rates when

it

comes to airing events that deliver audiences and do not adhere to standard
time periods. This is not tearing up the
rate card, since there are no rates for
time periods that extend beyond the
hour on rate cards. Thus package
rates for sporting and other "overtime"' events are not generally destructive to the broadcast advertising

SPONSOR

»c-:;

\

structure. There are times when an advertiser seeking the "best" possible
deal will take a sports event to the
least effective station in town and use
the event to persuade the station to cut
its time rates to such an extent that
the advertiser is getting his time practically for free. In the long run this
isn't profitable for the advertiser, for
one of two things happen. If the station
has a fair spot on the dial and sufficient
power to cover the market the advertiser desires to reach, eventually the
station ups its package rate to the
advertiser (after a year or two) and
he's paying the same or the equivalent
rate that he would have paid on a station with more acceptance at the start.
If on the other hand the station hasn't
the dial position nor the power to
cover the market the sponsor desires to
reach, the low time rate is expensive,
since no matter what station a sports
sponsor uses, his broadcast franchise
usually costs the same.
Nevertheless, cutting time charges in
connection with season-long sports
schedules is not too detrimental to advertiser or medium. It is also understandable in connection with saturation campaigns where the advertiser
buys a great number of announcements, station breaks, or programs,
to achieve an immediate acceptance
for a product or an event. In the case

to 50 words. The station took a number of sponsors from other stations in
the town, the advertisers took the

the stations "would listen" to propositions or blocks of announcements.
With the exception of these two
groups of users of air time, cutting
rates is neither justified nor profitable
to the advertiser or the station. In
many markets today, there is an over
supply of stations on the air. The
newer stations either set out to do a

money they "saved" and spent it in
newspapers.
The 50-cent announcements station
can be heard, the newspaper advertisements can be read. What is disturbing
one advertiser who switched is that
with his current use of two mediums
his business is still lower than it was
when he spent his entire budget in

pinpointed broadcasting job, cut rates,
or go off the air. It is amazing how
many stations are good broadcast advertising buys, despite the fact that
they invade markets which apparently
were well serviced by old-established
outlets. It is also amazing that frequently these new stations lead their
markets in Hooperatings, despite the
fact that they are sans network affiliations. An independent station manager
stated recently that there were only 18

broadcast advertising. He's spending
$7.00 a week on the air (he formerly
spent as high as $364.00) and he's
spending $250 a week in black-andwhite. With his agency making no
money from broadcast advertising, his
account in this town isn't getting the
localized attention that it should. The
art and copy for the newspapers are
not what they should be, because the
agency has to watch its production
budget. This particular manufacturer
is just about convinced that advertis-

major markets that couldn't stand another station in the area and even most
of the 18 might justify another station
if its operator determined in advance
the segment of the market that he was
determined to service, in advance of

ing can't do him any good. (The situation in South Carolina isn't duplicated in every market in which this

opening the outlet.
What has happened in Memphis,

advertiser places business but it's carbon copied frequently enough to tear
down the sales effectiveness of a siz-

Boston, Worcester. Hempstead' (L. I.),
Seattle, St. Louis, and a host of other

of the latter type of advertiser, it's
very often essential that blocks of announcements be used to bring out
the crowds. Motion pictures have
found that saturation advertising is
essential and so have circuses, fairs,
and carnivals. Package rates for this

markets, proves that it's not necessary
for a in
station
a "price"
basis
order toto operate
obtain on
business
and
to make broadcast advertising on new
stations profitable to local merchants
and national advertisers.
An advertiser gets what he pays for.
That has been proved for years in
black-and-white, as well as in broadcast
advertising. In a city in South Carolina, a station decided to ignore its

type of advertising aren't as prevalent
as package rates for sportscasts, but a
recent survey indicated that 60%
of

rate card and go in for bargain-basement business. If offered announcements at 50 cents an announcement up

able amount of this manufacturer's
business.)
Even a Broadcast Measurement Bureau report for this town in South
Carolina wouldn't help the advertiser
too much. The station happens to
have two programs with large listening
audiences. Thus it will have a good
once-a-week index figure. Advertisers
will have to watch the multiple-timesa-week figures in order not to be
caught buying bargain stations that
are not listened to regularly.
(Please turn to page 46)

9 lives that don't pay off for sponsors

0

tftl

time stretching

"A"

isn't good for the sponsor. It
may seem he's getting more
than he pays for, while actually

seems like>a good "deal." It
isn't, for the sponsor who tries
this device usually discovers he

all he's receiving is a few extra
words in a poor time slot

time tor "B"

rates

has "A" time with less listeners
than a good

"B"

period

two for one deals

talent tor free

are like all cut-price devices,

is a favorite request of some

simply a method by which station appears to be cutting the
rate card but is really getting
rid of unsalable time

sponsors. Some stations can't
do it because of AFRA. Others
won't give good free talent.
You get what you pay for
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Dealer cooperative advertising
between

I li«' advertising ageney's job i> I o bridge the ga |»
\\ li.il I In- iii.iiiiiI.h I hi <i wants .mil the dealer must have

er-dealer (oi
ctur
nufa
or)
mabut
cooperative ad®A distri
vertising campaign can lose
a lot of steam if it gets caught between
clashing objectives of manufacturer
and dealer. This is one of several
points at which the contribution of
the national advertising agency can
make co-op ad-dollars do more work.
The astute manufacturer realizes hi>

first obligation to himself and his retailers isto see that his broadcast and
other advertising creates consumer
acceptance for his product. Ordinarily,
he alone is in a position to point out.
through advertising, the differences between his product and others and explain their comparative advantages.
Further, most manufacturers are
strictly interested in building up the
prestige of their names and their
brands. It's easy to forget the individual objectives of local retailers. At
the other extreme, a dealer may care
nothing about adding to the glor\ of
the original supplier — he'd like to
make the name of Joe Doakes & Son
mean something in his communiu.
That's a big item in his estimate of
bow to move goods from his shelves.
Of course, the smart retailer will
point out. so far as practicable, the
major advantages of the products he
advertises. This, however, jzives him
no advantage over other outlets that
feature the same merchandise. So the
retailer figures — if he figures at all —
that he lia- tn (In more than sa\. "I've
got it . . . I'll sell it for less . . . I'll
give Mm
longei terms, lower down
pa) iiii-nt. bettei sen ice, etc."
1 1 1- tendency . therefore, is to tr\ to

make all advertising, including cooperative, build his own prestige first.
'"Let the manufacturer scratch for
himself. What does he care about me?"
This feeling may be natural, but it's
just as short-sighted as the view that
would use co-op space and air time almost exclusively to emphasize a product or its maker while the dealer gets
poor-relation billing.
This is where the producer's advertising agency can do a job- His account
people can insure uniformity and continuity in the advertising theme. The
account executive is in the best position
to keep the client sold on the necessity
for allowing the local people enough
leeway in promoting themselves. It's
the
agency's that
job will
to know
to strike
a balance
allowhowdealers
to
feel — and actually be — partners in the
enterprise. The degree to which this
is possible naturally varies with the
product and the type of campaign.

copy nizesothe brand
different
one same
wouldn't
as the
if the recogname
didn't appear in the copy. It should
be the role of the national agency to
prevent this.
The only solution that gets longrange cooperation and keeps dealer
hi Mid-will is an educational campaign.
The approach depends on the nature of
the case. One way is to prepare printed
material either for distribution by
mail, or for use through field people
if the manufacturer employs them.
Agencies often find it advisable to recommend area advertising meetings
where these problems are thrashed out.
Many manufacturers like to work
only through their distributors in a
co-op campaign. In this case, of course,
the agency works directly with distributors, who are usually more ready to
see the manufacturers point of view.

Oil vttmpanivs

«/<» tor sports

A competent agency can help safeguard the good relations between
manufacturer and outlets while maintaining at the same time the prestige
of the client's brands. To accomplish
this, as well as to see that retailers use
best selling points and most effective
methods of airing them, is by no means
simple. Nevertheless, the agency is
normally in the best position to show
dealers the advantages to them in using
agency-sponsored scripts, transcribed
announcements, etc., or of following
closely the copy and themes approved
1>\ the agency specialists.
It is not at all uncommon to see
a product of the same manufacturer
advertised in adjoining ana- with air

Deep

Rock

and

Richfield

share

costs

of

Stan

Lom^'

hree lloodman programs tor GE and Frigidaire

a am MJABES I
Frigidaire dealers can use "House

of Mystery

Long ago agencies discovered that
to get the most out of point-of-sale
material tying in with broadcast and
other advertising the dealer has to be
shown how to use it. This means the
agency must work closely with the
sales and merchandising people of the
national advertiser in determining the
best use of available ways to make
merchandising efforts reinforce the
media advertising.
There is an argument for allowing
distributors or retailers freer hand in
writing their radio and newspaper
copy. It runs like this: since each area,
even each part of an area, has its own
peculiar local conditions, the individual
retailer, certainly the area distributor,
is in a better position to exploit them
than the manufacturer or his agency.
Experience over a period of years
(Please turn to page 38)
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Electric outlets can

present Duke
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the reasons why these announcements
and the Johnson Wax formula are so
successful.
Broadcast advertisers first must be
willing to use the research they buy.
They must be willing to employ at
least one man who knows what ratings
are and what qualitative and quantitative research is about. They must also
be willing to do somehing about research's recommendations. The head

for sponsors
■Broadcast advertising «lo«'> not
In ml ion al its b«ksl without
CO list a 111
nii n«*r vision ami controls

over-all

Research is insurance for

broadcast advertisers. Millions of dollars are wasted upon it annually. Even the finest of investigation- into how to use radio and television effectively do not mean a thing
unless the conclusions are acted upon.
In at least half of the cases (that's
conservative), research is bought to
decorate the book shelves of advertising
departments, and that's all.
Both quantitative and qualitative research should be part of an\ broadcast
advertiser's portfolio. Each has its
place, each can be used to enhance the
effectiveness of a broadcast advertiser's
use of any air medium. Both can mean
absolutely nothing unless they are used
— and used intelligently. The need for
understanding of what broadcast research means seems very self-evident.
ye\ less than five percent of the firms
using the air have a research man on
their pay roll who spends any time
analyzing the research data that they

purchase.

Schwerin, Nielsen, and both CBS
ainl McCann ! i irk-on. in their use of
the Lazarsfeld-Stanton program analyzer, have been indicating for years
that listener interest has dropped low
during the commercial minutes of a
program. \ct \<w little has been done
to 1 1 \ to increase the attention-gaining
qualities of the advertising message. A
i" 'lit Btudj b) the University of Oklahoma indicated that farm commercials
bad practical!) as much appeal for
< ii\ listeners as the] had for fanners —
and not too much for the rural folks,
either. Nevertheless, information and
mil data have been available for

20

years which would have helped the
writers of commercials, farm or otherwise, increase the effectiveness of their
continuity.
With the exception of the firms
spending multi-millions on the air,
media research is left entirely to the
advertising agencies. At the agencies,
except in a very few cases, research is
a necessary evil, and one that f in
radio I the creative staff would just as
well operate without. If the creative
men and women at agencies refuse to
heed the advice of the researchers and
research studies, the brow-wrinklers
might just as well stop worrying. Much
of their time is therefore spent on "new
business" projects instead of on projects aimed at making broadcast advertising oftheir clients more effective.
In other words, advertisers expect their
agencies to research their use of broadcast advertising (and other media,
too), yet agencies' research departments, even the best of them, are seldom able to put their findings to effective use.
The result is usually mediocrity.
When a Kent-Johnson combination
produces a Pepsi-Cola jingle that
everyone whistles; when BBD&O comes
forth with a Chiquita Banana that
achieves nearly 1009? of sponsor identification; and when Fibber McGee and
Molly's Johnson Wax announcer
achieves such acceptance that ever)
time MolK or Fibber interrupts a commercial they get hundreds of letters
asking them to leave poor Waxy alone,
sponsors are amazed. They're amazed
despite the fact that research has been
available for years which pointed to

of an important research organization
tells a story at his own expense which
accents the need for understanding and
doing something about research. He
was employed for an eight-month period by an important station. He was
supposed to indoctrinate everyone at
the station with the facts of radio research life. The day he came to work
he was asked by the president of the
station to explain "share of audience."
SPONSOR

He did. Eight months later, as he was
leaving the station at the completion
of his assignment, he shook hands
with the president.
"Would you do me a favor?" asked
the president.
"Certainly," said the researcher.
"What does 'share of audience'
mean?" asked the station topper.
The research man was so disgusted
that he wanted to refund his eieht-

hire the researcher, but also has to
insist that the agency, program producer, advertising manager — in fact,
the entire advertising team — work with
the researcher.
The first problem then is to have a
broadcast research man or a general
media research authority with the advertising department — or at least with
the client's agency. In the latter case
it must be understood that the facts-

the essence want Hooperatings and all
of Hooper's various services in their
research libraries. Others who are
"circulation" minded want Nielsen's
services. A few want both Hooper and
Nielsen, but most marketing men realize that they can't afford them both.
They wish that Hooper's City Hooperatings weren't old-hat when they're
released, as are the figures of the
Broadcast Measurement Bureau. They

SPORTS and TELEVISION

M*PPono

"eei*

i

L »*'««r

.

HUNDREDS

OF STUDIES ARE AVAILABLE TO SPONSORS.

THEY DON'T NEED THEM ALL BUT DO REOUIRE SPECIALS MADE

FOR THEM

month salary. He wasn't that wealthy
at the time, so he didn't.
It is a safe conclusion that if every
advertiser spending over $1,000,000 in
broadcast advertising employed a radio
research man who knew what both

and-figures man at the agency will
work with the account direct and not

feel that with radio and/or TV, it's
throwing away money to operate with

give it casual or absent treatment.
The second problem is what research
services should the radio advertiser
buy?

qualitative and quantitative research

There are no two research men who

yesterday's figures. Only Program
Hooperatings are indices of current
broadcasting — every other service covers yesterday's wash. Naturally, this
does not apply to special studies, such
as are made by CBS and McCannErickson via the Lazarsfeld-Stanton

was all about, radio's effectiveness
would be increased as much as 25%
within a year. That must be hedged a
little. The advertiser not only has to
15 AUGUST
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will agree on a
however, will
rating service
The men who

research portfolio. Most,
admit that at least one
must be in the portfolio.
realize that time is of

program analyzer, the Schwerin sys(Please turn to page 42)
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an open letter to
Bill Rine, WWVA...
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Mr. Sponsor asks...
"Does hard liquor advertising belong on the air?"
Arthur Freed

The
IMrkcil Panofl
answers
Mr. Freed
Regarding

the

present

controversy surrounding the advertising of liquor on
the radio,
the
Distilled
Spirits
Institute, an or-

w as

ganization comprising about
70% of the distilling industry, feels that this issue
settled many
years ago by its

members.

Shortl) following repeal of prohibition, our members voluntarily adopted
a code containing a number of provisions ofpublic interest, one of which
was a ban on radio advertising. This
restriction, has been adhered to uniformly throughout the years, not only
by our own members but by the distilling industry at large.
It is rather difficult to understand
why this issue should flare up at this
particularly inopportune time. After
all, radio is not a new advertising
medium. It has been available for a
long time, and up to the present I
know of no distiller who has attempted
to use it for advertising liquor.
However, since the issue arose, there
has been much publicity and comment,
and the inference has been, in some
quarter-., that the liquor industry is

32

behind the move to get on the air.
That inference I emphatically deny. If
certain distillers who are not members
of the Institute have made overtures
in that direction, our organization as
such has no direct control over their
actions, but we definitely are not in
accord with this attempt to upset a
long standing precedent.
I would like to refer interested parties to the letter sent by Senator Edwin
C. Johnson, chairman of the Senate
Committee on Interstate and Foreign
Commerce, to John W. Snyder, Secretary of the Treasury, protesting against
liquor advertising on the radio. While
Senator Johnson and our industry do
not always see eye-to-eye, nevertheless,
in his letter he raises a number of valid
points in which we heartily concur.
It is with pride that I can say that
the distillers recognize fully the social
implications of the industry, and with
considerable foresight laid down certain fundamental rules for its conduct
and guidance which, throughout the
years, have resulted in public acceptance and good will for the industry.
We realize that there is a strong
organized minority that is fundamentally opposed to our industry, but
through a proper appreciation of the
public relations problems involved, we
also gained the good will of a majority
of the public. That good will me consider our most vauable asset. We definitely are opposed to any move that
will unquestionably stir up controversies, and upset the mutual relationship
that we have established.
Howard T. Jones
Executive Secretary
Distilled Spirits Institute
Washington, D. C.

President
Freed

Radio

Corporation,

New

York,

N.Y.

As citizens we
have allowed the
beer and wine interests too much
liberty
to enter
our homes
by
radio. Now

the

whisky not only
purveyors
of
want a voice to
hawk their wares,
but even want to visualize users of
their products to induce others to purchase and consume, and to lure others
into conditions where danger impends.
Who wants these radio voices picturing
alcohol as necessary to a happy life?
The abstainer? The social drinker?
The excessive drinker? Nobody wants
them except those who will profit financially, and that is the end sought for
most advertising — sales to those who
are not yet drinkers — larger sales to
those who have started on the road.
I might be more interested in whisky
advertising on the air if the copy
writers would produce the whole picture— a silly, disheveled man or
woman; a staggering man: coarseness,
brawls, fights, disgusting as they are —
for then young people could get a true
picture of where liquor drinking might
lead them.
Children are now subjected to misleading claims for beer and wine. Why
should they be forced to see and hear
appeals for the use of whisky when the
laws of our nation prohibit minors to
purchase it? Multitudes today suffer
untold misery because some voice on
radio urged them to drink beer. What
would be the story of many, after
listening to "dressed-up booze," who
pay the penalty of illness, degradation,
and possible years in a hospital?
SPONSOR

Instead of inviting more calamity by
liquor
advertising,
the
radio and
eliminate let's
evencleanbeerup and
wine.
Helen G. H. Estelle
President, New York State
W.C.T.U.

Discussion

of

whisky advertising on radio and
television may
serve to help
clear up the question as to whether
the medium of
the air shall be
subject to d i s criminatory restriction. The press regularly carries
whisky advertising. Billboards, electric
signs, and other outdoor displays are
regularly used for whisky advertising.
Car cards, posters, leaflets, and other
forms of indoor advertising are regu
larly employed for whisky.

Watch the
New WDSU
No Other New Orleans Station
Develops So Many New Personalities
And Such Economic AM-TV Packages!
RADIO
'1280 Matinee"
Dick Bruce (shown with
Spike Jones) dispenses
90 minutes of records,
guest stars and wit.
(Spof or Segment
Participation Available)

The point now is whether radio and
television can be denied by subterfuge
what they are clearly entitled to by
law and the force of public opinion.
It is true that the same minority
groups who oppose whisky itself also
oppose all forms of whisky advertising.
However, their attempts to push restrictive legislation through Congress
have met with exactly the fate that
would be expected when a minority
tries to impose its will on the majority.
The results show that the majority of
the citizens of the United States meant
it when they voted to change the constitution in order to make distilling a
legal business in every sense of the
word, and to enable the country to
reap the benefits of a soundly-established and well-run industry.
Today's facts bear out the wisdom
of that action, for now the alcoholic
beverage industry gives direct and indirect employment to approximately
1,700,000 men and women who receive over $4,250,000,000 in pay, and
operations of the industry account for
nearly $3,000,000,000 a year in federal
and state revenues.
S. D. Hesse
Advertising Coordinator
Schenley Distillers, Inc., N- Y.
*
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EDGAR

B. STERN, JR.

ROBERT D. SWEZEY

LOUIS READ
Commercial Manager

^cw^s^^mmr^j^M
President

Executive Vice-President
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Public utilities get $6 more
from TV set owners

Electric bill of television set owners increases
S6 yearly.
Same survey that revealed this also
indicated that one of four TV set owners felt that
at least two sets were required per home.
TV an aid to illegal bookmaxing,
says Smith of Rockingham

Newest reason for not telecasting sporting event
is given by Lou Smith, executive director of Rockingham Park, New Hampshire.
There's no TV in New
Hampshire, but Smith insists that telecasts of racing events are aids to illegal bookmakers.
Smith
uses WLAW, Lawrence, Mass., to broadcast two races
daily.
KIRO

points out how

radio's new

WHAT'S HAPPENING
t+l/

K-NUZ is the only station in the big
Houston market that has a gain in
share of audience in all three periods
(morning, afternoon and evening).
Hooper
index
against Hooper
1949.

Was

SHARE

April-May, 1948,
index April-May,

OF AUDIENCE

Now
Hooper
May,

Hooper
May.
April1948
Index
6.6
4.7
5.6

1949
AprilIndex

Morning
8:00 a.m. 12:00 Noon
K-NUZ Afternoon
12:00 Noon-6:00
p.m.
K-NUZ Evening
-10:30
p.m.
6:00 p.m
K-NUZ

15.5
10.2

REP.

Dave Morris,

editorial rights

Indicative of what stations can do when they turn
to editoralizing is case of KIRO, Seattle.
Petitions for city-wide referendum to permit selfservice gasoline stations were getting nov/here.
KIRO felt city should have right to make its desires known on subject, went on air and told listeners where petitions could be obtained.
Result:
14,000 signatures in three days, v.here previous
weeks had produced only 4700.
Stations eye WWDC's routine of
"buying" new spot on dial
Some stations, successful on their own not-too-good
wavelengths, are thinking of following lead of
WWDC (Washington) . WWDC has filed for permission
to buy W0L in its town, with intention of changing
WOL's call letters to WWDC, and selling its own
operation.
Many stations with good dial spots
are available for sale.

10.7

MORNING
135%
INCREASE
AFTERNOON
117% INCREASE
EVENING 91% INCREASE

NATIONAL

FORJOE

& CO.

Gen. Mgr.

"Your Good News Station"

WLW starts building separate
and AM
staffs at sales level

nuz
HOUSTON

34

k-

Floor Scanlan

Bldg.

2, TEXAS

TV

WLW (Crosley) is following trend towards separate
AM and TV operations. New sales executive in New
York for Crosley is Ted Fremd, who will represent
three WLW-TV affiliates only.
CBS technical staff costs almost
as six months

9th

to use

as low

ago despite rate increases

Although CBS union (IBEW) won small increases,
other concessions are said to have permitted
Columbia to keep current technical staff costs down
as low as they were six months ago.
IBEW-CBS
fracas almost reached strike stage, with CBS executives spending one weekend in New York just in
case .
SPONSOR
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Represented by Radio Sales

WFBL
Syracuse, N.Y.

|I.N. (Continued from page 16)
Saturda) night, 11:15-11:30 p.m.
Commercials are aimed direct!) at the farmers in the WSM listening ana and have a factual, no-nonsense air about them. They are
well integrated into the established format of the show, and stress
the performance, usefulness, price, and reliability of Jeeps. If the
\\ SM-o'/'h/k/ <)!<■ Opry deal is a success, Willy-Overland and its ad
agency, Ewell & Thurber, expect to expand their farm programing
to other markets.

See:

Farm
Programing
and
Case
(Parts one through eight)

History

Series

Issues

|I.S
4 outstanding participating shows with readymade audiences — emceed
by 3 of the most popular
radio personalities in
Central New York.
The Musical Clock
7:30 to 9:30 A.M. Monday
thru Saturday
Coffee with Curtis
9:35 to 10:00 A.M. Monday
thru Friday
10:00 to 10:30 A.M. Saturday
Jim DeLine Show
4:45 to 5:30 P.M. Monday
thru Friday
4:30 to 5:00 P.M. Saturday
Dote with Decker
6:15 to 6:45 P.M. Monday
thru Friday

Save Money
by calling

W F B L *B
IN
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SYRACUSE
. . THE NO
I STATION
WITH THE TOP SHARE OF AUDIENCE
MORNING. AFTERNOON OR EVENING

Subject

Farmers
like many
commercials;
others
make them avoid the product — definitely

Farmers are quite discriminating about what they like and don't
like in a radio commercial — and if the commercial is bad enough,
that is. sufficiently disliked, farmers are more likely than most to
refuse to buy the product advertised. These are some of the conclusions in the third annual Radio Listener Survey just published
1>\ the radio department of Indiana University under the direction
of its head. Out of a dozen occupational categories listed.
Agricultural, Forestry, and Fishery workers I of whom farmers
made up more than 80%) ranked high among those who admitted
there were radio commercials they found '"enjoyable. ' Percentage
answering "yes" was 65.3, barely under the 65.5 of people in
amusement and recreation fields. Most "yeses" (70.7) were from
the personal service category; next were financial, insurance, and
real estate (66.3). Fewer government workers admitted hearing
any commercials they liked. The decisive attitude of farmers toward commercials is probably because each is actually heading a
small business unit — selling talk means a lot to him.
Farmers ranked second (16.0) to professional people 116.8)
among those who claimed they were influenced by some commercials
not to buy the product advertised. Listeners least likely to avoid
products because of disliked radio commercials are financial, insurance, and real estate workers, according to the Indiana survey.
The strong likes and dislikes of farmers seem to carry over into
letter-writing to stations and sponsors about programs. They top
the list, along with professional and personal service workers, of
those who say it on paper.
Farmers seldom make requests for programs thev don't hear.
This survey turned up the fact that farmers are least satisfied with
the amount of local news they get. The survey doesn't answer
whether that means farm or market news. Big-city listeners are
more satisfied with the local news they get. The survev doesift
reveal whether the) believe they get more and better local news,
or whether the) are less interested in it than farmers.
This study was done by Indiana Universit) radio students in 60
cities and towns, 28 in Indiana, 11 outside Indiana, one in Canada
during the Christmas holidays of December-January 1948-49. The
cross-section of student home-towns was considered fairlv tvpical
of the distribution of listeners throughout the country. The total
sample was 1,957, of which 1.200 were in Indiana. The interviews
were divided half-and-half between personal interviews and telephone calls.
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40,000 recipes — some foreign, some local, all exotic —
were requested from Mary Cherry and Howard Reig during
the past year. Here
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is convincing
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Our

name

Otsego
We

is La Clair. We

County.

listen to WGY

of our family

are one

of 15,900

families

Last year the 3 of us spent $4000.00
and enjoy all the programs.

I am

the only one

Since I am

that is home

that live in

for necessities.
the mother

at the time of day

when "Two's Company" is on the air. Mary Cherry and Howard
Reig are my favorites and often give me many new ideas for my
home

as well as new

program

recipes. As a homemaker

I feel that this WGY

is put on especially for me.

,£> . o( Cs CXsCULft)

A GENERAL

ELECTRIC

STATION

DEALER CO-OP
i ( ontinued from pa i

leach agem j people w i1 11 numerous
i ooperative campaigns to theii i redil
to conclude that Beldom are there an)
reall) important local conditions affecting the advertising oi a product that
,i isn't the business "I a national
ncj t < • know and tl><\ usuall) do.
The Bame argument is sometimes
used i" Bupporl the claim that regional
or local agencies should be used for

cooperative advertising, and Bome national advertisers have employed them

mi these grounds. The experience of
Newell-Emmett, a New York agency,
1- not unique. It discovered that a

The truth is that, barring very exceptional instances, a competent national agency can easily acquire any

Midwest agency, brought into the picture "because it understood the special

special information it needs. More important, it already has what is most
needed — a successful copy theme and
tested copy. If important exceptions
are necessary in some areas, it still

problems 01 the region" was usin^ the
Newell-Emmett theme and scripts bareK disguised (the campaign was part of
a country-wide effort for which NewellEmmett had prepared the material).
Another U. S. agencj amazed its
Canadian branch 1>> coming up with
pertinent facts about the area to be
covered in a regional campaign — facts
the Canadian

unit

didn't

know.

doesn't require a local or regional
agency to point them out.
One case, familiar to national advertisers, does necessitate another agency's
being in the act. If a retail store
features several products, including
those of other firms, on a radio show
or in a newspaper ad, it is obvious
that only the retailers own advertising
department or agency can prepare such
programs or advertisements.
This situation is usually circumvented by the sponsors confining financial participation to shows, announcements, or publication space
devoted soley to his own product or
products. Where this isn't practical the
sponsor has to rely on his program of
educating outlets to the advantage of
using the experience and advertising
know-how of his agency. The least a
manufacturer should do is have his

SURE,
Ch
some Chicago
stations
can be heard in South Bend
. . . but the audience

I
M
B
SIMPLE ARITHMETIC

LISTENS

IN

MUSIC

to WSBT!

LICENSING

BMI LICENSEES

...

23
1,982
409
80

Short-Wave
.
Canada
...

4
1 50

Networks
AM
FM
TV

There's a whale of a hig difference between
"reaching" a market and covering it! Some
Chicago stations send a signal into South
Bend — but the audience listens to WSBT. No
other station — Chicago, local, or elsewhert
even comes close in Share of Audience.

TOTAL BMI

Hooper proves it.

You are assured
of
. . 2,648*
LICENSEES
complete coverage
when you program
BMI-licensed
music

* As of August 4, 1949
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•
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BROADCAST MUSIC, INC.
580 FIFTH AVE., NEW

PAUL
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H.

RAYMER

COMPANY

•

NATIONAL

REPRESENTATIVE

NEW

YORK

• CHICAGO

YORK

19

• HOLLYWOOD

SPONSOR

RADIO

STATION

OMAHA
NEBRASKA
590

OMAHA, NEBRASKA
KC • NBC • 5000 WATTS
Owner and Operator of

KODY

KANSAS

There's no need to worry
or the future of this
market served ONLY
invest your advertising
immediate
sales and

Note: WOW-TV
15 AUGUST

about the present
tremendous farm
by Radio WOW.
dollars HERE for
long term gain.

AT NORTH PLATTE

John J. Gillin, Jr., President & Gen'l Mgr.
Represented By John Blair & Co. and Blair-TV, Inc.

begins commercial programming September 1
1949

IN THE

I
RICH MISSOUR

VALLEY
39

WHICH

agencj prepare sample material as a
guide. Where the advertiser limits his

IS LARGER?

participation to instances devoted solel\ tu his own products, the material
for radio recordings and newspaper
mats should he prepared in such a way

(Black or White)

that the manufacturer's message appears in some part of the show, announcement, or space in a manner that
cannot be changed. Time or space can
be left for the retailer to insert a

IF YOU SAID M3V18YOU'RE

special message of his own.
A recent development (not new. but

RIGHT!

getting much more attention from sponsors this year l is the practice whereby

AND YOU'RE ALWAYS
RIGHT WHEN YOU

»"XLhv

a sponsor approves in advance for cooperative advertising one or more transcribed shows on which he will share

ADVERTISE

the costs. The agency is normallv in
the best position to advise the client on
the type of show to carry his banner,
where a program gets the nod over
other radio possibilities.
Household appliances is the product
class for which shows are most often

BECAUSE XL STATIONS

Get Kesults

approved. Hotpoint division of General Electric, for example, has approved among others 19 Ziv shows.
Frigidaire I General Motors! has approved the NBC Radio Recording list,
a half-dozen Harry S. Goodman shows,
and others.

Pacific Northwest Broadcasters
Sales

Managers

Wythe Walker

Tracy Moore

Refineries approve shows from
drama to Western music. In the logical
field of sports they usually stick to
live sessions: but as this story went

unabridged, up-to-date

CONSUMER MARKET DATA
The

1949-1950

Edition

of

SUMER MARKETS organizes

CON-

maps show counties, cities, other
marketing centers, and locations of

for easy

use the latest and complete

consumer

daily newspapers
FM,
TV
stations.

market data available from government and other reliable sources for
every state, every
of

5000

or

Possessions
and

the

and

for the

U.

S.

a

radio

AM,

retail sales potentials; retail and
service outlets; estimated per family

Territories, Canada,

Philippines.

It gives you

and

It reports 1948 county and city
retail soles for 9 commodity classes;

county, every city

more;

to press, Deep Rock Oil I for the Midwest ) was about to ink a pact with
Charles Michelson Transcriptions for
a transcribed version of Stan Lomax

/per

capita retail sales; farm

and

industrial activity data,- population
estimates; households per sq. mi.;

specially designed,

large-scale map for each state and
each
city of 250,000 or over.
Stale

radio homes;
bank
mcrket

'In use daily,"
soys agency
executive.
"We
are
relying
regularly
on
your
county
information
to
determine
expenditures
ond
efforts
of
our

average

debits;
factors.

Published

weekly wages;

ond

many

September

other

1st. $5.00

being

printed.

Reserve

yours

now.

clients.'

CONSUMER

MARKETS

Published by Standard Rate & Data Service, Inc.
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40

North

YORK

Michigan

•

a

copy. Sent on 10-day approval, if
desired. Only 2500 extra copies are

LOS

Avenue,

ANGELES

Chicago

•

SAN

1,

Illinois

FRANCISCO

in Hi Sports, featuring interviews with
famous sports personalities and highlights of exciting events. Richfield Oil
was negotiating for the show in the
East.
Whether a sponsor should use cooperative advertising at all is a question on which the agency viewpoint is
extremely important. The fact that
administering such a program is
invariably a headache and of minor
I if any) profit to an agency wont
influence the recommendation of an
agencv which puts the clients interests
first, and some of them do. It is perhaps equalK true that feu agencies feel
like arguing with a client who has alreadv made up his mind to use cooperative advertising.
The agency not only should see that
the client's product is presented properly, but it also can render more than a
mechanical service in seeing that the
retailer's bills are in line. It is, as

SPONSOR
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Whatever you want in a sales
medium . . . WGAR delivers . . .

market?

Coverage,

Power,

Listeners, Pro-

grams, Market . . . and

results!

Be critical. Buy carefully. Compare!
Ask any Petry man for all the facts.

50,000
Represented Nationally
by EDWARD PETRY
& COMPANY
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< ei tainly evei j expei iem ed agenc)
man knows, foolhardy for a manufacture] t" believe he - getl ing the lowest
retail i ate bj i iding the i ontrai t- ol
his outlets. It i- next to impossible
to inn "\ ei all tin- "deals" an oudet
might make h iili the i onnh ance ol
Iim .il media. The best that can be

stores that also carry Btocks <>f com-

the line a better break with local sales

parable goods. The manufacturer's
problem i- to cnnjuraj'c the dealer to
push his items. Electrical appliances,
radio and television sets, popularpriced clothing, etc.. are example-.
The agency for one of the largest

personnel.
Obviousy, however, when a manufacturer limits his franchise to a single
store in a major city (Fashion Park;
Hart. Schaffner & Marx, etc.), national
advertising becomes relativelv more
expensive. It may then become logical

manufacturers of better women's
dresses feels thai cooperative advertising foi that client's line — or for any
more "exclusive" brand name — detract- from its prestige with store sales
people. Their efforts are devoted to
backing the line with appropriate national advertising and fostering the

. -\|><-i ted i~ i" hold -in li Blick 1 1 i< kto .i minimum. \\ here bills have to be
questioned, dealer-manufacturei goodwill i- likely to !"■ less Btrained il the
agent j does the questioning.
Vgem j people generally agree that
best bets foi cooperative advertising
.ut those products in a highly competitive market, cai i ied in a number <>f

"class idea among store personnel in
the belief that this psychology will give

to participate financially in the advertising of retailers who will give his line
special preference.
Henry J. Kaufman & Associates
i Washington. I). C.) sums up the
agency viewpoint
this and
way:
''First,
establish
brand identity
consumer
acceptance before doing any cooperate e advertising. Secondly, when embarking on a cooperative campaign,
establish fair rules of the game and
adhere to them

^r!

RESEARCH

rigidly."

* * *

PORTFOLIO

(Continued from page 2() I
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LOOKING FOR A BARGAIN IN RADIO?
WBNS
HAS
IT IN CENTRAL
OHIO—
Yes, for just 74^ per thousand

tuned-in

homes

you

can

broad-

cast your sales message to this rich Central Ohio area. It's
low cost advertising with high results. That's because WBNS
has the listening audience of Central Ohio ... an audience
that goes

out and

buys your

product

when

they "Hear

it on

•
WBNS."

TOP TEN COLUMBUS HOOPERATINGS
AGAIN
PROVE WBNS
LEADERSHIP—
Hooperatings — Winter-Spring 1948-49 — Monday
time, show the top ten to be WBNS programs.
stration of the station's intensive coverage

•

thru Friday dayAnother demon-

of Central

Ohio.

into the

rural areas

of Central

Ohio

and ask them if they know Bill Zipf. You
will run into thousands who day after day
depend
upon Bill for information on farming.
Newspaper

columnist,

authority

on

agriculture,

broadcaster,

friend — that's
Bill Zipf to the farmer and
city dweller
of this
area. A novel twist to this farm packed program is Sally Flowers
with her salty songs and snappy humor.

rr

Here's

COVERS
tSTRAU

42

a sales harvest for advertisers.

IN COLUMBUS

OH\°
POWER

5000 D*1000*N

ASK

JOHN

mercials. They contend that there's
far too much blue sky in broadcast advertising. They want to be able to
pre-check the effectiveness of both program and advertising content of anyair.
They feel that a broadcast research
portfolio must budget half of what
it spends for special studies. They
further feel that there's far too much
spent for unused data. "Let's use all
the techniques that are available to
control air advertising, and stop buying
a lot of research data that is past history. You cant develop effective advertising of any kind with after-the-

BILL ZiPF'S "FARMTIME"—
TOP DAYTIME HOOPER
FOR LOCAL PROGRAMING IN CENTRAL OHIO—
Go

tern, the "lie detector," or various
panels. Most research directors w ant
almost a blank check to use for special
studies on both programs and com-

CBS

BLAIR

ITS

factThis
controls."
type of research man wants
to work with Lazarsfeld. Schwerin, his
own panels, and every new form of
copy and media control available. He
also wants as many reports of what his
competition is doing as are available.
Thus he feels that Rorabaughs Reports,
both selective radio and TV, are vital.
He wishes that Rorabaugh's radio report was as comprehensive as Rorabaugh's T\ report, but uses it for what
it s worth — no more. The latter is important, using all research just for
what it's worth, no more or less. "Most
of the research
of investigator,
are stretched
ings. Itmakes

errors." states this type
"are made because facts
far beyond their meanno difference how good

SPONSOR

the figures are, they're no good when
they're used to report something different than they cover." Using Program Hooperatings to project to coverage or program circulation figures is
what this researcher has in mind.
The TV Rorahaugh Report covers
all the business placed on stations and
networks in the TV field. The Rorahaugh Report covering selective (spot)
broadcasting covers all the business
placed through a number of reporting

IN THE UTICA-ROME AREA

WSX\%

FIRST by FAR

advertising agencies. It's not complete
and doesn't pretend to be.
No radio or media research man
wants to function without knowing just
what his competition is doing. It isn't
that he objects to doing the same
thing, but he wants to do it with variations. On the networks it's possible
to keep a weather eye open on every

in

advertiser. It isn't easy to do this on
market-by-market broadcast advertissary.

ing. That's why Rorabaugh is neces-

Market research is part of the portfolio of a radio research man. Unless
he has facts and figures on what his
firm is trying to do marketwise, all the
radio research in the world is useless.
That's why a number of firms turn to
Nielsen. He not only delivers radio
ratings, but also is able to check the
buying habits of the homes that listen

*

WIBX — FIRST IN 31 OUT OF 40 DAYTIME SEGMENTS
HOOPERATED! And second in 7, third in only 2! That's WIBXs
record in the C. E. Hooper January through April Report, 1949!

*

WIBX HAD 16 DAYTIME QUARTER -HOUR PERIODS
RATED 13 OR BETTER! No other Utica or Rome station had
a single period with such a rating!

ANY WAY YOU LOOK AT IT, WIBX is out in front ... in total audience
and total sales ... in its 5000-watt DAY and NIGHT coverage... in its merchandising. Put your product out front too in the Utica-Rome area — through WIBX!
C . E. HOOPER

all the studies like Videotown, CBS's
sample TV town, and the many college
and independent studies being made
by factors that want to become part of
the future of television research. He

AFTERNOONS
ALL

DAY

EVENINGS
(Sun. thru Sat.)

SHARE

wants and needs everything. In TV,

MORNINGS

Hooper's figures on programs are far
ahead of all other video research. With-

AFTERNOONS

out Hooper's City and National TV
Hooperatings, an advertiser's research
portfolio just isn't complete.
A radio research portfolio must first
start with a man who knows radio research.
After that, the sky is the limit.
In some cases, just having a good
research man is enough — no matter
what anyone thinks. A good research
man always can obtain through his
agency the facts he wants and use
them. His life is easier, of course, if he
doesn't have to scrounge.
5 AUGUST
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THROUGH

APRIL

REPORT,

1949

days

RATINGS-Jan
1949 through Apr.
1949
Weekdays: Mondays through Fr

MORNINGS

to know
wants to
he knows
he wants

JANUARY

AVERAGE

and those that don't listen. Through
the Nielsen controlled-area sample, a
client research executive can evaluate
the impact of his program.
In TV, a researcher wants
many more things than he
know about radio. (He thinks
radio living habits.) Thus,

OQ^Xdww^

EVENINGS
(Sun. thru Sat.)

WIBX
10.58

Sta. B
4.83

12.00
11.43

3.75
4.19

19.20

4.17

OF

Sta. C

Sta. D

2.2
3.97
3.29
2.96

3.06

Sta. E

Sta. F

3.27

.91

2.90

1.54
1.29

1.0
1.42

3.31

4.12

Sta. G

.27
.49
.32
.36

1.25

.35

.40

2.45

.44

.11

AUDIENCE — Weekdays.-

WIBX
44.6
45.1
51.8

Sta. B

Sta. C

20.1

14.1
11.3

9.4
14.9
8.0

Sta. H

ays

^s throu
H
Sta. E Sta. F Sta. G Sta.
1.9
Sta. D Monda'
gh Frid
14.2
3.8
4.2
1.2
1.4
5.9
10.9
8.9

5.3

1.2
1.4

0.3

11.3
6.6

Representatives — New York : Helen Wood & Colton. Chicago,
Atlanta, Oklahoma City, Dallas : Ra -Tel Representatives Inc.
Boston: Bertha Bannan.
Los Angeles: Walter Biddick.

Dial 950
5000 Watts
DAY

CBS since 1934

and

NIGHT

WIBX
UTICA
Also WIBX-FM

2, NEW

YORK
96.9

Megacycles

* * *
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NETWORK

There's WMT
in Union oowa)

Strength
. . . signal strength on Iowa's best
frequency, 600 kc. . . . program
CBS .netwithin exclusive
strength
work shows
Eastern Iowa
. .
„i W8 strength with a News Center
that utilizes AP, UP, INS, and local correspondents throughout the
state.
I nion is one of the hundreds of
communities in WMTland whose
people* farm
aggregate
the
nation's 1,121,782
most fertile lands and
work in the area's humming industries. Join the union of WMT advertisers if you want coverage in
this important market. The Katz
man has full details.
* within WMT' 8 2.5 mv line.
fcX^SC-

I

WMT
CEDAR
5000 Watts
BASIC

RAPIDS
600 K.C.

COLUMBIA

Day & Night
NETWORK

PROMOTION

(Continued from page 21)
for that night in their Life ads and
run the ads the same issue in which
ABC has its Fridav night promotion.
Thus a number of pages will show a
signpost swinging and telling the
world," "Aren't you glad it's Friday."
CBS dramatizes its star-schedule
with an issue of Radio Mirror devoted
lull', to Columbia. From cover to
cover, the October edition of Radio
Mirror will be an all-CBS issue. The
editorial will be a Salute to CBS. all
the feature stories will be about CBS
stars. Even the regular standing features of the book — from Favorite
Foods to Facing the Music will be exclusively devoted to the Paley network.
Radio Mirror has 600.000 circulation
and CBS is not going to let the allColumbia issue go unnoticed.
In the past it has been CBS that has
traveled a publicity man around the
country to work with CBS affiliates in
achieving a better press liaison. While
a man may travel for CBS this season,
it's NBC that has gone all-out to service the press on its home grounds. The
senior network will travel eight publicity men for a 20-day period starting
with the date of this SPONSOR issue
(15 August). Five will travel out of
New York, two out of Hollywood, and
one out of Chicago.
Interest among stations in fall promotion is not quiescent as it has been
in past vears. The advertising and
promotion departments of the major
networks are being pushed by stations into even greater activity than

MfTIO
THE

PROSPEROUS

SOW****MARKET
NEW EMtVNWb

previously announced. At CBS, for instance, itwas not planned to include
car cards and posters in the material
serviced by the web. The demand for
this display paper has been so great
that the audience promotion department is already planning car cards and
may include 24-sheet posters in the
promotional kits sent affiliates.
As indicated on the bar chart pubhaven'tto
report, stations
lished with this outdoor
advertising
used network

Paul W. Morency, Vice-Pres— Gen. Mgr.
WTIC's

44

50,000 WATTS

. Waller Johnson, Asst. Gen. Mgr. — Sales Mgr.

REPRESENTED

NATIONALLY

BY WEED

& CO.

any great degree. The networks have
furnished paper in the past but have
found that its use seldom justified
the cost to the chain. The same thing
is true of the use of car cards, taxi
cards, and other forms of display material. A few stations have used display effectively, but they have been in
the minority. It may be different with

CBS this fall.

SPONSOR

Agency men have always been interested in the use of motion pictures
to sell radio. The greatest agency response ever accorded a promotional
presentation was that given NBC the
year in which a trailer on fall programing was shown in local motion
picture theaters.
NBC's promotional motion picture,
Behind Your Radio Dial, has been
shown throughout the U. S. under the
sponsorship of affiliate stations. This
fall its showings move out of the station sponsorship class and the picture
will be roadshown by agencies of
Modern Talking Picture Services. It
is NBC's plan to saturate the non-professional motion picture field so that
as many listeners as possible will be
impressed by the story of radio and
NBC. The picture has proved itself
during the period it has been screened
by the stations that have been alert
enough to realize the long and short
term values of a documentary like this.

obtain a definite figure of what the
four networks will pour into this fall
promotion. CBS' unofficial estimate is
$300,000. NBC will spend as much as
it has to, its budget being set and unset
regularly.
ABC has a tough job ahead. It's going to spend money and its final budget may top that of the senior webs.
Station
with ABC
all
that
thatcooperation
network could
wish isn't
at this
lime. It will, however, improve this
fall, that's certain.
MBS has once again become promotion-minded. No longer do its top

policy men worry about its promotion
being better than the network.
With the four networks sparking a
slam-bang promotional operation this
fall, the stations of the nation, network affiliates and others, will step
right along. One network checked
calls from 23 stations in one day —
calls
terial. that asked for promotional maIt all adds up to bigger audiences,
listening more hours to more stations
than ever before — despite the rapid
growth of television.
Radio isn't asleep at the switch.

"Let's have pheasant
per breakfast, elm irey/ „

It's always important to advertisers
to obtain some idea of what a promotion costs. It is almost impossible to
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Us hayseeds in the Red River Valley really love our native pheasant, hut we've also got the dough for lots of
"houghten" luxuries that most city folks ean't afford!
When it eonies to choosing a hrand, or deciding what
to huy, persuasive, 26-year-old WDAY gets to most of us,
the most often! This fabulous station now gets more than
a 66.0% Share of Audience Weekday Mornings, Afternoons and Evenings against a 16.8% "tops" for Station
B, C or D (Fargo-Moorhead Hoopers, Dec. '48 — Apr.
'49). And WDAY's coverage of the whole Red River Valley
is just as impressive.
Whatever you sell, WDAY will help you sell more!
Write to us, or ask Free & Peters for all the facts.
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WHAT

What It Takes To Make Radio
Do A Selling Job...

PAY FOR

(Continued from page 25)
There are various forms of rate cutting. It's possible to pa\ the rate-card
figures and still chisel. As usual in the
long run, the chisler gets just what he
One advertiser paid the full card
rate and
pays
for. had the announcers fee eliminatedNot
,i
ever) station charges talent fees for live announcements hut

*k

Showmanship

*

Know-How

*

Good

if

And. ..the enthusiasm

. ..

...

Programming

.. .
to

follow through in detail !
*

YOU

For All The Facts About
WIOD's Leadership in
Miami. ..Call Our Rep...

George P. Hollingbery Co.

many do because of AFRA, American
Federation of Radio Actors contracts. I
Another advertisers contract specified
"B" time periods with the understanding that he d get "A" station breaks,
as many as were open on the dates for
which he contracted. He received
quite a number of "A" time station
breaks — they were open because the
Hooperatings for the periods were in
most cases less than many during the
"B" time hours. Technically he was
"tearing up the rate card." Actually
he wasn't getting as much as he paid
for.
A third advertiser developed a
'"cute" trick. His announcements al-

James M. LeGatC, General Manager

ways ran longer than the time period
for which he contracted. The stations
either had the announcer rush the life

5,000 WATTS • 610 KC

out of the announcements — or else

Ever need "sudden
service" on SPOTS?
Oomefimes you've just gof to get your
spots recorded and pressed in a hurry.
Yet you must have qualify too. That's
where RCA skill and RCA equipment
make all the difference.
As they do in every recording and pressing requirement! At RCA Victor you get
the benefit of:
• The most modern equipment and facilities

When you can gef RCA "knowhow" — why take anything lea?
Send your masters to your
nearest RCA Victor Custom Record
Sales Studio:
155 East 24th Street
New York I 0, New York

in the trade, plus 50 years' accumulated
"know-how."

MUrray Hill 9-0500
445 North Lake Shore Drive

• High-fidelity phonograph records of all
kinds. All types of Vinylite transcriptions.

Chicago II, Illinois
Whitehall 4-2900

• Complete facilities for turning out slide
film and home phonograph type records.

1016 North Sycamore Avenue
Hollywood 38, California
Hillside 5171

• Fast handling and delivery.

^tofar$/$$_

You'll find useful facts
in our Custom Record Brochure.
Send for it today!

scheduled them at hours when it didn't
really matter how long they w ere I between sustaining programs). Even the
stations that permitted the sponsor to
get away with the over-long announcements didn't give the advertiser too
much of a break — long announcements
chase listeners if they haven't any program help.
One type of sponsor usually gets
just what he asks for — short term
schedules at high frequency rates.
These advertisers insist that their agencies place the business at maximum
discounts and also insist that special
contracts be drawn so that "if we are
forced to cancel before we have earned
the maximum discounts we shall be
permitted to do so without any penaltv. " Few stations like to refuse business placed on this basis because many
advertisers do run the maximum frequencv discount periods. It may be
fair that if business conditions compel
the advertiser not to complete his
schedule, he should not be penalized.
Most stations, just as most other
media, do a certain amount of merchandising. Thev mav do as much as
WLW

(Cincinnati), WCAE i Pittsburgh i. WNAX (Yankton, S. D.) or
as little as some tins davtime-onlv 250-
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watt outlets. The chiselers just don't
get the extras. Most of the time, they
don't ask for the extras, but when they
do, it's usually explained that "the
extras are available only at a fee." If
they pay the extra fee, they'll find that
it's usually more than they would have
paid
if they
to start
with. hadn't tried to cut corners
Where stations have both "national"
and "local-retail" rates, many advertisers feel it's their right to try to obtain the time periods they want at local
rates. Newspapers have for years
fought this attempt of national advertisers to buy time at "retail" rates.
There aren't as many stations with
dual rate structures as there are newspapers with the dual set-ups. Both stations and newspapers explain dual
rates by the fact that local retail advertising has a news quality that na-

program and the time, it can afford
to fill in the before-sponsored period
with the program itself. It has to fill
in the time somehow, anywayThis isn't true with an individual
station. When it employs pre-commercial time to build up an about-tocome-to-the-air broadcast advertising
schedule, it's giving away cash. Stations can generally sell good open
time, since local schedules are usually
on a two-week cancellation basis.
Rate cards are generally set on a
basis that will return a fair profit to
the station operator. The rates are

SOUTHWEST

established to permit the station to
render an effective public service and
to permit a station to assist an advertiser in gaining sales and acceptance.
When card rates are cut, services are
cut. Stations do not operate at a loss
if they can help it. If stations do all
that they'd like to do, and still tear up
their card — they will go bankrupt.
A station representative who has
been in the business for over 20 years
put the case to a national advertiser
very succinctly. "Ask for all the services for which you are entitled and
pay the rate on the tag."

VIRGINIA'S IJiXUi&e/l RADIO

* + *

STATION

OF THE

tional advertising can't have ... or
if it can have, it seldom does. Newspapers generally have multiple rates —
one for run-of-the-paper, another for
"entertainment" advertising, others for
classified, department store, etc. National advertising doesn't pay as high
as "entertainment", or classified but
it does pay more than retail, etc.
With stations, national advertising
has to pass through station representatives or receive other forms of special
servicing. It costs more to handle national than it does local advertising.
Thus, reason stations, it should be
charged more.
When advertisers insist on local
rates, they get local servicing. Local
advertisers do not expect merchandising. National advertisers at local rates
don't get merchandising. Neither do
they get any special promotion. They
get just what they pay for.
A not-too-easy-to-combat form of
tearing up the rate card is the insist-

Because Local advertisers know

that WDBJ

excels

in coverage, distribution and RESULTS

in Roanoke and

Southwestern Virginia*, 34 LOCAL

accounts have

maintained continuous advertising schedules from 5
to 15 years on WDBJ.
*Ask your Free & Peters Colonel for survey material.

ence on "free air promotion" for a
broadcast advertising campaign. The
radio industry has become very aware
of the power of its own medium. More
and more stations are using their own
air to push what they have on the air.

WDBJ's

potential audience is over

a million people who
almost

Thus it's difficult to say "no" to an advertiser who insists on a pre-schedulestart promotional campaign on the air
at no cost. Networks do it for their

a

billion

can spend

dollars

yearly.

WATTS

• 960

advertisers when sponsors buy a program that hasn't developed an air following, by broadcasting the program
at chain expense from four to eight
weeks before the first commercial airing. This is usually done when the
network owns the program. Since the
chain will profit both from selling the

5 AUGUST

CBS

• 5000

KC

Owned and Operated by the
TIMES-WOULD CORPORATION

ROANOKE,
FREE

& PETERS.

VA.

INC., National Representatives
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squirt slant
IN" the
( < 'Hi in tift/ from I'age 23)

THIS

"DRINK

— Mountain Mike

soft-drink shop," said one. "is located
it .1 school bus stop. I've run out of
^quiit ~n man) times I m going 1)111"!
< n-t» were low, compared with re- .It-. \ breakdown of a typical broadcasl in San Bernardino showed these
osts on the balance sheet:
Talent
Air
Prizestim.
l . tie chai
Auditorium
Show
royalty*

MORE LOCAL PROGRAMS

sold;than any

•30',

—

folks
fer our

just naturally

brand

of

10.80
1 Vim

charge.

$12-1.30

With the results of the San Bernardino campaign in the home office,
Squirt decided to expand the operation.
>till on a semi-trial basis, to ten other
radio markets. Most of the ten were
about the same size as San Bernardino.

ASHEVILLE STATION!
—

of the time

25.00
5.00
12.50

pre-

"Corn"!

To Squirt. Bids From The Kids looked
\ci\ much like a low -cost answer to a

5,000

Watts

Day— 1,000

Night— 1380

ASHEVILLE, N. C.

Kc

soft-drink man's prayer for a method
of increasing distribution and sales.
Bids From The Kids went on the air
in Sioux Falls, S. D.; Canton, Ohio:
Haverhill. Mass.: Cherokee, Iowa;
Chicago, 111.; Detroit, Mich.: Red
Wing. Minn.; and Eau Claire, Wise.

BOOMERANG!
I'm sorry I ever heard of KXOK. My life is miserable. You see, I bragged to
the boss about our program's low-cost-per-Hooper point on KXOK, like you
suggested, and he just grinned like a Cheshire and said: "That proves what
you can do when you really try. Now go into all our markets and get as good
a buycanas Iyou
did ontheKXOK."
You and I know that's tough to do . . . but
how
convince
Boss?
On-The-Spot
Dear On-The-Spot:
Your Boss situation is going to be much worse. Wait till he finds out KXOK's
high Hooper position during March, 1949. When KXOK's rates are balanced
with its share of audience, the combination is terrific. You and I know the base
hourly rate on Station "A" is 57% higher than KXOK's, and Station "B" has
a base rate 32% higher . . . yet they delivered only 15% and 2.4% more audience during March. Better not mention KXOK's powerful signal at 630 on
the dial, reaches 115 counties in six states, daytime, in mid- America.

KXOK,

St. Louis

630 on the dial
Basic ABC

48

5,000 Watts

A "John

Blair" station

\ few big cities were on the list, but
the main effort was in small towns.
One such town, typical of many of
the other Squirt test cities, was Canton.
Ohio. There, on Canton's 5,000-watt
ABC outlet, WHBC and WHBC-FM.
Bids From The Kids made its debut on
16 April last in a 9:30-10 Saturday
morning slot. The show originated
remote from the Onesto Hotel's main
ballroom, and was a hit almost from
the beginning.
WHBC is an aggressive organization that is willing to turn on the promotional steam when it is needed to
do a local or national sponsor the most
good. Julius Glass. WHBC's merchandising-conscious promotion man, went
to bat for Bids From The Kids from
the beginning. Glass sent out mailings,
organized promotional stunts, snagged
and cajoled guest stars to appear on
the show, built window displays, made
tic-ins with the local merchants for
extra prizes, and generally whooped it
up for Squirt and Bids From The Kids.
Attendance climbed steadily for the
broadcasts, nearl) tripling in the 13
weeks it ran on WHBC. The local
Squirt distributor. Bob Olin I he later
sold out at a good price — after the
show had hypoed his sales figures I , began to add newr Squirt outlets at the
average rate of three or four a week,
while his case sales climbed. As for
the number of Squirt caps that the
kids themselves were bidding, the earlv
"high" in the broadcasts was usually
a couple of hundred. On the final
broadcast on 9 July, one kid bid 1600
bottle caps for a watch. Squirt sales,
for the local bottler, began to run
around one case of Squirt per person
per year in the territory. (Since the
national consumption, all beverages
included, per capita is about six cases,
this meant that Squirt was bagging
about one-sixth of the business in the
Canton area for all soft drinks.)
WHBC continued, during the run of
the broadcasts, to give Bids From The
Kids better-than-average promotion,
using courtesy spots, window displays,
streamers, and throw-aways, and doing
a real job of billboarding the town.
Toward the end of May. in the company house organ. The Squirt Reporter.
the soft-drink firms home office led
off a storj on Bids From

The Kids

with this happy platitude: "'If you can
sell the kids, you can sell anybody—
you
the in
kids!"'
Furtherhouse
on.
in thecant
samefoolstory
the Squirt
organ, the firm added: "That the
show is a success is proxen
in the
SPONSOR

test markets where sales have almost
tripled during the winter months over
summer months of the year previous.
The use of Squirt hottle caps in place
of money at the auction results in immediate sales, increased distrihution
and tremendous word-of-mouth advertising. Squirt bottle caps become in
effect money with which the children
barter all week long as well as on the
radio show itself."
At this point, the logical ending for
a Hollywood success story like Bids
From The Kids and Squirt would
with the show into a golden future. It
with radio into a golden future. It
came as something of a surprise, to
say the least, when Squirt announced
at the end of the 13-week period last
month (July) that they had relinquished their rights to the Bids From
The Kids package and were not planning to continue it. The answer is one
that is basic for all advertisers who
have planned, or are planning, to use
juvenile promotions.
Said one Squirt official, when asked
why the show was being dropped:
"Bids From The Kids did a good job
of publicizing Squirt. It also forced a
lot of distribution where there hadn't
been any before. But, the sales just

media advertising carry the load, such
promotions just don't work after
a while, Promotions in the soft drink
industry, particularly juvenile promotions, can sometimes be very effective.
They are never a cheap substitute for

"proof-of-purchase" used in the show
(i.e., using red bottle caps for grocery
store usage and green ones for bars
and restaurants) would get around the
drawback of having enterprising kids
tap a source of supply that would give
them an unfair advantage. Complete
merchandising plans, involving both
manufacturer, dealer, and radio or TV
station, would have to be evolved and
carried out, instead of letting the station carry the load.
Juvenile promotions like Bids From
The Kids seldom function well indefinitely on their own. Their use as
short-term promotions, coupled with
regular media advertising, can build
real sales.
-* * +

it just didn't last."
One New York agencyman, a veteran
of years of handling and creating special radio promotions for soft drinks,
had this to say of promotions aimed at
the juvenile soft-drink market: "Unless such promotions are carefully tied
by the parent company into specific
market objectives — like staging teenage fashion shows to introduce the
establishment of soft-drink coolers in
a department store — and then dropped
quickly in favor of letting regular
15 AUGUST
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AM-FM

F

Covering the
Prosperous
Greater Wheeling
Market From
BELLAIRE, OHIO
Represented by

THE

WALKER

COMPANY

A

FIRST IN THE

the bottle tops were coming from. For
awhile, it looked as though all those
tops represented new sales. Actually,
we found out that kids were spending
hours rummaging through coolers and
city dumps to find the caps — they

kid's father owned a bar, and he consistently had more caps than anybody
else. In a small town, that kind of
word spreads fast among kids, and
while the whole thing started out well,

w

regular media advertising."
The "caps as coin" idea is still good
and Bids From the Kids could do an
effective job with, say a bread firm or
a candy concern, using wrappers instead of bottle tops in the broadcasts.
The show is simple and promotable.
Some method of coding the various

didn't hold up, or they didn't materialize in certain areas. One fault was
the lack of consistent station promotion
for the show. Some of it was good,
most of it was not. The major trouble
we ran into was the matter of where

weren't really buying at all. In some
other markets, the kids would get bartenders to collect caps for them. One

A GREAT STATION
FOR SMART
ADVERTISERS

QUAD

DAVENPORT, ROCK

AM

1420 W
Kc.
5,000

FM

?

/ ce4^C
\Z
ISLAND,
TV MOLINE, EAST MOLINE

47 Kw.

C.P. 22.9 Kw. visual
and aural, Channel 5

103.7 Mc.

Basic Affiliate
of
the No. 1 Network

NBC,

WOC is the FIRST individual station . .
the only Quad-Cities station . . to
offer its clients commercial copy analysis.
On request WOC's Research Department
tests WOC advertisers' copy for sales
effectiveness through listening ease and
human interest . . according to a proved
formula developed by renowned analyst
Dr. Rudolph Flesch. All WOC-written
copy is so evaluated. Another in WOC's
long list of "FIRST'S" !
Col. B. J. Palmer, President
Ernest
Sanders,
Manager

DAVEN

PORT,

IOWA

FREE

PETERS,

INC.,

&

National

Representatives
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The human

voice is our

first and best instructor.
"Up-se-daisy!" "Come here!"
"Put it down!" Radio uses the
selling power of the human
voice to its fullest effect.

YOU DO WHAT YOU'RE TOLD !
In all radio CBS is the most
effective network because more
people listen more of the
time to what CBS tells them.
Why? Because night and day,
in all its programs CBS
tells them more of the things
they enjoy hearing most.

CBS
. . .for the largest
audiences

in the world
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WHEC is Rochester's most-listened-to station and has
been ever since Rochester has been Hooperated!
Note WHEC's leadership morning, afternoon, evening:
STATION

ince!
topped s

ported

«»«

MORNING

WHEC
40.4

STATION

STATION

STATION

STATION

8:00-12:00 Noon
Monday through Fri.

prefet-

AFTERNOON
1 2:00-6:00 P.M.

^HE^HEC°s HooP«-

32.9

27.3

8.5

14.0

14.0

36.8

30.3

7.2

9.8

14.5

Monday through Fri.

EVENING

6:00-10:30 P.M.
Sunday through Sat.

WINTER-SPRING

HOOPER

2.8
Only
Station
till Sunset
Broadcasts

REPORT

December '48 — April '49

BUY

WHERE

THEY'RE

LISTENING: -

of'B^e^i
N. Y.

5,000 WATTS
Representatives: EVERETT-McKINNEY,
15 AUGUST

Inc., New York, Chicago, HOMER

GRIFFITH CO., Los Angeles, San Francisco

1949

55

BEE II
SPONSOR:

W ANIIIX.

National Brewing « ,,.

VGENi 'i : Owen & < happell

I VPSULE ( VS1 HISTORY: This brewing firm, which
markets it- National Premium and National Bohemian
Beei primaril) in Baltimore and Washington, 1). C, has
•iiaclualK increased
in 24 months until
l\ programing per
ments. WeekK T\

T\ sponsorship in those two cities
it i- now Bponsring I!1- hours of live
week, plus film breaks and announcebudget is over $4,000. Definite sales

inc leases have been produced. National's T\ films, made

SPONSOR:

MAUIIMS

Combs Bros.

VGENCY:

Placed direct

< VPSl II < w: HISTORY: Combs Bros.. Dayton appliance store, found annoucements on television highly productive. Combs' announcements were for Whirpool dishwashers. \lthough initially the appliance house considered the use of TV as an experiment that might not be too
successful, due to the fact that each washing-machine
unit sells for $299.95, it realized the impact of TV adver-

bj \e\\ York's Cinemart, Inc., recentl) ranked first in
Baltimore, second in Washington in a popularity survey.

tising after the first 30 days, during which time 28 units
had been sold as a direct result of the announcements.

WMAR-TV,

\\ I \\ I). Dayton, Ohio

Hah...: WTTG,

Wash.

PROGRAMS:

Various

PROGR

ADVERTISING
SPONSOR:

Kighl

\M: Announcements

AGENCY

Advertising, Inc.

VGENCY:

Placed direct

< VPS1 I I. ( W: HISTORY: This advertising agency decided to use an announcement campaign on WLW-C. and
the best proof of its results is the fact that it has recentl]
signed a new long-term contract with the station for continuation ofits campaign. Shortly after going on the TV
air. Right had four direct inquiries b\ telephone from
advertisers who knew of the agencv only through the
video announcements. Two of the four have become

results

clients of the agency, and the other two are favorable
prospects.
WLW-C, Columbus,

TOYS

YARIOI JS
SPONSOR:

Participating

\(.l \< IKS:

Various

CAPSULE CASE HISTORY: Market Melodies, two-hour
economics program on Tuesdays through Saturdavs. is
sponsored by six food manufacturers and Brooklyn
Union Gas Company for gas appliances. In addition to
home economics, interesting personalities are interviewed
on occasion. The show is conducted by Anne Russell and
Walter Herlihy. Since it went on the air on 27 May,
30,500 letters have been received, with the weekly peak
reached 2-6 August when
postcards were pulled.
WJZ-TV, New

York

PEANUT
SPONSOR:

PROCR A M : Announcements

Ohio

a total of 8.511 letters and

John Shillito Co.

VGENCY:

Placed direct

CAPSULE CASE HISTORY: John Shillito Company, Cincinnati slargest department store, has alreadv requested
participation on Junior Jamboree for the 1949 Christmas
season, as a result of its success on this program during
last year's holiday period. At that time the company
participated on Jamboree, the commercial featuring a tov
ranging in price from 98 cents to $39.95. A total of 18
shows was sponsored, with 18 different toys featured.
Each of the was a sell-out before noon the following day
in Shillito's toy department.

PROGRAM:

"Market Melodies"

W I.W-T, Cincinnati

PROGRAM:

"Junior Jamboree"

BAKERY

BITTER

Swift & Co.; other*

SPONSOR:

\< EN< ^ : .1. Waller Thompson

SPONSORS:

Participating

VGENCIES:

Various

CAPSULE CASE HISTORY: TV Telephone Came bingotype quiz game in which listeners call the program if
tliev think they have answered the question correctly, is
sponsored by Swift, for peanut butter. Cannon Mill>.
hosierv. and General Foods for Grape Nuts Flakes, both

ticipating on Uncle Jake's House is Richard W. Kaase
Company, Cleveland bakerv. which placed this TV business direct. To tie in with the program feature of honoring birthdav children. Kaase sells an I ncle Jake birthday

through Young

cake, which

& Rubicam.

Over

15,000 calls were

re-

ceived in two months, prizes being sponsors' products in
redeemable certificate form. Show proved so successful
for Swift that the firm had to appoint two more food
brokers to handle the increased
business.
WJZ-TV, New

York

PROGRAM:

"T\ Telephone Game"

( VPSI LE CASE

HISTORY:

must

Among

the five sponsors par-

be speeialh ordered

and

which

is

topped
figures
of I In
ncleone
Jake's
animals
and which
the name
of
the with
birthdav
child.
month
during
the
cake was mentioned on the show. 80 of them I at $2.50
each I were sold in Cleveland and out-of-town.
WEWS,

I leveland

PROGRAM:

"Uncle Jake-* House"

j|.;j keile»7a«iogp

NEW

ORLEANS'

MARDI

GRAS

IS THAT

TOWN'S

GREATEST

AND

MOST

COLORFUL

EVENT. WDSU-TV

IV. home town force . .
television part of the community

It's important for a station to have a network
affiliation in television,
just as it is in radio. If. however, a
station leans too heavily on its network
affiliation it becomes a eunuch. For a
station to have real impact in its territory it must be representative of its
section of the country. It must likewise serve the individual and peculiar
needs of the population it seeks to
move to buy.
It is one thing to serve localized
needs through radio and still another
to serve them through TV. The relative costs of doing a remote in radio

15 AUGUST

1949

WDSU-TV

IT LIKE A BLANKET

s a struggle to make

life, but ii's being done

*

■^

COVERS

enlrance bespeaks New Orleans

and video indicate that it costs from
six to eight times as much to present
the visual program on the air as to
transmit sound only. The result has
been that TV stations have thus far
turned to networks and film, with only
a tiny percentage of programing being
live.
A live studio TV program costs
many times the equivalent program in
sound alone. Even when stations have
avoided using scenery and have resorted to drapes and set pieces, the
costs have been generally so high that
stations have been scared away from
doing a high-impact local job. Stations beyond the coaxial cable have
been
using teletranscriptions.
( kine-

57

TV

i.s ideal lor loral sport*

scope recordings, as some call them)
to buttress motion-picture film and
sports on their programs. One of
NBC s most promotion-minded affiliates
asked an independent producer who
wanted $100 to produce a live program for the station. "Whj should 1
spend SK'O for a li\e program when 1
can use a network sustainer virtually
The television station that feels its
free?"
future lies in its abilitx to reflect and
serve its own tight fifty miles is the
exception today, not the rule. A good
way to judge the future of a television
station is to look at its schedule. If
it's full of network and or kinescope
recordings, with a little interlarding
of sport remotes, it max he delivering
audiences today, hut it won't dominate
its market in the years to come. The
history of WBT, Charlotte, points the
way to what will happen in television.
When first owned by CBS. it was used
virtually as a relay station for CBS
network programs. Month after month
it seemed to grow weaker and weaker,
and Bill Schudt, now Columbia director of station relations, was sent down

WDSU-TV

Human

telecasts matches

and interviews contestants

before fights for Maison

Blanche

and

Seven-Up

interest has area! TV-appeal

to give the station a "local slant.
Almost from the first, the station under
Schudt's direction began to have local
vitality. Its ratings went up and up.
and by the time Schudt was shifted t<>
other fields it covered the Charlotte
area it served like a blanket.
The network programs hadn't
changed materially from the time
Schudt took over WBT until he left,
but the station's consciousness of a
great section of North Carolina had.
WBT today is one of the great stations of the South. The continually improving listening to WNBC in New
York is also the result of the station
ceasing to be just the flagship of NBC
and becoming part and parcel of the
life of New York. WNBC is at its
all-time business high: its network.

NBC, is not.

Pace-setter among

stations in sen -

ing the cities in which they're located
is WDSU, Newr Orleans, under the
direction of Bob Swezey, ex-MBS and
ABC. Swezey and the stations president, Edgar Stern. Jr.. could have followed the recording and motion-picture-film formula, but thex didn't.
The Stern family is part of New
Orleans, and thex wanted their station
to be part of it also. It xvas easx not
to be, >ince WDSU-TV had call upon
NBC, CBS, DuMont. and ABC features,
all on kinescope recordings. These are
at least twice the programs upon which

There are lots of birthdays but Borden's

Elsie's was something

special for

New

Orleans

and WDSU-TVj

an average station has call. WDSU-TV
carried programs this Spring like
Howdy Doody, Lucky Pup, Kukla,
Fran & Ollie — three of the top juvenile
programs in television. It had Milton
Berle, Fred Waring. Gulf Road Show,
Admiral Broadway Revue, Lucky
Strike Show Time, and the cream of
the four network sustainers.
It also carried a real sock live schedule, a schedule which will have even
more impact this fall. WDSU-TV has
decided that good television is local as
well as network and that New Orleans

w

Orleans

is track-conscious,

so

WDSU-TV

visits

fair

grounds

for

races,

sponsored

by

Motorola

is a great font of talent.
The pattern that is unfolding in New
Orleans is unique in some respects but
not in its over-all meaning to a broadcast advertiser. Not every TV city has
an internationally famous Mardi Gras,
but there are very few cities that
haven't some annual celebrations that
will make good air visual programs.
There are cotton, tobacco, grape, apple,
wheat, and hundreds of other local
festivals throughout the U. S. that are
really very colorful pageants. In other
cities, there are social events which
have been seen only in newspaper
photographs but which can be and
will be brought to the entire localities
of which they are a part. Even blase
New York has its Butler's Ball at which
the hired help proves that it has more
manners than the Mastah and Milady.
The air camera will like that.
Every town big enough to support
a television station in the manner to

dsters' hobbies

make

good

viewing and heart tugging. WDSU-TV

telecasts "The Golden

Age

Club

which it's accustomed, schedules sufficient sports events to make good telecast fare. New Orleans hasn't a big
league baseball team, but American
Legion baseball was scanned by
WDSU-TV and sponsored by New
Orleans Public Service, Inc. Turf fans
saw their favorites race at the local
fair grounds under the sponsorship of
Motorola. The grunts were seen and
the groans were heard (wrestling enthusiasts cover the nation these days)
over WDSU-TV, appropriately sponsored by the local Seven-Up bottler.
Seven-Up shared with the Maison
Blanche the sponsorship of local professional boxing from the Coliseum
Arena. The station also covered all
the important bowling tournaments.
The participants in these events may
not be national names in New Orleans
or most of the other TV cities, but the
competition is frequently better than in
championship classes. There are no
shortages of sports events in most
areas. The audience for the New York

king

the

camera

to

a

night spot is a special

event.

Here

WDSU-TV

scans

new

Orleans'

Lenfant's

Golden Gloves squared circle, for instance, isalways of capacit) size. Telecasting of both the Glove finals and
prelims rated high as anj fights aired
in glove cities, yel these events are
strictl) amateur.
New Orleans is the home of Dixieland jazz. Thus WDSU-TV has more
musical events to air than some other
towns. New Orleans has a rich musical
tradition, hut then in other ways so
have Cincinnati, Denver. St. Louis.
Boston. San Francisco, and literally
hundreds of other towns. Local TV stations need not worry about scanning
musical events — if the) really desire
music to be seen and heard.

WINSTON-SALEM

AMERICA'S FINEST
WESTERN ACT"!

Call The Cops
A large Winston Salem store
wanted to sell a stock of
blue jeans. One announcement was made over

The Texas Rangers, stars of
stage, screen, radio and television, early this summer made
a personal appearance tour in
the Midwest. They are pictured
here in Oklahoma City, when
they were commissioned honorary Colonels of the State of
Oklahoma by Governor Roy
J. Turner.
The Texas Rangers transcriptions, used on scores of stations
from coast to coast, have
achieved Hooperatings as high
as 27.4.
Advertisers and stations — ask
about our new sales plan!
Wire, write or phone
ARTHUR

B. CHURCH

KANSAS

CITY

WAIRadio

exclusively. Re-

Juvenile-talent programs are eas)
to telecast, not too difficult to set up
and generally draw substantial audiences. There are. of course, good and
had talent schools in every area but
finding those schools with worthwhile
talent is part of a program managers
job. WDSl -TV has its Telekids on the
ii r on Sunday afternoons. Like the

sult: Mob waiting next morning to buy blue jeans. Cops
necessary to keep order.
Stock soon sold out. Late
sleepers

missed

out.

Horn & Hardart Children's Hour,
heard in different versions on \V\BT
NORTH

Productions

National

6, MISSOURI

Rep:

(New V>rkl and WCAU-TV i Philadelphia.I Telekids does a topnotch
commercial job.

CAROLINA

Avery-Knodel,

Inc.

While mothers" talented offspring
are a less expensive show than an
adult talent search, a New Voices program generally has more on the ball
when you can see what the voices are
emanating from. WDSL -TV decided
to see what talent was available, and

How station KWTO helps
make spot time buying easier
KWTO

in Springfield, Mo., is one

using Service-Ads*

to put additional

time buyers' finger-tips when
selections.
Here

you

of many

radio

buying

stations

information

they're working

presented a one time New Voices teleast from a smart New Orleans nightlub. Result: the program is now a
regular weekly presentation on both
ADSL and WDSU-TV as a slmula-t. It serves as a good commercial
vehicle and at the same time as an
on-the-air audition for the WDSU-TV
we had to reduce this
Service-Ad* so much. P-'7 talent files.

at

out station

have useful facts about KWTO's Coverage, Programming, Promotions, and a direct offer of other available

information.
The new "Spot Radio Promotion Handbook'' is helping
many stations do the sort of promotion that keeps you up
to date on the facts you want
the point
of making
decisions.
For instance, one

to know

when

section of the Handbook

you're at

describes

Sorry
KWTO
You can read it on page 294
of the SRDS Radio Section for
June.

I

how

stations can make real Service-Ads' out of the space
they use in SRDS — Service Ads" that help you eliminate
more of the guesswork
from your decisions.
NOTE

TO

RADIO

STATION

PROMOTION

Extra copies of the "Spot Radio Promotion
available
from
us at a dollar
a copy.

MANAGERS:

Handbook"

are

'SERVICE-ADS are ads that supplement listings
in SRDS with useful information that helps buyers
buy.

STANDARD

RATE

& DATA

SERVICE,

Inc.

Some live T\ programs can be inexpensive and still draw top audiences.
One of the ''new voices" had an idea,
it was built into an audience participation scanning. Spot the Stars. Actually there's nothing fancy about the
program. The young lad) shows pictures of the stars, sings song clues,
gives some biographical facts, and asks
the viewers to spot the stars. Mail is
good.
Cost is low.
\n\ station and
he air with
sponsor can
put it on
minimum
of cost.

The National Authority Serving the Media-Buying Function
333
NEW

60

NORTH
YORK

MICHIGAN
•
SAN

AVENUE
FRANCISCO

•

CHICAGO
1, III.
LOS
ANGELES

Most of these are talent programs —
cm n sportscasts fall into that category.
There are other visual naturals. Floral
SPONSOR

Trail turned out to be a sleeper down
in New Orleans. Joyce Smith's hobby
and avocation is gardening. She works
effortlessly as she passes on hints on
growing flowers and floral arrangement. The fact that she just happens
to be one of the first "Betty Crockers"
has contributed to an easy microphone
and camera personality. New Orleans
loves flowers, but there is also a sizable
audience in practically every city for
informative presentations of things
horticultural. This is another low-cost
TV program with real audience and
high promotional possibilities.
Of recent years merchandisers have
become more aware of the consumer

OFFICE
41 E. 50th ST.
STUDIOS
510 W. 57th
NEW YORK
lilUllrMMUlil

MURRAY

ST.

HILL 81162

The case of the
bonus customer!*

Seems the man was starting down
town in his car with a certain purchase in mind. Had his car radio
turned on — you can't measure the
listening in car radios, you know,
that's all bonus when It comes to
summer time buying — when he
heard a KDYL mid-morning program advertising just what he
wanted at a better price. Result:
That program sponsor picked up a
new and substantial customer — a
bonus customer!
In Salt Lake City, KDYL and
KDYL-TV provide plenty of bonuses when it comes to describing
and showing your products.
'Abbreviated from one of the many KDYL
success stories satisfied clients give its.

Salt Lake City, Utah
National

Representative:

15 AUGUST

John

Blair & Co.

buying backlog that are oldsters, and
how to sell them. They may be. and
frequently are, difficult in the home but
put them on camera with their hobbies
and they make a really appealing program. WDSU-TV calls its weekly
visits with talented old folks the Golden
Age Club. Talent is restricted to men
and women over 70. The heart-appeal
is tops, and oldsters enjoy looking at
other oldsters, as well.
News on TV stations assumes real
stature when it includes adequate local
coverage as well as national filming.

IIIHEN we say "circus" we mean it. In
the pasttotwo
weeks,
"Bozo's
iniladdition
other
Big Top
acts, Circus,"
brough
to the center ring a real live trained cow
pony and a shiny seal, bark and all. Need
less to say, the over-100 kids on stage
were bug-eyed, while hundreds in the au
ditorium were practically all standing up
Ask any youngster who Bozo is, and
you'll find he's far and away the top kidrecordinga star
(Capitol
Besidesdie'sbeing
natural
for anyRecords).
product
appealing
to the ofyounger
set, "Bozo's
Circus" has loads
tailor-made
merchandising features, ready for action today.
Radio Sales boys have all the answers.
WE haven't
beenregularly
able to find
any writers working
in television

As yet it's difficult to cover local events
with film or with remote camera

anywhere
havea modest
Hal Fimberg's
cred-it
its. Hal iswhosuch
guy, that

crews. News doesn't occur at program
times — but at any time of the day.
WDSU-TV has worked out an arrangement with the New Orleans Item which
enables the station to present picture
stories on a program called Item Pix.
These are not motion pictures, but
they still give the viewers a pictureeye view of the news, frequently before
the Item has the news on the street.

wasn't until yesterday we discovered he's
the same fellow who gets four-figure
weekly salaries in radio and movies. He
gets four figures with us, only we move
the decimal ! Actually he rates all those
clams, since he wrote three Abbott and
Costello, one Marx Brothers, and three
other screen plays, plus writing and directing "Meet Me At Parky's" on radio.
He's writing for Hawthorne, our zany
comedian. Hawthorne is a real bet for
an advertiser who wants popularity proof

The news problem is one of TV's
greatest problems. It has not been
solved — nationally or locally as yet.
In lieu of real pictorial coverage of

. . . Hawthorne's fan club already has
6500
fide members.
Fimberg's
comedybonawriting
will bring And
in many
more,
now the show has started over KTTV.

news, the still-picture routine, via a tieup with a local newspaper, goes a long
way to reporting news pictorially.
Local programing in TV has a long

SOUTHERN California is noted for the
extraordinary,
their
heads at TV. but
On they're
July 1, all
we shaking
jumped
to 153,581 sets.

way to go. Even with the millions behind WPIX (Daily News) in New

DON'T
aboutcalltelevision
Los
Angelesworry
. . . just
us or yourinnearest Radio Sales Office for the top availabilities.

York, the station hasn't even touched
bottom in bringing the story of New
York to New York. The best station
buy in TV today or in the next five
years to come — and maybe much
longer — will be judged by a slide rule
alibrated with local program measurements.
Don't ignore network affiliations,
either. Milton Berle can do a great
deal for any station.
-* * -*

KTTV
TIMES «CBS

LOS

TELEVISION

ANGELES

1949
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Company with it- sponsorship on television of Milton Berle. Texaco also

SPONSOR
SPEAKS^

rates verv high for it- pitchman commercials, which are as entertaining as
Berle himself.
Texaco came as close as am organization tobeing the sponsor of the
1948-1949 season. It unfortunately
didn't meet all the requirements we
have set for Sponsor of the Year . . .
But don't sell Texaco short. Remember
how it dominated the air with the
Firechief, Ed Wynn, not too many
years ago.
Whisky

Sponsor Wanted
Once again SPONSOR

must forego

naming the "Sponsor of the Year."
Neither on a national nor a local level
has one advertiser used broadcast advertising much more effectively or
more imaginatively than the rest <>f
the field. This doesn't mean that broadcast advertising hasn't continued to do
a top-drawer job for thousands of advertisers, but that for the most part
they have permitted the industry itself
to set the program and advertising
pace.
I f one organization could be named
the pace-setter, it might be the Texas

is no help

Let's not becloud the issue. Hard
liquor advertising does not belong on
the air. Freedom of the ether has
nothing to do with the case. The fact
that magazines and newspapers carry
copy for the alcohol interests has
nothing to do with the issue. The fact
that programs carrying tippling advertising do not have to be dialed has
nothing to do with the case.
Radio and television are living-room
advertising
impossible
to send themediums.
children It's
to bed
when
mother and dad decide to tune socalled adult programs. Any broadcast
advertising is advertising addressed to
and reaching all ages. What a commercial announcer intones is generallv
accepted as gospel. One cant separate

advertising and editorial on the air.
Broadcast hard liquor advertising can
< nlv mean endorsement of hard liquor
by all who serve or use the air.
National policy makes liquor available for those who desire it. But this
policy was not intended to inspire
more drinking. Broadcast advertising
can only inspire more drinking by
drinkers and non-drinkers alike.
sponsor feels that there are plenty
of mediums in which the liquor industry can spin the tale of its wares.
Liquor need not come into the living
rooms of the nation to lend added respectability for drinkers. If some
networks and stations should be so
impolitic as to take alcoholic advertising, it behooves other advertisers to
act to prevent it. If station and/or
network continuity departments pass
programs in which characters have
names resembling whisky brands, it
also means that other sponsors who
have an interest in keeping broadcast
advertising a family medium must
make appropriate moves to stop it
before the disease spreads.
If broadcasters require new sources
of income, there are better long-term
ways of opening up the treasury than
bv admitting distilled spirits.
Liquor must not be peddled in the
living room of 40,000.000 American
homes. Hard liquor advertising must
be kept off the air.

Applause
Radio's reawakening
For a short while it appeared as
though radio networks and stations
were going to permit television to take
over broadcast advertising without
even the pretense of a battle. Broadcasting authorities, almost without exception, predicted that in from three
to five years the aural medium would
be a dead duck. A number of broadcast advertisers announced that their
entire budgets would go to the visual
medium despite the fact that it
reached only certain sections of the
country and just a part of the population in those sections.
Television was capturing the imaginations of hundreds of sponsor executive-, main of whom
are frustrated
62

showmen

and would be theatrical entrepreneurs. Contracts were signed for
programs and newsreels with fantastic
sums involved per possible viewer.
All that anybody required to get in
to see the president of a great advervideo. tiser was to replace abracadabra with
As the fall approaches, this concept
of broadcast advertising is changing.
Television isn't being discounted as a
medium, but the forthright approach
of the broadcasting industry to the
problem is convincing advertisers that
radio is still the world's most powerful
advertising medium and one that
may never be replaced.
Networks and stations will spend
more money and use more grey matter
than ever to promote increased listen-

ing. Stations will not rest on web
laurels, and those which dominate their
markets will try to make their dominance permanent. The air will be used
to sell an even higher grade of radio
entertainment. Every form of advertising will be used to sell the millions
who listen to listen moreThis doesn't mean that the TV stations won't be in there battling for
viewers too. But its going to be a
two-way battle.
The result can mean only one thing
— more listening — more viewing —
more broadcast advertising.
Together, radio and video will do
ainto
lot anto incline.
pull a "declining
It will noteconomy"
be done
without promotion but radio is promotion-minded todav .
SPONSOR

eighth in a series explaining why
SPONSOR
is the best buy

BIOW

MAXON

and

have plenty
in common
Sure, every advertising agency's
technique is different. But
radio-minded
souls at Maxon
and

"**— «
*w*^

Biow have one thing in common:
their use of SPONSOR. That's
plenty . . . for they give it plenty
of use.
Check any national advertiser or

' ^^Biow

Maxon

Company

10

^2j* Subscriptions to SPONSOR
Home

5

Executives 4
Account Exec 1
Radio Dir
1
Some

L

4

Biow

Office
Timebuyers
Others

clients who

2
2

Home

3

Office

2

Executives

2

Radio Dir

1

Timebuyer

1

subscribe:

Bulova
&

Some

Exec 1

Maxon

Electric Co.,
Heinz.

clients who

subscribe:

Gillette Safety

broadcast media and you'll get
very much the same story . . .

5

Subscriptions to SPONSOR

Account

Watch, Eversharp, Philip Morris, Procter
Gamble,
Schenley Distillers.
Sa

agency executive involved in the

Inc.

plenty of SPONSOR readership,
plenty of enjoyment, plenty of talk
about its contents, plenty of

f

practical use. There's no
secret in sponsor's rapid rise.
It gives the sponsor and his agency
what they need to understand,

General

Razor, H.

J.

evaluate, and use broadcast advertising. There's a prestige ac*,*Hh

.

tailorof sponsor that's
ade for your ceptanceadvertising
message.

^
Three

out of every four copies of SPONSOR
(8,000 guaranteed) go to buyers of broadcast advertising.
An average
of 10% paid subscriptions go to readers at each of the top
20 radio-billing advertising agencies.

"SPONSOR really keeps us posted on
what's going on in radio and television
advertising."
ETHEL WIEDER,
Timebuyer, Biow

"SPONSOR is a regular in our Maxon
radio and television departments. It's solid
reading from cover to cover."
ED WILHELM,
Timebuyer, Maxon

You're sure to hit home with sponsors
and agencies when you advertise in SPONSOR

SPONSOR
40

West

52

Sfreef,

New

York

19

r buyers of Radio and TV odverti

930

KILOCYCLES-NBC

OKLAHOMA

0
Represented

OWNED AND OPERATED BY THE OKLAHOMA PUBLISHING COMPANY

CITY

0

0

by The Katz Agency, Inc.
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likes a fight — p. 30

Disk jockey: air phenomenon — p. 28
Vaseline's 21 years — p. 23
How

What's

wrong

to predict TV costs — p. 57

with C

E. Hooper's

city ratings? — p. 26

Ninth in a series explaining why
SPONSOR is the best buy
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The welcome mat

RUTHRAUFF

is always out at

&RYAN

ahd

In San Francisco, as in New York and
Chicago, sponsor ucts the lion's share of the
broadcast-minded agency executive's

"SPO.\S()R presents tne type o]
factual information helpful to the
UgenC) anil client in dealing with
radio and television problems. It
receives through readership in our

reading attention. There's good
reason, sponsor is directly linked to
his dollars-and-cents return from radio and
television.

Its his practical-

application

business paper.

HONIGCOOPER

ROSS METZGER.
VP & Radio Director.

It's 100(/i

devoted

"SPONSOR contains more mealy
case histories of advertising in

to his buying interests, and to his client's.
\\ hen you're looking for a
market-place for your advertis-

action than any other trade pub-

firm."

IOlIS
lication in the field.''

8f

ing message, the logical location is SPONSOR.

'-*«
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h

*'9'*Mk*
4

Hr

c0e e 70.o,

V%
Three out of every four copies (8.000 guarantee)
go to national and regional advertisers and
their advertising agencies.
An average of 10Vi
paid subscriptions go to readers at each
of the 20 top radio-billing advertising
agencies.
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You're sure to hit home
with sponsors and agencies
when
you advertise in SPONSOR
J?
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Industry thinks
FCC

giveaway
won't

UP. map
Western

ban

hold

up

sponsor
football
telecasts

Brewers
about

worry
liquor
on air

More advertising
lifts food sales

Gruen

widens

sales

outlets

Wisconsin study
shows listeners

want FM

1949

Both because "lotteries" are province of Justice Department and
programs are not province of FCC, sponsors and broadcasters believe
FCC ban on giveaway shows, effective 1 October, won't stick.
(See
Sponsor Speaks, page 70.) ABC and CBS will take action to decide on
fate of some 50 giveaways on networks.
-SRUnion Pacific, biggest railroad advertiser, may shoot part of
$2,500,000 annual advertising wad into TV. U.P. is considering TV
sponsorship this fall of major Far West football games, kinescoping
them to cities between Omaha and Los Angeles.
-SRU. S. Brewers Foundation, long active in divorcing beer from "hard
liquor," has joined forces seeking to keep whisky off air.
One
beer executive estimated beer as spending $15,000,000 yearly on
radio.
Publishers Information Bureau reports beer network radio
time in first half of 1949 at $456,438, against $461,770 in first
half of 1948.
But this is only fraction of beer money on air.
-SRGrocery Manufacturers of America, surveying 102 member companies,
notes mixed dollar sales and profit picture in first half of 1949
but tonnage volume larger than first half of 1948.
GMA cited introduction of new products and larger ad volume for tonnage gain.
-SRGruen Watch, returning to network radio after many years ("Hollywood Calling," NBC, through Grey Agency), is adding department
stores to distribution setup.
Until now Gruen has sold only
through jewelers.
WHA, University

of Wisconsin

-SRstation

in Madison,

has found that

four of five surveyed there who do not own FM receivers
insist on FM when they buy new sets.

say they'll

"Mike" Hughes and Bernard Piatt Come to SPONSOR
sponsor is happy to announce the appointment of Lawrence "Mike" Hughes as editor and Bernard
Piatt as business manager, effective 1 September 1949. Mr. Hughes joins sponsor after five years as
executive editor of advertising age. Prior to that time he served as associate editor of sales management and advertising columnist of the NEW YORK sun. He is known as "Mike" to account executives,
presidents of advertising firms, timebuyers, and advertising managers from coast to coast. Mr. Piatt
comes to sponsor after 17 years at broadcasting, where he served as circulation director, Yearbook
editor, and in other executive capacities. He is recognized as a business paper circulation authority.

SPONSOE,
Volume 3. No. 20. 29 Au^u^t. 1949. Published biweeklv bv SPONSOlt Publications Inc.. 3110 Elm. Baltimore 11. Md.
Executive. Advertising. Editorial. Circulation
Offices 40 W. 52 St., N. Y. 19. N. Y. $8 a year in U. S. $9 elsewhere.
Entered as second class matter 29 January 1949 at Baltimore. Md. postofflce under Act 3 March
1879.
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Sales
would

Executives
sell

Rural

selling

network

links farm co-ops

ABC

lets

stations

sell time
cooperative

FCC

in its
shows

can't ban
liquor ads

Urges
$1,000,000
fund for daytime
TV research

Eells launches
$150,000 "Brown
Derby" e.t. series
Barrere plans
clearing

house

for transcriptions

RE PORTS.

.. SPONSOR

RE

National Sales Executives, Inc., may run cooperatively-sponsored
13-week network program to promote selling as a career. NSEI is
composed of nearly 100 Sales Executives clubs in U.S. and other
countries.
Grange League Federation groups -S3in 40 communities of New York state
were linked together 18 August in three-hour program by Rural Radio
Network, FM system orignated by 10 farm organizations.
Cooperative
G.L.F. Exchange, Inc., parent of these groups, Is largest farmproducer co-op.
-SRABC has begun to permit local affiliates to sell announcements on
all its co-op programs, except weekly one-hour "Town Meeting of the
Air" and five-a-week half-hour "Breakfast in Hollywood." Under
plan some programs provide up to 15 announcements per week.
-SRFCC has told Edwin C. Johnson, Senate Interstate Commerce Committee
chairman, that it can't prevent liquor ads on air. But FCC said
it can deny license renewal to station offenders.
-SR"Television Grey Matter" of Grey Advertising Agency suggests
$1,000,000 joint research fund provided by set producers and broadcasters to explore opportunities of daytime TV.
-SRBroadcasters Program Syndicate, co-op station e.t. group headed by
Bruce Eells, will spend $150,000 per year to turn out "Hollywood
Brown Derby," new f ive-quarter-hour-a-week series.
-SRClaude Barrere, formerly in charge of syndicated sales at NBC, is
planning to start central information service in New York which
would serve sponsors and agencies on e.t.'s similar to way travel
agents suggest routes and costs to travelers.
—Please turn to page 36-
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IflMN . . . SPONSORS
REPORT .
SPONSORS
REPORT . .
Dear Lynn :
Although the business
special sale of house
this personal note of
your enthusiastic and

of spring house cleaning still goes on, our
cleaning items is over and I want to write
appreciation to you and your associates for
helpful assistance in promoting this event.

In my opinion it was the most successful event of its kind that
has been sponsored by any branch of the food industry in this
market for many years.
It would have been impossible for us to
achieve such results without your assistance and I want you to
know we all feel deeply indebted to you as well as to your
clients who have cooperated so effectively.
The results achieved by this sale have demonstrated the need for
close cooperation between manufacturers, wholesalers, retailers and
advertising media in efforts to sponsor successful sales events.
Perhap we can cooperate on something of this kind again in the not
too distant future.
I assure you it will be a pleasure to work
with you whenever a suitable opportunity comes.
Again our thanks
to you and your associates of KALL and the Intermountain Network for
an excellent demonstration of effective service in behalf of your
clients and the distributors in the wholesale and retail trades.

21

Sincerely yours,
Donald P. Lloyd
Manager
ASSOCIATED FOOD STORES, Inc

HOME
TOWN
MARKETS
COMPRISE
THE INTERMOUNTAIN
NETWORK
UTAH

WYOMING

KALI, Salt Lake City
KLO, Ogden
KOVO, Provo
KOAL, Price
KVNU, Logan
KSVC, Richfield
KSUB, Cedar City

KVRS, Rock Springs
KOWB, Laramie
KDFN, Casper

IDAHO
KFXD, Boise-Nampa
KFXO-FM, Boise-Nampa
KVMV, Twin Falls
KEYY, Pocatello
KID, Idaho Falls

KWYO,
KPOW,

THE

Sheridan
Powell

MONTANA
KBMY, Billings
KRJF, Miles City
KMON, Great Falls
KOPR, Butte

INTERMOUNTAIN
NETWORK Inc

NEVADA
KRAM,

Las Vegas

Chicago
New
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10

PETERSON
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JOCKEY:

ADAM

LIKES
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MR.

AIR

TOUCH

PHENOMENON
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DEALER

CO-OPS

TIMEBUYING

SPONSOR
TV

CAN

COMPARAGRAPH

CONTESTS
SPONSOR

AND

TV

program f<>r us and reall) did a job
for the advertisers. They have had
much "repeat business, and have increased their business while others
have seen business dwindling.
We would like to <;ct five copies of
the article or five copies of that particular issue for further use with other
advertisers.
Program director
KCOL, Fort Collins.

28

Colo.

IN BMB

32

TV STATION

34

\l\ compliments on the article you
published last issue on The TV station
break. 1 believe it is the most intelligent and comprehensive treatment of

38
51
56

PREDICT

been broadcasting two programs a
\\<rk from Kstes Park. (Colorado, and
have found thai it made an excellent

Jack Hitchcock

ASKS

TV TRENDS
TOU

23
26

Your article. Hon to sample a vacation, appearing in the 1 August issue.
inlerested us ver\ much. We have

30

A FIGHT

FOR

4-NETWORK

1

CITY

DISK

TOOLS

111

17

RENEW

BUSINESS

COSTS

BREAK

70
70

SPEAKS

APPLAUSE

New York

"IT'S STILL RADIO"

if 1 were getting myself a reputation
for being a left-winger when I advocated changing ". . . sights from Washington to the 48 states — from the FCC
to the broadcast advertiser." It was a
source of much gratification to me to
discover SPONSOR openly sponsoring
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i To sell Houston
and the great
Gulf Coast area

Please accept my thanks, as a dyedin-the-wool NABer. for \our exceptionally well-written editorial. NAB: A
Progress Report.
From time to time I have wondered

Published
biweeklj bj SPONSOR
PUBLICATIONS
INC.
Executive. Editorial, and Advert Id Offl >
10 West 52
Street. New
"i -. k 19, N
1
Telep
Plaza
1-6211
\ \i h, .an Avenue. Telephone: Financial 1550, Pub] :al
i Of)
3110 Elm, Baltimore 11,
Md. Subscriptions:
i nited State* 58 ■ year, Canada and
foreign
oples 50c, Pi Inted In r s. A Copy
SPONSOR
PUBLICATIONS
INC.

IN THE SOUTHS
FIRST MARKET

the subject I've seen in print todav.
Ad Multos Annos!
Don L. Kearney
Katz Agency

57
64

OFFERS

IN HOOPER

that very idea. It represents the thinking of a goodly segment of American
broadcasters - - broadcasters whose
criticisms of NAB have been designed
for the sole purpose of pointing the
way toward a stronger national organization.
In a bulletin mailed to the membership of the Tennessee Association of
Broadcasters under date of 21 June
1949, I said:
"My personal feeling always has
been that the NAB should have as its
(Please

turn

to

page

61
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40 West 52nd
(Continued from page 4)

advertising is as it is related to

cost-of-sale.

That's

bargain package

why

we

built a

in a WNAO-WDUK

com-

bination offer. Use both stations in combination— get both markets — and a "whale"
of a discount.

That's sure to mean

lower

sales costs with a greater market.
You furnish the bait and the line — we've
got the hooks.
will tell you

Avery-Knodel,

where

the best fishin' is —

you'll find a representative
Atlanta, Chicago, San

our "reps"

in New

York,

Francisco and

Los

Angeles.

primary objectives the promotion of
good advertising (result-getting) practices, operation 'in the public interest.'
and showmanship. In my humble
opinion, far too much time has been
laud is being) devoted to discussions
regarding the FCC, ASCAP, BMI,
copyrights, federal legislation, etc., etc.
"However, I am one of those indi\ iduals who feel that — regardless of
the inadequacies of NAB — it is essential to the future progress and prosperity of broadcasting that we maintain at the fullest possible strength an
organization that includes all phases of
our industry . . . after all. whether it's
\\l. I \l. TV. or whathaveyou it's
still radio and that's what we're all in
theThe
business
to promote."
establishment
of BAB — headed
b\ the incomparable Maurice Mitchell
— is certainly a step in the right direction. If subsequent moves are made
with equal care, the time is not far off
when we shall not have the need to
worry about resignations from the

you'll do better with the
same line. .-and 2 hooks!

F. C. SOWELL
President
Tennessee Ass'n of Broadcasters

"LET'S

SELL OPTIMISM"

Congrats on your recent piece, "Let's
sell optimism."
We here at WIRE
NAB'.
heartily agree and will push it in this
market.
If all of us in the radio industry
would get behind the idea, we'd be
better off — "revenue-wise" and "ulcerYours for more optimism.
Daniel C. Park
General Sales Manager
WIRE. Indianapolis, Ind.
wise."
Just received optimism brochure.
We start next week. Send us statistics
immediately.
Were all for it.
Jack Weldon
WWOD

NORTH

CAROLINA'S

LARGEST

ft

ONE

ft

ONE

ft

2

NETWORK,
LOW

Lynchburg, Va.

ABC

RATE

KEY

OUTLETS

METROPOLITAN

MARKET

I have your reprint of the letter to

Bill Rine.

I'm \our boy — shoot me everything
(Please turn to page 14)
SPONSOR

Things
are
Even-Steven
in/Duluth..

Sales potential in the Duluth-Superior Market isn't weighted by conditions elsewhere. Our
population has no over-balance of either the very rich or the very poor. It's a balanced
market of middle-class folks whose Spend Ability maintains a high level despite economic
variation in other areas. Things are always "Even-Steven" in Duluth. This market belongs
on the list for your next campaign.

WEBC
NBC
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* DULUTH-SUPERIOR * KDAL
MINNESOTA

WISCONSIN

CBS

Forecasts of things to come, as
seen l>\ SPONSOR'S nlitors

Outlook

Major appliance makers
increase production
In mid-August both Wcstinghouse and Frigidaire announced that they were stepping up refrigeration production sharply, and General Electric was expected to follow
suit. A serious shortage had developed in smaller-cubicfoot sizes. Westinghouse will continue at the new rate until
earh
October, when it changes over gradually to 1950
models.

Los Angeles building awards
break peacetime records
Dun & Bradstreet survey shows
greater optimism in business
Business in the second half of 1949 will be only sligbth
below the level of 1948. Dun & Bradstreet has found from
a survey of 801 manufacturing, wholesale and retail executives. Although the findings closely parallel those of
similar surveys made last spring, D&B noted a somewhat
more optimistic trend. One-third of participants expect
net sales to be higher in the latter half of this year.
Near-record
crops may
bring more promotion
The nation's Big Three crops — corn, wheat, and cotton —
again are expected to reach near-record levels this year.
Heavy carryovers and lower prices are expected to cause
groups in these industries to increase promotion. Meanwhile,-Western beet sugar producers plan to spend $1,000,000 a year for three years in a campaign for a larger
share of the $400,000,000-a-year sugar business (wholesale prices) west of the Mississippi. Western apple growers
are faced with the problem of selling profitably a crop
estimated at 40,000.000 bushels larger than in 1948. California orange growers may step up efforts to meet the
rising popularity of Florida frozen orange juice. The cranberry crop is down 30%.

Aided by a $25,000,000 plant for Lever Brothers Companv. new-construction awards in Los Angeles county in
July reached the record peacetime mark of $34,115,000.
This
was nearly half of the county's seven-month
total figure
of $72,435,000.
Low-priced

cars may

get

larger share of market
With low-priced cars accounting for an increased share
of total General Motors, Ford, and Chrysler sales, the
low-priced trend is expected to be accentuated soon with
introduction of smaller cars by Hudson. Nash, and KaiserFrazer. Those would be almost in the Ford-ChevroletPlvmouth price class. Studebaker has made a lot of sales
progress with a lower-medium-priced car. which sells at
only about $200 more than a Chevrolet.
Weather

and caution cause

department-store

decline

Department-store sales in early August declined sharply,
10' < . from a year ago. This contrasted with a dip of only
.V « in dollar sales for the first seven months of this year.
The Wall Street Journal found various reasons for it.

Jewelers expect more
business this fall

among them unemployment in some areas, consumers'
'"price cut psychology," but especially the hot weather.

After an estimated first-half decline of 7r< in retail
jewelry sales, American National Retail Jewelers Association has predicted a fall pick-up in business and is
fairly optimistic about Christmas volume. Part of larger
manufacturer volume would be to fill depleted retail inventories.

Shippers may pay $250,000,000
in increased freight rates
Average boost of 3.7r< in freight rates, authorized by the
Interstate Commerce Commission effective 1 September, is

Recent contract awards indicate that construction acti\it\

expected by Standard & Poor's service to add $250,000,000
annually to the bill paid by the nation's shippers. With inauguration ofthe 40-hour week for non-operating railroad
employes, the additional costs had been expected to reach
$380,000,000. But the higher rates are expected to throw
some of this to motor carriers.

will "expand moderately in the near future," reports Federal Reserve Board. Public work would continue to represent a relatively large proportion of total non-residental
building.

Columbia-RCA "war" will expand
record sales and promotion

"New York Times" finds
ad budgets expanding

With Decca joining the side of Columbia in introducing
33V3 r.p.m. records, and RCA-Victor reportedly appro-

Reserve Board sees greater
activity in construction

The Sew York Turn's reports that many advertisers who
had cut back budgets earlier this year are expanding them,
both to meet competition and because they believe the

"pickin's" will be there.
3

priating a$1,000,000 ""war chest" to back its 45 r.p.m.
platter, the record makers are expected to go all out in
promotion this fall. All of which would help to stimulate
record sales. Recent surveys have shown Columbia s
records to be outselling the new \ ictor platters.
SPONSOR

ADVERTISEMENT

Special events
Build audi«*ii<*«' friendship

Ed uca1 ion tlireetor's European tour.
state fairs highlight busy summer at WIS. C'hieago
Never a station to let pass an opportunity to cement friendships with listeners, WLS in Chicago has a full
summer of special events broadcasts
scattered over the four states where the
WLS audience is concentrated. Participation in three state fairs, civic celebrations, Chicago Railroad Fair, square
dance contest and a trip to Europe by
the station's education director highlight the long list.
Twelve thousand people jammed the
grandstand at the Illinois State Fair
in Springfield when the WLS National
Barn Dance was presented as opening
night attraction — as it has been every
fair year since 1929. Dinnerbell Time,
oldest farm service program in radio,
originated from the WLS tent all fair
week. WLS headquarters featured, as
usual, checkroom facilities, picnic
tables, exhibits picturing talent and
station events during its 25-year history. Two free stage shows daily by
Captain Stubby and the Buccaneers
drew capacity houses, and hundreds of
visitors participated in flower arranging contests.
Exhibits were torn down Friday
afternoon, shipped to Milwaukee, Wisconsin, where we set up for Saturday's
opening of the Wisconsin State Fair.
Dinnerbell, flower contests, stageshows,
checkroom, etc. were all repeated in
Milwaukee for a week.
Then, with only a week intervening,
the whole program will be repeated
the first week in September at the
Indiana State Fair in Indianapolis.
Farther from home, at another fair,
the WLS National Barn Dance played
before 10,000 people in Phillips, Texas,
at the invitation of the local Lions
Club. The entire cast of the Phillips
66 National Barn Dance, which WLS
feeds to the ABC network, was flown
to Texas for this special show.
Barn dance entertainment received
a tremendous boost in Chicago too.
The station teamed up with the Chicago
Park District and the Sun-Times in
a summer-long series of Square Dance
contests. Finals were staged on Michigan Boulevard before 20,000 spectators, with headliners from the WLS
National Barn Dance as featured en-
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Mrs. Josephine Wetzler
Director
of Education,
WLS

tertainers. Preliminary contests in the
parks each drew from 4.000 to 10,000
spectators. The Square Dance Festival
resulted in columns and columns of
WLS

stories and pictures in the Chicago
Sun-Times — 600 inches in June
alone!

Another bigtime Chicago success for
WLS was the appearance of Captain
Stubby and the Buccaneers at the Railroad Fair. The Rock Island Railroad
declared one Sunday "Buccaneers
Day" at their Rocket Village, later
reported: "a terrific hit . . . attendance
was one of the heaviest in Rocket Village in the two years running of the
Railroad
Fair." Chicago, Martha Crane
In surburban
and Helen Joyce were featured as
headliners of Homemakers' Day at the
Villa Park Pioneer Days celebration
for the second year. Almost an hour
before show time every seat in the
Villa Theater was taken by listeners
anxious to see Martha and Helen
broadcast their WLS Feature Foods
program and a stage show by Red
Blanchard and the Sage Riders.
Another surburban event: Dinnerbell Time was broadcast from the U.S.
Naval Air Station at Glenview when
the Flying Farmers of Prairie Farmerland held their annual field day there.
September
12 will see Dinnerbell

originating at the Illinois Feed Association convention in Springfield. On
September 23. the broadcast will come
from Kewanee (111.) Hog Day — in
Henry County, which has more hogs
than any other county in the nation.
In early summer, the program originated at Harvard (111.) Milk Day, which
WLS has helped boost from a few hundred in attendance in 1942 to 15,000
spectators this year.
All is not barn dancing and farm
service at WLS, however. Josephine
Wetzler, director of education at WLS,
will fly to Germany in September, at
the invitation of Army Headquarters
in Heidelberg, for a tour of German
Youth Centers in the occupied zone.
Mrs. Wetzler will also tour England
and Scotland, to make tape recordings
of life there. Mrs. Wetzler's invitation
to Germany is the result of numerous
WLS programs featuring the work of
German Youth Activities. Her European programs will be featured on
Dinnerbell. Prairie Farmer Air Edition
and on School Time. This latter program won the top ranking duPont
award last year.
These are only a few of the things
WLS has been doing. The station has
carried its several daily weather reports, its regular ABC network programs, its own
distinctive
features.
All in
all, the "WLS-built"
station has
lived up to its quarter-century record :
it serves the needs, the wants of its
listeners. It serves because it knows.
WLS asks its listeners what they wish
to hear — and listeners respond with a
million letters a year. WLS knows . . ,
because WLS goes out among its listeners, meets them, talks with them,
finds out from them exactly how to
program to be a part of living. That's
why WLS is "one of the family" in
Midwest America. That's why WLS
Gets Results.
This is an advertisement of WLS,
the Prairie Farmer station, 1230
Washington Boulevard, Chicago 7,
Illinois. 50,000-watts. 890 kilocycles.
ABC affiliate. National representatives, John Blair and Company.
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for profitable
selling INVESTIGATE

WDEL
WILMINGTON
DEL.

WGAL
LANCASTER
PENNA.

WKBO

Mr. Sponsor

•#. Whilnvy

B*v1vrson

President
United States Tobacco Co., N.Y.

HARRISBURG
PENNA.

When

pipe to relax, it's always filled with one of the United States Tobacco
Company's smoking tobaccos. He views with a cold eye those who
do otherwise. As boss of the firm that is the worlds largest producer
of snuff, and one of the major makers of pipe tobaccos (Model,
Dills Best. Old Briar, and Tweed), Peterson tirelessly searches for

WORK

ideas that will increase his firm's business, although few things
please him less than any sort of public or journalistic kudos for his
efforts. Peterson has been president of United States Tobacco since
1946, and since then net sales have jumped 12.5%. He is largely
responsible for jockeying U.S.T. into a strong position (1948 net
sales: $20,721,206) in a highly competitive industry.
One good reason is: Peterson knows every angle of his firms
manufacturing and selling operations, and keeps ahead of all its
developments. In the 28 years that Peterson has been continuously
with U.S.T.. he has worked — at one time or another — in everything from the leaf department in Kentucky to the sales department,
where for two-and-a-half years he travelled in major markets and the
backwoods of the country. In 1927, Peterson became assistant sales
manager; in 1929, a v.p. and director: in 1937. an executive v. p.;
and in 1946. president.
U.S.T. started in radio in November 1933 with the Half -Hour

YORK
PENNA.

WRAW
READING
PENNA.

WEST

For Men show, featuring "Pick & Pat." After that, until 1944, there
was a series of nighttime variety musical shows, which did a fairly
good job of helping Peterson build sales. In 1944. Peterson and
U.S.T. discovered that while they were getting good ratings, the
air audience was mostly women.

EASTON
PENNA.

Represented by

MEEKER
§g2g ROBERT
ASSOCIATES
Chicago
New York
San Francisco

Clair R. McCollough
Managing Director

STEINMAN

rock-jawed, handsome J. Whitney Peterson lights up his

Los Angeles

STATIONS

Alarmed, U.S.T. dropped out of
nouncement campaigns in the South,
could come along. In 1948. it came.
Take A Number, on Mutual, at the
and slotted it at a time when male
results. Toda\. I .S.T. is spending

radio, except for selective anuntil the right selling formula
Peterson bought a quiz show.
urging of the Kudner \genc\.
listening was high, with good
the bulk of a $1,000,000 ad

budget to sponsoi its latest male-appeal effort, Martin Kane — Private
Eye in both radio and TV.
* Seen, riglit. with air sleuth William Gargan.
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ECONOMICAL
COMPLETE COVERAGE
of the
TOP TWO MARKETS
on the
PACIFIC COAST
TO SELL the TOP TWO markets on
the Pacific Coast-the biggest markets West of Chicago-choose KHJ
and KFRC, key stations of the
Mutual-Don Lee Network.
KHJ and KFRC have over a quarter of a century of experience in
selling products and services to the
Pacific Coast's two major markets.
Put them to work selling for you!
TO SELL the whole big Pacific
Coast, your best radio buy is
Mutual-Don Lee, the only network with a station in every one of
the forty-five important markets.
Ytlicn you icant the top two
markets on the Pacific Coast, concentrate on the two key stations of the
World's Greatest Regional Network.

KHJ

KFRC

LOS ANGELES

SAN FRANCISCO

Nationally represented by
JOHN BLAIR & COMPANY

DON
BROADCASTING

29 AUGUST

1949

LEE
SYSTEM

\fw

dvvvlopmvnts

Radio is

'S
Y
A
D
O
T
BEST BUY
. . and in Washington
the best buy is I

WWDC
Keep your eye on the ball! Just
measure the total audience of
any advertising medium, and
you'll realize that the most
effective, economical way to
reach the millions is still radio.
You can't get today's results
on tomorrow's ideas!
More and more national advertisers are turning to independent radio stations. In Washington, they're buying WWDC —
the big, dominant independent.
Get all the facts from your
Forjoe man.

TODAY'S BUY!
One Spot Daily, Tony Wakeman's

ALL SPORTS PARADE

As low as $66 weekly

WWDC
AM-FM-The D.C. Independent
Represented

Nationally by

FORJOE & COMPANY

SPO\SOR

stories

See: "Employees must be sold too" and P.S.
ISSIieS: August 1947, p. 31; August 1948. p. 12

p.s.

Subject:

Radio's

role

in

employee

relations.

In Detroit recently, where feeling ran high as a result of a "yes"
-trike vote of the Ford Motor Company's hourly paid workers, radio
featured importanth in a verhal fencing match between Ford and the
I .A.W. Prior to the actual voting, both the companj and the union
went on the air to tell their respective stories to workers and to
workers' families. Ford bought time on four Detroit stations with
an announcement schedule that urged the workers to vote "no" on
the ballot. Ford's pitch, in its essence, was that the big auto firm
wanted ''to keep the greatest possible number of people at work at
present high rates" rather than "a much smaller number at higher
rates." Snapped peppery Walter P. Keuther. president of the big
U.A.W.. on the union's own \\ DET-FM: "Ford wants to return to its
pre-union practice of working the life out of an employee and then
tossing him out of the gate. Ford is trying to sell the workers a bill
of Igoods
. ."
he air. campaign,
plus heavy newspaper ads by both parties,
continued all the way down to the finish line. On 8 August the
voting began. In the final tabulation, the union, which has been
pressing for a $10()-a-month pension plan, a compan) -financed
medical program, and a general cost-of-living wage increase, won
out. A majority of the workers voted to go out — if and when a
strike is called.
Radio, incidentally, figures in Ford's national advertising plans.
Although the firm has announced that it will swear off radio in favor
of TV this fall, at least one network radio program stands a good
chance of being included in the 1950 budget.

iff!
>
»

on

See:

"La

Rosa

follows

the

IsSUe:

14

March

1949;

p. 26

Subject:

Skippy

pattern"

"Hollywood
Theatre
sets mail
pull record for
WOR ofandStars"
La Rosa

p.s

As a climax to 26 weeks of airing under the sponsorship of V. La Rosa
& Sons, macaroni products manufacturer, the La Rosa Hollynood
Theatre of Stars established what is claimed to be a new mail-pull
record for Mutual's key New York station. WOR. Before going off
the air for the summer. La Rosa drew 10.143 requests for a recipe
booklet after only five announcements during the last few of the
130 30 -minute, five-times -a-week daytime shows.
La Rosa expects to return to sponsorship of Hollywood Theatre
of Stars on 3 October for another 26-week cycle. The program is
an open-end syndicated transcription series, produced and mc'd
b\ ('. P. VlacGregor in Hollywood, and is available to sponsors in
different markets and areas.
Last year's sponsorship of Hollywood Theatre by La Rosa (over
six Eastern stations, in addition to WOK i marked the company's
first excursion into English-speaking radio since 1037. when it presented a series of operatic concerts on a Mutual split network of 22
stations over a 26-week period, repeating the formula for the nexl
two m;iis. The lion's share of La Rosas broadcast advertising has
gone into Italian-language programs, which have carried the firm s
spaghetti sales messages over WOV, New 'l ork, and other Easternseaboard outlets continuously for 10 years.
SPONSOR

"A Job Well done *
c I

A T

c I

I

'dRiEr? AwAnu
for

NEWS COVERAGE LEADERSHIP/
1948-1949
Quotation

from

VARIETY

July 27

"WCPO has not lost its news coverage
leadership in the last 12 years. Nor,
you can be sure, has it lost its audience,
or the respect and
fronl — ♦hesitations

continued

inquiries

whj>— -wtlnt to do

likewise."
Affiliated with the
CINCINNATI POST

WCPO-TV
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40 West 52nd
(Continued from page 6)
sou can in the way of statistics and 1 11
build the announcement series, and
well get on the bandwagon.
Robert R. Tincher
V.p, General Manager
WNAX, Yankton, S. D.

Reference is made to your promotion
piece entitled "An open letter to Bill

Don't do anything until you
hear the NEW

Lang-Worth

Transcribed Music Library...

I am in the process of selling a
Rine, WWVA.'
to a sponsor who will devote
program
the program exclusively to selling the
advantages of free enterprise and the
American way of Life.

It occurs to me that the "U. S.
optimstatistics for use in 'Let's sell ng
ism' " could be used in providi
the
continuity for this program.
I would be grateful if you would
forward me these statistics unless you
feel they would be of no value for
the aforementioned program.
John Cleghorn
General Manager

a revolutionary development in sound reproduction.
US*

1 1 1 &£3lPv<Sj! I

ANNOUNCEMENT

WRBC,

Jackson, Miss.

We are 100fr behind your "Let's
sell optimism" idea. In order that we
may do a complete job of promotion,
would you please send us 15 additional
copies of your prospectus, plus full
statistics.
Gerry Cohen
WLOL

SOON

Minneapolis,

Minn.

have received your pamphlet
entitled "An open letter to Bill Rine.
WWVA." and are greatly interested
We

LANG-WORTH
FEATURE

113

W.

57th

P R 0 G R A M S, In c

STREET,

NEW

YORK

Network Calibre Programs
at Cocal Station Cost

19,

N.Y

your "Let's sell optimism"
n along.
in helping
campaig
We need the U. S. statistics you
offered, so will you please send them
an "optimism'
along so we can inget Baltimore
.
rolling
campaign
Any other suggestions or information you have available would be greatly appreciated.
Marilee C. Considine
Program Manager
1/ /'/'//. Baltimore, Md.

If there is a better way for radio
to do a public service job than by putting your "Let's sell optimism" idea
into effect, I can't think of it at the

14

SPONSOR

moment.
WABY intends to go to work on it
immediately,
and to that end will
appreciate
any
statistical
or other
material you can furnish.
Russell B. Wilde
General Manager
WABY, Albany, N. Y.

CCD"LEa?0JKCI »QQ!
WITH RADIO'S No. 1 F00TBALI SHOW

As offered in your "open letter to
Bill Rine." would you please send the
statistics for use in a "Let's sell optimism" series here?
Elliot Wager
KLZ
Denver, Colo.
I want you to know that I enjoyed
reading your "open letter to Bill Rine,
and all other Station Managers."
I think your Les Blumenthal has
a fine idea, and if you have a lot of
statistics that you can supply to help
us "sell optimism," shoot them on to
us and we will begin to put that kind
of activity into force in this section of
Illinois.
I think you are doing something
very
excellent
here
and
that you
deserve a pat on the back for the idea.
I'm equally sure that such fellows as
Hugh
Halff, Martin
Campbell,
and
Harold Hough sensed the opportunity
to do the same thing that I feel can be
accomplished in this market, and that
they will spark the idea down in Texas.
Fred C. Mueller
General Manager
WEEK, Peoria, III.
DALLAS

TV

Article on Sunset's TV advertising
rang bell with us here ... do you
have about 100 reprints of same you
could rush us airmail? If not, could
we have your permission to reproduce
the story here . . . giving full credit to
sponsor, of course?
For the past couple of months we
have been working a distributor and
dealer-wide promotion campaign to
sell TV sets, and we believe we'll have
some figures for you in a few weeks.
Television is taking hold well here in
Dallas . . . KBTV goes on the air about
1 September . . . KBLD-TV a month
or so later.
Meanwhile, I'd appreciate hearing
from you as soon as possible regarding the reprints; we can use them to
great advantage.
Kendall Baker
Bozell & Jacobs
Dallas, Tex.
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1949

•PREDICTIONS
•HEADLINE

NEWS

•FEATURE STORIES
•DIG NAME GUESTS

WiiU
COACH

FRANK

LEAHY

Head Coach at the University of Notre Dame

Transcribed for Local or Regional Sponsorship — 15 minutes,
once a week for 13 weeks during the football season beginning the
week of September 18 and carrying through the week of December 11.
Recorded weekly following Saturdays big games, and expressed for
Thursday or Friday broadcasting, the next week.
Promotional Features — This season's program includes new promotional features such as photographs, newspaper mats, feature and
publicity stories and other merchandising and sales help to assure
the success of "Leahy of Notre Dame."
Scoop Your Market and Hold The

Sports Audience

with

"Leahy of Notre Dame" — Football is just around the corner.
Beat the rush by requesting full information today.

WRITE

. . .WIRE

. . . PHONE

For Prices and Information

GREEN

ASSOCIATES

PHONE— CEntral 6-5593
360 N. MICHIGAN

BLVD.

•

•

CHICAGO

1, ILLINOIS

15

KFH IS TOPS
TOP DAYTIME
HOOPERATINGS
IN

CITY

OF

WICHITA

WINTER-SPRING
DECEMBER

REPORT

'48 THROUGH
RatiAPRIL
ng

Program
NEWS

13.9

NEWS
8:45

A.M.

10:00

A.M.

9:45
12.15

A.M.
P.M.

12.5

GODFREY
BREAKFAST

CLUB

GODFREY
GODFREY
CHOW

TIME

12.4
12.1
12.0
11.9
11.3

49

Outlet
KFH
KFH
KFH
ABC
KFH
KFH
KFH

Here is an opportunity for some aggressive advertiser to step into the #2 radio spot in Wichita with
the noon-time news over KFH. It won't be sustaining long, so if you are interested, you will be
wise to call the nearest Petry man right NOW.
Our congratulations
and Peter Paul Inc.
TOP rated daytime
the 5:45 p.m. News

go to Studebaker
for sponsoring the
show in Wichita —
over KFH.

5000 Watts - ALL the time
REPRESENTED

16

NATIONALLY

BY

EDWARD

PETRY

&

CO.,

INC.

WICHITA,

KANSAS
SPONSOR
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New ami renew
THESE

hESIF

New

Blatz

Foundation
Brewing

Comstock,
Dulles
D'Arcy Farrell, Chesley
Kastor,
Clifford

Co

Coca-Cola
Co
Illinois Watch
Co (Elgin
American
Co div)
International Harvester Co
Liggett & Myers
Tobacco
Co
Smith Bros

vQ

NET

AGENCY

Inc

U. S. Tobacco Co

APPEAR

IN ALTERNATE

ISSUES

on Networks

SPONSOR
Animal

REPORTS

Weiss &

&

Geller

STATIONS

CBS
NBC

62

CBS

McCann-Erickson
Newell-Emmett
Sullivan, Stauffer
, Colwell
& Bayles
Kudner

NBC
CBS
ABC
MBS

PROGRAM,

time, start, duration

163

Allan Jackson
& the News;
Sun
39 wks
Th 9:30-10 pm; Sep 15; 52 wks

11-11:05

am;Sep

11;

171
149

Charlie McCarthy;
Sun 8-8:30 pm; 52 wks
Groucho Marx;
Wed 9-9:30 pm; Oct 5; 52

165
172
187

Harvest of Stars; Sun 5:30-6 pm; Sep 25; 52 wks
Bing Crosby;
Wed 9:30-10 pm; Sep 21; 52 wks
Stop the Music; Sun 8:15-8:30 pm; Sep 18; 52 wks

380

Martin Kane Private Eye; Sun 4:30-5 pm; Aug 7; 52 wks

wks

Renewals on Networks
AGENCY

SPONSOR

NET

Allis-Chalmers Mfg Co

Bert

NBC

J6i

Champion
Christian

MacManus,
John
& Adams
H. B. Humphrey

ABC
ABC

237
75

Hall Bros Inc
Philco Corp
Skelly Oil Co

Foote, Cone & Belding
Hutchins
Henri, Hurst & McDonald

CBS
ABC
NBC

158
271
25

Wander

Hill-Blackett

MBS

518

Spark
Science

Plug Co
Monitor

Co

S. Gittins

STATIONS

PROGRAM,

time, start, duration

National Farm & Home
Hour; Sat 1-1:30 pm; Sep 10;
52 wks
Champion Roll Call; Fri 9:55-10 pm; Sep 30; 52 wks
Christian
Science Monitor
Views
the News;
Tu 9:309:45 pm; Aug 30; 52 wks
Hallmark Playhouse;
Th 10-10:30 pm; Sep 8; 52 wks
Breakfast Club; M-F 9:45-10 am; Aug 29; 52 wks
Alex Dreier; M-F 8-8:15 am; Sep 5; 52 wks
This Farming Business;
Sat 8-8:15 am; Sep 5; 52 wks
Captain Midnight;
TuTh
5:30-6 pm; Sep 20; 52 wks

Sponsor Personnel Changes
NAME
James
S. Austin
C. I. Bagg
Fred J. Board
Cleve W. Carey
Arch T. Carithers
A. B. Collier
W. E. Fish
Gordon
Gent
O. H. Greenfield
F. L. Hart
J. H. Herlocker
Bernard O. Holsinger
William
King Jr
H. W. Maier Jr
John K. McDonougli
Thomas M. Morton
E. L. Reibold
Leon
Soudant
Robert
E. Thompson
William B. Tower Jr
John A. Underwood
Norman
K. Van Derzee

•

FORMER

AFFILIATION

NEW AFFILIATION

John Morrell & Co, Ottumwa la., asst to sis dir
Newell-Emmett,
N. Y., acct exec
Standard
Brands,
N. Y., ajst prod mgr of Chase
& Sanborn
Coffee, Tender
Leaf Tea
Rexall Drug Co, L. A., gen sis mgr
John Morrell & Co, Ottumwa la., sis dir
General
Motors
Corp
(Chevrolet
motor
div),
Detroit, asst gen sis mgr

International

Milling

Co,

Mnpls.,

gen

sis

mgr

International
Milling Co, Mnpls., adv mgr
International Milling Co, Greenville Tex., adv, sis
prom mgr
Sylvania Electric Products Inc, N. Y.
Cluett, Peabody & Co Inc, Chi., sis prom
Nestle Co Inc, N. Y., sis prom mgr

mgr

International Milling Co, Mnpls., asst adv mgr
Illinois
Watch
Case
Co
(Elgin-American
div),
N. Y., eastern sis mgr

Same, sis mgr
Sylvania
Electric
N.

Products

Borden

Co,

Y.,

Rexall
Same,
Same,

Drug
Rexall
vp

Same,

gen sis mgr

Inc,

N.

adv

mgr

for

Co, L. A.,
div dir

adv

mgr

Y.,

sis

mgr

Borden's

Starlac

Bowey's Inc, N. Y., sis prom mgr
Adam Scheidt Brewing Co, Norristown Pa., gen sis mgr
Dean Milk Co, Chi., vp in chge sis, mdsg
Same, Kansas City, gen sis mgr
Sylvania
Electric Products
Inc, N. Y., sis prom
mgr
Same, gen sis ingr
Same, Mnpls., adv mgr
Same,
Adam
Same,
Borden
Hot

sis dir
Scheidt Brewing
Co, Norristown
Pa.,
regional sis dir
Co, N. Y.,
Instant Coffee,
Chocolate
adv Borden's
mgr

adv

mgr

Instant

Mix

Same, Kansas City, adv mgr
Same, Elgin 111., sis mgr
Borg-Warner
Corp
Hudson
Motor Car

(Norge div), Detroit, vp in chge
Co, Detroit, vp in chge sis

sis

In next issue: Xew National Selective Business: New and Renewed on Television; Station Representation Changes; AdM'ertising Agency Personnel CBtanges

National Broadcast Sales Executives (Personnel changes
NAME
John

11.

FORMER

llachcm

CBS,
MBS,
ABC,

George M. Bens..n
G. I. Berrj
Hum .mi It. Burkham
Keith
s. Chase
Kd Dennii
Hi i in. in E. last
l(r\
(,.l\
Jr
James Hyde
William
M.
Koblenzer
( ;u mil Marts
Richard s. Nickeson
I i m-st
Gordon
George

AFFILIATION
DuMont,

N. Y.
N. V.
central

eastern
di\
sis

sis mgr
mur

Willi,
Kansas • ity Mo.,
WKRC,
Cinci.,
mgr
Transradio
Press Service
Consumer's

NEW

Aid,

Chi.,

vp,

Joseph
Hershey
Storecast
Corp
DuMont,
N. Y.,
MBS,
Chi., div
W1SC,
Madison

mgr

WklHV,
Madison
Wis.,
continuity
dir
WKNV,
Klmira N. V., rumml
mgr
CKNW,
New
Westminster
B. C, prodn
mgr
Harrington,
Whitney
& Hurst,
L. A., partner

I'. Oliver
Reid
Whitney

Y.,

time,

pgm

sis

dept

Same,
nat'l sis mgr
DuMont,
midwestern
div sis mgr
MBS,
N. Y. div sis mgr
(FPL,
London,
Ont.,
sis mgr
Same,
sis mgr
Same,
sis mgr

sis rep

gen

N.

AFFILIATION

WKSB,
Same,
Don

McGillvra,
Chi., midwest
of America,
Chi., western
time,
pgm
sis dept
sis mgr
Wis.,
sis mgr

WESB-FM,
sis mgr
Lee

Bradford

Broadcasting

Pa.,

System,

gen

sis office
sis, adv

sis

H'wood.,

mgr
mgr

mgr
gen

sis

mgr

■

New Agency Appointments
SPONSOR
Adam

Hat

Admiral

Stores
Corp,

Ansley
Radio
V. Arena
&
Automotive

Inc.

N.

N.

PRODUCT
Men's

Y.

Y.

& Television
Inc, Trenton
Sons
Inc, Norristown
Pa.
Trade

Association,

Beech-Nut
Packing
Bell & Howell
Co,
Bib Corp,
Lakeland

Supply

Co,

(hi.

Foremost

Dairies

Inc,

Jacksonville

Electric

Glaze-AU

Supply

Corp,

N.

Hartshorn
Watch
Co,

Co,
N.

N.
Y.

City Mo.

Bros

Co,

S.

Rosa

F.

Calif.

Cambridge

sets

Ithaca N.
N. Y.

Inc,

Minnesota

Calif.

Mass.

Co

National

Association

National
L. A.

Bargain

Inc,

St.

of Variety

Buyers

Club

Stores
of
Des

Peerless

Co

Fountain

Pen

&

Kichel
Distributors
Inc,
Rulo
Products,
Chi.
San

Francisco

Hotel

Pencil

S.

F.

Products

Standard

Inc,

Brands

Stokcly-Van
Camp,
Stuart
Clothes,
N.
S.

B.

Thomas

L.

Inc, N.

Mixes

cream

rel,

N.

N.

Y.

Stanfield,

Toronto

D.

Richards,

N.

Cedar
Chi.

Rapids

Y.

Conley, Baltzer,
Pettier & Steward,
Beaumont
& Hohman,
Detroit
shades

Clipper
forced-air
gas furnaces
Home
Show
Exposition
butter spread

Paul
Smith,
Dorland,
N.

N.
Y.

Knollin,

F.

N.

Surf

J.
Soap

Food prods

S.

W.

Ayer,

Walter
adv

N.

Y.

Thompson,

N.

Y.,

for

Chi.

bakery prods

Davis-Harrison-Simmonds,
Cole's, Des Moines
H. W. Hauptman,
Chernnw,
N. Y.
Lee
Tim

Ramsdell,
Morrow,

Beaumont

Instant

F.

.

O. David,
St. Paul
Tim
Morrow,
Chi.
organization

S.

Y.

BBD&O,
N. Y.
Louis
A. Smith,

bags

Pens,
pencils
Cosmetics
Reducing
plan
Hotels

Specialty
Stoves

la.

Kal, Ehrlich & Merrick,
Wash.
Moser & Cotins, Utica N. Y.
Prudential,
N.
Y.

Surf

distributing

addi-

Y.

Beer
Hotel

Mdsg,

in

Beaumont & Hohman, S. F.
Donahue
& Coe, N. Y.

Food
prods
Clothing

Calif.

Eckhardt,

F.

Fletcher

Cookie "mix
Chase
&
Sanborn
Coffee,
Chase & Sanborn

City

Y.
pub

C. C Fogarty, Chi.
Tim
Morrow,
Chi.

Insurance
Y.

&

Harold

A.
Y.

Y.

Western
Stove
Co, Culver
Wyler iV Co, Chi.

infants

Wines
Cosmetics

Indianapolis
Y.

Inc, N.

N.

N.

St. Georges & Keyes,
Balto.
Kal, Ehrlich & Merrick,
Wash.
McCann-Erickson,
Borland,
N. Y.

Antennas
Inc,

Phila.

Association,

prods

Association
Inc,

Moines

Santa
Fe Vintage
Co, L. A. .
A. Sartorius & Co Inc, N. Y.
Skaggs

Chi.

America

National
Benefit
Insurance
Co,
Oak
Itidge Antennas,
N. Y.

for

Plastic
food saver
Macaroni
prods

Paul

spaghetti

Kenyon

Baking

Weintraub,

N. Y., for radio,
tion to current TV
Frederick-Clinton,
N. Y.

Appliances
Automotive
polishes
Candy
Bay cruises

Honey,

Y.

Chi.
Macroni

juice

H.

Kudner,

W. D. Lyons,
Deuss-Gordon,

Swan
Marcor

appliances

prods
equipment

Window
Watches

Co, Scbastopol
Wash.

Honey-Butter
Products Corp,
Jewish
Agency
for Palestine,

TV

Wax,
astringent
Dairy prods

Fla.

Y.

Henderson
Furnace & Mfg
Home
Builders Association,

Radios,

Food
Photo

Corp, Chi.

Stewart
Helbros

sets,

Downy-flake
Perfumes

Kansas

Bros
Brewing
Co, Santa
Hotel, Mackinac
Island

Lever

Y.

AGENCY
Willian

TV

Orange

Golden
Gate
Scenic
Steamship
Lines,
Gold
Medal
Candy
Corp,
N. Y.
Grace
Grand

hats

Radios,

Contc Luna macaroni,
Institutional

Toronto

Dearborn
General

J.

Wash.

Co, Canajoharie
Chi.
Fla.

Canadian
Doughnut
Co Ltd,
Dana
Perfumes
Inc, Chi.

N.

(or service)

&

N.

H'wood.

Y.

Phila.
Chi.
Hohman,

S.

F.

Lockwood-Shackelford,

L.

A.

Reiss, N. Y.
Barton
A. Stebbins,
t .. nipt. in. N. Y.
Gardner,

St.

L.

Frederick-Clinton,
John
Stanton,
N.
Agency
Barle

Associates,
Ludgin,

L.

Chi.

N.
Y.
L.

Y.
A.

A.

Canadian

BIG

THINGS

HAPPEN

•

IN THE WWVA
As big things happen in industry in the WWVA
area, so do big things happen for WWVA advertisers. For the WWVA 50, 000- watt voice reaches
into more than two million radio homes, covering
eight and one-half million people . . . people who
produce more than half the nation's coal, more
than half the nation's steel in Eastern Ohio, Western
Pennsylvania, Virginia and West Virginia.

AREA

They welcome WWVA's friendly local programs
and top-flight CBS shows into their homes. Proof
that they listen: Attendance at personal appearances of WWVA artists. Proof that they buy:
Station mail of more than one thousand pieces a
day. WWVA can help you sell your product in a
big way in a big market. Consult your nearest
Edward Petry Man today for Fall availabilities.

50,000 WATTS --CBS •• WHEELING,
NATIONALLY

REPRESENTED

BY

EDWARD

PETRY

National Sales Headquarters: 527 Lexington Ave., New
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Every day is Labor Day for Jamison . . .
. . . and he loves it.
According to our man Jamison, a good radio and television representative
is a fellow who makes things easier, more efficient and more
profitable tor other people. And, of course, the types of other people
he is particularly interested in are:
1 ) broadcast ad\ertisers . . . and
2 ) broadcasting stations.

"We representatives," he often says, "are in business for just one thing
. . .TO GIVE SERVICE. National Spot Broadcasting is an
exceedingly complex medium., .often involving hundreds of different
stations, each on a separate contract. Few advertisers, and even
fewer stations, are equipped to make all their own arrangements. But
firms like Weed and Company, with offices in every major time
buying center across the nation, are in a position to render a
unique and valuable two-way service.
"Performing this service expertly requires hard work and plenty of
it . . . which undoubtedly accounts for
my own personal success, as well
as the outstanding position of
Weed and Company in the field."

Wea ed
a n
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company

radio and television
station representatives
new
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JEAN

HERSHOLT

AS "DR. CHRISTIAN"

MEETS ANOTHER

OF THE LOCAL

CRISES HE HAS CONFRONTED

WEEKLY

FOR

12 YEARS.

Chesebrough and
the common touch

21 years of human-interest
radio have kept Vaseline
sales eliiiihing

Year after year, the broadcast advertising activities
■
■'
'' of the Chesebrough Manui\i% •}
facturing Company, maker of Vaseline hair tonics, lip ice, petroleum
jelly, and toiletries, go virtually unnoticed. It is a case, more than anything else, of an advertising approach
that becomes unobtrusive due to its
simplicity and

consistency. Chese-

brough's radio advertising is not
flashy. It is not high-powered.
It is
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not spectacular . . . except in the results itbrings to this 69-year-old firm.
Despite razzle-dazzle radio and TV
promotions by other manufacturers of
hair tonics and hair dressings, Vaseline continues to be the number one
hair tonic on most national brand-preference surveys, and slips to number
two in only a few markets. For example, the American Magazine Market
Guide shows Vaseline brand tonic
leading nationally last year with 23.3%

of the men naming it as their favorite
brand. (Wildroot was second with
21.5%; Vitalis third with 14.2%).
Vaseline Petroleum Jelly, used as a
first aid for burns and skin irritations,
is now so far the leader in its field
that Chesebrough has been worried at
times about the danger of the word
"Vaseline" becoming a generic word
for petroleum jellies.
It comes as a surprise to not a few
advertising
men
to see results like
23

YESTERDAY:

VASELINE

PACKAGES

REFLECTED

this achieved without enormous media
expenditures and high-pressure selling.
On the other hand, those familiar with
broadcast advertising's ability to deliver continuing product sales, when
its use is based on creative intuition
and advertising research, know

that

Chesebrough's success is merely a matter of sticking with a good thing, improving itgradually, and maintaining
a consistent merchandising and advertising approach. The close and pleasant
relationship between Chesebrough and
its advertising agency, McCann-Erickson, has played a large part in the
steady upward growth of its radio
ratings and the corollary upward trend
in Chesebrough sales.
Chesebrough's advertising approach,
at the same time, is not merely a
glorification of the past. Both client
and agency have had, through the
years, the foresight to realize that what
sold Vaseline products in, say, 1939
is not necessarily what is going to sell
them today. Just as the various Vaseline product packages have been
streamlined to meet the needs of current marketing trends, so has the radio
gradually been modernized and
changed (example: Chesebrough's radio advertising in foreign countries)
to meet a specific need. No capsule
description of its air advertising fits
as well as the old French proverb
which freely translated runs: "The
iim .it- a thing changes, the more it is
the same."
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THE

PROGRAM

WHEN

CHESEBROUGH

Chesebrough came to broadcast advertising in the first week of August
1 928. It was the year when Hoover
defeated Al Smith. The Graf Zeppelin
had flown the Atlantic and had hovered
over New York Harbor while the
whistles blew. Admiral Byrd was in
the midst of plans to fly to the South
Pole, and Einstein was working on a
new theory of relativity. It was a good
year for Chesebrough. which expected
to have a net income of more than
$1,500,000 and a healthy sales curve
for its well-established products. In
those boom days of cloche hats, lowslung waistlines, and bathtub gin.
Chesebrough felt that it was in a
strong enough position to experiment
with the newest advertising medium —
radio. Accordingly, on the recommendation of McCann-Erickson. Chesebrough's first radio program. Real
Folks, went out to listeners on the old
NBC-Blue network. The show, heard
on Mondays 9:30-10:00 p.m. on an
11-station network, was one of radio's
first "family appeal'' dramas. It dealt
with the doings of a family group and
its friends in a typical small American
town. and. more or less by accident,
stumbled on one of the basic radio
formulas — the soap opera. George
Frame Brown, a familiar name to radio old-timers, headed the cast which
included Ed Whitnev. Elsie Mae Gordon. Phoebe Mackay, and Tom Brown.
While not strictly speaking a serial
-how. it had running characters with

STARTED

IN

RADIO

WITH

"REAL

FOLKS"

many of the over-simplified values and
characteristics that mark the "daytime
soaper" even today. Before Chesebrough bought it. Real Folks had had
a trial run on NBC-Blue as a sustainer.
with a heavy mail pull.
Real Folks dispensed a brand of
folksy humor and cracker-barrel philosophy, combined with simple, evervday problems and their happy solutions, that worked well for Chesebrough
almost from the beginning. The commercials were, as most commercials
were in 1928. mostly adaptations of
copy used in newspapers and magazines, but even they worked well, and
definite sales increases were noticed
after a few weeks. Chesebrough salesmen (actually, Chesebrough sales are
handled entirely by Colgate-PalmolivePeet in this country under a deal that
is as old as Chesebrough I were enthusiastic about the new radio advertising. The station list was upped from
11 stations to 41. after the first year
or so. and the billing figures took a
corresponding leap from $44,000 to
an almost unheard-of $234,000. Talent
costs ran around S1000-S1500 a week
for the show, which was primarily a
George Brown package.
The Real Folks show ran for more
than three years for Chesebrough until
the end of December 1931. During
that time, it became apparent to both
client and agencv that the) had hit
upon what might well be the ideal
radio approach
for Chesebrough.
It
SPONSOR

IN

1928.

ODAY:

ALONG

WITH

MODERN

PACKAGING,

CHESEBROUGH'S

was simple, human, everyday. It was
an unsophisticated approach that gave
rise to its own dramatic laws. Real

1949 AIR-SELLING PROGRAM

good job saleswise for Chesebrough
products. However, the depression had

hit the nation, and Chesebrough 's net
income figures for 1932 were about
city dwellers, was "corny." But it half what they had been in 1928. Costclicked with out-of-town audiences and . cutting was the order of the day. and
radio was one of the casualties. At the
the rural areas, since the stories were
simple and understandable. Rather close of 1932, after a years run for
Chesebrough. Friendship Town ( it had
than wit. Real Folks dispensed humor.
Rather than sarcasm. Real Folks gave become a Wednesday-night half-hour
forth morality. Rather than exotic sit- show by that time ) went off the air.
uations, Real Folks got down to the
The company reduced its entire advertising during the next five years,
level of ordinary human problems.
Here, if anywhere, is the secret of and went out of radio completely. The
Chesebrough's radio success, for this memory of what radio had done for
approach has been the keynote of its the sales figures, however, remained.
radio ever since.
In 1937, when net income figures
Chesebrough dropped Real Folks at had climbed back from the 1934 low
the end of 1931, in an argument over ebb of $614,671 to more than $800,000.
talent costs. With the lessons of Real the company felt it was time to go
Folks in mind, McCann-Erickson's ra- back to air-selling. This time, the
dio director, Dorothy Barstow (now
agency and its radio department built
Mrs. Dorothy B. McCann) put to- their show carefully from scratch. It
had been decided in advance that the
gether a show called Friendship Town
which went on the NBC-Blue air on 1 show was to have the same basic appeal
January 1932, in a Friday night 9-10 as shows like Real Folks and Friendship Town. With this broad outline in
p.m. spot. Friendship Town went after
the same type of audience that had mind. McCann-Erickson in New York
formed a habit of listening to Real started keeping a sharp eye open for
the
Folks. The program featured Virginia
along.right star and vehicle to come
Folks, to veteran playgoers and big-

Gardner, Don Carney (later radio's
"Uncle Don"), Ed Whitney (of the
Real Folks cast). Frank Luther. Pick
& Pat. and Maria Cardinale. As far as
the story content was concerned.
Friendship Toivn followed the same
lines as the show that preceded
it.
Again, the show pulled, and did a
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Across the country on a Hollywood
sound stage, meanwhile, a Danishborn actor named Jean Hersholt had
been working in a film called Country
Doctor. A soft-spoken lover of home
and fireside, of pipe and books, Jean
Hersholt had been a "natural
for the

INCLUDES

TV SPONSORSHIP

OF ROLLER DERBY.

part. In 1936, the movie had been
released, and had been a hit. A Hollywood columnist, noted at that time for
pressuring famous star names to appear gratis on a radio show the columnist ran as a side-line, had asked
Hersholt to do a scene from Country
Doctor on the air. Hersholt had done
so, and the mail response had been
tremendous. A shrewd business head
as well as a good actor. Hersholt had
suggested to his agent that he have a
radio script written around the type of
character he had portrayed. This had
been done, and the script, in 1937.
was making the round of the agencies.
One day, it landed on the desk of
Dorothy McCann, and it was love at
first sight.
Hersholt was quickly offered $1000
a week to play the part on the air. He
wired back that he would do it. and
then found he had to pay 20th Century-Fox some $300 a week to get a
radio release on his contract. This arranged, on 7 November 1937 Chesebrough returned to broadcast advertising with a show that it has sponsored without a break ever since. That
show is Dr. Christian.
From the beginning, the show was
just what Chesebrough wanted. The
character of the kindly country physician and his pretty nurse, Judy Price,
lent itself to the kind of "dignified
under-selling" of Chesebrough products that had proved itself in previous
(Please turn to page 40)
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This report analyzes reasons why,
according

to many

City Hooperatings

timebu/ers,

fall down

. . .

CM HOOPERATINCS

(lit\ Hooperatings are. at
best, straws in the w ind. \t
worst, they're the straws
that break the back of intelligent timebuyers. Disregarding entirely the
capabilities of housewives who. in
two-hour shifts, make the Hooper telephone coincidental surve\s. the resulting figures can be onlj at the best
indicative and frequently are downright misleading.

I

It's eas\ In bu\ time by using City
Hooperatings -easy to buy time and

L

get the leasl for an advertiser's money.
C. E. Hooper himself stresses the
limitations of most of his reports, except U. S. Hooperatings. All his other
reports are based upon telephone interviewing, 13attempted calls in each

FARGO-MOORHtA

I ■"> minutes. In many of Hooper's Cit\
report areas I 100 cities) only one interviewer is working at any one time.
Big cities, of course, have more than
one unit working at a time, but the
"big" cities represent only a small
fraction of those for which Hooper releases City Reports.
Since Hooper feels, as do other researchers, that a minimum of 400 in-

OMAWA-COUNCIL

terviews is vital before a "'rating" for
a program or time period can be held

BLL

LINC

to be "publishable." City Hooperatings
are published in most cities three times
a year, usually for five-month periods.
\ Monday-through-Friday daytime rating for a five-month period is based
upon telephone calls made five da\s a

WICHITA

w

(Nil

month, or 2."> days during a five-month
period. In a one-interviewer town
(realh two interviewers working in
shifts) this means 16 calls per 15minute period if the 400 minimum is
to he attained.
To achieve a station-program or
time-period rating of 10 for a five-daj
period, only eight homes would have
to report listening during that period
or to that daytime strip, during a sur\c\cd week. It is possible that a combination of reports from 36 cities can
indicate the relati\c popularity of network programs among radio-sel
owner- in telephone homes. It's questionable, however, if the same quantitative information, even though it
covers fi\<- months, can give definite
popularity ol a program or time period
on a single station in one town. The
sample is just too small.

26

lus
UP

k.

*

For stations in only 3 markets,
12

times

a year. The

only

New

market

York, Chicago,
which

gets

them

and

Los Angeles,

4 times

a

year,

do City

Hooperatings

or

a

once

season,

is

provide

information

Minneapolis-St.

SPONSOR

Paul.

". . . lack of time and inclination"

heir frailties and misuse

1

prevented

C. E. Hooper

from

answering

them in SPONSOR.

More important than size of samj>l<is the fact that these ratings do not report upon the same thing at all times.
Not only do programs on stations
change during any five-month period,
hut competition to nearly all programs
also changes. Thus, the rating may
not only be for one or more programs,
but it will certainly represent the
effectiveness of that program or number of programs against a number of
changing programs on other stations.
Thus, a City Hooperating for a program or time period does not tell a
sponsor or an agency timebuyer the
size of the audience he is buying even
in telephone homes.
It is a common practice, since C. E.
Hooper claims that his ratings are
projectable to all telephone homes in
an area surveyed, to conclude that a
rating of five in a city of 200,000
would indicate an audience of 10,000
homes for a time period. Hooper himself warns against this type of projection. He points out, "A City Hooperating is a comparative measurement of
average station audience taken in the
five-cent-call zone among residential
telephone subscribers where typically
all stations identified with the city can
be heard. Its purpose is to establish
the comparative popularity of radio
programs in this sample. Such popularity ratings should not be considered

A

SPRINGFIELD

pHllAOetPW

lN|,.ANAPOUsV| I
ANSVIUEJ^
I

rdm.SSTONr/ _MMOMO

MOWOLS^t^S^KfH^

ITY, MO. (r KANS-

Legend
0

Twelve a Year

9 Four a Year
^csonvillt'X
TAMPA-ST.

PETERSBURG

3

Three a Year

One a Year
RPUS CHRISTI

»bout one-third of the
;nd reports on a dozen
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MIAMI I

100 or more cities "covered"
in City Hooperatings
are reported
on only once
of them are made
only twice a year. The
others
are reported
on three
times

1949

in Hooper's own chart included with
each City Hooperating report, is from
2.9 to 7.1.
Many stations using City Hooperatings. and a whale of a number of timebin ers. project their City Hooperatings
to their entire coverage areas. It cant
be done. Hooper, in his Code of practice governing use of City Hooperatings, states, "This report is based upon
city telephone sample only. Projections or other suggestions of applicability beyond this scope are not per-

® Two a Year

LsbuA

Almost as important as the fact that
absolute."
City
Hooperatings are not measurements of audience size is the factor of
statistical variation in these reports.
With a rating of the size of five for a
15-minute strip, which is reported
upon from a basis of 400 calls, the
possible statistical variation indicated

a year,
a year.

(Please turn to page 62)
missible."

27

PART ONE
OF

A

SERIES

Disk jockey: air phenomenon
Thousands

of them with teeliniffiies as different as fingerprints

When

Al Jarvis began spinning phonograph records
and chatter on the West
Coast air more than 15 years ago, and
Martin Block introduced New York
listeners to the same kind of programing technique shortly afterwards, they
— and a mere handful of others — were
the sole standard bearers of a facet of
radio that required the better part of
a decade to come of age. Today, Jarvis
and Block, each with his Make Believe

Ballroom, the former on KLAC, Los
Angeles, the latter on WNEW. New
York, includes
are charter
of a jockeys
"club"
that
somemembers
2000 disk
on virtually every radio station in the
United States.
Perhaps the greatest single reason
for the success of the disk-jockey format, aside from the personality of the
platter spinners, lies in its flexibility.
Programs may run from 15 minutes
to two or three hours: not a few past

Noted
announcer Ted Husing
(top) and former
band
singer
Bon Bon (bottom) bring established names to platter-spinning.

and present shows have been and are
midnight-to-dawn sessions. The type
of recordings played may range from
pop songs to the classics, from hillbilly
music to bee-bop. from Crosby to
spiritual singers. The chatter accompanying the disks can be straight,
comedy, serious, explanatory — or a
combination of all four. Records can
be grouped — the top dozen tunes of
the week or the month or the year:
musical-comedy

songs

of

previous

Teen-agers and even smaller fry are major factors in disk-jockey audiences
throughout
U.S. WJBK
and KFEL
stars get solid via autographs,
guests.

HAL MOORE'S

"THE BUGLE CALL" ON

PHILADELPHIA'S

years; outstanding platters made by
the late Glenn Miller or Tommy Dorsey or Dinah Shore — or they can be
totally unrelated. Program selections
may be carefully thought out by the
disk jockey himself, or they may be
arrived at via the requests-from-listeners route. The elasticity and latitude in programing a disk-jockey
show are limited only by the normal
consideration of good taste and the
imagination of those handling the program.
Although the past half-dozen years

29 AUGUST

WCAU

IS AMONG

TOP

DISK-JOCKEY

have seen the number of platter-spinning sessions climb into four figures,
it nevertheless takes more than an announcer and a stack of records to
make a disk-jockey program mean
something to an audience, a station,
and the advertisers participating on the
show. Just as flexibility is the major
ingredient in the over-all success of the
d.j. pattern, programing is the number
one item in the success of any individual d.j. broadcast. Indiscriminate
material selection and/or aimless, overlong talk will have the most patient

SHOWS

IN

THE

QUAKER

CITY

listener dialing elsewhere for his diskjockey entertainment.
Because of the adaptability of the
d.j. formula to any type of music, programing a platter show can take a
number of forms. Some turntable
jockeys group the pressings of one
name singer or orchestra within a particular time segment; others set and
preserve a soft, melodic, relaxed mood
through the use of that type of instrumental music; still others feature jazz
recordings exclusively. Locality, time
(Please turn to page 44)
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Pearson agreed to disagree. Then Lustig signed what he wanted — Pearson.
He had to take the Weintraub agency
along with
Pearson
since Pearson's
contract
is with
Weintraub
and not
with either the ABC network or the
Bponsor.
Lustig's purchase of Drew Pearson
is typical of the Adam Hat business.
It s a Lustig operation, despite changing advertising managers and general
managers.
It's not unusual for Adam Hat to
change agencies — it changes them
when the program mood changes.
Adam has run the gamut of Madison,
Buchanan, La Roche & Ellis. Biow. and
now Weintraub. Madison has lasted
longer than any other agency, and the
account has come back to this agency a
number of times after the 15 percenters
and Lustig have disagreed. The Madison agency handled the business of
Elias Lustig and Brothers, hat jobbers,
before there were any retail or hat
manufacturing ambitions. Came a hat
retailer in the Bronx who couldn't pay
his bills. Came the same hat retailer
with an offer. "Take the business."
Lustig did.
It happened in 1922. In that year
Dave Gibson, account executive of
Madison, now radio director, was
handling the trade advertising for the
rew

Pearson

switches hat sponsors but still leads radio

commentators

with

his

chin,

and

sponsor

approves.

Mam likes a fight
Hat maker

leaps into ring
again with Drew

Pearson

hat-jobbing firm. Lustig asked his advice on what to do with the retail
store, so Madison had a new account.
The store started making money: Lustig bought four more. Dad and uncle
died (they owned a prosperous panama-hat importing firm I. and Elias
and his brother had some more money
with yvhich to play. The four-store
chain become a 14-store operation, and
it was time 1 1924 1 to incorporate.
Adam Hat Stores were in business.
As Adam grew, it found its greatest
competition in Sarnoff-Irving. a 140outlet chain featuring a low-price line
Florence

over-all I welve years ago. Elias
Lustig, chairman of the
board and president of Adam Hats,
picked up the option for broadcasting
Madison Square Garden fights from
a hat chain known as Truly Warner.
Truly Warner had dropped the option
because the cost of the rights increased.
Not many months after that Trnl\
Warner was picked up by Adam as a
business.
While Lustig is repeating himself
this year, picking up a program I Drew
Pearson) sponsored successfully for a

number of years by another hat firm, it
isn't for the same reason. And Lustig
does not have any immediate hope of
absorbing the Lee Hat organization.
The reasons for Lee dropping the crusading Mr. Pearson, who has sold hats
successfully despite his battles for the
right as he sees it, is not a matter of
costs. It's simply that Lee has decided
that Pearson has become a little too
hot to handle. Lustig. a great Pearson
fan, has wanted to sponsor Pearson for
some time. The Lustig yen for Pearson
didn't do any good until Lee Hats and

Halop

bucked

Charlie

McCarthy.

of hats at $1 to $2.95. With the 1929
Wall Street crash, Sarnoff-Irving also
crashed, and Adam's "Quality at a
price" theme took over. All through
this period it was newspaper advertising that dominated any battle of hat
retailers or haberdashers. Billboards
were used by the leaders, but most of
the direct selling was in the then directselling medium, newspapers.
As indicated previously, in 1937
Truly Warner dropped the Madison
Square fights and Lustig moved in.
The sponsorship worked so well that
Lustig took over the good locations of
Truly Warner and the Adam Hat
chain really started growing.
When Mike Jacobs, Madison Square
Garden fight promoter wanted more
money for the fights, Lustig protested
and ordered Madison to drop them.
Gibson, then radio director, protested
— even went so far as to endanger the
account for Madison by inferring that
Lustig was a great hat salesman but not
an advertising man. (There are very
few top executives with firms they have
built up who don't think of themselves
as great creative advertising men. Lustig is no exception.)
The fights ran until December 1942.
In September 1943 the first Lustig
brainchild was born. Lustig's theory
was that people like the old familiar
jokes. Didn't Joe Miller's joke book
continue to sell? The old joke program

Adam

finally named Thai's a Good One was
without a Senator Ford. Harry Hershfield, or a Joe Laurie. Jr. It was also
without the Can You Top This formula. It was also without Peter Donald.
The show was on the NBC-Blue at

gram of that cost with no-name talent
— Florence Halop, Jerry Mann, and
Sidney Miller. It lasted the 13-week
contract period.

8:15 - 8:30 p.m. against Bergen-McCarthy competition. They even found
it difficult to give away Adam Hat certificates for the jokes that were sent in.
It was an Eddie Pola package costing
the huge sum of $885 per broadcast, it
did what could be expected of a proPaul Douglas m.c'd. "The

Big Break," which

Hats went in for Madison

Square

Garden

prize fights early. (These

boys are Zale

and

Graziano).

an announcer, was the mc. The program gave aspiring performers an opportunity to play opposite name actors.
The advertising agency at this time
was Glicksman. Star produced no upsurge in business.
But Adam Hat business continued

Lustig next went for a "talent
search" program. Star for a Night. It
was the parent of the expensive Adam
Hat flop, The Big Break, heard three on the upgrade all through these broadcast fiascos. In 1937 its sales were
years later on NBC. Star cost around
$2500, gave a $1000 first prize for the $4,876,650. By 1940 they had grown
best actor in the series. Guest shots to $8,587,999. In 1940, regardless of
(Please turn to page 67)
paid around $75. Paul Douglas, then

proved

to be a big bust

Milt Biow

(3d from left)

handled this show featuring Eddie

Dowling

(right).

Three

participants

in

ABC's

Hollywood

"Bre

PART THREE

Dealer
cooperative
advertising
I li«' station can make

OF

A

SERIES

or break

a sliar<»-tli<»-cost campaign

Literally hundreds of retailers are using the air who
would never have been able
to try the medium were it not for
dealer-cooperative advertising allowances of national manufacturers. I niortunately, more than half of the nation's broadcast stations do not know
bow to handle dealer-cooperative accounts. Recently the Bureau of BroadPauline Frederick (right) interviews Mrs. Tom Dewey, cast Advertising (NAB) has been making available to members of the National Association of Broadcasters
comprehensive file cards which tell
the station commercial managers just
whom to see and how to sell this form
of air advertising.
It is not the easiest type of local
advertising to get going. On the other
hand, once the advertising gets going,
it frequently means that both the national advertiser and the retailer find
out how effective broadcast advertising
on a local level can be.
The problems the stations face are
varied. At the outset, it's necessarv
to sell dealer, distributor, district
manager of the manufacturer, and in a
few cases the national advertising
agency.
It's seldom
necessarv
to sell
the
home-office
of the
manufacturer.
Most national advertisers would like
more dealers to use their cooperative
allowances than actualK do. There
NBC

offers

Richard
32

Harkness

for

co-op

sponsorship,

are

several

reasons

for this.

Except

in a few cases, where the dealer is a
natural-born chiseler. local outlets
using cooperative advertising hit a
higher sales target than those that prefer to skip matching their own dollars
against
the manufacturers.'
tive advertising
is one way ofCooperakeeping
the products of a manufacturer in the
forefront of a retailers thinking at all
times.
Retailers are generally not advertising men. More than this they
are generallv broadcast-advertisingminded. Thev know the air. realize
its impact, but fear that their advertising would rattle around in "that big
advertiser's field."' and therefore they
don t use it. It's the stations problem
to open the airs retail selling doors to
local advertisers. In this they can be
helped a great deal 1>\ manufacturers
who make advertising allowances. Except through information being made
available b\ BAB. very few stations
receive anv information directly from
advertisers about retail cooperative
allowances. Thus, they are in no position to go to retailers to sell them on
Inning airtime for which they onlyhave to pay part of the bill. Even network cooperative-program departments
know verv little about national advertisers who allot a percentage of dealers'
purchases for advertising. This is Burprising,

since

over

40' < of the proSPONSOR

Ih'alers sponsor Ivading pvvsinmlitivs.

Veteran

Gabriel

Heatter

has sold many

products.

Two

grams produced by networks for sale
by stations have been okayed for
dealer-cooperative programs of at least
one sponsor. One program has been
okayed by 12 national sponsors for
presentation by their dealers. The
sales have been made locally, and the
stations have not gone through the
routine or reporting to the network that
part of the advertising bill is being
paid by the manufacturer and part by
the retailer.
The first problem of the station in
handling dealer-cooperative advertising
is to obtain the information on the
manufacturers and their dealers who
are sharing local advertising costs.
Once this information is obtained the
station must start working with the
manufacturers" distributors. The reason why successful stations start selling
at a distributor level is because only
the distributor knows which dealers
are buying enough to justify allowances to pay for broadcasting. In many
cases the distributor is helpful in other
ways. He knows that certain noncompeting dealers in his area are individually small but together could
share in sponsoring a program selling
the manufacturer's products. The distributor thus makes it possible for a
sponsor to obtain broadcast advertising
under circumstances which normally
would produce no promotion. The distributor also makes it possible for a
station to sell time that wouldn't otherwise be sold. The jobber also helps
himself by increasing the movement of
the product he distributes. It's a threeway operation — but one, however,
which generally has to be started by
the manufacturer making the stations
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stars with

Bill Slater on

"Luncheon

at Sardi's."

aware that there is co-op money available. BAB is doing part of the job.
but advertising managers are discovering that to get the greatest immediate
impact out of a dealer-cooperative
campaign, it's necessary to inform
media, as well as dealer and distributor.
Some manufacturers' salesmen are
effective carriers of the cooperativeadvertising news to their customers. A
great percentage is not. Some use coop money to sell more products, others
don't even tell their customers of the
advertising allowance being made available unless they are forced to by the
retailers.
Once a station has sold the dealer
on going on the air with the advertising
copy of a manufacturer, its problems
have only begun. There is the simple
matter of billing. Bills must be sent
to dealers in quadruplicate frequently.
The dealer sends the bills to the distributor for okay. The distributor then
sends the bills to the home office for
crediting against the retailer's account.
Stations frequently have to wait some
time for their payments in a three-way
parlay such as this. In other cases, the
dealer pays the entire bill, gets an
okay from the distributor, and deducts
the manufacturer's percentage from his
remittances to the distributor. Many
sponsors do not like this last method
of paying their share of cooperative
allowances. Dealers deduct too much.
The bookkeeping department screams
at the involved record-keeping, and
the distributor is frequently put to it to
explain
to the dealer
shouldn't
have deducted
so muchwhy(hehe used
some
of his allowance for

imprinted book-

Fulton

Lewis

reports

daily

for

many

lets, posters, etc.). There are other
problems, such as a dealer returning
defective products for credit, yet having used his ad allowance covering the
returned product. Handling dealercooperative advertising allowances is a
human-relations operation under pressure. It isn't any more difficult in the
case of broadcast advertising than it
is for other media, but it isn't anv
simplier. either.
Certain retailers, like drug stores,
do not earn large advertising allowances on any single product. Nevertheles , a number of stations have sold
druggists on going on the air and
worked with them to collect enough
advertising allowances to justify their
sponsorship. This is not an easy job.
It's simpler of course, when the druggist has a number of stores, or is a
chain. It has been worked for a big
single-store druggist. In effect, the
station becomes the advertising agency
for the retailer, even though there is
an agency on the account. Since today's drug store, is virtually a departmen store, it's possible to obtain real
allowances on non-drug items, which
helps.
Drug-store programs underwritten
in part by cooperative funds prove that
any type of retailer, big or small (except purveyors of food stuffs ) . can
broadcast-advertise with their suppliers
sharing the costs. The retailer is a local
personality. When he recommends a
nationally-advertised product, something extra has been added to that
product. A broadcast sponsored by a
local retailer is, in effect, an endorsement of the products advertised. This
(Please turn to page 69)
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Coverage

Market
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Station anil market
to remove
Timebuying is a gamble.
The good timebuyers. like
gamblers in other lines of endeavor,
are successful because they know their
llo\le. They operate with the law of
averages in their favor.

over-all

Unfortunately, the timebuyer hasn't
all the cards he needs, or can obtain.
Many of the cards that a good timebuyer should have are yet to be included in any deck of information.
The limitations of City Hooperatings
are itemized on page 26 of this issue.
These ratings have been and are still
being used as crutches in the 100-odd
cities for which they are being published. The criticisms of this rating
system notwithstanding, it's possible to
have C. E. Hooper issue City Hooperatings that answer most of the objections
raised about them by research critics.
I ntil adjustments are made, City
Hooperatings at best give only a picture of station acceptance, not of individual program audiences — or of
station-break audiences. A good time
period on a second-rate station is frequently far more sales-productive than
many leading station time periods.
Theoretically, it is not the province
of a timebuyer to select the markets
in which an advertiser desires cover* Naturally,

34

tlii- include- sim>\>or.

n
data help
iiiiesswork from scheduling

age. In actual operation, the timebuyer is called upon to decide both
the quantity and the quality of a
campaign in the market involved. Frequently, atimebuyer 's schedule is torn
to pieces because of the maladjustment
of coverage and market potentials.
Most timebuyers admit that market
data are a basic requirement for them.
They applaud Sales Managements
Survey of Buying Power, although at
the same time wishing that the information could be made available in a
more palatable form. "The material
is terrific," explained one of the girls
who buys time for a top-ten agency,
"but it's hardly a 'ready reference,'
and that's an understatement."
Most other market-source material
is kept by timebuyers. but because it's
seldom complete, nationally, it's used
only intheemergencies.
That data
doesn't
change
fact that market
are
basic for timebuying.
In checking timebuying basics, it's
impossible to forget the broadcast
advertising standard rate reference
volume, Standard Kale and Data. Its
virtually Impossible to buy time intelligently without ha\ing the broadcast
section of Standard Rate and Data
available at all times. SR&D doesn't
determine the final station selection,
but

Programing

Availabilities

it's invohed

in station

selection

time and time again.
For years, timebuyers have hoped
for some method or formula through
which they could have ready reference
to current station logs. Many of them
tried to keep files of such logs available at all time, but they found it consumed so much time that they gave
up the log files in disgust. Even the
biggest timebuying departments in U.S.
agencies just couldn't keep abreast of
current station programing. When information was required about a certain town, timebuyers picked up the
phone and requested information from
station representatives. Frequently, it
has been necessary for a timebuver to
ask a station representative to deliver
information not only about his own
stations" availabilities, but also for the
competition in each of his station
towns. The result has been an infinite
number of hours spent by stationrepresentative staffs servicing timebuyers. And after all the hours of servicing there is a better than even chance
that the information wasn't current.
In order to deliver "of the minute"
data, it would be necessary to have the
station representative call each of his
stations and ask them to check the
competition. This is seldom done — unless the timebuyer is of outstanding
I Please turn to page 43)
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GREATER VOICE. J GREATER HO THE DHROIT AREA
vt
Guardian

Building, Detroit 26

National Rep.
Adam J. Young, Jr., Inc.

•

Mutual System

nn

H. N. Stovin & Co.
Canadian

Rep.''
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-continued from page 2—
Commerce
video
will

in the

WNAR

SOUTHEAST/

Hllii'liillll

with

gift of

BAB

ADVERTISERS

issues first

video

material

Broadcast Advertising Bureau has issued first
release of dealer co-op advertising service for
TV stations, covering seven manufacturers who
who share time cost with dealers for local TV
and one who offers filmed commercials.
Radio

and

Council

TV aid

campaigns

Annual report of Advertising Council for year
ended last March shows total of 14,500,000,000
listener impressions for 50 campaigns delivered by
radio in Allocation Plan. TV started to use
Council material.

and
The $72 million Clark Hill
development plus the $30
million annual payroll from
re-activated Camp Gordon
are helping make WGACLand even brighter!

time

WNAR, Norristown, Pa., gave gifts to sponsors on
its third anniversary, 16 August, in form of total
of 49 hours of free air time during week.

the brightest spot in the entire Southeast!

are

celebrates

7%

over 1948 and Bank Clearings, Employment, and Population UP accordingly,
WGAC-Land is economically

Department
finds
aid all media

TV will help industry move record volume of goods,
U.S. Commerce Department says in "Television as
an Advertising Medium." Department thinks video
will "stimulate larger advertising budgets."

BRIGHT SPOT

With Retail Sales UP

REPORTS...

News
more

directors urge
local stories

National Association of Radio News Directors
finds inferior writing and shortage of local and
regional news to be chief shortcomings of four
press associations serving radio.

making
Tate offers low cost

NEW

SALES RECORDS
on

WGAC
580 KC— ABC— 5,000 Watts

AUGUSTA,
Avery-Knodel
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GA.

transcription

programs

Hal Tate Radio Productions, Chicago, has acquired
several low cost e.t. programs to be sold advertisers and stations at flat rate ranging from $2
up, regardless of size of market or power.
DuMont
will
TV allocation

present
plan

DuMont will present to FCC, at hearings to start
in Washington 26 September, program to use VHF
and UHF frequencies together in national TV system
to give viewers choice of services and to protect
set-owners from need to buy equipment.
SPONSOR

CANDY

Reminder... for a

SPOT
RADIO

T

/a.

manufacturer:

sweetens sales anywhere.. .anytime!

ASK

In the candy business, volume means profit:
whether you sell nickel candy bars or $2 chocolate creams!
And, of course, for an impulse item like candy, you can't

REPRESENTING

beat the effectiveness of frequent Spot Radio announce-

YOUR

ments. Prosperous candy makers know

this and wisely

use Spot Radio to build and hold their volume. They use
Spot Radio to force distribution in new markets, or to

LEADING
bolster sales in old ones. They get profitable results quick-

JOHN

ly because they have radio's impact working where it's
needed — whether in one city or over the entire country!
If your product needs new volume, it will pay

RADIO
you to ask your John Blair man about Spot Radio. While

BLAIR

you're at it, ask for his advice on any marketing or merchandising problems you may have. He's an expert in all
three fields!

STATIONS

MAN!

JOHN
BLAIR
& COMPANY

OFFICES

IN CHICAGO
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NEW

YORK

DETROIT

•

ST. LOUIS

LCS ANGELES

•

SAN FRANCISCO
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Mr. Sponsor asks...
"Is a TV-AM

broadcast more effective per ad
dollar than separate TV and AM broadcasts?**
W.

S. Brown

Vice-president in charge of Advertising
Canada

just as long as he's on the same network. He may pick up some values
from putting his TV show on at a
time which has become traditionally
associated with his radio broadcast.

The
Picked Panel
answers

Probably, both We The People and
Talent Scouts on CBS have gained
from this.

Mr. IS row ii
Simulcasting a
radio show on
the television
screen is an unhappy compromise. A Broadway play could
he photographed
and shown on
movie screens,
and a movie
sound track might he broadcast over
the radio, but certainly no one would
ever actively defend these as effective
techniques for making movies or producing radio shows. The excuse for
the simulcast is one of temporary expediency: itoffers a radio advertiser
the chance to edge his toes into the
chilly and often treacherous television
w aters.
The temporary advantages of simulcasting? A few dollars can often be
picked up, provided the sponsor gets
his talent to work in front of the
cameras and radio mikes at the same
time for less than what they would get
if they did the TV and AM shows
separately. The discount advantage for
the AM advertiser buying television is
small at best, and the advertiser gains
nothing by a simulcast from that angle,
since he gets the same discount,
whether it's broadcast at the same time
as his radio show or a different time.
38

On the other side of the ledger —
note that fewer and fewer shows lend
themselves in any way to simulcasting.
Sportscasting. audience participation,
and talent shows probably are the
remaining categories. 1 know very
little about sportscasting — but as far
as audience participation is concerned.
I can speak with some authority in
terms of both Winner Take All (Chevrolet) and Stop The Music I Admiral
and Old Gold ) . both of which are on
television with shows completely different and distinct from their radio
versions. Stop The Music, for example
has developed naturally into a fullfledged variety show, studded with
visual appeals, and different in tempo,
flavor, and rhythm from the radio
show, which remains basically a fastmoving musical quiz. Winner Take
All. likewise, gets full-time video
thinking. Simulcasting either of these
properties would necessarily compromise their values — make them less successful— i.e., worth less to the advertiser.
Another point: The best time period
in radio may not correspond to the
best time period in the TV lineup. A
show which is beautifully placed in
radio may find itself, in the TV schedule, playing opposite such heavyweight
Hooperaters as Milton Berle. Toast of
the Town, or Stop The Music. The
advertiser who can bin independently
in AM or TV can obviously do a more

Dry

Ginger

Ale,

Inc.,

New

York

effective placement job.
To simulcast or not to simulcast is
an interesting question for 1949 — but
I seriously doubt that it will prove
discussion-worthy in 1950. The simulcast has been an interesting, transitional, and helpful device, but it has
almost outlived its usefulness.
It is impossible when simulcasting to
have both a dandy AM show and a
dandy TV show . . . something has to
Mark Goodson
Radio. TV Producer
New York
give.
This

question

is

dangerous
because itis a mirEven the
short age.
history
of
television has
readv proven
thesis
which
best outlined
the wording

althe
is
in
of

the George
Foster Peabody Award which our Actors'
Studio won: "For outstanding contribution to the art of television."
Of itself this is sufficient proof that
television is not a hodge-podge of
other art forms such as radio, the
theater, or Hollywood. Believing sincerely that it is an art form, programs
must be conceived, designed, written,
and produced with television audiences
in mind. The chimera of a client's
advertising dollar being more effectivelv spent in a combined AM-TV
show is successfully exploded in the
many painful examples which are
available today. I't is my belief that
thev must dwindle and die.
SPONSOR

The budget economies which a
client can effect by sponsoring a combined program is inevitably outweighed
by a quality loss. This quality loss
is reflected in reduced audience, so
the economy is a mirage. Q. E. D.
Henry S. White
President
World Video, Inc., N. Y.
It is unsound at
this stage of television's growth
to state with finality that a simultaneous radiotelevision program is a better
per dollar advertising buy than
separate ' radio
and television times. Actually, a sponsor of a simulcast is competing with
himself for audience. Our surveys have
yet to reveal one television home that
is not also a radio home.
In major television markets, such
as New York, Philadelphia, and Chicago, the advertiser can reach a really
sizable audience through television.
Thus, in my opinion, the television
potential becomes a serious consideration only in such areas at the present
time. In such markets, if an advertiser can reach a high potential for a
small enough added consideration, his
simulcast is a better buy than separate
AM and TV programs.
Our Horn & Hardart's Children's
Hour, which is simulcast over WCAU
and WCAU-TV every Sunday from
11:30 a.m. to 12:30 p.m., is a good
case in point. The program enjoys
this area's top radio rating. At the
time the show is televised, no other
station is on the air. Thus, the program catches the entire available television audience. Most important,
though, the program lends itself ideally to television. The radio program
does not have to be changed in the
slightest; for, other than a few costumes, itis exactly the same show that
built the radio audience.
The sponsor in this case — and the
same should be true in all successful
simulcasts — has practically no additional talent expenditure. He is not
forced to change a successful radio
format to meet TV requirements.
Lit Brothers Department Store, another of our simulcast sponsors, presents Lits Have Fun across the board
(Please turn to page 62)
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fe&d this Important + factor !
WCFL-The

Voice of Labor - offers an un-

equalled plus factor in audience loyalty. There
is a union member in 2 out of 3 families in the
greater Chicago area, a foundation upon which
WCFL is building one of the most responsive
product-buying markets in radio today

WCFL
50,000 watts • 1000 on the dial
The Voice of Labor
666 Lake Shore Drive, Chicago, III.
Represented

by the Boiling Company,
An ABC Affiliate
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North Carolina's
Golden Triangle
WINSTONSALEM

GREENSBORO

CHESEBROUGH

mar\ De Camp, in her role of Dr.

(Continued from page 25 I

Christian's faithful nurse, Judy Price.
At another time, when the show was

years. Since a country doctor is everything from a Dutch uncle to an amateur detective, the range of stor\ material, within the prescribed framework

running in a 25-minute length (there
was a five-minute, across-the-board
newscast that followed it on CBS) during 1947. one of the few specific testings of the commercials on Dr. Christvan occurred. There were two main
commercials on the show. The question
revolved around whether or not it was
better to have two different commercials for two different products (Vaseline Hair Tonic and petroleum jelly),
or whether it was better to have two
commercials for the same product, and
rotate the air-sold products around
from week to week. The findings, basic
in importance for sponsors who have
more than one product to sell, showed
that doing the selling for two products
on one show would not be overloading.

of the show's appeal, was almost unlimited. Comedy, love stories, adventure stories. mystery. melodrama,
farce — all these are a part of a count n
doctor's life, and became the source
for the material for Dr. Christian.
In the nearly 12 years that Chesebrough has sponsored Dr. Christian.
the program has changed hut slightly.

HIGH

POINT

No. 1 Market
IN THE

SOUTH'S No, 1 STATE
288,700 People

*

$271, 683.000. Retail Sales
$41 0.987,000. Buying Income
* Copr. 1948,
Sales Management Survey of Buying Power;
further reproduction not licensed.

Saturated by
THE STATIONS
MOST PEOPLE
LISTEN TO
MOST!

(^ WINSTON-SALEM
THE JOURNAL-SENTINEL

enough to make the "scale rates" for
writers) for use throughout the year.
Thus, in one stroke, the show is publicized and has its choice of over 8000
scripts — more than enough to find the
year's supply that conforms to the
basic appeal of the Dr. Christian show.
In recent years, McCann-Erickson
has brought a good deal of research
findings to bear on the commercials,
and, to some extent, on the program in
a continuing effort to improve it. Generally speaking, this agency research
is more a matter of making a series of
general radio studies, and then relating pertinent findings to Dr. Christian.
than it is a series of specific studies.

(J>

STATIONS

NBC

Only the addition of the annual "Dr.
Christian Award" script contest* and
the application of agency research
findings to the show have made any
noticeable changes in its over-all
handling and merchandising.
The script contest, which was added
in 1941, has been a promotional success. Briefly, it is a contest in which
writers, both amateurs pecking out
their first scripts, and seasoned radio
veterans with cross-indexed idea files,
have equal opportunities at a $2000
first prize for the best Dr. Christian
script. At the same time, about 50
more scripts are purchased at varying
prices (although the lowest is still

For example, not long ago McCannErickson's research staff made a general study of the efficacy of the integrated commercial I i.e.. those in which
the star or stars of a show participate)
vs. the straight commercial. It was
found that integrated commercials
rated higher in approval, and eventually in their power to move goods off
a dealer's shelf. Therefore, today one
of the three commercials on a Dr.
Christian broadcast is done b\ Rose-

AFFILIATE
R.pr.s.nted

HEADLEY-REED

40

by

COMPANY

* Such contests, <>f which the Dr. Christian
annual scrip) search is the best-known, will
be the subject of a future sponsor study.

Today, with the show back to its original 30-minute length, there are two
commercials for one product, and the
third, the integrated commercial, is
for the second product, usually selling
it with copy that appeals to a different
sex than the copy slant of the two
straight commercials. With the program's format and content virtually
in an ironclad mold, there has not been
much, if any. program research of the
type that has been employed to improve shows like Suspense.
It should be pointed out. however,
that radio research is often a matter
of time and circumstances. Certain
findings may be true todav. with regard to the copy slant on commercials, story material used in dramatic
shows, and so forth, but research executives atMcCann-Erickson are quick
to state that the application of research
findings to a show like Dr. Christian
must be a continuing effort, in order
to keep pace with the ever-present
changing of public reaction to techniques in any mass medium. In other
words, research cannot be static, and
must keep moving periodically to be
fully effective.
Chesebrough plays its own role in
keeping the Dr. Christian program an
effective selling vehicle. The program
is continually being merchandised to
the Colgate-Palmolive-Peet sales force
handling Chesebrough products. At the
same time, it is being publicized by
Hollywood press-agent Margaret Ettinger. who lias had the account for
the last couple of years.
An\ changes in the commercial
slant of the show are passed on to the
(Please turn to page 12 i
SPONSOR

Whadduyuh
mean.

It's a good question. A radio station can be first with all kinds of people:
It can be first with left-handed schoolteachers, or seven-foot motormen, or women
having their hair done, or men with one foot on a brass rail.
So what?
So this: ask Mr. Hooper who's first in Baltimore — in the departments that count.
Such as: WFBR: First in morning audience. WFBR: First in afternoon audience. And
in the three-ring, all-star sweepstakes department— WFBR:

FIRST

IN TOTAL

RATED PERIODS!* Plus: something no other Baltimore station can even approach —
a listener loyalty factor, represented by over 100,000 people who come to WFBR to
see a broadcast every 365 days!
Private memo

E3E2

to timebuyers: Fall is just around the corner. In Baltimore, if you want to be

first — you need

*May-June
Hooper Report

THE BALTIMORE
ABC
BASIC
REPRESENTED
29 AUGUST

^^^^^^

STATIC

NETWORK
• 5000
WATTS
NATIONALLY
BY
JOHN

0,000 PLUS
IN
BALTIMORE,
MD.
BLAIR
&
COMPANY

1949

41

WKDA
the
audience

c

i— i

c>
q

0-

CO
_o

<

Q
in
CD
to
CD

G
G

VI

CD
Eh

weekly), show up extremely well. The
rating range on Dr. Christian, which is
heard on a 52-week basis, is between
8.0 and 11.0 usually, with 10.5 being
about the average during the winter
listening period.
No basic changes in Dr. Christian
are anticipated. There may be, eventually, aTV version of the show, but it
is still in the idea stage. Meanwhile, it
is expected to continue as is, one of

"<
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CD
CD

were good, but Chesebrough believes
that its product distribution is such
that network radio does the best job.
Chesebrough is also in television
now. Between April 1949 and July

Research, merchandising, and publicit) pay off. Ratings on Dr. Christian.
when measured against talent costs (estimate: between $5000 and $6500

C
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were told the details of the big news-
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o

Vaseline Hair Tonic in major markets on a national basis. The results

that a sales force that knows "what's
going
on" in advertising can do a
better job.

'u.

Z

new Vaseline Soapless Shampoo recently on the West Coast, the salesmen
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radio's steadiest selling vehicles.
Only occasionally, and only in recent months, has Chesebrough gone
outside the folksy realm of Dr. Christian in broadcast advertising. The results have been varied. In the first
seven months of 1949, Chesebrough
and McCann-Erickson tried out Little
Herman, in an attempt to reach metropolitan audiences in the same way they
rewhed rural audiences with Dr.
Sets

-

Using radio on a national selective
basis, cither with programs or transcribed announcements, is not a phase
of broadcast selling that Chesebrough
has felt much need of in this country.
At the end of 1946, and for part of
1947. Chesebrough made a trial run
with e.t. announcements that sold

Using

II:

druggists and others who stock Chesebrough products. When Vaseline
Cream Hair Tonic was introduced in
January 1918. the salesmen were informed that it would be heavily presold by radio and by other media.
When it was decided to introduce the

Homes

u

agenc) figured it would reach an enshow. tirely new audience segment with the

d

D
CD

(Continued from page 40)

paper campaign, plus cut-ins on the
CBS Pacific Network broadcasts of
Dr. Christian. Chesebrough considers
IX

p

those on Dr. Christian, since the

sales force, both for their information
and to use as a selling tool on the

delivers

o
o•*■ — ■>

CHESEBROUGH

tal
Rated To

§
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Christian. I The appeal of Dr. C. is not
limited to non-metropolitan areas, but
it gets its best results and heaviest
listening there). Little Herman, a 30minute weekly show on ABC, was a
sort of whimsical mystery show that
tried to combine the appeal of Dr.
Christian with the detective work done

write for availabilities

KC

NASHVILLE
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despite a good deal of time and promotional effort spent on it. never succeeded. Itwent off the air on 12 Jul)
1949 and is not expected back. Interestingly enough, the commercials on
Little Herman were much the same as

works weekly on a 12-station NBC-TV
network. Cayton. a small New York
ad agenc) which sold the show on
the basis of a low-cost pitch to the
sponsor, spotted the show in a time
period following the Friday Gillette
bouts from Madison Square Garden
to get the flow of audience from the
boxing event. Chesebrough will return
on 9 September with Greatest Fights of
the Century on NBC-TV in a 15-minute
length on some 22 stations.
McCann-Erickson's TV department,
caught somewhat flat-footed by the
Cayton deal, is back in there pitching.
Through McCann, Chesebrough will
sponsor the Roller Derby on an initial
12-station TV network of ABC with a
52-week contract. It will be scanned
on Thursday nights for a half-hour.
The show, which starts for Chesebrough about the middle of October,
will be selling Vaseline Hair Tonic,
again to a primarily male audience.
Both sports programs are expected
to do a good job for Chesebrough
male-appeal products. Future TV plans
may change when Chesebrough finds
a suitable vehicle to sell the whole
product line to a general audience.
Although the bulk of the Chesebrough business is in the U. S., there
is also a 40-nation export business.
Where Chesebrough products go
abroad, radio goes, too. Chesebrough
has announcement schedules on the

Periods

WKDA

1>\ a genial ex-con who helped the New
York police solve cases. Since it was
neither family drama nor mystery fiction, itnever quite got into focus, and

1949 it sponsored a low-cost TV film
series, Creates! Fights of the Century,
to reach a male audience on behalf of
Vaseline Cream Hair Tonic. The show,
a package controlled by Cayton, Inc.,
had the lowest budget in network TV:
$900 (for five-minute length) for the

air, along with newspaper campaigns,
in Australia. Canada, New Zealand.
Peru.
Newfoundland
I now
part
of
SPONSOR

Canada), and Puerto Rico. In Mexico,
Chesebrough sponsors a Spanish version of Take It Or Leave It, a 30-minute weekly live show on Wednesday
nights, heard on station XEQ.
In terms of the advertising budget,
Chesebrough is spending over twothirds of a $2,500,000 budget in
broadcast advertising.
In terms of sales, both domestic and
foreign, radio and TV are doing their
sales job well.
In terms of the lesson for other advertisers, Chesebrough is a model of
how a consistent approach to a medium
can pay
off at radio's box office*— *the*
sales
counter.

TIME BUYING
(Continued from page 34)
importance and demands this type of
service.
The result has been and continues
to be timebuying with less information
than the buyers should have. Luckily,
this is changing rapidly. In place of
multi-color station logs, individual
stations are publishing their logs in
Radiotime, the broadcast publication
listing schedules of radio and television stations. Radiotime has a long
hard row to hoe, but timebuyers are
all for it and, when it becomes truly
representative, it will make for better
timebuying with less timebuyer and
station representative sweat. The
Canadian equivalent, also called Radiotime, is doing a top job — and even
though the station logs reported are
only a small percentage of the total
U.S. outlets, it's saving hours of timebuyers' time now. Radiotime is young
( first issue, January 1949 ) , but it's
already part of required basic data
for timebuying.
The failure or the success of a selective broadcast campaign is determined
as often as not by the job of the timebuyer. It's true, of course, as indicated
in an earlier sponsor report, that there
are a great number of factors in timebuying which a timebuyer cannot control. A contributing factor in his inability to control timebuying 100% is
his lack of all the basic factors that
would enable him to do a 100% job
of scheduling. Many campaigns are
decided upon and placed in a hurry
because of sudden realization of opportunities or emergencies. Unlike network broadcast advertising, selective
has an immediacy that makes it the
firefighting section of air advertising.
When business is off in a specific area.
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WIP, as the original guinea-pig
station, drew — on a single program's announcements — 4727 re4699 enclosed One Dollar!
The offer was the SUPERMAN
Film
plies!Fun Slide-Film Movie ProWIP

drew 41%

ABOVE

the

jector. of the 177 Stations subaverage
sequently used!

WIP
Philadelphia
Basic Mutual
Represented Nationally
i:i»\V Yltll PETKY
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there are two forms oi advertising
called into plaj to offset the decline.
newspapei and selective broadcasting.
Since selective can be started fastei
than newspapers

the hitter requiring

art, plates, mats, etc., it's the crisis
medium. \x\ announcement can he on
the air as quickl) as two hours after
a decision ha> been made to use broadcasl advertising on a market-by-market
basis. The verj speed with which it
can l>c put to work makes it essential
that a timebuyer bave as much data as
possible at his fingertips all the time.
Therecountercheck.
frequently isn't time to check
and
Station-coverage information is another essential for timebuying. This
i- >me reason win timebuyers generally
bave been pro-BMB, despite it> limitations. Before the Broadcast Measurement Bureau, coverage data were of
such variety, and based upon such
diverse measurement, as to he partically useless. Timebuyers read coverage

reports and then took out their crystal
ball. With BMB. the\ had a standard

week listening which should be the
basis for an\ form of coverage maps,

yardstick, even though
stick that was unfair
tions and downright
some areas. The new
fall. will (direct some

reports, or other data. Hooper makes
coverage reports. So does Conlon,
who reports on smaller markets. But
since neither is anywhere near universal, each is at the best just supplemental) information helpful, perhaps,
when making a close decision between

it was a yardto certain stamisleading in
BMB. due thiof the research

errors of the first study. It still is nol
the ideal answer. One thing, however,
is certain. BMB gi\e> the same kind
of information for ever) station. That's
a big ste]i in a basic informational
source. What's wrong is that it doesn't
mean the same thing for every station.
One station obtains its once-a-week lor
better l listening from one top program
that's unduplicated on any other station for hundreds of miles around.
\ n other has a newscaster that "everyone" tunes, regardless of static or normal listening habits. There is still the
third and most important group which
tunes stations "regularly."' "most,' etc.
They still go into making once-a-week
listening figures, and its their once-a-

twoThere
stations,
that's
all.
is a but
great
difference
between
station managements. One puts an announcement or program on the air and
feels that its responsibility to the advertiser stops there. Another really
merchandises the advertising with retailers, via direct mail, and frequently
on the air. No wav has \ et been developed for a timebuyer to have at his
fingertips comprehensive evaluation of
station management, except through
personal knowledge. The latter becomes more and more difficult as the
number of stations covering the I ,S.
grows bv leaps and bounds. Some timeInn ers do have a fine grasp of the
quality of managements of the stations
that they buv . They have obtained
this In frequent trips into the field,
attendance at National Association
of Broadcasters' conventions and district meetings, and an open-door policy
while they're in their offices. This
frequently makes for an 18-hour day.
but tive
it always
timebuying.makes for better selecAll that this report has described as
basic is fundamental to good timebuying. Good timebuying is basic for
the successful use of selective broadcast advertising. Good selective broadcast advertising is basic for direct
sales.
* + -*

DISK JOCKEYS
(Continued from page 29)
of day or night, type of audience to be
reached all have a bearing on proper

^^JmjtcJL^

disk-joekev programing. Where the
melodic mysteries of be-bop will create
a large teenage listening audience in
late afternoon or evening, all the frenzied musical outpourings of Di//\
Gillespie, high priest of the be-bop cult,
won't mean a thing to the housewife
contingent at eleven in the morning,
for that portion of a platter spinner's
audience the soothing, romantic vocalisthenics of a Pen \ Como or a \ ie
Damone are indicated.

A 9.0 Hooper rating! The show: "Meeting Time With Sarn Workman."
The time: 10:00 to 10:15 a.m. across the board (preceding Godfrey). The station: 50,000-watt WRVA. Available
to the timebuyer who reaches Radio Sales first.
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routining
doesn'tjazzhave
io Disk-jockej
go t<» the extremes
of weird
or
swoon
crooners.
Middle-of-the-road
( Please turn to page i(> i
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iVo (so&J KJR "
KJR doesn't reach everybody!
But KJR does blanket the rich western Washington

market,

where 1,321,100 radio listeners enjoy one of the world's
richest-per-capita incomes.
Best of all, KJR's 5000 watts at 950 kc. cover the important area that any 50,000 watts would reach (check your
BMB).
SEATTLE

5000 WATTS AT 950 kc.

^Ja^MM^Mm
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And "the beauty of it is" — it costs YOU so much LESS!
Ta|k with AVERY-KNODEL# Inc., about KJR!

for Western Washington. ..An Affiliate of the
American Broadcasting Company
45

DISK JOCKEYS
I Continued front jkiih'

patrol" t \ pe : mid-morning offers
Kenny Sargent (former vocalist with
the Casa Loma orchestra) beaming
romantic disks to the ladies; noon

II i

programing, with shrewd pacing and
changes <>f mood, can serve a local show is an "anything goes" sort of
station ami advertiser very well. \n program: early afternoon features
outstanding example of intelligent semi-classical music; late afternoon
handling of disk-jocke) programs is offers jive records and talk, platter
the 8 a.m. to 5 p.m. d.j. block pro- chatter, "inside stuff" on pop disks.
graining of WHHM. Memphis. I sing
WIIIIMs program department feels
one- and two-hour segments, a differ- that an audience will stay tuned to a
ent jockey on each, the day-long turn- disk-jocke) program after the first six
table spinning has change of pace, minutes — and that the last six minutes
showmanship, and variety. Early- will determine whether listeners will
hold
over
for the next
program.
morning
program
is of the "dawn

Ha
50,000 Watt Station

Oklahoma City's Only

—

dhm

S

'

during those holiday seasons. The
reason: ever) other station follows the
set formula of playing seasonal songs
to death, thus making WHHM the
place to dial for relief from repetition.
That thinking is applied even to Crosby
The program ideas that can be applatters.
plied to record playing on the air are
innumerable. On \\ 111! I.. Wilkes-Barre,
Pa.. Fran McLaughlin and Bob Bacon
comprise a two-jockey team on Dr.
Heckle and Mr. Jive, the former representing dignified, classical music, the
latter alternating with the modern side
of music. There is nothing fundamentally new about such contrasting of

Michael Woloson on Scranton's WSCR.
Playing on the Woloson s Works1u>j>
title of his program, Woloson asks
listeners for requests for disks to be
"worked on" — records that have been

To Y°U. and.

Bin9 Cr
osby

BY

ing and capable of holding an audience. Typical of the thought behind
WHHM turntable twirling is the avoidance of Christmas and Easter records

music, but the application of a Jek\ll]\\(\e personality to a platter is novel
and imaginative.
Another slightly different approach
to spinning recordings is that of

>*s^v
REPRESENTED

\\ 1 1 1 1 \I record spinners therefore see
to it that the three first and last tunes
on their shows are particularly appeal-

£d9or
Bergen
Groucho
Mar*
l!°race
Heidt

*ed Skel
too
Burn* &
Allen

neglected, or platters that should be
heard again. The "workshop" angle
gives this session a point and meaning
which it would lack as a straight onedisk-after-the-other half-hour.
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Many of the country's d.j. contingent prefer to build and maintain an
audience through specializing in one
type of music rather than presenting
a varied program in a different way.
WPGH's I Pittsburgh l Paul Richardson spins an afternoon hour, six times
weekly, of musical comedy and revue
songs, standards, pop-classic and light
concert music, and production numbers. Richardson is typical of many

°

jockeysenceswho
juke-box
audifor an eschew
older, more
universal
group of listeners.
A highly important t\pe of specialized disk jockeying is the recorded
billbilK and folk-music program.
While at first blush it might seem
that Western and folk ditties on wax
' rural areas, the success of this t\pe of
Outlet

for the Columbia

Broadcasting

System

program has been surprisingly coinwould be more or less confined to
plete in metropolitan districts. Even in
the entireh cosmopolitan atmosphere
of New York, several folk-music platter
twirlers have attracted considerable
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Only a
combination
of stations
can cover
Georgia's
first
three
markets

THE
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ADVERTISERS
AT ONE
LOW COST:
• Concentrated
coverage
• Merchandising
assistance
Listener loyalty
built by local
programming

— in Georgia's
first three
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audiences. Outstanding among them is
WOV's Rosalie Allen, whose Prairie
Sims is one of that station's strongest
mail-pullers. Nelson King is another
who has gained national pr
inence
through spinning only hillbilly and
Western recordings on a four hour.
M'\en-nights-a-week show called Jamboree on WCKY, Cincinnati.
Disk jockeying can take practically
an) form that a d.j. wants — and is
able to sell to a station's program director. Lowell Blanchard, on Knoxville's WNOX. breaks up his two-andthree-quarter-hour program with pop
records interspersed with jokes, good
thoughts for the day, latest hit tunes,
''oldies," children's music, and Western songs, each division occupying a
time segment of its own on the morning show. Charlie Hall's Wax Works
on WCSC, Charleston, S. C, offers
popular recordings and light chatter
for the first three-quarters of his midnight stint, with the last 15 minutes
given over to uninterrupted mood
music featuring one band or vocalist.
The Record Shop, conducted by Jim
Hamilton on Chicago's WIND, devotes part of its two-hour afternoon
slot to record reminiscences, to reviews

of new disks, and to predictions of
future hit songs.
Supplementing a disk jockey's own
personality, imagination, and handling
of his waxed material are the devices
of guest-star appearances, giveaways,
quizzes, or any other gimmicks he can
dream up. Name band leaders and
vocalists are. of course, a natural for
guest appearances on a d.j. show, and
because of the obvious tie-up most
platter spinners try to entice any recording artists passing through their
localities into a guest shot. Usually it's
not too difficult to get even the biggest
names in front of a local microphone,
inasmuch as the appearance can help
attendance at the ballroom, hotel, or
theater where the band or singer is
appearing, as much as it helps the
prestige of the particular disk jockey's
program.
Some of the turntable coterie go in
for variations of the guest-shot formula. Ed Hudson, with Spotlight on
Rhythm on WORK in York, Pa., uses
a simple but highly effective twist that's
guaranteed to build local audiences.
On the 12-12:15 p.m. portion of his
daily 70-minute program he features
a teenage boy or girl as guest disk

jockey. This stunt has made Spotlight
on Rhythm one of the top-rated d.j.
shows in the York area.
There are other gimmicks that wax
whirlers with an eye for cogent prograining use to good effect. Bon Bon.
former singer with the late Jan Savitt's
band, trots out virtually everything in
the book on his just-started hour-long
platter show on WDAS. Philadelphia.
In addition to a normal amount of record revolving and a daily guest-star
appearance. Bon Bon features sports
and news, interviews with people from
all walks of life, an inquiring reporter,
social events and entertainment calenand a "mother
of the Iday"'
award.
To thedar, woman
nominated
b\ audience
mail) as mother of the day goes a
large box of bon bons.
Contests constitute the major gimmick used by disk jockeys on local
stations. The most obvious, but effective, contest is the one to determine
favorite bands, male and female vocalist, songs, etc. But. as with program
ideas, there is no limit to the various
types of contests that can be used. The
Bacon for Breakfast morning "wake-up
show" on WBRE. Wilkes-Barre, ran
a public-service fund-raising contest
which wound up helping a disabled
veteran to build a home. Tom Hughes'
Musical Mailbag on WSLS in Roanoke. Va.. gives rewards for good
household hints. WDXB's (Chattanooga) Morning Mam!, with Bill
Palmer handling the records and chatter, runsthe
an "orchid
lady of
the to
week"
contest,
floral award
going
the
most "deserving" woman
ous seven days.

of the previ-

Disk- jockey shows with the name
value of Tommy Dorsey. Paul Whiteman. Duke Ellington, and the new Kate
Smith platter session starting on ABC

KFYR s coverage IS terrific — but that's only
part of our sales-making impact. KFYR is the
Number One station ... in the Number One
agricultural state in the union. North Dakota
leads ALL other states in increase in per capita
income since 1940 ... a juicy 356% as against
the national average of 130%.

KFYR
Bismarck,
48

550 KC 5000 WATTS
NBC
AFFILIATE
REP. JOHN
BLAIR

North

Dakota

don't need the programing ideas and
twists that their colleagues on local
stations must use to stand out in their
territory. The pull of the Dorsey or
Smith name alone is enough to insure
I a sizable audience. But with several
jockey competitors on the same station, plus additional spinners on other
stations in the same town or area, a
turntable impresario must have the
imagination that can give birth to
novel, interesting program features and
ideas if he wants to do himself or his
station any good and if he wants to
keep adding to his list of participating
sponsors. There's much more to disk
jockeying than merelj putting records
on a turntable and then playing the
other side,
* * *
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7?zore than meets the eye
More than the cameras, the lights, the settings—
and NBC has the finest the industry can offer . . .
more, too, than the superb NBC amplifiers, transmitters,
mobile units — the whole complex ana\ oi television facilities . . .
more than any of these . . .
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it's experience that makes NBC programs the most viewable in America.
For back of the varied skills of the NBC engineer, producer,
director, and cameraman are more than twenty years of NBC -RCA
experiments in sight-and-sound . . . brilliant innovations, advanced
techniques, tested and refined on five owned-and-operated stations.

it's experience that has made NBC Television America's No. 1 Network.

Network TV business declined sharply in July from June, but national
and regional selective and local TV volume showed little change. Whereas

tv trends

June's network figure was 257.8% of the average of the preceding 12
months, July's was 175.1', above this base figure. The July volume of
national and regional selective was 184.1/ t, as compared with 185.6' (
for June, while local retail dipped in this period from 262.2' , to 242.8%.
Tobacco, soaps, and toiletries replaced radio, television, and appliances
as the largest users of network TV. Jewelry, with 30.9% of total, strengthened its first place spot in selective, followed by beer and wine, tobacco,
and food. Radio, television and appliances, with 24.5%, continued to
lead in the local field, followed by miscellaneous, automotive, and food.

Based upon the number of programs and
announcements placed by sponsors on TV
stations and indexed by Rorabaugh Report
on Television Advertising. Business placed
during average month June 1948-May 1949
is used
as base
in each
division
of report.

TOTAL"

AND

JUNE JULY AUG SEPT OCT

TEN-CITY
NOV

DEC

BREAKDOWN

TRENDS
JAN

FEB

MAR

APR

MAY

CATEGORY

OF TV BY BUSINESS CATEGORIES

JUNE JULY AUG SEPT OCT NOV DEC

NETWORK
11.0

NETWORK
Clothing
Radio TV & Appl
Soaps & Toiletries

8.7
0.6
26.2
14.6
1S.3
4.2

Beer & Wine
Conf ft Soft Drinks
Home Furn

3.9

JBM

100°/o= average 12 months June'48-May '49
Black area: constant base
of 10 cities, 15 stations

NATIONAL

I REGIONAL

SELECTIVE

5.0
5.5
0.5

1.6
S.I

4.9

Gray area: total units of business

175.4

12.1
18.0
21.0

0.4
1.4

257.8

0.0

3.1

NATIONAL

7.8
& REGIONAL
SELECTIVE
2.9
Automotive
16.9
Conf & Soft Drinks

Beer ft Wine
13.7

1.2
0.4

Radio TV ft Appl
Soaps ft Toiletries

185.6

184.1!

Gray area: total units of business
100°'o = average 12 months June '48-May '49
IBlack area: constant base
of 10 cities, 19 stations

lm

LOCAL RETAIL

Home Furn

2.1

Hotels ft Real
5.4

Personal Services
Radio TV ft Appl

3.0
4.4
7.0

8.5

25.5

24.5

1.1

15.4

1.1
262.2

242.8

ngijrti

Gray area: total units of business
100°b- average 12 months June '48-May '49
(Black area: constant base
of 10 cities, 19 stations

a

0.6
3.0
01

JAN

EEB

MAR

APR

MAY

You
can
predict
Tf costs
Much of the mystery
is disappearing from the

*

budget picture
Not one commercial television program in 25 was
produced last season within its original budget. Agencies didn't
know enough about TV production pitfalls. Networks found that the 15%
which they apportioned to that bugaboo, "miscellaneous" overhead, was
frequently eaten up by one item.
Everybody in TV expected that
things would cost more than estimated
— and they did. They will cost a lot
this fall, but it's possible to estimate
just how much that cost will be.
Wally Ross, who publishes a weekly
service on television programs, has
just completed a survey on costs, hidden and otherwise. He estimates that
programs will cost 10% more in 19481949 than they cost in 1947-1948. Biggest increases, according to the Ross
(Please see charts on pages 58-59
and continuation of text on page 60)
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Joseph

Gallicchio conducts, Connie

Russell, right, sings on an elaborate, higher-cost NBC-TV

1949
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progra

Typical budget breakdown
TYPICAL

I< or ii ill or

iim

BUDGET

|»auol

MC

$

200
300
75

Actors, guests
Narrator
Film and shooting
Art work

200
75

Sets and
Script
Director

50
175

props

225

Agency

328

commission

375

Rehearsal (I'^-hr camera)
15% station overhead

300

Total

$2,303
Mark

Woods

','

i

of

ABC

takes

part

in "Town

Meeting

of

the

Air,"

now

also

on

television.

3C

One hour comedy-variety
Talent,

MC

$

Material

3000
1000
650

Sets and props
Costumes

lil

500

:>s

Orchestra

1500

JSet

Direction

250

Agency

commission

5-hour camera
1 5%

rehearsal

misc. station overhead
Total

5-nc

1214
1250
1405

Ji':

$10,769
A

duck,

a dwarf

and

a fiddle

help

Olsen

&

Johnson

promote

Buick

on

NBC-TV

network.

III

Dire

Half-hour
MC,

quiz

talent, rights, merchandise

Writing
Sets, props, costumes

2-hour
15%

400

ie'i

150

Director
Agency

$1750
250

commission
camera

misc.

rehearsal

overhead

450
500
525

Total
$4,025
Evelyn

McBride

and

Gloria

Shannon

award

Chevrolet's

"Winner

Take

All

prizes"

(CBS).

urious categories
TYPICAL

TYPICAL

BUDGET

SHOW

>ne hour drama
ights and

$

adaptations

1500
2000

last
ets, props, costumes
ound effects, recorded music, art
ilm effects
'irector,

asst.

and

program

asst.

1500
200
450
400

vgency commission

1065

0-hour camera

2500

rehearsal

•5% misc. station overhead
Total

1412
$11,027
The

second

wife

comes

home

in

"Philco

Playhouse's"

production

of

"Rebecca"

on

NBC.

la II -hour situation comeirv
Material,

script

$ 1500
750

Last
ets and props
)irection
Ausic,

art,

sound

effects

Vgency commission

500
250
250
572
3822

-hour camera

rehearsal

5% overhead for station

1250
760

Total

$5832
The

hi l«l ron's show
■Talent
Director

$ 250
50

Writing

35

Sets and props

40

Film
Agency commission

300
120

1-hr. rehearsal or camera

250

15% station overhead

155

Total

$1,200

Hartmans

have

a

none-too-quiet

breakfast

before

those

prying

NBC

cameras.

TV COSTS
(Cointinued from page 57 I
August report, will be in the design,
building, and handling of sets and
props, as well as in talent costs.
In the past, talent has been willing
to work for peanuts. Photostats of
checks in the amount of $2.50, paid
dramatic performers in commercial
programs during the past season, could
be shown.

BMI
SIMPLE ARITHMETIC
IN

MUSIC

That day has passed. While no unity

LOS \INGELES :— How close are
ltlt\ i-mii techniques to motion pictures? \-k Frank Woodruff, one
of our directors, about it. He should
know . . . he has directed 8 movies,
as well- as Lux Radio Theater. On
our show. "M\ stery Is My Hohhv.
he says the number of "cuts" and
"inserts" is equal to first-class
movie cutting. 75 to 80 cuts and
10 to 15 inserts in a half-hour.
"Mystery Is My Hobby" uses
these techniques to perfect advantage. We think it's one of the best
buys in television anywhere. Call
ib or Radio Sales.
THINGS pile up on us so fast that
we wen- surprised to count lit
live cameras at KTTY. These are
hacked up by 3 film camera chains,
a couple of 16 mm. projector-. 3
slide projectors and a balopticon.
KTTV's two new studios. 15 by
75 each lone with 300 audience
seats h wiH be in use by the time
you read this. These, plus our original 10 by !<• studio and perma-'
nenl kitchen -ct. <:ive a flexible
staging space for any type show.
And we do have a variety.
"VARIETY" looked over the field
in its Show management issue
. . . and gave us a nice boost (only
\\ esl ( <>u-t TV station, at that I.
Talked about <>iir "firsts," like the
Rose Bowl, Jack Benny, Edgar Bergen. '"Pantomime Quiz, and Pasadena Playhouse. Thank-. \ ariety.
\\ ere regularly scheduling other
live, bright -how-, too. \-k Radio
Sale?- . . . thev know .

KTTY
OWNED

BY

10S ANGELES TIMES -CBS

LOS ANGELES

prevails among actors'
point of development
on the visual air, there
performers themselves

Per hour
$ 5.75
$ 5.75
$ 4.25
$ 4.25
$ 2.00
$ 3.75
$ 4.25
$ 4.25
$ 4.25
$ 4.25
$ 3.00
$ 4.25
$12.50

Studio rental for camera rehearsals
runs from $225 to $250 at networks.
On a local-station basis they are about
half of this in telecasters outside of
New York, Chicago, and Hollywood.
Use of the film studio is generally $75
an hour in most big talent centers.
Ross Reports have been fairly accurate in their program cost reports.
They have indicated for half-hour situation comedies that Mama (CBS)
costs $7500 because it's an elaborate
production with rather costly royalties
involved. At the other end of the
scale in the same situation comedv
classification, was Growing Paynes
I DuMont I with a $1200 nut.
Ross has averaged situation comedy
costs at $5832. To this must be added
station or network time. In New York
the half-hour would cost $900. Network charges depend upon number of
stations used.
Typical situation comedy costs
Item
Cost
Script
$ 750.00
Cast
$1500.00
Sets and props
$ 500.00
Direction
$ 250.00
Music, art, sound effects
$ 250.00
Agency
comm
$ 572.00
Camera rehearsal
$ 250.00
IV,
station overage charge
.. $ 760.00
$5832.00

23
1,989
408

TV
Short-Wave
.
Canada
...

be no $2.50 checks passed out byagencies this fall.
The Ross Report itemizes typical
network production charges for 13
items, which range from design and
layout of sets at $5.75 an hour to costume handling at $2 an hour.
The 13 fees are:

Total

60

AM
FM

unions at this
of advertising
is unity among
and there will

Service
Design and layout
Furniture
selection
Property
selection
Costume
supervision
Costume
handling
Title layout and execution
Construction
Handling
Painting
Preparation
of /for comm
Makeup
Extra stage hands
Sound
effects

LICENSING

BMI LICENSEES
Networks
...

80
4
1 50

TOTAL BMI
You are assured
of
. . 2,654s
LICENSEES
complete coverage
when you program
BMI-licensed music
* As of August 19, 1949

m, ■

"m.

BROADCAST MUSIC, INC.
580 FIFTH AVE., NEW
NEW

YORK

• CHICAGO

YORK

19

• HOLLYWOOD

ask

John Hi hi; & Co.
about the

Hme\s & Martin
STATIONS
IN
RICHMOND

11 MUG-AM

IH0D-™
WTTR-tv

First Stations of Virginia
SPONSOR

While hour-long dramas aren't as expensive as most comedy-variety programs of the same length, they do require top-drawer budgets. During the
past season the Ross Reports indicated
that Philco Theater was in the $15,000
bracket, while NBC's Repertory Theater, through arena staging, has turned
in productions at $3000. Studio One
was Ross-reported as costing $8000
per show last season.
An average hour-long drama should
cost, it appears:
Typical hour-long
drama
costs
Item
Rights and adaptions
$
Cast
$
Sets, props, costumes
$
Sound effects, recorded music, art . . $
Film effects
$
Director and staff
$
Agency
commission
$
10 hours camera rehearsal
$
15% miscellaneous station charge . . $
Total

Cost
1500.00
2000.00
1500.00
200.00
450.00
400.00
1065.00
2500.00
1412.00

$11,027.00

Half-hour drama costs run about
half of this figure with Esty bringing
in Colgate Theater at $4500 and Campbell-Ewald producing Chevrolet on
Broadway at $6500.
How-to-do-it programs are low-cost.
It's possible to do a 15-minute servicetype show at $1650, and many of them
like Dione Lucas Cooking and Jon
Gnagy are much less than this average
figure.
Comedy-variety programs can cost
up to the reported $25,000 for Berle's
Texaco Star Theater, with the Olsen
and Johnson Fireball Fun for All reported by Ross as having hit the fantastic figure of $38,000. Ross indicates that regular costs for this program will be in the neighborhood of
$20,000.
The average hour-long comedyvariety program should, according to
Ross, cost $10,769. Typical costs
break down in the following manner:
Typical hour-long
comedy-variety
Item
Talent
Material (gags, routines)
Sets and props
Costumes
Orchestra
Direction
Agency commission
5-hour camera rehearsal
15% miscellaneous station fee
Total

costs
Cost
$ 3000.00
$ 1000.00
$ 650.00
$ 500.00
$ 1500.00
$ 250.00
$ 1214.00
$ 1250.00
$ 1405.00
$10,769.00

Half-hour comedy-variety programs
run even less than half of this, with
the Ross-reported average $4443.
Strip musicals I five times a week.
15-minutes a telecast) can be done at
an average of $4805. The range on
this type of visual airing is very great,
since it takes in everything from a real
production to a simple one-gal program like Bargy.
Forums or panel telecasts are reported by Ross
as running
from

29 AUGUST
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He Doesn't Let It Grow
Under His Feet
Manicuring the lawn with a mechanized mower or trimming the ears off a "shilly-shallying fuzzy-duzzy," he is
a tireless worker who cuts through grass and the complexities of big government with equal facility.
As a widely listened-to network news commentator, he
brings his intense energy to bear nightly on "the top
of the news as it looks from Washington." His aggressive
reporting has built a weekly audience estimated at
13,500.000, great numbers of whom regard him with
esteem akin to religious fervor.
Currently sponsored on more than 300 stations, his
broadcast — the Fulton Lewis, Jr. program — is the original
"news co-op." It offers local advertisers network prestige
at local time cost, with pro-rated talent cost.
Since there are more than 500 MBS

stations, there may

be an opening in your city. If you want a ready-made
audience for a client I or yourself ) . investigate now.
Check your local Mutual outlet — or the Co-operative
Program Department. Mutual Broadcasting System,
1440 Broadway, NYC 18 (or Tribune Tower, Chicago, 11) .

61

American

WHAT

A

$4,567,990,000
BANK DEPOSITS 12/31/48
$ VAL. SAVINGS BONDS 12/31/48

in the,

WOW

COUNTIES (BMB
IN NEBRASKA,
DAKOTA,

IOWA, SOUTH

MISSOURI,

AND

NORTH DAKOTA.
kkkkkkk kkiAAi

*S8k
THIS IS....

...READY TO BE SPENT
NOW or in the FUTURE
FOR WHATEVER YOU
HAVE FOR SALE!

In

WOW- LAND

An Always Rich
Farm Market . . .

COVERED ONLY BY

SOOO WATTS • 590 KC
JOHN J. GILLIN, JR., PRESIDENT
JOHN BLAIR, REPRESENTATIVE
AND BLAIR-TV, INC

62

forum

at $3500

and MR.
SPONSOR
ASKS
People's Platform at $1600.
(Continued from page 39)
While half-hour qui/ programs in a
number of cases can also be classified on radio from 10-10:15 a.m. with a

(IT WAS NEVER LIKE
THIS BEFORE)

IIS

Tl

as panel programs — Who Said That.-'.
Say It With Acting, etc — the most
popular quiz programs are those played
with studio audiences and home audiences, such as Winner Take All. Stop
the Music, Spin the Picture, and Guess
Who?

Tuesday simulcast from 10-11 a.m.
The simulcast period follows the radio
format faithfully. From 10:15-10:45
a.m.. when the show is strictly a television production, most of the visual
material is used. During the 10:4511 segment, which is transcribed for

They are inexpensive, running from radio re-broadcast the next day, Lits
Stop the Music which costs $5000 in Have run reverts to the first 15-minhalf-hour segments, to Say It With ute format. The entire program has
toting at $1000. The average top-pull worked ver\ well; the radio and telequiz costs around $4025 and the break- vision audiences and the sponsor all
down of costs, according to Ross, is: like it.
Typical half-hour quiz costs
Simulcasts,
to be successful, must
I,,m
c°st
be
just
that.
radio
MC, talent, rights, mdse
si.T.Vi.on
i
.1 Too • many
i
.•
rproi
Scripting
250.00 grams play to the visual portion of the
Sets, props, costumes..
... 400.00
audience and wonder why their radio
Director
150.00
Vgency commission
450.00 ratings begin to slip. Whenever this
2-hour

camera

rehearsal

iv, miscellaneous overhead
Total

500.00

i

..

.

..

r

n»

c

525.00 happens,
it is time lor Mr. Sponsor
S4.025.oo to start thinking about separate proThe children's hour in television is grains,
as important
as the radio children's Perhaps the day will come when the
hour was and still is in most sections TV
audience
in every market
will
of the nation.
force Mr. Sponsor into studying cost
A few of the television juvenile paci- per dollar of simulcasts.
Right now,
fiers are big productions, but main though, that day looks a long way off.

can be purchased at $750 per quarter- In our opinion, unless a sponsor's
hour. The presentations such as Mr. I. program
lends itself ideallv to the
M agination, Howdy Doody, and Super project, he is wasting both his radio
Circus run into the multiple thousands and television dollar. He will do well
per airing. Where the money goes in a to study each case and each market
TV children's hour airing is another individually. And he had better studv
Ross-reported detailing.
carefully; for he may be knocking his
-,,.,.
...
.
<>wn block off in both media.
Typical half-hour ~v.
TV children
s program costs
it,m

costs

T:i1 •■'"

$ 250.00

wlme.
:::::■:::::::::::::::::::::::: 40.00
112
Sets and props

Film
Asency

commission

•n,;;l,M:'ti<moverh,ad.::
T
.

Alex

Rose.nm

\\

V.p. in Charge

of Sales

wcau, wcau-tv, Phua.

300.00
120.00

v.tulllil CITY hooperatings

(Continued from page 27 I
Jn many cases these costs are not
much higher than radio program bud- Indicative of how far off such a
gets. At no time, however, do TV costs projection may go are figures made
drop to radio lows. That's because
personnel for the simplest visual program is roughly six times what it is
for the one-man radio airing. Forgetting the radio programs that produce
neither great audiences nor great sales,
TV programs can be brought
in at
comparative costs.
Charlie Mortimer of General Foods
was not altogether right in his recent

available by the Nielsen Radio Index
for two programs.
Program A has an
NRI average of 6.7 in metropolitan
Newr York. In the area outside of the
five-cent telephone call, the same program has a rating of 2.8. Program B
has a 1.7 in the New York minimum
telephone area. In the outside area it
has a 6.4. If a differential like this is
possible in New York where there is a

statement
that TV
is a "blue chip great
concentration
of
population
gamble." All advertising in a sense is within the five-cent-call service area,
a gamble. But it's becoming possible, it's much greater in most station areas
in television, to count the cost before where onl\ Id', to IV, of the populathe play.
tion is located
within
the five-cent
TV is a business — even if it is show- zone,
business.
+ * *
(Please turn to page 65)
SPONSOR

GINGER
ALFRED

LUNT

LYNN

5

ROGERS

FONTANNE

Season Starts September 11

THEATRE GUILD
ON THE AIR
NOW

ON

NBC * 8:30 p.* cm, SUNDAYS

To bring the theatre's best to America's radio audience, United States Steel
presents distinguished stars of stage and screen. . . in full-hour performances
of Broadway's hit plays . . . produced by The Theatre Guild.

RICHARD

WIDMARK

U. S. STEEL HOUR
29 AUGUST
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monthly tabulation

Contests and Offers
PRODUCT

BIDDEFORD
HARDWARE

CO

Hardware

PROGRAM

Man

On The
Street

MTWTFS
12:45 pm
12:30-

Fifty cents is given to everyone who appears on the program. Also have
jackpot

Contestant

must

answer

jackpot

WIDE
Biddeford,
Maine

question.
prize.

Baked

CONTINENTAL
BAKING
CO

Grand
Slam

goods

Second

Various
Mrs.
GENERAL
CORP

GRUEN
CO

LEE

Various Prizes.

MTWTF
2-2:15

Recipe folder.

pm

Listeners compete
with studio audience. Send five questions on subject
of music, add names of two products,
to program,
N. Y.

CBS

Send

name
and address
to
Battle Creek,
Mich.

Jell-O,

CBS

Send
label,

Instant Maxwell
House
plus 50c, to sponsor,
Creek, Mich.

Coffee
Battle

CBS

FOODS

Varic

GORDON
CO

Burton

MTWTF
11 1: 145: SO-am

ELECTRIC

WATCH

Four

silver plated teaspoons,
Marianne
pattern.

Monday

Kelvinator
home
appliances

Railing
Kelvinator

Watches

Hollywood
Calling

Automobiles

MOTORS

Wendy
MTWTF
Warren 12-12:15
pm

Sports
Parade

6:30-6:45

Kelvinator Home

pm

Sunday
-7:30 pm

Freezer.

Prizes worth up to $400, including complete sets and
props from recent motion
pictures. Every listener who
answers phone receives a
Gruen
watch.

MTWTF
6:15-6:30 pm

Various

auto

Listener
must
answer
phone
with:
"Kelvinator.
. . . cold clear to the
floor." Then
mystery
question must
be answered.

Contestants
who answer
their question correctly will be given a chance

owner
of a
read on the

air.

PARTICIPATING

Various

Major League
and Pacific
Coast League
Baseball

Tu-Sun
12:15-2
7-9 pmpm

Prizes to listener sending in closest
prediction
of total by week's
scores of
games carried
this station.

Various prizes.

Minn.

Lea-

NBC

to identify the "Film of Fortune" for
a jackpot prize.

Listener
must
identify
new Ford from jingle

parts

KATE
Albert
Austin,

KATE
Albert
Austin,
Minn.

KPOA
Lealulu.
T.

H.

HonoPROCTER &
GAMBLE

SACO
OPEN
THEATER

AIR

Various

Welcome
Traveler

Theater
tickets

What's
Your
Answer ?

MTWTF
10-10:30 am

MWF
5-5:15 pm

Listener must write a fourline verse in 25 words or less
about a famous U.S. landmark. Many valuable
prizes.

If landmark vised on program is not
identified within five days by listeners
called, writer receives entire week's
jackpot.

Five

tickets.

Tickets to first five listeners calling
program to answer question correctly.

Gift certificates for free laundry to losers. Jackpot of
merchandise
to beg winners.

Listener called must identify and sing
simple song, then
identify mystery
song for jackpot.

pairs

of

theater

NBC

WIDE
Biddeford,
Maine

WKBR
SOUTHERN
N.H.
Professional
LAUNDRY OWNERS
laundry
ASSOCIATION
service

WEIGLER
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BROS

Sausages

The

Win

lsStalYou

A

\\ i • iii>

MTWTF
9:30-10 am

MTWTFS
10:45 am
10:30-

Six

pounds

day.
of sausages

per

chester,
N.

H.

WKBR
ManFirst three listeners who can identify Manorgan
melody.
Chester,
N. H.

SPONSOR

CITY HOOPERATINGS

The final minute of program E rated

(Continued from- page 62)

17.6. The "average" figure underestimated the break audience by 2.8

City Hooperatings are used regularly to buy station-break announcements.
Timebuyers average the ratings of the
programs preceding and following the
break time to arrive at a rating period
for the break. Hooper does not rate
the first two minutes of a broadcast

rating points. The ideal rating information for buying station breaks would
be a rating for the exact 20 seconds
purchased. Since that is impossible,
and even a figure for the last minute
of a program which would include the
20 seconds is impossible except in a
very few Neilsen areas, something new
must be evolved.

program. This is the interviewer's
rest period. To average the ratings of
the
and aft programs just doesn't
makefore
sense.

One

big problem that City Hooperatings presents is that they are at

While Nielsen doesn't have a big
enough sample in most city areas to
release City Nielsens, he does issue
minute-by-minute ratings of programs
on a national basis. Program C has a
rating of 8.1. Program D has a rating
of 14.5. If these ratings were averaged,
the theoretical station-break rating
would be 11.3. For the record, the
final minute of program C rated only
9.1 and the 11.3 therefore was an overestimation of 2.2 rating points.
With two other programs, E and F,
E had an average rating of 19.9 and
the following program, F, had a rating
of 9.7. The average of the two produces a station-break rating of 14.8.

best a report of past performance.
How deceptive an average of five
months can be is attested to by a special NRI study. NRI reported on a
time period for a five-month span
(October through February, a Hooper
five-month interval).
Month
Rating
October
8.7
November
9.1
I lecember
9.7
(proffram changed)
January
23.7
February
24.6
Average
15.1

The

five-month

average,

which

is

always the City Hooperating, is inac-

The

etMe
plIU
ComEM
PR
SERVICE

MOM MM
SPARTANBURG-GREENVILLE
MARKET!
AIR

YOUR

WARES

OVER

/500 *a^*SF%&
OUR

#

B«RG'
PAR^»»

S

Represented By:
*-^ *
John Blair & Company
<C ..
Harry E. Cummings
<r Jt
Southeastern Representative
I
Roger A. Shaffer
/
Managing Director
\
Guy Vaughan, Jr., Sales Manager
-

CBS Station For The
Spartanburg-Greenville Market
5,000 Watts - 950 On Your Dial
WSPA-AM
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and WSPA-FM Are Sold As
A Single Service

1949

SPECIALTY:

A complete Self-Liquidating Premium Service—
"IN THE MAIL" Premiums at 10? to 50?-

Aa Minimum QuG/tafiUee (lecjfUsied !
A FEW OF OUR MANY

SATISFIED USERS:

ARMOUR • BEATRICE • CARNATION • CURTISS
INTERNATIONAL MILLING • QUAKER OATS • STANDARD MILLING • WILSON
• AND HUNDREDS MORE

If a*. Make, the 6^
UNITED
54? W. WASHINGTON

-IVe^baUtz Red!

STATES SALES CORP.
STREET

•

CEntral

6-7730

•

CHICAGO

6.

ILLINOIS

65

READILY

curate for any purpose. A timebuyer

SALEABLE

who didn't place a schedule on that
].~>.l average rating would scream
when he saw the next City Hooperat-

PACKAGED PROGRAMS

ing of 24.6!
Most City Hooperatings are issued
three times a >ear. They are of practically no use at the verj moment they
are issued. The three reports cover:
l : Ma\ through September
2: October through February
3: December through April
The first is released in October, and.
since it covers the summer span, is no

LOW COST

FLAT RATE
BASIS

• • •

use for buying fall and winter time.
The second is released in March — too

Now you can purchase transcribed feature programs at a straight unit cost
without regard to wattage or rate card
rates. As an example, 78 episodes of
"The Smiley Burnette* Show" can be
had for as low as $100.00.

late for buying spring time. Coldweather ratings do not apply when the
temperature rises. The third report,
for December-through-April, is issued
in Mav when summer schedules already have been set.
It is possible, of course, to use the
data available for the same period a
\ear ago. This can be valid only if

Also available for immediate broadcasting are

"NOTHING

BUT THE TRUTH"

by Alexander McQueen

STILL AVAILABLE IN A FEW MARKETS
A special feature program with high
HOOPKR, where celebrities give clues
about themsehes — plus a merchandising
"hook"
that guarantees traffic to the
sponsor.

HAL

TATE

360 NO. MICHIGAN

"WHEN

DAY

IS DONE"

by Frann Weigle

' Cowboy star ol "Durango Kid" series lor Columbia Pictures

program changes are taken into account before a timebuying decision is
made. This is a laborious routine. \et
without it a City Hooperating for a
time period is at best a guess for what
will happen this vear.
Considerable time is bought on ratings that cover a five-day period (Monda\ through Friday I. even if only two
or three time periods of the five are
sought. How invalid this can be is
demonstrated by some NRI figures for
ing.
a strip heard in New \ork. The variation in day-by-day listening is amaz-

WIRE OR PHONE FOREXCLUSIVE
RIGHTS IN YOUR TERRITORY
Audition discs available — $2.00 deposit required.

RADIO

AVE.

CHICAGO

PRODUCTIONS
1, ILL.

• RAndolph 6-6650

WINSTON-SALEM

250 Watts

Han
Mondav
Tuesday
Wednesday
Thursday
l'ii. lay

Of Public

Service
Ordinarily, a

local station

serves the metropolitan area
only, but WAI Radio serves
all county schools each
school morning
service programs

with public

This is

ACUSE

which are

heard through speaker systems installed in each class-

A \i KM
TI/S
AM-FM-TV

21 i i<- It font r a I \vir Vorl,
Counties • 20S9000 Ml Mil
Station Andivnn> Families

ACUSE
NORTH
Nalionol

Rep:

AM-FM-TV

CAROLINA

Avery-Knodel,

Inc.

NBC

Affiliate m

HEADIEY

66

REED,

Central New

National

York

Representatives

Rating
9.6
12.0
7.3
10. :>
7.3

The average rating for this strip
would be 9.3, yet the buyer might
purchase a 12.0 or a 7.3.
Previously the problem of statistical
variations has been touched upon
ightlv. The\ have another bearing on
ratings. According to Hooper, the
statistical variation on a 10 rating
based upon 10.000 calls would be a .6.
In the case of a 10 rating based upon
300 calls, the variation would be 3.1.
Therefore, when comparing program
ratings it is necessary, if the comparison is to be accurate, that the number
of < alls upon which each rating is
made be known. This is unknown with
Hooper's National Program Ratings.
Since the number of calls in each Cit)
Hooperated town may differ, then is
no real basis for comparison.
Manv agencies establish an arbitrary
SPONSOR

figure for buying breaks or programs.
One such agency selected 5 as its buying figure. It judged availabilities on
a figure basis, averaging the ratings of
the fore and aft programs, which, as
indicated, doesn't make good research
or buying sense.
It did buy ratings of 5. In a threestation town it frequently landed the
second or third station. In an eightstation town (or any town with a sizable number of stations) it often had
trouble in getting a 5, but when it did
it usually bought the leading station.
The relative quality of the stations
actually was from top-flight to mediocre. The relative selling job was in
that range also. Ratings can't reveal
the quality of a station operation or
management.
Neither do ratings give advertisers
the facts of multiple impressions received or of audience turnover. One
program may have approximately the
same audience broadcast after broadcast. Another may have a great turnover. Ratings for the two programs
be the same, yet Program
X

may

audience will receive ad impressions
every broadcast. Program Y, the program with turnover, will not have an
audience with multiple ad impressions.
The problem in this case would be not
only the type of advertising copy, but
also the type of product which can
effectively use the vehicle.
City Hooperatings have great limitations— so great that to use them without checks and counterchecks can make
timebuying a guesswork sweepstakes.
That they have become such a power
is based in part, of course, on the desire of many advertising agencies to
replace brainpower with rule-of-thumb
power — to replace executives with
clerks.
Good timebuying is a fine art — one
that cannot be practiced by using figures instead of brains. City Hooperatings have been a cheap form of stationpopularity research. Its very low cost
precludes its delivering the information
essential to top-flight timebuying.
Broadcasting deserves better. * * *

ADAM

HATS

(Continued from page 31)
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n

the

furl is a
Playboy!

what else Adam Hats was doing on
the air, selective announcements were
run consistently. In 1940. minute announcements and a jingle were used in
85 cities. This schedule increased to
over 100 cities and at times hit a
frequency of 30 per station. At other
times they'd drop as low as three.
Adam has used as many as eight New
York stations at the height of the hatbuying season, and multiple stations in
good markets is not unusual for its
schedules. Adam buys its announcements on strong news and sports stations, but the future of its selective
campaign and its placement depends a
great deal on the Weintraub agency.
Adam believes in broadcasting.
Even when its prestige radio rolls over
and dies, selective broadcast advertising goes right on building the theory
that a girl "goes for a man who wears
an Adam Hat" . . . and other hat
theories too.
By February 1946, Lustig was convinced that maybe he had been wrong
in dropping sponsorship of prize
fights. In that month Adam Hats
bought Fight of the Week over Mutual.
The fights originated in New York,
Philadelphia. Chicago, or at any point
where it was felt a top battle was taking place, except Madison Square
Garden. Gillette had moved in on the
New York championship squared circle

Our Carl, like most people, likes
night clubs, the gay white way and
the hot spots.
Our Carl is a playboy. . . . but he
never has time to play. He's too
busy working on audience-building
for clients of WDSM and WEVE
with promotion, promotion,
MORE promotion!

and

Our Carl's idea of making whoopee is doping out point-of-sale displays. . . . flooding the mail with
red-hot dealer promotion pieces . . .
and figuring out teaser spots on
WDSM and WEVE boosting your
program.
And here's a nifty "extra" for you
. . . WDSM and WEVE are affiliated
with the local newspaper. ... so
you get display ads building your
show and it doesn't cost you a cent!
And to make the job complete,
Carl and the other boys at the station wear out lots of shoe leather
calling on wholesalers and retailers
about your product.
So quit totin' that load alone. . . .
put Carl in the harness . . . and
you're off for an economical ride
to more sales in our neck of the
woods . . . because you can buy
WDSM
(Duluth-Superior) and
WEVE (the Iron Range) for the
price cf ONE Duluth station.
Any Free and Peters man
give you the whole story.

can
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events, and all that was left were the
bouts not controlled by the Garden.
The
of the
didn'tthat
develop
the Fight
audience
overWeek
Mutual
was
hoped for and the program was dropped lur imerican Legion Fights. The
Legion
didn't pullthat
either,
so
\dani sessions
was convinced
fiulil-

The Case of the
High Priced Watches
A local jeweler featured four
diamond watches in a KDYL-TV
program one night in early
August.
Regular prices ranged from
$200 to S925, but the watches
were offered at special prices of
$79.50 to $472 . . . and that is
still a lot of money.
By 9:30 the following morning
all four watches were sold — to
people who had seen them on
their television screens the night
before.
That's
the
kind
of action
KDYL-TV
is getting
for its
advertisers. And in AM, too,
KDYL is famous for results.

Salt Lake City, Utaji
National

Representative:

John Blair & Co.

wouldn't sell hats. The fact that there
was a fight scandal around this time
i- -aid to have something to do with
the Lustig decision to once again decide that the Marquis of Queensberrj
sport would not sell hats.
Lustig had ahout decided that Adam
Hat Stores not only were a retail headgear and men's accessory business,
but a national hat trade name. He had
started a few years back manufacturing
part of the hats sold by his stores but
now he wanted to establish franchises
all over the nation — to become a great
hat name like Stetson, Knox, Dunlap,
Dobbs, Knapp. Mallory. and Cavanaugh. He was looking for a real
prestige program with plenty of sell.
When The Big Break with Eddie
Dowling was pitched to him. he swung
at it. Here was a program that would
be promoted at point of sale, would
have "quality" appeal — would be a
top-flight program on the nation's number-one network. Adam hadn't flown
that high before. The agency involved
w as one of the most aggressive in the
U. S. — Biow. Lustig employed as advertising manager for the campaign
Stanley Florsheim. ex-Lee Hats and
cooperative program head of American Broadcasting Company. Everything was set for Adam's biggest year.
Lustig was particularlv happy about

WHICH
juoisn||!

IS TALLEST?
|D>j|do un MJ— „3„

But It's No

Illusion That

ADVERTISING
ON

YOUR

"XL" Stations
Qet Kesults
Put Advertising
to Work

Dollars

the "XL"

Way

Picific Northwest Broadcasters
Sales Managers

Wythe Walker

68

Tracy Moore

the whole thing. After all, wasn't it
just an enlargement of his original
Star of a Night program? He was in
radio big time. Dealer cooperation in
the talent hunt as a city-by-city search,
was assured under Florsheim direction.
NBC assured Adam and Biow of typical number-one network promotion —
and Florsheim rode herd on the network. The network worked with its
stations and the press. It was a great
promotional program. The talent
search teed off in Philadelphia -the
Quaker City entertained the network
on the first Big Break. The Big Break
entertained the press at Toots Shor's.
It was all very important. Every-

in droves at 10:30 p.m.. e.s.t. Sunday
evenings. Florsheim snapped the whip
harder, talent tried harder, Dowling
pulled in more big name judges —
everyone went all out to make The Big
Break be the big break for Adam Hats.
Biow resigned the account, and
Madison
once again was back in the
It wasn't.
picture. The alibi for the failure of
Eddie Dowling's The Big Break was
that ""it didn't reach our customers — ■
it appealed to too limited a class
trade." In spite of the big promotion
on the program, the audience appeared to be all Lustig. He loved it for
I 3 w eeks.
With Madison back in the picture,
selective radio came back in, too. Madison is certain, and Lustig agrees, that
nothing sells Adam headgear better
than announcement broadcast advertising. They agree that the fights can
do a job, but also point out that it's
possible to reach the fight audience via
the right kind of announcement placement.
There's no prestige in selective announcements. Lustig is not in a position to impress the trade, or himself,
with even saturation announcement
schedules. Drew Pearson, being a cause
fighter, has a lot of prestige with Lustig and the group with which he travels.
In this case the Lustig program yen
also has proved that he can sell hats.
Lee hat dealers all over the nation
have tied into Drew Pearson broadcasts and there is every expectation
that they'll continue to tie into the
broadcasts of the "predictions of
things
to come"
means that
Lee Hatcommentator.
outlets will That
in a
large degree become also Adam Hat
retailers. This is an even greater expectation, since the agency handling
the account, Weintraub. is the same
who handled the Lee Hat promotion.
Weintraub, because of bis Esquire
background, is a top-flight mens
furnishing merchandiser. In buying
both Pearson and Weintraub. Lustig
has a combination that he has never
bad before — a program w ith a good
male listening audience, and an agency
that, while bigtime, nevertheless has
geared itself to advertising that can be
checked with sales.

thing was perfect, except there wasn't
an)
justnodidn't
cometalent
off.
Eddieprogram.
Dowling Itwas
inc. The

Being ato closelv-held
difficult
trace the corporation,
resultfulness it's
of
advertising. No matter how much
business Adam Hat Stores appear to

searchers were looking for class talent
instead of mass entertainment. Listeners stayed awa\ from their radio sets

do, the profits seldom rise above the
$300,000 figure. In 1938 when the
gross sale- were $5,657,573, the profits
SPONSOR

were $137,552. In 1947 when sales "Adam still stresses "quality at a price."
hit $17,508,847, the profits were $159,- I There's a difference.
680. In any normal business an inRadio's ability to switch brands on
crease of over 300% in sales would
its listeners will be put to the test.
bring a better than 300% increase in There seldom has been as direct a test
in broadcast advertising history.
profits. In a closely-held corporation,
it's possible to have the corporate net
profits bear no relationship with the
profit made per sale.
Adam Hats' biggest profit during
the past ten years was in 1946 when
the corporation netted $651,128 on
gross sales of $18,591,789. The corporation's next biggest net was in
1945 when profits of $518,175 were
shown on the balance sheet. Net income in 1947 slipped to $159,680 on
$17,508,847 in gross sales. Sales for
1948 were, in round numbers, $18,000,000, with corporate profits of
$325,000.
Lustig realizes that 1949 will be a
tough year. His increasing manufacturing facilities must have a continued
growing retail organization, both
owned and franchised. Adam Hat
owned stores currently number 103.
Adam Hat agencies currently total 202.
Other outlets, and they run the gamut
of retailers, number around 4000.
Adam Hats $18,000,000 is good, but
Lustig wants more of the $135,000,000 that men and their womenfolk are
spending on men's headwear. That
Adam $18,000,000 includes an unestimated amount spent in the Adam
Hat Stores for haberdashery.
Lustig is certain that Pearson will
rub out the jinx that has followed
Adam Hats' use of radio ever since it
dropped the Madison Square Garden
fights.
There's still one great questionmark. Can Drew Pearson switch Lee
Hat wearers to Adam hats — the appeal is different. Lee is a quality hat,
although the price tag is not too lofty.

SERVICE

(Continued from page 33)
is something extra — something distinct
from the broadcast commercial for
which the manufacturer is sharing the
cost.
In most radio and television, the
station is simply the physical facilities
over which the advertising is heard.
In the case of a dealer cooperativelyfinanced broadcast, the station is part
of the campaign. It is the liaison between distributor, dealer, and manufacturer— and yet usually gets less
than its national rate for the time. At
the lowest cost, it gets the local rate —
at the highest, it gets the national rate
from the part of the bill that the national advertiser pays, and the local
rate from the part paid for by the
retailer.
National advertising agencies don't
make much, if any, money from dealercooperative advertising. The station
seldom makes as much as it should.
(In some cases it shaves the time costs
so that the national advertiser is really
paying the entire costs without knowing it.) The retailer gets a good break.
The advertiser gets what he's paying
for — advertising on the air and extra
selling effort on the part of the retailer

MORE LOCAL PROGRAMS
SOLD THAN ANY
ASHEVILLE STATION!
folks just naturally preContact

5.000
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fer our

brand
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Day— 1,000

Taylor-Borroff

for
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"Corn"!
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Night— 1380

Kc

ASHEVILLE, N. C.

"AMERICA'S
WESTERN

FINEST
ACT"!

— something that frequently can't be
bought any other way.
The first step in successful cooperative broadcast advertising is to "tell
the broadcasters (stations) what you
have available."

* ¥ *

The Texas Rangers, stars of
stage, screen,
and made
television, early thisradio
summer

Directory Rates

Producers of fe/ev/s/on and radio package shows. Representing
talent
of distinction.
York

X X

DEALER CO-OP

DIRECTORY

V. S. BECKER
PRODUCTIONS

562-5th Ave., New

THIS IN"
Mike
DRINK — Mountain

Luxemberg

2-1040

on request

a personal appearance tour in
the Midwest. They are pictured
here in Oklahoma City, when
they were commissioned honorary Colonels of the State of
Oklahoma by Governor Roy
TheTurner.
Texas Rangers transcripJ.
tions, used on scores of stations
from coast to coast, have
achieved Hooperatings as high
as 27.4.
Advertisers and stations — ask
about our new sales plan!
Wire, write or phone
ARTHUR
B. CHURCH Productions
KANSAS CITY 6, MISSOURI
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SPONSOR
SPEAKS

FCC

Boomerang

FCC has gone out of bounds in
ruling against gneaways. In fact
sponsor believes the commission has
thrown a boomerang, for several good
reasons:
1. The rules were made

by only

three of FCC's seven members. Frieda
Hennock dissented. Chairman Wavne
Coy. Rosel Hyde, and Robert F. Jones
didn't take part. In this important action Paul Walker, George Sterling, and
Edward Webster decided for all of
them. If Miss Hennock had walked out
there wouldn't have been a quorum.
2. Whether giveaways are "good"
or "bad" is not for the FCC to decile.
The commission has not been authorized b\ Congress to dictate program
content.
3. If some broadcast giveaways
violate the Criminal Code, they should
be prosecuted, not by the FCC but by
the
Department
of Justice.
Their

status should be decided by the courts.
I. In attempting to refuse renewal
of permits to stations which broadcast
giveaways, the FCC lias introduced
regulation l>\ coercion.
In her dissent Miss Hennock said
that 'if the so-called giveaway programs violate Section 1304 of the
( riminal Code (which bans lotteries)

considering a petition to the FCC for
a re-argument of the question.
One thing is sure: A lot of broadcasters, and a lot of sponsors will have
something to saj about them. So will
Congress and the American people.
SPONSOR

Appoints

With this issue sponsor announces

it should be determined b\ the court-."'
She believed that, without a "specific
mandate" from Congress. FCC's action is "unwarranted."
N \B President Justin Miller la
former federal judge) emphasized

two major staff appointments. Lawrence "Mike" Hughes takes over as
editor: Bernie Piatt fills the newl\
created post of business manager.
It would be difficult to imagine any

that "programs of the t\pe classified
as lotteries are not in fact illegal. Ibcalled the FCC rules "an intrusion
into the administration of criminal
aw.
And ABC i which broadcasts Stop
the Music and other successful giveaways) announced its intention of
testing the legality of the new rules
immediately.

business publication acquiring, at one
fell swoop, two better seasoned, better
liked, and better respected key executives. As executive editor of Advertising Age Mike scrutinized all advertising media with a perception and
thoroughness that commanded appreciation from every segment of the advertising field. Now he casts his lot
with the fastest growing media of all.
radio and television.

A few days later. CBS (which has
only a couple of giveaway shows I also
said that it would take the FCC rules
to court.
Whether or not the two networks
would join forces had not been determined as SPONSOR went to press.
President Frank Stanton of CBS said
that the FCC rules "go far beyond the
Federal statutes relating to lotteries
and gift enterprises."
Mr. Stanton also questioned the commission's authority over programing.
He found it "open to serious question
under the law which contemplates that
broadcasters themselves shall determine what programs will be broadcast,
consistent with the needs and desires
Meanwhile,
of listeners.'"

some

broadcasters

are

Bernie Piatt joined a new publication named Broadcasting in 1932 and
for the next 17 years served with distinction as its circulation director.
Yearbook editor, and Special Publications director, sponsor's publisher
takes personal pleasure in this affiliation, for in 1940 Mr. Piatt was his
partner in a pre-war publishing venture
which, like so main others, was pigeonholed b\ the war. The name of the
publication was SPONSOR .
It is axiomatic that no business can
build better than its people permit.
SPONSOR'S reputation for rapid progress
based on use-value to broadcast-advertising minded advertisers and agencies
is enhanced by these appointments.
— Norman R. Glenn

Applause
Here's to Hope
Charles Luckman, president of Lexer
Brothers Company, and Bob Hope are
to be congratulated for submitting to
arbitration their current differences.
The solution was suggested b\ Hope,
who had wanted to wax his weeklj program for Swan soap. \ good trouper,
doubtless he will abide by the decision
of the arbitration board against him.
70

A year ago relations between Hope
and his old friend Chuck Luckman became strained when Hope wanted to
travel his troupe. Luckman felt that
Pepsodent. which the Hope show bad
promoted for more than a decade,
would not support these additional
costs.
He solved the problem
b\
switching
Swan soap. Hope

to

the

higher-budget

Bob Hope's contract with Lever still
has some five years to run. It has been
reported
that he including
has "talked"
withs
other
sponsors,
Schenlej
Lewis S. Rosenstiel. Whatever the truth
in these reports, the fact remains that
he did not walk out on his contract.
He did suggest that arbitration would
be a fair waj of meeting the situation.
Other stars please copy.
SPONSOR

KMBC

HEART

KFRM

BEATS
Kansas City,

Special
Trade Paper Edition

JLtunn the Meant o£ favvvenZca,

Late Summer,

1949

Follies Breaks Attendance KMBC-KFRM Tops
Trade Area
Records as Mercury Soars RadioInStations
KMBC and KFRM are tops

Despite a summer heat wave, the KMBC-KFRM
Brush Creek Follies recently topped all previous attendance records when 3,100 enthusiastic fans
jammed
Memorial
Hall
in Kansas City, Kansas.
Cronkite Decorated
The successful radioBy French President
stage show is now conWalter Cronkite, KMBCcluding its twelfth big
KFRM Washington correseason.
spondent, recently was decoby President Vincent
On June 11, The Fol- Auriol rated
of France.
lies moved to its new loCronkite was one of a secation and The Texas
lect group of American correspondents invited by the
Rangers, stars of stage,
to comscreen, radio and tele- French Government
memorate the fifth annivervision returned from
sary of D-Day on the Normandy beaches.
Hollywood for two sucCronkite covered the incessive Saturday night
vasion in 1944 while with the
appearances.
United Press, and on this
Brush Creek Follies
recent trip visited many of
places along the French
stars the complete line- the
coast that were in the war
up of KMBC-KFRM tal- headlines five years ago.
ent. Hiram Higsby is feaCronkite's trip, in addition
to his decoration by Presitured emcee and comedident Auriol, included conan of the Follies, and is
ferences with other important government officials in
ably supported by other
Paris, Luxembourg, Frankstars including such perfurt, Berlin and London. He
formers asColorado Pete
also interviewed numerous
American soldiers, European
(who has been a regular
businessmen,
laborers and
since the first program
farmers.
12 years ago) Rhythm
As a result of this EuroRiders, Tune Chasers,
pean tour Cronkite's weekly
radio programs, heard in the
Tiny Tillman, Lazy RivKansas City Primary Trade
er Boys, Millie & Sue.
area exclusivelv on KMBC
and KFRM, have gained
Jed Starkey, Sunny Daye,
added impact, and his progHarry Jenks, David Anress reports on the cold war
in Europe, together with his
drews and George Washoutstanding reporting of the
ington White.
Washington scene are of
Brush Creek Follies is great
interest to millions of
sponsored over The
Midwesterners living within
area served by The
KMBC-KFRM Team in the
KMBC-KFRM Team.
15-minute segments by
Rothschild's Clothiers sponKent Products Company
of Cronkite's
hoursor oneprograms
on quarterKMBC,
for Richmade Margarine,
and there is currently anFranklin Ice Cream Comother availability on this outstanding authority. Contact
pany, and Maurer-Neuer
any KMBC or KFRM man,
Corporation for Rodeo
or call a Free & Peters
Meat products.
Colonel !

among listeners in Kansas City's vast Primary
Trade area, as determined by recent surveys. In
fact, KFRM
leads its
competition by even a and evenings, with the
greater margin than in most ings spectacular
in the morning, ratas
KMBC led its nearest
1948, and KMBC continues to be the most
competitor by 34 per
listened -to station in cent.
Greater Kansas City,
This popularitv of
according to results of The KMBC-KFRM
two Conlan radio surTeam with area listenveys conducted this
ers is a tribute to prospring.
gramming specifically
These coincidental
designed for Kansas
surveys involved 62,000
City Primary Trade
area listeners. Totelephone calls within
KFRM's half-millivolt
gether,advertisers
The Team with
provides
contour, and more than
70,000 basic calls in the most complete, efGreater Kansas City
fective and economical
coverage of the huge
for the KMBC study.
KFRM leads all Kansas City Primary
broadcasters for the Trade area.
For information on
morning periods and is
first in the afternoons.
these recent surveys,
(KFRM is a daytime,
togetherbilitieswith
on The availaTeam,
5,000 watt independent
station.)
call any KMBC-KFRM
KMBC rated first man or any Free & Petmornings,
afternoons
ers "Colonel".

NEBRASKA

The vast coverage of The KMBC-KFRM Team is shown in white
on this map. The heavy black lines indicate the half-millivolt coverage contour serving nearly four million Midwestern residents.
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ROYAL

OAK,

MICHIGAN

Primary Coverage

900,860 RADIO HOMES
More than half the total radio homes
with a retail buying power
REPRESENTED

NATIONALLY

in Michigan— 1,774,800—

(1948) of over 3Va billion dollars
BY

THE

FRIEDENBERG

AGENCY,

INC.
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•

$8.00 a Tear

The air is different around Richmond
And so are the rooftops.

Hoie.SoVutha'rsket
n IT m

WMBGam
WTVRtv
WCOD'm

these days.

For, in Richmond and within a 40-mile radius,
one out of every nine
families now owns a television set.

/
Richmond's transition to television began
about 1 7 months ago, when WTVR went on the air.
Today every set is tuned to WTVR,
WTVR

for after

17 months

is still Richmond's only television station.

Richmond's sensational growth as a television market
is a testimony to the progressiveness of this famous city
and to the popularity of Havens & Martin Stations,
of which WTVR is the TV member.

&f&4f Q/i6v&iw$4 €ff®$w4wn€a
Havens and Martin Stations, Richmond 20, Va.
John Blair & Company, National Representatives
Affiliates of National Broadcasting Company
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RCA

offers color TV

as others expand
their efforts

Pillsbury's owners
"meet" on air

Network
policies
vary on joining
radio with video

Winchell and K-F
to part company

Radio set
production still
quadruples TV

Three nets start
to sue FCC
on

giveaway

ban

600 foreign
films
offered for video

SI'ONSOR,
Offices 40

Volume. 3, No.
W. 52 St., N.
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Radio Manufacturers Assn. had just told FCC it would "take several
years" to get TV color equipment into public use when RCA announced
system requiring no major changes in transmitter equipment, which
could be viewed in monochrome on present sets. CBS said its own
system is ready for field test. In Hollywood, Don Lee organization
is working on "color and stereopticon" TV.
-SRPillsbury Mills will bring part of its farflung stockholder family
together 13 Sept. in annual meeting to be aired over WCCO, Minneapolis-St. Paul. Many employees will listen too.
-SRABC stresses policy of integrating radio and TV activities by naming
Charles C. Barry program v. p. for both and J. Donald Wilson v. p. and
national sales director on network programs. Under Pat Weaver,
NBC's television is being divorced from radio. CBS has merged AM
and TV news operations under Ed Chester.
-SRAnnouncement probably won't come for months, but Walter Winchell and
Kaiser-Frazer are expected to end relations 1 Jan. K-F is in red,
with first-half sales less than 50% as large as year ago. Winchell
reportedly will promote "25-cent item."
-SRAlthough combined AM-FM-TV set output dropped from 672,590 units in
June to 421,478 in July (due partly to vacation shutdowns), radio
production of 341,947 was four times figure of 79,531 of TV. Of
first-half total, 4,816,407, AM and FM radio had 3,823,805 and TV,
992,602.
Ten days after FCC adopted rule to ban giveaway
violations of Federal lottery laws, ABC (which
Music" and others) filed suit in U. S. District
to enjoin FCC from enforcing rule, effective 1
court decision in declaring FCC action illegal.
are beginning actions against FCC.
-SR-

shows as alleged
carries "Stop the
Court in New York
Oct., and to get
CBS and NBC also

600 TV programs from England, Italy, and Canada,
be distributed to nets, stations, and ad agencies
Mexico, and Cuba by Hubbell Television, Inc., New
headed by Richard W. Hubbell, has acquired rights
movie stockpile.
-SR-

21, 12 September,
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Carnation joins
NBC to-CBS
group

Zenith distributes
FM coverage map

Los Angeles
Chamber gets
behind TV

Forr A's urge more
education
about
advertising

Six video stations
start in September

Ophthalmologists
find TV doesn't
harm eyes

Oil

industry notes
90th birthday

'Lux Theater" and
"Fibber" mark
15th

NBC

birthdays

buys Hooper
TV ratings

RE PORTS.

.. SPONSOR

"Carnation Contented Hour," moving to CBS 2 Oct. after 17% years on
NBC, becomes eighth NBC-to-CBS program switch in year. Others include Jack Benny, Red Skelton, Amos 'n' Andy, Edgar Bergen, Horace
Heidt, Burns & Allen, and Ozzie & Harriet.
-SRZenith Radio Corporation, strong champion of FM broadcasting, is
distributing to stations FM coverage map prepared by CaldwellClements, Inc., New York, from material supplied by FCC, FM Assn.,
and Clear Channel Broadcasting Service. In addition to showing two
different FM coverage areas, of 15 and 100 microvolts, charts tell
growth of FM listening audience to 5,000,000 and of number of stations to 740.
-SRLos Angeles Chamber of Commerce has named 70-man committee to promote television as business and for community benefit. In group are
broadcasters, TV and movie producers, insurance men, bankers, educators, retailers, national advertisers, and ad agencies.
-SRAmerican Assn. of Advertising Agencies has adopted resolution on
importance of distribution in U.S. economy and part advertising
plays in it, pointing out that advertising can "move goods fast
enough and in large enough quantities that our economic welfare may
be served." Four A's deplored lack of school materials on subject.
-SRMartin Codel's "TV Digest" says atleast six TV stations start
operating in September: KMTV, Omaha; WJAC-TV, Johnstown, Pa.; KECATV, Los Angeles; WFMY-TV, Greensboro, N.C.; WDAF-TV, Kansas City,
and WMBR-TV, Jacksonville, Fla. Total TV stations then would be 83.
-SRTelevision Broadcasters Assn. has issued a four-page report quoting
prominent ophthalmologists (eye doctors) and optometric and medical
groups to effect that television doesn't harm eyes. Tables are
given for best viewing distance in relation to size of tube.
-SROil companies and other radio advertisers played tribute last fortnight to petroleum industry on 90th anniversary of E. L. Drake's
first well at Titusville, Pa. Led by Standard of New Jersey, oil
now has more companies worth $1,000,000,000 than any other industry.
-SRStars of radio and movies will help "Fibber McGee & Molly" start
their 15th season for Johnson's wax on NBC in hour-long anniversary
program on 13 Sept. Program premiered in New York 16 April 1935. On
15th anniversary of "Lux Radio Theater," on CBS, Lever is sponsoring
three-month competition to pick prettiest 15-year-old girl in U.S.
-SRNBC has become first network to subscribe to TV Network Hooperatings. Other subscribers on list of 37 are 17 advertisers, 15
agencies, stations CBL, KSTP, and WBAP, and TransAmerican Broadcasting & TV. . . . Nielsen-Ratings for Coast are now issued monthly.
-please turn to page 40SPONSOR
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50,000 WATTS
Daytime

10,000 WATTS
... 8 7 0 kc.

Night

It's our birthday. . .but not our party. The party, cake and candles, is strictly for you, Mr. Sponsor!
Since 'way back in 1947 A. D. (September 9th to be exact),
KCMO's king-sized signal has meant a healthy bonus in listenership for sponsors.
At a low, amazingly low, cost per 1000 coverage, KCMO blankets 213 wealthy Mid-America counties with over 5,435,000 po-

One Does Itin Mid -America
ONE

station

ONE
ONE

set of call letters
rate card

ONE

spot on the dial

tential listeners inside its V2 mv. measured area. KCMO's programming, dialed right to Mid-America
listening habits, has
meant ever-growing acceptance among listeners
with results
that put sponsors in a "party" frame of mind.
In short, it's always a party... when
on KCMO.

and

KCMO-FM

KANSAS
Basic

ABC
National
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you

center your selling

94.9
CITY,
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Megacycles
MISSOURI

For

M id- America

Representative: John E. Pearson Co.
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Seeing vs.
Listening

In a study for major newspapers, Dr. Paul
F. Lazarsfeld finds radio commercials are
more effective in four out of six yardsticks.
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Many advertisers have found that hewing
consistently to public-relations objectives
can win goodwill and sales acceptance.
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Charles

Joe

Gould

Magazines

on air

Magazines have found broadcasting an effective means of building circulation.

26 Septeml

Holiday mixes

One station test campaign builds thorough
distribution for new food products.

26 Septeml

Shows for kids across the country are stepping up sales of old and new products.

26 Septeml

TV
hourschildren's

Sight vs. Sound

Agency
research heads weigh validity of
the Lazarsfeld
newspaper-radio
findings

Wechsler

Director:

Manager:

Horace Schwerin reports, minute by minute, on the factors which cause the interest of the TV audience to rise and fall.

32

Glenn

j.

Blumenthal

Advertising
Department:
M.
H. LeBlang,
Beatrice Turner, Jerry Glynn, Jr. (Chicago Mgr.)
Business
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you'll do better with the
same line— and 2 hooks

RATE-CARD

We at WMCA would like to think
that it was not entirely coincidence
which prompted you to reproduce our
rate card as the lead of your 15 August
article, You gel what you pay for.
New York has been a fertile breed-

Drop your line in North Carolina's greatest metropolitan market, Raleigh — Durham. WNAO
and
WDUK

ing ground for most of the rate-card
evils described in your story, with
some additional embroidery applied in

combine facilities and rates to offer you a

"fisherman's paradise" and a "whale" of a discount.

many cases. As of April 1949 we revised our entire rate structure on a
purely realistic basis, as the new card
shows, and will be happy to erect it in
neon on top of our building if someone
else will pay construction costs. In any
case, no advertiser has to worry any
more for fear he is paying more for
the same thing than any other sponsor.
The rampant chiseling which has
gone on in this market in the past has

All you have to furnish is the bait and the line —
we've got the hooks. "They've" been biting on
drugs, foods, autos and trucks, furniture, appliances
and radios, clothing, hardware, farm machinery, gas,
oil and tires, tobacco, cosmetics, soft drinks and
dairy products.
Those

ol' fishin' guides, Avery-Knodel,

EVILS

certainly weakened advertisers' confidence in radio to such an extent that
the medium as a whole has not enjoyed the volume of business it should
have had in the nation's number one
market. We're doing something about
it, and are glad to have your editorial

are our

"reps" — you can get hold of them in New York,
Atlanta, Chicago, San Francisco and Los Angeles.
They'll point out the best fishin' spots in North
Carolina.

Norman Boggs
General Manager

support.

WMCA,
CREDIT

New York

TO LANDON

Thank you for the compliments concerning this department in the 1
August issue of sponsor.
Full credit should be given Herb
Landon, our Radio Publicity Director.
There are few men or women in this
business who equal Herb in getting
results. Our recent "Molehill to Mountain"' stunt on County Fair was a success
tiringprimarily
efforts. because of Herb's unFull credit should be siven Herb.
Hal Davis
Publicity Director
Kenyon & Eckhardt
New York

SQUIRT
ONE

NETWORK,

ONE
2
NORTH

CAROLINA'S

LOW
KEY

METROPOLITAN

ABC

RATE
OUTLETS
MARKET

SUCCESS

\ our article on Bids from the kids,
sponsored In Squirt, was very interesting. Especially so since KAYL was
one of the stations used for this show.
Our show was sponsored bv the
Cherokee Bottling Company. Cherokee,
SPONSOR

Iowa. The first five shows originated
from Cherokee, the next four from
Storm Lake, and the last four from
Spencer. All these communities are
less than 10,000 in population. They
are located in three adjoining counties.
Your article mentions that in Canton, Ohio, the show achieved a bid of
1600 for a watch. Our watches went
for an average of 2000. We sold a
bicycle on our last broadcast for 11,500 Squirt bottle caps. The bidder
drove 58 miles to the show at Spencer.
We proved that the show was hampered by a select few who seemed to
know where all the bottle caps were.
After four broadcasts it was high time
to move. Several families were at each
show and were usually at the door
waiting — no matter where we played.
The show in itself was a tremendous
promotional vehicle for KAYL. Spencer is supposedly dominated by a local
station. We know now that several
hundred families know about Squirt
as well as KAYL in that market.
We agree that the show is strictly a
short-term item and recommend that
the show should be replaced by a new
idea for the kids. A continual replacement of shows in the same time slot —
aimed at entertaining the kids — should
produce a loyal and grateful set of
boosters for the sponsor and his product.
We incidentally totalled about 100,000 Squirt bottle caps in 13 weeks.
For 250 watts, with the shows originating in three towns, we feel right
proud.
Lee Gordon Rasmussen
General Manager
KAYL, Storm Lake, Iowa

RESORT

BUSINESS

The overall thinking on your part
in the article about WLNH and the
"Allen A." Resort in sponsor was excellent, as we feel that radio is not
getting its share of resort business. We
would like to obtain 300 reprints of
this article, if possible. We intend to
furnish them to local resorts, agencies,
and other sources where we think that
they might be helpful in interesting
these people in radio.
On our last broadcast we plugged
the article over the air, both here and
on the other two stations.
Warren H. Brewster
General Manager
WLNH, Laconic N. H.
12 SEPTEMBER

1949

CLOTHES

WASHER

AND

TV

The TV Results section on page 56
of your 15 August issue relates the
results of TV on the sales of Whirlpool "dish washers" over WLW-D in
Dayton, Ohio.
The case history is correct, but the
article being sold was a clothes washer
— not a dishwasher. I might also add
that Film Associates produced the
demonstration on 16mm sound film

Carl gets
Fan Mail too!

for the Whirlpool Corporation of St.
Joseph, Michigan.
We would appreciate mention on
this, as we feel it is an example of the
important part films play in TV.
Almar S. Fraley
Sales Representative
Film Associates
Dayton, Ohio
SR&D

HANDBOOK

Your 1 August issue gave Applause
to a book published by Standard Rate
& Data Service, Inc., entitled Spot Radio Promotion Handbook.
Kindly clarify when this series of
publications or this specific book will
be published, and from what source
they may be obtained. Everyone is interested inreducing waste in broadcast
time selling.
John Buchanan
Denver, Colo.
Q The Spot Radio Promotion Handbook is available from SR&D, 333 N. Michigan Ave., Chicago.
Price is 91.

LETS SELL OPTIMISM"
Your "Let's sell optimism" campaign
just came to my attention and is just
what Indiana County needs. In fact,
it is just what the U.S.A. needs. It is
just what radio needs.
T. K. Cassel
Station Manager
WDAD,
Indiana. Pa.

We are for the "Let's sell optimism"
idea one hundred percent.
J. J. Herget
Ass't. Manager
WPLH, Huntington,

W.

Va.

This "Let's sell optimism" is a swell
station promotion as well as a grand
public service effort, and we intend
to really promote it.
Vince
Callanan
WNHC, New Haven, Conn.

Phooey on Clark Gable and Frank
Sinatra . . . they aren't the only ones
who get fan mail!
Our Carl gets fan mail too. Just
look:
Here's one from Art Luntl, of the
Campbell-Mithun Advertising Agency, in Minneapolis, who bought
WDSM's "News and Sports Show"
for Hamm's beer.
Among

other nice things, Campbell-Mithun said: "WDSM's and

WEVE's promotion of our Hamm's
Beer show is the best we've ever
And so, on and on, about the wonderful promotion job our stations
did for the client's show.
Well,
Carl doesn't want to be
seen." but
modest,
we did do a good job
of promoting that show . . . but
that doesn't mean we're going to rest
on our laurels . . . Carl's out to do a
good job of promoting every show
that we carry on WDSM and WEVE.
Of course, where WDSM
and
WEVE have the upper hand over
the other stations around here is
that we have a financial tie-up with
the Duluth Herald and so can run
many times more newspaper space
than all the other stations in the
area combined!
Yes, with WDSM's and WEVE's
coverage in North Country market,
plus the promotion we can give your
show . . . you're a cinch not to get
caught with your sales down in this
area. Get the whole story from Free
& Peters about WDSM and WEVE,
the 2 ABC stations you can buy for
the price of ONE Duluth station!

it is now tomorrow.,.

Look closely at your new horizon.
These are not the shapes of things
to come, but of things already here.
For in Autumn 1949, television in
its full proportions is clearly
visible . . . creating a new pattern
of living and buying in America.
In this pattern, the habit of tuning
to CBS Television is firmly fixed
— held fast by powerful programming
like The Goldbergs . . . Studio One . . .
Arthur Godfrey.. . Ed Wynn — Mama
. . . Suspense . . . Inside U.S. A —
And as they tune to CBS be sure
they see your product among those
of America's great advertisersmaking sharp, lasting impressions
today and tomorrow.

CBS television
FIRST

IN

AUDIENCES

Sharp decline noted
in job lay-offs
Steady slackening in the rate of new industrial lay-offs has
been reported recently by the Bureau of Employment
Security. In the week ended 20 August, first claims, indicating new unemployment, totaled 259.207. This was
31,893 less than in the previous week.
Truman hears business
is more cheerful
Several cabinet members told President Truman

recently

that the nation's economic morale is improving. Labor
Secretary Tobin said that the cost-of-living index had declined abit from the month before, and Commerce Secretary Sawyer, reporting on findings in an extensive tour,
found that business men were optimistic and conditions
promised to remain steady.
Steel rate rises
to 85% of capacity

Commerce
Department finds
down trend leveling off
Department of Commerce reports the value of the gross
national product in the second quarter of 1949 was down
2% from the first quarter. The decline came largely
in inventories, it was said, as fixed investment was stable,
consumers' expenditures were steady, and government purchases increased.
FTC orders Toni
to alter advertising
Toni Company

(See Mr. Sponsor, page 14) has agreed to

an FTC stipulation to modify "Toni twin" advertising,
cutting out representation that the "coiffure of the twin
with the Toni wave was done by herself or by an amateur
when it actually was effected by a professional hair stylist."
National Hairdressers and Cosmetologists Assn. protested
against Toni advertising, but has done little on its own to
promote beauty-shop business from the invasion of home
hairdos.
New minimum wage level
would lift buying power
Legislation passed by the Senate boosting the nation's
minimum wage from 40 to 75 cents an hour would help
to boost buying power. The joker, however, is that employees of some major businesses, such as retailing, would
not be affected. National Retail Dry Goods Assn. says
that under an amendment to this bill retailers are exempted, "so long as 50 per cent of their business is done
in their own state and 75 per cent of their sales are made
at retail."
Nation's doctors raise
$2,000,000 war chest
Assessments on members of American Medical Assn. thus
far have raised more than $2,000,000 to help AM A fight
the Truman health insurance program. Dr. Ernest E.
Irons, president, and Dr. E. L. Henderson, presidentelect of AMA are presenting its viewpoint at meetings in
Washington, New York, Chicago, and other cities. The
AMA has yet to include paid advertising in its promotion
plans.
10

Washington was cheered by reports from Pittsburgh that
national steel production had turned upward to 85 per cent
of theoretical capacity. Steel men are divided as to
whether the present level will last through the fall. But
the automobile industry, a major steel consumer, continues
to produce at high levels. General Motors turned out
291,383 cars and trucks in August, as compared with
254.662 in July. Chevrolet, Buick. and Packard were
among producers turning in new records.
Movie engineers ask
theater TV network
Society of Motion Picture Engineers has requested FCC to
authorize frequency allocations for theater television. A
TV theater network, they said, would provide instantaneous service to a large part of the American people, and
would be important in a time of emergency. RCA will
demonstrate theater-TV and drive-in equipment at the
theater-eouipment convention and trade show in Chicago
26 September.
Sales of manufacturers
decline slightly
July sales of all manufacturing companies declined 6' {
to $15,000,000,000, as compared with $16,500,000,000 in
June, the Commerce Department reported. Sales of durable goods companies dropped from $7,100,000,000 to
$6,300,000,000, while sales of non-durable goods were off
from $9,400,000,000 to $8,700,000,000. Largest decreases
were in food, beverages, and textiles.
British publication
to aid sales in U.S.
To promote British products in the United States and
Canada, the British Board of Trade has endorsed publication of British News, described as "a show window for
world shoppers," which will be sent free each month to
some 20.000 buyers. Publisher is British News, Inc., 1631
K St., N.W., Washington. Warren S. Lockwood is president and Frederick B. Osier vice-president and general
manager of the firm.
NAB acts to add
TV directors
With 32 TV stations now members, NAB has taken steps
to add TV members to its board of directors. According
to the by-laws, TV stations may be represented on the
board when NAB has at least 25 of such members.
SPONSOR
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. . . but no one's

lertly, day and night, programs of 50,000-watt WOAI
cascade through the great Southwest! Music, news, drama,
quiz, market reports, public interest features ... all and
more provide entertainment, information and relaxation to
western millions!
Blanketing 67 primary counties in South Texas alone
while the sun is shining . . . the dominant appeal of "The
Famous Brand Station" grows even more intense when the

"DAY

sleeping

under it!

moon rises . . . showering service into 142 primary counties
in 6 states — Arizona, Colorado, Louisiana, Oklahoma, New
Mexico and Texas! (Based on BMB Study No. 1)
Sales Management has compiled late facts on the
people who make up this vast WOAI market . . . how many
there are, what they earn, what they do with their $$$.
Boiled down from 33 full-sized ledger pages, the total
figures tell this astounding story:

NIGHT
PRIMARY
PULATION
1,377,700
Texas Only
1,377,700
TAL FAMILIES
381,500
381,500
Texas Only
331.310
DIO FAMILIES
331,310
Texas Only
BMB Estimate 1948
TAIL SALES
$1,064,072,000
1,064,072,000
Texas Only
OD SALES
240,168,000
240,168,000
Texas Only
,N. MDSE SALES
111,292,000
111,292,000
Texas Only
UG SALES
33,462,000
Texas Only
33,462,000
37,177,000
HOLD-FURN-RADIO
Texas Only
37,177,000
T E. B. I.
1.519.788,000
1,519,788,000
Texas Only
T AVG. INCOME
3,374
R FAMILY
3,374
Texas Only

Copr.
Power;

SECONDARY

TERTIARY

TOTALS
5.848,500

3,687,600
1,559,800

3,675,000

220,600
207,500

1,002
400
433,600

1,604 500
1 022,600

161,100
152,130

794 448
364,630

955,548
516,760

$562,306,000
520,716,000

$2,297,944 000
1,114,582,000

$3,924,322,000
2,699,370,000

127,735,000
119,206,000

19,457,000
18,278,000

81,423,000
43,872,000

23,456,000
22,298,000

85,708,000
43,817,000

877.766,000
624,601,000
118,332,000
283,555,000
134.342,000
95,612,000
146,341,000
103,292.000

FOOD SALES
Texas Only

49,174.000
46,190,000

509,863,000
265,227.000
257,866,000
126,073 000

747,455,000
704,246,000

3,037.609,000
1,493,320,000

5,304.852.000
3,717,354 000

NET
E. Only
B. I.
Texas

3,173
3,318

3,219
3,305

1949 Sales Management
Survey of
further reproduction
not licensed.

2,386,200
1,960,800
660,200
546,900

TOTAL FAMILIES
Texas Only
RADIO
Texas FAMILIES
Only
BMB Estimate
RETAIL
SALES
Texas Only

GEN.
TexasMDSE.
Only SALES
DRUG
Texas SALES
Only
H-HOLD-FURN-RADIO
Texas Only

NET AVG. INCOME
PER FAMILY
Texas Only

1948

536,440
456,530

$1 888,087,000
1,577,671,000
411,514,000
351,959,000
193,548,000
165,299,000

SECONDARY

TERTIARY

TOTALS

2,344,500
988,900

6,086.400
1,454,900

10,817,000
4,404,600

626,700
269,700

409,600
1,664,900

2,951,800
1,226,200

513,760
221,420

1,367,350
334,600

2,417,550
1,012,550

$1 454,287,000 $4,048,304,000 $7,390,678,000
637,429,000 1,063,820,000 3,278,920,000
902,397,000
322.945,000
1,636,856,000
153.907,000
750,110,000
244,244,000
430,865,000
150 708,000
755,121.000
359,072,000
137,532,000
56,241,000
45,919,000
22,118,000

63,848,000
55,079,000
64.119,000
56,774,000

57,057,000
28,813,000

2,503,198,000
2,133,602,000

,965,819,000
876,768,000

3,231
3,461

3,238
3,185

128 005,000
39,510,000
185,841,000
55,878,000
5.352,612,000
1.500 073,000
3,185
3,198

237,772,000
116,707,000
307,017,000
141,465,000
9,821,629,000
4,510,443,000
3.218
3,281

Buying

NBC

esented by EDWARD

POPULATION
Texas Only

783,200
737,500

3,110
3.223

PRIMARY

- 50,000 WATTS

- CLEAR CHANNEL

- T Q N

PETRY & CO., INC. - New York, Chicago, Los Angeles, Detroit, St. Louis, Dallas San Francisco, Atlanta, Boston

Exclusive Representatives
Radio

ALBUQUERQUE

KOB
KFDM
KDSH
WBZ-WBZA
WGR

BEAUMONT
BOISE
BOSTON-SPRINGFIELD
BUFFALO
CHARLESTON, S. C.
West:
WIS
COLUMBIA, S. C.
CORPUS CHRISTI
KRIS
DAVENPORT
WOC
DES MOINES
WHO
KVOD
DENVER
DULUTH
WDSM
WDAY
FARGO
FT. WA\ \ I.
WOWO
WBAP
FT. WORTH-DALLAS
KGMB-KHBC
HONOLULU-HILO
HOUSTON
KXYZ
WISH
INDIANAPOLIS
KANSAS CITY
KMBC-KFRM
LOUISVILLE
WAVE
WTCN
MINNEAPOLIS-ST. PAUL
WMCA
NEW YORK
NORFOLK
WGH
KFAB
OMAHA
PEORIA-TUSCOLA
WMBD-WDZ
KYW
PHILADELPHIA
KDKA
PITTSBURGH
KEX
PORTLAND, ORE.
RALEIGH
WPTF
WDBJ
ROANOKE
KSD
ST, LOUIS
KIRO
SEATTLE
SYRACUSE
WFBL
Television
BALTIMORE
FT. WORTH-DALLAS
LOUISVILLE
Ml \ m:\polisst. PAUL
NEW YORK
ST. LOUIS
SAN FRANCISCO

WAAM
WBAP-TV
WAVE-TV
WTCN-TV
WPIX

F&P Colonels are constantly "on the road,"
visiting every station we represent, talking uith
hundreds of important manufacturers, agencies
and distributors. The result is a most complete
and intimate knowledge of broadcasting, where
it

happens,

and

where

it

works

for

KSD-TV
KRON-TV

12
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you.
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LD Colonel F&P really gets around.
Last year alone he racked up over 131,417
miles by plane and train (and even 2,557
miles by steamship! ), visiting his customers
and the stations he represents!

stant travel and exchange of ideas, we learn
a lot of valuable things for you. By field
ivork in the actual markets we serve, we
learn the practical facts which often elude
""home offices" yet which may determine
the success of your advertising. . . .

But this is wanderlust with a purpose!
The 22 of us here at Free & Peters (who
are the Old Colonel) know that we've got to
get out and see people to keep up-to-date on
national spot radio and television. By con-

"Getting around" is just part of what
makes us Free & Peters Colonels effective
in helping our customers do profitable national-spot radio and television. We'd like
to show you how effective. May we?

F REE & Pir ETERS,

INC,

Pioneer Radio and Television Slalion Representatives
Since 1932
NEW
ATLANTA

12 SEPTEMBER

DETROIT

1949

YORK
FT. WORTH

CHICAGO
HOLLYWOOD

SAN FRANCISCO

13

For Profitable
Selling

WDEL
WILMINGTON
D E L AWA

R E

WEST
EASTON
PENN

SYIVANI

A

WKBO

31r. Sponsor

Richard

X. Harris*

HARRISBURG
PENN

SYIVANI

President
A

Toni,

Inc.

(Div. of Gillette Safety Razor Co.), Chicago

Eleven years alter he bought a collapsing cosmetic firm for
$5000, 36-year-old, rotund, verbose, genial Richard Neison Harris

WORK

miraculously transformed it into the nation's leading manufacturer
of cold-wave home-permanent kits, the Toni Companv, and sold it
to the Gillette Company for $20,000,000 in January 1948.
It was in 1943 that the Yale graduate decided to make home
permanent-wave kits. He spent $25,000 to market his Rol-Wave
product and sold it for 25c a box. Rol-Wave flopped. Harris
attributes this to psychological resistance on the part of women,
claiming that they balked at buying something for 25c which ordinarily sells for $10 to $15.
In 1944 he again invaded the home-permanent market. With
$1000 "Wishbone" Harris (the nickname stems from his craving
for turkey and chicken wishbones ) started the Toni Company and
made an improved product with a fixed price of $1.25. Retailer
reluctance to add any new kits to already overstocked shelves almost
prevented Toni from reaching the public. During this critical period,
super-salesman Harris personally visited obdurate retailers and
battered them into submission with an overpowering pitch about the

YORK
PENN

SYIVANI

A,

WRAW
READING
LP EN N S YIVAN

I A,

WGAL

advantages of his product. The following year Toni had snared 35' c
of the expanding home-permanent market, as sales soared to the
million-dollar mark.

LANCASTER
PENNSYLVANIA

Toni began using radio in 1946 with a series of spot testimonials
in selected areas. During the last six months of 1946. sales on the
West Coast, where Toni was using radio as its major advertising

Represented

ROBERT

by

MEEKE

R

ASSOCIATES
Ioj Angeles
San Francisco

STEINMAN

New York
Chicago

STATIONS

medium, leaped 300' < . Pleased with the results of its radio campaigns, the company in 1947 allocated S2.000.000 of its $3.500.000>
ad budget to broadcast advertising. With sales continuing to skyrocket, Toni spent $4,000,000 to sponsor four network shows in
1948. By the end of the year 851 of all kit users became Toni
converts. This \ear the firm is again expected to spend S4.000.000
of an estimated $7,000,000 advertising budget for radio. Currently
being sponsored bv Toni are Give and Take and the soaper This Is
\ora Drake.
*Seen, left, with his brother and executive v. p.. Irving Harris
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KEGA-TV

CHANNEL 7
LOS ANGELES

on the air September

16

ABC's FIFTH Owned and Operated Television Station in a Key Sales
Market — Newest
Link in the Powerful ABC
Television
Network
Now ABC — and only ABC — has its Owned and Operated television stations in five of the six major markets
in America! Thus, ABC now offers you a distribution
of TV stations that cannot be matched by any other
broadcasting company.
And in Los Angeles, ABC

offers you facilities

unlimited — including:
• Two largest television stages in the world (238' x
105' and 175' x 94'), each with 4 cameras, complete switching arrangements.
• Two

auxiliary studios.

• Two

remote facilities set-ups, each with 3 cameras.

• Fully equipped
• Two

theatre seating 300 people.

rehearsal halls.

• Six private dressing rooms, complete facilities for
male and female chorus groups.
• Complete

35-mm

facilities.

• Complete 16-mm facilities with Balopticon, 2 slide
cameras, small screening theatre seating 25.
1. Executive offices

7. Maintenance

2. Sales, Auditing, Publicity, Promotion
offices

8. Auxiliary studio

3. Dressing rooms, Wardrobe offices

9. Soundstage with theatre
10. Master Controls

4. Sound Stage

11. Guard House, PBX Room,

5. Auxiliary Studio
6. Programming and Production offices

Receptionist
12. Fireproof film vaults

The efficient way to sell your products is to use ABC-TV
in New York WJZ-TV Channel
Giant television center

7

. in Chicago WENR-TV Channel
Tallest TV Tower in Chicago

7

. in Detroit WXYZ-TV

Channel

7

Detroit's most modern equipment
. in San Francisco KGO-TV Channel
1362 jeet above sea level
. in Los Angeles KECA-TV
A 23-acre TV studio

12 SEPTEMBER

1949

Channel

7
7

• Complete

audio facilities.

• Complete

production department

for building sets,

props and handling lighting.

ABC-TV gives you top service as well as top facilities.
You buy from one — and only one — representative; he
handles ALL your television problems.

ABC

TELEVISION

American Broadcasting Company

15
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Crew

of

midnight
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*%;,
the

National

Guard

takeoff for Boston

Mercy

to pick up

Plane

preceding

Iron Lung. KVOO

Reporter Bob Jonei, right, accompanied the crew and kept
KVOO listeners informed by telephone interview from Boston.

%>

Bob

Jones, KVOO

News

Reporter,

left, and

Bryce Twitty, Administrative Director of Tulsa's
Hillcrest Memorial Hospital, visiting with young

Response

Polio victim in the Iron Lung flown

measure the success of any station. It's action on the part
of the listener that counts!

by

National

Guard

to Tulsa

from the listener is the best yardstick by which 1o

Plane.

KVOO

listeners always respond, just as they did on

July 13, 1949, 10:00 P.M.
KVOO news department broadcasts urgent appeal for
3 additional iron lungs to aid local polio victims.

RESPONSE
Additional iron lungs dispatched by two distant hospitals
who heard broadcast, and one purchased by local
chapter American Women's Voluntary Services! Oklahoma Air National Guard sends mercy plane to Boston
to pick up lung purchased by AWVS. Bob Jones, KVOO
newscaster goes along and reports by telephone
interview to KVOO
listeners!

July 28, 1949. 12:00 Noon
KVOO
lungs.

broadcasts second appeal for additional iron

RESPONSE
Within five hours after broadcast four additional iron
lungs are obtained! Air National Guard again wings
way to Boston to bring back lung purchased by Tulsa
Jewish
Community Council!
This, in brief, is a story of response which came quickly,
eagerly from KVOO listeners when a need was made known!
Through the years advertisers have learned, over and over
again, that response from listeners is quick and at low cost
NBC

Affiliate

EDWARD
WATTS

KVOO,
you

Oklahoma's
want

response,

PETRY

AND

OKLAHOMA'S

CO.,

INC.

NATIONAL

CREATEST

Greatest Station!
you

want

KVOO!

KVOO

STATION

RADIO
50.000

over
When

REPRESENTATIVES
STATION

TULSA.

OKLA

16
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New National Selective Business
PRODUCT

SPONSOR
American

Chicle

Co.

Beech-Nut

Parkin*:

Block

Drug

Carter

Products,

Morton

Mfg.

Inc.
( I >■- . I - .

General
Foods
(Birds-Eve
Div.)
Kellogg
Co.

Badger
Browning
and XHersey

Eatmor

Cranberries

(N. Y.)
BBD&O
(N.

Mission

Bell

^ oung
(N. XY.)Etubicam

Various

Co

Co.

Chrysler
Corp.
Division)
Garrett
& Co.

Cum

Chewing

American Cranberry
Exchange
K. Arakelian,
Inc.

Corp.
Snider

Wines

food

Virginia

Dare

Frosted

foods

Chap

Wine-*

CAMPAIGN,

Indcf;
(Resuming

E.t. breaks;

20O
mkl
fall
sched)

25-30 sta; 25 mkt< Major
mkts
only)
(Major

mkts

only >

if. 300
ill
2O0

sta; 251)
mkts
auto
promotion)
>ta: 200 mkts
(major
mkts)
( Expanding
limited
natl
campaign)
50

sta;

lo.5o

( major
I major

more may be added later
13-week contract
with options for

:; nuccessin

start, duration

Sep

5;

13

wks

Partic in women's
seasonal

shows:

E.t.

spots,

early

E.t.

breaks;

breaks;
abt

Ocl

early

fall;

s,,.j, : II

1 : 52

\. k -

wks

F..t. spots.
breaks;
abl
Oel
I:
wks
E.t. spot-, breaks; betw Sep 5-Ocl

loo sta; <>o mkts*
(Heavy Indef*
fall sched)
Indef;
350
mkts*

Kenyon & Eckhardt
(N. Y.) <N. V.)
Cumblnner

Pep

STATIONS-MKTS

50 I ill.sta;
20 mkta
i (I..
i\ promotion)

Kuthrauff A Ryan
(N. Y.)
Ruthrauff & Rvan
(N.
Y.)
\oung
<N. &Y.)It u I. n . i in

Stick

"Station list set at present, although
(Fifty-two
weeks generally means »
of any 13 week period i

Y.)

Kcnyon «X Eckhardl
(N. Y.)
Redfield-Johnstonc
(N. Y.)
Ted
Bate.
<V
Y.)

productspatent
Various
drug
products
Carter's
Little
Liver
Pills
Dodge
ears

Kellogg's
Co.

AGENCY

E.t. 13 s,>,,ls:
wks
E.t. s,

mkts

mkts )
mkts)

Indef*
I
)■ renewals.

I":

L4

1;

»k-

: Sep 5: 8-12 wks

K.i.

spots;

E.t.

-|>ots.

F.arly

Sep

26

mid-Sep

on;

break-;

Sep

13

1 9 : I I «k.

a.m. partic ; abl Ocl

It's subject

wks

in cancellation

I:

13 »ks

at thi

New and Renewed Television (Network and Selective)
AGENCY

SPONSOR
Alexander
Smith
& SonCarpet
Co
American
Cigarette
& Cigar
Co
(Pall Mall)
Artistic Foundations
Inc
P.
Ball an tine
&
Sons
(Beer)
Eigelow-Sanford
Carpet
Co
Blatz Brewing
Co
Borden
Brown

Co
&
Williamson
Tobacco Corp i Viceroy
Ciparette- >
Cameo
Curtains
Inc
Canada
Dry Ginger Ale Inc
Chei rolet
Dealers
Chevrolet
Motor
Division
Duffy Mott
Co Inc
( Grocerv Products)
Esso Standard Oil Co
Flo-Bar Limited
(-riirr.il
Bakinp
Co
(Bond
Bread)
General
Foods
Corp
( Birdscye)
General
Time
Corp
(Seth
Thomas
Clocks)
General
Tire Instrument
Co
Good
Humor
Ice Cream
Co
A. Goodman
& Sons
(Noodles)
Habitant
Soup
Co
Honor Brand
Frosted
Foods
Inkopraph
Co
International
Silver
Co
I . Iin & Fink Products
Corp
I ir!. in. inn Breweries
Inc
Messing
Bakinp
Co
Pepsi-Cola
*»

In

next

Anderson,
Platte
.Sullivan,
well &
II irshon-G
J. Walter

NET OR STATIONS

&

Davis
Stauffer.
Bayles
article]
Th»m,

KT1.A.
Col-

L.

WNB«,
KTLA,
CBS-TV

A.

Film

*pots;

Sept

Wash

Film

spots;

Aug

Film

annemts;

L. A.
net

Tournament

Young
& ltnl, i. ;,Cheslej
in
Kastor.
Farrell,
& Clifford
m

(VMH>.
It-- 1A TV.net N.
V.

Young Bates
& Itnliii ■-.
Ted

WNBK,
Cl.w
WCBS-TV.
N.

W. L. Sloan
J. M. Mathes
Campbell-Ewald
Camp hell-Ew aid

Y.
WNBO.
Chi.
WABD.
IN. V.
WCBS-TV,
V
CBS-TV
net

19;
2;
Sept

of

time, start, duration

13
13

wks
wks

20;

1.5

Champions;

<n )
(n)

<r)

wks

(n)

W t <I

I'll

pm;

Oct

Show;
Wed
9.9 :. i<) pm;
9: 8 wks
<n )

Film
film

-pots;
spots;

3;
29;

film
Film
Film
Inside
52

-pots: Sept
I; 13 wks < n )
spots before
football
games
for entire season;
Sept
spots; Sept i; 13 wks <r)
USA; (n)Th 8:30-9 pm
on alternate
weeks
starting
wks

Film

spots;

Aug
Aug

52
13

wkwks

Oct

.".

Bigclow-Sanford
film spot-;
Vim

5;

52

>k<

In)

(nl
III)

V.

WCBS-TV,
Young
,\
Marschalk

PROGRAM,

It ii In- mi
& Pralt

WNBQ.
CBS-TV

N.

Y.

Chi.
net

WNBW . " ..si,
WNHC. New
II ivet
WFIL.
Phila.
WMAI..
W ash
WABD.
N. V.

Jackson
BBD&O
BBD&O

\\ >l \K.

BBD&O

Balto

Sept

20;

39

wks

annemts;

film

-pot-;

Sept
Aug

2;

22:
13

13
wks

In)
29;

(n)

Tonight
On Broadway;
>u 7-7:30
pm;
film
spots;
Sept
15:
» wks
(n )
Time
signals:
tug 2<> ; 13 wks ( n >
Film

24
Sept

wks

Ocl

2:

52

»k-

In)

In)

In t

•II

BBD&O
B. A. Stebbins
Al Paul Lefton

WPTZ.
KMtH.
WABD,

&

Sheldon.
Quick
McElrov
Kelso-Norman
S. R. Leon
Young & Rubica n
Lennen
& Mitch elding
roote, Cone
& B
Blainc-Thompsnii
Biow

issue:
New
Broadcast

and
Sales

Phila.
Ilollvw
N. Y.

Film spots; Aug
Cyclone
Malono;
Film spots: Oct

29: 13 »k- (r)
Su-Th
6:45-7
pm;
17; 13 wks (n)

Aug

II:

52

wk-

In)

in

WABD.

N.

WBZ-TV.
\\ \UI>.
CBS-TV
WNBT.
WNBT,
CBS-TV
WCBS- 1

llo.t
N. Y.
net
N. Y.
N. Y.
net
\
\ Y.

Renewed
Executive

on

V.

film

spot-:

S.pl

13:

26

wk-

In)

Slide-;
Sept 6; 26 wks I n I
film -pols;
Sept
7: 15 wkIn)
Silver Theatre;
M 8-8:31)
pm;
Oel 3; 52 wks I ,, )
Film spots; Aug 23: 26 wks
Ir)
Film annemts;
\u»
2:
13 wkIn)
Messing
Prize Party;
In 7-7:31)
pm:
Sepl 20; 52 wks
Film annemts;
Sepl i» : 52 wk- In)

Networks,
Sponsor
Personnel
Changes,
Changes,
New
Agency
Appointments

(r)

\alional

New and Renewed Television

Continued

'lad

SPONSOR

I't i. i

ii. .1,

Sioi

Paul

ln<

AGENCY
■1.

( Mound*)

Rival
Pa< kingIII.,• •in.■
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"BARN RADIOS
HELP WITH MILKING!
(The New Iowa Radio Audience Survey Proves It !)

M- HE Iowa Radio Audience Survey* is
a complete study of radio listening habits in Iowa. The new 1949 Edition even
tells how many Iowa barns are equipped
with radio — how many Iowa men and
women feel that radio helps with their
milking — how many think that radio
makes their cows produce more milk!
In addition to much new data, the
Twelfth Edition gives up-to-date information on station and program preferences, time of most listening, amount
of listening outside the home, multipleset ownership, etc. The Survey gives the
complete radio picture for Iowa as a
whole, as well as for each of the State's
99 counties.
This important and authoritative Sur-

vey is now on the presses.
to reserve your free copy!

Write today

^The 1949 Iowa Radio Audience Survey is a "must"
for every advertising, sales or marketing man who is
interested in Iowa.
The 1949 Edition is the twelfth annual study of
radio listening habits in Iowa. It was made by Dr.
F. L. Whan of Wichita University — is based on personal interviews with over 9,000 Iowa families, scientifically selected from cities, towns, villages and farms
all over the State.
As a service to the sales, advertising and research
professions, WHO will gladly send a copy of the 1949
Survey to anyone interested in the subjects covered.

Wltil©

+/©r Iowa PLUS +
Des Moines

• • • 50,000

Watts

Col. 15. J. l'alnier, President
/-V^ P. A. Loyet, Resident Manager
FREE & PETERS, INC.
National Representatives
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Gardening — America's

June

Subject!

1948.

top

stories
See:
Issue

hobby"

p. 34

Limited-but-loyal listening to
gardening programs
sales pay-off.

has

Subject:

a

Gardening i- continuing il* upward trend as \meiica mosl practiced indoor-outdooi bobby. \i tin- same time,
gardening programs in radio and TV, which offer both
tin- neophyte dirt-dobbei and the expert plant-breeder the
latest bints and information regarding the earth) pastime,
arc continuing to |ila\ their parallel roles a> information
center- for gardeners and as real broadcast advertising
selling vehicles.
due typical example of tins power to sell the radio
gardening audience on products and services of value to
them is the results obtained recent l\ b\ a KNBC, San
Fran* isco, program called How Does Your Garden Grow?
Albert Wilson, a Northern California gardening expert
who conducts the program, wrote a hook on gardening.
It was offered on the program, not as the usual "for-free"
gardening pamphlet, hut as a direct-mail book offer for
83.75, a high price among radio's direct-mail offers.
I he results, while not comparable to the best of directmail returns received h\ stations which specialize in this
field, were nevertheless a pleasant surprise for KNPC.
The program was heard in the KNBC listening area in a
marginal time period. Sundays 8:30-9:00 a.m. — a time
slot most agencies consider to have little selling power.
But the W ilson book, after onl\ 1 1 air announcements in
eight weeks on How Does Your (harden Grow?, pulled
in L900 returns at $3.75 each on the original edition of
2000. This near-sellout is just the latest example of how
gardening shows sell to a limited-but-loyal audience.

You
15

| IS

get what
you
pay for'
August
1949.
p. 24

KSTP, Minneapolis, finds a

working
plan to prestige.
cut rates
without cutting

Vboul 20^5 of the Wl station- in the nation are current!} cutting rates to both national and local advertisers. Few of the major "powerhouse" stations are so far
involved in tlii- practice, but growing competition in the
chase for the fast buck is making many changes. So far,
mosl iate cuts have had the effect of making leading agencies either retrench their spot-campaign purchases, or else
go bargain-hunting like a housewife in Mary's basement.
One station among the country's ke\ outlets. Minneapolis' KSTP. has evolved a working formula to get new
business without losing the considerable prestige the station has built. In announcing KSTP's latest rate card,
sales \.|i. Miller Bobertson said: "Both agencies and advertisers are becoming more and more interested in longer, hard-sell copy ... in order to ring the cash register.
Agencies are requesting us . . . for one-minute availabilities, rather than for station breaks."
Unable to fulfill this demand. KSTP has concentrated
on making station breaks a more attractive buy. Other
service t\pes are not affected. Station breaks 1 all hours 1
have been stretched from 30 words to 50 I 15 seconds to
20 1 on KSTP. and daytime breaks have been reduced in
price 25' < . The net result has been to give an advertiser
using daytime station breaks four impressions for the
price he used to pay for three. KSTP's new station-break
prices are right there in the rate card where anyone can
see them. Behind the rate reduction, and a new 624-time
bulk discount, is alert planning. Thinking of agency
needs first is the real secret.

From mountain goat to city slicker, from the first crack of dawn on the banks of
the Hudson to the setting sun on the Ozarks, the song of America is the song of
the prairie. Music that helped push the Covered Wagon across the western plains,
music that told of a dying day and a new tomorrow — this is America's music
whether it be in Two Forks, Nebraska or right here in New York where
I 3,000,000 people live in an area smaller than a Texas ranch.
Rosalie Allen, nationally acclaimed sweetheart of the prairie, presents her program of America's music nightly on WOV from 9 to 11:00 P.M. Her loyal
responsive audience 64</f of whom are women has a record of sales results and
listener loyalty that keeps her program
in constant demand.
WOV
special
Audience forAudit
Allen's
Prairie has
Stars recently
a programcompleted
of proven a sales
effectiveness
every ontypeRosalie
of household
product. We would like to show you how you can "TAKE THE GUESS OUT
OF BUYING"
by buying

PRMRIE

111
ill
mm

Originators of

RALPH

N. WEIL, Gen. Mgr.

The Bo/ling Company,
National Representatives
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*Complete data, includins affidavit on file at
WCPO-TV, Cincinnati,
Ohio.

Represented by the
BRANHAM
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Adolphe Menjou and Verree
Teasdale have terrific and continuing appeal for housewives.

H SMASH-HITJ^-HOUR SHOW!
IT'S THE SENSATIONALLY SUCCESSFUL ANSWER TO YOUR DEMAND
FOR A HARDER-SELLING

PROGRAM!

dere's today's most refreshing, most informal,
nost informative show! Here's today's new
istening habit — "Meet The Menjous." It's
saying off for sponsors with bigger audiences,
'aster sales, greater profits — at lower cost! That
he public prefers the new and exciting "Meet
The Menjous" technique is evidenced by the
nstant and sensational success of this powersacked program wherever it is running!
There's magic in the MENJOU name — sales
nagic that enables your sponsors to capitalize
>n their fame. The readily-recognized Menjou
aces— publicized by powerful promotion on
lundreds of great Hollywood movies — lend
hemselves perfectly to hard-selling, localized
:ampaigns that are hitting the jackpot for
esult-minded sponsors!

"MENJOU" NAME IS OPEN SESAME TO
BIGGER AUDIENCES AT LOWER COST!
The combination of the increasingly popular
"Meet The Menjous" programming technique,
plus the terrific nation-wide acceptance for the
big, box-office "Menjou" name accounts for
the instant success of this sensational program!
Listeners are impressed with the glamour and
magic of Adolphe Menjou and Verree Teasdale
Menjou — regard them as America's most
happily married Hollywood couple — consistently tune in to them because they represent today's most vital and charming sounding
board of American folk, fact, and fancy.

They talk about movie greats
and music — fashions and food
— teen-agers and travel — problem parents and pets — a host
headline topics I

of
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Are giveaways
good programin
Apart from legal and moral considerations of what
is — and what is not — a lottery,
what exactly are giveaway shows?
And, are they good forms of radio
and visual programing?
A lot depends on whose yardstick
is being used to do the measuring. In
the eyes of the networks and producers
who have multi-million-dollar investments in giveaway programing, such
shows "have high entertainment value
and are listened to with enjoyment by
millions of people daily." In the eyes
of the FCC and the nation's press, as
well as a vocal minority of the air audience, giveaways are lotteries, and
12 SEPTEMBER
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LOOT,

BUT THE

FACTOR

PREDOMINATES

{pan
yes ... when entertainment
out weighs the soinethingfor-nothing faetor

ought to be thrown off the air.
There is another yardstick to measure the programs that go on the air
bearing gifts. Its basis is not found in
the labyrinth of legal terminology. It's
not found in rating reports, either. It
is apart from merit and social considerations. What it does result from is
an analysis of the various factors involved in a!l giveaway shows — the size
and amount of prizes, the "gimmick''
by which they are awarded or won,
the format ciul structure of the show,
and the psychological appeal of the
show to an audience. For lack of a
better term, this factor might be called
"strength of giveaway."

ENTERTAINMENT

Research findings have shown that
such a factor has a definite existence.
Network findings, agency research
findings, and the work done by independent research firms show that it is
an important factor as well. It was
found, also, as the result of a SPONSOR
study,
"strength
dividedthat
thethetotal
numberof giveaway"
of known
giveaway shows into four distinct
classes, with only a very few borderline cases.
What, then, is the factor of strength
25
of giveaway, and how does it affect the
entertainment portion of a given program? The answer lies in how big a
part the giveaway gimmick plays in

l,

"Strength

of giveaway9*

divides prist* ar award

slum

Class I
Net
NBC

Program
Hollywood
Calling
Stop the

Sponsor
Gruen
Lorillard
Smith Bros.,

Music

ABC

(also TV)
Carter Prods.
Speidel
Revere Camera

Sing It Again
Name the Movie
Two

of these shows

gimmicks,

two

on

are based

Hollywood

all four are built on the phone
The giveaway

dominates

on

ABC
CBS

musical

questions,

but

call-gift idea.

the show.

(Left: Bert

Parks calls a listener in "Stop the Music")

Class II
Program
Grand

Sponsor
Net
Continental Bkg. CBS

Slam

Double

or

Nothing

Queen for a Day
Bride & Groom
A

dozen

emphasize
and

network
a

strong

Campbell Soup
Miles Labs

NBC
MBS

Sterling

ABC

programs

in this group

studio-audience

place less emphasis

Often, the prize may

Drug

on home

factor,

audiences.

be bigger than in Class

I shows, but the listener is not attracted
marily by it. (Left: John
some

the actual airing of a show. The few
programs in network radio and TV
that are huilt from the ground up as
vehicles to hand out mountains of
prizes have the factor in its strongest
version. Despite the pleas of producers and networks who have such shows
that the "public insists on them, and
likes them as entertainment." these
shows arc not designed primarily for
entertainment. The) are a Santa Claus
operation basically. This fact is not
guesswork, and ha- nothing to do with
moral judgments.
Virtuall) ever) minute-by-minute
reaction study, made b) research organizations, mi this i\|
I giveawaj
show (see "Class I" listings in illustrations ' reveals this fact. \\ henever the
drags for a moment,
whenevei
26

the program's star or master-of-ceromonies departs from the show's format to make jokes or ad-lib a bit, down
goes the approval rating.
The explanation of this phenomenon
lies in the fact that these programs as
a whole — like oysters and olives — are
either liked or disliked intensely by
the public. Those who like the program, when tested, look upon anything
that -lands between them and the making of the fateful, sSO.OOO telephone
call as an "obstacle." The) actually
resent the mc. when he slows up the
action. \\ hether or not the audience
is thus "bought" b) the $50,000 phone
gimmick i- a moot point. Hut — and
this is the real point it is the main
reason win listeners are listening.
In such a case, the giveawa) is the

loot

on

"Give

and

Reed

pri-

King presents

Take.")

"entertainment. t h e psychological
craving that the show fulfills for the
listener. Actually, if the joke, or routine, or whatever it is that is making
the listener chafe while he waits for
the telephoning to start, were to be removed from the show, it might well
stack up as "entertainment" on its
own. This is just the point that producers hammer on, albeit largely inaccurately, when seeking a rationalization that will "excuse"' monster giveaways. However, when the entertainment portion is added to the giveaway.
the type of listener and the type of
mind that the giveaway appeals to feel
frustrated by it. If a "Class I" promam were to be built, as programs
like Suspense and Casey, Crime Photographer were built, 1>\ analyzing the
SPONSOR

into four sepumte

groups

Class III
Program

Sponsor

Professor Quiz
General
Truth or Consequences
Groucho Marx
Take It or Leave It

Net

Foods
(e.t. various)

P & G
Elgin-Amer.
Eversharp

NBC
CBS
NBC

These are audience-participation comedy
programs, usually with a name-star mc. The
prizes may be larger than in "outside" giveaways. Answers to the questions often require
a high I.Q. (Right: Borden's "County Fair"
produces some highly-involved slapstick.)

Class IV
Program
Twenty Questions
Who Said That

Net
Sponsor
Ronson
Crosley

MBS

NBC-TV
The giveaway factor is weakest among the
few shows in Class IV, which place most stress
on the quiz itself and on the
participants. Usually they
(Right: Fred Vanderventer,
Bob Feller, Herb Polesie and
appear on

"personality" of
are panel-type.
Florence Rinard,
Bobbie McGuire

"Twenty Questions.")

research findings and then building up
from the findings a program that most
listeners would like most of the time,
such a show would boil down to an
absolute minimum of any kind of entertainment (music, stunts, questions,
etc.) — a man, a microphone, and
$1,000,000 in cash. This is the true
giveaway, and any attempt to change
the basic appeal by changing the basic
format would result in an immediate
reaction in ratings. While the program was being overhauled, the ratings
would inevitably go down to a very
low ebb, and then rise slowly as a new
audience was formed. The resultant
audience, even if the program once
more reached zenith ratings that compared with the original, when analyzed
would show an entirely different audi12 SEPTEMBER
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ence structure with only a fraction of
the original audience being carried
over.

and producers to the FCC rulings,
which would put most of the above
shows out of action after 1 October,

The immediate concern of the networks and producers to protect giveaways that fall into this category is
understandable. The four shows most

is caused largely by the threat of the
loss of this sizable revenue. At the

often blasted for being bonanzas-with
a-telephone represent a multi-milliondollar investment. These four shows —
Stop The Music, Sing It Again, Hollywood Calling, and Name the Movie*
— represent alone a direct 1949 gross
time billing figure of exactly $3,565,956. The counterattack of the networks
*There are other primarily-giveaway
shows, usually with a telephone gimmick, in
radio and TV. If sustaining, they do not
concern this article. If local and regional,
they will follow the lead of these four.

same time, the page-one stories, the
jubilant editorials, and the general
"big play" that the giveaway situation
has had in the nation's press and magazines, hard-pressed these days for additional revenue to meet rising expenses, islikewise understandable.
The telephone giveaway vehicle can
be changed from an "outside"' giveaway to an "inside" giveaway program. This would mean changing the
show around so that only the studio
audience will be eligible for the prizes.
So far as the legal aspects of this move
(Please turn to page 52)
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shock to other tobacco firms used to
thinking of Fatima as appearing under
the "miscellaneous" section of cigarette-brand surveys, are a tribute to
advertising. In particular, they are a
tribute to broadcast advertising, for it
has been with selective and network
radio, back-topped b\ magazine insertion- that in large part grew out of the
radio campaign, that the minor miracle
was achieved. It is also a sterling tribute to the ability of an actor, Basil
Rathbone, to assume the double-barrelled role of salesman and actor for
a cigarette brand most people considered as being "on the wa\
There was good reason

out."
to believe

that Fatima's familiar yellow-and-gold
package
with the red Maltese cross,
Turkish star and crescent, and veiled
houri was a piece of vanishing Americana. Little or no advertising had been
used to create sales for the brand over
athere
30-year
'"advertising"
was, period.
and it What
was just
about the
only thing that kept the brand alive,
was word-of-mouth.
Its sales made
about the same kind of noise in the
general Liggett & \l\ers picture (Chesterfields, Piedmonts. Granger
Rough
Cut, Velvet Smoking
Tobacco,
etc. I
that a popgun would make against a
21 -gun salute from the U.S.S. Missouri.
Fatima. it was felt, had had its day.
The brand appeared first about 1910,
then being manufactured by a now-defunct firm called Cameron & Cameron,
of Richmond. Virginia. At that time,
Rathbone,

Basil

in "Tales

of

Fatima"

on

CBS,

puts

new

sales

life into

an

old

cigarette

brand

Fatima comes back
Itariio helps old cigarette brand
emerge from 30-year obscurity

over-all

\ltir out-slumbering Rip
\ an \\ inkle by a good dec-

ade, Liggetl & Myers' Fatima cigarettes
are current!) making the hottest comeback since U Jolson. L&M checked up
recentl) on Fatima sales, and found
the results so startling that the tobacco
In in. one of the industry s "Big I bree"
with L948 oel sales of $556,506,000,
ha- been jubilant!) crowing over the
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in New York and 153' - in Chicago to
548$ in St. Louis. In some smaller
market-,
-ales were up 1200' < . and
more.
results, something

couldn't stand the financial pace were
smoking Ziras and Meccas. where the
ceiling price was a dime. While the
world
discussed
Halley's
comet,
hummed
The End of a Perfect Day,
and got eye-strain from watching nickleodeon movies, Fatima Turkish Blend
Cigarettes, soft-packaged at 20 for 15c,
came on the market.

figures in its advertising ever since.
Sales gains for Fatima in the first six
months of 1949, when matched against
the sales in a similar period in 1948.
showed increases that ran from 13295

The

the "dudes" and "city slickers" who
smoked
cigarettes were buying
allTurkish blends like Murads, Naturals,
and Melachrinos.
Most of them came
in hard-side boxes of ten for 15c. The
better-heeled smokers were being devilishly casual about lighting up their
Rameses, at ten for 25c. Those who

of a minor

Fatimas were something of an innovation in their day. They were the
first major Turkish-domestic blend to
click with the public. Making it click
with smokers consisted of an ad campaign that looked like illustrations for
an expurgated edition of The Arabian
Sights, and handing out countless cartons of Fatimas to the college crowd.
SPONSOR

When turtle-necked Yale and Princeton
men put down their copies of The
Rubaiyat of Omar Khayyam and their
canoe paddles to light up, out came a
package of Fatimas. The word got
around.
Sales climbed.
Then came World War I. About
1914-1915. Fatimas became, as it were,
a victim of circumstances. Reynolds
brought out Camels, Liggett & Myers
brought out Chesterfields, and American Tobacco brought out Lucky
Strikes. These domestic-blended cigarettes promptly stole the lion's share of
the cigarette market in the U. S., and
the older brands, including Fatima,
took a real beating. By 1918, Fatima
was making a somewhat desperate attempt to win back its lost market. The
blend was bettered ( it has always been
an expensive blend), the price went to
18c, and advertising, mostly magazines
and posters, plugged the theme of:
"What a whale of a difference a few
cents make." However, the effect was
like trying to stop a Yangtze flood with
a soup strainer. Fatima sales dropped
to a near-vanishing point, and Liggett
& Myers (who had acquired Cameron
& Company in 1911) turned its full advertising guns, during the 1920's, to the
promotion of its sales-leader, Chesterfield cigarettes. Fatima was lost in the
shuffle.
At one point, during the mid-1920's,
the Fatima sales hit such a low point,
compared to the rising sales of Chesterfields, that L&M seriously considered
killing off the brand. The company's
first move in this direction brought an
unexpected and rather interesting response. Fatima smokers, many of them
the same college boys who had been
in on the original sampling of the
product, sat down and wrote nasty let( Please turn to page 72)
(right) Magazine ads also promote the prograin, (below) At a story conference, Rathbone
and
associates
solve
their
next
crime
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5 Hours or
More
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%
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28%
Newspapers

Newspapers

16
10
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32

52

12
13

57
8

100

100)
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100

4

100
Total

100

(217)

(187)

100

Percent

(180)

Number

of

Respondents

(189)
(109)

Seeing vs. listenin

What

really Ion ml on newspaper

over-ail

What is the "impact" on
women shoppers of a radio
commercial as compared with a newspaper advertisement? A study by Dr.
Paul F. Lazarsfeld, director of Columbia University's Bureau of Applied Social Research, demonstrates that radio
commercials are more effective in four
out of six yardsticks he used to measure their impact. The test commercials were matched with comparahle
ads for the same products seen in
newspapers. By one of the other two
yardsticks, the impact of ads seen or
heard was equal; by the remaining
one, evaluation of results must await
further testing.
Dr. Lazarsfeld made this study for
the American Newspaper Advertising
Network. His findings are designed to
help an advertiser evaluate — as a guide
to an ad's sales effectiveness — what
goes on in a prospect's mind when she
hears, or sees. hi> message. The unexpnrgated report is sensational in that
tlio weight of it- fa< l> and figures gives
radio commercials a decided edge over
newspaper ads in their power to:
i 1 i Gel attention
(2) Inspire remembrance of the advertisement

30

4f8
100

'252)
(160)

Respondents

Depends,
no
difference

100

100

Percent

Number

66

61

19

Depends,
no
difference

Total

Radio

60

(3) Inspire liking for the advertise(4) ment
Inspire preference for hearing
the advertisement on the radio
rather than seeing it in a newsLazarsfeld's interviewers found that
the ability
to create belief in the mespaper
sage was the same for both media. The
reasons
for this credibility
among
those in whom it was found differ most
markedly according to education. This
will be discussed later in this article.
The sixth yardstick measuring what
the respondents thought and felt was
the images inspired in the minds of the
women when exposed to the test ads.
The results, as seen by some researchers other than Lazarsfeld, look favorable to radio commercials. But the results definitely require further research
before any final evaluation is possible.
Lazarsfeld's report, published last
February under the copyright of Columbia niversity's
I
Bureau of Applied
Social Research, is a palladium mine
of data for ad-managers seeking detailed information on difference in responses to a sales message as influent e<l |>\ its medium. As the Lazarsfeld Bays on page 1, after referring to

Lazarsfeld

and radio impact

the necessity of coverage data: "For
a completely considered decision, the
advertisers needs to have another major question answered: Given a certain
readership or audience, what is the
'impact' of the radio commercial as
compared with the newspaper advertisement?" This article will document
the claims cited above for hearing versus seeing, from the Lazarsfeld report.
The nature of his findings obviously
explains why the complete report has
not been shown to advertisers, despite
the BASR's written statement to sponsor that "Dr. Lazarsfeld would very
much like to see our original report on
the study receive a wider circulation."
The report was based on a community cross-section sample of 702 white
housewives — each one the "woman of
the house" — in a group of small communities inNew Jersey I Orange. East
Orange. West Orange. South Orange) .
They are sufficiently close to metropolitan centers so that suburban commuters as well as small-town residents are
represented. Women on all socio-economic levels are appropriated represented, and the sample is said to be
sufficiently controlled for age and education to be representative of all house-

SPONSOR
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Proportion of ads seen or heard, by educational levels 8%

Proportion of ads seen or heard in reading or listening

College
18%
16%
Newspaper

Look at (Listen to)
Advertisements

Radio
30%

Look at (Listen to)
Advertisements

16%

Newspaper

13%

High
School38%
Graduation

31%

Less Than H.S.
Graduation

Radio Newspaper

Radio Newspaper

32

30
100)

Radio

Most
Most

26
30

Some

24
Few

45

32

None

12

7

1

1

100

100

(702)

(702)

Don't Know

Few or None

Total

Total Percent

Number
Number

of

Respondents

wives in the communities studied. This
article, in the interest of including
more of the findings, will omit description of the standard techniques employed to reduce bias in obtaining reactions.
In order that products chosen for
the study would be of equal interest to
women on all income levels, they were
restricted to frequently-purchased national brands, comprising foods, soaps,
drugs, and cosmetics (Arrid deodorant,
Bab-0 cleanser, Blue Bonnett margarine, BC headache tablets, Chase &
Sanborn coffee, Halo shampoo, Lyons
toothpaste, Swansdown flour) .
The study made no effort to determine the specific elements of what will
lead to a sale, and at what cost. It is
important, however, because it deals
with thought and emotional responses
known to be somehow involved in decisions tobuy.
The superiority of radio over newspapers to command attention for their
advertisements is decisively documented by the BASR study. The average
unaided recall per person was .99 newspaper ads to 1.6 radio commercials.
Eighty percent of the women were unable to recall spontaneously any product-advertising in the newspapers;
39% couldn't in the case of radio.
This trend is even more strikingly
evident when the question is put about
specific products. Then twice as many
radio as newspaper advertisements
were recalled. This is the breakdown
by product groups:

Total ads remembered
Foods
Soaps
Drugs
Cosmetics
Average per person

Newspaper Radio
552
1,073
603
1,023
377
782
423
767
2.8
5.2

Where these groups were concerned,
30%
of the housewives
recalled no
12 SEPTEMBER
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Percent

100)
58

100)
52

100)
31
56

21

100)

100)

32

38
31

156)

of

Respondents

newspaper advertisements, while only
8% could not remember recently having heard a radio advertisement.
When the figures are tabulated according to time spent listening to the
radio, the same trend is clearly seen.
It is further corroborated by the housewives themselves in their answers to
the question of what proportion of
product advertising they pay attention
to when they read a paper or listen to
the radio (see charts accompanying
this story). Lazarsfeld points out,

(248)

four percent of the women reported
"unfavorable" listening conditions (as
defined in the BASR study) to only
14% for distractions while looking at
an ad.
Lazarsfeld observes of this: "No
undue conclusion must be drawn from
this bit of behavioristic information.
Women have learned, apparently, to
listen to radio even through distractions from the outside. On the other
hand, they have learned to read without disturbances and yet not pay full

"The women in our sample are able to
recall twice as many radio commercials
as newspaper advertisements. . . . The
same two-to-one proportion prevails
among those who say that they read

attention to the reading matter." He
goes on to say that no overall significant differences were found in the
closeness of attention paid to ads in
either medium.

(listen to) 'most' of the advertisements

In connection with the "quality" of
attention given, the study calls atten-

in either media."
The attention factor is further considered in the BASR study for its
"quality," as distinguished from what
is labelled as the "quantity" factor
discussed above. The women were
asked to evaluate the conditions under
which they read or listened to an ad
as "clearly favorable," "probably
favorable," or "unfavorable" to paying close attention. Favorable conditions were "clearly favorable" if the
housewife was not engaged in any
other activity and was alone or with
other persons quietly occupied.
It will be plain to any advertising
manager with the slightest understanding of the listening habits of Mrs.
America that relatively few housewives, even among the staunchest radio fans, listen under "favorable conditions." This study revealed only
18% remembering commercials under
"favorable" conditions to 59% "seeing" ads without distractions.
Fifty-

tion to the question of "special interest" in the ads appearing in both
media. "Special interest" means the
nature of the attention given — whether
the housewife was looking for a certain product, or whether it aroused
her interest by its appeal. On "special interest," housewives said yes for
newspaper ads 65% to 28% for radio
commercials, and this held true on all
educational and income levels.
In this connection, the opportunity
to re-read or clip an ad for future reference was stressed by the women who
remembered doing so for a specific
ad recalled. While this isn't possible
for radio commercials, 30% of those
mentioning commercials they recalled
said they made notes on it. Seventyfive percent of the women who recalled seeing certain ads said they
either re-read, clipped, or made notes
on them.
{Continued on page 52)
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Prestige
Programs
over-all

Will ,i sell?

That's the marker thai determines whether or not a program
will he sponsored this season. The
trouble i- thai the marker i- being
narrowed down ami advertisers arc
forgetting entirel) that prestige sells
too. Prestige broadcasting wont deliver sales b) -ini|>l\ being on the air.
Except in unusual instances, a program
<au onl) sell the trade name of its
sponsor and not even that if the
creative cop) isn't just right. \\ Inn
program and commercials are right,
prestige does a job that can he done
with no other advertising form.
In spite ol the preachy Ford-company-line orations <>t apologist Cameron years ago, The Ford Sunday
Evening Hour sold the Dearborn product. In spite of the scientifically
esoteric talks of \. p. Kettering, the
General Motors wartime sponsorship
of the NBC S\ mphom did the exact
job assigned to it by the GM brain
trust. Roth of these prestige-samples
are excellent examples of program
sponsorship that has nothing to do
with productive advertising, although
they produced in spile of themselves —
not necessarily in Hooperatings but in
-.ib -^ impact. In the case of General
Motors, the MIC Symphonj served to
keep the CM banner flying even a
ng
listeners who weren't good music fans.
The most outstanding example of
the selling effect of prestige programing is The Cavalcade of Imerica, the
long-term du Pont -how. Nut onl)
has ii been building acceptance for
new products, as the Wilmington firm
develops and introduces them, but it
has done the most outstanding publicrelations job of all time. It has
changed E. 1. du Pont de Nemours from
"the merchants of death" to a firm
that has consumer acceptance for hav-

32

■tulc Mo. I: Find vour

ohicciixc.

and K «'«'|» «*\ erlastinglj ail ii

ing raised the living
standards
of
America through chemistry .
Cavalcade is no accident. It is likewise nothing about which the du Pont

sponsors the series dedicated to a
dramatic presentation of tales of the
growth of these L nited States is sullicient. This program, without anv

urbanization desires to talk. They'd
like the thought to remain that what
has happened is the result of the natural growth of a great corporation
run in the best U. S. tradition. Its

commercial copy, savs. "du Pont is
America, du Pont has grown as America has grown." The announcer max
-tress that du Pont is a great name in

true that du Pont's growth is Americana at its best. Its also true that it
ha- been made possible b\ the best
public-opinion brains available. When
the Cavalcade was first heard, it presented history in a manner that had
no death — no war — no gun powder.
I he list of prohibitions ran several
pages and drove the free-lance writers,
who wanted to write for the program,
slight!) mad. Cavalcade has always
paid its talent, writers as well as actors, over scale and therefore has been
the objective of most of the top radio
scribblers. It ran for vears without
a shot, without a death. The soundeffects man left his firearms in the
storeroom.
Cavalcade never has been crassK
commercial. It has seldom used a price
tag. \t one period a research stud)
was conducted to establish the feasibility of having a middle commercial
on the half-hour show. The stud\ re\ealed. without the shadow of a doubt,
that for Cavalcade a middle break for
advertising cop) cut down the prestige
with which the sponsor was held by
the audience. The studv also revealed
thai the listeners liked the du Pont informative and well-produced commercials. They were "impressive"
without being portentous, "big time"
without being stuffed shirt ... prestige.
The program ha- seldom staled thai
du Pont has grown with America. It
doesn't ha\e to. The fact that du Pont

chemistry, but he doesn't have to stress
that du Pont is a great name in America. He doesn't have to do it. even
when a scandal involving a scion of
the du Pont family is in the public
Beautifully produced, using name
prints.
stars apparently to enhance the production, not to pull greater audiences,
Cavalcade is an excellent example of
a successful prestige program — one
that has tackled the greatest publicopinion-changing job a firm has ever
had to do. and done it well. Most
other du Pont advertising has been
straight product advertising - for
Duco. for Nylon, and for the host of
other non-munition products. Cavalcade had to sell du Pont.
There is a television prestige program that's done the same
Firestone Tire and Rubber.
first Americana Quiz and
Americana. Firestone built

thing, for
Calling it
later just
a literate.

engaging \ isual half-hour, making history worth seeing and learning. I sing
high-school boys and girls i the latter
telegenic though intelligent I and histoid questions with Ren Grauer as
"teacher."' Firestone has linked itself
In America, has made itself, wherever
imericana has been seen and heard,
part of the growth of the nation. This
has been vital for Firestone. Goodyear Tire and Rubber, with another
prestige-type show, has made itself
part of America's great Rible Belt,
where millions of dollars of rubber
goods arc -old

\carh

to rural

Amer-

SPONSOR

ica. Goodyear, by sponsoring The
Greatest Story Ever Told — without a
commercial on a broadcast — without
a dealer commercial fore or aft, has
made itself part of the America that
hasn't drifted away from the Bible.
It's no accident that The Greatest
Story has done a great commercial job
without a commercial. The program
promotion, although just as circumspect as the program itself, has been
tops. The news that Goodyear was
making The Greatest Story possible
was beautifully planted. The church
took over where pressagentry stopped.
It was a prestige program, the only
commercial program on the air that
didn't even mention the sponsor's
products or how good the advertiser
was.
It is evident that prestige programs
have to be better planned, better
written, and in most cases better produced, than a straight commercial
presentation to be effective. When a
"good music" program is produced to
appeal to listeners with keen musical
appreciation it requires something
more than an Al Goodman house
orchestra to make dialers switch to the
program. This is no reflection on the
musicianship of Mr. Goodman, nor is
it intended to reflect upon the network
house orchestras which frequently include the same union members who
play with the NBC
orchestras.

and Philharmonic

One such attempt was made by the
Prudential Insurance Company on the
Columbia Broadcasting System. The
guests were opera stars at their top
popularity, the orchestra directed by
Al Goodman. The music programed
was part classical, part ballad. Unfortunately itwasn't fish, flesh, or
fowl. It wasn't great music, played or
sung greatly. It was all very much
like a Sunday afternoon social, but it
didn't get down to the level of the
families who have musicals in their
homes nor did it climb to the level of
Carnegie Hall or the Metropolitan
Opera. Only the president of Prudenf Please turn to page 54)

duPont's "Cavalcade" (NBC) has improved
public
opinion
of biggest chemical
maker

b

Goodyear's "Greatest Story," on ABC, gets
disk repeat performances in Sunday schools

Deems

Taylor reviews music in an intermis-

sion of Esso

Philharmonic

Symphony

show

Do you reach Rome
and Warsaw. U.S. A.?
I''<»■'<'!«: ii- hi ii ;» ii si;£4k shows, tailored to
nationality interivstK. builtl largo
and loval aiidionr*os

The foreign-language audience can't be reached with
standard English - language
broadcast techniques. It can't be
reached with English programs. With
few exceptions, the stations serving the
U. S.'s foreign-born population have
faithful though undeserved audiences.
The station managers, for the most
part, do not know what they are broadcasting, and don't care as long as the
time is paid for and they have evidence
that nothing subversive is being aired.
The foreign-language broadcasts, on
a majority of the more than 200 stations broadcasting in one or more Eu-

Contestants

line

up for Spanish-language

amateur-hour

ropean tongues, are run by "producers" for the stations — producers who
work on a percentage basis, who are
commercial-minded, and who care little, ifanything, for public service. Advertising copy runs amazingly long, the
entertainment is of the lowest qualitv
— and still the foreign-language audiences listen and buy whatever their
language-announcers tell them to buy.
This is as true for the Italian audience as it is for the Polish, Spanish.
Yiddish, Ukrainian or the other 22
languages on the air, English excepted.
Stations broadcasting in any of the
27 languages on the air do not have to

auditions over

Station WWRL,

Woodside,

New

York

worry about the inroads of television.
The
great are
majority
of the
"language"
audiences
composed
of women
and
while the wage-earner of the family has
to acquire a working knowledge of
what is spoken in the 48 states, the
women don't — and they not only can't
write or read English but in an amazing percentage of cases they don't
speak it, either.
This is one reason why foreign-language programing is for the most part
da\ time programing. At night when
Papa Pole and Sister Slovak are home.
the) want to hear American programs.
They have acquired, earning the family bread, an understanding and desire
for things American. They want little
or no part of the "old country."

Out

" ***■

OV

,*>

HOUSEWIVES

GO

ON THE AIR AT POINT OF SALE IN AN ITALIAN-LANGUAGE

of respect for Mama, the children don't
voice their opinions too often, but they
listen to standard network and localstation fare.
This in no way detracts from the
fact that the foreign-language market
is a multi-million-dollar one — and one
that can only be reached through foreign-language broadcasts. The mother
of the family buys for the family. The
mother, as stated before, seldom reads,
writes, or understands English — and if
she does, she dosn't let the family and
her friends know too much that she
does. Life is easier for her that way.
There are several stations that do
think of their language-listeners as
something besides time-sellers. These
are outlets like WOV I Italian I . WEVD
12 SEPTEMBER
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(Yiddish). WHOM
gd I Italian I. all in
New York, and a station or two in
Chicago, and a scattered program here
or there in Detroit. Los Angeles. Boston, Cleveland, and Scranton. The
trend is growing both at small stations
in big metropolitan markets, and at
FM stations in all markets, to look to
programing that isn't designed for
"everybody."
In Detroit, labor station WDET had
decided to cut out for itself the foreignlanguage listeners in that polygot
I mostly Polish ) market. It was programing not only for the foreign-language audience in the Motor City, but
it was also doing it in a public-service
way. The latter is perfectly normal for
any operation
that is supervised
by

INTERVIEW

OVER

WOV,

NEW

YORK

Morris Novik, ex-WNYC I New York)
and radio consultant to ILGWU and
UAW and a future major owner of
WLIB when and if the Federal Communications Commission okays the sale
of that New York station to a Novik
syndicate.
WDET is FM only, and when WJLB
returned to foreign-language programing, most of the foreign-language talent switched to the AM outlet. With
mass migration went the Polish and
other foreign listening groups of Detroit.
With WOV leading the way, some
foreign-language broadcasters are trying to improve the job they're doing —
to really
serve turn
the American
who "no
(Please
to page 44)
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Although

the

programing

techniques used h\ radios
disk jockeys throughout the countrj
are a I i'ost as \aried as fingerprints.
the methods employed to promote
turntable shows to listeners have prettj
much of a sameness. The limitless
flexibility of conducting a platter program apparently doesn't extend to pul ■licizing its existence, and most stations
and their record twirlers are content
to
ii ies. follow well-established patterns
when h comes to promotional activA majority of the nation's 2000 disk
jockeys sticks mainl) to newspaper ads,
car and window cards, and the obvious
tie-ins with retail record stores. Some
platter spinners don't go in for even
that much promotion of their shows.
Lowell Blanchard, of WNOX, Knoxville. Tenn., is typical of wax whirlers
who feel their programs need no promotion. Blanchard savs of his Musical
Clod:, an early-morning, six-times-aweek melange of popular. Western,

cfunt
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When
rived

Milton Q. Ford moved to WWDC, Washington, he apparently arin a plane, on horseback.
His coming
was promoted
in advance

Th»>

Ihtrlinu

of

mood, and children's music, plus jokes
and friendly chatter: "Our show has
no need to buy an audience. The pro2ram i? so well established that little
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PART TWO
OF

lir phenomenon
promotion is necessary; the program
is its own best publicity."
Curiously enough, the opposite view
of promotion is taken by another disk
jockey on the same station. Tom
More, who, as "Uncle Tom," presides
ever WNOX's Uncle Tom's Club 99,
on numerous occasions addresses organizations wanting a "personality"
speaker, and is the recipient of much
local newspaper space. At one point,
More became the object of a fight
among listeners writing in to one newspaper's pet-boost-and-pet-peeve column,
with WNOX publicizing it heavily as
"The Battle of Uncle Tom's Crabbin'."
One of the most common titles for
disk-jockey programs is the number
on the dial where the particular station
is heard, with the word "club" preceding or following the number. And the
practice of such platter-program
naming has a natural corollary in the
issuing of "membership" in the "club"
to its faithful listeners. The extent to
which these membership lists can grow
is indicated by the more than 25,000
constituents of Fred Robbins' 1280
Club on WOV, New York. When that
figure was reached. Robbins, one of

mnOfCAII
|ICIOUII
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PART

STORY

Many media arc used bill I lie
show is its own best promotion

the more promotion-minded turntable
twirlers, celebrated the event with an
elaborate studio party for the young
lady who was ceremoniously dubbed
"Miss 25,000."
Membership in these mythical clubs
is customarily marked by the issuance
of a card — or in some cases, a pin —
to listeners who write in asking to join
the "ciub." The appeal for teenagers
in what they consider as a personal
contact with their favorite disk jockey
is, of course, obvious — and highly advantageous to the d.j. in acquiring a
growing audience through the good
will spread by the tangible evidence
of "club membership.' A few wax
twirlers carry the personal touch even
further. Bob Bacon, of Bacon for
Breakfast on WBRE, Wilkes-Barre, Pa.,
during the football season issues pins
to high-school kids, with the pins bearing the school's colors and name — and.
of course, the name of Bacon's proWhere a disk jockey's programing
gram.
consists of popular music, jazz, the top
tunes of the day. etc., his show is
beamed mainly to young people. Those
spinners with a desire to avoid the

appearances
are a sure-fire
way to develop
d.
WCAU's
Hal
Moore
puts on "Junior Canteen"

A

j. ratings.
in schools

aIiiIiC
l/IUUO

can

ordinary and obvious promotional devices take advantage of the natural
esteem in which they're held by teenagers via frequent appearances at
schools, club groups, and other youngster activities. Bob Clayton, of WHDH's
(Boston) Boston Ballroom, found that
his many appearances at schools, teenage clubs, fraternities, and sororities
(at the request of students and members) paid off with his being voted the
most popular disk jockey in his territory by two leading high schools and
a preparatory school. Clayton's ability
to pull 8000 letters in a contest suggesting aname for an Erskine Hawkins
record, and 5000 letters accepting the
offer of a Frankie Laine key-ring, is
more than partially due to his appearances atlocal theaters, ballrooms,
night clubs, and charity affairs, as well
as at teenage functions.
Although Hal Moore's The Bugle
Call, on WCAU, Philadelphia, six
times a week at 7:15-8:55 a.m., is
geared for working people, preparing
for work and having breakfast, the
teenage audience is not ignored by this
record spinner. Like Clayton, Moore
{Please turn to page 75)
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-continued from page 2Ascap again extends
TV music rights

On 31 August, ASCAP again extended,
right of its members1 music on TV,
agreement with TV industry on rates
Discussions have been going on for

to 30 Sept.,
pending final
of compensation.
eight months.

Ford starts $100,000
safety contest

m^"^

Ford Motor has joined
offering $100,000 in
ings, in 50 words or
and trucks should be
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ranks of contest conductors,
prizes (through JWT) for endless, to statement, "All cars
safety-checked periodically

because. . . "
Frank Mullen becomes
consultant to WPIX
Frank E. Mullen, former executive v. p. of NBC, and
recently president of G. A. Richards stations in
Detroit, Cleveland and Hollywood, has become consultant to WPIX, New York "Daily News" TV station.
Rhodes Pharmacal to make
network debut on MBS
Rhodes Pharmacal Company, Cleveland, will use
network radio for first time with sponsorship of
Gabriel Heatter's newscasts over Mutual coast to
coast, starting 20 Sept. Heatter also is sponsored,
on different nights, by Noxzema and Kreml shampoo.
Emerson's profits
and Motorola orders up

HOW
OWN

Emerson Radio & Phonograph reported net profit after
taxes of $2,256,718 for 39 weeks ended 30 July,
compared with $1,326,290 for same period year
ago. Paul Galvin, Motorola president, said his
company's orders for 1950 radio and TV models are
103% ahead of same period in 1948. Motorola is
invading $395 to $895 TV-set market.

TO WRITE YOUR
SUCCESS
STORY

Whatever your product or
service, give WAIR the opportunity to put your story
before the people of this
locality. WAIR listener confidence, built up over a
period of years, assures profitable reaction, making good
material for a SUCCESS
STORY
OF YOUR
OWN.

Birds Eye launches
largest campaign

Birds Eye-Snider division of General Foods
ing largest campaign (through Y&R) . Media
selective announcements on 99 AM radio and
stations, magazines, newspaper, and outdoor
NAB

is startinclude
27 TV
posters.

will report

TV expenditures
NORTH
National

40

Rep:

CAROLINA

Avery-Knodel,

Inc.

NAB will release regularly expenditure figures on TV
advertising based on Rorabaugh TV report. July
figures will be issued in late September.
SPONSOR

Tenth in u series explaining why
SPONSOR
is the best bm

spotlight on /V}YER and KUDNE
reading h

What goes on behind the scenes at broadcast-minded
advertising agencies?
How do they keep posted on
their use of radio and television?
Most
any timebuyer or account executive will
tell you that today he leans heavily
on SPONSOR.

For SPONSOR

is a practical

tool, a use-magazine, pinpointed to his
special needs.
clients needs.
circulation

among

Too, it's pinpointed to his
SPONSOR has the highest
advertisers

and

agencies in

the entire broadcast advertising publication field.
Do you need more?
Three out of every four copies (8,000 guarantee) go to national
and regional advertisers and their advertising agencies. An average
of 10Vi> paid subscriptions go to readers at each of the 20 top broadcast-billing advertising agencies.

You're sure to hit home
with sponsors and agencies
rhen you advertise

SPONSOR

SPONSOR
40 West 52 Street, New York

19

"Everyone connected with Radio and Television advertising should read SPONSOR.
We at N. W . Ayer read it regularly because
it keeps us posted on the latest radio and
television activities.
PAUL
KIZENBERGER.
Timebuyer, N. W. Ayer

For buyers of Raoio and TV advertising

"I read SPONSOR regularly to keep up to
date with the ha]ipenings in the radio and
television field. I consider it an excellent
medium for people who are interested in
this phase of the advertising
business."
DAN J. PYKETT,
Media Director, Kudnei

Mr. Sponsor asks...
".Just what is saturation
advertising" in broadcasting?"
Ernest

Emeriing

Director

of

advertising

Theatres,
New
and
publicity,

when needed. This consistent announcement schedule, even though limited.
serves his purpose well. It does not
constitute saturation in the popular
sense, but certainl) a more intensive
schedule could well amount to waste
circulation.

The
Picked Panel
answers
Mr. Emeriing
Saturation

is the

I mini where an
advertisers sales
message is being
heard l>\ all his
\nvprospects.
thing
l>c\ ond this
is waste circulation. The satuMr. Hurley
i
r ration point
i difj
ters ior each advertiser. For example, we have an aci ounl on \\ NEB that sells men's, women s, and children's clothing. He Inns
four quarter-hours per da) ami an announcement schedule across the board.
His programs, all musical, and his announcements are staggered from earl]
morning through the late evening and
are all in well-rated periods. In addition, man) ol them are adjacent to
highly-rated news and sports features.
\\ e believe that such a schedule reaches
all this advertiser's prospects and for
him constitutes a saturation campaign.
Contrasted with the foregoing, we
have had for almost three years a limited announcement schedule from an
automobile radiator repair simp. \\ hile
ii is true that all automobile owners
in the area are potential customers "I
• his simp. \> i» quite unlikel) that more
than a small percentage will have occasion to have radiator repair work done.
Hi- purpose in advertising is to remind
prospects thai his services are available

42

York
Loew's

12 midnight through 1 1 :30 p.m. each
and everv dav. Our "sales messengers

Obviously, all service-type accounts
cannot be treated in the same manner.

must
hit everv
segment
of the station's
listening
audience,
inasmuch
as our
commercials are injected via spot announcements or full programs approximately every hour of the dav.
Competitors with similar products
would find themselves completel)

For example, eve-glasses and glass repairs are needed by enough people
that an optician might well be sold a
saturation schedule similar to that sold
to our clothing account.

drowned b) our activities if thev
should decide to use the same station,
uidess they matched our buckshot
tactics. We have found that this domination of the market represented by

There are undoubtedly many accounts whose advertising would never
reach the saturation point. A large
department store, for example, has
enough goods and services to sell that
the only limit on its advertising could

the stations listening audience is extremely successful, particularlv in the
merchandising of the three major
products which we distribute — RCA
\ ictor Television. RCA Victor Records, and Bendix Automatic Washers.
Gerald 0. Kaye

well be its budget. That's the type
account we dream about.
John J. Hurley
General Manager
II XEB, Worcester,
Mass.

A
I **-.

A

steadv

V.p. in charge of sales
BrunoXew
)ork. Inc.

Saturation, according to \\ ebstcr. means com-

down-

rain completelvpour of drenches

plete penetration
or impregnation.
Bv the same token saturation
ad v ertising in
broadcasting

ever) square inch
of the area wherein it falls. This
is analogous to
our approach to
radio broadcastMr. Kaye
ing. \\e believe in
completel) capturing a market through saturation.
Our method is quite simple. We
select the medium which we believe
has the #1 position for our particular
sales and merchandising effort and
then "we throw the book at 'em."
For example, on YVM.W I New
^1 ork i . we

have

puchased

time

from

Mr. McDonald

would mean com-

of the market. This would plete
notpenetration
mean
bu) ing all commercial time on all radio
stations in the market. Instead, it could
be achieved in several wav s.
For instance, take outdoor. \\ hat
thev call a "full showing" or "100',
showing" does not mean that a client
would buv all of their locations. It
means that the showing would cover
enough
kev locations so that most
SPONSOR

everyone in the city, or market, would
be available to one or more of the
boards during the month.
I think this could easily apply to
radio, but on a weekly basis. A few
years ago, there was a client in one of
the larger Southwestern cities who used
the following plan effectively. He
broadcast programs on every station
in the market at the very same time,
using three programs daily — in the
morning, afternoon, and evening. This
way, sometime or other throughout the
week, he reached almost every listener
in the market.
Other clients have done this on a
smaller scale, buying announcements
on every station in the market at the
same time throughout the day.
To my way of thinking, one of the
cleverest jobs of saturation advertising
was done in San Antonio by Joske's.
They bought several daily programs on
every station in the city, and used an
extensive spot announcement schedule.
This advertising was well planned and
reached at sometime during the week
almost every person in that market.
On a smaller scale, saturation advertising can be done by clients who completely dominate one or more, yet not
all stations in a given market.
Saturation advertising is difficult to
discuss generally. Many things must
be taken into consideration. The product itself is extremely important; its
price, distribution, competition, whether a new product or an established one,
and many other considerations. Ordinarily, under normal circumstances, I
would say that when a product completely dominates radio in a given market, that would comprise saturation advertising inbroadcasting.
Patt McDonald
General Manager
WHHM, Memphis

the

Watch

New WDSU

No Other New Orleans Station Offers
Such Outstanding Radio and Television
Shows at Such Economical Cost !
"SPOT THE STARS"
Vivacious Neoma Briant
blends her own melodic
songs into a clever
quarter hour musical
movie quiz which combines prizes with good
merchandising.
[Available for Sponsorship)

"THE FLORAL
Joyce

Smith

TRAIL"
(originally

Betty Crocker's voice)
presents a flawless
15
minutes of Southern
garden information
applicable to the New
Orleans area. Mail pull —
150 letters per program.
{Available for Sponsorship)

Webster, in one
of his abridged
editions, defines
"saturation" as
that point where
no more can be
absorbed." Believe it or not,
we know that
even radio can
Mr. McGrath
reach that point
through at least two avenues: either
every potential buyer in the available
audience has received at least one
listener impression, or the commercial
(Please turn to page 50)
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EDGAR

B. STERN, JR.
President
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D. SWEZEY

Executive Vice-President
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ROME, U. S. A.
( ontinued from page > > I
speaka da English." In L940, one oul
<> I evei j ten indh iduals in the I nited
States w .1 ~ foreign-born. Due t<> restricted immigration and the war. thi>
percentage lias dropped, but there are
-till over 1.3,000,000 foreign-born in
tht- I nited Mate--, and this does not
include the enormous increase in Spanish-speaking Puerto Ricans and Mexii .in-.

Los Angeles is the second largest
Mexican < it\ in the world. Only Mexico Cit) exceeds the (lily of the Angels
in its Mexican population.
New \ ork
i- the biggest Puerto Rican citj on the
globe.
Neither of these eities has an
advertiser or a station management
that is collecting upon this fact. Roth
Los Angeles and New York have stations with Spanish-language programs.
In the latter city there isn't a real
Carihhean hroadcast in a carload.
In
Los Angeles most Spanish hroadcasts
are
directed
at Mexicans
because
they're virtually the only kind of Latin
extant in the area. Virtually the entire Southwest is Mexican territory—
except in sovereign^ . Manx small stations have nearly a 100' '< allegiance of
the emigres from south of the border.
In Los Angeles itself, the Spanishlanguage
programing
has been of a
hit-or-miss type. It is in recognition of
this fact that the labor stations KWIK
(AM) and KFMV (FM) are planning
program
structures that will fill the
needs of the areas great Mexican population. These stations are going to be
prepared in a manner which will plainly indicate that Mexicans are people.
With foreign-language listenership frequently reaching saturation
in each
market's that's even passably served,
advertising on these programs is generally production at a very low cost
per listener.
More radio sets are owned by Mexicans residing in the Los Angeles area
today than are owned by residents of
Mexico City. Surveys are being made
l'\ a number of organizations of Mexican listenership not only in the ke\
Mexican city in the U. S.. but also ail
through the Southwest. There was a
time when Mexicans in this area might
have been dismissed as okies. This
isn't true am longer. The a\erage income <>f a Spanish-speaking citizen of
Los Angeles, according to a confidential surve) made h\ the Stale of California, isonl) !!',
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lower than the in-

How to reach tei

tome of his opposite number in the
native-born group.

Tour commercial

What is perhaps more important to
an advertiser considering the Mexican
as a customer, Mexicans have no manana when it comes to spending what

messages

appearing on the eight major
television stations represented by
NBC

niliion

Spot Sales may be seen

by 5,527,800 people*. . .
709? of all U. S. televiewers.

Italian-Americans, ft hasn't come, either, from Americans of dark hues,

demonstrated in 1,535,500 living

but that's another story, for another
issue of sponsor.

than a hundred salesmen
making ten calls per dav could
cover in five years.
For the ultimate in advertising
impact upon millions of potential
customers, you'll find
television stations represented
by NBC Spot Sales the best buys
in modern advertising.

WOV's

pantry-inventory survey, conducted byPulse of New York, the leading brands of canned tomatoes were:

Canned Tomatoes
Leading Brands (in
homes from 18 Apiil1.", May 1949)
Pastene
Red Pack
Pope
Del Monte
Vitelli
A & P brands
Flotta
Violetta
La Perla
Contadino
Del Gaizo

Percent
of Homes
14.2
12.3
11.8
10.7
9,4
8.8
4.8
4.3
4.3
3.5
2.4

WNBT

New

WPTZ

Philadelphia

759,600

WNBQ

Chicago

612,000

KNBH

Hollywood

608,400

WBZ-TV

Boston

406,800

The foreign-language market is not

WNBK

Cleveland

244,100

WNBW

Washington

200,500

a young market. WOV's pantry-inventory of ftalian homes showed that 81%
of the housewives were over 30 and

WRGB

Schenectady

104,400

only 1.3r/< under 20. The day of the
Italian child-bride has passed. Actual-

5,527,800*

ly 47.7% were over 40.
The foreign-language market is not
a market nationally reached by news-

NO.

OF

VIEWERS

IN

AREA

York

2,592,000

Total

NBC

SPOT
New
San

York • Chicago

SALES
• Cleveland

Francisco • Washington

• Hollywood

• Denver

*NBC Research Dept. Estimates — August, 1949

1949

Because very few national advertisers use foreign-language broadcasts,
the business goes to lesser brands. In

Canned tomatoes may not be a product used universally in American
homes. In the WOV-surveyed Italian
homes 92.8% had canned tomatoes.
Del Monte shows up in fourth place
because it does use Italian-language
broadcast advertising.

ESTIMATED

12 SEPTEMBER

buy. He's yet to be trained to save.
The great upsurge in savings-bank deposits has not come from either the
first - generation Spanish - Americans,
Mexican-Americans. Puerto Ricans, or

Your product may be
rooms . . . more demonstrations

/

they earn. Like the Negro, the Mexican is, in his buying, luxury-minded.
In the U. S., he wants the best he can

papers or magazines. That's because
a healthy percentage of the women
can't read their native-language newspaper, since they came to the United
States after little or no schooling in
their native countries.
Newspapers, on the other hand, do
reach the men, in cities and their environs where the papers are published.
The male of the species is proud to
display his ability to read, as any survey of rapid-transit systems in areas
45
with high foreign-populations will attest. They read the native-language
newspapers, and they display them for

all to Bee. A woman reading a foreignlanguage paper in a public conveyance
i- a i.u it) .

In addition t<> the fact that foreignborn women as a jzroi'.jj arc not, to Baj
the least, avid reader-. publication of
I. »i <-i u: ii Lin ■_■ uaui- paper* is restricted t"
big population areas. These papers
lis to reach \a>! sections of the U. S.,
1 in t they're old-hat l>\ the time they are
delivered to outlying sections. The
foreign language population, except in
New York, Chicago, and Detroit, can
get its fresh news only via broadcasting. Itdoes, although even today some

SOUTHWEST

of it i- tinged with a flavor that's surprising to most Americans who understand some other language besides
their ow n.
The big foreign groups are located
in nine areas, according to the 1910
U. S. Census. There have been, however, vast population shifts during the
past decade. Some of these were
brought about bj the war and some of
them just happened. The Mexican and
Puerto Rican migrations were not warinspired, hut the war accelerated them.
There are new shifts taking place
quietly. While there are not a great

VIRGINIA'S PlCUtee/l RADIO

STATION

number of DP's (displaced persons)
coining into the United States, the
number is hound to increase. These
new foreign-born Americans are not
Icing located in big metropolitan areas
as their forebears were. They are, in
many cases, farmers who are replacing
the last generation's farmer's sons and
daughters. They will require foreignlanguage broadcasts to convert their
thinking to the American way. Most
sociologists stress the fact that these
l)P"s. despite the fact that they have
had to flee from dictatorships, are not
conditioned mentally to freedom and
that every form of communication that
reaches them has its effect upon their
concept of democracy.
The social scientists, for the most
part, feel that even more than publicservice programing, broadcast adver-

OF THE

tising will condition America's new immigrants. They reason that since most
of the attacks upon the U. S. are based
upon the claim that "big business" is
fascist, what '"big business" says and
does on the air and in print is more
important than what even the President of the nation has to say. This
feeling is backed by the results of a recent survey by a great philanthropic
foundation. The results of this survey

Because Local advertisers know

that WDBJ

in coverage, distribution and RESULTS

excels

in Roanoke and

Southwestern Virginia*, 34 LOCAL

accounts have

maintained continuous advertising schedules from 5
to 15 years on WDBJ.
*Ask your Free & Peters Colonel for survey material.

WDBJ's

potential audience is over

a million people who
almost

a

billion

can spend

dollars

yearly.

of what can be done to "sell" democracy pointed out that what democracy
does in daily living is more important
than what it preaches.
New York State is still first in its
foreign-born population. While 1940
census figures gave it 2,853,530 foreign-born, current estimates, which
will be confirmed by the 1950 census,
give New York around 3,500,000.
The other leading states (in foreignborn populations) are, as of 1940:
State
Pennsylvania
Illinois
California
Massachusetts
New
Jersey
.Michigan
Ohio

Foreign-born
973.260
969.373
870.893
848,852
695.810
683.830
519.266

Where America's foreign-born have
come from is indicated in the same
census:
Country
Italy
Germany
Russia
Poland
Kngland*

Ireland*

Austria
Sweden
'listed

onhi

1940 Census figure
1.623,580
1,237,772
1,040,884
993.479
621.975

for comparison

572.031

479.906
445.070
purposes

The rest of the 11,109,620 foreignborn came from many sections of Europe. The non-European group was
difficult to trace. The Puerto Ricans.
Mexicans, Chinese, etc., were not an
important factor ten years ago. They
are today.
(Please turn to page 50)
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2m RICE TH RESH I NG near Kaplan, Louisiana.
This rich, farm area leads the nation in rice production. High yields and wide crop diversification are

other important reasons why WWL-land exceeds the
national average in increased income, increased buying power, and general prosperity.
3. WWL'S COVERAGE OF THE DEEP
SOUTH
50,000 watts — high-power, affording advertisers lowcost dominance of this new-rich market.

The greatest selling power
30,000

in the
South's
greatest
city
CLEAR
CHANNEL
CBS AFFILIATE

WATTS
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BMB Maps of WWL-couerage and other data available
from the Katz Agency, Inc., our National Representatives.
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What's

the big

H©I

©

S a big idea that gets big listening. Take

a spine-chilling Columbia Pacific mystery show. Give
it the advantage of Columbia preparation and production. Then put it in a sequence of shows that
defies competition.
That's what we've done with Jeff Regan ... a newColumbia Pacific thriller with enough polish and punch
to rate a place in Columbia's superlative Wednesday
evening line-up.

Superlative? Yes! Dr. Christian, Groucho Marx, Bing
Crosby, Burns & Allen and Jeff Regan are all on Columbia
Pacific on Wednesday night.
A big show in big company is definitely a big idea.
What's in it for you ? This . . . Jeff Regan is for sale. This
means that you can tell your sales story to one of the
biggest audiences in radio . . . the audience that listens
to Columbia Pacific on Wednesday night.
There's a Big Idea for you. Call us, or Radio Sales.

Columbia

Pacific - the idea network

ROME,

U.S.A.

(Contiued from page U> J
In 1940, New York bad the leading
foreign-born population from most
countries in Europe. In verj tevi cases
are other Mates hosts to greater numbers than the Emipre State. Minnesota and Illinois had more Swedes,
Minnesota also had more of Norway's
children, the Czechoslovakians are
strongest in Illinois and Pennsylvania.
Michigan and Minnesota have man)
more Finns than New York.
The Jews have been always an important economic factor, although
there hasn't been much attention paid
to them on the air, except in New
York. Even in 1937, there were roughK 5,000,000 men and women of Jewish origin in the United States. More
recent figures (1943) place the Jewish
population at 8,547,255, but there is
some dispute about this figure, despite
its authentication by the American
Jewish Year Book. There have been a
number of programs, over a number of
stations in New York, presented for
the Yiddish-speaking populace. Now
it's generally conceded that WEVD

the station that speaks their language.
The men on the production firingline arc still largely of European extra* lion. They're making more money
than at any other time in the historj
of the U. S. Most of America's national advertisers just don't know how
to reach these nationals, don't use continuous campaigns to reach them.
There are exceptions. There will be
more — it the new Foreign Language
Quality Network, a chain of stations
connected by wax I transcriptions) is
successful with its experiment with
Italian and Polish programing.
The fact that Pulse of New York is
going to report on a continuing basis
the listening of New York's Italians,
and may expand its study of listening
by specific groups, is a step in the dire* lion of making foreign-language
air advertising something besides an
easy way for stations to make money.
Mass advertising can and does ignore many very profitable markets.
"Little" markets, like the 7,622,000
packages of macaroni and spaghetti
products bought by New York's "big
Italy" in four weeks, can make millions for advertisers who reach them.

•

is

•

•

MR. SPONSOR

ASKS

(Continued from page 43)
copy has been so repetitious, obnoxious, or ludicrous that the listener heroines afatality through boredom.
Considering the first avenue, there
is no standard rule of thumb that effectively answers the question. What
about the product? The peak of saturation of a commercial message for
a product of appeal to both sexes and
all ages is much further off than the
peak of a product aiming at a specific
age group or sex. For example, the
saturation for a hair net is that point
where the total number of messages
will effectively reach the total number
of women listeners in the market for
such a product. It does not apply to
programs beamed at male audiences
or children. For the men, a similar
situation would prevail if you were
trying to sell cigars.
Concerning the second avenue, or
copy slant, we have evidence of certain jingles used on individual stations 36 times a week in which a recent survey for the advertising agency
showed that on the ratio of 12-to-l the
copy repeatedly heard was not obnoxious. Obviously, the repetitious content had not yet reached the point
where the audience has become "satOn the other hand, a television short
run 36 times a week, so like watching
the same movie over and over again,
urated."
might become so unnecessarily' boring
that it might soon reach a peak listener interest and pass on to the area of
damaging influence. Under such conditions, itis no longer economically
feasible to continue to advertise the

The most complete, useful and up-to-date
compilation of consumer market data between two covers in . . .

CONSUMER
1949-1950

MARKETS

Edition

Boied on 'he known needs of national advertisers
and agencies for the latest reliable state, county,
and city market
facts and figures.
Provides o ronge of information you would otherwise hove to gather and organize from 12 different
sources.
Reports only government and other authoritative
figures; 1948 estimates of population, families,
retail soles, farm and industrial activity, effective
buying income, and other important market indices
prepared by Walter P. Bum, nationally recognized
market
statistician and consultant.
Clear, easy-to-use maps for each state show all
counties, all incorporated cities of 5,000 and over,
all country seats, all daily newspaper and radio
towns with population and other data. Separate
maps for 39 cities of over 250,000 and their
vicinities.

product or service, for if the listener
becomes bored, or disinterested, or
"I keep CM

handy

for use all

through the year," says Manager of Markets and Media In
a large
4-A agency.
All data organized for most efficient use. alphabetically state by state, county by county, in their
respective states, city by city in their respect ve
counties, covering the whole U.S.A., the U.S.
Possessions and Territories, Canada and the Philippines.
You'll hove to see and use the 1949-1950 CONSUMER MARKETS to appreciate its great utility as
a market research tool. It was mailed to all SRDS
subscribers with the September 1 issues of the
Newspaper and Radio Sections. Additional copies
$5.00 eoch.
If you are not on SRDS subscriber, send for a
copy of CONSUMER MARKETS today. Use it for 10
days free.
Then, if you keep it, send us $5.00.

completely angry with the commercial,
the results could be disastrous. To
repeat, there is no standard rule on
the question of saturation. It must
resolve itself about the standard
axioms of advertising: Is the product
wanted? Is it priced right? Is it well
distributed? To what group of consumers will it appeal? What is the
ratio of price to sales cost, etc.?
ing.The question is answered by analysis and experience, as are all other
questions of advertising and market-
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Whadduyuh
mean.

It's a good question. A radio station can be first with all kinds of people:
It can be first with left-handed schoolteachers, or seven-foot motormen, or women
having their hair done, or men with one foot on a brass rail.
So what?
So this: ask Mr. Hooper who's first in Baltimore — in the departments that count.
Such as: WFBR: First in morning audience. WFBR: First in afternoon audience. And
in the three-ring, all-star sweepstakes department— WFBR:

FIRST

IN TOTAL

RATED PERIODS!* Plus: something no other Baltimore station can even approach—
a listener loyalty factor, represented by over 100,000 people who come to WFBR to
see a broadcast every 365 days!
Private memo

to timebuyers: Fall is jusf around the corner. In Baltimore, if you want to be

first — you need

ABC
BASIC
REPRESENTED
12 SEPTEMBER
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SEEING VS LISTENING
(Continued from

page 31)

This distinction in the nature of
the attention paid ads in the two
media is, of course, due parth to certain distinctions in the purpose of the
ads and partly to the technical differences in the media. Despite the difference in the kind of attention given radio and newspaper ads. despite the
difference in "favorable" conditions
under which housewives are exposed
to them, ads heard on the radio make
a more lasting impression on most
housewives than ads seen in newsThe ability <»f more women to recall radio than newspaper advertising
papers.
isn't the only evidence of the superior
impact of air advertising. Fifty-three
percent of the sample said thev preferred to hear advertising on the air
as against 37'y who favored seeing it
in print.
College educated women, however,
preferred to see rather than hear advertising 50-39%. In fact, on the
majority of questions housewifelv reactions were strongly colored by
preference for one or the other medium, and their preferences are much
more influenced by education than
anything else, according to this stud\.
The few instances in which newspaper ads seemed to produce greater
impact than similar ads heard on the
air mainly involved college educated
I Please turn to page 70)
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Twenty-two icars ago,
Sunday, September 18,
1927) WFBL and fifteen
other pioneer radio stalions broadcast for the
lirsl time these now familiar words.
Through twenty- two
years, the Columbia Network and W Fill, have pio-

WFBL
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neered radio's greal advancement as a medium
of entertainment, education and public service.
This Fall, WFBL and CHS
hriiif; Central New York
listeners the greatest lineII p of t a lent ever presented
bj an\ radio network, assuring advertisers of better
and bigger audiences.
SYRACUSE
NEW

YORK

Represented
FREE

&

i Continued from i>age 27 I
go. in light of the FCC rulings, the
\alue of such a change is open for
question. For instance, the FCC ruled
that a contestant, in order to claim a
prize, must not have been "listening
to or viewing the program in question." At first glance, this is just a
matter of separating radio home reception and television reception. On the
other hand, and this depends on the results of the court reviews of the F(.(. s

by

PETERS,

GIVEAWAYS

INC.

action- sought so far b) CBS and ABC.
the word "'viewing'" is ambiguous.
There is a good chance that it nun
eventualK
he interpreted as meaning
SPONSOR

the very act of viewing the show from
a seat in the studio, or standing on a
stage. Only a handful of shows either
are built around a giveaway gimmick
for the home audience or have an "outside" giveaway added. At the same
time, there is quite an extensive list
I See "Class II" listings in illustrations! of programs that offer prizes,
which the home audience hasn't a
ghost of a chance of getting in on. to
studio contestants only. Here the
strength of giveaway is considerably
less, even though, paradoxically, the
actual monetary value of the prizes is
often greater. The listener to this type
of show I examples : Queen For A Day,
Break the Bank) is not attracted primarily by a desire to make money.
Those who want to get in on that
aspect of the show account for the
lengthy waiting lists for tickets to such
broadcasts and/or telecasts. The "entertainment" for the listener or viewer
to this type of show lies in the vicarious thrill of hearing or seeing someone
who might be the listener dragging
away a pile of merchandise or cash.
Like the telephone giveaway shows,
anything that comes between the audience and the giveaway (even though
the members of the home audience
have no way to participate in the winning ) acts as an obstacle, and brings
the curve of approval on minute-byminute reactions slumping down. This
too is a near-pure giveaway show, although the strength of giveaway in the
show is less, and there is considerably
more freedom for stunts, gags, jokes,
and other production techniques than
in the telephonic shows.
There is a third class of show that
offers prizes to the studio audience.
The strength of giveaway in these
shows is well below those of "Class
II" shows, even though there are
sometimes sizable "outside" giveaways.
These shows are audience participation, usually with a name-star mc,
which depend either on the fairly high
I.Q. of the participants or on the
stunts that participants are asked to
do, for the basic appeal of the show.
In the case of, say, Take It Or Leave
It, the usual prize that can be won
is in answering the famous "$64 question." Comedian Eddie Cantor, complete with a showman's vast repertoire
of jokes and a staff of gag writers for
special material, is the main attraction.
The listener who regularly dials a
"Class III" show is not looking for
wealth, or even particularly concerned
12 SEPTEMBER

it's easy,

IF YOU
KNOW HOW!

H,

lERO or flop, success or failure — it's plain old-fashioned
Know-How that usually makes the difference!

Take KWKH's

Hoopers, for example. Our latest Share of

Audience figures (Mar.-Apr., '49) show these results:
Mornings
...70%
Better Than Next Station
(B)
(Mon. thru Fri.)
Afternoons .. 7%
(Mon. thru Fri.)

Better Than

Next Station

(C)

Evenings
47%
(Sun. thru Sat.)

Better Than

Next Station

(B)

In addition, BMB figures and paid-attendance at "live"
shows give further proof of KWKH's superiority in this
rich Southern market. May we send you all the proof,
today?

KWKH
Texas
SHREVEPORTf
50,000 Watts

CBS

LOUISIANA

Arkansas
Mississippi

The Branham Company, Representatives
Henry Clay, General Manager
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with bearing othei people win it. I!'a< i m >> i tests show ilii> in be it ue, and
the "obsta< le" lni the listener in the
program is, unlike Class I and Class
1 1 -how 3, the giveaway factor.
\\ Inn tin- Btrength ol giveawa) is
found at its tnildesl i- in the few shows
in radio and T\ thai fall into "Class
I \ . I hese air the Bhows in which
die "game" oi "quiz" i- all-important,
and the giveawa)
so minor that it iusuallj jus) an inducement to gel
people in -u 1 >i n it material for the show
itself. Onl\ two sponsored -hows

in

this i ategor) are on the network radio
or T\ air now. I itenty Questions (in

which a Ronson lighter, the sponsor's
product, i- offered to listeners who
-end in a suitable subject i and Who
>di<l That? i where people send in a
pel quotation, complete with data on
author, etc.. in the hopes thai the) will
receive some -mall merchandise prize
im stumping the panel of experts I . Researeh dour on these shows, plus the
volume of mail that conies to them, indicates that listeners actually huild a
resentment against anything that interferes with the game being played, the
diametric opposite of the reactions to

close analysis, often turn out not to be

the -hows in "(Mass I."
Thus it is that giveaway

a "panel of experts" composed of Paul
\\ hiteman. Jascha Heifetz, and Cole
Porter . . . and had Bing Crosby as
guest star. The questions would be
tougher, the music portion of it probabl) better. It would, in one fell swoop,

US
WBNS
NIGHT

TOPS
TIME

THEM
ALL
LISTENERS

FOR

COLUMBUS

Again comes Mr. Hooper with the evidence that WBNS is the
favorite station of Columbus listeners in the night time as well

shows, on

"giveaway" shows pure-and-simple at
all. despite the amount of prizes or
cash that is being given away. Only
a few depend upon the money angle,
both in radio and TV, to get an audience. Most of them can eliminate the
telephone jackpots and either revert
to their older formats or move over
to a class in which the strength of giveaway is lessened, or even eliminated.
Suppose, for example, that Stop The
Music cut out the telephone giveawas
and studio giveaways entirely, set up

jump
from paramount,
"Class I" to
From being
the"Class
strengthI\.'of
giveawa) would he almost eliminated,
probably being reduced, like Twenty
Questions, to prizes for musical questions sent in by listeners. If promoted
well, it might even huild an audience
equal to the old one.
So far as the FCC is concerned, it
would probably then be in the clear.
It would
be a highly acceptable
form of programing.
. . . and it would still be a giveaway.

as during the day. Columbus Hooperatings for Winter-Spring
1948-49, Monday thru Friday from 6 p.m. to 9:30 p.m., show
seven out of the top ten programs are broadcast by WBNS.
The

remaining three are divided among the other network stations. No other Columbus station can match WBNS intensive

coverage

of this

area.

ASK JACK RATNER, PRESIDENT OF ROGERS
JEWELERS ABOUT WBNS RESULTS . . .
HE WILL TELL YOU:

tial is supposed to have been happy
about the whole thing. It was •sup-• '•

business is akin to th a banking business in that the foundation is based solely upon confidence. Therefore, we must carefully

posed to bring prestige to the Prudential name and prestige sales. The Prudential insurance agents screamed.

select the appropriate media to publicize our firm. We have
used WBNS since its inception, throughout good business years
and bad, and are confident that these weekly announcements

They liked Prudential's simple, honest,
commercial Jack Berth. They were

"Our

have certainly been

valuable

in our rise to leadership in Central

•
Ohio."
FOLDIN'
MONEY,
JINCLIN' MONEY . . .
IT'S BUSY HERE IN CENTRAL OHIO—
Total retail sales in the WBNS

area $982,521,000.00

Columbus

has one of the tightest labor markets in the country. Folks working, spending money, creating a prosperous economy . . . And
their station is WBNS upon which they depend for news, entertainment and buying

COVERS
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PRESTIGE PROGRAMS
(Continued from page 33)

•

information. That's why fhis station is the
first choice of advertisers who desire a better selling job in Central Ohio.

IN

COLUMBUS

POWER

5000 D*1000*N

ASK

JOHN

IT'S

CBS

BLAIR

disgusted with "prestige." They didn't
know that what they were disgusted
with wasn't prestige but routine programing dressed up in a velvet suit.
It wasn't a prestige program that
failed but a program that failed to
have prestige.
That's the very reason so many socalled prestige programs land on their
faces. It isn't prestige programs that
go plop, but attempts at prestige productions that fail with dull thuds.
Heinz was sponsoring a sock audience program in Joe Palooka back in
the early days of commercial programing on CBS. Mrs. Heinz happened to
hear the program during one of her
afternoon teas. The next week the
(Please turn to page 56)
SPONSOR

HDW FAR CAN JARO HESS GD?
He's gone too far already, say
some.

There's the station manager in
North Carolina who wrote that

he got so steamed up looking at the representation of the "Station Manager"
that the print hurst into flame. And the
New York radio director who
locked his copy of the "Account Executive,'> in his desk because one of the
agency account big-wigs "was kind
of sensitive." So it's wise to calculate the
risk before decorating your office with
these five provocative, radio-ribbing,
Jaro Hess drawings.
They're
12" x 15", reproduced on top-quality
enamel stock, ideal for framing.

Besides the Sponsor, there's the Timebuyer, the Station
Manager, the Account Executive, the Radio Director.
While our supply lasts the set is yours — free with your
subscription to SPONSOR. Use the handy return card
or write to SPONSOR,
40 W. 52 St., New York 19.

FREE, with your subscription to SPONSOR
($8.00 per year)

"I am 100% satisfied with
your excellent caricature titled
Sponsor

never satisfied."
The Toni Company
Don P. Nathanson

12 SEPTEMBER

If you think the sponsor is out-of-thisworld, then wait 'til you see the four
others. Jaro Hess caricatures are
available only with your subscription to SPONSOR. Extra sets, available to subscribers, at $4.00 each.

"It's a good thing advertising
men don't bruise easily because
these Jaro Hess satires really rib

"During each busy day I make
it a point to look at them just
once. They always bring a smile

the business."
Louis C. Pedlar, Jr.
Cahn-Miller, Inc.

and relieve tension."
Dick Gilbert
KRUX

"The pictures by Jaro Hess
are splendid and I'm delighted
Niles
to have them." NBC

Trammell

1949
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PRESTIGE PROGRAMS
< ontinued from page 54)
program wasn't sponsored, despite
plent) "I proof that ii was selling
I leinz cereals. It w asn t prestige
enough Foi Mrs. II. \ number ol programs, including Women's Magazine
oj the In. nave been tried l>\ Heinz
bul no show has developed both the
selling impact and tin' prestige desired
b) the ^>>< ial Heinz. Heinz as a result
i~ n.il network radio-minded. It uses
selective broadcast advertising, newspapers and magazines. It isn't the Eaull
of prestige pro" raining nor radio.
Heinz never did develop a top drawer

in- can sell are the activities of the
Standard Oil Compan) of California.
For years it has sponsored both the
Standard School of the Air and the
Standard Hour, a symphonic broad'
< a-l. Both of these programs have
been checked b\ Standard and have

monic contributed verj little to the
sales of the organization nor did it
make Keds anv more important sport
>hoes. or I . S. automobile tires better

proved themselves not < >nl\ a> ideal
vehicles for keeping the Standard
name in the forefront of the West

Oil i New Jersey) utilized the same
Philharmoni< -S\ niphonv Societ\ this
past season with promotions that
brought two young people to New
York each week for a "weekend with

Coast's oil buyer, but also for delivering direct sales without pressure.
Junior grows up in California with the
feeling that Standard is part of liistate and naturally expects to buy
Standard when he gets behind the
wheel of the lamiK jalopy.

What is commonly referred to as
good music is the basis of most prestige programs. Symphonic groups like
Boston. Philharmonic, Philadelphia.
Detroit, and NBC have been sponsored
time and time again by firms feeling
thev lend lustre to the name of the
advertising. That's true, but Heinz is
sponsor.
The fact is that a firm may
also spending real money in radio —
not in prestige network programs but sponsor a great orchestral unit and
in selective announcements for indi- still not be thought of as great by
vidual Heinz products. Heinz knows listeners. The John Hancock insurance
that radio sells. It doesn't know that organization gained nothing from
prestige radio can do a job, because sponsoring the Boston Symphony, exof internal politics and the fact that
cept that the Board of Directors felt
the
program
in keeping with John
radio hasn't been too forward in estabHancock
tradition.
The firm gained
lishing the fact that it's a selling
medium.
neither stature nor sales. The U. S.
prestige show — nor (with the exception of Palooka) a sock selling vehicle.
There has been recentk a great deal
of publicity on the fact that Heinz this
season is pouring a great portion of
its advertising dollar into newspaper

Good

proof

WMT

that

prestige

program-

Rubber

sponsorship

of

the

Philhar-

also rises in

Morning

Sun

Early birds, up with the chickens,
get a lot more than worms in Morning Sun. They get the chores done
. . . and by 5:30 a.m. they're able
to tune in on WMT's Sunrise Hour.
Programming to suit Morning Sun
and hundreds of other Eastern Iowa
communities is a specialty of WMT.
Day and night, with exclusive CBS
stars backing up strong local and
regional features, WMT plays to
its prosperous audience of workers
on farms — and in Iowa's equally
important industries. Rise and
shine with WMT! The Katz man
C
has full details and •Nf
anc-NKSI
alarm
clock.
-"V««*.-

N

WMT
CEDAR
BASIC

56

musk." did a job for the SO organization, just as the two Standard programs on the coast have been doing
a fine advertising job for vears for
the Pacific Coast SO.
What's true with all other forms of
commercial programing on the air is
true of prestige programing — it has to
be promoted — it has to be especially
geared to do the job which has been
set for it.
Two more dissimilar programs than
Milton Berle and the Metropolitan
Opera broadcasts can hardlv be
imagined. Yet both are sponsored by
the Texas Company, both sell Texaco
gas and \1arfa\ Lubrication. Some
sponsors might feel that the Metropolitan requires no promotion. Luckilv
Henr\ Souvaine, who produces the
broadcast for Texas, knows that it has
to be air-promoted and has turned
the intermissions into delightfullv productive miniature shows of their own.
There's only one Metropolitan*
Opera. It needs verv little work on
the part of the announcer to establish

»wA)

5000 Wotts

off competitively. It did sell U. S.
Rubber as a "great" corporation. On
the other band, the \\a\ that Standard

RAPIDS
600 K.C.

COLUMBIA

Day & Night

that there's only one Texaco. Texas
uses the Met for prestige, the Berle
for mass. It'll be a long time before
people forget that Tuesday, during
1948-1949, was known as Berle's dav
and that sponsor identification for
Berle reached almost 100' < upon a
number of occasions. The sponsor
identification on the Metropolitan is
tops in its class too.
Leaving "good" music behind, there
are only a few prestige-type programs
that are worthj of being sponsored.
Cavalcade, as indicated previously, is
one of these, as is The Greatest Story
Ever Told.' Another, although not
currently on the air, is The March of
Time. Sponsored at various times b\
Time. Inc.. and a number of other advertisers, ihas
t
continuously lent prestige to the sponsor and at the same
time extended the influence of the
Luce empire.
i Please turn to page 69)

NETWORK

SPONSOR

4ieeeM;

story

Out of raw materials and labels in less than
a month! That's what happened when Red Arrow
Laboratories chose WFAA's

"Early Birds"

to introduce its new insect repellent to
the Southwest. Moreover, sales of all Red Arrow
products jumped

beyond

sales outside WFAA's

expectation, while

area were normal.

Perfect proof of the effectiveness of "The Early Birds,'
radio's oldest breakfast-time variety show.
This 45 minutes of fun every weekday morning
has for nearly 20 years been the South west's
most ambitious radio production ... its most
consistent sales-getter.

/ond\

r-3
^
TEXAS
Radio

WFAA
>si^y

DALLAS

820 KC* NBC

• 570 KC • ABC

QUALITY

Service

of the

DALLAS

NETWORK
MORNING

NEWS

REPRESENTED NATIONALLY BY EDWARD PETRY and COMPANY

12 SEPTEMBER

1949

Quarter-hours

available.

New York's
highest-rated
woman commentator
is WCBS'
t
e
r
a
g
r
Ma
Arlen
Represented by Radio Sales
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leadership morning, afternoon, evening:
STATION
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BCD
20.9
7.3

9.2
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26.6

11.4

WHEC
MORNING
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8:00-12:00 Noon
Monday through Fri-

ted
n

AFTERNOON

STATION

9.2

EVENING
Sunday

BUY

WHERE

THEY'RE

P.M.

through Sat.

29.1

21.7

9.0

JUNE-JULY

12.6

HOOPER,

La/esf before closing time.

1949
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5.8

11.2
11.1

Only

3.3

12:00-6:00 P.M.
Monday through Fri.

6:00-10:30

STATION
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Station
Broodcash
till Sunset

_

LISTENING:-

N. Y.
5,000 WATTS
Representatives: EVERETT-McKINNEY,
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Inc., New York, Chicago, HOMER
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SCHWERIN

DEMONSTRATES

THE RISE AND

FALL OF AUDIENCE

REACTIONS

AS "THE

ROBE"

IS TELECAST

OVER

NBC-TV

What makes a TV program tick?
Schwerin report reveals
minute-bv-minute
__^/Bk. Until recently it was possifM iS# ^le for a television sponsor
^^ to start with a weak or
worthless program idea, tinker with it
in the dark, cancel alter one or two 13week cycles, and still wonder what happened. And why.
Now it is possible to throw some
light on why Mr. Sponsor often got so
little viewing for his money — or what's
more to the point, it's possible to tell a
sponsor before he goes on the air a
great deal about his chances of snaring
a profitable share of viewers.
Nobody has all the answers. Some
of the answers researchers can give
have important exceptions that require
more probing.
But Horace Schwerin,
64

interest faetors

who

pioneered qualitative radio research along with Lazersfeld, Stanton,
and others from 1935 on, has completed eight months of preliminarv testing
on why lookers shun some programs
and become married to others. His
evidence indicates that several basic
assumptions which have guided much
television programing to date are seriously mistaken.
His pioneer research on success factors in video programing is nailing
down some principles designed as yardsticks for measuring a programs
chance for success. Schwerin is confident that systematic use of his TV
research methods and discoveries will
help advertisers turn more TV adver-

tising dollars into sales and profits.
Perhaps of at least equal importance. Schwerin argues that the knowhow of his staff in measuring and evaluating viewer reaction to programs can
(a) weed out bad ideas before they
reach the air; (b) provide guidance
data for creative people in keeping
good programs good I w ell-liked ) and
building new ideas; (c) provide a
check, as audiences change through
growth, on whether current programing appeals to the desired segment :
ing.
(d) provide a check on relative sales
effectiveness of AM and TV broadcastQuality — meaning program elements
that make it liked — is much more imSPONSOR

portant in television than in radio, says
Schwerin. Video shows, he found, do
not benefit or suffer markedly from the
shows that immediately precede them.
A well-established tenet of radio programing is that programs preceding
and following popular shows gain tremendously bytheir place in the sequence. This is true even though a
program is not in the same mood as
the block in which it appears.
From the standpoint of selecting the
most effective time spot for a program.
Schwerin's proposition means that
what's opposite a program has more
bearing on the number of viewers a
show can garner than its place in a
sequence. This conclusion was suggested simply by a study of rating histories of programs in leading television
cities. It emphasizes the important role
of quality. The following examples illustrate the trend:

for analysis. It may be that important
exceptions to current observations on
the role of quality will be revealed.
Meanwhile, it seems worthy of note
that the difference in types of shows
used in the preceding illustrations has
a parallel in Nielsen's finding that
there are high radio carryovers between such shows as Slop The Music
and Walter Winchell (81%); Amos
'n Andy and Sam Spade (60%), etc.
It did not. of course, require a re-

search corporation to observe the facts
nestling in Pulse and Hooper records.
As a matter of fact, the conclusions
about the role of quality versus sequencing were founded on studies by
James Cornell of Foote, Cone & Belding, Chicago, and the NBC research
department, as well as by the Schwerin
staff. NBC has also been active in the
development of the Schwerin technique.
The special role of the Schwerin organization comes in the techniques de-

The "liking profile" of "Quiz Kids*
a99

In one rating period. Make Mine
Music, with a New York Pulse share of
audience of 33.0. was followed by The
Goldbergs with a 58.0. In another period. Camel News got a Pulse share of
audience of 12.0. while Milton Berle
racked up a share of 71.2. Fireside
Theater, immediately following Berle.
dropped to a share of 25.3. Berle consistently delivers 75% and over of the
New York video-equipped homes, but
he isn't the only example of the hopskip-and-jump dialing that a popular
program will bring on.
On Sunday night, 13 February,
Toast of the Town pulled 48% of the
Hooper-covered TV homes. Philco
Theater, one of the best (and most expensive) dramatic programs on the
air, could get only 15.2%. A top-notch
hockey attraction. New York Rangers
vs. the Toronto Maple Leafs, could
draw only 4.4% of the available
homes. And hockey is one of the best
attractions in New York.

Little Melvin's antics were found to hold

100

QUIZ

(ed ition

KIDS

field of mood programing in television awaits investigation until experiments (other than sports) provide data
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The idea of "sequencing" (spotting
a program so as to take advantage of
a high-rating program) doesn't necessarily mean "mood programing,"
building a block of shows all of which
sustain a similar mood. The entire

better than

A

On a typical night, NBC held only
24.2% of the 76.6% who viewed Berle.
CBS' Cross Questions had 1.1% opposite Berle, but CBS grabbed the majority of Berle listeners in garnering
32.2% for We, the People, immediately following Berle.
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veloped for isolating, evaluating, and
setting uj) standards for the elements
that make a program liked. One of
the graphs accompanying this storj
illustrates the correlation found between Schwerin "liking scores and
program ratings. This kind of close
correlation has been established in tests
made o| -even different types and examples of programs, selected at random, i\ subsequent article will present
some of the detailed findings on the
seven tv pes. i

LOS ANGELES :— How close are
iclt\ i>ion techniques to motion pictures? Ask Frank Woodruff, one
of our directors, about it. He should
know . . . he has directed 8 movies,
.1- well- as Lux Radio Theater. On
our -how. "\lv stery Is My Hobby,
he says the number of "cuts" and
"inserts" is equal to first-class
movie cutting. 75 to 80 cuts and
K) to 15 inserts in a half-hour.

have grasped at every scrap of information and interpretation that seemed
to offer explanations useful in planning
for television. Lack of detailed testing under controlled conditions has
fostered a number of mistakes. These
erroneous concepts, according to quite
a few advertisers, have caused them to

"Mysterj I- My Hobby" uses
these techniques to perfect advantage. We think it's one of the best
buys in television anywhere. Call
us or Radio Sales.

postpone planning for television.
Some striking differences between
set-owners and non-owners, in their
program likes and dislikes (obtained
by various survey organizations) led
to confused estimates of their charac-

THINGS pile up on us so fasl that
we were surprised to count 10
live cameras at KTTY. These are
hacked up by 3 film camera chains,
a couple of 16 mm. projectors. 3
slide projectors and a balopticon.

teristics. Cornell's study indicated that
the differences in reaction to programs
observed between owners and non-owners of television sets seem to be adequately explained by their combined
economic and educational status. Anal-

KTTV's two new studios, 15 by
75 each (one with 300 audience
seats h will be in use by the time
\<>u read this. These, plus our original 10 by 10 studio and permanent kitchen set. give a flexible
staging -pace for any type -how.
And we do have a variety.

ysis of the reactions of matched audiences (same proportions of men and
women, income and educational levels.

"VARIETY" looked over the held
"in its Showmanagement
issue
. . . and gave us a nice boost i only
\\ est Coast TV station, at thai I.
Talked about our "first-."" like the
Rose Row I. Jack Benny, Edgar Helen. "Pantomime Quiz,' and Pasadena Playhouse. Thanks, Variety.
\\ ere regularly scheduling other
live, bright -how-, too. Ask Radio
Sales . . . they know .

KTTV
OWNED

BY

10$ ANGEIES TIMES- CBS

LOS ANGELES
66

Sponsors and prospects, in the race
to learn all they can about the characteristics of viewers and non-viewer-,

etc. i in which the only significant difference was the factor of owning or
not owning a television set suggested a
conclusion that could be tested.
Numerous analyses showed a strong
positive correlation between greater approval of programs and relatively low
educational and social status. Persons
in the lower socio-economic brackets,
investigation showed, had owned their
sets for a shorter time, or at the time
of the tests had not bought a television
set. because of financial limitations.
Tests all tended to show that the "socio-economic" status was the most important factor in differences of liking
for the same shows by matched audiences of owners and non-owners of
sets. The more sophisticated the tastes
of the viewer, the less his relative approval of a program. (This is also
true of radio, i Therefore, the conclusion runs, the place of the person in
the socio-economic bracket is the most
important influence in both the length

of time he has owned a set and in the
degree of his approval for a program.
The size of the screen apparently
makes no difference in a person's enjoyment of shows. Tests with audiences matched with the exception of
size of the screens of their television
sets show similar likes and dislikes in
minute-by-minute listening to the same
programs. This means, also, that the
"novelty" factor is not important in
one's liking a show.
Finally, the number of viewers per
set doesn't appreciably affect individual reactions. Again the socio-economic
factor seems to explain observable differences. Among all viewers at the
present time the higher proportion of
instances of multiple viewing per set
involve people who have had sets six
months or longer.
Specific factors of liking for each individual program must be interpreted
against the background of the overall
factor of socio-economic brackets
which compose any audience. One instance of a popular nighttime variety
show will illustrate the spread in liking scores by education and income
groups. Grade school graduates gave
the show a score of 81 to 65 for college graduates. The C, or lowest income group in the same audience,
scored the same show 71, while the A,
or highest income group, scored it 64.
This kind of spread is roughly the
same as found in radio. The range of
typical
show. scores varies with the type of
Although a fuller report on specific
findings for various program types will
be available for the second part of this
article on what qualitative research offers to present and future television
sponsors, some indications can be given here of what it can mean in boosting liking for a show.
Tests of Quiz Kids I sponsored by
Miles Laboratories I proved some of
the features best liked in radio were
least liked on television. For instance.
Joel Kupperman. long a prime favorite
with radio followers, rapidlv lost favor. The viewers didn't like his crowding the spotlight, his aggressive!) wavingtor.hand.
radio athisyoungster
wasn't a who
facLittleOnMclvin.
never was able to answer a question
correctlj (he's onlv 5 years old), was
actuall) the high point of the television
show because of his videogenic personality. Viewers loved him. thought
he was "cute." They overwhelmingly
approved of his presence on the show.
SPONSOR

In television Quiz Kids a scene with
little Melvin ran six minutes and kept

utilizing conflict to project the ideas.
Lest this be considered elementary,

high interest. This scene couldn't have
happened on radio without a sharp
drop in interest. In this case, recommendations were pretty obvious and
met no resistance from the client or

Schwerin analysts (who haven't
learned in three years of testing over
1200 programs not to be surprised)
were amazed to discover in one program the apparently static discussion
period was much better liked than the
scenes involving external conflict.
Schwerin refuses to be stampeded

the program people. In other cases.
the reasons for dislike are less obvious. Then it's a diplomatic battle to
sell the recommended changes. Television program people are no less stubborn in their belief than radio or other
creative people that they are. somehow, superior to "non-creative research" and should not. therefore, be
bound by its findings. In television,
however, because there were and are
few "experts," resistance to researchinspired program recommendations is
somewhat less than in radio. But it's
there.
An educational, human interest drama with scenes of conflict and of narration to interpret thoughts got decided reactions of dislike for the narration. Where conflict was used to carry the point, liking shot up to its highest point. The producer will revise the
treatment of the material to cut down
greatly

on

narration,

increase

scenes

into making generalizations about program types. He insists on putting every
show through the mill before he makes
a pronouncement on what's right — or
wrong — with it, from listener reactions. This is in line with his view
that qualitative research is neither the
first nor the last word in making or
breaking a program. He will, however,
insist that as a tool properly used by
competent creative people, it can help
do things for a show that can seldom,
if ever, be accomplished without its
aid.
In working out a valid method for
TV qualitative research, Schwerin experimented with 36 different combinations, such as home versus studio, large
versus small audiences, kinescope versus live, mechanical versus pencil and
paper, etc.

TUE

identically," he reports. The important thing is to match audiences correctly. Continuous cross checks will
be made with the various means of testing to insure uniformity of results.
Schwerin sees his system, developed
over 13 years of qualitative research
experience, as enabling advertisers to
make pre-audition tests of program
ideas and formats, thus eliminating
costly experimentation. He sees the
tacts that can be uncovered by his
methods as manna to the sponsor fighting to build listenership by improving his program as rapidly as possible.
"Good programs,"
termine the speed
viewers are added to
diences. Now is the

he says, "will dewith which new
the television autime for advertis-

gain TV are
know-how."
Ifers tolisteners
the ultimate judges
of what they will view, that should
make Schwerin and others who are developing new TV research techniques
the high priests of reaction — emotional, that is.
Without cramping creative style, such
qualitative research would help writers
and directors to maintain a higher level of audience liking for their offerings.
• • •

Results compared "almost
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\t's a Date!
Thousands are waiting for September 17th, when

run

FRI

15

9
16

10
17

Dallas' first Television Station, KBTV, begins its
regular schedule of shows! The newest DuMont
equipment — a television-trained staff — everything has been done! September 17th is an
important date for you, too, as there are still
some choice availabilities.

POTTER TELEVISION BROADCASTING
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SPONSOR: Otto L Kuehn Co.
\CENCY: Placed direct
CAPSULE CASE HISTORY:
A small "whisk-off" whiskbroom
teas offered to viewers of the afternoon What's
New in the Kitchen program on WTMJ-TV.
Only one
announcement u as made of this offer during this program
which is presented between 4 and 4:30 p.m. The single
mention resulted in 1735 requests by mail. This return
so ampl)
demonstrated
to Kuehn.
sponsor
of the announcement, the impact of television advertising that the
firm u ill in all probability use the medium this fall on a
definite schedule.

Brisacher, Wheeler

CAPSULE CAS1 HISTORY:
Acme
used a five-minute
spot consisting of major league scores and a brief history
of nil sport*. A contest was held on the fourth telecast,
wherein viewers answered 63 post-card a complex riddle
calling for a comparatively
difficult answer.
Winners
were i<> receive $1. 164 entries were received during the
next day-and-a-half, which result might not be impressive
compared to other contest returns. Response was giaiij\ing to tiiue. however, because oj the small prize and
difficult riddle.
\\ 1/ l\. New York
PROGRAM: "Acme Sports Den"

WTMJ-TV, Milwaukee

PROGRAM:

What's New in the Kitchen

III VI It W.I s

TV
results
v

J

SPONSOR: Gettelman Brewing Co.
AGENCY: Scott, Inc.
CAPSULE C VSE HISTORY:
During two wrestling shows
sponsored
by Gettelman
on WTMJ-TV,
announcement
was made of beer coolers to be used for picnics and outings. These insulated containers for carrying cold beer
in bottles and cans were being offered for S3. 95 each, and
the announcements resulted in 650 sales. Only a few beer
depots had ordered any of the coolers before the advertisement on TV, and the demand teas so heavy that many
of the containers had to be sold in the lobby of the
brewery.

1

WTMJ-TV, Milwaukee

PROGRAM:

Wrestling matches

..;

(.IK.Ii! MM

MIC <.l \
SPONSOR:

Longren Aircraft

AGENCY:

SPONSOR:

Arc Advertising

CAPSULE CASE HISTORY:
Longren Aircraft bought a
participating spot on Playtime, a giveaway program for

CAPSULE

MlltS

Troup Engineering Co.

CASE HISTORY:

"sniffing out" uranium deposits
will pay $10,000 if the uranium
ties. KFI-TV, with justifiable
vertising as proof that daytime
can sell anything, if it can sell
as this.

KTTV, Los Angeles

KFI-TV. Los Angeles

I'l lltOIIIM
SPONSOR:

The T.xas Company

"Playtime"

PltOIH rcrs
'

AGENCY:

Kudnei

CAPSULE CASE HISTORY.
Don
Stewart,
advertising
f
manager for Texaco, about to start the second year o}
Texaco Star Theatre [Milton Rede) on NBC-TV, stated
r

recently: "We consider our money well spent for tin
show because it has done so much
to generate dealer
enthusiasm and promote the sale of our products. Our
sponsor identification, averaging 93%
for a full year
indicates the powerful impression this program is making
on viewers. We feel that this impact is resulting in inNBC-TV

creased sales and goodwill for the Texas Company.'
PROGRAM: 'Texaco Srar Theatre'

one

Placed direct

participation

on

Stu Wilson s mid-afternoon program
Are Ya Lookin'?,
on KFI-TV , Troup Engineering sold four Geiger counters
retailing at $54.50 apiece. Geiger counters are used for

children on Los Angeles' KTTV. An offer was made during the spot to sell the "Flash Gordon Air Gun" via telephone orders. The gun was priced at $2, the same price
tag affixed to the toy in retail and department stores. The
result of this single announcement was 134 of the toy air
guns sold within a few days after the Longren participation took place. Sponsor found the return well worth the
cost of the announcement.
PROGRAM:

AGENCY:

On

IHVM

for which the government
is in commercial quantipride, points to this adtelevision in Los Angeles
such an unusual product

PROGRAM:

'Arc Ya Lookm'?"

It SETS

SPONSOR: Ludwig-Baumann
U.KNCY: Placed direct
CAPSULE CASE HISTORY:
During June. Ludwig-Baumann. New York household and furniture store, bought
time on kathi \ orris' Your Television Shopper [MondayFriday. 11-12 a.m.) to offer a complete dinner ensemble
(china a/id plated silver) for $19.95. No other promotion was used, and the store accepted mail and telephone
orders from viewers. Within five minutes after the participation. L-B received six orders, amounting to $119.70
in sales. Orders continued to come in. making the campaign completely self-liquidating.
WABD. New York
PROGRAM: "Your Television Shopper"

PRESTIGE PROGRAMS

but
sponsors
discovered
how the
to collect
upon haven't
TV prestige.
Even station-break commercials can

(Continued from page 56)
Time and Life have tried to do the
same type of job on the visual air
with Dwight Eisenhowers Crusade in
Europe. The film is a good documentary but it doesn't have the mass appeal of the March of Time. Both ABC
and the Luce organization tried their
best to sell Ike's outstanding tale, but
finally the publishing firm itself had
to sponsor it.
Prestige on the visual air is a great
question mark. Firestone's Americana
is unquestionably prestige, as were
the few telecasts of Toscanini directing the NBC Symphony, and the dramatic presentations of great plays like
Julius Caesar and Romeo and Juliet.
Forums are generally respected as
prestige but the history of the visual
sponsorship of legitimate forums ( not
gag scannings like Leave It to the
Girls) has not been outstanding.
Some, like Meet the Press, Town Meeting of the Air, and In the First Person, have had sponsorship for a while

have prestige and sell. The informative what-to-do commercials on
WNEW and the road information for
drivers on the same station (and WOR I
are ideal examples of service commercials that lend prestige. This station's anti-discrimination and United
Nations' jingles are additional proof
that no matter the time period or the
technique, it's possible to find a
broadcast advertising formula that
will lend prestige to firm name and
product.
Prestige is a state of mind, it has
nothing to do with the money budgeted, the advertising job to be done.
or even the medium to be used. It's
true, however, that it's easier to land
on your face using a pseudo prestige
airing than it is using any other
broadcast form. Firestone. Cities Service, du Pont, Texas, and Standard Oil
are a few who have succeeded with
prestige.
Corwin, however, is still to find a
bankroll.
* * *

Baltimore
Television
means

WMAR-TV
on stat
ion,
's
pioneer tele
land
AsvisiMary
WMAR-TV consistently
covers an area from
Washington, P. C. to
Wilmington, Delaware,
and from Pennsylvania
to the Potomac River. *
WMAR-TV is the television station of the Sunpapers of Baltimore. It
is on Channel Two, and
carries the programs of

c^ncSnnat^

the CBS network to televiewers in the entire
Chesapeake basin area.
WMAR-TV's coverage
of political campaigns,
sports and special events
— civic, patriotic, and
cultural— is unequaled in
this rich, productive area.

Represented by
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SEEING

VS. LISTENING

(Continued from page 52)
women. In mosl cases the trend was
reversed in favor of radio advertising
with high Bchool and lesser educated
housewives. Census data of 1940 indicated thai <!.V( of \merican women
have less ilian ''some college" education. The level has risen since then.
But the I! \S|{ sample was of a higher
ciliti ational level than the l'Mtl < ensus
reporl because older women who did
no actual household purchasing: were
excluded, along with colored women
i in the interest of a homogeneous
sample) .
In attempting to examine other
significant ways in which newspaper
and radio advertising affects the thinking and Feeling of women respondents.
Lazarsfeld tested the power of ads in
both media to call up associated
images, and also tried to evaluate the
vividness of the images thus stimulated.
The vividness, or intensitv. of ideas,
thoughts, and images called up was
about the same for both media. Seeing the ad, however, stimulated a
greater number and variety of images.
It is possible that this could actuallv
be a disadvantage by scattering the intensity of reaction among a diversity
of images. Larazsfeld suggests in his
report that the power of newspaper
ads to stimulate more thoughts and

SPOT
RADIO
sells the millions that buy

ASK
YOUR
JOHN
BLAIR
MAN
REPRESENTING

LEADING

RADIO

STATIONS

JOHN
BLAIR
OMices in: Chicago, New York
Detroit. St

70

Louis. Los Angeles
San Francisco

fc COMPANY

images is a "qualitative" advantage.
Just what effect this might have on
influencing women to buy is obviouslv
an open question until further research
provides an answer.
Nevertheless, it is interesting to
note in this connection that the greater
diversity of images inspired In seeing
rather than hearing an ad does not
provide the impact to make newspaper
ads as easil) recalled as radio commercials. Here of course, the greater
repetition in commercials is an important factor. The stud\ offers no evidence that the image-producing factor
of newspaper ads is equal in Inning
importance to radio's power to deliver
a greater quality of attention.
In fact, when questioned about
liking or disliking the advertising in
each medium even those women who
Favored newspaper

advertising dis-

played what Lazarsfeld termed "emotional neutrality." In contrast, he calls
attention to the "extreme emotional
reaction to radio commercials among
women on all educational levels. This

obviously accounts in a large measure
for radio's power to move listeners to
greater extremes of like or dislike.
This point is of especial interest to
sponsors and prospective sponsors, because on the one hand a disliked commercial may be revised toward a
"liking" reaction; on the other hand
a mere "dislike" reaction has not been
proved necessarily bad for sales i as
note LSMFT, etc.. to mention the most
famous example. There are others.).
Much is involved on this point with
the Lazarsfeld study did not concern itself. Various important breakdowns on most of the points reviewed
in this article ( such as by education
soi io-economic status, and others I appear in the original study. Thev are
invaluable to the advertiser who wants
detailed information in planning specific appeals to his markets.
There was a vital distinction in the
reasons given for favoring one medium
over the other. Those who preferred
radio most often mentioned the manner of presentation as the most pleasing or impressive factor; those who
preferred newspapers most often centered their attention on content. Those
who disliked radio also mentioned
son.
presentation factors as the main reaSince radio commercials, for the
whole sample. <:ot more attention, better recall, better liking, greater preference (compared to printed ads I . the
manner of presentation clearly rate- as
a major factor in radio's impact. It is
responsible in the main for getting a
sales message into the thoughts of
more women — and making it stick
there. Experienced radio people have
long known this.
The ratio of liking for radio and its
presentation methods by the women
of the sample goes down as education
increases i this is most marked past
the high school level). It goes up as
education decreases (most marked below the college level). While this is
no "'discovery.'' it does highlight the
importance of that factor in radio
which has been most severely criticized— its presentation techniques.
The housewives interviewed offered
different reasons for their belief in the
advertising heard via both
cording to their educational
less the education, the more
the qualities ol warmth,
friendliness, etc. are in

media, aclevel. The
important
sincerity,
obtaining

credibility for the sales message. But
i /'lease lam to page 72)
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SEEING VS. LISTENING
{Continued jrom j>age 70)
the degree of credibility was about the
same on all levels. (No integrated
commercials were tested. An effort
was made to compare ads of similar
production values according to the
standards developed by each medium.)
Which medium did women represented bythe Lazarsfeld sample choose
as the one in which they liked to get
their product information? College

SUPERIORITY

women

COMPLEX

women

newspapers
53-37' for
\ . whom Lazarsfeld
The A.N.A.N.,
made the study reported on here, told
SPONSOR it will publish shortly a book-

My husband, advertising manager of the Ding-Bat Company, used to be a
nice fellow with just enough of an inferiority complex to make him easy to live
with. Since he picked KXOK, sales have gone up so fast my husband thinks
he's the smartest advertising manager in town. Now he has a superiority complex and he's positively obnoxious.
Unhappy Wife
Dear Unhappy

let based on Lazarsfeld's original
study. It will have the noted researcher's okay if the numerous corrections he made in the proofs are incorporated, according to a BASR
official. It is reported that when the
A. N.A.N, is legally dissolved next December, the BASR and other studies
will become property of the Bureau
of Advertising of the American News-

Wife:

Maybe KXOK should have the superiority complex instead of your husband.
During March, 1949, KXOK was within share of audience striking distance of
first place in St. Louis. Briefly, this means KXOK delivers more Hooper audience per dollar than any other St. Louis network station. No wonder Ding-Bat
products are going to town. When your husband checks KXOK's low-costper-Hooper point, KXOK's wide coverage, and KXOK's low-in-St. Louis
rates, he'll be even cockier!

KXOK,

St. Louis

630 on the dial
Basic ABC

AMERICA'S
WESTERN

FINEST
ACT"!

BMI

ARTHUR
B. CHURCH
Productions
KANSAS CITY 6, MISSOURI
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prefer radio 54-37 %.
For ease of remembering an ad.
Orange housewives choose radio over

HMETIC
SIMPLE ARIT
IN

newspapers 60-32' \. This holds true
on all educational levels.
The trend of these facts about the

LICENSING

impact of broadcast advertising can
not be new to Dr. Lazarsfeld, who is

MUSIC

The Texas Rangers, stars of
stage, screen, radio and television, early this summer made
a personal appearance tour in
the Midwest. They are pictured
here in Oklahoma City, when
they were commissioned honorary Colonels of the State of
Oklahoma by Governor Roy
J. Turner.
The Texas Rangers transcriptions, used on scores of stations
from coast to coast, have
achieved Hooperatings as high
as 27.4.
Advertisers and stations — ask
about our new sales plan!
Wire, write or phone

paper Publisher's Association.
They will keep on file for the benefit
of advertisers these additional revelations from the women of the Oranges:
For learning about a product, they

A "John Blair" station

5,000 Watt.

said they preferred newspapers by a margin of 11%. But
as a whole choose radio over

justly famous in the field of communications research, including radio.

BMI LICENSEES
Networks
23
AM
1,999
411
FM
81
TV
Short-Wave
..
4
150
ada
Can

They may be startling to many national and other advertisers who are
asking themselves: Can radio improve
the effect of my sales messages on my
customers and prospects?

TOTAL BMI

(Continued from page 29)
ters to Liggett & Myers.
What, thc\
wanted to know-, was the big idea?
L&M reasoned, rightly enough, that

complete coverage
when you program
BMI-licensed music

the small percentage of the country's
smokers who preferred the Fatima

I, 1949

BROADCAST MUSIC, INC.
580 FIFTH AVE., NEW
NEW

YORK

* *

FATIMA

. . 2,668*
You are assured
of
LICENSEES
*Aj of Sept.

*

• CHICAGO

YORK

19

• HOLLYWOOD

blend might not amount to a rowr of
beans saleswise, but they were an extremelv brand-loyal group. -Rather
than lose this segment of the smoking
public, L&M decided to continue the
SPONSOR

still

The budget allotted to Fatima by

A national selective announcement

strictly on its own so far as any promotional push was concerned.
This situation continued up through

Liggett & Myers was small, by comparison with the big money used primarily to back Chesterfields. The
L&M budget proper runs to nearly
$10,000,000. ($6,000,000, radio timeand-talent; $500,000, TV time-andtalent; $2,500,000, magazines; $350,000, magazine sections; $180,000, farm
papers; the- rest for other media.) The
first year's ad budget for Fatima, beginning about November 1948, had to
thing.within about $600,000 for everystay

campaign in radio was to spearhead
the drive. After testing the new kingsize Fatimas in test cities, the L&M

brand. However,

Fatima

was

the late 1920's, the 1930's, and into
the 1940's. Several major changes in
the tobacco industry were, at the same
time, taking place . . . changes that
were to affect Fatima and Liggett &
Myers' attitude toward it. In the late
1930's, there appeared a new cigarette
type on the market. This was the
extra-long cigarette now known as
"king-size." There were several offbrands that came in first, and when
they began to attract a growing number of smokers, the American Cigarette
& Cigar Company (a subsidiary of
American Tobacco) brought out a
king-size cigarette in a bright red package and called it Pall Mall, after the
famous swank thoroughfare in London.
It cost a cool $1,500,000 to get
the product started. Spending of
this sort aroused the industry, and
when Pall Mall had climbed to fifth

%%

agency for Fatima, Newell-Emmett, began looking around for a good gimmick to use in the first radio drive.
The merchandising and personality tieins between Chesterfield and Arthur
Godfrey (who does a radio MondayFriday stint and a weekly TV show
for Chesterfield, and is featured heavily
in other Chesterfield advertising)
seemed like a good starting point. But

res
euv
s , d'o
hou
More ple
a/
ild
mat
ase

a

or sixth place in brand-preference surveys by 1948, and king-size cigarettes
had garnered something over 15% of
the cigarette market, the leading tobacco manufacturers felt it was time
they got into the act, too.
A lot of high-powered research,
planning, product-testing, and testcampaigning began on new king-size
brands. P. Lorillard introduced Embassy cigarettes, largely by selective
radio saturation campaigns. Philip
Morris acquired Dunhill Majors, and
began to build its sales. R. J. Reynolds began testing, also with the aid
of selective radio, on Cavaliers. Brown
& Williamson brought out an in-between-size cigarette, fatter and shorter
than king-size, longer than the ordinary length, and called it Life. Liggett & Myers, desirous of joining the
others in the increasingly competitive
king-size sweepstakes, began to look
around for a likely contender in the
L&M stables. The choice went to the
obscure, star-crossed brand that had
been around so long that most L&M
men had almost forgotten it. Fatima
was elected.
For the first time in 30 years, a
Fatima ad campaign went into the
works in the fall of 1948. In a sense,
the problem was almost the same as
introducing a new product. At the
same time, the ad campaign had to be
a shot in the arm for an old product
known to have a consistently loyal following.
12 SEPTEMBER
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betcha, us rich Red River Valley plow-joekies indulge

in some mighty nice livin' . . . We actually have an Average
Effective Buying Income that's higher than Iowa, Oregon or
Texas, for example.
Wise

advertisers

get more

than their share of our

lavish spending by using WDAY, Fargo's 27-year-old
pioneer. For the period Dec. '48 thru Apr. '49, WDAY had
the highest Hooperatings in the entire nation, morning,
afternoon, and evening! In other words, WDAY is now
America's

No. 1 Station!

Write us or ask Free & Peters for all the proof of WDAY's
overwhelming
superiority — urban
and
rural — in the
Red
River Valley.

wmy
FARGO,

NBC
FREE

•

970

KILOCYCLES

& PETERS,

N. D.
•

5000

WATTS

INC., Exclusive National Representatives
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WTRF
THE

STATION

YOU

TO COVER

NEED

THE

GREATER

WHEELING
METROPOLITAN
MARKET
WTRF (1,000 Watts) and WTRF-FM
(20,000 Watts) serve over 350,000
consumers in the primary and over
750,000 in the secondary listening
areas of this great and permanent
industrial and mining market. It's
loaded with sales potential for your
product.

Contact Your Nearest
WALKER COMPANYOffice

WTRF
Bel la i re & Martins Ferry, Ohio
Wheeling, W. Va.

Has Your
Stock Gone Up?

OURS HAS!
A most recent survey* reveals . . .

THAT
KBON is now the No. 1 choice of
afternoon radio listeners in the
Omaha
Metropolitan
District.

THAT
KBON is now the No. 2 choice for
over-all listening in the same area.
(7 AM to 11 PM)
i:

v Conlan

When

YOU

Survey — June 1218.

think of advertis-

ing !«'t these facts speak for
themselves. To sell the Billion Dollar Metropolitan
Market use KBON — the station your prospects are listening to more and more
e\cr\ day.

KBON

OMAHA

World
Insurance
Bldg.
OMAHA,
NEBRASKA

Natl. Rep: RA-TEL, Inc.

someone with the right kind of voice,
personality, appearance, and abilirj
was needed.

sponsored, as a sustainer with the commercials cut out. Some idea of how
much Rathbone had become a sort of

L&M found li itii in Basil Rathbone,
whose classic Roman features, suave
urbanity, and cultured voice have made
him popular with theatrical, motion
picture, and radio audiences. Rathhone. JAM decided, was just the man
for the job.
A series of e.t. announcements and
breaks was cut. The) were just the

"secondary trademark" to Liggett ^
Myers and Fatima. as the result of the
selective and magazine campaigns, can
be gathered from the fact that several
station managers, as well as the public, felt that the program was still a
commercial show . . . even with the
commercials removed.

opposite of high-pressure e.t. selling.
The) had no production fanfares, no
hells, gonjis. or buzzers, and no musical jingles. Jn the clipped Rathbonian accents, the) began: "Hello,

Tales of Fatima, Newell-Emmett decided itwanted a check on the minute-

there. This is Basil Rathbone."' The
copy went on to talk about Fatima.
stressing its quality, its popularity, and
the new length.
The e.t.'s were placed in 27 major
markets, with a frequency that made
them virtuall) a saturation campaign.
At the same time, a magazine campaign in a few major national media,
much of the art and copy work featuring Rathbone, began a visual tie-in
that supplemented the close connection
of Rathbone and Fatima. This campaign, tied-in also with point-of-sale
promotions that again featured Rathbone, began to have an almost immediate effect on Fatima sales. The)
started up suddenly. This continued
until January 1949.
On last 8 January, the first broadcast of Tales of Fatima went on the
air, starring Basil Rathbone. on a 26slation limited CBS network. The
show was the logical extension of both
the e.t. and the magazine compaigns.
It was built from the ground up as an
agency package that would be a starring vehicle for the Rathbone personalis as well as a selling vehicle for
Fatima. It began as a sort of supernatural whodunit, with Rathbone pla\ ing himself and Fatima being a sew .
disembodied female voice which came
to him in dreams to give him the on \
clue needed to crack the case. Ratings
on the show, which was no meat >hakes
as whodunits go. and which got b\
mostl) on the Rathbone personality,
rose steadily.
Since the show was fed commercially
to only 26 stations I something CBS
doesn't usually want to touch, but ol
which it made an exception for L&M
because of its other L\M billings), the
network decided to feed Tales o/ Fatima to the web at large, except for the
2(< stations on which the show
wa-

After the first ten broadcasts of

by-minute reactions of audience panel- to the show. Accordingly, the
Schwerin Research Corp. made two
tests of the show7 on 300-person panels.
Schwerin made some specific recommendations. For one thing it suggested eliminating the Fatima voice.
because, although it made for terrific
sponsor identification, it struck the listeners as being highlv improbable and.
after the first broadcast, not clearlv
identified.
Schwerin also recommended using
stories that stayed more within the
Rathbone "mental image'' in the minds
of the public I the result of the type of
movie and radio roles the actor had
played for years), and which had more
of a suspense element than slam-bang,
cops-and-robbers story matter.
As a result, on the Tales of Fatima
broadcast last 27 August, a new program policy went into effect. Rathbone will no longer be Basil Rathbone.
solver of mysteries. He will be an
actor playing an extensive range of
roles in dramas which would lean more
heavily on the psychological aspects
of mystery, rather than on the sleuthing. Also, a guest-star policy, featuring famous Hollywood names, will costar Rathbone with players like Bela
Lugosi. John Garfield. Lilli Palmer,
and Rex Harrison.
Future plans for Fatima are a bit
indefinite. Liggett & Myers intends to
continue with Tales of Fatima. and
perhaps to expand the station list that
is now carrying it sponsored. Selective radio is not being used at present,
although plans to come back to it. as
well as plans for entering television
with either an announcement campaign or a program, are being discussed. The magazine campaign is
continuing, plugging heavil) the recent
startling sales gains for Fatima.
Whatever happens, one thing is sure.
Fatima has come back . . . and is here
to stav for quite a while.

• • *
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DISK JOCKEYS

THE HIGHEST-RATED

I Continued from page 37)
makes frequent appearances at local
school and club functions. His "Junior
Canteen" last winter visited different
high schools weekly for Friday night
dances, with WCAU supplying the
turntables and Moore jockeying the

PERIOD

IS ON

WIND
11.6

disks
and
inc'ing the proceedings.
Giveaways have been productive of
good results promotion-wise for those
of the turntable contingent who expend
a little more effort on publicizing their
shows than the majority. During his
Make Believe Ballroom on Detroit's
CKLW. Eddie Chase makes two phone
calls to his listeners. The signature
music of a well-known orchestra is
played as the call is dialed. If the
person called is able to identify the
band, he or she receives a pyramiding
jackpot of record albums of popular
songs. The Toby David Show on the
same Detroit station also goes in for
telephone calls, questions, and prizes
( radios, theater tickets, cash ) for correct answers. If, of course, the 1 October ban by the Federal Communications Commission on giveaway programs remains in effect, disk jockeys
using this sort of gimmick on their
showrs will have to cut it out of their
programing.
WNEW, New York, one of the first
major purveyors of disk-jockey shows
(Martin Block's Make Believe Ballroom, Stan Shaw's Milkman's Matinee.
now handled by Art Ford) believes
that inasmuch as the average record
session in itself hasn't enough hooks
on which to hang publicity of any substance, creative thinking must be applied to the jockey and his program.
With that in mind, the station's publicity department last year cooked up
one of the most effective gimmicks ever
used to promote a platter-spinning
show.
The stunt was pulled for Gene Ravburn and Dee Finch, the zany jockeys
of WNEW's early-morning Anything
Goes show, and revolved around a
"'thing" contest which spoofed giveaway programs. Rayburn and Finch
asked listeners to send them "things"
— any things. As a prize for the most
novel thing sent in, the platter spinners
gave themselves away — went to the
winner's home, did their broadcast
from there, cooked breakfast for the
winner, and cleaned the apartment.
Messrs. R. and F. expected only a
few listeners to play along with their
12 SEPTEMBER
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IN CHICAGO

SUNDAY
• 2:30-3:00 P.M.
CUBS BASEBALL BROADCAST
*

W-I-N-D'S

only Giveaway

24 Hours a Day
*HOOPER,

JUNE-JULY
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is the Best Buy

• 560 KC

per

Dollar

• 5000 Watts

another radio station helps Time Buyers buy
BUY WHO

FOR:

The WHO
Service-Ad*
illustrated here gives concise information on Primary and Secondary

You, too, probably find
that such additional, onthe-spot information in
the Radio Section of srds

Coverage, Program Service, Audience, Dealer Influence— information not
covered in the regular
SRDS listings; information
that's often unavailable
or inaccessible at the

saves your time . . . makes

WHO

(NOTE TO STATION
MANAGERS: The new
"spot radio promotion

times when you're weighing radio advertising op-

This Service-Ad* appears opposite the WHO
listing on
183 of the May SRDS
Section.

poge
Radio

portunities.
The Service- Ads* of
many other stations, too, are matching
the suggestion one Radio Director made
who said: "When radio stations tell me
something about themselves in their ads
— something their SRDS listings do not
tell
— I welcome are
it, and
use supplement
it."
*SERVICE-ADS
ads Ithat
listings in SRDS with useful information
that helps buyers buy.

STANDARD

333

easier your job of deciding which stations.

RATE

&

handbook" reports and
interprets the buying experiences of many radio
users. It translates them into effective
time selling and promotion ideas.
Copies are available from us at $1 ea. I

NOTICE:
Beginning
October 1 the
srds Television Section will be
lished monthly in a separate volume.

DATA

SERVICE,

Inc.

The National Authority Serving the Media Buying Function
Walter E. Botthof, Publisher
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In the market for
smooth-as-silk dubbing?
Ihere's no need to risk the irritation of a dubbing job where the
levels aren't quite matched ... or
the timing is a little off. Not when
you can have the benefit of RCA

When you can get RCA "knowhow" — why take anything less?
Send your masters to your
nearest RCA Victor Custom Record
Sales Studio:

Victor "know-how"! At RCA you
enjoy all the advantages . . .
• The most modern
in the

trade, plus

equipment
50

155 East 24th Street
New

and facilities

years' experience.

• High-fidelity phonograph
kinds. All types of Vinylite

York

MUrray

10, New

York

Hill 9-0500

445 North Lake Shore Drive

records of all
transcriptions.

Chicago 1 1, Illinois
Whitehall 4-2900

• Complete facilities for turning out slide
film and home phonograph type records.

1016 North Sycamore

• Fast handling and delivery.

Avenue

Hollywood 38, California
Hillside 5171
You'll find useful facts

^^Mt^/^S7

in our Custom
Send

Record

Brochure.

for it today!

w&w
f
ffit
CUSTOM

RECORD

SALES

wacky contest, but the response was
surprisingly heav\ and produced virtually everything from a jar of borsht
to a small alligator in alcohol, including a radiator ornament from a Packard car, together with a note which
matched Rayburn and Finch for inspired zaniness: "Here is a new Packard. Accessories, such as chassis, motor, and wheels, will have to be purBy the time R. & F. had received
more than
1000."' different amusing
chased separati-U
things the story had broken over both
AP and UP wires coast to coast, in
several national magazines (including
a full page in Newsweek) , and much
space in local radio columns. The
stunt was later copied successfully by
several other stations around the country, as a gimmick for their own disk
jockeys.
Another effective Rayburn and Finch
exploitation project was a tie-up with
newspapers in a dozen cities in the
WNEW listening area. A deal was
made with one paper in each city
whereby their readers, in cooperation
with the two platter twirlers, picked the
outstanding mother of the particular
community. The winner in each city
was brought to New ^ ork on Mother's
Day for a whirl around town, gifts,
and an appearance on Anything Goes.
For Art Ford, present conductor of
\\ \F\\ "s pioneer all-night show, Milkman's Matinee, the station built a promotion stunt that stemmed naturally
from the program itself. An "Our
Town at Night" photo contest for pictures of New York taken after dark
brought in over 2000 entries, and
grabbed newspaper space for the program in places where radio publicity

IrVTIC

normally doesn't break — photography
columns in the dailies. It also meant

XrOJHIMATfeS

THE PROSPEROUS
SOUTHS** HBM £HCY*H\>
JMUPIf

PI1

added visual promotion in another
form — posters on display in hundreds
of photo stores in the WNEW area
l via a tie-up w ith a camera firm I . The
topper came with the exhibiting of the
20 best pictures in the Museum of Sciter. ence and Industry in Rockefeller CenWhen

Milton Q. Ford brought his

turntable twirling from Memphis'
W HUM to Washington's WWDC over
two years ago. the latter station let
loose o.i the nation's capital a ballyhoo
campaign of proportions not ordinarily
associated with such an event. Teaser
ads in all newspapers started with the
Paul W. Morency,
WTIC's
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NATIONALLY

BY

WEED

&

CO.

query, "Who Is Milton Q. Ford?",
continued
with such copy
as "192
SPONSOR

more days till Christmas, but only
seven days till Milton Q. Ford comes
to WWDC," and developed into a final
explanation of who he is and what he
does. Station breaks every 15 minutes
on WWDC asked the "Who Is Ford?"
question, and large banners on the
station's windows repeated the same
query.
The promotion continued with a
press and radio reception for Ford in
the Presidential Room at Washington's
National Airport. In keeping with the

Jockey," lending a nice contrast to his
informed and authoritative chatter on
current pop tunes and old jazz favorites.

disk- jockey show is its own best pub-

Although the flexibility of diskjockey programs and the personalities
of the boys who handle them would
seem to indicate the same sort of easygoing elasticity in d.j. promotional
activities, the use of outstanding promotions inthis field is more the exception than the rule. As WNOX's Lowell
Blanchaid
feels, perhaps the general

On the other hand, the use of shrewd
promotion ideas and stunts has lifted
many c local d.j. into national prominence— with the attendant beneficial
results to advertisers, both national
and local, participating on such pro-

• • •

zany character of his program — and
for the benefit of the gathered news
photographers — Ford emerged from
his plane on a mule which bore the

appeal of a bright informal platterspinning session is enough in itself,
and needs no promotional boost to
attract
licity. and hold an audience — that a

grams.

THE PEOPLE

SPEAK*

••

sign: "Which one is Milton Q. Ford?"
Willis Conover, also on WWDC with
his Tune Inn, likewise believes in the
promotional advantages of getting himself tarked about. His appearances at
theaters and jazz concerts in "morning" attire (cut-away jacket, striped
trousers, ascot tie, etc.) have earned
him the appellation of "The Gentleman
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Kansas farm homes prefer WIBW

sistent, loyal audience is shown

by a 3Mj to 1 majority. This fact,

by the fact that 82.8% of all farm

well known

men

to advertisers, is re-

Farm News; while 87.3% depend

ported by Dr. F. L. Whan, Univer-

exclusively on WIBW

sity of Wichita, after personal interviews in 7019 Kansas homes.
WIBWs

farm

habitually listen to WIBW

reports. When

service programs

for market

the farmers of Kan-

sas speak, they say: "You

attract four listeners for every one

get the

most for your radio dollar when

of the next closest station. A conyou

fr

buy

WWW".
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Company; Kenyon & Eckhardt; William Est) Company : Hrwin. Wase\ \
\genc) .
< o.j and Kudner
He does not count as sluggers such
lug agencies as J. Walter Thompson,

Young & Rubicam, N. W. Ayer &
Smi. McCann-Erickson.
( lone & Belding.

and

Foote,

The man ma) be wrong. Main will
damn his list. But it's still true that
his eight sluggers have added most of
the $50,000,000.
BBDO, for example, moved in hard
id gel Lucky Strike, Rexall, and Swan
soap. K&E nabbed Lincoln-Mercury,
Sherwin-Williams, Sylvania, and
Beech-Nut. Hard-selling Biow took
Start Slugging
More than $50,000,000 in advertising hilling has changed hands among
the 20 top agencies in the past yearand-a-half. Advertisers have switched
from institutional, coy commercial.
pretty-picture agencies to hard-selling
agencies. They're still switching.
And this goes for medium-sized and
smaller agencies and accounts, too.
Probably, in 18 months, more than
$100,000,000 billing has moved.
One sales consultant has taken the
top 20 agencies and classified them as
"sluggers" and "sluggards." He finds
11 sluggards and only eight sluggers.
One he regards as "doubtful."
His sluggers include Batten, Barton,
Uurstine & Osborn; Dancer-FitzgeraldSample:
Grant
Advertising:
Biow

ration of independence, which would
permit private radio and TV stations to compete on equal terms with
the government-controlled Canadian
Broadcasting Corporation.
For radio, CAB urges, among other
things, establishment of an authority
to administer rules and regulations
equally for CBC and private stations,
as well as the right of appeal from legal aspects of its decisions.
For television, CAB recommends
that private enterprise be permitted to
enter TV immediately ; regulation by
independent authority: license "for a
term of years in relation to the tremendous financial and other risks involved." and free access to program

Pepsi-Cola, Ruppert, and others. Kudner, moving strongly into radio and
television, got Texaco and Admiral.
Such newer agencies as Sullivan,

material.

Stauffer, Colwell and Bayles, and William H. Weintraub & Co. have grown
big fast because advertisers thought
they could
give them selling commercials and copy.

television
field."
The competition
of CBC. a millstone
on the neck of Canadian radio, might

And right through the easy-selling
years Duane Jones Company never
stopped selling.
A lot of advertisers are busy today
weighing and harnessing all the sales
forces they can command. They intend to use the agencies and media
that will help them stay on top or get
there.
Independence

in Canada

The Canadian Association of Broadcasters has just made a 10-point decla-

But should
the major
TV point
is that "the
CBC
not enter
the commercial

postpone indefinitely Canadian TV.
In addition to commercial revenue,
CBC's radio operations are supported
by license fees of $2.50 on each radio
receiving set and licenses on private
transmitters.
And CBC pays no taxes.
Moreover, CBC controls networks,
the character of all programs, and the
extent and character of advertising.
Private interests in Canada stand
ready to invest in television. They are
willing to take losses for a while if
their efforts insure the sound growth
of television.
But they cannot play the game
against a subsidized team which also
acts as referee and umpire.

Applause
A guy named

Joe

Some day, when SPONSOR is a venerable and ancient publication, its earliesl years may be recalled with interest
and even amazement. For it was then
that the established notion that a new
magazine must lose money during its
firsl five years was rudel) shattered.
\fle. its first year SPONSOR made
moiie\ and forged ahead al a pace that
has been described variou-l\ as "phenomenal," "astounding," and "unprei edented."
78

It's true that sponsor was aided by
the urgent need for a magazine to
serve national broadcast advertisers
and their advertising agencies, and was
well endowed with modern format and
editorial concepts. But it was also
aided by a guy named Joe.
To appreciate Joe Koehler, who was
sponsor's editor from the first issue
until a few weeks ago, you must appreciate ahuman dynamo. You must
appreciate a man who opened the office
in the morning, closed it at night. You
must appreciate a gregarious, inquisi-

tive fellow with a fabulous memory
and an asbestos-keyed typewriter. You
must appreciate a guv who licked
stamps when the occasion warranted,
and wrapped packages. You must appreciate his many small and large gifts.
which he spread impartially throughout the staff. You must appreciate his
memorable laughter.
In brief, we appreciate Joe. And we
want him to know it as he embarks on
his new venture. Advertising
Daily.
which he plans to launch this fall.
\orman R. Glenn
SPONSOR

A whole state is looking at

HO said television is just a "big city" medium?
Practically a whole STATE is looking at WKY-TV!
And here's
why. We have a 966 foot antenna ... an extremely
favorable terrain . . . the perfect channel 4 frequency . . . the finest
modern equipment, plus the priceless ingredient . . . listener
loyalty . . . built up over the years by WKY-AM.

All these things add

up to the fact that Oklahoma's first television station is
ALL Oklahoma's station. Your KATZ representative will be
glad to give you the facts and figures.

OWNED

AND

OPERATED

BY

THE OKLAHOMA PUBLISHING CO.
WKY, Oklahoma City. The Daily
Oklahoman • Oklahoma City
Times • The Farmer Stockman
REPRESENTED

CHANNEL

BY

THE KATZ AGENCY,

WKYOO

INC.

4 • OKLAHOMA

EASTERN

Sales Manager

Wythe Walker

WESTERN

Sales Manager
V

Tracy Moore

■
■ *";,0*«*

551 - 5th Avenue, New
6381

York City, N. Y.

Hollywood Blvd., Hollywood, Calif.
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200 stations would
take liquor sponsors;
ABC refuses

Paramount video
network starts

REPORT

26 September 1949
Some 200 stations are now estimated to be willing to take liquor
advertising, "under certain conditions."
One advertiser, Melrose
Distilling, Schenley subsidiary, has obtained agreements from several, through Gordon & Rudwick Agency. Melrose seeks 5- or 15-minute
program periods or 1-minute spots next to newscasts or weather reports— all after 10:30 p.m. ABC, reported most likely to break network front against liquor, announces it won't touch stuff now.
-SRKBTV, Dallas,

has become

first

station

affiliate

of new Paramount

TV

network.
Station's owner, Tom Potter, wealthy Texas oilman, thinks
picture company's new web will "soon rival other nets in size and
surpass them in quality of films."
Some stations are expected to
leave other nets and sign with Paramount.
-SR-

Court stays ban
on giveaways

FCC ban on broadcast giveaway shows, scheduled to take effect 1 October, has been stayed by order of Federal Judge Michael L. Igoe, Chicago. Three-man federal court will meet 7 October to prepare for
hearings on whether giveaway ban violated Constitution or nation's
laws.
Temporary injunction was sought by Radio Features, Inc.,
Chicago.
Similar action was taken by New York court.
-SR-

TV stations
want 20-second
commercials

TV station managers decry lack of 20-second commercials.
They contend that schedule is too tight to permit many of one-minute variety.
Ideal arrangement, they say, is for advertiser interested in oneminute films to make a 20-second version, thus having it available
if longer film can't be accommodated.
-SR-

FM cuts
line charges

Net affiliates
make most money

There's a definite trend toward eliminating telephone lines where
stations must be fed on a regional basis.
FM stations do the transmitting. Latest to adopt technique is WPTF, Raleigh, which brought
FM station into operation recently and feeds two commercial shows to
WSJS, Winston-Salem, and other outlets in North Carolina and Virginia. Previously reported were efforts by WBRC, Birmingham, and
KOCY, Oklahoma City, in same direction.
-SRFull-time network station affiliates made more money in 1948 than
part-time unaffiliated stations, NAB reports.
Large (10,000 to
50,000 watts) full-time stations took in average of $1,016,175, compared with $826,475 for part-time large stations.
Smallest revenues
were reported for local stations in small cities, with 1948 average
of $79,963.
-SR-
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Merchandising
rouses
stations'

RCA

ire

and CBS

start

color TV

tests

Lou Hausman to get
Ratner CBS post

Commercial

radio

starts in India

Offer FM

as solution

to too-few-channels
problem

20-story TV center
will rise in N. Y.

Theaters will carry
world series
telecasts

Giveaways don't rate
in San Antonio

Stromberg-Carlson
answers TV
questions

RE PORTS.

.. SPONSOR

107 radio and 35 TV stations on list for Schick electric shaver's
first selective campaign (through BBDO) aren't uniformly pleased
about sponsor's demands for "merchandising cooperation," aided by
contest for best efforts. Stations are asked to get tie-in spots
from local dealers, tell dealers by mail of Schick campaign, and
make personal calls on at least five of them.
-SRState of affairs in Washington will look brighter starting 26 September when both CBS (over WOIC) and RCA (over WNBW) start regular
color TV tests, in connection with FCC color TV hearings . . . Teletone Radio Corporation plans color TV converter for CBS system,
which could be mass-produced to retail under $100.
-SRLou Hausman, sales promotion and advertising director, is expected
to be named a v. p. soon, to succeed Vic Ratner, who has taken a
$60,000 post as advertising v. p. of R. H. Macy & Co., New York.
-SRRadio Goa, located in Goa, Portuguese India, has become first commercial station serving huge sub-continent of India and Pakistan.
Pan American Broadcasting Co., New York, is named world-wide commercial manager of station, which will broadcast up to 7,500 watts on
four short-wave frequencies.
-SRFM Assn. urges North American Broadcasting Conference to push FM as
answer to problem of finding enough channels to accommodate 2,500
stations without interference.
Radio facilities of Canada, Mexico
and other nearby countries also must have room to expand, they said.
-SRTwenty-story, $9,000,000 building, to be used almost entirely for TV
studios and offices, will be erected by Herbert J. Freezer on block
at Broadway and 51st street, New York. Reversing recent broad-window
trend, building will use minimum of glass.
-SRDual possibility not only that theaters may get big screen TV soon
but that live sponsored telecasts of sports and other events may be
used, is seen from Baseball Commissioner Chandler's decision to permit theaters to show telecasts of coming World Series. Included are
commercials by Gillette Safety Razor. Movie men are making a strong
pitch to FCC to get quick go-ahead on theater TV. (See Sponsor
Speaks on page 70 for editorial on "chiseling" on series.)
-SRWOAI has joined anti-giveaway forces with promotion piece titled
"Dead giveaways in San Antonio."
Station cites Hooperatings for its
area, which mention no "show of telephone giveaway variety" among
day or night top 10.
-SRIn campaign in 44 large city newspapers (through Federal Agency)
Stromberg-Carlson answers questions currently puzzling TV receiving
set prospects.
Gist of series is that good present sets can be
adapted to color, new frequencies, etc.
—please turn to page 36—
SPONSOR
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Dear Lynn :
It was certainly a pleasure to have you with us
at our sales meeting this past Monday morning.
Nowhere else in our organization do we receive the
cooperation that we get from the Intermountain
Network; thanks to you, when it comes to promotions, cooperation and human interest you and
your organization cannot be beat.
When you add all of these things together, Lynn,
you and I know why Folgers Coffee is now first in
most of your larger markets.
Lynn, would like to say thanks for everything that
you have done for the men in Salt Lake, myself and
Folgers Coffee.
Each promotion has been greatly
appreciated.
Sincerely

20

G. A. Patterson
Dist. Manager
FOLGERS COFFEE

HOME
TOWN
MARKETS
COMPRISE
THE INTERMOUNTAIN
NETWORK
UTAH

WYOMING

KALI, Salt Lake City
KLO, Ogden
KOVO, Provo
KOAL, Price
KVNU, Logan
KSVC, Richfield

KVRS, Rock Springs
KOWB, Laramie
KDFN, Casper
KWYO, Sheridan
KPOW, Powell

IDAHO

KBMY, Billings
KRJF, Miles City
KMON, Great Falls
KOPR, Butte

KFXD, Boise-Nampa
KFXD-FM, Boise-Nampa
KVMV, Twin Falls
KEYY, Pocatello
KID, Idaho Falls

yours,

THE

MONTANA

INTERMOUNTAIN
NETWORK Inc

NEVADA
KRAM, Las Vegas

> Inc. National Representatives

Chicago

N.w
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Advertising agency research directors project Lazarsfeld findings nationally, — and
radio gets even higher marks.

Holiday puts
radio to work

One radio station carries entire advertising
and distribution load in four-state debut
of new food products.

Radox expands
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Europe listens
to advertisers

Color brings
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the kids
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Costs can be low and results high. But
effective video shows for the new generation take careful planning.
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Their ratio to other, less important business costs often is much too small.
Selective and network radio play major role
in ammoniated tooth powder expansion.
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Color has proved its worth in other media.
FCC hearings on color television introduce
vast new sales potentialities.
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Are ad budgets
big enough?

Wechsler

Bernard

Sponsors can get big response when they
fit their programs to the interests of different nationalities.

IN FUTURE

Advertising
Department:
M. H. LeBlang,
Turner, Jerry Glynn, Jr. (Chicago Mgr.)
Business

Sindlinger's electronic system will compete
against Hooper and Nielsen soon in Chicago, New York and other markets.

Glenn

Hughes

Editors:
Daniel

Director:

R.

From year-round campaigns to special
drives, publishers employ radio and TV to
bolster mass magazine circulation.

Reading
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17

P. S.
New

26 September 1949

spontaneity'
Video works
for brewers

major shows doesn't just happen.
Whether it's baseball or beauty contests,
TV can add sales punch to malt beverages.
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For the third year in a row, readers of the Cleveland
Press, Ohio's largest daily, choose WGAR's local
programs as their favorites. This fact, together with
the greatest line-up of CBS network shows in radio,
is paying off for advertisers.
Hitch your sales to WGAR. Reach a receptive
six billion-dollar market of WGAR listeners . . .
people who prefer Cleveland's Friendly Station . . .
people who can be your customers.
Get the facts from any Petry man.

50,000 watts • Cleveland
Represented Nationally by Edward Petry & Co.

charts

40 West 52nd
on WNAO

and WDUK
CITY HOOPERATINCS

coverage of the Raleigh-Durham area of North
Carolina show about the best fishin' ground
you'd ever want.
Lines are dropped from early morning til midnight and our hooks, WNAO

and WDUK,

have

been sharpened with a discount (as a combination incentive).
Ask Avery-Knodel, our "reps', about the size
of catches advertisers (excuse us, we mean
fishermen)

report.

And there are plenty that get away each day

Congratulations on your splendid article City Hooperatings in the 29 August issue of SPONSOR. I noted, too.
with more than passing interest, Hooper's "lack of time and inclination" to
answer the article.
Broadcasting is never going to work
itself out ol its present mess until trade
publications such as sponsor and
broadcasiim, throw the cold light of
publicity on the falacious reports and
bring an inclination on the part of researchers todo a job that doesn't ha\e
to be hedged in with literally dozens
of disclaimers and explanations.
I should like very much to have 100
reprints of the article for distribution
in Dallas and suburbs.
\l \kti\ I!. Campbell
WFAA
Dallas. Tex.

— to be caught tomorrow.
I would like to congratulate )ou on
your excellent article City Hooperatings: Their frailties and mis-use. appearing in your 20 August issue. I am
very anxious to obtain 100 to 200 reprints of this article for local circulation. If you do not have these reprints
available, what would additional magazines cost us?

you'll do better with the
same line ... and 2 hooks!

J. Drayton Hastie
Commercial Manager
WVSN,

Charleston. S. C.

KFI-TV HAS THE ANSWERS
It will be of interest to the Gre\ Advertising Agency to know that KFITV, Los Angeles, has been on the air
for many months, from noon to 0:00.
This T\ station can prove the efficiency of day time television.
It isn"t necessary to spend a million
dollars. There are quite a few people
who could give them the answers for
much less.

ONE

NETWORK,

ONE
2
NORTH

CAROLINA'S

LOW
KEY

ABC

Besides, isn't the suggestion a confession of ignorance that might cause
would-be sponsors to sta\ off daytime
television?

RATE

R. E. Messer
Rem Productions
Los Angeles

OUTLETS
MARKET

•
in

(.!-<■> suggested
(1,000,000
explore
opportunities
»>f

joint
ro-earrh
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"UNCLE MISTLETOE"
I read with a great deal of interest
your article on local TV programing
in the issue of 15 August and would
like to add a footnote to it.

A

(IT WAS NEVER LIKE
THIS BEFORE)
$4,567,990,000
BANK DEPOSITS 12/31/48
$ VAL. SAVINGS BONDS 12/31/48

WOW

COUNTIES (BMB)
IN NEBRASKA,

December,

1948

February 1 949
May
January,

in tlte

228

I don't believe that any discussion
of local TV programing can be complete without some mention of Uncle
Mistletoe which is seen five times weekly over WENR-TV, Chicago, and is
sponsored by Marshall Field & Company. Uncle Mistletoe is probably the
outstanding success story among all local television programs throughout the
country. Its Pulse ratings since its inception are as follows:
1 t.3

IOWA, SOUTH

DAKOTA, MISSOURI,
NORTH DAKOTA.

AND

LkkkkkkkLAAAA

THIS IS....

Trfrrf

March
April

15.3
23.2
18.2
24.4
20.0

Uncle Mistletoe went off the air for
the summer, and returned on Monday,
5 September.
There are many important national
programs that would be ecstatic if they
had a similar rating history to point to.
Our office is rather proud of Uncle
Mistletoe because we are packaging
it for Foote, Cone & Belding. Stefan
Hatos is the producer, and Ed Skotch,
of ABC. is the director.
James L. Saphier
James L. Saphier
Beverely Hills, Calif.

flflL
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STILL FIRST
IN HOUSTON
IN BMB
IN HOOPER
IN THE SOUTHS
FIRST MARKET

...READY TO BE SPENT
NOW

or in the FUTURE

FOR WHATEVER

YOU

HAVE FOR SALE!

In

WOW- LAND
An Always Rich
Farm Market . . .

COVERED ONLY BY
RADIO

LZMY^
OMAHA
5000 WATTS • 590 KC
JOHN J. GILLIN, JR., PRESIDENT
JOHN BLAIR, REPRESENTATIVE
AND BLAIR-TV, INC
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SALES_PRESENTATIONS
In connection with some research I
am doing on the subject of "How to
Write Effective Sales Presentations," I
would c-ppreciate your letting me know
if sponsor has published any articles
on this subject.
If you have any other suggestions
on sources of information about sales
presentations, I would appreciate your
including them.
Gordon A. Hellman
Radio & TV Presentations Dir.

To sell Houston
and the great
Gulf Coast area

Buy
KPRC
in Everything

FIRST

that Counts!

Kenyon & Eckhardt
New York
TANGIBLE

EVIDENCE

When you are trying to sell a client
an idea, there is nothing more heartening than to be able to put your finger
on some factual item which puts down
in black-and-white the same basic idea
you are trying to get across.
It had been our original plan to
reduce a five-a-week program schedule
to two-per-week for the months of
June, July, and August. This particu-

HOUSTON
950 KILOCYCLES ■ 5000 WATTS
NBC and TQN on the Gulf Coait
Jack Harris, General Manager
Represented Nationally by Edward

Petry I Co.

lar program was a daytime quarterhow running on 36 Canadian stations.
( old figures seemed to indicate that ii
was the smart thing to do 1" continue
the program on its original schedule
and earn greater frequency discounts.
As well, since we had exclusive rights
to the program for the Canadian market, and our monthly costs for the program would continue on a flat rate,
returning to the regular schedule for
the summer period seemed the logical
thing to do. What we all wanted was
some tangible evidence of summer
listening trends to hack up our theory
that although city listenership took a
drop in the hot months, these same
people were listening to their favorite
shows in unsurveyed areas at their
summer homes, or hy unsurveyed
means such as car radios, portables,
etc.
In the midst of our deliberations
along came sponsor's Summer Selling
issue with its valuable information
regarding summer listening trends and
the experiences of other clients who
had used summer radio. That tied the
whole thing up.
With the new plan in operation,
everyone seems happy: the client, because there doesn't seem to be the
usual drop in summer sales; the stations, because they have increased
revenue; and the agency, because it
gives us a chance to test our idea and
prove our theory.
This isn't the only time that SPONSOR
has come to our rescue. On numerous
other occasions your publication has
featured success stories which have
turned out to be prime movers in getting an appropriation for a radio campaign. Many of your articles seem
to appear at the most opportune moment. It is one of my bi-weekly
privileges to earmark the articles in
each issue of sponsor which I feel
will be of interest and value to the
individual account men.
Keep up the good work, sponsor —
you are helping us persuade the others
who are less air-minded that radio is
the number one advertising medium.
R. D. Amos
Radio Director
F. H. Hay hurst Cc, Ltd.
Toronto, Canada

MIAMI

fewer families than New York's leading radio station. W NBC not onll
delivers 48% more families than this newspaper, it actually deliver!
them with nmrr frequency for the sunn1 money. For the cost of loui **
pages in New York's largest newspaper, you can bu) forty-nine da
time quarter hours on WNBC. . . . enough time to reach your prosped
once a week for almost an entire year.
To find out what specific times your $10,000 maj bu\ on W NBC and
on six other major U. S. radio stations, write wire or call your N
a

RADIO

We were very much interested in the
reprint of page 26 of your 23 May
SPONSOR, entitled Radio is getting bigger.
8

The largest-circulated newspaper in the nation reaches over one millioi

B C
SPONSOR

The figures quoted for Miami, of
course, are in no way indicative of
present averages. WTVJ did not begin
commercial operation until 21 March,
and the figures, even at the time of
printing, were considerably out of
date. As of 31 August, there were
9093 sets in the Miami-West Palm
Beach area.
Lee Ruwitch
Acting Manager
WTVJ, Miami, Fla.
HOOPERATINCS
Your 29 August issue of sponsor
reached me in this morning's mail.
Upon seeing Mr. Hooper's picture on
the outside cover, I opened the magazine to read the story.
I want to commend you for having
the courage to print the truth about
Hooper. Everything you say is, in my
opinion, according to fact. When you
state that Hooper ratings have become
a power based on the desire of many
advertising agencies to replace brain
power with rule-of-thumb power, to
replace executives with clerks, I heartily agree, and I think I could add that
many timebuyers use Hooper ratings
more like a crutch to lean upon as an
excuse for the choice of a station. In
the event of a poor sales response resulting from their advertising, they are
always able to say to the advertiser,
"Well, I bought the best, the highestrated station in the town, etc."
Keep up the good work. It is something Idon't believe many magazine
publishers
would have the courage to
do.
Wilbur M. Havens
WMBG
Richmond, Va.
i0 rot Salesman. He is equipped to give you the complete story of
ery availability on each of these stations:
elivd

MUCH-NEEDED

..;„|pw York
icago
eveland

1949 issue of sponsor's Fall Facts Digest. It is terrific!
Inasmuch as the issue contains a

WNBC
WMAQ
WTAM

ashington
n Francisco

WRC
KNBC

nver

KOA

1 henectady-Albany-Troy

WGY

POT
York • Chicago

• Cleveland
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GUIDE

I have read with great interest the

wealth of timely facts and information, relative to buyer and advertising
trends, I am anxious to pass along a
few copies to some of WSOCs clients
and prospects. Would like you to send
ten copies of the Fall Facts issue.
You are to be congratulated for producing such a factual and much-needed
dustry.
guide for the radio and television inClyde L. Clem Jr.
Sales Prom., Pub. Relations Dir.
WSOC, Charlotte, N. C.

Forecasts nj things to come, as
Jn SPONSOR'S nlitors

Outlook

U. S. sues to split
A & P into 7 units
The Department of Justice filed suit in Federal Court in
New VoYrk lliis month to split the S2.500.000,000-a-year
(real Atlantic & Pacific Tea Company into seven independently-owned retail chains. Attorney General McGrath
said the suit was intended to gain relief from a repetition
o! practices which were found illegal in 1944. The Gov( rnment seeks, among other things, to separate A&P's
manufacturing from its bu\ing and selling business. A&P

Industrial production makes
first rise in ten months

Mm- President's Council of Economic Advisers has reported
for August the first rise in industrial productio
n since
October, 1948. Preliminary estimates indicated that Augusl production "fully recovered" July's 4',' drop. Major
i li'iids on economic horizon continue to be efforts 1>\
Reuther, Murray, and Lewis for further wage increases
for auto, steel, and coal workers.
Automotive

boom

may end this fall
Demand for new cars, including those of General Motors.
Ford, and Chrysler, finally has begun to slacken. Although
no sharp decline is indicated, the motor makers admit that
their four-year postwar honeymoon is over. Currently the
industry is producing cars and trucks at an annual rate
of 6,000,000 units.
Truman plans to cut
tariff on 400 items
V\ ith passage of the reciprocal trade agreements bill, President Truman is reported to be planning to cut tariff on
more than 400 items. Under the bill the president could
cut rates to 50', of their 1945 levels. Three-fourths of
the nation's foreign trade, both export and import, would
be covered by the agreements. A flood of foreign competitors toAmerican products in this country is expected.
This will be stimulated by currency devaluation by Britain
and a dozen other countries.
Factory employment rises
after summer decline

has started an advertising campaign on its "indispensabilitj to the consumer.
Cigarette production
shows smaller gain
I:i the fiscal year ended 30 June. I . S. cigarette production
reached a record 390,000.000.000 units, the Department of
Agriculture has reported. This was 11,000,000,000, or
3%, above the previous year. About (>' , of the current
year's total were exported. The department believes, however, that production for the calendar vear 1949 will approach 395,000.000,000.
Du Mont "re-enfranchises"
Macy's as a dealer
R. H. Macy & Co. has been re-enfranchised as a DuMont
television dealer. Macy's was originalK franchised last
5 July, but the franchise was withdrawn later that month
when Macy's started to promote DuMont sets at less than
the stipulated price. Ronson Art Metal Works. Newark,
has just won an injunction against a New York retailer,
restraining him from cutting prices on its fair-trade lighters
and other merchandise, and has obtained a temporary injunction against a Richmond dealer.
Philco has to allocate
new TV-set production
Response to Philco"s 1950 TV-set line, with self-contained
electronic aerial systems, has been so great that the company believes "the available supply of merchandise will
have to be allocated for some time to come.""
Magazine guarantees
advertising results
Broad< asters and puhlishers are watching with interest the
results of a policy introduced by Coronet, pocket-size

Mthough total civilian employment in August was little
(hanged from the July level, the non-farm figure rose
1,368,000. The total number of men and women at work
reached 59,947,000. the highest mark of 1949. Meanwhile,
the unemployment figure dropped from 4.095.000 in Jul\

monthly, which "guarantees advertising results."" To "am
national advertiser of a worth) product," the magazine
~.i\^: "Buy one page in Coronet. If it doesn't produce
more inquiries or direct sales than the same ad in Life.

to 3.689.000' in August.
Individual incomes reached

Look, Saturday Evening Post, or ('oilier'.*." the magazine
will refund the cost of the page. The offer bears some

$206,000,000,000

resemblance to "per inquiry " advertising on the air. under
which the station assumes responsibility of getting products sold.

in 1948

I'm omes received by individuals increased 9% from 1947
l<> 1948. the Department of Commerce reports, and reached
s2<)<>.000,000.000. The largest regional gain. 12%, was
made in the Central States; the smallest, dc/< , in New England and the Far West. Iowa led all states with a rise of
13%, followed by South Dakota. 22%; Nebraska. 19%,
and Arkansas, 1(>',. Per capita income in 1948 ranged
From $1,891 in New York to $758 in Mississippi. Illinois.
Montana. Delaware, and Connecticut were just below New
^ ork in per capita income rank.
10

Hoffman urges more
advertising efforts
Paul G. Hoffman. Economic Cooperation Administrator,
recently urged all-out advertising and sales efforts to overcome the business decline here and to curb Communist
expansion abroad.

Addressing the Sales Executives Club

of New ^ ork. he found that the domestic decline is "receding."

SPONSOR

The Chicago-Midwest
Grocery Market
CM

Your Market
Oku NEW BOOKLET tJL Vou HOW!

The great WLS market covers Chicago and most of four rich states with 15 million people
and 314 billion dollars of food stores sales per year. Yet this huge market is one of the easiest to
win with the basic, step-by-step advertising campaign explained in this booklet — the story of
WLS Feature Foods, a grocery-selling radio program teamed up with continuing merchandising
activity. The booklet shows you:
1. Wholesale grocery areas with population and food store sales for each.
2. Division of sales between chains and independents for 14 selected cities.
3. Number of chain stores and independents — and who they are.
4. What it takes to make a grocer stock and push a product — learned from 60 calls a day
for 15 years!
5. Proof, through merchandising calls and store promotions, that WLS Feature Foods sells
goods.
6. Regular reports to advertisers on the standing of their
. . . and how advertisers use these reports.

products

and

competitors'

goods

This booklet is the complete story of this big market — - over 10% of the nation's food sales
— and the complete story of Feature Foods. The success of this 15-year-old program is well attested
by the esteem of grocers and advertisers — such as to prompt one to write:
"In my experience with radio from coast to coast, I can say without
qualification that Feature Foods over Station WLS is the best buy of
all participating programs."
If you are a manufacturer or an agency with a product sold through grocers in this Midwest
area, you should see this booklet. It's free. Just write
WLS, Chicago 7. or ask your John Blair man.

&&&z^£/za^

PRAIRIE
FARMER

CHICAGO

7 STATION

890 KILOCYCLES, 50,000 WATTS, AMERICAN AFFILIATE.
REPRESENTED BY JOHN BLAIR AND COMPANY.
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for profitable
selling INVESTIGATE

Mr. Sponsor

»lam<-s Allen Harnett
Vice-president
Lever
Brothers

in charge of advertising
Co., Cambridge,
Mass.

Iii looking for someone to mastermind the promotions of its rapidly increasing soap, toiletries and food business. Lever Brothers' top
brass wanted an aggressive, hard-hitting man for the job. Lever
carefully checked through the giant organization for a qualified
candidate and selected moon-faced, bespectacled James \. Harnett.
Barnett came to Pepsodent in 1943 as vice-president in charge of
advertising when Charles Luckman was made president of the firm.
At that time, the new Pepsodent executive was put in charge of the
most highly-prized property in the Lever domain, Bob Hope. One
year later Hope signed a ten-year contract with the company. In
addition to handling the Hope show with spirited efficiency, and
finding competent summer replacements. Barnett was acutely aware
of the necessity for improved packaging to maintain Pepsodents loft)
position in the extremely competitive dentifrice market. For this
reason, in 1946 Barnett designed a dazzling new Pepsodent package.
The same vear he also became general manager of the firm.
Born in the Bayou country of Louisiana 40 years ago. Jim had
little formal education until he was sent to the Tafl School in Connecticut where he earned a scholarship to Princeton. For his gradu-

Represented

by

ROBERT

MEEKER

A

O

S

S

C

I

New York
San Francisco

A

T E
S
Chicago

Los Angeles

Clair R. McCollough
Managing Director

STEINMAN
12

STATIONS

ating college thesis on the attempted impeachment of Louisiana's
fiery Huey Long, the New York Herald Tribune awarded him a
prize — and what was more practical, offered him a job. For the
next seven years he worked for the Tribune. Benton and Bowiebeckoned in 1938, and he became assistant account executive on Colgate products. Two years later he shifted to Sherman & Marquette.
Chicago advertising agency, as account executive for Colgate. Bulling Barnett set such an effectual blistering pace at S \ M that in
1942 he was made vice-president and sent to New York to open
and operate a branch there. He moved to Pep>odent the following
Of Pepsodent's $2,225,000 ad budget for 1948, $1,200,000 was
set aside for radio. It was the year that Hope switched to Swan, but
year. came up with My Friend Irma a- the Hope replacement. In
Barnett
a year Irma has become one of the nation s most popular programs,
and served as the basis for a current movie.

SPONSOR

A

.mong old-fashioned ideas you still hear is
the story that just one network reaches most Coast towns

outside big cities. It's as outdated as this iron horse would
be in San Bernardino, the California rail center where
61%* of the radio families are ABC fans.

2HIND the wheel of this convertible you'd be
no more behind the times than those who believe only
one network covers all Coast markets. ABC's 22 stations
deliver big audiences in scores of industrial centers like
Santa Ana where 66%* of the radio homes tune us in.

On the coast
you cant get away from

ABC

FOR COVERAGE.. .ABC's booming Pacific network
delivers 228,000 watts of power— 49,250 more than the
second-place network. This power spells coverage —
ABC primary service area (BMB 50% or better) covers
96.7% of all Pacific Coast radio homes. And ABC's
Coast Hooper for 1948 was up 9% or better both day
and night.

ARGO carriers like this are almost as hard to find
in Coast farming communities as folks who don't listen to
ABC. In Chelan County, Washington, for instance, 84%*
of the radio families listen regularly to the same big-time
programs that capture big-city audiences, for ABC, too.

FOR COST... a half hour on ABC's full 22-station Pacific
network costs only $1,228.50. Yet you can buy as few
as 5 stations for testing or concentration. And ABC
is famous for the kind of audience-building promotion
that helps slice the cost-per-listener.
Whether you're on a coast network
or intend to be— talk to ABC
*BMB

ABC
26 SEPTEMBER
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FIGURES

PACIFIC
New York: 7 West 66th St. ■ TRafalgar 3-7000DEIaware 1900— Los Angei.es: 6363 Sunset Blvd.

NETWORK
Detroit:
HUdson

1700 Stroh BIdg. ■ CHerry 8321 — Chicago:
2-3141— San Francisco:

155 Montgomery

13
20 N. Wacker

St. • EXbrook

Dr.

2-6544

New developments on SPONSOR

Don't miss the bus!
Get in on the new
wonder medium—

TRANSIT
RADIO
No wonder we call it the
wonder medium! Results from
WWDC-FM'S

Transit Radio

sound like fairy tales. It's
because your message reaches
a counted audience — buyers on
their way to buy. Rates are low,
based on the audited number
in the audience. Every penny
you spend goes for just one

See:
Issue:

'The

Squirt

15 August

Subject

p.s.

stories

slant"
1949, p. 22

The Squirt Beverage Company
tests TV advertising and finds
it profitable.

\ltti the Squirt Beverage Compart)
dropped it- sales-stimulating
radio program, Bids From The Kids, last Jul\. Milton J. Bonn.
owner of the carbonated grapefruit drink, bought a series of television -pots in Buffalo. The result- startled even die most optimistic
company executives as retailers began ordering hundreds of additional cases each week.
Key figure in these TV commercials is the "Little Squirt," a midget,
dressed in a uniform specially tailored for him, who is rapidl) becoming the company's promotional trademark. To garner wider
recognition for its undersized advertising gimmick, the firm hatrovided the midget with a Squirt field car la Crosley pickup truck*
which he drives to the numerous social functions he attends. In addition, he puts up decals, carton displays, and »reets dealer-.
\\ ith sales continuing to climb due to it- \ ideo spot announcements, Bonn has arranged a deal with the Buffalo Bill Football
Club for a cooperative television program to start on the day of
the first scheduled game. During the intermission between the halveof each home tilt, the "Little Squirt" will drive onto the field to
perform several entertaining capers. Prior to each game he will
appear on a five-minute show over \\ BEN-T\ to discuss the details
of a Squirt contest. Televiewers will be asked to explain wh\ they
like the soft drink, or some other similar question. Winners will
receive two tickets
ducats presented to
team. Since the TV
the Squirt show and

for the following week's grid tussle, with the
them on the show by players from the football
station is owned by the Buffalo Evening News,
contest will be heavily publicized by the paper.

^
• 29*
P_

j6G .
IsSUe:

thing— listeners. Call in Transit
Radio, Inc., for all the facts.

|fyiimwttff

terrific
"How
September

Subject:

Today's Transit Buy!

RUSH HOUR SPOTS
Six Days Weekly

As low as s81 a week

WWDC-FM
The D. C. Independent

TRANSIT RADIO
Represented Nationally by

TRANSIT RADIO, INC.
14

itrodio?"

is trans
1948,
p. 44

Test campaigns prove transitrodio
portant new advertising medium.

is im-

Within the past year transitradio has become a major advertising
medium in 14 cities. By year's end the total is expected to increase
to 48. This method of FM advertising to users of public transportation gives advertisers an opportunity to reach a highly selective audience at the best psychological moment.
Swift & Company initiated a test transitradio campaign in Houston.
Texas, for its Jewel shortening product this past summer. It is
during the hot-weather months that sales drop like a lead ball in a
pail of water. For May. the first month of the campaign, sales dipped

15.6%, as compared to the normal decline of 4(>-.">0'. . In June the
sales drop was halted, and by the end of the month a U.'.V < increase
was recorded. By 30 July product-purchases had jumped 44.1 S.
and in August, the final month of the trial period, the astonishing
high of 88.39? was reached. The company had used spot announcements during the Class B time segment I 10:00 a.m. to 4:00 p.m. >
when the majority of transit travelers are women shoppers.
To soothe the ragged nerves of Cincinnati transit users during
rush hour-. Miles Laboratories advertised its Nervene tonic, Vlter a
six-week campaign, which started last 5 June, sales rose 75.595 in
the 24 drug stores carrying the product. In the < it\ s four Dow
Chain Stores the increase amounted to 124' « .
Transitradio has become a "major issue"" in St. Louis, where newspapers are attacking, and defending it.
SPONSOR

BIG THINGS

HAPPEN

AREA

IN THE WWVA

FROM THE WORLD'S
LARGEST STEAM
POWER PLANT
• In October the first unit of this electric
power generating giant will go into service
at Graham's Station, W. Va., on the Ohio
River near Pomeroy, Ohio. The world's
largest steam generating plant . . . will produce enough electrical current every hour to
supply more than one million people . . . will
consume 4,800 tons of coal daily in its four
ten-story high boilers. Operated as part of the
American Gas and Electric Company system.

WWVA Has the Power to Serve and Sell
the Industrial Heart of the Nation
WWVA

is a powerful station in a powerful

market. Its 50,000-watt voice delivers
friendly local programs plus top-flight CBS
shows into more than two million radio
homes . . . covering eight and one-half
million people ... in the rich industrial and
mining heart of the nation: Eastern Ohio,
Western Pennsylvania, Virginia and West
Virginia.

Twenty-three years of service to this vast
market has built up a loyal WWVA audience .. . has made WWVA the top medium
of the area for alert advertisers. WWVA
can stimulate sales for your products, too,
at a surprisingly low cost. An Edward
Petry Man can show you how and why:
For good business, it's good business to
buy WWVA.

50,000 WATTS-- CBS •• WHEELING,
NATIONALLY

REPRESENTED

BY

EDWARD

PETRY

National Sales Headquarters: 527 Lexington Ave., New
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W. VA.
&

York City
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KFH IS TOPS
9\
FOR

SALE

THE HOTTEST
LOCAL SHOW
IN WICHITA
CHOW
TIME, announcement participating show, now
broadcast over KFH for a full hour 11:30 a.m. to 12:30 p.m.,
Monday thru Friday, has been winning new listeners week
after week. Its rating of 11.3 at 12:15 p.m. is only exceeded
(in the Wichita daytime segments of the Hooper WinterSpring Report) by 5 other KFH periods and one 15 minute
network segment on another station.
Chow Time is only one example of local production on KFH
that is keeping pace with the accelerated tempo of CBS
network programming.
KFH carries the TOP CBS shows; listeners tune in to get
their favorite network programs and stay for the masterfully
produced KFH shows that supplement CBS programming.
Such personalities as Jack Benny, Red Skelton, Bing Crosby,
Burns & Allen, Bergen & McCarthy, Horace Heidt, Amos &
Andy, Groucho Marx and many others are scheduled over
KFH for listeners in Kansas and Oklahoma this fall.

-FM

KFH

5000 Watts -ALL the time WICHITA,
RIPBISINTID

NATIONALLY

IT

IOWARD

MTRT

i

CO.,

INC.

KANSAS

16
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PROGRAM,

STATIONS

time, start, duration

173

Carnation
Co
Carter
Product?
Coca

Cola

Doubleday
Doubleday

Erwin
D'Arcy Wasey
Sullivan,
StaufTer,
Bayles

Inc

Colwell

&

CBS
NBC

Co
&
&

Huber
Huber

Co
Co

Ferry-Morse
Seed Co
Ferry -Morse
Seed Co
General
Foods
Corp
Greystone Press
M & M Ltd
Philip Morris
& Co Ltd

Hoge
Hoge

MacManus,
John
&
MacManus.
John
&
Young
& Bubicam
H. B. Humphrey
Lvnn
Baker
Cecil & Presbrey

Inc

Philip Morris
& Co Ltd Inc
Murine- Co Inc
Rhodes
Pharmacal
Co
Sealtest National
Dairy
Products Co.
Wander
Co

Adams
Adams

MBS
MBS

143
63
63

CBS
CBS
NBC

44
26
173
81

CBS
ABC

13

MBS
NBC

Sun

10-10:30

pm;

Oct

2;

Blackett

Captain

Midnight;

TuTh

wks

5:30-6
Sep

20;

52

wks

pm

?M
NET

AGENCY

SPONSOR

65

Ladies
Be Seated;
M-F
3:30-3:53
pm
John B. Kennedy,
News;
Sat 7:55-8 pm;
Sep 24; 52 wks
Gabriel
Heatter;
TuTh
7:30-7:45
pm ; Sep 20; 26 wks
Dorothy
Dix at Home;
M-F 10:45-11
am; Oct 3: 52 wks

125
77

Renewals on Networks

^SSm

Hour;

Sing It Again;
Sat 10:30-10:43
pm ; Oct 1; 52 wks
Songs
by Morton
Downey;
TuThSa
11:15-11:30
pm;
Oct
4; 39 wks
News;
Sun 1-1:15
pm ; Sep 18; 6 wks
Doubleday
Quiz Club;
M-F
12:15-12:30
pm;
Sep 19; 6
wks
Garden Gate;
Sat 9:45-10
am; Sep 10; 8 wks
Garden
Gate;
Sat 9:45-10
am;
Jan 21; 18 wks
Gang Busters;
Sat 9-9:30 pm;
Oct 1; 53 wks
Mr. Fix-It;
Sun 12-12:15
pm;
Sep 11; 52 wks
Joe DiMaggio;
Sat 10-10:30
am; Sep 17; 52 »kWalter
Kiernan — One
Man's
Opinion;
M-F
12:25-12:30

148

ABC
MBS

Cecil & Presbrey
BBD&O
O'Neil,
Larson,
Me Mahon
N. W. Ayer
Hill

Carnation

CBS

PROGRAM,

STATIONS

time, start, duration

NBC

Co
Corp
American

Home

Products

Sullivan.
Stauffer,
Bayles
John
T. Murray

Corp
American

Home

Products

John

American

Cigarette

Armour
&
Co
Armstrong
Cork
Carter
Products
Cream
Electric
General
General

of

Gillette

&

Cigar

Co
Inc

Sullivan.
Bavles
BBD&O

Razor

P. Lorillard
Tobacco
Miles
Labs
Inc
Miles
Labs
Inc
National
Biscuit
Co
Pabst
Sale*
Co

157
173

C olwell

Stauffer,

165

CRS

Co

Maxon

Co

Lennen
Wade

Co
Co

of

Gal

10-10:30

Helen

Sunday;

pm ; Sep

Trent;
M-F

M-F

28;

52

12:45-1

pm ; Sep

■ ■ ■: ■

wks

12:30-12:45

pm ; Sep
19;

52

272

Cavalcade
wks

Amateur
Hour;
Wed
9-9:45
pm ; Sep
29;
52
wks
Hillton
House:
M-F
3:15-3:30
Dm;
Sep 26;
52 wks
Curt
Massev;
M-F
5:45-6
pm : Sep
26;
52
wks
Arthur
Godfrey:
M-F
10:43-11
am;
Sep
5; 52
wks

of

Sports;

Fri

10

pin

to

conclusion;

Sep

ABC

Wade
MeCann-Erickson
Warwick
& Legler

178
147
134
172

rn<5
NBC
CRS
cr^

174

A PC
ARC

152

Screen
wks

216
136

The
Sheriff;
Fri 9:30-9:55
nm;
Sep
30;
52 wks
Galen
Drake:
M-F
1:15-1:30
pm ; Oct
3; 52
wks
Jack Berch
Show;
M-F
11:30-11:45
am:
Sep 26:
52

MeCann-Erickson
Leo
Burnett
Benton
&
Bowles

NBC
NBC

RBD&O
BBD&O

23
23

NRC
NBC

Dancer-Fit zger aid-Sample
Dancer-Fit zser aid-Sample
Dancer-Fit zger aid-Sample
Dancer-Fitzgerald-San
John
F. Murrav
,ple
John
F. Murray

Standard
Hour;
Standard
26
wks School

146
146
146
146

NBC
NRC

Directors'

Playhouse;

Fri

Sun 8:30-9:30
Broadcast;
Fri

9-9:30

pm

pm
nst:
Sep
10-10:30 pm

: Sep

19;

9;

Mitchell

&

19;

wks

Let's
Pretend:
Sat 11:05-11:30
am:
Sep
17;
52
i>kSuspense;
Th
9-9:30
pm ; Oct
6; 52
wks
House
of Mystery;
Sun
4-4:30 pm ; Oct
2; 52 wks
Wendy
Warren
& The
News;
M-F
12-12:15
pm ; Sep
52
wks

152
154
494

CBS
MBS
CBS

Bowles
Bowles

Wed

Stars Over
Hollywood;
Sat 1-1:30 pm ; Sep
17;
52 wks
Theater
of Todav;
Sat
12-12:30
pm ; Sep 24;
52
wks
Jimmie
Fidler;
Sun
10-10:15
pm;
Oct
2; 52 wks

166
117

«
ABC
CBS

&
&

Our

CBS
C«*S

Belding

Story;

Romance
of
52
wks

ABC

Pacific
Borax
Co
Pillsbury
Mills
Inc
Prudential
Insurance
Co
America
Standard
Oil
of Calif.
Standard
Oil
of Calif.
Sterling Drug Inc
Sterling Drug Tnc
Sterling Drug Inc
S»«rling Drue Inc
Whitehall Pharmacal
Whitehall
Pharmacal

&

Big

CBS

Newell -Em mett
Benton
Benton

163
173

&

Murray

Foote,
Cone
BBD&O

Wheat
Corp
Auto-Lite
Co
Foods
Corp
Foods
Corp

Safety

T.

C olwell

52

23:

32

»k<

18:
52 wks
pst;
Sep 30;

Baekstase
Wife:
Vt.F
4-4:15
cm:
Sen
12:
52 wks
Stella
Dallas;
M-F
4:15-4:^0
nm;
Sen
12;
52
wks
Lorenzo
Jones:
M-F
4:«0-4:45
nm;
Sep
12;
52
wks
Voune
Widder
Brown:
M-F
4:45-5
pm;
Sep
12;
32 wks
1'is't Plain
Bill:
"-F
5:30-5:45
Front
Page Farrell : M-F 5:45.6

NRC
NBC

pm : Sep
pm ; Sep

26;
26:

52
32

wks
wks

59
60

Sponsor Personnel Changes
NAME
Frank
F. Bell
Maureen
E. Bla
Oscar
Coe
Alden E. Fork
Bernard
Gould

In

NEW

FORMER AFFILIATION
Grove Laboratories
Ine, St. L., sis dir
John Shillito Co, Cinci.. adv dir
Leaf Brands Inc (Leaf Gum
div), Chi.,
Gillette

Safetv

Razor

Co.

market

research

mdsg
dir

dir

AFFILIATION

Same,
vp in chge sis
Alexander
Smith
& Sons Carpet
Same,
sis dir
Orange-Crush
Co, Chi., adv mgr
Toni
Co. Chi., sis dir

next
issue:
New
National
Selective
Business;
Station
Representation
Changes;
Advertising

New
and
Renewed
Agency
Personnel

Co,

N.

Y.,

adv

on
Television;
Changes

in

mm

i Continued

Sponsor Personnel Changes
FORMER

NAME
VI. \ Berreborg
w
Paul Jon©*
Stanh ) I . Ke»s
Roberl
W . Lori
O. I I owe
It M
M... Donald
Vlhcrt
L. Mors,I
r.l I Muhs
\\ . It. Murphj
1,1.
|
Roll
I.. I... \
Sandberg
}ach
Siegrlst
\\ alter Sternberg
5l .ml. \ w ashburn

Philco Corp, Phila.,
Croslej
Motori
Inc,

NEW

AFFILIATION

% |i. <lir iii chge refrigerator di
Cinci., sis mgr

Diamond
Match Co, S. x -. mid-western
*l- mgr
Croslej
Motor, Inc, Cinci., sis supen
<.
lall-Sanford
Inc, N. Y., ad* dlr
Sprccklee Sugar Co, S« F., ill rep
i ampbell Soup ' ". < am den V J., exec assl to pres
Kellogg
Co of Canada
Ltd, dir, assl gen mgr
K r.ii i Foods Co, < hi., adv, sis prom
mgr
Pierce-Phelps
Inc, Phila., sis prom
mgr
Jr

National Broadcast Sales Executives
FORMER

NAME

\\ HNS.

<:„1uiiiIiu>

\\ IM

. Harts* ill,

<>..

American
\ir Line-, N. Y., sis mgr
Servel
Inc, Ei an si ill*- Ind., pres, gen mgr,
Same,
vp in chge sis
P. J. Ritter Co, Bridgton
V V.. ils mgr
Same,
western
lis mgr
Same,
sis mgr
Sum.-,
\ p in cbge
a<l\
Leslie Salt Co, S. F., sis prom mgr
Sunn-, \p in chge sis

Personnel changes
NEW

nail

sis

AFFILIATION

W I.W -TV, Cinci., sis
mf;r
Sameg bIa m^r
Same, Centra]
Division, sis mgr
WBNS-TV,
Columbus,
O., nail sis
WFEC,
Miami
Fla.. sis mBr

nifir

s. ( :.. -I, „lgr

«lir

Same,
Battle Creek
Mich., a^i to pres
Lever Bros Co (Pepsodenl
dix > , (hi., adi mgr
Admiral Corp, V x .. adv, sis prom mgr
National
Airline1 DC, Miami
I" I a., Vp in chut- s|s
Pan American
World
Airways,
V Y., prom dir

AFFILIATION

\\ I \\ . Cinci.,
\\ 1 (>1 . Mnpls mjrr
>Imi
\1H . I Iii.. gen .. mpr

W Llll am Mc< luskej
Samuel
N. Nemer
James
I-. Stirton
Roberl
D. Thomas
Richard
U. Ward

AFFILIATION

mgr

New Agency Appointments
PRODUCT

SPONSOR

.Beer
.Enduv,
for prevention
of runs
in
women's
hosiery
.Institutional
.Coffee,
tea
.Mon's
clothing
chain
.Underwear
.White
Cross
Health
Protection
Plan
John
Marshall
Croup
Insurance
Division
■ Food
specialties
.Garden
sprays, plant ties
.Pepto-Mangan
.Beer
.Cole-Spa
.Food
prods
.Baked
prods
.Frozen
foods
1 1 mi -.hold
cleaner
.Trade
school
. Theater
chain
.W inc
. I heater chain
.Women's clothing
.Bank

Acme
Breweries,
S. F
Aljohn Co, Oakland Calif.,
American
Wo men's
Voluntary
Arnold
& tborn,
N, ".
Stephen
Atlee, N. Y
B.V.D.
Corp.
N. Y
Bankers
Life X Casually
Co,

■.■:■:■-'-■■■-■■:■>-■:-:■:■:■

Services,

N.

Y.

Chi

Bovril Ltd, Montreal
It rati so n Co.
H'wimhI
M. J. Breitenbach
Co, N. Y
Buckeye
Brewing
Co. Toledo
O
Cole
Products
Corp,
Chi
( ollege Inn Food
Products
Co, Chi
t olonial
Baking
I o, St. L
John
II. Dulanv
& Sons
In.-, Fruit land
Md
Durlacque
Mfg Co, St. L
I mpire Trade School,
N. Y
I ed Gamble
Enterprises,
Portland
Ore
Gibson
Wine Co Inc, Cinci
Greater
Indianapolis
Amusement!
Co, Indianapolis
Handmacher
Vogel
Inc, V. ^
Industrial
Federal
Savings
<X Loan
Assn.
Denver
Kendall
Foods Inc, L. A
Francis
H. Leggetl
X Co, V V
I Dick
Dairj
Co,
Mil*
McKesson
<X Kohl. in-, Bridgeport * onn
McKesson
c* Bobbins,
Bridgeport
Conn
Monarch
Brewing
Co, Chi
Mori on Manufacturing
Corp,
Lynchburg
Va
Norwich
Pharmacal
Co, Norwich
Old Judge i offee Co, St. I
Passaic-* lifion National
Hank &
Penn-Flfth
Ivenue,
N. ^
Second
krmy,
I "ri Meade Md
6th Army,
S. I'
Shlrtcrafl
i o Inc, N, ^
\ I Stale\
Manufacturing
Co,
Trans-Caribbean
lirways,
N. Y ...
I nlted State Brewing Co, * hi
\ Idcrafl
relevislon Corp. V V.
Jaek Woodford
Press Inc, N. Y.

V

•,

Trust

Deeatur

Co, Passah

III

(or service)

N. I

.Kendal]
Five's
Doji
Biscuits
.Premier
food
prods
I n i. k -Seal test
dairy
prods
• Tartan
sunt an lotion
Taw n men's
toiletries
•Beer
•Snow
While
toilet
preparations
.Pharmaceuticals
.Coffee
•Bank
. W omen's
furs
.Recruiting
Recruiting
.Buttonless
shirt
.Sweetose syrups, Cream Corn, Cube,
Sta-Flo
starch
Air travel
.Beer
Vidcraft
TV sets
.Book
publishers

AGENCY
.Foote,

Cone

&

Beldlng,

S.

F.

. Elliott. Daly
& Schnitzer,
.Lew
h .i-li uk . N. Y.
Donahue
& Coe, N. Y.
.Levy,
.Doyle

New
iS*. J.
Dane ark Bernbach,

V

Oakland

Calif.

V.

.Weiss
& Ccllcr,
Chi.
..Ronalds,
Montreal
■ lordan,
L. A.
Dorland.
N. Y.
-Livingstone
Porter
Hicks,
Detroit
Mich.
■ Kaufman,
Chi.
• .Veiss & Geller, Chi.
■ Maurice Lionel
Hirsch, St. L.
• Foote, Cone
& Beldinp,
N. ^ .
•Warner.
Shulcnhurg,
Todd,
St. L.
•Arthur
Pine. V ^ .
■Charles
Schlaifer.
N. Y.
Moekton-W est-Burkhart,
Cinci.
■Charles
Schlaifer.
N. Y.
Philip
I. Boss. N. Y.
•Arthur
G. Kippev,
Denver
Dan
B. Miner,
Li A.
Peck.
N. Y.
■Jim
Baker.
Mil* .
• J. D. Tarcher,
N. Y.
Ellington,
Y.
• C.
Weiidcl N.Muench,
Chi.
• W illiam
Warren,
N. Y.
■ Benton
iV Bowles.
V
Y.
• Gardner.
St. L.
.Samuel
Croot,
\. Y.
krista, \. V
.1. \. Iliekerson,
Wash.
.Russell,
Harris
£ W
|. S. F.
.Botsford,
Constantlne
*X Gardner,
Buthraiiff
& Ryan,
Chi.
W bite, Berk
*S Barnes.
\.
.Smith,
Benson
A Met lure.
.Levy. Newark
V J.
. Lei y, New ark \. J.

Y.
Chi.

N.

Y.

TWO TOPPERS RETURN
TO TELEVISION

THURSDAY

TUESDAY

MILTON BERLE

OLSEN AND
JOHNSON

on the

TEXACO

COAST

STAR

THEATER

on the

TO COAST

FIREBALL

beginning 8 PM EDST
September 20th over NBC-TV

/
/

Network

and every Tuesday night thereafter
See local papers for starting
dates on non-network stations.

/

gjj.j**w#*«^i

FUN
-q
■ w

FOR

ALL

CQACT
\+\*r%+*W

beginning 9 PM EDST September 22nd over NBC- TV
Network and every Thursday night thereafter

See local papers for starting dates on non-network stations.

presented by

your

EXACO

dealer

/ presented by your BUICK

dealer

KUDNER AGENCY, INC
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19

Then Jamison said . . .

"You need Weed, Sir P
At lunch the other day our man Jamison met a very
worried station manager. In advertising's best anonymous
tradition we will call him Station Manager A.
"I hear a lot of talk these days about economic recession,"
Manager A was saying. "I don't necessarily believe it, but
I hear it. I hear that the honeymoon is over, that the buyer's
market has arrived, and that advertisers are getting more
careful every day about how they spend their appropriations."
"True in part," said Mr. Jamison. "But let's look at the
bright side. The fact that both buyers and advertisers are
becoming more careful improves your competitive position.
You have a good station in a good market. And Spot Radio,
the major product you have to sell, is admittedly one of
the most economical and profitable forms of advertising
ever devised. It is the medium smart advertisers prefer when
they want to pinpoint their markets and avoid all waste
circulation."
"Then why is my station losing money?" the manager asked.
"If you don't mind my saying so," Jamison replied, "you
are improperly represented. Spot Radio should be sold as
carefully as it is used... You need Weed, sir!
"I have been employed by this fine organization for some time.
We are doing more business for all of our clients than ever before.
And there's no reason why we can't do the same for you."

Wea ed
a n
20

C

O

III

p

d

radio and television
station representatives
newyork
II

V

•

boston

sanfrancisco

•

•

Chicago

atlanta

•

•

detroit

h oily wood
SPONSOR

JAMES

ROOSEVELT

APPEARED

AS GUEST IN "LIFE'S" TV COVERAGE

OF DEMOCRATIC

NATIONAL

CONVENTION

IN PHILADELPHIA

National magazine publishers have found for a num-

Broadcasting pulls
on the newsstand
Mass magazines liml that their hig
competitor is their star salesman

26 SEPTEMBER

1949

ber of years that radio — although a
competitive advertising medium — can
do a satisfying job of increasing newsstand and subscription circulation.
Added to the normal formats of broadcast advertising — network programs
and/or national or regional selective
campaigns — are the tie-in deals made
by publishers with other sponsors of
programs or with sustaining network
shows.
Famous in radio annals is the story
of Street & Smith, which through a
commercial series for Detective Magazine brought into existence a character
known as "The Shadow" and subsequently a magazine to protect that
character in the publishing field. Today. 18 years later, The Shadow, sponsored by the Delaware. Lackawanna &
Western Coal Company I Blue Coal I ,
continues to sell the Street & Smith

21

Newsweek

taining unless picked up 1>\ some advertiser. Look will supply the material
for the series, will promote the show,
and
in turn will be promoted visuall)
and orally.
\-idc from this, Look i> currently
in radio advertising with both feet.
Uthough newspapers had been used
primaril) to promote the publication
during L948, last June saw the beginning of a hea\ \ schedule of spot announcements, chain breaks, and participation* on news programs not only
tc increase Look circulation but also
to introduce the new Cowles miniature

on the

Periscope

digest magazine Quick.
Both mags are plugged on 15 stations (NBC, CBS, ^BC) in the county's ten largest cities, with announcements and chain breaks spotted from
earl} a.m. to midnight. Participation
on programs such as Jack Sterling's
and Bob Smith's (both in \cw York)
and Timekeeper on WRC, Washington,
is also part of the campaign.
Cowles executives feel that Quick
has been materialh helped by the air

9:00 M
Mondays

"Newsweek,"
employs
selective radio, but
as strongly as "Time,"
which
had "March

magazines as well as the heating sen ice.
I his formula of publisher-inspiredif-unsponsored programs has been
practiced with varying degrees of success ever since. It's followed even h\
magazines which go in heavily for
radio campaigns involving direct spon-

LEADING

NATIONAL

MAGAZINES

HAVE

does not
of Time"

plugging, and while the new magazine
has gotten off to a good start nationally, the greatest newsstand increases
have been noted in the areas covered

go in for broadcast
advertisinq
off and on from
1931
to 1945

sorship. Look, senior publication of
Cowles Magazines. Inc., this fall is
adding such a program to its already
intensive announcement-chain break-

by the campaign.
With Look's circulation more than
3,000,000 i 300,000 over its guarantee I .
radio emphasis is presently more on
Quick. The older magazine receives
'reminder'" advertising for the first
few days following the appearance of
each issue, with Quick getting predominant plugging for the rest of the
fortnightly period between publication
dates. Cowles feels that the flexibility
of radio is ideal for promoting two

news program campaign. The magazines Photo-Crime feature will be on
the \BC T\ network once weekly in

publications at the same time.
Curtis Publishing Company shares
this feeling. Its circulation department
has developed a flexible plan for using
spot announcements to promote the
newsstand sale of The Saturday Eve-

a half-hour program that will be sus-

ALL

INCREASED

CIRCULATION

AT

ONE

TIME

ning Post, Ladies' Home journal, and
OR

ANOTHER

Mc Calls
.Readm DiwNt

TIME

I

THROUGH

RADIO

o Women
for President

h a mil

the new 50-cent Holiday .
After markets and stations within
markets are selected, a weekly schedule of spot announcements is set up.
If Curtis decides to promote a particular issue of one of the three magazines
more heavily than usual, the weekly
schedule can he extended into additional weeks. This month Curtis is
using a
stations
ly 2400
Curtis

campaign on more than 40!)
in 129 markets; approximatespots were bought.
is no newcomer to radio. For

five years prior to its discontinuance
last year The Listening Post occupied
a morning quarter-hour on the ABC
web to plug The Saturday Evening
Post. The publishing house also
sponsored election returns over MBS
last November.

>l«i;»:i%iil<ks
SATURDAY

LIFE:

film

TRUE

LOOK:

It.'idio sincl TV

EVENING POST: Spot announcements on a -flexible schedule involving 400 stations in 129 markets at the present time

In television

McCALL'S:

1 s«» of

with

version

a

prestige

of "Crusade

program

that

in Europe"

also
on

has

selling

impact,

the

ABC-TV

Radio and TV announcements to plug Eleanor Roosevelt's columnar
switch from "Ladies' Home Journal" to "McCall's"

STORY:

Heavy

My True Story," with the magazine as source
sored by Libby,
McNeil
& Libby and Sterling
spot-announcement

ABC-TV
PHOTOPLAY:

dramatizations

Collaorating
show,

"Photoplay

campaign,

coupled

of publication's

with

ABC-TV

Time

With

on
Wendy

a

material,
Drug

with

tie-in

Photo-Crime
sustaining
Barrie,"

on

co-spon-

deal

Wednesday
the

on

series

full

p.m.

web

Although the first outstanding instance of radios success as a circulation booster for magazines was the
campaign broadcast by Collier" s in the
late 1920's and early 1930^—3 campaign which turned just another magazine into a mass-audience weekly with
a multi-million readership, and which
brought John B. Kennedy (then an
associate editor of the publication )
into radio — Collier's has not done
much broadcast advertising in recent
years. A national spot campaign was
undertaken between October. 1948,
and June of this year, but at the
moment there are no plans for a resumption ofthe campaign nor for any
other form of air plugging of the publication.
Cosmopolitan Magazine, one of the
major entries in the Hearst stable of
publications, has been in radio only
via the tie-in angle within recent years.
Over the past summer the magazine
contributed material to a Sunday halfhour on NBC called Four-Star Playhouse, which rotated Bosalind Bussell,
Fred MacMurrav. Loretta Young, and
Bobert Cummings in the starring roles
of dramatizations made from Cosmo-

SI

jiolitan stories. The show was aired by
NBC in the hope that a sponsor would
be found, with Cosmopolitan meanwhile benefiting considerably from the
credit lines on its material.
Macfadden Publications indulges in
quite a bit of radio and TV promotion
of several of its publications, under a
tie-in arrangement with advertisers far
removed from the magazine-publishing
field. One program developed by Macfadden as a sustainer several years ago
is My True Story, now jointly sponsored by Libby, McNeill & Libby and
Sterling Drug on ABC five mornings a
week. Libby has the show three days
and Sterling two. As the program's
title implies, True Story Magazine is
the source of material for the daily
drama.
Another Macfadden-inspired show
is True Detective Mysteries on a network of nearly 500 Mutual stations
every Sunday afternoon. This is produced with the cooperation of True
Detective Magazine and was originally

{

01

a sustainer for a short time until Williamson Candy Company (Oh Henry
candy bars) took over its sponsorship
four years ago.
in television, Macfadden's Spoil
Magazine teamed up with Boblee Shoes
to present Baseball Fan Fare on DuMont's WABD (New York) before all
New York Yankees home baseball
games this summer. A sports show
patterned after this newest Macfadden
publication is being planned, with radio and/or TV in mind.
For six months in 1948 and 1949,
Photoplay collaborated with DuMont
in offering Inside Photoplay first as a
five-times-a-week program and subsequently three times weekly on the DuMont TV web. After a summer hiatus,
the screen magazine this month again
entered the video scene with Photoplay
ling. Wendy Barrie on the full
Time With
ABC network Wednesday nights. As
sponsor goes to press, the show is still
(Please turn to page 42 I

Valuer's

*#

;•

&

%

I

vs. Listening
Agency research flirertors project
the Lazarsfelcl findings nationally

The Psychological Impact
of Newspaper and Radio
Advertising study, reported on in part
one of this series, is more than a mere
set of conclusions describing how Mrs.
America reacts when she reads or
hears a sales talk.
Hans Zeisel, associate director of
research, McCann-Erickson, New
j ork, points out, "Short of sales experiments, in which actual sales are
the basis of comparison, the path cut
in this study seems the most hopeful
approach towards a more systematic
understanding of the relative adver-

A

2

PART

STORY

Dr. Lazarsfeld states in the report
that only white housewives were selected for the sample, in the interests
of a homogenious sample. All right. A
sample can be anything the sampler
wants it to be. But what about the

the fact radio has greater impact and
appeal ( as demonstrated again by this
survey) for the less educated, and
there is another important footnote for
interpreting the study.
Several researchers question whether

colored population of the United
States? They also buy the nationally
advertised, low-cost products selected
for the test. In projecting conclusions
from the study, the fact this important

the New- Jersey group of communities
known as the Oranges, with their considerable percentage of suburban commutersratio
I
to local dwellers not
stated in the report), is an acceptable
representation of the U. S. in crosssection. It doesn't have to be. of
course, for survey results to be useful.
But conclusions will be qualified bv
this question.
Another such qualifying factor was
raised by a research director whose
work has been more closely associated
with radio than the others. He points
out that the study excluded women in
the homes surveyed who did not

segment resented
of the
must bepopulation
considered.wasn't repThe survey aimed, as it said, to be
sufficiently well controlled for age and
education for the total results to be

tising values of different media."
Since the study pioneers into un- considered representative of all women in the communities studied. A
broken territory, it is necessary to underscore some of its important limita- glance at the charts accompanying this
tions, as seen by leading agency re- story will immediately raise a question
search heads. How well does its sample in the mind of any research-minded
represent Mrs. America across the executive. Is the education-factor in
countr) ? Were the methods used the sample a fair representation for the
i apable of solving the problems posed whole country?
l.\ Dr. Paul F. Lazarsfeld? (The
This question assumes greater significance when it is remembered that
Columbia Universitj Bureau of ApI'iiid Social Research of which he is the nation's colored citizens are as a
whole fall into the lowest education
director did the study For American
and income brackets. Couple this with
Newspaper Advertising Network).
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PART TWO
OF

actually purchase for the family. Influence of these "other women" who
do listen to the radio and read newspapers on the buying habits of the
purchaser are sometimes enormous.
\\ ithout a single exception, researchers who had had an opportunity to
SPONSOR

study the report agreed that the sample
itself favors newspapers to the extent
it is overweighted with college women
(see tables accompanying this story).
It is obvious that where this is so,

Sainple projections rale rsulio higher
More

Likely

to

Believe

Figures

weighting the sample correctly for the
education factor is necessary to avoid
erroneous conclusions.

Newspapers

18

Radio

19

An agency research head wellknown for his impartial balance in
studying the effectiveness of all media

Both

truthful

Both

untruthful

Both

alike

(unfortunately, all researchers don't
try to be objective all the time) raises
the question whether the Bureau's attempts to match radio and newspaper
commercials was really successful.
The study used two methods. First
it compared memory value of the ads
in general. Next, it compared specific
factors in the matched ads, such as
ideas evoked, etc.
What does it mean to compare, in
general, the power of the two media
to impress advertising on the memory?
That one or the other had a greater
weight of impressions? Unless one
could determine what weight of advertising the individual had been subjected to, this method of matching ads
isn't very conclusive.
As for the matching ideas and presentation methods, that doesn't get at
the cost of getting the message to a
prospect. To be significant, says this
facts - and - figures man. the results
would have to be weighted for the
cost factor. Furthermore, he questions,
is it realistic to present the same message in testing various factors in the
matched ads without taking into account an "exposure factor"?
The point might be illustrated thus:
Suppose the images produced by
newspapers were double the images
produced by radio. However, when
you advertise on the radio, three times
as many people per dollar get your
message. Then radio would lead by 3
to 2 rather than fall behind by 1 to 2!
Omitting the exposure factor is like
omitting the "didn't reads" on a Continuing Newspaper Reading study —
the figures wouldn't be projectible. and
could therefore be highly deceptive.
It's true Dr. Lazarsfeld admits in
the report that "coverage" isn't covered. However, just conceding it
doesn't overcome the error in omitting
it. The report does say that repetition
wasn't taken into account. But this
should be emphasized if readers of the
report are not to be led astray.
Time spent listening to radio and
reading newspapers
does not neces26 SEPTEMBER

1949

20%
BASR
Figures Weighted
According to 1940 Census

BASR 22%
Sample

21
17
21
17

21
17
100%
4

3
100%

Don't know
Total

radio.
In
example above the difference isn't great, though the shift is from

The difference, according to BASR
report,
sample and the 1940 Census is as follows:

in breakdown

newspapers to

by education

between

its

55%
Education
Some

high

school

BASR 41%
Sample

1940 Census

36

15
28

or less

High school graduation
College
Not

available

23
100%
2

100%

Total

count in the BASR

tests. This was

sarily reflect listening or reading intensity, the report reminds readers.
One critic observes that a possible
erroneous suggestion of advantage to
radio might still be given for radio
because of the greater number of
hours per day respondents spent with
their radios than their newspapers. A
newspaper might be read entirely in
the 45 minutes reported as average

mentioned by most of the research
people who commented to Sponsor on
the study. Such an association is
obviously not possible with newspaper
ads. And what about the season in
which the study was made?
Practically every researcher, after
underlining some necessary reservations in interpreting the findings,

reading time, while a single commercial on a 24-hour a day station.
might require 24 hours of listening to
be heard (to take an extreme case) .
It is important, in this connection,
to remember that if one is actually
listening to the radio, he must hear
any commercial aired while he is
listening. There is nothing to compel

pointed out the value of Dr. Lazarsfeld's work in developing new yardsticks (see Sponsor for 12 Sept.) that
may be used within careful limitations
for comparing advertising impressions
from different media. Nobody denies
that much more work is needed — there
are too many ways of doing things on
the air to draw fast conclusions from

a reader
read, an
However,
or read,

one experiment.
Anyone who has taken part in a
decision to switch an appropriation
from printed media to radio, or vice
versa, knows on what precarious
grounds such decisions are often

even to "note," much less
advertisement in his paper.
once a commercial is heard
another common factor influences the ability to remember it—
the ad most familiar to the housewife
would be the one from which more
information might likely be recalled.
Remembering a radio commercial is
often closely associated with like or
dislike for the program on which it
appeared, a factor not taken into ac-

made. As Dr. Zeisel sums it up. "Their
basis is usually not more than "successful precedents," and cost-per-thou25
sand comparisons that try to figure out
whether three apples are worth more
than five plums."

[Holiday;
THE

MERCHANDISING

DEPARTMENT

OF

WNAX

BUILT THESE

DISPLAYS

AS

PART

OF

THEIR

PROMOTION

OF

HOLIDAY

MIXES

Holiday Mix pulls a triple play
Ono radio station carries the whole

riist rihut ion and ;i«l\ ertising load in four-state debut
I ime and talent and responsive audiences should he
enough. But with some
strong stations these are still only part
of the power an advertiser can put to
work. In fact, some stations — such as
WNAX of Si, mix City-Yankton, S. I).
— are willing to step in on occasion
and take over the entire distribution
and advertising job.
The essence of the WNAX method
i- <alled cross-merchandising. It involves unusuall) close relationship
wiili Listeners and with the retail and
wholesale trades, ami a sort of simuli. me. hi- triple-pla) to get all three
groups buj ing a product.
\\ \ \\ can'l afford to do for all
produ* i- entering it- four-state listen26

ing area all the things it did to introduce Doli in i sponsor. May 1948; p.
55.) But it wanted to prove that it
could put as much distribution and
sales weight behind a new food product in grocery channels as it demonstrated afew months before for Dolcin in drug stores.
The product chosen was Holidav
macaroon mix of Allied Food Industries, Perth Amboy, N. J. After the
radio campaign had run nine weeks,
Holida) brownie mix was added. Both
were entirely new to trade and consumers in South Dakota. Iowa. Nebraska,
and Minnesota, where WNAX is
heard. And for this whole area WNAX
assumed the entire advertising and the
primar) distribution job.

In some ways Holida) mixes created tougher problems than Dolcin.
A pain-killer, Dolcin had an urgency
factor. People who were suffering
didn t wait long before writing in or
going to the drug store for it. But people wouldn't starve to death without
Holiday mixes. In fact, the mixes are
"luxury" products, retailing at 49c
\nd besides, much grocer) bin ing is
impulse buying, stimulated by displays
al point of sale.
Ulied Food Industries' campaign
for Holida) macaroon mix was
launched over WNAX lasl 7 November. The schedule was varied and intensive: three announcements a week
over Your Veigbor Lady home economics program, 3:30 to 4:00 p.m.
SPONSOR
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Moines, and Omaha.
the air and close teamwork will: wholeOn 13 October, Roberl B. Donovan, salers produced
a stead) -tream of
promotion manager of WNAX, wrote new outlets and sales,
to 2039 retail grocers to inform them Commercials urged listeners to ask
of the coming campaign and to stress
for Holiday
macaroo
i\ at their
the sales potentials of the macaroon favorite grocery store.
If their grocer
mix.
He enclosed a Holiday
recipe did not earn it. the) could order dibook and a postpaid, return-addressed reel from WNAX
(which had arranged
card to WNAX.
The store manager with Allied Food Industries to l»u\ it
could place his initial Holiday order for direct-mail purposes
at a price
through WNAX, the order to he han- which would permit mailing a single
died by the wholesaler of his choice. can for 50c). When buying from the
Retailers who returned the cards be- station the listener was urged to supfore 15 November
would
be menply the name of the grocer who did
tioned on the air as "Holiday deal- not carry it. As distribution increased,
ers." Seventy-five grocers ordered a the number of direct-mail orders detotal of 100 12-can cases on these clined. But a total of 1306 listeners
cards.
ordered direct from the station.
On 28 October, Bob Donovan wrote On 6 January
1946. Allied Food
274 wholesalers about the product and Industries switched emphasis in comthe schedule:
"Seven
programs
per mercials to Holiday brownie mix. The
week will be devoted to this one new same ty pe of mail promotion was used

Grocers who ordered early had their names
announced on the air. Many consumers
placed
their orders direct with the station

daily ; one quarter-hour of Sunday Gel
Together, 1 :00 to 3:00 p.m.; one quarter-hour of Bohemian Band, 6:15 to
6.30 p.m. daily, and two announcements a week on the Billy Dean Show.
a musical, 5:30 to 6:00 p.m. daily.
Before the campaign started, the
only trade contacts which Allied Food
Industries had developed for Holiday
mixes in the four-state area were brokers in Sioux City. Minneapolis.
Des

item." He named the brokers handling for it.
Holiday.
Although the brownie mix was inMeamvhile,
wives of WNAX
staff Iroduced and supported by only three
members were baking 50 dozen Holi- participations
a week on the Your
day macaroon
cookies, which
were Neighbor Lady show, it was a type of
packed in half-dozens
and mailed to product with greater consumer aecepl100 wholesale grocers. An accompany- ance.
In a few weeks brownie
mix
ing letter from Wynn
Speece (Your sales had outstripped those of the macNeighbor Lady)
plugged the product aroon mix.
Robert Tincher, general
and urged
wholesalers
still lacking manager of WNAX.
believes that if
Holiday to contact their brokers im- the macaroon
mix had enjoyed the
mediately.
That letter was sent 1 No- same popularity, the overall sales recvember, the date of the first broadcast, ord would have been more impressive.
Orders arriving at WNAX from re- But even so, the results were imtailers were being sent to wholesalers, pressive enough.
with authorization for them to ship the In the BMB counties in the four
product. As each shipment was made, states served by WNAX there are 5505
the wholesaler returned a postcard to retail grocery stores.
On 19 Februthis effect to WNAX.
The station then ary a double-postcard
questionnaire
broadcast the fact that Holiday
was was mailed to 2039 of them in the
available at a particular store. Con- station's 50r< -or-more BMB counties,
tinned promotion
of these stores on
[Please turn to page (>7 i

Westernairs" on "Sunday Get-Together" helped sell a lot of Holiday mixes

Single week's performers ran from "Bohemian Band" to this pert miss.
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RADOX: newes
in the audience ratin
Sindlinger < l.iiiiiv advantages
speed, low

Radox was tested in 37 Philadelphia homes (above)
before being extended to all that area. The 100 areas
for

Chicago

(below)

were

outlined

by

Alfred

Politz

cost and adequate

:j^k Radox is ready.
ffi TO Sindlinger & Company, de^B^
velopers of ihi- low-cost,
electronic, minute-by-minute method
of reporting on listeners, will start
operations in New York and Chicago
about the first of the year. In Philadelphia, ratings are currently based on
75 to 80% of the population of the
metropolitan area. Expansion into
other areas will follow.
Director of the program, under Albert E. Sindlinger, will be one of the
best known executives in the field of
radio research, who will resign to become vice-president and general manager for Radox.
"Minute-by-minute" does not quite
describe the Radox reports.
On the basis of information then
available, SPONSOR said a month ago
that ideal information for buying station breaks was "impossible . . .
a figure for the last minute of a
gram which would include the 20
onds is impossible, except in a

even
prosecverj

few Nielsen areas."
Today, Radox is ready to provide
this information. Now, with the technical know-how and the equipment
thoroughly tested in Philadelphia. Radox is ready to provide what looks like
the "ideal" rating service — advertiser,
agency, and station response to the
service in the major markets already
named will determine how speedily it
can expand to a national basis. The
national sample, to consist of 3200 radio and television homes, is now being
prepared by area sampling expert Alfred Politz of Alfred Politz Research.
Inc.. New York Citv.

of

sample

Ralph Bard, Chicago financier and
former Under-Secretary of the Na\ \ .
is one of Sindlinger's backers. Mr.
Bard told sponsor over the telephone
last week that he had personally investigated the attitudes of important
national advertisers and agencies on
the contributions Radox offers in the
radio rating field. He declared himself satisfied that the need for Radox
services is recognized. He was enthusiastic over the company's prospects in
the tightly-contested arena of radio
ratigns. As board chairman of Sindlinger & Company, he vigorously rejected charges that Radox is either
technically or economically unsound.
Perhaps this is the place to point
out that the A. C. Nielsen Company is
already providing clients with such
data as minute-by-minute ratings, audience flow, accumulative audience,
home composition, etc., on a national
basis, and in the "station market
areas" of NewT York, Chicago, and
Cincinnati. This report will not be
concerned with the significant effects,
if any, of the differences in the size
and distribution of the Nielsen and
Radox samples. Two differences in the
service, however, are of vital import
to advertisers.
One is cost. The other is speed in
delivering reports.
Sindlingers current pricing estimate place Radox ratings rather in
the range of Hooper rates in contrast
with the relatively high Nielsen costs.
Although it does not concern this story
directh. it is fair to point out that
Nielsen people have a story to tell in
connection with their analysis and cli-

How

Philadelphia TV homes tuned on a Sunday

0%

ompetitor
i rena

6:oo
6:15
6:30
6:45

6:15
6:30
6:45
7:00

107,

20%

Ill

31!

^m^^mmmm^^^^^^
ft^ssssssss
^^^^y/mmmmm.
ssss
m^sss
mmmmm
w^^m^
~^ss^ss
^^^m^mmmmmmm
^<<<<<<<<^<^>^<^<<^+

7:00 7:15
7:15 7:30
7:30 7:45

ent-service activity, which accounts for
most of the cost for Nielsen services.
Speed in getting program ratings
does more than satisfy a sponsor's curiosity. It enables him to take immediate corrective measures where these
are indicated. It helps take guesswork
out of urgent decisions to retain or not
to retain program elements that can be
shown (by absence of tune-outs —
steady "holding power")
to be liked.
Radox ratings can be provided within minutes following a program's airing. Fifteen-minute ratings on the famous Meehan-Dilworth political debate
on local issues in Philadelphia last
July were released within ten minutes
after they left the air. The Inquirer,
on the street 45 minutes following the
program, carried the story on the number of homes that tuned the debate.
Such a rating, teletyped to the sponsor, would be based on the complete
sample, not on a partial sample, as are
the Nielsen advance ratings. It's true
that with Nielsen's new mailable tapes
and electronic computing equipment,
time on his pocket piece will be reduced to a week, eventually (and about
three weeks for the big book). But
even this improvement scarcely compares with the almost instantaneous reports possible via Radox.
The sample ratio of New York City
would be approximately 360 homes out
of the total national sample of 3200.
This, however, obviously would be ininadequate for a useful area breakdown. Therefore, the New York sample will be between 800 and 1000
homes. This may be compared with
the 275 to 290 Nielsen Audimeters in
the New York "station area" sample.
The Chicago market sample will be between 400 and 500 homes, approximately the same as Philadelphia. The
average ratio of sample homes is one
to two thousand.
26 SEPTEMBER
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Sindlinger made a series of experiments in Philadelphia to determine the
adequate
"over-saturated"
some
areas ratio.
with aHeratio
of one out of
every 800 homes. The ratio finally accepted after careful comparisons (1 to
2000) did not yield results significantly different from the saturation ratio
(1 to 800). Clients are free to study
every phase of the Radox sample, know
everything about it, save names and
addresses of the families.
Television homes in the three-city
cross-section sample will be "installed"
first. In addition to compilation of
economic, educational, and other data
(handled by the Politz organization),
on the families of Radox sample
homes, "installation" involves a relatively minor hookup by the telephone
company.
This consists of fixing a simple device to the audio coil of the speaker
of radio and television sets in the
home. The device is attached to an
outlet (also installed by the telephone
people)
which
pipes
what
comes

□
as

WCMJ
WPEN
WIBG

WDAS

OTHERS

through the MWspeaker, via a telephone
line, to the central Radox monitoring
equipment. Just how this is accomplished— and the method is the secret
of
itstelling.
economy — the Radox people
aren't
Key to the system is that the central
monitor can match what is actually
coming through a loud speaker with
what is actually being broadcast by
stations in the area (a more detailed
description of the system was carried
in sponsor for 3 January, page 32).
Semi-automatic equipment will scan
each home (this new equipment is now
operating in Philadelphia) 15 times
each quarter-hour, once every minute.
Until recently Quaker City ratings have
been based on scans of once every
three minutes. The data revealed has
astounded some advertisers — ■ and
changed their policies in buying station breaks. Examples come later in
this story.
In each city to which Radox expands, television homes in the basic
I Please turn to page 43)
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messages evangeliques
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•

Ecourez en Frangais
bus les mardis a 14 h. 30 a Radio -Luxembourg
•

English

language listeners may

rune

in ho RADIO -LUXEMBOURG
Saturdays ar 11.30 a.m. and Mondays at 5.15 pjn
for "BRINGING CHRIST TO THE NATIONS4' feature.
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OUTDOOR

POSTER IN BRUSSELS PROMOTES

"LUTHERAN

HOUR.''

RECORDED

IN THE UNITED STATES FOR OVERSEAS

BROADCAST

Commercial radio in Europe
llii: ics|MHiso awaits I ho sponsor who
what makos

Broadcast advertising on the
continent and to the tight
little isle has verj little to do
with sales effectiveness in the U.S.
usage of the words. Coca-Cola was on
the air ovei Radio Luxembourg From
November 1946 to December 1948
onl) to cancel because, to quote a European Coke representative "business
conditions are impossible." Advertising enable- n- in sell more ( lot a-( lola
and tie up more monej in an economj

30

knows

a Froiiohiiian or (lormaii hnv

that permits practicall) nothing to be
returned to the States in hard \merican dollar-.
In a general way. if there s a choice
the
radio broadcast
listeners
will mass
listen of
to Europe's
a commercial
(if it's an\ good at all I in place of a
governmenl - sponsored airing. In
Frame, it's not unusual for 30' < of a
town to turn out to witness the broadcast of On Chante Dans \os Quartiers
i // e Sing in Our Neighborhood).
\

newspaper reported recentl) thai when
the program visited Messin it was a
< ase of Trois mille parapluies et beaucoup chanson [Three thousand iiinbrellas and plenty of song). Big turnout.- for important broadcast programare nothing unusual for commercials
in the I nited Slates but On Chante is
a 15-minute once-a-week airing. It has
no equivalent in the I nited States,
where a 1 ~>-minules-once-a-week ineither a recommended span of time.
SPONSOR

nor a frequency which produces effective audiences and sales results.
There is an illusion that Europe is
.t meat expanse where only non-commercial broadcasting is the rule. This
is far from the truth. Advertising is
accepted not only on Radio Luxembourg but on a 14-station chain in
Spain as well as Radio Andorra, by
Radio Monte Carlo (which recently
advertised in the New York Times for
sponsors), by both Italian networks,
Radio Sarrebruck I Sarre Territory
government owned!, six Austrian stations and Radio International ( Tangier. North Africa I .
These stations have audiences, but
the audiences for the most part haven't
American dollars, or their equivalent,
to spend. Although U.S. advertisers
have been urged time and time again
to advertise abroad, to sell the American way of doing business, one-way
streets are expensive even if the dollar is worth many times more on the
Continent than it is in the Americas.
When the great Coca-Cola empire
can t afford to go on pouring monev
into a market, which the American Gl
promoted during the war, it's evident
that the average U.S. business firm is
in no condition to tie up assets in
frozen currencies. The problem is
acute. The U.S. must be sold to the
English and to all Continentals. It
« ant be sold alone by what the Voice
of America beams to Europe, nor what
the Armed
Forces Networks
air for
Savon

soap

broadcasts

an

outdoor

show,

"On

the occupation troops.

cake pictures which went around the

Democracy requires commercial
broadcasting overseas. Democracy's
business, being activated by the profit
motive, can't go on indefinitelv doing
business on a one-way street. One solution. which has been proposed, is a
remitting of a percentage of corporation taxes if monev is being poured
into the European market for adver-

world with World War II. "Pin-Up"
is the trade-name lor a British version
of Toni. It's a Lever Brothers homepermanent wave product. The program
has so caught the interest of the British
public that even with the limited space
available in English newspapers today,
they featured, in one edition, the picture of the charwoman who was the

tising and promotion. Congress, being "princess" that day. She was phototo a substantial degree anti-advertis- graphed on her knees with a scrub pail,
ing, hasn't responded favorably to this
proposal but there are forces at work
in the State Department which may
achieve, by indirection, what is at present short-circuited in the legislative
body.
Listening habits vary from country
to countrv in Europe, as is to be expected. There are. however, several
canards that can be laid to rest about
listening habits in Great Britain. These

washing a door. It's something unheard of for an English newspaper to
recognize the existence of a commercial show broadcast from a foreign station for British ears,
English newspapers are anti-commercial broadcasting but the English
are not. Recently, when a Wireless
Telegraphy Bill was being considered,
the question was asked whether a
clause in the bill might not be used to

habits are not different than the U.S.'s. discourage listening to commercial staThis must be hedged to the extent that tions. At that time the Attorney-Genthe language of the 48 states may be eral, Sir Hartley Shawcross, stated "I
unintelligible to Englishmen. If a gag listen to Radio Luxembourg regularlv
depends upon an American colloquial- and intend to go on doing so. I see
ism.
it is to be abroad.
expected Manv
that itofwon't
be understood
the nothing in this bill which will endanger me. . . .
programs broadcast by the networks
The British Broadcasting Corporain the U.S. can reach even greater aution is anti-sponsored radio, and has
diences in England than they do in the been preparing for some time to proUnited States.
hibit talent appearing over the BBC
Typical is the success of Pin-Up networks from appearing on commerPrincess for a Day, which is the Eng- cial programs beamed to England. In
lish version of Mutuals Queen for a early June of this year, there was quesDay. The "Pin-Up in the program's tion of the continuance of Stewart
title has nothing to do with the cheese| Please turn to page 65)
ancy

British equivalent of "Queen for a Day"

gets strong tabloid

build-up
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COLOR
in advertisin
\ i" w sales dimensions for television
in si v emerge from I r< hearings
^g^ Color sells. It has always
force in
a dynamic
?|0^
^Br advertising, and with increasingly better advertising techniques
its use is constantly becoming wider.
As an attention-getter, it is used in
everything from soap-product packages to the Chesterfield ads on the
back cover of Life and the circus posters for Ringling Brothers.
Color, perhaps for the first time, is
being mentioned seriously in many
broadcast advertising circles as well.
With the start of the FCC hearings in
Washington (26 September) on many
new TV developments, such as the
proposed new TV stations in the Verylliuli and Ultra-High frequency channels, a new color-advertising horizon
is looming for agencies and advertisers.
As SPONSOR goes to press, the majority of the questions surrounding
the development, testing, transmission,
and pick-up of color TV are largely
unanswered. Whether or not the proposed RCA system (viewable on presiiit black-and-white sets in the lower
frequencies)
or the CBS mechanical-

32

color system (viewable only on new
sets or via adapters because of its
Ultra-High Frequency transmission
signal) will be authorized is still up
in the air. The RCA system has
caught the fancy of many advertisers,
but CBS, which has already sunk
$2,000,000 in its brand of color video,
is in there pitching, too. How long it
will be before the public will be seeing
color TV, how much adapters and/or
color-TV sets will cost are just a few
of the unknowns.
Of one thing broadcast advertisers
are becoming reasonably sure. In four
or five years (more or less) color TV
will be with the industry. A few farsighted advertisers are already thinking in terms of what their live or film
programs, their commercials and spot
anouncements are going to look like —
in color — in the living room. Most
TV advertisers have done little actual
planning along these lines, for the
simple reason that there has been little or no research done recently on the
selling problems in color TV.
There are. however, some important
basic guides for any advertiser who is

thinking, or has thought recently, of
using color TV. These guides are
apart from anything the FCC may decide about full-celor TV, and are
meaningless if color TV is put on the
shelf, as it was when CBS made its
first pitch in 1946-47.
Color in advertising, so far as most
broadcast advertisers are concerned,
starts with the packaging or the appearance in color of the product.
Some products, such as foods, lend
themselves better to good color packaging and color advertising than do
others, such as insurance services. The
mental connection between a given
product and a given color or color
scheme in the mind of a consumer is
a valuable plus in the advertising plans
of many companies.
This was strikingly demonstrated
not long ago when Campbell Soup was
pressing some litigation against Armour & Company. Campbell was trying to prevent Armour from using a
red-and-white color combination in
its product packages and cans, since,
argued Campbell, the combination was
l Please turn to page 45)
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Win with CKLW
ELEVEN top-notch AUDIENCE
PARTICIPATION SHOWS
that tempt the Detroit Area
with solid cash and prizes! ^^^

"COFFEE
"GOOD

^
QUIZ"— 8:45-9:00 A.M.— ^
Monday through Friday.
CLUB"— 10:15-10:30 A.M.— Monday

through Friday.

Eddie Chase's "MAKE BELIEVE BALLROOM"—
3:30-5:00 P.M.— 6:15-7:00 P.M. Monday

through Friday.

"OLD

NEIGHBOR

DETROIT

QUIZ"— 7:15-7:30 P.M.— Monday

Oakite "HOMEMAKERS TREASURE CHEST"—
11:15-11:30 A.M. — Monday,
"THREE

QUESTION

"QUEEN
"MEET

YOUR

Wednesday

and Friday.

DERBY"— 1 1:15-11:30 A.M.— Tuesday and Thursday.

FOR A DAY"— 2:00 P.M.— Monday

"FISHING AND

through Friday.

HUNTING

through Friday.

CLUB OF THE AIR"— 8:30-9:00 P.M.— Thursday.

MATCH"— 9:00-9:30 P.M.— Thursday.

'TRUE OR FALSE"— 7:30-8:00 P.M.— Saturday.
'TWENTY

QUESTIONS"— 8:00-8:30 P.M. Saturday.

'TAKE A NUMBER"— 8:30-9:00 P.M.— Saturday.

Guardian Bldg., Detroit 26

,iste°LeoP«e!
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Adam

J. Young,

Jr., Inc., National Rep.

MUTUAL

SYSTEM
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IT'S 9:30 A. M.: Saturday: The
• WRVA's 1300-seat theatre
lit housewives. Each one
writ
r
: 'in a
of your
product or watch your own demon-

IT'S some
10:00
A. M.:George
WRVA'sPassage,
"handNews Editor,
conducts the warm-up. Housewives
are called up to the fully-eguipped
kitcnen on the stage to tell all
about themselves. They get a basket
stacked with samples of each sponsor's product. Plus a sales talk.

IT'S 10:15 A.M.: One lucky
housewife wins the guiz that makes
her the owner of a brand new
modern kitchen sink.

IT'S 10:30 A.M.: ''Calling All
Cooks" is on the air with George
Passage as emcee. He guizzes a
group of chosen housewives on
homemaking and homedoings. With
loads of laughs and lots of prizes for
everybody . . watches . . . fountain
pens . . . clothing, etc. Plus a basket
of groceries.

IT'S 10:30 to 11:00 A. M.: Each
participant mentions the name of
grocer on the air. And early
Monday morning he gets a dollar
bill in his mail. With it is a card
saying the dollar comes with the
compliments of the "Calling All
Cooks"
sponsors
all introduction
named. The
flood of dollar
bills...is an
• our salesman.

IT'S 11:00 A. M.: The on-the-air
show is over, but the program lingers
on.
PassageHarriett
and WRVA's
homeGeorge
economist,
Allen,
show are
off cooked
the sponsors'
products.
Some
right on the
stage.
Others are demonstrated at the same
time, housewives get an opportunity to win a radio ... or a washing machine ... or an ironer.

IT'S 11:45 A. M.: The show is almost over. But not before the theatre
audience marches up to the stage
to sample the cookery. And to ask
all the guestions they want of homemaking expert Harriett Allen.

and the Kitch
Buy a participation on "Calling All Cooks" — WRVA's big new
quiz and prize show for housewives aired from 10:30 to 11:00
Saturday mornings — and you get everything but the
kitchen sink. That goes to a lucky housewife!
It's much, much more than you bargain for, too. Because
you pay a surprisingly low cost for a participation on a half-hour
broadcast. And you get two hours and fifteen minutes of
product-pushing performance. As you can see, from 9:30 a.m.
to 11:45 a.m., your product is made an important part
of the show — before it goes
. . . and after the broadcast.
mentions and lots of sales .
that makes Your Salesman

on the air . . . while it's on the air
All adding up to lots of
. . with a Grocer Promotion
Welcome in His Store!

To take advantage of all the sales opportunities that come
with "Calling All Cooks," call us or Radio Sales. We'll
show you how it can cook up big returns for you in a
$l,412,700,000f market where 434,253 radio families* live
and listen most to 50, 000- watt WRVA.
t Sales Management Survey of Buying Power,
' 50-100% BMB Daytime Audience Area

May,

1949

Richmond and Norfolk, Virginia
Represented by Radio Sales

WRVA

RTS. . .SPONSOR

RETAIL
SALES
NOW

UPll^

—continued from page 2—
Department stores
increase promotion

o
N.

Y. City College

in WGAC-Land!
Bank Clearings UP

NBC

$5,000,000
over 1948
for first eight months!
More than 100,000,000
retail dollars now paid
every twelve months in
WGAC-Land!

and
number

of Radio

Homes in WGAC-Land
has increased substantially — 175,280 (1949
BMB)

ADVERTISERS
Are

making
new
records on

sales

WGAC
580 Kc. - ABC - 5,000 Watts

AUGUSTA,
Avery-Knodel

36

Department stores in different sales groups expanded
promotion expenditures in 1948 from 10.2% to 10.9%
from 1947 levels, in effort to maintain sales volume,
reports National Retail Dry Goods Assn. Newspaper
expenditures rose 2%. Direct mail also increased.
Broadcasting proportion was unchanged.
drops radio awards

The

REPORTS...

GA.

City College of New York has discontinued annual
radio awards, after five years, because of "excessive number of annual contests" in broadcasting.
turns one table

on CBS: gets Sam

Spade

NBC finally has made one major raid on CBS, by getting Wildroot's "Adventures of Sam Spade" (BBD0).
Program began on NBC in 8 p.m. slot, Sunday, 25
September. NBC hopes soon to announce several more
accounts, including major oil advertiser.
Hollywood makes bid
for TV leadership

Southern California made first major bid for TV
leadership 22 September when Los Angeles Chamber of
Commerce backed all-out Hollywood premiere of Ed
Wynn's video network show, sponsored by Speidel.
"Radiotime" signs 100th
station subscriber

"Radiotime," Chicago, covering radio and TV programs
and time availabilities, recently signed WHOT, South
Bend, Indiana, as 100th station subscriber. Publication is mailed fortnightly to 4,000 executives.
Lang-Worth introduces
eight-inch transcription

Coincident with appointment of James A. Miller as
research and engineering director, Lang-Worth Feature Programs, New York, announces introduction of
a new eight-inch transcription, which he developed.
One-network TV monopoly
feared by Allen Du Mont
In connection with FCC hearings on color, frequencies, etc., Dr. Allen B. Du Mont of Du Mont Laboratories points out that "assignment of channels in
VHF and UHF frequencies tends to create one-network
monopoly. Many cities would have only one VHF
station." ... At same time, NBC announced five TV
additions, bringing its station total to 46.
SPONSOR

EASTERN

Sales Manager

WESTERN

Sales Manager

Wythe

Walker

Tracy Moore

551 - 5th Avenue, New

York City,

N. Y.

6381

Hollywood,

Calif.

Hollywood

Blvd.,

Mr. Sponsor ashs...
"Miouhl

lo |>r

SI sponsor

IlllV

•!<- his own

lillU'

program?
Assistant Advertising

Charles W. Shugert

Manager,

The
l*M*k<'ll

I'.'IIH'I

to the listening public. He is much
more likely to attract new listeners to

our beautiful "Bonn) Maid (Anne
Francis I. So far. thousands of viewers

his program by the use of every media
he can afford than he is bv concen-

have written in for the photo. The
three characters were created for television bv Basch Radio and Television

trating his money on newspapers.
The same logic should be followed in
the spending of promotional monev
that i- originall) used in the planning
of his over-all campaign.

answers

We

\\ hen an advertiser purchases
a program on .1
station, he should

■

go in with the
idea that this is
to he a long-pull
proposition. I t
should he looked
upon
Mr.

Embry

oped and be made

more

as a franchise to he enlarged and develand more

profitable.
It i- an obvious fact to all who have
been in the radio business for an\

recommend to our program advertisers that the) not only use newspaper ads and radio spots to promote
ihcii shows, hut that the\ also use window displays, signs throughout the
-lore, the front of their monthly statement-., portions of their car cards, hillhoards, truck signs, and an) other medium that the) have access to. All of
this effort pa\s off in results because
the program will capture its audience
much faster and make his franchise
more \ aluable.
R. C. E.MHKY
Vice President
WITH. Baltimore. Md.

I think iomatic
it's
axthat an)
sort of promotion

dium bv those who are far-sighted
enough to continue their radio advertising over a long period of time, with
constant promotion and publicit) given to their program franchise. Radio
results arc accumulated.

given a product
or a program is
good. \\ hat is
involved principallv is. do the
results justify the

\\ ith tin- idea in mind, of course, it
would be more consistent for the adne\

vertise] to spend a moderate amount
on spot radio advertising to

promote In- program feature. It is perfe< d) all 1 ighl to put some monej into

expense? We
have several wav s
Mr. Spector

We

feel it is part of the networks

job to promote its commercial show-.
We feel the network ought to put slides
and aural announcements on the air
for a reasonable

period (trior to a

show s premiere, and the evening before the regular performance of anv
commercial show. Some networks are
alert to this responsihilitv and cooperate nicely with sponsors, with
announcements
vision shows.

plugging network

tele-

II a sponsor- budget permits, shall
he put additional monev into spot announcements plugging the show or put
that same monev into the show budget.
to improve the show itself? We feel
that depends on the particular program, the budget, and whether a client
feels that additional funds could he
to improve

the

This brings me to niv third thought.

program.

II a sponsor is to spend monev on spot
announcements either on radio or television, would he be smart to spend the
entire time plugging his full-length
program, or should he also trv to sell
merchandise? We feel the answer lo
that one is prett] < >1>\ i< >us. I think he
should definite!) sell his product on
both radio or television spots, and then
invite the listener or viewer to tune in

In promote
OUT
s h o w . B 0 n 11 v

on his longer program.

Maid

has gotten two plugs for one. and if

I ersatile

Varieties. We give the studio audience photos of the commercial

newspapers foi tin- same purpose but,
jusl as in an) effective, well-rounded
« ampaign, pari of the budget should be
put into radio announcements in order

< asl 1 '"Wear" and "Tear" and "Bonn\ Maid I, and we tell the viewing

I" .11 hieve the greatest o\ er-all impact

audience to w rite in for a picture i . t

38

Productions.

used advantageousl)

length of time and to advertisers who
have used radio extensivelj that the
best re-ults are secured from this me-

"I

Shell Oil Co.

If the) do, he

the) don't, he still has the original
plug on the spot.

Sami el Spe< roR
President
Bonn fide Mills.

Inc.,

V.

Y.

SPONSOR

A

s h o w in a n

building an extravaganza wants
to attract as many
people as he can.
He trios to attract
them with the
most famous
names and the
Mr. Swan

I

greatest array of
talent he can af-

ford. Isn't running a radio station sti
show business?
Isn't it true that the
only thing a station has to sell to anyone— local, selective, or network — is
an audience?
And it's just as true that the most
famous names, the greatest array of
talent that a station can shout about
to increase its audience, are on the
programs fed by its network.
Not too long ago, during the lush
years, some affiliates were content to
sit back and count the take. Promote
network shows? Give them free spots?
Somebody was crazy, that was the
sponsor's job ... or the
Those days are gone
petition work up those
a hot-seat that burned

network's job.
forever. Comaffiliates with
holes in their

pockets. Today, from a station's own
standpoint, it can't afford not to promote programs.
Publicity and promotion on a national scale are admittedly the responsibility of the sponsor. working
through his advertising agency. In his
program budget the sponsor should
allow for the services of a good independent publicit) firm. They augment
and spur the efforts of the agency and
network personnel right down to suggestions for local-station promotion.
But when those suggestions and
leads reach the individual city, local
promotion becomes the responsibility
of the local station. The best tool that
the station has at its disposal to promote a network program is usually announcements on sustaining time.
This is not free advertising. The
sponsor's name and product are not ordinarily mentioned. It is, however, the
cheapest, most effective way for a radio station to build audiences and increase its own value to advertisers.
Local sales and national selective
campaigns naturally target on stations
that deliver better-than-average ratings
for network programs.
Robert Giles Swan
Radio Director
Joseph Katz Company
Baltimore. Md.
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WITH

AN

AUDIENCE-WINNING
FALL

Once again WCFL

SPORTS

CALENDAR

starts off the autumn sports season with a hand-

somely packed calendar of top events ! Notre Dame football games
are back again. The full schedule of the Chicago Cardinals 1949 grid
campaign will be carried exclusively over WCFL. Joe Boland, former Notre Dame football coach, will do the play-by-play for both.
Horse races from leading Chicago tracks will also be featured.
This unsurpassed line up means a ready-made audience for sponsors
of "hot" spots before and after these sure-fire sports shows at bargain
rates. Communicate with WCFL

or its representatives, The Boiling

Company, for remaining availabilities.

WCFL
50,000 watts
• 1000 on the dial
The Voice of Labor
666 Lake Shore Drive, Chicago, III.
Represented by the Boiling Company, Inc.
An ABC Affiliate

1949
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Inside metropolitan Salt Lake City, KSL
has the biggest audience ... a 34.9%
average share of the week's listeners.
Delivers highest average rating ... 1 1.4!
In the outside area, too, KSL leads — with
the lion's share of the listeners . . . 32.2%
of the audience. Stacks up the highest
average rating for the week . . . 9.4!

EVERY

INCH

A LEADER
. . . that's KSL!
That's what Benson and Benson. Inc.*
found when they measured listening inside
the 52 square miles of Salt Lake City and in
the outside areas of KSL's 74-eounty-unit,
quarter-million-square mile territory. t
This Diary proves that KSL is every inch a
leader in every part of Intermountain
America — a market where one million of
your customers ring up one billion dollars
a year in retail sales.
To be a leader in Salt Lake City or in the
outside area — or throughout all Intermountain America — buy the leader — KSL.
You'll find KSL makes your advertising
pay off every inch of the way at less cost
per customer than any other station or
regional network.
Independent research organization
f .jO-lOO^f Common Day-Night BMB Audience Area.

50,000 WATTS

CBS

Represented by RADIO

SALES

MAGAZINES
■ ( ontinued from /«/^c 2H i
In addition to programs, Macfadden
-in, c last Man li has been < onducting
.1 national spot radio campaign on all
it- publications, with ili«' schedule to
be maintained probabl) well into 1950.
In 1948, Ma< Fadden cir< illation ad

and gets the i ooperation <>l it- 750 distributors and 80,000 dealers in promoting the shows via truck banners,
ihu— I.iikI posters, and other display

foreign-trade problems, so in an attempt to jump Husincss \\ eel, circulation among the average public a tie-in
has
been arranged with WOK. I New
York).

es.
Still another publication making use
ol i adio m ithoul actuall) sponsoi in. .i

The magazine supplies a panel of
experts and .-umr ol it- staff members
oh a once-a-week. 15-minute program
which i- handled b) \\ OR as a sustaining public— ei \ iee feature, but which ibeing offered to prospective advertisers. Here again the publication benefit- through the repeated mentions of
it- name in connection with the experts
appearing on the program.
McGraw-Hill has been in radio before. A couple of years ago the cornpan) used a participation on Arthur
Godfrey's then early-morning show on
WCBS
i New York)
to push Science

program i- Husincss l\ eel,, one ol the
.11 magazines published b) McGrawHill. Although most ol the McG II
output i- primaril) technical, tlii> publisher feels that man) more people than

vertising a< ti\ ities were dh i*I< -*I between radio and newspapers about
evenly. The publishing house throws
all it- promotional resources behind
the programs <>n which ii collaborates.

top-level executives are vitall) interi sted in labor, marketing, business, and

1

*

ON

THE

Sail into
Sales
MELLOW

VOICE

Illustrated. McGraw-Hill doesn't blame
radio for the fact that instead of having it- circulation upped, Science Illustrated suspended publication not
long after this campaign was over.
The Reader's Digest has used selective broadcasting quite consistent!) in
building it- 8,000,000 plus domestic

OF

KENNY SARGENT

McCall Corporation discovered the

8 a.m. ro 10 a.m. daily

AVAILABLE

in a quarter hour of

listenable music, Memphis'
standing "name personality"

out-

9:45 a.m. to 10 a.m.
The Kenny Sargent Show

5.9 HOOPER
(Latest Memphis Continuing
Measurement)

WHHM
Independent — But Not Aloof
MEMPHIS, TENNESSEE
PATT

McDONALD,

manager

Representatives:
INDEPENDENT

K
42

METROPOLITAN

SALES

circulation. The Digest also had a tieshow.
up
with Campbell Soup on a network

selling impact of radio and television
onl) recently. To publicize the shift
of Mrs. Eleanor Roosevelt and her column. //) ou Ask Me. from the Ladies
Home Journal to McC all's Magazine.
the latter last June went in for an intensive AM and T\ spot campaign.
The visual medium was used via film
announcements on 15 TV stations in
ten cities, while spots went on radio
stations in 22 cities, which were increased to 30 in August.
The announcements all centered
around Mrs. Roosevelt, and were
aimed primarily at women listener-.
They followed the basic psychological
approach of soap operas ("What would
you do if you were married to a man
like the President of the United States
whom you rarely saw?", etc. I . and the
results proved to McCall conclusively
that radio and TV can sell magazines.
The June issue of WcCalVs was a complete sell-out.
Not so happy, however, yvas the recent experience of Fawcett Publications. Inc., although its testing of
broadcast advertising was hardly fair
to thai medium. Fawcett doesn't believe that radio can sell subscriptions
or increase newsstand buying, and had
{Continued on page 17)
SPONSOR

RADOX
(Continued from page 31 I

percentage of radio listening to I \
viewing in areas covered. Also included will be weekly newsletters showing
trends, and graphic charts showing the
cross-section will he installed first, followed immediately by all other homes
in the sample. The first New York
Kadox television report, therefore, will
be coming slightly ahead of the first
radio report.
Since the area sampling technique
involves a "fixed panel" of homes (selected at random within each area I .
the cross-section will automatically reflect the growth of the television audiences, as additional members of the
fixed sample buy sets. The increase in
sample TV homes will, of course, be an
accurate ratio of the increase throughout the area sampled. This will be a
true, "self-adjusting" TV sample.
Non-telephone homes are accounted
for in all Radox samples. That this
can be accomplished economically is
another triumph of ingenious Radox
engineering. It also means the approximately 50 areas in which Politz
is setting up the national sample can
and will include the proper proportion
of rural homes.
In each market area where sponsors
desire an individual market breakdown
of Radox data, the local sample will
be increased to the necessary proportion over that required to represent the
area adequately in the national sample. Each area (starting with Philadelphia, Chicago. New York) will have
its own Radox service. Eventual national reports would be special rating
reports based on a composite of individual area reports.
Scanning (monitoring) of Radox
homes in the City of Brotherly Love
is currently from 8:00 p.m. to midnight Monday through Friday; noon
to midnight Saturday; 6:00 p.m. to
midnight Sunday. Regular reports
show total tune-ins, 6-minute tune-ins,
average tune-ins. and share of homes.
These and other services are (and will
be) sold to clients a la carte, with progressive discounts for more services.
Sindlinger plans to offer some
ices on a subscription basis. These
include daily competitive program
ings and share of homes. These
ings will automatically show the
(Continued on ]>age 61 I
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servwill
ratrattrue

' ...

we

attribute our 13.6 percent

increase over and above

Example

#18

sales quota

solely to radio." So writes Automatic
Heat, Inc., selling Timken Oil Burners,
who originally bought John Facenda's
"Night Extra" news program 3 nights

f

weekly . . . then renewed

and added

two nights a week and a 15-minute prefootball period every Fall Saturday!
What

do YOU

have to sell?

WIP
Philadelphia
Basic Mutual
Represented Nationally
i:i)\V \IM» I'llltV & CO
43
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<>.xunupl<>s o/

how to make a TIME sale
Example

Example 3:

1:

\ large beer distribute)] using a list of New England
stations carefullv analyzed a SPONSOR

round-up

Btor) titled "Beer on the Air." Result: it increased its
radio appropriation loir, on ever) station over which
it advertised.

Two advertising agencies in a large tit) told an identical story. In both cases a client had curtailed radio
advertising for the 1949 summer. In hoth cases the
agency gave its client a copy of SPONSOR'* summerselling issue. Result: in one case $12,000 of radio
advertising was reinstated; in the other $48,000 was
reinstated in one area alone.

Example 2:

Example 4:

A 50,000-watt station in North Carolina advertised
an available daily program via a full page in SPONSOR. Result: the advertising manager of a large drusr
firm contacted his advertising agency and requested

A station in Virginia had failed to dispose of its expensive baseball package and the season was about to
start. Then the manager received his current SPONSOR containing an article on baseball sponsorship.
Result: over the week-end he showed a prospect the
SPONSOR "evidence"' and landed his contract.

thai the) bu) it.

They did.

These are only several of the many scores of sales which have been reported to SPONSOR

as a

result oi it- "use value" concept of publishing.
One third of all radio stations contacted during
a thirty-day across-the-desk survey reported one or more sales that had come about, directly or indirectly, through the use of SPONSOR.
SPONSOR
'"''''•

is 100' , devoted to the use-interest of broadcast-minded agency and advertiser
executives.
It- paid subscriptions among broadcast-minded buyers is the largest in us

''~ pinpointed appeal, bright format, and easy-to-read pages insure intensity of readership. Whether your list permits only one magazine or several, SPONSOR is the buy.

For bu\

(SPONSOR
/ Radio and Television

COLOR
I Continued from page 32 )
so identified with the soup firm. Actually, it was not an argument in which
color figured as one of the reasons
for buying, but two tests made by
Professor Nixon, of Columbia University's Department of Advertising,
show rather dramatically the sales
value of color.

ED EVANS

The first test (both were made in

IS LOOKING

large supermarkets) concerned the effect of a fictitious brand name on a

FOR A JOB

can of Campbell's soup where the color
combination of red and white remained the same.

Ed Evans, for 7 years Research Director
ol ABC and for 8 years prior Assistant Director
of Research for NBC. is now available.

Six self-service stores were selected.

His intimate knowledge and vast background in
all fields of advertising and media research is unusual
in this day of single field specialization.

Campbell had printed some special labels for its cans, and placed displays
of the new product far enough away
from the regular Campbell red-andwhite cans to avoid direct confusion.

He has introduced many new ideas in both qualitative
and quantitative research. Recently elected President of the
Radio Research Council. Evans is held in high esteem by
all members of the research and advertising fraternities.
Thoroughly familiar and conversant with audience and
market research. Ed is a prime candidate for any alert
management seeking to learn fundamental truths and facts
about the distribution and selling of goods and services.

The labels bore the somewhat lugubrious name of "Gagnoyee" in place of
the usual "Campbell." Clerks at the
check-out points were told to call the
attention of any shoppers to the fact
that Gagnoyee soup was not Campbell
soup.

To arrange a meeting call Ed Evans at TRafalgar 3-7000 or write to
him at ABC. Television Center. 7 West 66 Street, New York 23. N- Y.

At the end of the experiment, it was
found that of all the people who had

JxAAi Qn fasJiij. Way

been buying either "brand" (of course,
they were identical inside the can),
136 people had been picking up Gagnoyee. thinking it was Campbell, for
every 100 who had selected Campbell
by name. Every one of the women,
when told of their error, returned the
Gagnoyee Soup to the shelves and
came back with the customary can of

WSJS

(Gives Bonus Coverage of Greensboro

Campbell's.
Again, in six self-service stores,
Campbell soups were put out on display. However, one-half of each display consisted of the regular red-andwhite cans and the other half consisted of cans which were identical in
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High Point)

by
1st in
1st in

Listening (Hooper)
Network (NBC)

1st in Power
(5000 watts)
1st on the Dial (600)
1st on

every respect — except that all labels
were printed in green and white. A
check up of sales showed that the familiar red-and-white labels were purchased in a ratio of 15 to one.
It is easy to understand why Campbell, when it advertises to women, prefers to feature the color of its packages, as well as to set up a colorful
picture of the product ready to be
served in its magazine advertising.
Campbell Soup has long been a broadcast advertiser, and when color TV becomes a commercial reality, it is not

and

the

Air

(1930)

Naturally, it follows that WSJS is
FIRST in AdvertisingNLocal-General-Network.
Your FIRST and BEST Buy!

Represented

Affiliated

45

with
NBC

(^ WINSTON-SALEM
THE JOURNAL-SENTINEL

(fy

STATIONS

HREEA
EDL CO.
EY-

unlikel) that Campbell will be a major
color TV advertiser.
Over and above the color factors of
packaging, the very fad that color is
used in ads pa\s off first as an attention-getter, and also in other qualitative factors of retention and depth oj
impression, and in intangibles like
This has been found in such media
prestige.
as outdoor posters and point of sale
virtuall) all of which todav
displays,
are
in color. It has been shown in the
increasing proportion of four-color to
black and white ads in magazines.
The latest figures on this, prepared
l«\ Daniel Starch, give a good indication of the value of color in magazine
advertising as something that makes a
reader stop. look, and read. I sing
the total number of ads I .")i>i!7 1 run
in both black-and-white and fourcolor i full page, half-page, two-thirds
of a page) in 1948 in Life, Saturday

Off //if

cash
register

Eveningmine Post,
and Collier's
male reading
habits, to
anddeterthe
same ads in the same magazine, plus
3946 others which appeared in Good

You can go out to dealers, hundreds of
miles from Nashville, or right in town—
and there you can see the WSM story on
cash registers. They ring up 650 so regularly, these merchants, they know the
station has a special power to sell their
customers. Go take a look for yourself,
as we have, and you'll find it in store
after store— all through the Central South.
\0

*1*

It isn't just our 50,000 watt, clear channel power, nor the excellent reception
we provide dependably over an area
that otherwise would be poorly served.
Nor the fact that our programs are
good, balanced, and specially designed
for the audience we know so well.
The reason they act when they listen is
that they know they can trust and
believe and buy what we sell them.

Housekeeping. Ladies' Home Journal.
McC all's, and Woman's Home Companion to evaluate female readership.
Starch shows clearly the value of color
in advertising practice. Here are the
Starch findings, which show the increased noting and reading of color
ads over black-and-white ads among
males:
"Noted"
42'J more

M.-ii

25% more

Most' man\mong women, to whomReadfood
ufacturers direct appetizing-looking
color ads featuring everything from
cakes to steaks, the effect was even

greater. Following are the Starch figures showing the increased noting and
reading of color ads over black-andwhite among distaffers.
2 ' ; more

Women
50% more

Read following
Most'
It is logical to ask the

question at this point: What has color
advertising
tele\
ision ? got in common with color
Noted"

HARRY STONE, General
IRVING WAUGH, Com.
EDWARD

30,000

WATTS

•

CLEAR

CHANNEL

•

650

PETRY

KILOCYCLES

&

NBC

Manager
Manager

CO., Nat'l

Rep.

AFFILIATE

Actually, there are many basic
points of comparison. For one thing,
the increased production charges for
full color in magazines is currently
averaging about 25%. Preliminary
estimates show thai the increased
charges for color video (part of the
production charges, not time charges)
i Please linn to page 63 •
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MAGAZINES
(Continued from page 42 I

between the publication and NBC. and
created considerable favorable coin
ment as one of the first instances ol

real interest in their product.
Circulation figures for leading publications for the first half of 1949 arc

never used it until last spring. At that
time, to reach housewives with a premium offer in connection with one of

astute public-service features in the
visual medium.
When magazine publishers go into

its women's group of magazines, the
publishing firm went on three ABC
stations in New York, Detroit, and Los
Angeles with 15-second chain breaks.

radio advertising, it's largely to increase newsstand circulation, since the

now being compiled, but industry observers have noticed an upward surge
in both newsstand and subscription
buying. After the usual seasonal slum])
in the second quarter of the year, September has been a better-than-normal
month for the magazine-publishing

Inasmuch as the "campaign" ran all
of one week, radio can scarcely be held
to account for the failure chalked up
against it by Fawcett.
One of the earliest users of broadcast advertising to build circulation
figures was Time. Inc. To hypo the
then budding Time, a 15-minute weeklv news quiz, called Pop Question
Game, was started in 1924. Four years
later the quiz show was dropped in
favor of a syndicated series of news
broadcasts, prepared by Time, and
read by announcers on the stations
running the series. In 1929 this format was supplemented by brief news
dramatizations — the forerunner of the
now famous March of Time program
which made its debut in 1931. on the
CBS network.
The March of Time remained on
CBS until 1939. disappeared from the
air for two years, and then went on
again from 1941 until 1945. when it
was dropped for a second and final
time. During its last several years, the
program was shifted from CBS to the
former Blue network of NBC (now
ABC) to the old NBC Red web and
back again to the Blue. Time. Inc..
sponsored the show throughout its career, except during 1935. when the
publishing house alternated sponsorship weekly with Remington-Rand, and
during 1941-43, when Servel. Inc..
picked it up for several short periods,
mostly during summer hiatuses.
Life, like its older brother Time in
the Luce family of publications, has
used, and is using, prestige broadcasting that also carries strong sales impact. The picture magazine, naturallv
enough, is in TV. with Crusade in
Europe, a 26-reel film — spread over as
many weeks — based on General Dwiglit
Eisenhower's book. The film, plus
guesting military personages, is on the
ABC-TV network.
Life's first venture into video came
in the summer of 1948 when it televised both the Democratic and Republican national conventions to nominate

state of a publication's "health" is determined b\ that, rather than by its
subscription list. Buying a subscription involves only one action; the willingness of a person to go to a newsstand 12, 26. or 52 times a year is a
truer indication, publishers feel, of a

field, it's reported.
Those publishers currentl) using radio feel that the medium is definitely
one of the reasons for the overall upward circulation trend.
* * *

. . . for every $7
throughout

which

you sell

the nation you should sell

$1.20 here*

• RETAIL SALES— While the nation's sales are up
211% RICHMOND'S sales are up 252%.
• EFFECTIVE BUYING INCOME— On both a per capita
and per family basis, RICHMOND and its area are
a better buy.

WRNL

covers

and

serves

this

marketing area . . . helps you GET

'1949 Sales

''Survey of
Management
Buying;

RICH

RICHMOND

that BONUS

20%.

50% OR MORE of the radio families
listen to WRNL, in 39 of the 72-county
WRNL coverage area, according to the
BMB study.
BUY a PROGRESSIVE station in a
KEY-POSITION in a TOP MARKET!

Power"

buy ...MIRM
5000-WATT
ABC
AFFILIATE

RADIO

CENTER"

WML

• RICHMOND

fmVA.

presidential candidates. The special
telecasts comprised a joint promotion
26 SEPTEMBER

1949
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a SI'OXSOIl monthly tabulation

Contests and Offers
PRODUCT
B. T. BABBITT

CO.

David
Harum

Bab-o

Howdy
I loody

COLGATEPALMOLIVEPEET CO.

BACON
BOTTLING

I PROGRAM

Dental
Oreme

MTWTF
: 15 pm

Tu&Thurs
. 1 5 6 pm

Six

Howdy

Send four labels
to program,
Box

royal tulip bulbs.

Doody

miniature

TV

set.

Sat.
Party
Telegram
Dance

CO.

Saturday
10-11
pm

Do You
MTWTF
Remember;
7:15-7:30 pm

GENERAL
ELECTRIC
SUPPLY

F\I

Hadio

Sammy
Kayo

Motorola

TV

Send
L5e and top from
box contain
ing a tube of Colgate Dental Oreme
to spongoi

Listener
must identify
mystery word
from
(lues given on program
and
in
newspaper ads.

sets

One G. E. table model PM
AM radio weekly.

from
Babo or Glim
85. N. Y. 8, N. Y.

and

NBC

WTHT
Hartford.
Conn.

Awarded
to the listeners
writing
tinbest jingles on the advantages of KM
reception.

Sunday
1:30-2

CBS

WTHT
Hartford.

pm
Conn.

Saturday
Saturday
Dance
8:30-9 pm
Party
11-11 :30 pm
Wendy
Maxwell
House
CoftVo

GENERAL
CORP.

Warren

MTWTF
12-12:15 pm

Expense-free
five-day
vacation
for dog dition
andto other
two persons
in admerchandise

FOODS

In 25 words or less answer question:
I feel so tired, listless and all woofed
out:
how
do you keep
in such
fine
fettle!"
Enclose top from package of
Gaines
dog
meal
or Krunchon.

CHS

prizes.
Sunday
Post
Cereal

House of
Mystery

1 I :30

pm

Air

speed

Send
25c
and
a box top
Raisin
Bran to Post. Bos
Creek.
Mich.

indicator.

from
Post
60, Battle
MBS

Lux
Radio
Theatre

Lux

Monday
9-10 pm

Beauty contest for 15-yeai old
girls. Winner will receive trip
to Hollywood, screen and TV
tests plus a complete wardrobe.

Submit picture station.
of any 15 year-old girl
to the sponsor in care of your local

Certificate worth two dollars
as credit against the purchase
of any Westinghouse
product.

Send
two
Spry
wrappers
to Levers
Home Value Club. Box 84, N. V
B,
X. Y.

CBS

LEVER BROS.
Spry

Jennj
A u ot

Mary

NASH-FINCH
WHOLESALE
GROCERY CO.

MTWTF
12:30 pm
1215-

One
( N.i-li
offe<

f Inmemaker
Moore's
Program

CBS

MTWTF
9-9:30
am

dollar for the best recipe

of the day and five dollars for
the best recipe of the week. A

Va.
W.7AG
Norfolk.
Sen.l

favorite

recipe

to program.

recipe booklet is sent to everyone who parti, ii.. ilex
WRFC

PARTICIPATING

PROCTER
&
GAMBLE

Nations

Duz

Party
w I; i i
Telephone

Right
To
Happiness

MTWTPS
10 l" 30 am

MTWTF
3 :45 1 pm

Cash

Listener must answer riddle either
telephone
or mail.

prizes

Kitchen
cleaversteel
with blade.
a 10-inch
stainless

Send

<>0c

in

coin
cinnati

to

0.

sponsor,

by

Athens.
Ga.

CinMBS

QUAKER

CO.

Full-O Pep

Man
the

on

I 'J 1 pm
Saturday

i

Booklet

on

how

to boost

egg

Send

request

to sponsoi
station.

in

care

production.

SUPPLY

Zenith

lies

per aw
dajaj

detailing

\!((
w Va.
SVS

Four spots

RADIO
CO.

of

( lew e.

Various
SMTWT1 -

Zenith

Radios

Rules

change

ca. h

w eek.

times
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SPONSOR

Eleventh

in a series explaining why
SPONSOR is the best buy

s?

iled but not f nrqotren at
ESTY and SCHWIMMEM
LHow does a business paper achieve intensity and

WILLIAM

longevity of readership?
That's a question that
SPONSOR answers in a word . . . use-value.
t broadcast-minded
agency executive
Ivertiser will tell you that SPONSOR

& SCDTT
ESTY CO.

Subscriptjoag 3to SPONS
Home
OfficJOR

or national
measures

Timebuyers
Others

Executives
Acct Exec
Radio Dir

high on his list because its facts have usemeanini its pages are designed for fast rga*
stVle competes favorably ]

Some Esty chilli!. wliT?Hw»iit^: ColgatePalmolive-Peet Co., THWffS^Teeming & Company, R. J. Reynolds Tobacco.

Its is\ues are trpj^MiHTny buyers of radio and television^UJ*«l'Sfnall wonder that this unique publication has achieved, in three years, more paid and more
than twice the total advertiser and agency circulation
of its nearest competitor.

Can you think

of a more logical market place for your station message?
"SPONSOR talks our language and gives
us invaluable and current information. Our
office file of back copies of SPONSOR has
proven im>aluable."
KENDALL
FOSTER,
Director Television Dept.

SCHWIMMER
Executives .
Acct Exec

1
I

Time
Others
uyers

"SPONSOR to me is the best in the field.
As a matter of fact, I have almost all the
copies in my files from the day it started
publication. For radio and TV news, it
cant be beat! I find myself constantlyreferring to back issues for information of
all kinds — most particularly for TV growth
and

& SCOT

Subscriptions to SPOI

Some

Schwimmer & Scott clients who subscribe: Keeley Beer, Schutter Candy Company,

Walc|>g»tf*^?m^S

acceptance."
EVELYN R. VANDERPLOEG,
Schwimmer & Scott

You're
with

sponsors
when

in
and TV advertising

sure

you

SPONSOR
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and

hit

ri o m e
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day and night, the
largest average audiences
January— June*
for the first half of
1949, 5 of the top
10 television programs'

ever since network
television became a
reality, more advertisers
and more sponsored
hours on NBC Television

NBC
AMERICA'S
TELEVISION
TV Hooperatings

No. 1
NETWORK

Network, national and regional selective, and local-retail television
groups all expanded in August from July levels. With the 12 months of
July 1948 to June 1949 as a base of 10(K;. the overall August network
figure rose from 175.4% in July to 190.2% in August. National and regional selective meanwhile climbed from 184.1% to 202.8%, and local
retail from 2 12.8 to 255. 1%. Radio. tele\ ision, and appliances more than
doubled their network -hare, from 12.1 to 31.7%. In national and regional selective, tobacco rose from 15.7 to 18%, but jewelry continued

^

tv trends
Based upon the number of programs and
announcements placed by sponsors on TV
stations and indexed by Rorabaugh Report
on Television Advertising. Business placed
during
is used

average
as bose

first, with 30.9%. In local retail the various classifications, led by "appliance-"" with 26.9',. held about the same proportions in August as in
the preceding month.

month June 1948-Moy 1949
in each
division
of report.

"TOTAL'' AND

TEN-CITY

BREAKDOWN

TRENDS

OF

TV

BY

BUSINESS

CATEGORIES

.8

JUNE JULY AUG SEPT I OCT NOV

DEC JAN

FEB

MAR

APR

MAY

CATEGORY

JUNE JULY AUG SEPT OCT NOV DEC

NETWORK
NETWORK
Clothing

Radio TV & Appl
Soaps & Toiletries

12.4
18.6

16.2

9.0

0.6
26.2
14.6

0.0
12.1
18.0

4.8
31.7

4.2
1.0

Beer ft Wine
Conf ft Soft Drinks
Home Furn

0.4

0.S

1.4

1.6

2.0

2578
Gray area: total units of business

175.4

100»/o average 12 months June '48-May '49
Black area: constant base
cities, 15 stations

BfrmtFrn ^ of 10

NATIONAL & REGIONAL SELECTIVE
4.9
3.1

6.8
2.6

17.8

NATIONAL & REGIONAL SELECTIVE
0.3

1.2

12.3
1.0

10.2

4.6

4.4

3.4

3.7

11.0
2.7
27.6

15.7
30.9

Clothing
Radio TV ft Appl
Soaps ft Toiletries

0.4

18.0

Builders ft Sup

0.7

Home Furn

1.5

1.7

14.1

15.7

6.0
4.3
10.0 911.3

5.0
4.2
11.8

2.1

3.5

3.6

5.4

4.4
3.0

4.3
2.9

Gray area: total units of business

U5.6i 114.1

2028

100%
average 12 months June '48-May '49
(Black area: constant base
of 10 cities, 19 stations
4.9

LOCAL RETAIL

Dept Stores
Heme Furn
Hotels ft Rest

Personal Services
Redie TV ft Appl

25.5

7.0 i 266.89
24.5
15.4
14.3
1.7

1.7

Beer ft Wine
MM

242.1

255.4

Gray area: total units ot business
100°o
average 12 months June '48-May '49
IBlack area: constant base
of 10 cities. 19 stations

0.4
02

0.6
0.1

2.4

3.1

1.4

JAN

FEB

MAR

APR

MAY

IN

AMERICAN

PARLORS

AT DINNERTIME

THERE

IS RAPT

ATTENTION.

CHILDREN

VIEW

A

SHOW

ON

WASHINGTON'S

WOIC

TV captures the kids
Costs are low. results often startling. But
juvenile shows must be enreiiillv planned
_^/ti&>\ group of 3- to 12-yearmoPPets> staring raptlx
^wi#0'^
at the TV shows aimed at
the juvenile trade, is becoming a
tamiliar sight in American living
rooms. The relative novelty of television has caused many to think that
TVs juvenile programs are equalh
"'new. " Nothing could be more wrong.
BasicalK. entertainment designed to
beguile the kiddies is as old as the art
of entertaining itself, and has changed
less than any other form of theatrical
endeavor.
While the Greek poet Homer sang of
the brave deeds of Ulysses, Athenian
youngsters were laughing at the crude
puppet shows staged below the Acropolis. While the Crusaders of Richard
I stormed

Acre, an Italian

puppeteer

For

Phillips, more

soup sales via "Lucky

Pup"

was amusing the moppets in Rome
with a set of puppets on strings, the
first marionettes. While Napoleon
languished on St. Helena, English
youngsters laughed at the antics in the
travelling '"Punch and Judy" shows.
Today's TV kid shows — everything
from Howdy Doody and Lucky Pup to
Captain 1 ideo and Lone Ranger — are
basically the same wonderful land of
adventure, imagination, and romance
that was visited vicariously by the
small fr\ in the da\s of the glory of
Greece. The intervening years have
brought only changes in the method
and motive of presentation. Todav. kid
shows are one of the major factors in
commercial television, and are rapidly
becoming big business.
An inspection of the weekly pro-

Cartooning:

Low-cost "Cartoon

Teletales" pay off

Western:

Wagon"

i. mi schedules "I the four major l\
networks shows this clearly. About
one out of ever) three programs seen
on tin- visual network air today is a
show aimed squarely at the juvenile
audience. Almost TV ; of them are

invariably above average, sometimes
reaching top-bracket popularity levels.
Costs are below average, on the
other hand, and can run as low (according to Wallace A. Ross Associates) as $750 for 15 minutes, with

sponsored. In addition to this line-up,
a growing list of both affiliated and independent TV stations is devoting in• reasing time and programing efforts
toward building good juvenile shows.
\gain. more than 00',
of them are
sponsored.
The advertisers who sell thus in a

•si 200 being about the average for a

triple |»la\ of moppet-to-mother-to-retailer cover a wide range, from cereal
and cand) manufacturers to makers of
television sets and sportswear. Juvenile shows are proving themselves
daily to he among the most effective
mail-pullers and result-producers on
contest and premium promotions that
are to be found in TV.
Sponsor identification reaches heights
in juvenile shows never touched by
ladio. Brand loyalties, something that
radio at all times found difficult to
establish in the fickle juvenile field,
are much stronger. Program ratings
on a well-planned TV kid show are

Fantasy

Dogs and guns bark on the "Chuck

Paul

Tripp

as

"Mr.

I. Magination"

typical 30-minute TV children's program. This sort of pricing compares
more than favorably with the Rossreported S4500 average for typical 30minute TV comedy-variety programs.
Costs of TV kid shows on a local-station basis are in a similar ratio, often
around $250.
Nearest and dearest to the hearts of
advertisers and agencies, however, are
the sales and promotional results
brought in by juvenile shows in TV.
which in some cases have sent sales
curves skyrocketing and have bad
dealers excitedly re-ordering merchandise that has moved faster than ever
before. Here are some typical examThe shoe firm of Roberts. Johnson
& Rand
l Poll-Parrot Shoes) recently
ples :
bought a Wednesday afternoon 15minute segment of NBC-TV's Howdy
Doody.
Soon after, the manufacturer

Science:"Captain

Video"

penetrates

deep

mysteries

Variety: Age-old

success formula

is "Super Circus'

decided to run a free-premium promotion, using "photo albums" that
were to be given awav to the kids bv
Poll-Parrot dealers. Roberts. Johnson
& Rand were well aware that frecklefaced, drawling Howdy Doody is one
of the country's best salesmen-onstrings. Accordingly, the shoe company ordered 100.000 albums and sent
them to the dealers. This, felt RJ&R,
would be more than enough. They
were wrong. During the first 24 hours
I in some cases, a few minutes after
the close of the Howdy Doody telecast
that made the initial offer) the dealers
used up the entire supply. A second
order for an additional 75.000 had to
be rushed through to appease the
block-long lines of kids who wanted
them.
Other Howdy Doody sponsors have
stories that are equally as good. When
the candy firm of Mason. Au & Magenheimer introduced its Mason cocoanut
bar. the confectioner) concern knew it
would be up against tough competition
from alreadv -established heavilv -promoted brands like Mounds and Mars.
The company decided to test the pull
of Howdy

Doody on the product

Storytelling: "Uncle

Jake's House"

in-

sells dog food

troduction in New York. Like PollParrot, Mason used only a weekly 15minute segment of the show.
In a matter of a few weeks, the new
candy bar achieved a 90% distribution
in New York, due to the demands of
small-fry audiences for the new product. Later, a Mason premium of a
humming lasso for two product wrappers from the new cocoanut bar racked
up 60,000 requests in 13 weeks. Other
Mason premiums have pulled equally
well. Mason is currently out of TV
fits Howdy Doody time was snapped
up immediately by Mars, Inc.) while
it re-aligns its fall-winter advertising
plans. When Mason returns, an even
more extensive TV campaign, reportedly via juvenile programing, will be
undertaken.
The Whitehall Pharmacal Co., for

gathered in the statement of WEWS'
F. E. Weidman: "It is perhaps too
soon to make a positive sales estimate
on Ideal, but Wilson reports a 'tremendous spurt in dealer sales and
consumer movement.' A spokesman
for Wilson says that television is 'responsible for opening several hundred
new dealer outlets in Cleveland alone'."
Like the Mason success with Hotvdy
Doody, Wilson has discovered that
juvenile programing in TV can create
distribution facilities almost overnight.
In Cincinnati, the John Shillito Co.,
the largest department store in town,
bought a series of pre-Christmas par-

its Kolynos toothpaste, has been getting increasingly higher premium returns (in the case of Whitehall, this

ticipations last year on WLW-T's
juvenile-appeal Junior Jamboree, a
Monday-Friday melange of kid films,
games, music, cartooning, stunts, and
such like. The Shillito commercials
featured a series of 18 toys that ranged
from 98c to $39.95. In each case, the

means sales, since it's a Whitehall formula to use box tops) since it started
sponsorship of a Monday-Wednesday-

toy — despite the increasing prices —
was a sell-out before noon the following day.

Friday segment of DuMont's Small
Fry Club. One such premium was run

For some broadcast advertising oldtimers, results like these have a
familiar ring. They are reminiscent,
more than anything else, of the type
of results obtained by the juvenile
shows that flourished in network radio

recently with an "Injun Beanie Cap,"
a plastic gimmick that fits over the top
of a Kolynos tube, and which was
offered to the smali fry for a box top
and a quarter.
During the first month of the offer
on an eight-station DuMont network,
12 announcements were made, showing, in every case, the premium. At
the end of the four weeks, the agency
I Dancer-Fitzgerald-Sample) made a
preliminary count. At that point,
25,000 returns were in, with more
coming. Cost-vs.-return was about half
of what it would be in radio.
Wilson & Co., the meat-packing firm,
is one of a group of five sponsors of
Uncle Jake's House, a sort of TV rumpus room in which Gene Carroll tells
stories, reads moppet mail, and congratulates birthdayers, seen on Cleveland's WEWS. Wilson plugs its Ideal
Dog Food by way of two running
characters in the show, "Specs" (dog)
and "Clarence" (cat). The latter, a
ham actor if ever there was one, took
to Ideal with gusto and is able to
recognize a Wilson can on the air
when offered a choice.
Some idea of what Uncle Jake's
House and WEWS' well-planned promotion of their high-rated show (it
ranks second of all WEWS local
shows, on an Ohio advertising agency
survey) have done for Wilson, can be
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in the early 1930's. At that time, shows
like Bobby Benson, Buck Rogers, Tom
Mix, and Uncle Don were racking up
similar sales gains, making similar
overnight product distributions, and
were garnering similar harvests of box
tops and coins for simple premiums.
These radio juvenile shows, sponsored for the most part by cereal
manufacturers and food companies,
literally drove themselves out of business in a pyramiding premium war in
the late 1930's, during which frantic
ad managers continually sought a bigger, shinier, and more attractive premium than the competition. So far,
the situation hasn't repeated itself in
TV, nor does it show any of the symptoms of the collapse of juvenile programing in the late 1930s.
Since many of the same firms who
were participants in the unlamented
premium war — firms like Kellogg,
Ralston, General Mills - - are now
sponsoring juvenile TV shows, they
are bringing to their TV sponsorship
knowledge sorely earned in radio.
Premiums are not likely to become
boomerangs as far as TV is concerned,
nor are any other contest or mail-pulling promotions. Once was enough.

I hi- knowledge "I radio juvenile
programing, on the pari "I ag< n< ies,
advertisers, and broadcasters, has al, id) been applied to the programing
problems "I moppet-appeal l\ Bhows
a- well. 1 1 ue, I \ added a \ isual element that radio nevei had for the

i«) the visual air a 52-week, weekly
half-hour series of I lie Lone Ranger
on film. 34 stations carried the premiere. The opening chapter, which
reviewed the origin of the Lone
Ranger, had all the elements of the
radio series, in which each episode is

kiddies and fnr which radio compensated largel) bj fast-ai tion stoi ies and
gunshot sound-effects. However, main
ol the basic juvenile-appeal formulas
are being < ai i ied over to T\ .
I ..i example, General Mills, which
has sponsored The Lone Ranger for
nearh a decade in radio, is bringing

complete in it>elf. not like the Saturday-morning Western-movie >erials in
which the stor) line is stretched out ad
infinitum via a series <>f cliff-hangers.
The characterization of the Lone
Ranger as a personification of all the
manlv virtue- i-. however, mostly
drawn from radio. General Mills ex-

c

pects to sell cereals and Bettv Crockei
mixes by the carload, as soon as the
show begins to develop its audience.
The hulk of TV kid shows are not ol
the Lone Ranger genre, however.
They are drawn partly from radio,
partly from motion pictures, partlv
from juvenile theatrical efforts like
those of Clare Tree Major, and partlv
from the visual air medium it-elf. Most
program producers of kid shows in T\
are in agreement on the bask approach to the audience, although the
method hv which audience interest is
maintained can van rather widely.
One of the least expensive forms of
kid show is the puppet (worked bv
hand i and marionette (worked hv
strings i tvpe. most often with a few
live human characters to act as a sort
of "bridge" between the young audience and the puppets. Howdy Doodj
i Mars. Colgate-Palmolive-Peet, PollParrot shoes, Unique Art toys), and
Kukla, Fran & Ollie (RCA), currently seen on NBC-TV network, and
Lucky Pup l Bristol-Myers. Phillips
Packing. I . S. Rubber i now scanned
on the CBS-TV web are good exam-

'«'» the

ll,"r>"l"-r, !'f

Mf**»Ut

"' ale,,

|#

,

"""-<.„.

^ »o the Dtr

£ec°nd

^^nsic

--"."f-.S:,"--...
BMl

'"onth

l*

yea

you ■„

BROADCAST
NEW

YORK

.

CHICAGO

MUSIC,INC.
.

pating on New York's WPIX, Singples.ing Lady i Kellogg i on ABC-TV,
Punch & Judy ( participating I on Detroit s WJBK-TV, Tuesday evening
airings of \VBZ-T\ s Carl's Surprise
Package in Boston, and Pauls Puppets Hutzler
l
Bros. Department Store)
on Baltimore's WBAL-TV.
A few shows use puppets or marionettes as an occasional feature, along

singing, and story-telling; Jimmy Val-
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l>lav a straight role without much human aid are Pixie Playtime (partici-

w ith moppet "club" activities. Examples in this class are Peter. Clare <fr
Oscar, seen on Detroit s \\ JBK-T\ .
which uses sure-fire kid-appeal material like magic, music, community

fer.

"""e*.

Similar shows, in which the puppets

HOLLYWOOD

on ofMinneapolis'
KSTPTY. the entine
lastShowhalf
a block-programed
hour for moppets that begins with
Kukla. Fran <£ Ollie and ranges during the week for the rest of the hour
from cartoons, drawing lessons, hobbv
talks, amateur talent, sports, and so
on, to film serials and marionette-:
and of course DuMont's high-rated
"Big Brother"
Fry Club,
Small
Bob Linen
is mcwhere
for juvenile-appeal
films, songs, stories, safetv sermons,
and recently a puppet named Pirro.
These shows are not designed as
marionette shows. The) are something
SPONSOR

like the Uncle Don program of radio
memory, and try to give the kids a
wide variety of things that will interest
them. Rating on more or less straight
puppet shows and those in which puppets are a featured gimmick are fairly
close, and the choice of program vehicle can not be governed alone by basic
type.
The catch-all, club-type show is on
the increase in local TV juvenile programing. They are easy to do, once a
good mc who appeals to young audiences has been found. Their appeal
lies in variety and a something-foreveryone aspect.

RADOX
(Continued front page 43)
competitive standing of programs during the preceding four weeks.
Within 24 hours the company will
deliver to clients such other ''a la
carte" services as TV ratings; TV and
radio spot ratings; data on audience
flow, accumulative audience, duplicated homes, and home composition. Even
faster than 24-hour service could be
available if necessary.
Average rating figures for program
periods can be deceptive — and costly.

One Radox client wanted to buy 9
o'clock Sunday evening station breaks
following the Olsen & Johnson TV
show on WPTZ. It looked logical. The
show customarily held a strong rating
throughout the hour. For example, the
final quarter-hour figures on 9 August
gave it a 43.0 average with a 65' <
lion's share of the homes.
WFIL-TV had a 20.0 rating and
30% of the home* for the corresponding final quarter-hour. A look at Radox raw tuning data ( transmitted to
the monitors as people actually changed
their dials) revealed, however, that Olsen & Johnson listeners started tuning
out at 8:54. By 8:57 their rating had
dropped to 29.8, while that of WFILTV had increased to 28.9. By 9
o'clock, when the station break would
occur. WPTZ had continued to go
down and WFIL-TV to go up. As a
result, the break following Olsen &
Johnson
had only 31 %
(instead of

65% I of the homes, while WFIL-TV
had 'i')' < of the homes during the
break.
Reference to the records for the period showed this flow from one station
to the other took place regularly in a
similar pattern. The sponsor made
money by buying the breaks at that
hour on WFIL-TV.
There is, of course, no set pattern
of dial activity — much depends on the
type of program and the type of commercial. Some sponsors have doubled
(in some cases tripled) their accumulative audiences in Philadelphia by a
careful spotting of "spots'' on the right
station at the right time, with the aid
of Radox.
Shows such as mysteries, with a constantly repeated formula and format,
usually maintain a rather smooth rating curve, with little sharp fluctuation
from week to week. But programs not
so rigid in quality or appeal of talent.

ask

John Blair & to.
about the

Havens & Martin
STATIONS
IN
RICHMOND
^^/^^Z^

MOD-™
The famed "World News Roundup" (8-8:15 a. m. on 50,000-watt WTOP),
now available three days a week. Its 5.0 Pulse rating is highest

First Stations of Virgin ia

in its period, highest of the entire morning up to 9:00 a.m
This best seller can be yours if you call Radio Sales . . . now.
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type oJ story (or other entertainment),
and production values almost invariabl) fluctuate (rating-wise), with
changes in the three factors named.
Ilii- i^ hue of both radio and televi-ion. although apparent!) more marked
in the latter. For example, in Philadelphia the Lux show has varied from
12 to 35 on successive weeks. The
Kraft sluiu ran on successive weeks

ratings oi 6, L3, 20. 27, 3, etc.
Obviously, another vital factor is
competition. In any case, however,
possession of the raw data on what is
takiii" place is necessary in order to
exercise the best judgment possible.
If people like the entertainment portion of a show, hut tune out the commercial in droves, the sponsor needs
to know that. too.

S^ince

1 932

6452 Consecutive

Broadcasts

By One Local Advertiser
That is the record of Cohen
Furniture Company's 10 P.M.
Newscast on WMBD. 17
years on the same station
with the same program at
the same time. This is one
of a number of examples of
WMBD's program and advertising effectiveness in Peoriarea.
Local advertisers base their
advertising on RESULTS . . .
and in the highly competitive
Peoria market, local AND
national advertisers buy more
time on WMBD than on the
next two Peoria stations
combined.
WMBD

DOMINATES

Peoriarea

See Free & Peters

CBS AFFILIATE
AM 5000 watts
FM 20000 watts

62

The ancestor of Radox, which Sindlinger invented with Harold R. Reiss,
goes back to their days in Appleton.
\\ isconsin, where it was used in 193435 in experiments with audience measurement in that little <it\ of 40,000
population. Sindlinger's next radio
work was with The March of Time.
He joined Gallup in 1941 as director
of Audience Research Institute and
later formed his own New Entertainment Workshop. He and Reiss went at
Radox in earnest in September 1946.
In addition to Ralph Bard, some
other Chicago investors who became
sufficiently sold on Radox to back the
company are John Shaw, investment
banker; Henry P. Isham, a director of
the First National Bank of Chicago;
John I. Shaw, Shaw-Isham Company;
Julia Rosenwald (Sears, Roebuck family l. and others. Philadelphia backers
are Thomas D. Searles, president of
Equity Investment Company; Morris
and Robert Wolf, attornevs; Roy Hevman Jr., realty agent.
Sindlinger and Reiss spent a lot of
money to develop and test Radox. Its
expansion has come slowlv. But rival
researchers have watched it with interest and some concern. A year ago
C. E. Hooper. Inc.. was reported as
trying to buy out Sindlinger.
With Radox now ready for expansion, the older services are expected to
act vigorously. Publication of this
article doubtless will bring blasts from
Hooper and Nielsen.
Radox spot ratings for radio and
television in three major markets will
offer an unprecedented opportunity to
numerous sponsors, agencies, and stations to use broadcast advertising more

effectively.

• • *

complete guide
on profitable
low-cost radio
advertising.

By ROBERT

I. GARVER

Here, fot the first time, is your complete guide on
every phase of Sponsor Participation Programs.
Gives you hundreds of valuable pointers on stretching your budget . . . how to choose the right program and get the best results from it . . . how to
obtain the merchandising aids you are entitled to
. . . how to pre-test your program . . . when to
use announcements or participations . . . and scores
of other profitable ideas for obtaining effective lowcost radio advertising
results.
Written by Robert I. Garver, Account Executive, Lynn Baker, Inc., formerly Radio and Television Director Alley & Richards. Inc., and Sales
Manager, WJZ.
Contains priceless information
based on years of experience in the specialized
filed of sponsor participation programs.
"From this book a prospective or present
advertiser can judge better the type of program best suited to the requirements of
his product
and advertising
George
T. Dudman.
President,budget."
Allen —
V.
Smith, Inc.

EXAMINE

10

DAYS

FREE

You don't risk a penny to find out how valuable
this book can be to you. Just mail the coupon bel-w to get your copv for 10 DAYS FREE TRIAL.
If you decide to keep it. send only S5.75 plus
few- cents postage, in full pavment. If not, return
it and owe nothing. A single idea in this book can
be worth a hundred times the small cost!

--MAIL

THIS

COUPON---

Prentice-Hall.
Inc.. Dept.
BSP-949
70 Fifth Avenue. New York 11. N. Y.
Send me. for 10 DAYS FREE TRIAL, a
copy of "Successful Radio Advertising with
Sponsor
Participation
Programs."
Within
ten
days I will
either return
it and owe
nothing,
or send S3. 75 (plus few cents postage) in
full payment.

Address

City & Stale

SPONSOR

COLOR
(Continued from page 46)

extremely wide range of products.
Color is used in both publications, in

will run around 20-25% . There is a
similar situation regarding audience
reached, in terms of the cost of the

nearly every case, where color is a major consideration to buyers, such as in
clothing, drapes, rugs, floor coverings,
asphalt tiles, blankets, socks, and

medium. For example, a full-color ad
on the back page of Life, which in the
case of the current Liggett & Myers series for Chesterfield features motion
picture stars as the main attraction
and the product commercial as a minor theme, will cost about $31,750
I less the Life discounts). Roughly

shoes. Girls' clothing appears both
ways, as do mattresses, table linen, and
kitchenware. Black-and-white is used
on such items as hats, furniture, and
silverware. Other probable color TV
advertisers will come largely from the
food and packaged-product fields, both
of which are big users of color in advertising.

Color, when it comes to broadcasting, will cost more. But, on the basis
of all existing knowledge, it will meet
with intially wide consumer acceptance. Probably the increased viewing
and greater effectiveness of color TV,
since even black-and-white TV has at
least twice the impact of straight radio, will more than offset the extra
charges. Broadcasters and advertisers at that time will have what will
probably prove to be the most effective
advertising
that man's inventiveness hasmedium
so far produced.
• • •

60% of Life's 12,000,000 primary circulation will "note" the ad. In terms
of readers, this means 7.200,000 primary impressions are made by the ad,
at a cost of about $4.40 per 1000.
A comparison can be made, in the
case of full-page ads. to hour-long programs in television, such as Texaco
Star Theater, which costs about $12.000 a week for talent and about $11,000 for time (less the NBC-TV time
discounts) for a total of $23,000.
There are about 2.250,000 TV sets in
the country, with an average of six
(for Berle) viewers per set, for an approximate potential total of 13,500.000
viewers in the U. S. Berle's actual
share of audience has been running
about 80% and is expected to continue, and his Hooper has been in the
80's and 90's. This means that the
actual number of people who will see
Berle on Tuesday nights this fall is
around 5,500,000 each week. In terms
of cost-per-thousand, this is about
$4.20 per 1000.
Berle in color, figuring a 25% premium charge on the production-cost
figures, would still be a good buy. He
would cost theoretically today about
$5 per 1000. Since cost per 1000 on
Life back covers in color and Berle in
color are so strikingly close, and since
the same qualitative factors of color
magazine ads vs. black-and-white are
expected to apply to TV, the Texas
Company, long a color advertiser in
printed media, will probably be considering the use of color before too
long. By the time color TV is actually
with the industry, the cost-per-thousand may actually be lower on the
Berle show.
Some indication of the type of advertiser who may find color TV a major factor in broadcast advertising
plans can be judged in part from the
use of color vs. black-and-white in the
Montgomery Ward and Sears, Roebuck catalogs, both of which cover an
26 SEPTEMBER
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AGENCY:
SPONSOR:

Farm
case histories
Show*
:ili4li«km*«ks

of

4*«ni produce
oilier

Placed

direct

Yager's

CAPSULE CASE HISTORY: "What's New in Farming"
and "The Weather and Markets" at 6:00 a.m. daily includes abrief interview with Jack Yager, proprietor of
Yager's. Yager tells of his buying trips to pick up clc!
bargains, tells the story of how he gets quality merchandise at extra-low cost, and reviews the special buys available at his store each day. During a particular suit-anctopcoat sale, Yager's volume of sales doubled in direct
response to the broadcasts, and have not dropped back
to normal since.
WMT,

Immiiis

groups

Cedar

Rapids,

Sewing
SPONSOR:

la.
PROGRAM:

'What's

New

in

Farming"

Booklets

National

Cotton

Council

of America
AGENCY:
Placed direct

CAPSULE CASE HISTORY: The National Cotton Council of America — whose headquarters are in Memphis.
\n interesting farm program often attracts a
sizable audience of non-farm listeners. Any
alert farm-service director can produce evidence.
Some evidence ma\ be indirect, like that in the accompanying W KOW capsule case history. Almost as important
( more important to advertisers generallv I as the sales
effectiveness of Oneida's 13 announcements is the implied
fact that numerous non-farm homes must have bought the
product. The usual farm family buys potatoes in larger
quantities than 10 pounds.
This was perfect rifle-radio.
Direct-selling experts from disk jockeys to farm broadcasters have learned that an audience has to be educated
to write in. even for free offers. B\ frequent but judicious
urging, listeners can be coaxed into the habit of writing
the station for agricultural bulletins, offers by sponsors, etc.
Building such a responsive listenership is an art. and takes
patience and know-how.
The amazing response to Roy Battles" single offer of a
sewing booklet for the sponsor tells you Battles is such an
artist. It must be added, however, that no sponsor inav
rightly expect so sensational a response. In this case the
high cost of clothing was a Battles-aid.
The fact that clothing other than work pants and shirts
i^- a good seller In \\ \|'| "s // hat's Xeiv In Farming audience
i- also significant. If a sponsor can sell suits and top- .oats,
wh\ not women's dresses (the kind that will stand up in
the famih wash I ? If Sears. Montgomery Ward, and other
mail-order houses can sell things unrelated to the business
of farming, should others ignore farm dollars?
If it already takes more "sell" in selling to get the same
results, win should sponsors be backward in taking advantage^— for free — of the close relationship of the experienced
farm editor in selling audience'.'' One advertiser decided
to offer free a chicken feeder with the purchase of so mam
bags of feed. The farm director advised that the cop\
remind farmers the) "are always short of feeder space
and lien~ lo-e efficiency when the\ either don't get enough
feed oi spend all of their time in line Irving to eel to the
feeder. Then-fore get. . . ." To get action he finallv had to
send the client a cartoon illustrating the idea. Onh then
did agenc) cop) come down to earth.

■**•*•

Tenn. ■— ■ placed one announcement on WLW's "Ever> body's Farm Hour." Roy Battles, WLW Farm PrograrDirector, received the following letter from the NCCA:
"With the receipt of the latest packages of requests . . .
we have handled 1278 requests for our sewing booklet
in response to the announcement on your station We
think this response has been more than splendid."
WLW,

Cincinnati

PROGRAM:

"Everybody's

Farm

Hour"

Placed

direct

Potatoes
SPONSOR:

Oneida

Farms,

AGENCY:

Inc.

CAPSULE CASE HISTORY: Last Christmas, Oneioa
Farms began putting up its Oneida Chief Potatoes in
10-pound consumer sacks. To advertise the fact, Oneicc
bought
announcements
on cost
WKOW's
farr~
program.13 The
announcements
a totalmorning
of $146.65
Within a very short time, 18 carloads of Oneida Chie~
Potatoes had been sold, the sales representing $22,680.
Oneida claims that when a firm has high quality, uniform
product, and can furnish an adequate supply, radio acvertising really can pay off to a tremendous degree
WKOW,

Madison,

Wise.

PROGRAM:

Morning

farm program

3Iaehinerv
SPONSOR:

Hoppcl

& Sons

AGENCY:

Placed

direct

CAPSULE CASE HISTORY: "6:15 News," at that hour
daily on WMT, is sponsored by Happel & Sons, a farmequipment and home-appliance company. The station s
promotion of the fourth annual National Farm Field Day
on the grain-storage problem, in addition to Happel commercials on behalf of Kewanee grain elevators, boomed
sales on the latter to the highest for any outlet in the
Midwest. The usual movement is one elevator a week,
on the average. The combined station promotion and
advertiser plugging resulted in nine sold in two weeks.
WMT,

Cedar

Rapids,

la.

PROGRAM:

"6:15

News"

RADIO IN EUROPE

.NEED MORE
S COVERAGE?

(Continued from page 31 )
Macpherson on the English version of
Twenty Questions, hecause his new
BBC contract was to prohihit his appearing on a commercial hroadcast.
(Macpherson records for hroadcast
from Luxembourg.) The artist regarded himself as a "free agent" and
stated he'd sign no contract which prohibited him from doing what he wanted to on the air as long as the broadcasts did not conflict in time with his
BBC programs.
Macpherson won out. BBC officials,
it seems, "discovered" that the new
contract was just a renewal of his previous one and thus new regulations
could not be imposed upon him. Actually British radio-tax-paying listeners
let it be known in no uncertain language that they wanted Macpherson on
Twenty Questions and also on Ignorance Is Bliss, another
BBC
show.
There are seven U.S. advertisers
using Radio Luxembourg currently.
Three out of the seven are religious
groups. Lutheran. Advenlists, and Revivalists. The latter broadcasts in
three languages, English, French and
German. The Adventists use German

en you need KFYR and its five thousand watts on 550 kilocycles. Power,
plus a choice frequency, amazingly

KFYR

high ground

conductivity and 24

years of inrense listener loyalty make
KFYR

550 KC 5000 WATTS
NBC AFFILIATE
BISMARCK, N. DAK.

the natural selection for the

time-buyer who

wants to make sure

he picks the best buy. Ask any John
Blair man.

and French, while the Lutheran Laymen's League are currently airing programs in English. French, Czechoslovakian, Polish, Hungarian, and Russian. The religious groups know how
much anti-religion has to be fought on
the continent and are plowing real
money into broadcasts to tell the story
of free religion on both sides of the
Iron Curtain.
The four other American advertisers
concentrate on French language broadcasts over Luxembourg with only
Carter Products using English. Colgate-Palmolive-Peet, Goodrich Rubber,
and Lever Brothers are the three other
firms. As indicated previously, CocaCola has dropped out, as has Mars.
French advertisers using the air are
very much the same as U.S. broadcast
advertisers with the exception that
wines and liqueurs are far more numerous. It's also noted that tobacco is
nothing like the broadcast factor in
France that it is in America, due to the
lack of a free market. Cosmetics and
beauty products in general are far
more active air advertisers than in the
United States and hair lotions (brilliantines) are more voluble. Women's
undergarments are also air advertisers.
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BOOMERANG!
I'm sorry I ever heard of KXOK. My life is miserable. You see, I bragged to
the boss about our program's low-cost-per-Hooper point on KXOK, like you
suggested, and he just grinned like a Cheshire and said: "That proves what
you can do when you really try. Now go into all our markets and get as good
a buycanas Iyou
did ontheKXOK."
You and I know that's tough to do . . . but
how
convince
Boss?
On-The-Spot
Dear On-The-Spot:
Your Boss situation is going to be much worse. Wait till he finds out KXOK's
high Hooper position during March, 1949. When KXOK's rates are balanced
with its share of audience, the combination is terrific. You and I know, the base
hourly rate on Station "A" is 57% higher than KXOK's, and Station "B" has
a base rate 32% higher . . . yet they delivered only 15% and 2.4% more audience during March. Better not mention KXOK's powerful signal at 630 on
the dial, reaches 115 counties in six states, daytime, in mid-America.

KXOK,

St. Louis

630 on the dial
Basic ABC

5,000 Watts

A "John Blair" station

65

( orsets are not air undiseussibles in

I ranee.

WINSTON.

HOOPER

SALEM

REPORTS*

WAIRadio leads in WinstonSalem with the HIGHEST
rated Day, Night and Sunday Afternoon Half Hours.
Continuing

Fall-Winter

1948-1949

Report

The sponsorship of special events.
for the most part absent in the United
States, except for spoils, is an accepted
wa\ to reach the buying public on the
continent. The bicycle race that covers France each year is a Radio Luxembourg exclusive and Europe listens
to RL to keep abreast of the day by
da) progress of the cyclists. Many advertisers bu) time on the broadcasts of
tliis. event. Basically a shaving cream.
cigarette, and a sports publication
slay with the event from beginning to
end. Great posters showing the route
the racers cover carry the names of
these three advertisers.
Continental advertisers are promotional minded. They are also just as
sales conscious as their American
brethren. Cadoricin, a brilliantine. reported in 1947 that after five months
on Radio Luxembourg sales increased
from 15.000.000 bottles a month to
43,000,000. Only broadcasting had

NORTH
National

Rep:

CAROLINA

Avery-Knodel,

Inc.

*p
cp

\ *r

been added to Cadoricin's advertising
schedule during the period of the sales
increase.
Carter Products I Liver Pills. et< . I
are known for their tight controls on
their advertising dollar. They reported, during 1948, that six weeks after
they started broadcasting to Belgium
there was a checkable sales increase of
Carter products. The English Record
of the Month Club reported that on
the basis of a single announcement.
the) obtain 1.000 paid-for subscriptions each week.
Kemt Hairdressing sponsored a musical guessing game three evenings a
week (9-9:15 p.m.) and drew over
3.000 answers per broadcast. The
prizes? Samples of the product.
Soap operas draw spontaneous mail
abroad.
Aspro-sponsored
The Angel

SERVICE

Salt lake City. Utah
National Representative
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John Blair & Co.
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Luxemberg

Curry's Ltd.. wants store traffic. It
owns 200 retail radio stores in Great
Britain. Curry's decided that the answer to promoting store traffic was to
publish R.L. program schedules. Result? Two hundred thousand program
schedules distributed weekly. Typical
of what Curry's feature are Bing Crosby, The Tommy Dorsey Shoiv. Hollywood Calling. Radio Luxembourg
Dance Hand. Suing Requests. Johnny
Denis and His Ranchers. London
Playhouse, and Ted Heath and His
Music.
Europe, as far as commercial radio
is concerned, is promotional minded
plus. When Philips (radio manufacturer) wanted to find out what listeners wanted, the) ran a 1.000.000 francprize contest. Entries exceeded 170.000 and 42.81'; reported that they
listened to Radio Luxembourg only,
5.89' ^ reported that they listened to
Radio Andorra only, while 36.35' '< reported that thev listened to Radio Luxembourg and Radio Andorra. Radio
Montesive Carlo
rated 1.95' < on an exclubasis.

on request

2-10 0

TION
I I H I THE0*^ 5STABOTH

1■■I
4*
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■ 1

make certain that "someone" is listening to the A. B.C. -R.L. programs the
motion picture chain offers two tickets
in return for a letter on the program.
Result? Two thousand letters a week.

Directory Rates

Producers
of television and radio package shows. Representing
talent
of dis
tinction.
York

doesn't depend upon broadcast listening habits to bring listeners to their
Luxembourg program. In each of their
400 motion picture houses, between
showing of pictures, A. B.C. uses slides
with details of the stars that are appearing on their program. In order to

DIRECTORY

V. S. BECKER
PRODUCTIONS

562-5th Ave., New

of the Home, a half-hour soap-opera
once a week (Thursdays 8:30 p.m. I.
drew 600 letters a week without an
offer or any other kind of mail pull.
\n "identiry-the-clue" mystery half
hour drew 2.000 entries a week.
A.B. Cinemas, an R.L. sponsor,

III 111 II

C°VER
™AT
HALVES OF
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vnNCOuveR nRBP"

SPONSOR

The contest was run in Paris.
Seventy-seven and thirty-one-hundreds per cent reported that they
listen to foreign stations. Less than
five percent reported preferring the
two French networks.
There were many questions in the
contest which had a commercial aspect
for Philips. These have no bearing on
this report of European dialing habits.
However, answers to the program listening preference question do have a
meaning to U.S. sponsors.
Variety ran a good first.
Dance music ran second and sweet
music a good third. "Rebroadcasts,"
explained as meaning drama, etc., ran
fourth. News reporting was a weak
fifth. Symphonies a weak sixth and
talk was seven, an also ran.
The broadcast weekly. Radio Programme, checked listening in France.
The survey covered nine broadcasters
or chains, from Belgium to BBC
(French programs) . While the Frenchmen reported that the French "national
chain" was heard best (5,673 reports
out of the 11,040 respondents). Lux-

embourg ran second with 2,980 and the
Parisian chain ran third. BBC ran
fourth with 528 votes, with the rest of
the transmitters collecting less than
200 votes each. This was a report on
the "ability to hear."
It was different when the listeners

YOUR

were asked to vote on station preference. Instead of the French national
chain running first, Luxembourg was
further ahead of the field than the National Chain was ahead of it on the

Nickels

basis of ability to hear. R.L. received
6,498 votes, while the National Chain
tabbed 2,106. The Parisian Chain ran
about the same on popularity and the
ability to hear: Ability — 1,308; Preference 1,348. On a preference basis
BBC dropped to eighth, from 528 votes
for the BBC on the basis of ability to
hear and 62 on the basis of preference.
Radio Programme reported the occupation of respondents to its survey
{Please turn to page 68)
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is conducting a survey to determine the effectiveness of radio advertising in a representative group of

"A"

5c

BUYS

cluding Swansdown, Duff's Dromedary, and Holiday macaroon and
brownie. Percentage of return on the
card was 60.03. Of these 1221 stores,
Holiday mixes were found to have attained a30.96% shelf distribution in
these stores, independents, and chains.
Distribution on the wholesale level
was even more complete.
Here's how cross-merchandising was
brought into play: WNAX wrote each
grocer who reported Holiday in stock,
giving him the names of his customers
who wrote direct to WNAX for the

Holiday grocer or grocers and were
asked to buy the products from them.
Allied Food Industries' advertising
allowance for Holiday mixes, in estab(Please turn to page 69)

"D"

5c

■
'
I
I

BUYS

of Audience
Report, and is based
on Standard
Rate

prepared bake mixes. We'd like to
know if you stock these products."
Listed on the return half of the card,

products. These grocers were urged
to take advantage of the demand by
maintaining stocks and promoting
Holiday. At the same time listeners
were told the names of their local

26 SEPTEMBER

BUYS

This survey was
compiled from the
average June-July,
1949 Hooper Share

market
research
for
and Data
Service's
Harris diately
and surrounding
immecounties within five
millivolt contour.

with space for checking "do" and
"do not" stock, were seven mixes — in-

TO

5c

ON
NETWORK
16 SETS
IN USE STATION

To grocers the station said simply :
"WNAX

K-NUZ
USE

• ON
NETWORK
STATION
"B" 5c BUYS
■
8 SETS IN USE
I ON NETWORK STATION "C" 5c BUYS
I
9 SETS IN USE

MIX

I Continued from

IN'
D
N
I
F
IT

RADIO
IN

Of

course, you'll want

many

nickels worth

to buy

of Hous-

ton's best radio value — K-NUZ
— the station that is bringing
scores of radio advertisers more
results per dollar
any

other

Houston

spent
radio

than
sta-

tion—the station that can bring
you

just such satisfactory results. For availabilities and

complete
wire

Dave

details call, write or
Morris, KNUZ

eral manager, or

Forjoe

genna-

tional representatives.

k-nuz
(KAY-NEWS)
9th Floor Scanlan Bldg.
Houston, Texas
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RADIO IN EUROPE
'Continued from

page f)7 »

in the Following rank order:
li-i'li"

i ives
Clerks
Workingmen

I'i 4.j i .mi nn

Occupation

Survrj

«f respondents

"nil
Bervante
tradespeople
Farmers
I
rs
Liberal
Irtisans

2,269
2,010
l ,832
1,094
!)?■_'
■■•< i
124
300

Variet) programs rank first, with
respondents in the Radio Programme
survey,
a- the) did in tin- Philips contest.
Throughout the continent, popular
music leads all other program forms.
Except in tin- nations which use broadi asting for propaganda, the musical
programs dominate seven to three.
Musical programs for the French-I eaking European must not be too
slick. Despite the feeling that the
French like sophisticated productions,
the smart smooth musical programs
produced in America lose out to musi( al -hows that appear to he amateur
in production and presentation. I he
French can't be sold via production
techniques. Pele Mele is the outstanding varietv program in all of Europe.

Man Who Comes To Dinner
Brews a Nightcap
He conies to dinner five times a week — and his hosts
number about 13,500,000 listeners weekly. He likes his
coffee and his news hot — and while he roasts no coffee,
the subjects of his research are sometimes well-roasted.
He finds grounds for comment in the many political pots
which are always brewing in the nation's capital.
His nightl) "top of the news as it looks from here" puts
cream in main a sponsor's cup.
Lively, stimulating, widely followed, his broadcast — the
Fulton Lewis Jr. program — is currently sponsored on
more than 300 stations. It offers local advertisers the
prestige of a network feature, at local time cost with prorated talent cost.
Since there are more than 500 MBS

stations, there may

be an opening in your city. If you want a ready-made
audience for a client (or yourself), investigate now.
Check your local Mutual outlet — or the Co-operative
Program Department. Mutual Broadcasting System,
I 140 Broadway, NYC 18 (or Tribune Tower, Chicago 11).
68

It's meed by Jean Jacques \ ital. Tin
production i- as casual as a summer
resort musical comedy. Before it was
signed b) Radio Luxembourg, it was a
leading attraction of the French National Chain. It \\a> produced by Louis
Melin, who now heads up Radio Luxembourg. Another great French attraction is the Radio Circus, an act
that travels with a regular circus
throughout France and which broadcasts direct from the big top. It is not
a circus show, hut a radio program
that is part of the circus.
The Radio Circus "lose>" something
in ever) town it pla\s. Listeners are
asked to find the lost article. It's a
French national game — finding what
Radio Circus loses dail\.
There is no void in the promotional
< onsciousness of European commercial
radio. There is also no current opporlunit) for a I .S. advertiser to make
ing.
any cash in Europe. There is still the
need to sell the American wa\ of livIts a shame that making an honest
dollar and selling the democratic wa\
ol life can't he combined. The facilities are in Europe, the wa\ is left to
^ ankee ingenuity .
Has American business lost it? ***
SPONSOR

HOLIDAY

A

MIX

(Continued from page 67)

FIRST IN THE
/7

lished markets, was 50c a case. In the
"'brand new"' WNAX market, where
these products had been completely unknown to consumers and the trade before the campaign started, advertising
costs were only 48.8c a case (excluding the 1306 consumer orders direct
to WNAX.)

QUAD

600 miles from Yankton "just to help
us make a sale.")
WNAX also arranged window displays; made phone calls to additional
wholesalers; labeled and mailed the
1306 cans to listeners; told the Holiday story to 11,500 wholesalers and
retailers through the monthly WNAXIra merchandising publication; issued
newspaper stories about Holiday mixes
and promoted them in WNAX program display advertising in newspapers . . . and fired a steady barrage of
courtesy announcements to build audience for the "Holiday" programs on
WNAX.
Bob Tincher said that the two most

\ZtCte4-

DAVENPORT, ROCK ISLAND, MOLINE, EAST MOLINE

The station's out-of-pocket cost for
merchandising help was about $177.
There were eight mailings to wholesalers and/or retailers. The WNAX
people called in person on brokers in
Sioux City, Omaha, and Minneapolis.
(S. N. Bearman of S. N. Bearman
Brokerage Company, Minneapolis, told
sponsor that Bob Donovan drove the

AM

FM

47 Kw.

TV

103.7 Mc.

1420 WKc.
5,000

Basic Affiliate
of
the No. 1 Network

C.P. 22.9 Kw. visual
and avra\, Channel 5

NBC,

Monday through Sunday . . . morning, afternoon, evening . . . WOC
Ilooj.rr Ratings average as much as
5.9 points higher than the national
averages for the same programs.
That's the story told by the last FallWinter Quad-City and Comprehensive
Hooper Reports. Thus WOC gives
NBC Network and spot advertisers
bonus audiences in this wealthy industrial area . . . proof of the listener-loyalty that makes
Cities' FIRST
station. WOC the QuadCol. B. J. Palmer, President
Ernest
Sanders,
Manager

DAVEN

PORT,

FREE

PETERS,

&

IOWA
INC.,

National

Representatives

Base Map Copyright
Noble & Swars, Inc.

necessary factors in effective crossmerchandising are ( 1 ) that the station employed have strong mail pull
among listeners, and (2) that it be
able to get the full cooperation of
wholesalers and retailers.

SPARTANBURG-GREENVILLE
MARKET!
AIR

YOUR

WARES

OVER

A third important agreement is an
awful lot of work.
Herb Gold, account executive on
Allied Food Industries, at Franklin
Bruck Agency, New

York, said he

"never saw any station help more"
than WNAX, in helping to launch a
new product.
Holiday mixes had been sold in 107
markets, but this was their first invasion beyond the Mississippi. Since then
the mixes have gone to the Pacific
Coast. In most markets radio and
newspapers have shared the advertising job. Spots on a dozen television
stations have recently been added.
Allied of late has curtailed advertising efforts. The company, Gold said,
is consolidating distribution in present
areas. But advertising on a larger
scale may be resumed soon.
* * *
26 SEPTEMBER
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ACUSE
AM-FM-TV^
21 rich Ventral New York
Counties • 205*000 It Mil
Station Audience Families

ACUSE
AM-FM-TV
NBC

Affiliate in Central New

HEADIEY

REED,

National

York

Represenfofives

John Blair & Company

Represented By:
*■""" .
Harry E. Cummings
*
MRU* 11
Southeastern Representative
Roger A. Shaffer
/[
Managing Director
v
Guy Vaughan, Jr., Sales Manager

-

CSS Station For The
Spartanburg-Greenville Market
5,000 Watts -- 950 On Your Dial

WSPA-A M and WSPA-FM Are Sold As
A Single Service

mands of a similar nature on broadcasters, both radio and TV? Our answer is YES.
Question No. 3: Is the foregoing
good long-range policy for sponsors?
Our answer is NO. And we add that
we know of no faster way to break
down the system of commercial broadcasting. \ia Washington and elsewhere.
Question No. 4: Should the networks
presume to involve the stations, without full consultation with the outlets,
in a matter of this sort? Our answer

is NO.
Question No. 5: Is $200,000 a fair
price for the TV rights to the World
Series at this stage of television's development? Our answer is NO. We
World

Series TV

Arrangements for televising the
World Series, under Gillette Safety
Razor sponsorship, has station managers smoldering.
By terms of the deal Gillette pays
about $200,000 to the Office of the
Baseball Commissioner, the television
networks share in the cable costs, and
the stations who choose to do so carry
the games without charge.
An interesting precedent. But. as
SPONSOR sees it, full of dangers for
both television and radio, commercially speaking.
Question No. 1 : Should any advertiser ask any broadcaster to carry a
commercial message without charge,
even if the program renders a useful
public service? Our answer is NO.
Question No. 2: Will the World Series precedent result in further de-

think it's at least 100% too high.
Some station managers have pointed
out that the pressure on them to carry
the World Series for free, while other
stations are paid for it, is definitel]
"discrimination." Thus it might be
construed as a violation of the Federal
Robinson-Patman Act.
Magazine

Half-Truths

Life bought a newspaper page this
month to present a "ranking of naadvertising media" for the first
half of tional
1948.
list.Life happened to be on top of the
The figures of "total investment by
advertisers" in this period, taken from
Publishers Information Bureau, gave
Life $40,059,716 for the six-month period, followed by CBS, $33,605,205;

ning Post, S3 1.399.968, and ABC, $23,465,161.
Fourteen other magazines, farm papers and in
"newspaper
were
included
the top 20,magazines''
and one radio
network, MBS, was given 110,279.274.
In small-type footnotes Life mentions
that the figures are "gross," and that
"radio figures are for network time
If Life had taken the trouble to do
a little checking and reporting on these
two factors its "leadership" story could
never be told.
From figures for all of these media
only."
the 15',' agency commission would
have to be deducted. Because time discounts on the networks average higher
than frequency discounts in magazines
—roughly 2r>'/i as against 10'? — the
net network figures would appear even
smaller than in this list.
While these discounts would reduce
Life's figure to about $36,000,000 (before agency commissions), thev would
bring CBS and NBC down to about
$27,000,000 each.
But when you compare magazine
I roduction costs to network racbo
sharplj
.
talent costs,
the picture is changed
Whereas production costs on magazines average about 10%, network radio talent costs average about 60' f of
time costs. Thus the amount which
advertisers invested in Life became
about $40,000,000, and their investment in NBC and CBS was about $42,000.000 for each.

NBC. $33,489,085; The Sat unlay Eve-

The major networks might run an
ad or two about this.

ership of practical radioman Maurice
Mitchell, has taken a good long look
at the Bureau of Advertising of the
ANPA. If it borrows a few of its

fine point. The broadcast media are
just starting.
The agendas of the NAB district
meetings now being held in the Mid-

tricks, well it may. For the Bureau of
Advertising, in the past few \cars. has
illustrated to the advertising field at
large how a central cohesive setup can
lift one medium ahead of its com-

west strike the proper note. They're
built around the BAH. The) highlight

Applause
BAB and the Sleeping Giant
Advertising's sleeping giant is slow1\ coming out of its sales coma.
The sleeping giant is broadcast advertising, which alone of the great advertising media has lacked unified sales
purpose and effort. At this writing it
feels the competitive force of its hardhitting magazine and newspaper contemporaries.
If radio fully awakes (and it looks
as though it nun I much of the credit
will go to the Broadcast Advertising
Bureau.
I he BAB, under the dynamic lead70

If the BAB looks to Life, SEP, Look,
petitors.
and practically any of the mass magazines it will learn a few things, too.
The inescapable fact is that the printed media have developed the art of
influencing buyers of advertising to a

such subjects as dealer cooperative advertising, increasing radios share of
the advertising dollar, competing media slants, sales aids, trends and potentialities ofnational selective business.
We're betting on the BAB. And we
believe that one year from today radio
will be picking up business from
quarters too long overlooked.
SPONSOR

KMBC

HEART
Kansas City, Missouri

KFRM

BEATS
Early Fall, 1949

Jrumt tfie ffea/it o$ &yn&uc€t,

KMBC-KFRM
SERVES 3,970,100*
AREARADIORESIDENTS
OVER A MILLION
FAMILIES IN
Satisfied Sponsors Are Renewing
"The KMBC-KFRM

Team"

Features

Best proof of any broadcaster's effectiveness in
the market served is renewal of contracts by sponsors who are pleased with the results of their
program.
The KMBC-KFRM Team,
serving Kansas City's vast
Primary Trade area, has had
numerous renewals by satisfied sponsors since KFRM
went on the air December 7,
1947. Among these enthusiastic users of "The Team"
are advertisers that sponsor
several types of programs.
Farm Director Phil Evans
presents the Grain, Produce
and Poultry markets each
week-day at 12:50 p.m., sponsored by Peppard Seed Company. Peppard has again renewed this important daily
trade area program, this
time for another year!
Western Mercantile Company recently renewed for a
second year their Livestock
Marketcasts with Bob Riley.
Of vital importance to growers, feeders and all involved
in livestock marketing, these
Marketcasts are presented
each week-day at 12:30 p. m.
direct from the Kansas City
Stockyards.
Brush Creek Follies, the
Heart of America's biggest
radio-stage hit, on the air for
an hour and a quarter every
Saturday night on KMBC
(Sunday afternoons on KFRM) is a sell-out to advertisers and to the thousands
who attend the show every
Saturday night ! Summer
sponsors of The Follies included Franklin Ice Cream
Company, Richmade Margarine and Rodeo Meat products. Newcomers to Brush
Creek Follies are Spear Brand
Feeds and Butter Nut Cof-

fee, who snapped up the two
remaining quarter hours of
this great hit show!
General Electric Radio
Dealers will again sponsor
Sam Molen's play-by-play description of eleven "Big 7"
Highlight Football games on
The KMBC-KFRM Team this
fall.
With The KMBC-KFRM
Team's complete, economical
and effective coverage of the
vast Kansas City Primary
Trade area, plus top listener
preference, and with satisfied sponsors renewing
"Team" features, it's no wonder we're proud of the fact
that The Team's audience in
Kansas City's Primary Trade
area is outstandingly first!

"TEAM"

PRIMARY

COVERAGE

AREA

In serving Kansas City's vast Primary Trade
territory, The KMBC-KFRM Team provides a
clear, strong signal to over Four Million potential

listeners! Latest population
figures reveal 3,970,100 *
people living within the primary (half-millivolt) coverage area of The Team. An
estimated Quarter - Million
people
outsidecanthealso
half-millivot area
hear
KMBC or KFRM clearly!
The KMBC-KFRM Team
transmitting stations were
specially designed to provide radio service throughout Kansas City's Primary
Trade area, including western Missouri, all of Kansas,
and portions of the adjoining states of Oklahoma,
Texas, Colorado, Nebraska
and Iowa.
These same population
figures show that there are
1,159,740 * radio families
within the Team's half-millivolt coverage area, living
in 202 counties in the states
named above.
::: Sales

Management,

Survey of

In providing radio service
direct from Kansas City,
The Team reaches the
$4,739,317,000 area market,
which for years has regarded Kansas City as its
trade capital. This much
needed radio broadcasting
service provided
"The
Team"
includes by
livestock
and grain reports, plus
other informational farm
features, newscasts,
women's programs, also
weather broadcasts, as well
as outstanding educational
and entertainment features.
As an advertiser
interested
in this rich you're
agricultural Heart of America.
To get the most effective,
complete and economical
coverage, plus top listener
affection, choose The
KMBC-KFRM Team!

Buying

Power,

1949.

Primary coverage (0.5 mv/m) of The KMBC-KFRM Team is shown in white on
this map. Note the land area covered, in relationship to the rest of the United
States, plus the complete coverage of the rich Heart of America agricultural area.
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Everybody's

Happy

CKLW— Detroit.

GARRY
NEW

YORK

12.1

Mich.

5.5

WSGN— Birmingham.

Ala . 7.2

WSIX— Nashville.

For exclusive rights, order
your audition samples NOW
Ml offers subjert to prior sale.

N.Y.

Tenn.

With

The

/Agencies? — Yes!

J Ratings? — Sure!
WHEC— Rochester.

rviC •"
|U,sh«d S.

Ill

1 was
not surprised
when
surveys
token
in six cities
gave the Happy Gang show
a FIRST
in five out of six
markets.

VVBDO— Orlando.

Fla

12.5

Mary R. Miller
Radio Director
Newman,
Lynde

WMFJ— Daytona

Beach

16.5

& Associates, Inc.

pon-

Happy

Gang !

^/Sponsors? — Results!
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happily

Colgate-PalmolivePeet
after."
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Avenue — Vanderbilt 6-3417
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1
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YEARS

. . . Satisfying listeners.
. . . Providing entertainment.
. . . Increasing sales.
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This fall Virginia's TV viewers are seeing
the nation's football classics via WTVR; its radio
listeners are hearing them over WMBG and WCOD.
All three are Havens and Martin stations, known since
1926 for complete broadcast service in the Old Dominion.
Only Havens and Martin stations provide broadcast service
to viewer or listener. This is in line with company

policy,

with a record for radio and TV innovations
and firsts that has few equals.
These First Stations of Virginia have provided complete
NBC service to a faithful audience for many years.
Whether you're interested in radio or TV, ask Blair
about the stations which serve Virginians.

WMBG am
WTVR tv
WCOD,

3$^/ QwtfamA r^ ^ nyf^m
Havens and Martin Stations, Richmond 20, Va.
John Blair & Company, National Representatives
Affiliates of National Broadcasting Company
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Crosley launches
$2,000,000 contest

Crosley division of Avco brought two tons of $1 bills, totaling
$2,000,000, into New York's Hotel Commodore 28 September to prove to
dealers it really is launching contest with $2,000,000 of prizes,
for Shelvador refrigerators.
In addition, said Bill Blees, Crosley
g.s.m., $2,000,000 plus will be spent this fall to promote contest,
through Benton & Bowles. Included are two TV shows.
-SR-

Schenley seems
to drop radio

Whether Schenley dropped broadcasting or broadcasting dropped Schenley, big distiller has announced it has stopped trying to get into
radio and TV "for present." Schenley' s ad department, however, is
"keeping matter'under exploration and consideration."
-SRRadio Manufacturers Assn. has added TV to name and scope of U.S.
Radio and Television Week, 30 October-5 November. RMA will run no
association campaign, but has prepared spot announcements and newspaper ads for manufacturer use with dealers.
-SR-

RMA

will add

TV to "week"

10,000,000 sick
radios will get
promotional needle

Meek

starts daytime
television show

Winched
K-F with

replaces
Hudnut

Meighan
heads
CBS on Coast

SPONSOR.
Offices 40

To put estimated 10,000,000 idle radio receivers back to work, RCA's
tube department is running "radio-repair and tune-up" campaign with
dealers. It's estimated that 40,000 radio technicians now service
80,000,000 home and car sets. With 24,000,000 TV sets by 1956 plus more radios — 50,000 more technicians would be needed.
-SRJohn Meek Industries, Inc., Plymouth, Ind., sets example to other TV
set makers by sponsoring daytime, one-hour, f our-af ternoon-a-week
show over WNBQ, Chicago. Program features news bulletins, news pictures, and time and weather reports. . .WCAU-TV, Philadelphia, has
begun continued telecasting from 2 p.m. to 11 p.m.
-SRWalter Winchell will get back into the drug business next January
when he switches sponsors from Kaiser-Frazer Motors to William R.
Warner & Co., for Richard Hudnut ' s home permanent wave and other
hair products. . .K-F is seeking $30,000,000 loan from RFC, reportedly for retooling, etc., for introduction of low-priced car.
-SRWith more radio and TV originations expected from Hollywood, CBS has
"regrouped'' there. V-p Howard S. Meighan will be chief executive
officer on West Coast, with Merle S. Jones, general manager of KNX
and Columbia Pacific net, and A. E. Joscelyn, director of Hollywood
operations.
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Petry launches
expansion plan

BBC
$370,000

makes
"profit"

501 Baptist
churches want FM

Mutual

sees

end

of sales drought

Amoco sponsors
Margaret Truman

WCON-TV

will have

1,000-foot

tower

Newspaper ad
linage dips

Pillsbury
runs
$153,000 contest

RE PORTS.

.. SPONSOR

Edward Petry & Co. has told station executives of expansion plans,
involving separate new TV department under Keith Kiggins ; enlarged
AM selling force in New York under "Hanque"
Ringgold; new promotion
staff headed by Seth Dennis,
and long-term lease in new building now
being constructed at 488 Madison Ave.
-SRGovernment-owned British Broadcasting Corp. reports favorable balance of $370,249 for fiscal year ended March 31. Bulk of $33,097,022
income of BBC - which doesn't carry advertising — came from licenses
on receiving sets, at rate of $2.80 for each radio and $5.60 for each
TV set.
-SRFM Association, Washington, reports 501 churches in Southern Baptist
convention have signed tentative application cards for low-power FM
stations. Churches are asking FCC permission to operate in 10-watt
educational band, now controlled by National Association of Educational Broadcasters.
-SRMBS has signed new sponsored program's totaling more than $2,000,000
in time. Five new advertisers have joined and six temporarily
suspended shows are back.
-SRMargaret Truman will be guest soloist on American Oil Company's
"Carnegie Hall" musical program over ABC on 20 December. Amoco' s
new series (through Joseph Katz Agency) began 27 September.
-SROne thousand-foot tower now being constructed for WCON-TV, within
city limits of Atlanta, will be tallest broadcast tower in U.S. . .
WJZ-TV also will move up higher, if FCC okays its petition to share
NBC facilities on top of New York's Empire State building.
-SRIn August, for second time in about four years, newspaper ad linage
in 52 major cities measured by Media Records was smaller - 3.6% —
than parallel month of year ago. August, 1949, however, had only
four Sundays as against five in August, 1948. . .Direct mail volume
currently is estimated about 10% higher than last year.
-SRContests seem to be coming back strong again. Pillsbury Mills is
promoting "Grand National Recipe and Baking Contest" with $153,000
in prizes, on "Galen Drake" show on ABC and in other media.
-SR-

Pope seeks to
buy WINS, NY

Generoso Pope, publisher
gresso Italo-Americano, "
$512,000. Station is now
approves, Pope would have

Du Mont

Du Mont Laboratories have announced they will repurchase Du Mont VHF
transmitters from TV broadcasts and CP holders who may be required
by FCC to change from VHF to UHF band.
(please turn to page 34)

would

re-buy VHF
transmitters

of Italian language newspaper, "II Prowould buy WINS, 50,000 watts, New York, for
owned by Crosley Broadcasting.
If FCC
to sell WHOM, New York.
-SR-
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boost travel
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Chevrolet
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WO AY GETS NATION'S
T HOOPERSES
GH
HI
morninc. AFTERNOON. NIGHT!

X HIS is not a fairy story . . • it's a Hooper
story :
For five consecutive months, (Dec. '48
thru Apr. '49) WDAY had the highest
Share-of-Audience ratings — Morning,
Afternoon and Night — of all stations
in the country!
What's more, we expect to get it again
for the next 5-month period!

In addition to this amazing urban superiority, WDAY also has tremendous rural listenership. A new booklet gives facts and figures
on some typical campaigns over WDAY — boxtop premium offers, mail-order sales, and
mail-pull response to prize contests. The
number of replies, cost-per-reply and comparative costs paint an impressive picture of
WDAY's large and loyal audience throughout
the Red River Valley.
Get this new booklet today! It will convince you that WDAY is indeed one of the
most fabulous stations in the nation, located
in one of the most fabulous farm regions!
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FARGO, N. D.
NBC

•

970

KILOCYCLES

FREE &
Exclusive

PETERS,
National

•

5000

WATTS

INC.,
Representatives

JO West 52nd
There are a lot of

"FINS"

metropolitan area of North

in the

Carolina and

they're being spent for drugs, foods, autos,
trucks, furniture, appliances and radios, clothing, hardware, gas, oil and tires, tobaccos,
cosmetics, soft drinks and dairy products.

SEEING

vs. LISTENING

Seeing vs. listening article. 12 September issue, is truh remarkable.
\\ ould like a dozen reprints as soon as
available, plus three copies of the whole
issue immediately.
Please advise cost.
With each issue we at WBSM find
more and more material directly appli< -able to our local situation.
Harkv YA . Moore, Jr.
Commercial Manager
WBSM,

You can hook on to some of our "finny" denizens
with WNAO and WDUK in combination . . .
as sharp a pair of hooks as you'll ever find.
There's a discount to help you bait

em, too.

Ask Avery-Knodel, our "reps". They've got the
fish in ground all charted.

you'll do better with the
same line ... and 2 hooks!

New Bedford. Mass.

The story. Seeing vs. listening, in
\our 12 September issue, is the best
report I have read in presenting radios
side of the sales story .
I have written to Mr. Mitchell, of
BAB. suggesting that he print the story
and make copies available to stations.
What is the possibilitv of sponsor furnishing copies of the article?
Again I want to thank you for the
fine storv. This alone has paid for my
year's subscription.
Farris E. Rahall
Executive Director
WNAR,
Norristown,

Pa.

The article. Seeing vs. listening, is
delightful.
We use the word "delightful" advisedly because it most adequately describes our sensation on reading the
article and noting the charts.
\\ hen a man with the reputation of
Lazarsfeld throws "de light" on such a
subject, we have something for all advertisers to sit up and take notice of.
We look forward to more on this study
in future issues, but right now. please,
oh please, send us 25 reprints of pages
30 and 31 if they are available. If
thev are not. send one. or two. or
three — whatever you can spare. We're
going to make sure the) get all the circulation possible in our area.

Eugene D. Hill

General & Commercial Manager
W'ORZ. Orlando. Fla.

NORTH

CAROLINA'S

LARGEST

"ft

ONE

&

ONE

&

2

NETWORK,
LOW

ABC

RATE

KEY

OUTLETS

METROPOLITAN

MARKET

That Seeing vs. listening study youall dug up is much beloved by our
salesmen. Things like that make peothat swear b\ your magazine.
Keepple like
it up!
Cody Pfanstiehl
Director of Promotion
and
PressII ashington
Information
II TOP.
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Qi'A^ iimsL Id cut ipwc hadio icdont jcdaIjlI
With some 1700 licensed stations fighting for listeners, it's time we all
realized that radio talent cannot justify the prices they're asking (even at
currently lower figures).

JhiL "q&niuAQA- " o)vl kidding yow.
You can buy better scripts than you're getting for less money.
You can get
better acting, better directing, better over-all production for less money...
IF you'll get off Broadway and Hollywood and Vine to find it.

fowuL to jthiL "cojuniAi^ ' and {find ruuv AoiVtcsA.!
Right now, we're doing 16 network and transcribed shows a week for sponsors,
and they're TOP FLIGHT.
Ask Ralston Purina, Frigidaire, Nabisco, Light Crust
Flour, Jax Beer, and countless other advertisers.
We're doing dramatic shows, musical shows, and variety shows with fresh, new
talent .... sound scripting. .. .and "major league" production.
We're delivering
our clients increased sales for only 60% the costs you're paying on even your
least expensive productions.

Owl dhamatixL AhowA. q&L amuIIjl . . . coaL Iqaa!
Take our new transcribed serial drama series "Second Spring". It's written
by a writer you once paid $450 a week.
It's directed by a former C. B. S.
director.
And the acting will amaze you.
In one heavily populated market,
"Second Spring" is given credit for a 128% increase in cracker sales.
We
doubt that it's that good; but the sponsor, a national advertiser, swears
it's true.
You can try it in some of your troublesome markets for as little
as $2.50 per station.
Radio faces a new day.... a day of scaled-down costs to adjust to scaled-down
results.
You sell a lot of soap out in the "country".
Why not build a radio
show out there, too?

RADIO

PRODUCTIONS,

MONOGRAM
SALES

BUILDING

AGENCY:

MONOGRAM

CHICAGO

INC.

NASHVILLE

3,

RADIO

PROGRAMS,

NASHVILLE

TENNESSEE
INC.

what "group" caused them the most difficulties, 58% of
the small businessmen said government bureaus, 20% said
labor unions, and 20%, large companies. . . . Dr. Wilford
I. King, chairman of the Committee for Constitutional
Government, told a Senate subcommittee that big business
is not monopolizing the American economy.
TV and radio set production
reaches new high mark
Following an early-summer decline, television set production in August climbed to the record level of 185,706,
Radio Manufacturers Association announced. This figure
was more than twice as large as the 79,531 sets produced
in July. AM radio set production rose from 318,104 in
July to 559,076 in August, and FM and FM-AM
tions increased from 23,843 to 64,179.

combina-

Devaluation will reduce
United States exports
Devaluation of the British pound and other foreign curSteel strike is major cloud
in brighter business sky

With the coal miners back at work, Washington found
the chief obstacle to substantial business recovery this fall
to be the calling out of 500,000 steel workers on the pension issue. President Truman announced that he would
make no further effort to intervene. He left settlement of
the dispute in the hands of Cyrus S. Ching, director of the
Federal Mediation and Conciliation Service.
Industrial production
gained in September

Federal Reserve Board reported that September industrial
production, which turned upward in August for the first
time since last October, continued to move ahead last
month. The August figure was 170%, as against 162' i
for July and 169% for June — compared with the 100',
index base of the 1935-49 average. National Association
of Purchasing Agents has found that 50% of plants surin October.
schedules
production
veyed will increase
House group would increase
postal rates $130,000,000

Including only a "mild" increase of $15,000,000 for second class rates, for magazines and newspapers, the House
Post Office Committee is considering a bill to boost postal
rates a total of $130,740,900 a year. The Senate P. O.
Committee has approved a measure to raise rates by about
$100,000,000 — with $10,000,000 of this coming from
periodicals. Magazine and business paper groups made a
strong fight last spring against large second class increases.
I rider the House bill first class rates would bring in
$.">6.000,000 additional: third class — circulars, seeds, light
catalogues — would rise $23,600,000; fourth class — parcel
posl and heavier catalogues — $40,000,000. Special services would rise $14,765,000.
Small businessmen see
no harm in big business
Sixty-four per cent of small businessmen surveyed by
Psychological Corporation, New York, believe that big
business does more good than harm, and only 13% expressed themselves in the reverse. To the question as to
8

rencies in the "pound orbit" will tend to stimulate their
exports to the United States but to curtail our own. British
cars, textiles, leather, chinaware, and French wines, etc.,
will be lower priced in this country. Because the dollar
will buy about 30% more abroad, travel agencies are
getting set for a record rush of U. S. tourists overseas.
Travel advertising in this country by European countries
and groups probably will be stepped up.
Airlines turn loss to profit;
may increase advertising
In contrast with a net loss of $14,000,000 for the first nine
months of 1948, four major airlines — American, United,
Northwest and TWA — are expected to report a total $14,000,000 net profit for the parallel period of this year.
Eastern Air Lines has made a profit right along. The airlines have found that, instead of spending most of their
efforts battling for higher rates, they can do all right if
they promote vigorously enough. Such devices as "air
coach" services and special "family rates" have helped.
Consumer buying declines
only 2% from record level
Consumer buying in the second quarter of 1949 was only
2% less than the record mark reached last winter, the
Department of Commerce

reports. Meanwhile, the depart-

ment notes an upturn in consumer credit as an "important
factor supporting the volume of consumer buying." Business loans also started to move ahead again last month.
Retailers stress need
to create demand
Despite a summer decline in sales, National Retail Dr\
Goods Association points to a growth of optimism among
retailers. The merchants realize, NRDGA says, that "the
retailers function is not merely to supply demand but
likewise to create demand."
Commerce

forms advertising

advisory committee
As the first step toward setting up an advertising service
unit, the Department of Commerce will establish a permanent advisory committee. Temporary chairman is Paul B.
West, president of Association of National Advertisers.
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"OPEN

$95.90

$3.24

raymer
RANGE"

for profitable
selling INVESTIGATE

WGAL
WGAL-TV
\

k

LANCASTER
PENNA.

WKBO
kHARRISBURG,
PENNA.

WORK

W. Paul Jones
Mr. Sponsor

President
Servel,

READING

■

PENNA.

ing one of the nation's leaders. Jones had streamlined the company
in a craftsmanlike manner. Cynical critics claim that he was baited
into the gas camp (Servel makes only gas refrigerators) by a fabulous
salary offer. However, intimates of Jones are aware of his propensity for tackling challenging chores. It is characteristic of his boyish
enthusiasm for accomplishment.

WEST
,

EASTON

4

PENNA.

The 47-year-old executive is faced with a monumental task. Competing with a dozen electric refrigerator producers, Servel is outsold
10 to one. In addition to public reluctance to accept gas refrigera-

WDEL
WDEL
■

-TV

WILMINGTON

i.

DEL.

Ind.

For the past decade ServePs new president, balding, energetic W.
Paul Jones was one of the foremost competitors of the outfit he now
bosses. As vice president of Philco Mr. Jones has been responsible
for the effective promotion of electric refrigerators. In 1948 Philco
had doubled its sales over the preceding year and was fast becom-

WRAW
.

Inc., Evansville,

'

tors, they are priced above the electric models. One of Jones' first
jobs will be to slice the price differential to the absolute minimum.
As an inventor who has patented several features to improve automatic refrigeration. Jones is convinced of the superiority of gas
refrigerators. For the future, he plans a national advertising campaign to pepper the populace with the firm's slogan. "Stays Silent —
Lasts Longer," which Servel hopes will become as popular as was
Packard's "Ask the man who owns one."

Repretenled

by

ROBERT MEE
KER
ASSOCIATES
lo* Angeles
Son Francijco

STEINMAN

New York
Chicago

STATIONS

In 1941 Servel had encouraging evidence that its gas product had
dented the American market. Profits reached the S2.000.000 mark.
With the war limiting the production of refrigerators, the company
used radio for institutional advertising in order to retain its expanding foothold in the field. In 1943-44 Servel sponsored the Billie
Burke Show. I sing only radio spots in subsequent a ears, business
boomed to a record high in 1948 when Servel netted $5,436,168.
Of the $381,300 ad budget for the first seven months of 1949.
$111,554 was expended to sponsor W hat's My Name? for 26 weeks.
By
year's end $250,000.
the total radio advertising budget is expected to reach
an estimated

10
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'Fatima

Comes

Back"

12 September 1949, p. 28

Subject:

WhV

Liggett & Myers

dropped

NBC

"Tales of Fatima" and moved to

On the afternoon of Thursday, September 22nd, at
4:00 p.m., the story was out. Liggett & Myers, which had
just revived their king-sized brand of cigarettes, Fatima,
from a thirty-year obscurity, was dropping Tales of
Fatima on CBS and was picking up Dragnet, a two-fisted
whodunit with a good summer rating record, on NBC.
The announcement came as a surprise to many people at
Liggett & Myers' agency, Newell-Emmett, to network executives atCBS, and to the broadcast advertising business
in general.
There seemed to be no immediate reason. Basil Rathbone, star of Tales of Fatima, had been promoted by Liggett & Myers to the point where he was rapidly becoming
a secondary trade-mark for the cigarette brand. The
show, off to a bad start programwise with the first few
broadcasts, had just added a new guest star policy,
changed its format, and was doing fairly well when it
came to ratings and sales pull. How, then, did NBC
manage to snatch the Fatima billings from under the
watchful eye of CBS?
The thinking on that one goes back to March, 1949.
At that time, Liggett & Myers was doing some top-brass
worrying about Tales of Fatima, which was not doing too
well as far as ratings went on the 26 stations which carried it commercially. The program lacked focus (as reported to CBS and the client by Schwerin Research) and
seemed somehow to be missing the mark. CBS, knowing
that to sell Liggett & Myers a show you sell the client and
not the agency first, came up with an interesting proposal.
Plans at that time were in the works for Liggett & Myers
to sponsor Bing Crosby in a 9:30-10 p.m. spot on Wed-

nesday nights on CBS. Why not, suggested CBS, buy
the Groucho Marx show from 9-9:30 p.m. the same night,
and sell — for the first time in network radio — two cigarbasis?ette brands of a sponsor on a one-hour, back-to-back
Liggett & Myers was receptive to the idea, but before
the big tobacco firm could do anything about it, Groucho
Marx was bought by Elgin-American. However, Liggett
& Myers is one of those advertisers who, when a good
idea is thrown at them, is willing to wait awhile to put it
to work. From time to time, the idea of selling two cigarette brands in a one-hour time period was discussed at
Liggett & Myers and with the higher echelon of NewellEmmett.
Somehow, NBC got wind of it.
A few weeks before the Tales of Fatima option was
due to run out, NBC, its collective feathers a bit ruffled by
recent CBS show and talent raids, decided to pull a quick
one on the boys on Madison Avenue. NBC called on
Liggett & Myers with an impressive pitch. Once before,
NBC had tried to sell Liggett & Myers on using the
Henry Morgan Shoiv for Fatima, but the deal had gone
awry at the last minute. This time, NBC was certain,
nothing was going to go wrong.
NBC's deal: (1) Liggett & Myers was planning to put
the Chesterfield Supper Club into a 10-10:30 p.m. time
slot on Thursdays. NBC could get the 10:30-11 p.m. slot
cleared for a new Liggett & Myers program as well, thus
giving them a chance to utilize the back-to-back gimmick. (2) NBC's new crop of summer shows had a
strongly-rated whodunit. Dragnet, which had been getting ratings in the 8.0-9.0 class, and it was available. (3)
Liggett & Myers could sponsor Dragnet on 140 stations,
get national coverage for newly revived Fatima brand,
and get the 10% "full network" discount. Also, two halfhour shows in an hour period earned the one-hour discount.
Liggett & Myers bought.

Dragnet started October 6.

/he lonely wail of the prairie dog...
the screech of big city taxi... the farmer up at 5:00 or the salesman

P&&

on the 7:42 ... 1 3,000,000 New Yorkers or cattle herders of the
West; all America loves America's music.
That's why PRAIRIE STARS presented on WOV by Rosalie Allen, sweetheart
of the prairie, delivers one of the most loyal responsive audiences

Prairie
fStars
t

(64%

of whom

For maximum

are women)

in all radio.

results at minimum

V,,

cost— for a program that sells—

for proven sales results, buy Prairie Stars, broadcast nitely at nine.
Ask to see the new Prairie Stars Audience Audit.
It's the facts on who is listening to... Prairie Stars

HEW YORK

f
Ralph N. Weil, Gen. Mgr.

t
Originators of

Audiences
Audited *

The Boiling Co., Nat. Reps.
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Out Of 120
For six years KVOO has been the only station
out of the 120 used by Dr. LeGear to carry
year-round advertising for this account! Why?
— Year in, year out, Dr. LeGear (and all KVOO
advertisers) know they can always count on
KVOO for RESULTS!

/L

Dr.

D. H.

LeGear

hMe^

Ob X.D.LeGea
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July l5»

Vice Director
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RADIO

STATION
EDWARD

50.000

12

WATTS

PETRY

AND

OKLAHOMA'S

CO..

INC.

NATIONAL

CREATEST

KVOO\

KVOO

REPRESENTATIVES
STATION

TULSA.

OKLA

SPONSOR

10 (X TOBER

I" I"

New and rvneu
THE REPORTS

LISTED BELOW

APPEAR

IN ALTERNATE

ISSUES

■:■■■:■>.:■

6

New National Selective Business
PRODUCT

SPONSOR

STATIONS-MKTS

AGENCY

Vmcrican
Cranberry
Exchange

E itmor

I ranberrics

BBD&O

Wco
Mfg.
(Croslcj

( roslc)
tors

Refrigera-

Benton
IN.

&
V.)

<N.
young

V.)
& Rubicam

Corp.
Div.)

lf..r.

Borden • o.
Doyle

's l)..ii

I

I

(N.

V.)

Stronghearl
I

Drug

( <».

Bronio-Scltzer

IIIIII.KII

pops

Buchanan

paper

1 Minn.)
Cramcr-Krasselt

Emerson
Eskimo

Pie Corp.

I,,

Hoberg

Paper

Consumer

M ill-

l>«,

cream

(V

Corliss

&

C,

Ncstlc's

. .)

Rosa

Oct

major
iti k I - I
20-3(1 sta; 15 mkl(Spotly
nail
campaign)

['.i.wk--!><»!-.

breaks;

abl

Oct

Liggett

&

Marlin

Firearms

Stanclar.l

Labs.

11,,.,,,,
I arm.
industrial
salts

K 1 ,u-\ an
Dunlap

11,.,,,/

II.. a...'

(antacid

-I.,.,,,'-

I.

Sterling
Drug
Co.
(Centaur-Caldw «
Div.)

Liniment

Kiesewcttcr,

,\ Baker

Krorb)

I'l.ar, ,,.,,., I

Guard's

(N.

Pietersom
(Milw.)
I N.

Bi

I old

Loui.s

( Major

„,
tic

Alliance Mfr Co
American
Chicle

\meritex
Fabrics Co
Benrus
v. at.-li Co
Borden
Co
B.V.D.
Corp
Chevrolet
Dealers
CroCorp
Il)i% of \vc„

In

next

«

Dorland
J. I), Tardier
Young
& Hi. I. i. am
Dovle,
Dane
&
Bernbacb
Campbcll-Ewald
Benton
& Bowles

issue:
New
Broadcast

and
Sales

\\ NUK.
WNBT.

Clevc.
V V

H Mill. N. V.
\\ NBT, N. i .
WNBT. V Y.
WNBT, N. V
\\ I ' S-TV
net
WCI's.ll

Renewed
Executive

on

-pol-.
breaks:
early
1950;
13

wks

Sep

2<> ; r>2

wk-

Oct

Sep

15-Ocl
- in

will
wks

add

ink

.il : l:i wk-

wks

E.t.

spots,

Early

breaks:

a.m.

early

15-min

Oct;
el.

Oct

13

1 - 1 ."> : .',2

prgms,

bre
ak-:

wk-

shows;

earlj

Nov ;

,%2

only)
l.t.

„nl; I

spots;
»k-

Earlj
„,,!> (
mkls

a.m.

early

Oct;

spots;

13

carlj

wks
Oct;

1 :i
wk-

E.t.

spots;

E.t.

-|

1 •:.!.

spots;

Oct

1 : 13-26

wk-

"■:■.. : .

of earlier
some
new
inkts
in plant

N. V.)
mkl

j 1

break-:
O.I

."»2 wkstarling

dates;

1 :;

Indef*
luccessici

renewals.

It's subject to cancellation

nl

the

.»,'

(Network and Selective)

NET OR STATIONS

Foster-Davies
Badger,
Browning

Co

mkl-

"2 -la:
16
( Nail campaign
area-)

&

E.t.

15-min

mkls

(Renewal
campaign;

breaks;

spots,
break-:
al.l
1 »k-

only >

In.l. 1
Illdcf*
(Major
mkls
211(1 -la:
150

V.)

(Chi.)

mktlixlel
farm

(Major

AGENCY

13

30-min
daily e.t. show-,
spots,
break-;
(let 3; 13 wk-

in a few
inkts)

expat. .1 1
In.l. 1

(Major

New and Renewed Television
SPONSOR

•

(Major

-

Station list set ,,i present, although more may be added later.
(Fifty-two weeks generally means a /■• week contrail with options for
of any IS wi i l p. i iod

il

may

)

spots,

Spots;

( 5-10
Pacific sla: mkls.■> mktonly;

\

>\ cttcr

(N.

(Expanding
Northeast

.)

■

Sherman
.K Marque
(Chi.)

I>r. Laxative
Caldwell's

Nee, 111 am.

\\ l.il, I...II

( N.

Joins

15;

m

13

..A:-)

in.i.r

Y.)

Jones

Oct

K.I.

Jan
inkts)1 into

I.I.I. 1
(Liniil.nl campaign;

W .11, ran V)

(N.

abt

1-15;

1 •"> ;

In.l, 1

Ncwell-Emmett

Co.

Ill

-cw. tier.

Baker

Chesterfields

Myers

lorton
Sail Co.
(Smoke
Salt Div.)
tarmac.

hi

i

<>
niklcampaign)

(Expanding
Midwest

products

Oct

:t wks
abl

Eastern

Macaroni

>\ "•..,,-

abl

breaks:

liarV. La

shows;

I'.. I. -|.»l-,

11
sta:
(Midwest

1 •IN.il ,\Y.)Prcsbrc)

Chocolate

women's

I ...1,1
I flcai y campaign :

( Limited
60 sta; nail15 campaign)
mki-

products
I ...... mt.

10;

start, duration

(Eastcrn
only;
1 .1 sta; inkts
I •"> ...kimay expand >

V)

IN.

in

wk-

J,.li. i II. Riorda
(I.
x.)

I „-

Partlc

1.1,1. I
I Supplement
arj
campaign )

Bowie

Packing

CAMPAIGN,

PROGRAM,
Top Views
in
Film annemts;

time, start, duration

S,,„r|-:
s„„
[0:30-10:45
Sept 1; 18 wks (n)

Film

spot-: Scpl

Film
Film
Film

spots; Oct 2: .",2 wk- (rl
spots; Sept 2!t ; 1(1 wk- I n )
spots: Sepl
I: r,2 wk- (r)

20:

13

wk-

pm:

Oct

2:

13

wk-

In)

(n)

Pantomime
Quiz;
In 10:30-11
pm:
Oct
I: I :f wkI,,)
This
U Broadwav;
s,.n
7 :!<)-)! pm ; Oct
2: r>2 wk(alternate
wks until .la., I ) I ,, i

Networks,
Sponsor
Personnel
Changes,
Changes,
Mew
Agency
Appointments

Vational

wm.

New and Renewed Television
AGENCY

SPONSOR
DulTj
Moll ' a I...
ii
rj l"t
->
1 * ersharp
Inc
Ford
M
i < o
i
.1 1 ....•!
i orp
(Blrdieye
1
la)
1 1,, \ i Cilberl
I o
(Mechanical
1
1
II,,,,-. hold I I', I.,
|,
I .. K rueger
lire*, ing Co
Mall Poach
1 obacco
' ■•
M. J. II. < .. H offec)

Pioneer Scientific * !orp
Revere Corp
Peter
Paul
Inc
IM
1- »
Pepsi-I ola < ..
Pequol
Mills
Semca Watch »\ Clock Corp
w . v. Sheaffer
Pen Co
Alexander Smith
& s.»uCarpelBaking
' •■ Co
w ,,r,l
\\ estern
Bitcull
I ■■
\\ inc Growers
Guild
(Guild Wine)

1

A

Blow
h. ,,,..,,
^ oung

PROGRAM,

NET OR STATIONS
tt Ml 1 . \

Hull,.,,.,
X

1 . khardl

X

1

I

u Mil,
N. Y.
\\ Mlh.
< leve.
\\( li-s - 1 \ . \ 1

It ill, i,., mi

\\( if — ■ V nel

II. ,M
1 . \ ally

\M BS-T\

w m:i>.

Gcyer,
Newell
.\
Ganger
w .ilk er-Dou ning
BBD&O

..f the

People'i
Boxing;

v

Sepl

19;

'.') .k-

In)

Film spots; Sepl 211: 13 wke (n)
I .In. spots; Sepl 12; 52 wk- (n)
I ilni spots; Sepl 22 ; 13 -k- (n)
Roar

nel

v

-|...is:

time, start, duration

Rails;

Mon

Platform;
Hi 9:3

lii

7-7:ir>

pm;

■si Georges
& Keycs
Brl tacher,
\\ heeler
lliovs
,1 .ii kson

\\ Mill. V
^
Kl Ml
\.
k II \ 1 \
khMIH
rSL, 11 \\
w mi i . \
^
\\ \ltll. N
1
w mi I \ ^
\\ Mil . V V
tt Mil). \. Y.

Film .11111. nil- : Sepl
2)1: 2<i »k.
I .1.,, ,,.,i-: Sepl 19; II »k- I ii)
Film spots; Sepl 19; 21 «k- |r|
Film s,,,,is; Sept 6; 52 »k- i ,, i
I Mi., .p.. i.: Ocl 3; I wks < n i

Sl'l-lls

WPIX,
N. Y.
\\< It-.. | \ ,„.,
tt Mlk.
( leve.

Film anncmts;
This Week
in

1 .1% Ion

Mi.

Anderson,
l)a\ is X
Plalte
J. Walter Thompson
Calkins-Hold< n
Hoenig-Cooper

\\ Mtk.
tt Mil.

V

W Mil).

V

Ocl

I Ishing
in. I Hunting
I liil.: I ri 9-9:30
I .In, spots : Sepl 23;
I 3 »k- I n)

( leve.
> .
V.

Ocl ■"> : 13
•.|...n-:
In

Sepl

15;

21:

10-10:30
pm;
Ocl
to conclusion;
Sepl
|im:

»k.

In)

Sepl

HI:

I.I %.k-

I ii I

(r)

>k- in)
10-10:15

I .'1 *k-

13

7; r.2 >L. (n)
2'i : 1.1 «k- In)

Film

-puis;

I ilm
I ilm
I ilm

spots : Sepl
27 : r.2 wkI 1. I
-;,.,!-: Sepl 13; 13 >k. i ., i
spots; Ocl I : 13 «k- (n)

iepl

21):

52

«k-

I i, i

Ini

Station Representation Changes
KBTV,
WJA( -I
tt I'M .
tt I M .
tt I \ V

NEW

AFFILIATION

STATION

NATIONAL

DuMont,
Paramount
Mil . < BS,
Mil . DuMonl

Dallas
\ . Johnstown
Pa
Charleston
S. <
Tallahassee
Fla.
< .. IiiiiiImi- ().

MBS
Mil .
Mils

\ilam

REPRESENTATIVE

^ mill":

Headle-.-lt.nl
I ii ill- pen ill- n I

Mi- 1 r.. p.. I il .11

Sales

John Blair
lleadley-Reed

lliiMnnl

Advertising Agency Personnel Changes
NAME

FORMER

Charles
Al
George
V. Baldwin
Roger
Bacon
\V. P. Booth
Alan R. Burman
Robert
M. Campbell
Orvllle
Chase
Thomas
It. Coleman

S.

II. Cummings
A. Donohoe
C. Elvln

1 «l\, ;inl

Frank

Nat Vi'.
Patricia

Hopkins
James

Arthur

A.

Juil-.m

Richard k . I ami)
Curtis < I i V. aid
Dan
J. Loden
Frederick
A. Long
I. inn- S. MacVickar
K..-I. ....I I Mayer
Peter J. McKenna
Scotl Montgomer}
J. >l.n A. Miilhir.il
Edward
S. Nance
I harles Perrinc
.1. Roj Peterson
I rank N. Phelps Jr
Frances
Rafter)
I
rge II. Richardson
I ranklin
S. Roberts
Paul Schlesingcr
Mark
Schreihcr
Robert
II. Schuhi rl
I . J. Schuepbarh
Robert
Seldel
Sherman
Slade
Harold
II. Stark
Roberl
1. Walsh
I
ird \\ hllle)
I vnl

Wendell

tt ill,

Willii

L.

A.,

inyr

William

Jaqua,
Itui In aufl ci Ryan, Si I... accl exec
i:<
Ted Bates, N. V.
J. Walter Thompson.
N. Y.
J. A. Zurn Mfe. < «■ Cleve., adv, sis prom
N W . Ayer, Phila.
Biow, V Y., accl exec

M argi n R. Co ;gro. (.
Frank Coulter Jr
Glenn
Joseph
Robert

Dur-liiu-.

NEW

AFFILIATION

^ nun*:
III

&

depi
Stauffer

N.

Rubican

... . i
Chemical

^ ., asst

Co,

S.

ratlin

ni:r

media

Seldel,

N,

Detroit,

Corp

(Buirk

VanSant,
Dugdalc,
Halt....
Geyer,
Newell
.\ Ganger,
TV ilir N. Y.
BBD&O,
I awrence
Life

I -

I. V

Magazine,

I!, Hi,,,, nil

N.

adv

mpr

^ ., vp

General
Motors
a.l\ mgr

X

Ryan,

tt . Vyer,

Sterling,

S.

N.

<li»>.

ra.li...
N. V.

x .. radio

V esl

< •• isl

Detroit,
TV ilir
ass- ra«:0

ilir

r.

I hi.

ill

lll-r

III.,..!.

i II-. Chi., -I- service m^r ..I Western
nine.
Ball X Davidson,
Denver,
vp, board
memb.
k\\ DM,
I). - Moines,
continuity
.lir
Hartmann
Trunk
I ... Racine
tt i-.-.. ail-, m:
Seidcl,

tt ash.,

I oote, I one
tt .11. in. J.
a-s|

adv

pns

& Beldlng, I . \.
Ka,
I Jewclrj
I ...

mgr

McCann-Erickson,
N. V.
Wilhelm-Laughlin-Wilsori,
Norman

Wrlghl

Piltsl...

limrbuver
N. Y.. accl

Productions,

acct

r\<-<

Mich.,

accl

exec

II*.

E.

»v

Foster.

Toronto,

Rubicam,

.V

aect

Y..

(lia

I la.
accl . \ . .

partner

exec

radio

dir.

business

mgr

ex.
1.

of

( ummings
."v Hopkins
(new),
Detroit,
partner
Ad theFried.
Oakland
I alif., radio timebuycr
People"
Yan
I)i\<-r «.x I arlyle, N. ^ .. accl exec
Edwards,
Hackensack
N. J., media .lir. accl exec
William
II. W . iiilrnul). Willow
Run,
Mich., mgr, reside!
exec
Sain.',

on
aeet

Same,

ratlin.

kaiser-l'
ra/er
exec

Benton
-.nil.-.

e.
I\

TV

accl

dir

Howl,-.
ilir

\.

^ ..

accl

exec

I). I, I-. I. .\ -In...
\. \.. vp
Lynn
ll.ik.r. I . v.. mgr
M . t arty, Pittsb., aeet exec
i alifornia Transit, I.. A., aeet exec
1 mil Reinhardt,
Oakland
Calif., accl exec
Footc, I .me «\ Belding.
S. F., accl exec
\\ . I). Lyon, I rilar Rapids
la., accl exec
Ellington,
V V. vp

I ., accl

i.

A.,

Cummings
X Hopkins
(new),
Detroit,
John
0*Ronrke,
S. F., accl exec

F.

Young
Motors,

I..

Rapids

.I.

Same,
Dallas, ni-^r
Blow, IV Y.. acct exer on P-XG aeet
Wilson,
Haighl
<S Welch,
N. Y.. ra.li... T\
I .-, Donnelley,
Cleve., accl exec
I oiiiplon.
N. "I .. accl exec
Sullivan,
Stauffer,
Colwell
& Bayles,
N. V
Bac
Hartman
-V Vollbrecht,
St. Augustine
Sam,-, railio media depi mgr

Harry

Continental

Kester,

Grand

AFFILIATION

I oote,
Harry

•
.\ Belding, S.
Felgenbaum,
Phila.,

I atham-l.airil.

Chi . railio.

I■'.. vp
raili...
TV

Dorland,
N. . . .|.
Same,
Bond
* .|. Starr. Pittsb.,

accl

TY

dir

timebuyer

Mark
Sehreibcr
(new),
Denver,
W. I>.Baker,
Lyon, Mllw.,
Cedar m.Rapids
la.,
.Ii.,.

head
radio,

TV

.lir

exec

VanSant.
ra.'i... N. l\V. .lirra.li.. ii
Badger .V Dugdalc,
Browning Balto.,
K Hersey,
Ii.
ii .\ DuBrowin,
N. ■) .. .,• cl exec
I... Burnett,
I
\.. Wcsi
Coasl
radio <lir

buyer

ilir

IOWA

R

_ADIO
listening
213% since 1941!

LISTENING DOUBLED
SINCE 1941!

in

Iowa

has

increased

This and other significant trends are features of the 1949 Iowa Radio Audience Survey.* For the twelfth consecutive year, this
outstanding Survey continues to give a complete and accurate picture of radio in Iowa.
It enables advertisers and agencies to determine Iowa's greatest radio value for any radio
promotion, in any or all parts of the State!
This valuable book will be off the press in
a few days. Write now to reserve your free
copy!

*The 1949 Iowa Radio Audience Survey is a
"'musl" for every advertising, sales or marketing man who is interested in Iowa.
The 1949 Edition is the twelfth annual
study of radio listening habits in Iowa. It was
made by Dr. F. L. Whan of Wichita University
— is based on personal interviews with over
9,000 Iowa families, scientifically selected from
cities, towns, villages and farms all over the
State.
As a service to the sales, advertising and
research professions, WHO will gladly send a
copy of the 1949 Survey to anyone interested
in the subjects covered.

WIKI®

+/©r Iowa PLUS +
Oes Moines • • • 50,000

Watts

Col. B. J. Palmer, President
P. A. Loyet, Resident Manager
FREE & PETERS, INC.
National Representatives
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ONE STATE

AND NORTH CAROLINA'S
NUMBER 1 SALESMAN
\

/

RALEIGH, N. C.

r~

50,000 WATTS 680 KC

FREE & PETERS, INC

NBC AFFILIATE

NATIONAL

•

also

WPTF-FM

*

REPRESENTATIVE

506 000 000

1948

Ire ad budgets big enough ?
Study of 69 leading companies shows
advertising would build sales and reduce other costs
over-all

Five billion dollars are now
spent annually by all advertisers in all media in the United

States.
Critics of advertising cite this figure
to emphasize the "waste" of advertising. They ignore the fact that advertising is the primary force in creating
and maintaining and developing busi-

that it isn't nearly big enough.
The overall ratio of all advertising
and promotion to all the national income today is only about 2.1%. This
is smaller than the 3.3% of 1938,
when the nation's income was less than
one-third as large. It is too small to
support most companies - - especially
companies dealing in consumer prod-

nesses. They don't dare try to guess
ucts — in today's competitive, buyer's
market. It is too small to support, and
what would happen to the nation's
economy, and their own livelihood, if to help to reduce, the costs of personal
advertising were drastically reduced salesmanship.
In the next decade, it would seem,
all along the line.
The $5 billion figure looks big. But advertising must be big and strong
actually, from several standpoints, enough to assume a real pre-selling
there are sound reasons for believing role. In fact, it is fast becoming mech-

10 OCTOBER

1949

that

more

anized selling. With self-service accounting for an increasing share of
all retail business, advertisers must
make doubly sure that their brands
are known and accepted.
T. F. Flanagan, managing director
of the National Association of Radio
Station Representatives (and formerly
president of Penn Tobacco Company,
a substantial advertiser ) , has analyzed
advertising expenditures against sales
and other items in annual reports for
1948 of 69 leading national advertisers.
He chose these 69 from lists of the
150 top advertisers in network radio,
magazines and newspapers, as compiled by Publishers
Information
Bu-

17

Comparative

Expenditures of Advertisers
4%
Ad ratio
to sales
volume

Advertiser
American

Home

Armour
Avco

Products
Va

& Co.

Manufacturing

l'/2%
1%

Bayuk Cigar
Bigelow-Sanford
Borden
Cannon

Carpet

Mills

Chesebrough

18%
54 of i%
1%

Manufacturing
II Oth

Chrysler

of

of 1%
10%
Vz of 1%
3
2/3ds of 1% %

Kodak
Auto-Lite

2%
20%
3%

General

l/3d of 1%
2Vz%3%

Foods

General

Mills

General

Motors

Glenmore

Vi of

Distillers

B. F. Goodrich
Goodyear

Rubber

Tire

5%
Vz of l%

Vz of

H. J. Heinz

1%
2%

1%

Cellucotton

International

Harvester

Johnson

& Johnson

Va of 1%
2%
124%
%

&

Valley

1%

Libby

Canning
2%

National

3%

&

12,200,000

Biscuit
Dairy

Vz of

1%
10%

Distillers

Tilford

24,600,000

50%
10%

13,000,000
440,400,000

16%

3,000,000

50%

23,700,000
254
%%
500%

24,000,000
6,000,000
300,000
7,100,000
55,700,000
11,400,000

50%
40%

60%
5C%
nearly 1 100%
2%

2/3 of 1%2%

Milk

22,700,000
85%
60%

°0%

Quaker

Oats

Reynolds Tobacco
RKO

Radio

Ronson

Schenley
R.

2%

26,900,000

70%

2,300,000
2,100,000

70%

Sheaffer

3,700,000
8,400,000

30%

34,600,000

1%

50%
5%

5,400,000

15%
(loss)
nearly 50%

Pen

Socony Vacuum
Studebaker

Va of 1%
l'/2
Vz of 1%%1%

Swift & Co.

Va of 1%

35% 8%
40%

Willys-Overland

1/3 of 1%

2,500,000
132,800,000
19,100,000
27,900,000

Textron
U. S. Rubber

500,000
29,500,000

Industries

B. Semler

2,400,000
10,500,000

20%
200%

Pictures

Lighters

25,400,000

40%

33%
2%
4%
1 2/3%

3,800,000
12,500,000

25%

Philco
Mills

9,500,000

1,800,000

2'/22%%

Parker Pen

Pillsbury

1,200,000
27,700,000

25%

Philip Morris

National

157,400,000

10,400,000

McNeill

Minnesota

1,700,000

55,500,000

2%
4%

Kaiser-Frazer
Kellogg

National

150%

28%

International

26,100,000

54,700,000
7%

2'/2%2%

Foods

2,100,000

89,200,000

65% 7%
84%

Firestone Tire

7,900,000
2,100,000

5,200,000
19,200,000

1%

Eversharp

Pet

168
%%

l/3d

Eastman

Park

25%
nearly 100%
nearly5%70%
20%

Corp. — Seagrams

Electric

Libby,

% 9,100,000
(loss)

8%

Distillers
du Pont

Hunt

Profits

Ad ratio
to 25%
profits

124%
OfWz%
1% %

B. T. Babbitt

80%

20%

7,000,000
20,100,000
6,500 000

reau and Media Records, because they
were the only ones on which he could
get complete data. For information on
many of them he also went to the New
York Stock Exchange.
( Some leading advertisers, such as
Brown & Williamson Tobacco, Ford
Motor, S. C. Johnson & Son, Lever
Brothers and Nestle Milk Products, do
not publish annual reports. Their
shares are not publicly held.)
But the 69 were representative of
leading advertisers. With two or three
exceptions, their expenditures in these
three media were more than $1,000,000.
Combined annual sales of all 69 in
1948 were more than $18 billion.
Against this figure were total "selling,
advertising, general, and administration expenses" I usually lumped into
one item in annual reports), of about
$24 billion, or about 13.4% of sales.
But advertising expenditures in these
media were only $258,288,250 — or
only about 1.4 % of sales volume, and
costs.
only 10.7% of total "administration"
The network radio figures published
by PIB cover time costs only. Adding
$70,000,000 for estimated network radio talent, for spot radio time and talent, and outdoor advertising, Mr.
Flanagan found a "mass media" total
for these 69 companies of $328,288,250. The projection of this last figure
thus becomes 1.8% of sales volume
and 13.7% of total "administration"
costs.
Even with the addition of point-ofsale, direct mail, television, and other
media, the advertising volume of these
leading advertisers probablv would not
exceed 2.5% of sales.
For some of them — notably Borden
and National Dairy. Armour and Swift,
which maintain their own delivery systems, and National and Sunshine Biscuit, which sell direct to stores — costs
of selling are the dominant factor in
administration costs. But in many of
the
others
the "physical" sales job also
weighs
heavily.
Among the score of leading advertisers whose ratio of advertising expenditures to administration costs was below the 10.7% average for the three
media, were the Big Four rubber companies— Firestone. Goodrich. Goodvear.
and United States Rubber — and California Packing I Del Monte), Heinz,
and Pet Milk.
Also on the "below average" list
were du Pont. Eastman Kodak. International Harvester. Johnson
& John-
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Advertisers with higher ratios
son, Prudential Life, RK.0 Radio Pictures, and Socony Vacuum OilThe rubber companies pay the costs
of maintaining many of their own
stores. So does Eastman. Prudential —
notable as being the only large advertiser among the Big Five life-insurance
companies — is represented by thousands of salesmen. Du Pont and Harvester run many-sided businesses, with
separate sales organizations for each.
The oil companies still have a big stake
in service stations. And until the recent Supreme Court decision, several
large movie producers, including RKO,
also operated theaters.
All of these factors add to the sales
part of "administration costs." Manufacturing businesses which own hundreds or thousands of outlets, or must
be represented by hundreds or thousands of salesmen, do proportionately
less advertising to total costs.
Most of them might fare better if
they cut down on direct personal contacts and put the difference into advertising. This is especially true of insurance, which is rarely bought but
nearly always sold. It is also true of
oil companies. Either with their own
stations or exclusive-franchise stations,
their outlets usually carry only one
brand of oil or gasoline, and the refiners— and consumers — pay for expensive duplication of facilities.
On the other hand all the motor car
and appliance, tobacco, radio-TV-appliance, liquor and soft drink, watch,
fountain pen, and textile product companies, among these 69, had a higherthan-average ratio of advertising to
administration costs. This also applied
to most food, soap, drug, and tobacco
advertisers, for which figures are available.
It is more than a coincidence that

'"<e otner tobacco firms, spends more
in proportion to administration costs

AOIfinlc

all its advertising money is spent in
radio.
Almost 50% of the Bayuk Cigar
( Phillies I administration costs were
for advertising, and the Bayuk advertising expenditure was 4>% of sales and
nearly 70% of profits. Bayuk devoted
about 90% of its three-media expenditure last year to radioOne-third of the Reynolds Tobacco
(Camel) administration costs were for
advertising. This was onl\ about 1%%

general foods

finds

high

ratios

pay off in profits

advertising

of sales volume, but about 33% of
net profits. Although detailed figures
aren't available, similar ratios are reported to have obtained for American
Tobacco and Liggett & Myers. All
three spend more money in network
radio than they do in newspapers or
magazines. Reynolds has learned a
lesson from its experience of 15 years
ago, when it cut out all advertising "to
save money." Sales dropped sharply.
{Please turn to page 40)

Advertisers with lower ratios

most companies in the latter group also
had higher-than-average ratios of advertising to sales volume and to net

profits.

Take, for example, that diversified
company, American Home Products.
The ratio of its three-media advertising expenditures to total administration costs was about 16%. Its ratio
of advertising to sales was about 4%
and of advertising to net profits about
80%.
Or take B. T. Babbitt (Bab-O),
where the ratio of advertising to administration costs was 50% ; the ratio
of advertising to sales about 12%. and
to net profits, nearly 100rf. In Babbitt's case, there's little doubt about
what makes the mare go — and nearly

swift:

High

costs

packer's

of

selling

proportion

bring
down

big
to

low

meat
level

int'l harvester

due to distribution costs

liiim-i-denf
Pioneer
puts
Counter displays and informed

over-all

clerks tell the advantages of Amm-i-dent

Block Drug didn't add network radio to their tooth

advertising without knowing something
ahead of time about the impact of
Amm-i-dent air commercials. Before
committing roughly two-thirds of an
estimated $2,000,000 advertising budget to CBS's Burns & Allen, they saturated a number of test markets with
one-minute announcements and chain
breaks. What they learned helped answer the question of how to spend the
bulk of the national ad budget. Thev
also discovered the kind of supplementary advertising best designed to back
up the network advertising of Amm-ident.
The Amm-i-dent air-test campaign
told radio-minded Block executives
that commercials describing their "ne*v
model" dentifrice would get both attention and action. Thev didn't need
that evidence, however, to know the
spoken word would build sales for
their products. A special e.t. announcement campaign for Allenru I an inter-

pains) boosted sales 150' < in advertised areas. In some areas the oneminute spots, aired only between 6:30
and 8:30 a.m., shot sales up 900%.
I his was in 1947. The overall sales
of Allenru continued to climb in 1948,
with the first four months of the year
showing a national increase of 31%
over the same period the previous year.
Sales increases of Poslam ( a medicated ointment I . Allenru and Omega
Oil, all of which were strongly prci Kited by radio, are described by the
company as "sensational." Sales manager Paul A. Woods of Collier Drug
Co., a Birmingham. Alabama, wholesaler, wrote WAPI last year that within a few weeks a campaign or five oneminute announcements per week built
sales from a half-dozen cases of the
small-size Omega Oil and three cases
of the large size per month to 36 dozen
and 12 dozen cases respectively. "We
were not prepared for the tremendous
demand," he wrote.
Throughout the

They're

ABOUT

PLEASE put me on the counter . . . I'm a
fast mover with a big profit for you —
Mr. Druggist!

Block Drug Company

20

has used selective radio for many

products

Country-wide. Omega Oil sales about
doubled in the same period, while the
Poslam curve rose 15' < . Block adver
tising manager George J. Abrams.
wrote the agency I Redfield-Johnstonj,
New York: "The radio commercials
you have prepared have pla\ed a most
important part in the fast growth of
these
products."
The three
original
Amm-i-dent was on
the market about two \ears. sold primarily through ethical channels. It was
not advertised. Block Drug Co., Inc..
of Jersey City. N. J., bought it in November, 1948. It was not advertised
for the following three months, but
sales began to pick up automatically
as a result of stories in consumer publications, climaxed by a piece in the
Reader's Digest.
"1" as a figure to reprethe time Block took over,
sales rose lazily on the
magazine
publicity
on

ME OVER

WDBJ

68 On Your Radio

(HfUM^riC

South sales shot up 383% within four
months after start of the campaign.

If we take
sent sales at
Amm-i-dent
strength
of

PAIN

• Yes, sir, Mr. Druggist — Almost every day your customers are hearing about good old reliable me! I really
love your store, but 1 muse be moving on — so how about
putting me on the counter. I'll be gone before you know
it' Will you do it now — please!

STOCK
Intensive

BOTH

SIZES

• 35c

• 60c

promotion eFforts to druggists have helped

build distribution

SPONSOR

?"'

of it- ud:

SHOUT/M^^

WMPS

for

75%

at the point of sale

nal remedy for rheumatic aches and

I'M ON TH
E AIR
OVER

•^••tlClirU

ammoniatei

GuOKGE,
isn't it wonderful!
We're advertising Amm-i-dent
on 150 CBS stations every
Wednesday

lets the pace

nite — telling just

everyone that Amm-i-dent has
more anti-decay ingredients

wfvAvlUf you're so right!
And we're backed up by scads
of ads in magazines.
Amm-i-dent is setting new

than any other dentifrice!

entif rice ' firm
itfudget into radio

sales records every day —
it's terrific!

ammoniated dentifrices to a "20" by
the end of January, 1949. The first
advertising it got was a full-page
spread in metropolitan dailies throughout the country tying in with the Reader's Digest story. The copy wasn't
strong, but it zoomed sales to "85"
(over the "I" of the preceding November )by the end of February.
By this time. Block Drug president
Melvin A. Block, advertising manager
George J. Abrams. and the agency,
Cecil & Presbrey, New York, were
ready with a test campaign of radio
announcements and full-page space in
selected markets. Two of the things
thev wanted to find out were:

New Price on Amm-i-dent Tooth Powder*
47* FTM
50* LIST
$4.00 per doi, less wholesaler discounts

Amm-i-dent Toothpaste

Which media would give Amm-ident the most instant mass acceptance
lover-night, if possible)? In which
should they concentrate the bulk of
their funds in a national drive? The
Block people have used local and regional radio with outstanding success
for many of their products, including
items in their line of cosmetics and
toiletries. Thev knew what air-selling
had already done for them. Cecil &
Presbrey. one of the strongest newscomers in radio and TV selling, has
pioneered new radio sales techniques
for Phillip Morris (daytime radio).
Speidel. and others.
But neither of these organizations
is prone to jump to conclusions,
despite their backlog of experience,
without careful testing. Besides, with
a product like Amm-i-dent there were
special problems. The characteristics
of the product and what they are designed to accomplish required considerable explanation and verification.
The sales pitch called for rather detailed presentation in order to estab-
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53* FTM

Yes, George Burns and Gracie Allen
are backed by Amm-i-dent ads In

55* LIST

Life, Sat. Eve. Pott, Collier's, look,
Ladies' Home Journal, McCall's,
Woman's Home Companion, Patents',
American Weekly, Parade and

$4.40 per doz. less wholesaler discounts
'No Changs In formula — still contains 3 limes
mors anti-decay ingredients

George

Burns

and

Gracie

Allen

are

now

Sunday Roto Sections.

starting

lish in the prospect's mind the desired
picture of the product's benefits.
Tests had shown the presentation
called for such material as case-histories and pictures; technical pictures;
graphs or charts; pictures of the product, etc. Most adult dentifrice users
were on the blase side, a little inured
to the plethora of similar claims of

to

tell

the

Amm-i-dent

story

on

CB3

The first national Amm-i-dent copv
to break was the tie-in with the Reader's Digest story last February. It
utilized long, detailed copy. It got
startling readership. Earlv the same
month individual market tests began.
These tests, in such cities as Columbus and Toledo. Ohio, Ft. Wayne,

"regular" tooth paste and powder
brands. Re-conditioning such users to
the basic Amm-i-dent claims of cavity

Ind.. Syracuse, N. Y.. etc., were
simultaneously with an overall
tional newspaper campaign of
page and 1000-line ads in about

run
nafull250

prevention invited a Reader's DigestPopular Science combination of anecdotal statement on product background
and development, how it works, what
it will do for humanitv. etc.

Radio test cities got as many as 50
announcements per week for a month.
papers.
Of the total number of announceI Please turn to page 60 )
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THAT WONDERFUL

Dolcin customizes

commercials

of Ed MacHugh's

"Your Gospel Singer"

H & K Coffee

does similar job with "SingirT Sam"

Tailor-made
transcriptions
Advertisers from autos to breakfast foods
find

it pays to fit program

to markets

Five reasons why sponsors use custom commercials
on syndicated e.t. shows:
1

Sponsor isidentification
"mood"
unbroken.

is invariably

»\

Promotional tie-ins of all types pay off better when the clientstar link is strong.

o

Costs are often the same,
announcers at AFRA rate.

m

"Customizing"
local merchants. an e.t. show adds prestige with

q

Custom commercials with special themes are cheaper than an
all-custom show.

or even

higher

lower

when

than

the

hiring

show's

local

listeners and

on KXOK,

COFFEE

St. Louis

custom-made transcriptions.
The first shows g that
reached
There's nothin new about
•
the air on wax, back in the late 1920's.
were custom-made to an advertiser's
order. One of the earliest of these
shows was a two-hour Christmas show,
put together in Europe, by BBD&O for
a bakery client. This show was a
round-up, on 78 r.p.m. records, of such
famous talent as the Grenadier's Band
in London and the Sistine Choir in
Rome. It did a bang-up one-shot promotional job, and started a whole cycle
of special recordings and later, e.t.'s.
After a brief one-year period, in
which newly-born recording companies
ran around signing up stations to handle their transcribed or recorded programs on an exclusive basis, the N \I>
put a stop to this practice in 1929.
After 1929, the practice of tailor-

making a show to an advertiser's order fell off. Many of the transcription
firms who make their living mainlv
from syndicated e.t. shows came into
the field, and most advertisers who decided to go non-network in their programing found that the growing list
of syndicated e.t. shows could supply
most of their wants.
There were a few exceptions during
the early and middle 1930's.
Chevrolet, long a pioneer in
form of broadcast advertising,
sioned the World Broadcasting

In 1937.
any new
commise.t. firm

(now a part of Fred Ziv's organization ito put together a 15-minute musical show called Musical Moments. The
platters were placed on what, at that
time, was the biggest national selective
campaign in the history of radio. Some
450 stations were used to carry the
show, which featured "name" musical

22
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Electric Auto-Lite

built "Gasoline

Alley"

wholly to dealer

talent and the fiddling of Dave Rubinoff.
In the late 1930's and in the 1940's,
other sponsors used custom-made e.t.'s
to do special market promotions, to introduce new products, or to sell seasonal products when network time was
hard to buy or difficult to arrange. C.
P. MacGregor, and later Les Mitchel,
tailor-made the Skippy Hollywood Theater which is still boosting sales for
that brand of peanut butter. Londonderry Ice Cream Mix was introduced
in a custom-made e.t. show that featured the famous story-telling Lou
Holtz and his "Lapidus" jokes. In the
mid-1940's Standard Oil boosted seasonal sales for its Flit line of insecticides via e.t.s. Coca-Cola used its
Songs by Morton Downey on a custommade basis, with live tags for local
bottlers, after that show left the network air. The same soft-drink concern
used an e.t. dramatization of Claudia,

needs

"Sammy

Kaye Showroom"

minute e.t. show that sold MinuteMaid. Stanback powders received a
terrific shot-in-the-arm a couple of
years back with a 15-minute custommade e.t. show, starring Peter Donald,
which the headache-remedy firm found
to be only slightly more expensive than
doing the job with transcribed announcements and station breaks. There
have been others, too, who have found
that the increased impact and sponsor
identification of a custom-made transcribed show is one of the most effective ways to sell a product on the air.
There are several degrees of "custom-made transcriptions." The fanciest, and of course the most expensive,
method is to have a show created from

is tailored for Chrysler-Plymouth

dealers

the ground up and designed solely for
one advertiser's product. The shows in
this category, such as Electric AutoLite's dealer-sponsored Gasoline Alley,
the Brand Name Foundation's The
Name Speaks, the Carr Melody Bakers
for Pennsylvania's big Carr Bakeries,
are of general interest, but are aimed
primarily at the audience that buys the
product or service being air-promoted.
A sort of compromise between this
method of building a show from
scratch and the long lists of available
syndicated shows is the e.t. show with
"customized commercials." Here, a
regular syndicated show from the library of a transcription company is
{Please turn to page 56)

Five reasons why sponsors use completely custombuilt e.t. shows:

Rose Franken's wool-gathering young
wife, to bolster sales.
In Cincinnati, the Kroger Company,
one of the nation's largest grocery
chains, has for more than a decade
been doing a terrific merchandising
and selling job with three custom-made
soap operas on wax, which are sold
by the producing company to other
clients on a syndicated basis in nonKroger territories.
Lew Parker, comedy star of the
Broadway show Are You With It, sold
Mennen shaving products on a tailormade transcribed show. Bing Crosby,
one of the owners of the packing firm
that produces Minute-Maid Orange
Juice, helped open up the entire field
of fresh-frozen fruit juices with a five10 OCTOBER
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1

Tailor-made transcriptions
show is exclusively his.

guarantee

an

advertiser

that

the

2

In large
campaigns,
syndicated e.t.'s often cannot be cleared
for
the markets
wanted.

3

The sponsor identification is at its strongest, and can compare
with the best in network radio.

m

A complete uniformity of commercial approach and program
vehicle can be done reasonably.

c

All-custom shows can be expensive on a small scale, but are
low-cost when used widely.
23
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With more

and more

WDIA

become

has

programs
top

choice

every

week featuring America's leading negro

with more

than

1/2

MliLION

NEGROES

WDIA is known everywhere as the station that's "OUT
FRONT
are planned tor the folks who listen and like WDIA in Memphis.

WDIA

ii constantly on the alert for

programs
and

we

WDIA

that please you, the listener,
feel that the by-word

"Out

Front Down South" is well earned.
Dial 73 and LISTIN

Memphis,
HOOPER

STUDIES

DOWN

HAVE

FOUND

THAT

NEGRO-BEAMED

PROGRAMS

The forgotten

Hot Harmony — Jive Jamboree — easy :stan'
music and other programs |jst for you.
DIAL
73 and Keep Happy

OnyoiAdiali
AS THESE

15.000.000

Ton billion a year Negro markot
is largely

ignored

national advertisers
24

by

A
*

to fit you'' mood — Spirituals — Melodies-

SOMETIMES

over-all

5

personalities,

Make our time your "LISTENING" time
WDIA BRINGS YOU rich voices and talent

Tenn.
SUCH

singers, musicians and

listening in its primary area. That's why
More and better programs
SOUTH."
U—
-»J k^w^, __»_*_

CAN

ATTRACT

UP TO

69.7^

When a segment of the
American population that

is larger than the population of the entire Dominion of Canada is overlooked
and under-developed bv I . S. national
advertisers and their agencies, something would seem to be wrong. In the
case of America's 15,000,000 Negroes,
something very definitely is.
There were 14.400.000 colored people in the United States two years ago.
as against Canada's total population of
11.800.000. In numbers and in Inning power the American Negro market
is growing by the proverbial leaps and
bounds. The generally accepted annual Negro income figure is 810.000.SPONSOR

000,000, although from a national survey conducted in 1946 by Edgar ASteele, then director of research for
the Research Company of America, the
total is closer to $12,000,000,000.
Of this total, according to Steele's
findings, $2,780,000,000 is spent for
food, a round two billion for clothing,
$750,000,000 for household, $300,000,000 for furniture— down to $100,000,000 for automobiles. In any advertiser's book that ought to represent a
potent buyer's market — and yet very
little is known of advertising techniques that will effectively sell the Negro. Steele's survey for the Research
Company of America only three years
ago was the first national study ever
made of a population segment that increased 113% between 1940 and 1944.
A ten-billion-dollar income figure
for any one market would, of course,
mean very little to broadcast advertisers ifthe percentage of radio homes in
that market were low. In the Negro
market, however, ability to listen to
radio sales messages more than matches
ability to spend. Steele's breakdown of
Negro radio homes in the ten most imBuy
portant Negro areas follows:
Area
New York
Northern New Jersey
Boston
South Atlantic
East South Central
West South Central
Pacific Coast
East North Central
West North Central
Pittsburgh

Have Radios
87.1
93.7
92.0
84.8
68.4
86.2
89.4
88.7
86.5
94.3

Have Not
11.8

Will0.
10.

3.6
4.0
13.5
29.4
13-. 8
10.6
7.9
13.5
5.7

Reaching the Negro market through
radio does not involve the same problems that are found in bringing American products to the attention of foreign-language groups in the U. S. The
latter can't be "gotten to" via standard
English-language radio techniques or
American programs. But the American
Negro speaks and understands the
English language. Though in many

Willie

Bryant's

"After

Hours"

show

over

WHOM

agency people and others who have attempted to study the situation range
from the old bugaboo of prejudice to
ignorance of the market.
Some advertisers and agencies realize they may possibly be passing up a
good thing, but they feel that for them
to research the Negro market would be
too expensive and too difficult. While
it's true that not a great deal is generally known about how to reach the
Negro with effective radio advertising
methods, advertisers do have sources
for information on the overall colored
picture, such as the Research Company
of America. Joseph L- Wootton of InEllington

has

sold

goods

both

on

with

New

York

City's

Negroes

terstate United Newspapers, Inc.

ignored a lucrative and constantly expanding market? Opinions among

Duke

is popular

The angle of race and color can't
help entering any appraisal of the darkskinned portion of America's population. Advertisers who themselves may
have no personal bias feel that if they
beamed part of their radio budget directly to the Negro audience they would
lose among white buyers of their product what they might gain among the
colore'. Obviously, a complete sociological tract could be derived from that
angle, and where an advertiser is
swayed by a consideration of racial
discrimination, no amount of Negromarket research will influence him.
For the advertiser who does want to
(Please turn to page 54)

Negro-market

and

national

network

programs

places colored folk live as a "city within a city," though there are social segregation, economic and political barriers, civic and fraternal restrictions,
there are nevertheless no such things
as "segregated ears." The Negro sitting in front of his radio is able to hear
and understand everything that his
white fellow-American can. And he
has the inclination and the money to
buy the food, drug, clothing, household, and automative products that are
directly plugged to 125.000,000 other
Americans whose skins are lighter.
Why, then, with no such obstacle as
"segregated ears," with no barrier of
foreign language, have national advertisers and their agencies consistently
10 OCTOBER
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Does your TV
commercial
click?
First Daniel Starch
findings show that
remembrance ranges
from 98% to 11%

Cartoon and stop-motion techniques
I B.V.D., Ajax Cleanser, etc. I and the
service approach I Kool weather reports, Bulova time signals I rate top
scores in the first TV commercial report to be released about October
20 by Daniel Starch & Staff. Ajax offering tested in the initial August survej was a network commercial. Kool,
Bulova, and B.V.D. were all spots. Ads
were scored on how well people remembered and liked them. An attempt was
also made to measure their effect in
creating brand acceptance.
The fact that the integrated, or
blended, commercial came out second
in esteem of the Starch sample doesn't
imply necessarily it's a second-rate
style of selling. Nor does the least well
received — situations especially contrived for the sales talk — mean they
can't do a top-notch selling job.
Before one can estimate the future
\alue. and some of the limitations of
the Starch reports on TV commercials,
it is wise to consider just what Dr.
Starch's reports actually attempt, and
what that has to do with selling goods.
Research experts will take his techniques and sample apart to sec if they
26

are adequate for their purpose. Some
won't like the '"aided recall'' method of
getting responses to TV ads seen during the week or month previous to the
survey. Others will disapprove showing the person interviewed a sequence
of still shots to represent a live or animated commercial. This article will
not attempt to evaluate Dr. Starch's
techniques. It is probable, however,
that most researchers will grant thev
are adequate for present purposes.
Some will not agree that what the reports now attempt is sufficiently useful
or accurate. Very few agencies or
sponsors had seen the advance findings (the report was at the printers)
as this story went to press, but a number of agencies and advertisers told
Sponsor they felt almost anything that
throws even a little light on the subject would be welcomed.
When a Starch investigator asks a
person (one of two hundred men or
two hundred women in New York, Chicago. Philadelphia. Boston at present)
if he has seen the commercial represented byone to six stills photographed
from the screen of a monitor set, the
answer is assumed to establish that the
ad is remembered.
More than fifteen

years ago Dr. Starch reasoned that
since no one could read an ad he
hadn't been exposed to. the first step
was to determine if he had seen it.
Since both a TV commercial and a
magazine ad are set between editorial
or entertainment matter in a roughlv
similar manner, adaptation of the readership studies to TV seemed logical.
Another point of correspondence is the
kinship of the magazine ad to the
blended commercial. Generally the
magazine ad is reasonably appropriate
in style and subject matter to the majority of a publication's
readers,
as is
the blended
commercial to
the followers of the program in which it appears.
Dr. Starch also reasoned that a commercial that inspired dislike wasn't
likely to be read with interest or thoroughnes , ifat all. So his TV commercial investigators put attitude questions
to their subjects covering degrees of
liking or disliking.
In the field of qualitative research
there is a major distinction between
liking something and believing the
statements or claims involved. In other words, format, content, presentation, mav be pleasing to a subject, even
though he disbelieves or doubts the
SPONSOR

STARCH

RATED BVD'S CARTOON

ANNOUNCEMENT

truth of specific statements or claims.
The liking or pleasure one may feel
for a commercial presentation is in a
broad but quite definite sense its entertainment value. This is important
to the extent that a commercial has to
be entertaining to be "taken in." It
will be interesting to note, a little
further on, some commercials with a
very low memory or liking score that
got an extremely
ance" score for
with non-viewers.
These data are
all respondents a
10 OCTOBER

good "brand acceptviewers as compared
obtained by showing
card on which is list-
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TECHNIQUE

LOWER

THAN

BULOVA'S ON MEMORY,

ed a limited number of brands of one
type of product. The top major brands
are used, and usually include four manufacturers. Ifthe product were tires,
the names of four makes would be used.
The one being interviewed is first
shown each product card and asked
which one he would buy. His choice,
whether listed or not (or any other
answer he may make),
is recorded.
After answering about all the products, he is then shown the commercial
story boards (boards on which are
pasted the sequences of pictures representing various stages of the commer-

BUT HIGHER

ON

LIKING

cial as seen on television ) , and asked,
"Have you seen this commercial?" If
he says yes, he is asked to select one
of the following statements which best
expresses his attitude towards it.
1. I like it so much that I look for2.
ward to seeing it.
I enjoy
see
it. it whenever I happen to
I have no feeling one way or the
5. other.
4. I don't particularly like to see it.
I definitely dislike it or object.
to it.
(Please turn to page 42)
27

-PHI'S*
icsi icr set irsi

ALTHOUGH

THE

BREWER

USES THE

"AIR"

IN OTHER

WAYS,

MAURICE

SPITALNY'S

ORCHESTRA

IS THE BASIS OF THE CAMPAIGN

Highbrow music sells beer
Eleven-year "Tap-Time" series helps to lift Fort Pitt
volume from 82,000 to 1.200.000
Most broadcast advertising is
better, when the president of
the company keeps as far
away from air policy as possible. The
opposite is true in the case of the Fort
Pitt Brewing Company. Ever since
President Michael Berardino decided
to become advertising and sales manager as well as chairman of the board
and president. Fort Pitt and Old Shay
beer and ale have increased their share
of the consumer brew: dollar, until today they're 11th among beers in the
United States and they're still growing.
In 1938. when Berardino took over
Fort Pitt, it was a poor third among
local Pittsburgh beers with an annual
output of 82,000 barrels. In 1948. Fori
Pitt passed the 1,200.000 barrel mark.
The first half of 1949 was 15% ahead
of 1948. Broadcast advertising deserves a good share of the credit, for
while today it receives onl) 35^5 of the
Fort Pitt promotion dollar. it"s the
only advertising until the current campaign that appears to be different from
competitive brews. Point-of-sale advertising inthe brewing business usually takes 25' ! of each firm's advertising dollar. That's not true of Penn-
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sylvania brewers, for state laws prohibit
the sale of beer in groceries and other
such retail outlets where a good part
of a brewers point-of-sale material is
used. Penn state laws also limit the
amount of point-of-sale advertising a
brewer can do in a tavern to around
$10 per year.
Pennsylvania beer must be sold in
regular advertising media, and car
cards and outdoor advertising get as
much l35'( ) of Fort Pitt advertising
money as radio. The other 30' < goes
to newspapers.
Brewers like to change their advertising agencies frequently Fort Pitt
has had the Pittsburgh office of Batten.
Barton. Durstine and Osborn throughout its phenomenal 11-year rise.
Fort Pitt has likew ise sponsored 7 <//>
Time right from the time i 1938 1 that
President Berardino reorganized the
company. 7 ap Time is his baby. He
was warned, when he first suggested
it. "musical
don'tthen
selland
beer."
He
smiled at programs
the warning
his
smile, when the subject comes up to<la\. is even broader, for Tap Time.
with Maurice Spitalny at the baton,
has been the spearhead of Fort Pitt

Mary

Martha

Briney

Is the

barrels

featured

soprano

broadcast advertising during the past
11 years.
It's the program, not the advertising,
that's sold Fort Pitt and Old Shay
beer. The commercials during the entire half-hour musical program are
kept under two minutes. This is less
than half of what is generally allotted
commercial copy in a normal halfhour program.
There has been some feeling that
because one of the Spitalny brothers
conducts the program it's strictly in
the classical vein. Tap Time is a musical variety program, with the tunes
running all the way from the special
arrangements of the latest swing numbers (Kinder Sisters) to operatic arias
with Martha Briney of the Pittsburgh
Symphony and Pittsburg Opera. She's
also sung with the New York City Center Opera Company.
The orchestra, while not of symphonic size ( it's only 24 men ) , can
handle most assignments with musical
aplomb. It's as much at home with a
fast rhythmical selection as it is with
an old time classical favorite.
Tap Time enters the home at the
family hour, 7:30-8 p.m. Its Hooperating is consistently ahead of similar national network programs. Fort Pitt expects the program to sell the product,
not the "reminder" commercials. And
it's been doing just that for over a
decade.
THE

REPERTOIRE

OF

THE

ORCHESTRA

While most beer advertisers change
their broadcast advertising frequently,
Fort Pitt goes along serving good beer
and good music throughout the year.
There are literally thousands of families who look upon Tap Time as part
of their Tuesday evening living, and
tune it as regularly as they wash the
grime of Pittsburgh off their faces.
Fort Pitt beer is being sold far beyond the Pittsburgh Tri-state area. Tap
Time was first heard over KDKA. In
1941 a 3-station West Virginia network
was added. Tap Time is now heard
over KDKA. WTAM
(Cleveland);

most popular sports announcers in the
Pittsburgh area, Joe Tucker ( WWSWj
and Bob Prince (WAS). Prince does
a 6 p.m. sports round-up every day
and covers the water-front. Prince
mikes a number of play-by-play programs and has a large sports following. The fact that he handles the Fort
Pitt commercials himself contributes to
the selling value of his daily Case of
Joe Tucker broadcasts the warm-up
Sports.
15 minutes before the Pirates baseball
games for Fort Pitt. Since many baseball followers tune in before the game
starts, Tucker reaches them with Fort
Pitt. In order to tie Joe Tucker and
Bob Prince more firmly into Fort Pitt
advertising, the company has them
handle the play-by-play broadcasting
of the home games of the Pittsburgh
Hornets (hockey team I . They both
handle commercials as they both call
goals and penalties. The sum total of

WBLK, Clarksburg, WPAR, Parkersburg, and WWVA, Wheeling, West VirginiaWKBO,
;
Harrisburg, and WORK.
York, Pennsylvania.
Regional networks are nothing new
in beer advertising, but a beer-sponsored musical program over a regional
network is. Tap Time does a good
Fort Pitt job on all its stations for it
never gets too high over the musical
the sponsorship of the "round-up,"
heads of its listeners, whether they be "warm-up" and hockey play-by-play
in Wheeling, West Virginia or Cleve- has the end result of making Prince
and Tucker mean Fort Pitt beer whenland, Ohio.
It would be foolhardy to pretend that
ever they are on the air. That's nice
Tap Time alone has built Fort Pitt an- going, if you can get it.
nual business of $29,477,000, and net
Fort Pitt doesn't stop with the sponsorship ofsports shows and Tap Time.
profit, in 1948, of $1,515,215. It
It has live and transcribed shows on
hasn't. Fort Pitt hasn't ignored the
value of sportscasting nor of other the air in a number of markets where
media. Instead of fighting for big Fort Pitt and Old Shay beers are disI Please turn to page 53 )
sports events, it sponsors two of the
AND

CHORUS

RANGES

FROM

OPERATIC

ARIAS

TO

ARRANGEMENTS

OF

SWING
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. . ./ know Fred Brokaw

Y

JLou
-ou probably know him too if you are in this
business. His many friends are really good friends.
I guess it is not just because of his remarkable personality but because of his good, solid business sense.
I met him first a way back when he was a long,
lanky, awkward freshman. We thought he was
pretty good material for our fraternity up at Cornell. One night we invited him over for dinner just
to "look him over". Later I planted myself in one
of the upstairs studies. You see I was a senior then.
As our boys were showing him the house they
brought him in and conveniently disappeared. I
asked Fred to sit down and after some discussion I
had the honor of putting our pledge button on his
lapel.
After he graduated he came to New York where
I was already making progress in the advertising
business. He asked me, "How do you get a job in
this racket ?" I objected to the name "racket" because
I considered the business pretty important and liked
to think it was a profession. I gave him the kind of
advice a senior should give a freshman. Before I
knew it he had a job selling magazine advertising.
He made quite a name for himself and made friends
who have never left him.
Then back early in 1 933 I set up this radio representative business. Looking for the best man I could
find, I took on Fred Brokaw. At first he was useless

istic of radio in those days. Then he came into my
office one day and said, "I think I'll write an article
about radio." I said, "You! You tell me you know
nothing about radio." He wrote it and sold it to a
national magazine. Among other letters one came
from Deke Aylesworth, then president of N.B.C.,
inviting Fred to his office to meet John Royall, then
in charge of programs. This probably helped Fred
get his confidence, because from then on there was
no question about his success in the broadcasting
business.
I think most people in broadcasting know Fred
Brokaw and share some of the feelings I have for
him. We have been working together now for sixteen years. No man could have a more able, more
agreeable, or more pleasant business partner.
Now Fred is going to Chicago to supervise our
activities in the Middle West and West Coast. He
is moving with his family and will make that his
permanent home. I know he will be welcomed by
his many old friends and soon make many new ones.
He will have new responsibilities and new opportunities. Our vice-president Gar Packard will continue his very able work there as manager. I will miss
Fred here in New York but his activities in Chicago,
as resident partner, will balance our national organization.know
I
Fred Brokaw.

or worse. He couldn't seem to adjust himself to the
lack of factual sales information that was character-

Paul H. Raymer Company, Inc.
RADIO
New York

10 OCTOBER
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Mr. Sponsor asks...
"Is

TV

developing

popular program

any

types of its own?9'

Seymour

are "strictly television."
No longer does a drama find itself
rudely transplanted and cropped to fit
TV size. Instead, it is re-worked, redesigned to meet the stringent requirements of a 10-inch screen or a cramped

Mini/

Slowly but surely, television is
developing a personality of its
own.
For the most
part, it is true
that television
programs today
are a combinaMr- Kersta
tion of all other
entertainment media. Television showmanship isnow in the process of digesting and refining vaudeville, theatre, movies, and radio techniques to fit
the peculiar needs and limitations of
the television screen. It has yet to
evolve any distinct television program
type, but it is making a start.
The challenge of the electron has
been accepted. The gauntlet, thrown
down by science, has been picked up
by men and women of creative talent
who have begun to reap a harvest from
years of experimental planting.
\lthough we cannot yet put our finger on am distinctive television program type, perhaps the closest approach isinstantaneous transmission of
great public and sporting events. But
it is the very physical nature of televising these events which marks them
as distinctive. They are not staged exclusive!) for television.
Each day, however, the creative
minds are coming up with new ideas

32

Minrz

and solutions to the problem of television entertainment. Already we can
see, here and there, the touches which

The
Picked Panel
answers
Mr.

distinctive,

television stage. What's more, the audience has grown more selective. No
longer content to suffer hashed-up programs, ithas demanded, and is starting to receive, programs designed for
and executed within the television
boundaries.
A certain combination of the traditional forms has taken place: a compression of drama, dance, and music,
the blending of the radio newscast with
the newsreel; the constantly expanding
use of the camera; the lessening reliance on the spoken word. These
things herald the television program
future. They are signs that the creative energy which brought, in turn,
the theatre, motion picture, and radio
to peaks of creative virtuosity, is now
seizing hold of an even more complex
problem of molding a living, vibrant
medium of artful entertainment from
a maze of lamps, tubes and cells.
The old forms paved the way. But
this year we are seeing the old bring
forth the new. The results are in many
cases exciting, and in more instances
they are disappointing. But the trend
is on. The signs and indications are
there. The television infant is being
weaned. It is beginning to stand on its
own feet and talk its own language.
Some day soon we may be able to
say, "'That's
NoranrealE. television!"
Kersta
V.p. in charge of radio. 77
William If. Weintraub & Co.
Neiv York

Director
of Advertising
Admiral Corp., Chicago

form is
Any new tainment
entercertain to be derivative in its
early stages of
development. It
is obvious that
television is no
exception. The
heavy debt it
owes to other
media is apparent
Mr.
Lord
to even the most
casual viewer. In the rush to build
shows for the rapidly expanding television market, vehicles designed for the
stage, screen, or radio were adapted in
their entirety for television presentation. Itis apparent that many of these
productions, though possessed of considerable merit, cannot long continue
to maintain wide audience interest in
the face of competition presented bv
productions tailored specificallv for
the capabilities and limitations of TV.
It is certainly true that television is
well on the way to developing distinctive popular program types and. although it is inevitable that they will
borrow from other media, the total effect will be one of individuality.
In developing The Black Robe I
have tried to combine elements that
television is able to treat to best advantage. The intimacy of the medium.
its confinement, and its realism lend
themselves particularly to the documentary or semi-documentary type of
approach. (This is not to say. of
course, that television will necessarily
tations.)
be limited to such documentary presenThe drama

inherent in the night

court of a large city- provides a tremendous impact in a limited physical
area — is by its very nature intimate
and must be treated realistically. To
SPONSOR

have attempted movie techniques in
such a setting would have considerably weakened the presentation, and a
stage technique could never have provided the intimacy which is so essential in this show. Only television could
catch the subtleties of emotion, the nervousness, the self-conscious bravado,
and the restrained emotion of these

Watch

New WDSU

non-professionals portraying the humanity that parades before the magistrate in a night court.
The immediacy of the court scene
in The Black Robe could never be duplicated on film, and only on radio
could an audience feel the same sense
of participation in the life of the city
that they do now on The Black Robe.
It is obvious, however, that on radio
the essential visual impact would be
lost.
The Black Robe is only one answer

No Other New Orleans Station
Offers As Many Varied Attractions
Especially Packaged for Sponsors
RADIO
"Crescent Matinee"
Baritone discovery,
Jack Dabdoub,

delivers

to television's big question now. But
it is an answer that we feel has been

popular and classical
songs backed by Johnny

successful in developing a distinctive
popular program type exclusively for
television.
Phillips H. Lord
Phillips H. Lord, Inc.
New York

Reininger's Orchestra.

Everything has to have a starting
point. The first automobiles looked
like surreys with fringe on top. The
first radio programs borrowed from the
stage. It's not surprising that the first
television programs derived from ideas
established by radio and movies. However, Idon't think there is any doubt
that television, like everything else, is

the

(Segment
Participation
Available)

VIDEO
"Tulane

Football"

One of the nation's top
teams provides thrills and
highlights of its weekly
gridiron clashes.
(Sorry — already sponsored
by D. H. Holmes Co., Ltd.)

j

developing a style of its own. Don't
forget, though, that television is still
young — even if the demands made of it
by some people might confuse you into
thinking that it was a medium of mature age.
Television will always resemble the
movies, the stage and radio — simply
because it is a combination of all of
them. Television "s distinctiveness will
stem from several factors which vou
might sum up as its "intimacy." What
what had previously been public entertainment --in theaters -- into the
home. Obviously this calls for a more
intimate tone and at the same time a
broadening of interest because vou are
playing to family units.
I think I can best illustrate my point
with one of our shows, the Olsen and
Johnson "Fireball Fun-For-All." There
has been a definite evolution in their
(Please turn to page 38)
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President
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WINSTON-SALEM

RTS.. .SPONSOR

REPORTS...

—continued from page 2—
TV advertising rates
will be increased
How

To Lose An Account'

A Winston - Salem dry
cleaner, using WAIRadio exclusively, cancelled his news
strip. Reason: He outgrew
his plant and could not
handle the increased business WAIRadio brought. We
lost this account for six
months. Now he's back on
the air, the new plant in
operation and business is
booming.

NORTH
Notional

CAROLINA

Rep: Avery-Knodel, Inc.

FALL AND WINTER
SCHEDULES
NEED

W

With no intention of going into audience ratings,
George Gallup has come up with public opinion survey
ranking Bob Hope as "funniest comedian" by two-toone ratio over Milton Berle, second. Others, in
order, were Jack Benny, Red Skelton, Fibber McGee
and Molly, Abbott and Costello, Fred Allen, Amos 'n'
Andy, Arthur Godfrey, Eddie Cantor.
23% of non-owners
would buy TV sets soon

Marketscope Research Company, Newark, finds 23% of
non-TV-set owners in New York metropolitan area
expect to buy TV set in next six months. Ninetyfive per cent of non-owners have viewed TV, with
55.9% viewing 2.5 hours or more at least three times
a month.
Network

time sales

Gross time sales of four coast-to-coast AM nets in
first half of 1949 totaled $112,862,890,
reports
Publishers Information Bureau.
This was 2.1% less
than $115,307,811 in first half of 1948.

T

AM-FM

WOR-TV makes debut
with World Series

F

Covering the
Prosperous
Greater Wheeling
Market From

BELLAIRE,

OHIO

Represented
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Gallup finds Bob Hope
funniest comedian

dipped 2.1% in first half

R

THE

With networks and stations still deep in red from
pioneering costs, TV advertising rates are expected
to be raised again soon
some of them 25% or
more. Broadcasters believe sponsors, impressed with
TV sales-building power, will meet them.

WALKER

by

COMPANY

Formal debut of WOR-TV, as sixth New York metropolitan TV station, was scheduled to be telecast of
first game of World Series. Station will start
evening programing on 11 October. . .WFMY-TV,
Greensboro, claiming to be "first station in Carolinas with live television," went on air 22 September with large-scale promotion campaign.
TV costs cause Ayer to change
advertising commission

basis

Because of program TV production costs, N. W. Ayer &
Son has shifted commission basis to clients from
16 2/3% on net cost of time and space and preparation to 15% of gross, basis charged by other agencies.
SPONSOR

MOST ECONOMICAL MEANS OF SELLING MORE
MERCHANDISE TO MORE PEOPLE ... IN THIS

a BILLION-DOLLAR
IT'S IMPORTANT that you consider these
65 South Texas counties as one, single, solitary
market! That's what they ARE!
For food, clothing, general merchandise . . .
for a thousand daily needs . . . people in this
self-contained segment of Texas rely for distribution upon a single great city — San Antonio!
Just as San Antonio's lifelines of commerce
flow forth in all directions, so does the penetrating signal of clear-channel WOAI. In these
65 counties, WOAI delivers a smashing 50
to 100% RMB Primary audience - BOTH DAY
AND NIGHT!
According to C. E. Hooper's "Listening Area Coverage Index" of Fall 1948, WOAI takes you into more
homes in these 65 counties than any other station . . .
more by 2 to 1 in Daytime . . . more by 3 to 1 at Night.
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NBC

MARKET!

Boasting 316,700 BMB 1949 Radio Families,
the 1,337,500 people who make up this SelfContained market rang up Retail Sales last year
totaling well over $1,000,000,000!° Up 13.8%
over the previous year!
Lassoed into a single, Billion-Dollar market
. . . served by the single city of San Antonio . . .
and by a single, clear-channel station, WOAI!
That's the story of these 65 self-contained
counties. And, that's why advertisers acclaim
WOAI as the "most economical means of selling
more merchandise to more people who live,
work and play in them!"
"Copr. 1949, Sales Management Survey of Buying Power;
further reproduction not licensed.

- 50,000 WATTS

- CLEAR CHANNEL

- TQN

PETRY & CO., INC. - New York, Chicago, Los Angeles, Detroit, St. Louis, Dallas, San Francisco, Atlanta, Boston

. . . over
five million
peop
listen to
one station
J

every week
KNX
Los Angeles • 50,000 Watts
COLUMBIA
*Sales Management
May 10, 1949

Magazine,

OWNED

Represented by RADIO

SALES

MR. SPONSOR

ASKS

such activity created a barrier between
the performers and the home audience.
The result has been to limit the area

(Continued from page 33)
format in the few months that they
have been on television. Original!)
using the same broad techniques they
changed their approach, moving toward a format that is more personal.
In the theater they wandered all
over a large stage and used the entire
auditorium. Study of the kinescopes
of early programs made it evident that

of activity, which in turn means tighter
comedy, both visual and spoken.
It would take a necromancer with a
super-powered crystal ball to predict
exactly what style television will assume, because technical developments
will no doubt be influential. But the
fact that it moves right into vour living room must get first consideration.
Milton Berle. for instance, is still

^

SALES

Berle, but not the same comic you
saw in night clubs. Perhaps my meaning will be clearer when I point out
that children are among his staunchest
admirers, while he still retains his
popularity with adults who saw him in
night clubs and is equally popular with
adults who don't know what a night

club is.

In addition to that, the way television devours talent and material, it
is bound to develop a program style of
its own. though exactly what form it
will take I wouldn't care to hazard
beyond these things which are indicated by experience.
Myron P. Kirk
V.p. in charge of radio, TV
Kudner Agency, New York

YOU WANT TO MAKE
THROUGH

While television may not have developed any recognizable new program
types, it seems to be blending various
entertainment forms into a TV format
which is peculiar unto itself.
Drama, most certainly, has begun to

IC
US
"M
an
All Avery's

come of age on TV. Television dramatic shows are numerous, and. in
many cases, of excellent quality. The)
possess the visual art which radio, of
necessity, lacks. They are trimmed of
superflous
TV's time
limitations.action
And.through
in addition.
TV
drama has the impact of a front row
seat for everybody in the house. I
believe drama on television will do
much to raise the theatrical level on a
national basis.

YOU WANT"
•

Sundays 11 a.m. to 12 noon
AVAILABLE

Some sort of news approach is now

1 1 :30 to 1 1 :45 a.m. segment

being gingerly attempted on TV
screens. What will develop is a question, but there's no doubt about the
forthcoming appearance of excellent
remote and studio news shows on the

9.9 HOOPER
(Latest Memphis Continuing
Measurement)

medium. Children's shows, too. are
beginning to shape up effectivelv on
TV.

WHHM

It seems to me that the flood of
quizzes, audience participation shows,
and giveaways will recede in the near
future, leaving only the strongest entrants in each field.

Independent — But Not Aloof
MEMPHIS, TENNESSEE
PATT

McDONALD,

manager

Representatives:

L
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INDEPENDENT

All in all. while TV hasn't too much
to boast about as a creative medium to
date. I believe that the story is just
unfolding. There will be new types of

METROPOLITAN

SALES

J

programming developed for TV, composed of the best elements of all entertainment media.
William

B. Lewis

V.p., Kenyon & Eckhardt
New York
SPONSOR

**—"*
2. THE DAIRY INDUSTRY is developing fast in
Louisiana. With year-round pasturage and growing
markets, it's adding millions to the state's diversified

farm income. Another reason why WWL - land
exceeds the national average in increased income,
increased buying power, and general prosperity.
3. WWL'S COVERAGE OF THE DEEP SOUTH
50,000 watts — high-power, affording advertisers lowcost dominance of this new-rich market.

WWL-LAND
The greatest selling power
90,000

WATTS

10 OCTOBER

in the South' s greatest city
CLEAR

1949

CHANNEL

CBS

AFFILIATE

BMB Maps of WWL-coverage and other data available
from the Katz Agency, Inc., our National Representatives.
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BUDGETS

Would

{Continued from page 19)
Today,

you spend 5

Ke\nolds is the largest advertiser of the three.

Philip Morris, which has had the
largest percentage increase in sales of
tobacco's Big Five in the last eighteen
months, devoted nearh 50', of administration costs to advertising in

home

demonstrations?

L948. Philip Morris spent about 1',
ol -ales for advertising I predominantl\ in radio). Its ratio of advertising
to profits was about 50' , .
The highest advertising proportion
was in the case of R. B. Semler, Inc..
which last \ear spent twice as much
for advertising as for all administration costs. Advertising also represented nearly r>0' i of sales. The only fly
in the Kreml, however, was the fact
that, despite a three-media expenditure
of $920,455 (nearly all in radio I .
Semler had a net loss of $61,594.
On the other extreme, all of the 20
companies which had a below-average
ratio of advertising to administration
costs (except California Packing.
Heinz. Johnson & Johnson, and RKO
Radiol had a ratio of advertising to
sales volume of less than lrr . Most of
them also had a smaller ratio of advertising to net profits.
Du Pont, Eastman Kodak, and International Harvester are so dominant in
their industries that they may feel they
don't have to advertise, competitively.
Rut. even so. they do advertise, to
some extent, to introduce new products
and to extend the use of established
ones. Eastman has never used radio,
but might use television. Despite the
long-standing "Cavalcade" program on
NBC. du Pont still spends more mone\
in magazines and farm papers. Harvester, in recent year, has become a
consistent network radio advertiser, but
it also spends the bulk of its money in
magazines.
Among the companies whose expenditures in the three media were 2' , or
more of sales were Bendix Home Appliances. Chesebrough. Eversharp. General Foods. General Mills, Glenmore
Distillers. Hunt Foods, International
Cellucotton. Johnson & Johnson, Kellogg. Libby. Minnesota Valley Canning. National Distillers, Park & Tilford. Parker Pen, Philco, Pillsbury.
Quaker Oats. Ronson Lighters, Schenley, Sheaffer Pen.
Four of these 21 are primarily distillers, and nearly all radio and TV
stations won't accept liquor. International Cellucotton can't get on the air

40
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dl5 cents for a thousand

*\dvertising costs are often computed on a
basis of cost per thousand potential listeners
(or readers). Sales demonstration costs
usually are not. Most firms whose
products are home-demonstrated spend
at least $2.00 per individual demonstration
to make their products known.
Today every advertiser may demonstrate
his product simultaneously in thousands of
homes for less than one twentieth
of a cent per demonstration . . . through
SPOT TELEVISION. A full 60-second *
demonstration on all eight major television
stations represented by NBC Spot Sales*
totals only $730. Your potential
audience is nearly six million people
in 1,620,000 homes.t
Your demonstration salesman on television
is a welcome guest in these homes.
Your product is demonstrated to the entire
family purchasing board. No more
favorable circumstances can surround
the presentation of your product than
home-demonstration by SPOT TELEVISION.
VIEWERS*

*WNBT

New York

2,718,000
774,000

16, however, eight were listed as spending the most money in network radio
time: Chesbrough, Eversharp, General
Foods, General Mills, Libby, Quaker
Oats, Ronson, and Sheaffer.
Bendix, Kellogg, Philco, and Pillsbury were reported as using newspapers primarily, and Hunt Foods, Johnson & Johnson, Minnesota Valley, and
Parker Pens spent chiefly in magazines.
But if time costs were added (they
average about 57%), Philco also
would be in the radio column. Thus
more than half of this group of more
vigorous advertisers find radio their
best medium. Although not included
in these data, soap's Big Three — Colgate, Lever, and P&G — collectively invest much more in radio (network and
selective) than in any other medium.
P&G, largest advertiser of all, last year
used about $18,000,000 in network radio time, out of a three-media total of
$31,600,000.
Other leading advertisers are not
covered because they spend the bulk of
their money in selective radio, for
which dollar estimates aren't available.
Among these are Benrus and Bulova.
It is interesting to note that among
the 50 largest advertisers in the combined PIB-Media Records lists for
1948, all but four distillers and Heinz
and Johnson & Johnson used network
radio. These last two, however, employed selective radio, and Heinz has
just returned to networkThe point is that, whatever the media

WPTZ

Philadelphia

KNBH

Hollywood

673,200

WNBQ

Chicago

640,800

employed, most large advertisers don't
appear to advertise enough. The creative force of advertising has been

WBZ-TV Boston

450,000

shackled by the weight of administration and selling costs.

WNBK

Cleveland

271,800

In these days of tough selling, some

WNBW

Washington

206,640

WRGB

Schenectady

104,760

companies might try increasing advertising, say, 25%, instead of trying to
increase sales forces or number of retail outlets. Mass advertising can call
on prospects for one cent or less each.

5,839,200

It can
get the mood.
prospect's
eye not
and have
ear
in
a favorable
It does
to stick its foot in the door.

NBC
SPOT
New

SALES

York • Chicago • Cleveland

San Francisco • Washington

• Hollywood

• Denver

tNBC Research Dept. Estimates — September, 1949

10 OCTOBER

for the same reason. Of the remaining

1949

If
were
week
them

the nation's 5,000,000 salesmen
paid an average of only $60 a
or $3,000 a year — and most of
get more than that — their combined costs in earnings alone would be
$15 billion, or three times the amount
now spent for all advertising. To this
must be added billions for travel and
other expenses.
Doesn't advertising, for pre-selling,
look cheap at the price?
41

TV COMMERCIALS
{Continued from page 27)
If he should answer 4 or 5, the interviewer asks what he dislikes about the
commercial. Most common reasons for
"dislike" or "object to" in the first
report are "Been on too long — tired of
seeing it" — "Commercial itself is too
long" and words meaning "boring.
tiresome, monotonous, etc." Men volunteer (]uite bitter complaints about
commercials on sports events that run
over into or obscure the action of the
game.
These

and

other

SOUTHWEST

incidental

items

were collected by the interviewers as
the) gathered their information for the
main report on how many remembered
seeing a commercial, how they liked it,
and what their brand preferences were.
Radio research units at Young & Rubicam, BBD&O. MeCann-Eriekson (all
New York I and others have studied
the role of believability in getting response to a commercial.
Since the Starch reports on TV commercials do not try to check credibility
oi the ads. the reports must be judged
on the utility of what they do attempt.
They are at present the only continuing
reports on the audio-video sales pitch.

VIRGINIA'S P<XUte£/l RADIO

STATION

OF THE

One of the numerous contradictions
(or what seem to be contradictions I
that make this first report both a puzzler and a teaser for future issues is
brand acceptance for Simmons

mat-

Viewers preferred
'< toa
~i\' t fortresses.
non-viewers.
Yet ititIVhad
rather low memory score for both men
and women, compared to other products in the group. Women liked and
remembered it onlv a little better than
men. Could it be this ad had high belli nihility for those interested, and that
this showed up in the brand acceptance

column?

\jax Cleanser, with a ver\ high
memory-liking score, also showed up
considerably stronger with viewers
than non-viewers for brand acceptance.
Yet Admiral Refrigerators with twice
the score for memory I both men and
women I and 20 points less for liking
than Ajax. had a very low brand acceptance score. Viewer preference outpulled non-viewer bv only one point,
13%
to automotive
12';.
In the
category the amazing similarity of men and women's reactions toAuto-Lite Spark Plugs stands
out. This is especially interesting in
(Please turn to page 44 I

Because Local advertisers know

that WDBJ

in coverage, distribution and RESULTS

excels

in Roanoke and
■

Southwestern Virginia*, 34 LOCAL

accounts have

maintained continuous advertising schedules from 5
to 15 years on WDBJ.
*Ask your Free & Peters Colonel for survey material.

WDBJ's

potential audience is over

a million people who
almost

a

billion

can spend

dollars

yearly.

Hi Sound

Reproduction

[Ujggjijj^jj
AMG-VW"
L
UK-WORTH
FEATURE PROGRAMS. Inc.
113
WEST
57th
STREET,
NEW
YORK
19,
N. Y.

Network Calibre Programs
at Cocal Station Cost
42

SPONSOR

Reminder. ..for a

COFFEE

packer:

SPOT
RADIO

keeps sales perking . . .
from Roaster, to Grocer, to Housewife!

ASK

On big-volume, frequent-purchase products
like coffee, you've got to have frequent, hardhitting advertising to keep the sales pot boiling.
Sounds like Spot Radio, and Spot Radio it is for
many, many national and regional roasters!
They find that Spot Radio's repetitive
selling keeps housewives buying day after day.
They find that Spot Radio's flexibility, combined with radio's impact, gets needed results
quickly in every market. Most important, they
find the sales Spot Radio builds are profitable
sales.

YOUR

JOHN

Spot Radio sells coffee. // will sell
your product, too. The man to see about
making Spot Radio sell its hardest and
best is your John Blair Man. Ask him
today!

'■ • ■--.-.

MAN!

JOHN

•.

REPRESENTING

BLAIR
£ COMPANY
OFFICES

IN CHICAGO

10 OCTOBER 1949

■

NEW

YORK

•

DETROIT

BLAIR

ST. LOUIS

•

RADIO

LEADING

LOS ANGELES

■

STATIONS

SAN FRANCISCO
43

TV COMMERCIALS
{Continued from page 42 I

Stretch
YOUR

\ iiu of the fact that researcher A. S.
Bennett, in his study last year for True
magazine. carefulK demonstrated what

RADIO

was generally acknowledged, that women decide on the brands for only a
minute fraction of such automotive

Nickels

etc. There's no reason, of course, that
what is pleasing to a man won't be
pleasing in a commercial to a woman
also. Were either, or both, convinced?
Viewers favored Auto-Lite over non-

HOUSTON

•
I

ON
STATION
K-NUZ
5c BUYS
25 SETS
IN USE
ON NETWORK STATION "A" 5c BUYS
16 SETS IN USE

• ON
NETWORK
STATION "B" 5c BUYS
I
8 SETS
IN USE
I ON NETWORK STATION "C" 5c BUYS
I
9 SETS IN USE
ON
NETWORK
STATION
14 SETS IN USE

"D"

5c

Among the commercials rating tiptop for memory and credibility in the
initial report, in addition to Bulova.
B.\ .D.. and Ajax Cleanser already
mentioned, are Peter Pan Peanut Butter, Lucky Strike, and Kool. Peter Pan
and Ajax are network, Lucky Strike
both network and spot, the rest spots.

items as spark plugs, tires, batteries,

IN

BUYS

This survey was
ccmipiled from the
average June-July,
1949 Hooper Share
oj Audience Report, and is based
on Standard Rate

viewers 26 ',4 to 15%. In fact, the
\ Lewers strongly favored all the TV
advertised brands in this category.
Memory for cigarette commercials
was about the same for both men and

■
J
I
I
I

It's interesting to note these high-raters
represent five different classes of products.
At the bottom of the memory-liking
scale were an almost equally wide
spread of products including Bisodol.

women except for Camels, which men
remembered better 78' r to 61 'r I both
these figures are high scores. Lower
scores are down in the thirties and
less). Women were slightly more entertained bythe cigarette commercials
than the men were. Not Camel, but
Chesterfield had the best brand acceptance figure with 36'4 to 23' < in favor
of the viewers. Camel and Lucks Strike
had exactly the same figure each for

additional

and
Service's
marketData
research
for
Harris and immediately surrounding
counties within five
jnillivolt contour.

for

viewers and non-viewers
(11%-11%
and 14'y-14'/
respectively!.
Heaviest dislike scores for any category were garnered by drug and toilet
goods commercials. Both memory and
attitude scores were considerably higher for women than for men, but on the
whole were lowest of any other group.

Sal Hepatica. Velveeta. Kellogg's Corn
Soya. Mounds, and Kolynos Tooth
Paste. Mounds was the only spot in
the group named. In fact there were
only eight spots in the total of 36 commercials monitored during August. As
a whole, they ranked high compared
w ith network commercials for the same
I Please turn to page 52 I

information

buyers

of time -

Here

Are

Your

WSBT
fecfl

end

RgWM

S«ur/| l.«rf MarWr

Of

course, you'll want

many

nickels worth
ton's best radio

—the

to buy

of Hous-

value — K-NUZ

station that is bringing

scores of radio advertisers more
results per dollar
any

other

Houston

spent
radio

than
sta-

tion— the station that can bring
you

just such

satisfactory re-

sults. For availabilities
complete
wire

and

details call, write or

Dave

Says one agency Vice-President. "When I'm considering
any (spot) advertising, I always read the listings and
advertising in standard rate & data for the vicinity
I'm interested in.

Morris, KNUZ

eral manager, or

Forjoe

genna-

tional representatives.

k-nuz
(KAY-NEWS)

"When I go to client conferences, I take standard rate
with me. It's not unusual for a client to bring up questions about this or that station. I can always turn to
standard rate and, if there's a good ad — an ad that
gives me a clear picture of the facility — I can give the

IIUl TUT "ir.ir

(NOTE TO STATION MANAGERS: The new "SPOT RADIO
promotion handbook" reports, interprets, and translates the buying experience of many radio users into
effective ideas for times salesmen, direct mail, trade
paper advertising, and Service-Ads*. Copies are available from us at a dollar each.)
SERVICE
IDS art ads that supplement listings in skks
with useful information
that helps buyers buy.

STANDARD

RATE

&

DATA

This Service-Adappears ">';"" th« WSBT
listing
. ■ Siin the SRDS

SERVICE,

Inc.

The National Authority Serving the Media Buying Function

Walter
333

NORTH

E. Botthof,

MICHIGAN
NEW

44

"C ' »!.»- -01

client good answers."
Many other buyers of spot time have told us they find
that the station Service-Ads* in SRDS make their job
of deciding WHICH STATIONS easier — Service-Ads*
like WSBT's illustrated here.

9th Floor Scanlan Bldg.
Houston, Texas

1UI1 IN -■ - . ..I.

YORK-

SAN

AVENUE,
FRANCISCO

Publisher
CHICAGO
• LOS

I,

ILLINOIS

ANGELES

SPONSOR

"THE
PEA
APHID
STRUCK the vetch crop here with all its might. ... Personnel
of this unit began searching for ways and means of eradication. About all we knew about
it was what we heard over your program. ... As a result of your broadcast, approximately 1,500 or 2,000 acres of vetch were dusted in this vicinity. ... 75 to 80 percent
of the men who dusted got 95 to 100 percent kill."
J. L. Coppedge, So/7 Conservation Senice

PEACHES

ON

MORE

THAN

52,000

TREES

near

Mexia

were

ready for picking, but we didn't have a market. The day after Murray mentioned the fact on his farm broadcast, trucks poured in from everywhere. Our
crop was entirely sold out. WFAA

did it, and we can't thank you enough!"
Rip McKenzie, Mexia, Texas

"The radio program Murray Cox put on last year made A MILLION
BUSHELS OF CORN this year.
W. A. Morgan,

us.

HAH

Ift

R.FD
Y
MURRA

COX

County Agent, Henderson County

JtQtf
820 KO
TEXAS
Radio

NBC

• 570 KC • ABC

QUALITY

Service

of the DALLAS

NETWORK
MORNING

NEWS

REPRESENTED NATIONALLY BY EDWARD PETRY and COMPANY

10 OCTOBER

1949
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ONIAi
ON
CBS
...do you hear the
greatest performers
in American radio

...do you get the biggest,
and the biggest average,
ratings in all radio
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Hugh Duffy
In Batting Average,
WHEC
In Rochester
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WHEC is Rochester's most-listened-to station and has
been ever since Rochester has been Hooperated!
Note WHEC's leadership morning, afternoon, evening:
STATION

MORNING

STATION

STATION

B
17.2

C
9.4

D
7.9

E
16.7

37.8

25.8

7.3

17.7

8.1

28.6

20.5

9.0

11.2

11.3

WHEC
40.9

STATION

STATION

STATION

F
6.9

8:00-12:00 Noon
Monday through Fri.

AFTERNOON

2.9
Only

12:00-6:00 P.M.
Monday through Fri.

EVENING

6:00-10:30 P.M.
Sunday through Sat.

BUY

WHERE

THEY'RE

JULY-AUGUST

HOOPER,

Latest before closina lime.

Station
till Sunset
Broadcast

1949
nBBOB

LISTENING: -

N. Y.
5,000 WATTS
Representatives: EVERETT-McKINNEY,

10 OCTOBER

1949

Inc., New

York, Chicago, HOMER

GRIFFITH

CO., Los Angeles, San Francisco

TV COMMERCIALS

were Peter Pan Peanut Butter which

[Continued from page 44)

women remembered better l>\ 47' < to
38%, and Velveeta, 56', to 43%.
Should food commercials impress
women more than men?

period. Men and women agreed generall) in rating product commercials
named above either at top or bottom
oi the memorj -liking ladder.

Peter Pan's brand acceptance among
viewers was 30^5 to 12' , for nonviewers. Ibis appears to be an exceptional case of strong correlation between brand acceptance and the memory-liking factor. There was along with
the verbal copy, it is interesting to note.

In all categories (five plus "hum ellaneous, which included onlj Bulova
and H.Y.I). I the slight spread between
reactions of men and women is notable. One might expect women to display definitely more interest in the
food and beverage commercials. Actually there was little difference in either memorj or attitude (men were a
little more "indifferent").

a convincing "demonstration" of the
product, including spreading it on a
slice of bread. It is impossible to tell
from the Starch interview anything
about
the relative influence of the

Exceptions

\ isual and spoken part of the commercial on memory and liking. The trend,
however, plotted from month to month
and studied with other data I available
from the Starch organization I crosstabulated on IBM cards, can suggest
useful lines for individual testing.
\ttitudes of men and women showed
up about the same for commercials in
the household equipment and supplies
group. Men remembered TV set ads
better than women, but this didn't
seem to affect their liking enough to
raise the score above that of women
viewers who saw the commercial.
Starch investigators report a trick of
viewers to beat commercials they don't
like, especially those of the irritateand-sell school. They simply switch the
sound off. keep half an eye on the
visual until commercial is over, then
urn sound back on.
If Dr. Starch can provide valid clues
to what makes a TV commercial click
— or miss fire — viewers will say
"'thank you."' Not to Dr. Starch, but
to his clients, who will sell them more

(U/J

TV advertised products.
CENTRAL OHIO LISTENERS
UPON
WBNS
FOR SPORTS

DEPEND
COVERAGE—

***

[T

Columbus and Central Ohio are "Sports Crazy" . . . And for
sports, like so many other events, they tune in WBNS. No station
in Central Ohio can come near equalling this coverage. The Fall
schedule includes the Ohio State University Football Games,
High

School

Huddle,

Cleveland

Browns

Pro Football, Leahy

of

Notre Dame, Red Barber's Clubhouse, Wes Fesler Talks Football,
Paul Brown on Football, Bill McKinnon's Shell Digest and others.
A sports fare served hot off the griddle to appease the appetites
of the rabid fans in this community. Sports is only one of the
many

reasons

why

Central

Ohio's

favorite

in

radio

is WBNS.

1949 OHIO STATE FAIR, A BIG EVENT, WITH
WBNS
PLAYING A PROMINENT
PART—
This year the Ohio State Fair at Columbus was the greatest in
history . . . And WBNS was there with its talent and inimitable
showmanship. Folks from all parts of Ohio and the nation packed
the WBNS outdoor playhouse to see and hear their favorite radio
personalities. It was a superb public relations feature that helped
build audience and good will for the station and its advertisers.

RUBENS
"EARLY

CLOTHIERS— ANOTHER WBNS
WORM" SUCCESS STORY—

Irwin Johnson, the WBNS "Early Worm" has a way with him
that has kept Central Ohio folks tuned to his program for ten
years. ...

In that ten years Rubens

Clothiers

have

been

one

of

the many consistent "Early Worm" sponsors. . . . And, they have
cashed-in, too. . . . From a small store they have expanded

FOR
1N'
K
O
O
U
IN
SOMETHING
If >ou're peer»»6 •„t«
"?£ Kentucky,
Ogle (Ky.)

KyO?State's
OGLEMirter. (. *e

__ then

the
cialist.
Ottered
tojiwj;;^
to cure
Census Spe
curve!
tojm«»*e.
J ^
or the
people
iU eyeing
^
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WAVE
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aWignialism

Louisville lU'r^real eyeiu\27-couniy area is a Buving In-

until today they rate as one of Columbus' leading men's clothiers. Rubens success has been duplicated many times by WBNS
advertisers.

n

COVERS

IN

COLUMBUS

IT'S

OH\°

52

And all oi »• ,
primary fatW'

MJ

a
let ue give yon

POWER

5000

ASK

JOHN

D«1000*N

CBS

BLAIR
SPONSOR

BEER SYMPHONY
(Continued from page 29)
tributed. Each program is scheduled
to do a specific job with a specific
group of people.
Fort Pitt hasn't ignored the television audience. Wrestling and boxing
from Rainbow Arena in Chicago are
sponsored over WDTV ( Pittsburgh ) ,
WEWS ( Cleveland I , and WGAL (Lancaster, Pa.). WICU (Erie) receives
only the boxing and WTVN (Columbus ) has Fort Pitt sponsor the wrestling. Latter started 5 October. Fort
Pitt presents a daily, except Sunday,
five-minute telecast of news over WICU.
The company isn't hidebound about
any of its advertising. It knows that
Tap Time sells its brands and brews.
It knows that sports reach an audience
that may not be music-minded. It
knows that TV is a good suds seller.
Broadcast advertising has taught
President Berardino a number of
things. Among them is the fact that
when advertising can do a publicservice job at the same time that it's
doing a sales job, the latter is bound
to be better than without it.
Recently Fort Pitt took to the air
with a blimp. The airship, The Fort
Pitt, carries on one side a stationary
sign that flashes the words Fort Pitt
other side it carries a moving sign
Beer. That's the commercial. On the
width letters 18 feet high. It's this sign
that has the public-service slant. Civic
organizations, charitable groups, community services, and any non-profit effort can have their messages on it.
Fort Pitt is as aggressive, if not
more so, than most business today. It's
spending over $3,000,000 in a 1949 expansion program at Sharpsburg and
Jeannette, Pennsylvania. As its plant
facilities grow, its advertising is expanded. President Berardino has a
credo, developed during the past 11
years, that guides his advertising policies. He constantly reminds his agency
and staff that:

it's easy,

IF YOU
KNOW HOW!
O OME

radio stations — and

the best, because if you don't your
competitors will.
4: A top-flight product is worthy of
top-flight promotion. * *
*
10 OCTOBER
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get thrown

for

ticular Southern audience,
and the Mar.-Apr.
'49 Shreveport
Hoopers prove it:
KWKH ranks first, Mornings, Afternoons and Evenings, in Share of Audience.
KWKH
Second

has a 34.3% greater Share of Audience than
Ranking Station, for Total Rated Periods.

But Shreveport itself is only the smallest part of KWKH's coverage
in this big four-state area.
Both mail-pull and BMB figures prove
that KWKH gets high listenership throughout its prosperous rural
areas, as well.

KWKH

Let us send you any facts you need — today!

Texas

2: A radio musical variety program
is one of the most effective vehicles for
selling brewery products;
buying radio talent, buy

advertisers —

a loss because they don't really know their audiences!
Thanks to 24 years of work and study, KWKH does know its par-

1 : No one form of advertising will
do as good a job as an intelligent utilization ofall media;

3: When

their

SHREVEPORTf
50,000 Watts

CBS

LOUISIANA
Arkansas
Mississippi

The Braham Company, Representatives
Henry Clay, General Manager

NEGRO

MARKET

{Continued from page 2.">i

1 1 in particulars) at the colored market
there are plenty of pitfalls, but it can
pay off land has, at the local-station
level, as Part II of this sponsor series
will point out in the 24 October issue),
if the advertiser can negotiate the tight
rope from which the slightest slip w II
breed offense and militate against his
product.
Main Negro performers get a mixed
reception from Negroes themselves —
particularly those who appear in menial or subservient positions to white
people. Negro tastes vary, just as
white do; some stars are popular with
one group of their own race, yet unpopular with another. Others show a
steady and sustained popularity among
their own kind, as they do with whites.
Hattie McDaniel, as Beulah on the
CBS Monday -through -Friday Dreft
(Procter & Gamble I program of the
same name, showed a steady rise in
her Hooperating last year, moving
from 5.3 to 9.0. but it was impossible
to determine how much of this was
listening. "Rochester"
to Negro
due the
on
Jack Benny show. Amos V

mendous sale of such products to Negroes. Colored newspapers and magazines run page after page of such advertising, but manufacturers of these
products shy completely away from
using the air to sell them.
Why?
Negroes
sensitive aboutBecause
their use
of thisarekind
of
"beauty" aid. and while mention of
skin-whiteners and hair-straighteners is
all right in printed media seen onlv by
members of the colored race. Negroes
would be embarrassed to think that
whites might also be listening to a radio program plugging them.
Last year, when the Pepsi-Cola Company undertook to sell the colored market in a Negro-newspaper campaign,
the soft-drink firm discovered one
highly-significant fact in its preliminary study of that market. It found
that the policy of segregation restricted Negroes from benefiting from competitive prices among established food
and drink brands. Usually limited to
marketing in neighborhood stores in
her own specific locality, the Negro
housewife was found to be impaled on
the twin spikes of marked-up prices
and inferior merchandise.
Negroes

WHICH

IS LARGER?

(Black or White)

practically

forced

to

RIGHT!

AND YOU'RE ALWAYS
RIGHT WHEN YOU

ADVERTISE

»"XL"j%
BECAUSE XL STATIONS

Get Kesults
Pacific Northwest Broadcasters
Sales Managers

Wythe Walker
Eastern
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DRINK —

IN"
Mike

THIS
Mountain

The Negro criticism of Miss McDaniel, "Rochester." etc.. usually stems
from the fact that they are domestics
in the home, subject to the orders,
whims, and wishes of white people.

IF YOU SAID XD VIS YOU'RE

(whites masquerading as Negroes) are as well liked by Negroes
as they are by whites, yet there still
is criticism in some quarters.

are

Andy

Tracy Moore
Western

Negroes, more perhaps than most
minority groups, are considerably
touchy about the elements relating to
the Negro race in advertising copy directed to them particularly. Whereas
a picture of Joe DiMaggio endorsing
Chesterfield cigarettes on the back cover of a Life or Look will cause no resentment among whites who know that

MORE LOCAL PROGRAMS
SOLD THAN ANY
ASHEVILLE STATION!

the Yankee Clipper doesn't smoke, the
same endorsement on Our World's or
Ebony's I both class Negro publications! back cover by the Dodgers'
Jackie Robinson will annoy a number

—

folks jusi nafurally pre-

fer our

of Negroes who see it. They knowRobinson doesn't smoke, either, and
they feel that the use of his name and
photo is too obvious.

It is significant of this "touchiness"
among the colored regarding advertising copy that on programs aimed
directlv at Negro audiences by local
stations there is virtually no advertising of hair-straightening or skinproducts, despite the treblanching

—

Contact

5,000

^

brand

Taylor-Borroff

Watts

of
for

Day— 1,000

"Corn"!

Full

Market

Facts

Night — 1380

Kc

ASHEVILLE, N. C.
SPONSOR

shop in neighborhood stores, many of
which don't carry recognized, established brand products. Radio could
create a demand among colored people for known brands to the point
where their neighborhood markets
would find it necessary to stock the
brands called for. There is also the

WMT

has its finger on

Dike

(iowa,
. . . and all the other 1058 communities within WMT's 2.5 mv line.
It's a strong finger, carried on
Iowa's best frequency, 600 kc. It's
a finger that beckons listeners with
exclusive CBS network shows, an
informative finger kept on the
pulse of the news via AP, UP, INS,
and local correspondents throughout the state.

further angle of the amount of foodbuying done by Negro domestics for
many white homes- A direct pitch to
Negroes by leading food advertisers
would, in those instances, sell both
whites and Negroes.

It's a finger that points the way
to sales in Eastern Iowa, where
agricultural income increased 33%
last year and industrial income
keeps up its steady growth.
Ask the Katz man to show you
how a plug on WMT is better than
a
hole in your Eastern Iowa
market.

There are many questions that must
be answered intelligently by a national
advertiser wanting to tap Negro incomes. He has to know how Negroes
live in the particular locality he wants
to reach. He has to know whether the
Negro is interested in price, whether
there are individual and peculiar elements in advertising copy relating to
the Negro race that influence the Negro consumer — and what those elements are, and how to use them. He
has to know what talent of their own

>»>»Cr*V vm*t

WMT

color will appeal most to Negroes.

CEDAR

The answers to these and other questions important to the most effective
development of the Negro market for
national advertisers are slowly but
steadily being learned on the local
level, as more and more local stations
begin to program specifically for their
colored listeners. Negro disk jockeys
are appearing in increasing numbers
on stations throughout the country;
the 20-odd of a year ago have now
multiplied to more than 100. Radio
cooking schools, luncheon services,
home-maker programs conducted by
Negroes for Negro listeners — one of
the most effective means of dramatizing the colored market — are making
their debuts on many local stations.
The market is finally being recognized
— but so far only on the local-retail
level. As mentioned previously, SPONSOR will report on Negro programing
at that level in its next issue.
But in the overall network and national selective picture the Negro and
his important buying power are still
very much in the background. That
reaching the expansive Negro market
presents problems and difficulties of a
different and individual nature is undeniable. But the problems are soluble, ifthe effort is made to solve them.
It would seem that getting his share
of a ten-billion-dollar market might interest a national advertiser enough to
make that effort.
* * *
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The Case of the
Fast Moving Houses

TRANSCRIPTIONS
(Continued from page 23)
used as the basis of the proje< t. \ set

of custom-made commercials (jingles,
triek effects, name announcers, etc.)
is then cut. usually in the same studio
in which the original show was made
I to get the correct balance I. and are
then used with the syndicated show.
This field is wide open. Name talent
from the show can be used to cut the

• A Salt Lake City realtor with
a new development 12 miles
outside the city wanted fast
action.
He came to us.
We short-waved a colorful
on-the-spot description of the
houses. ence,With
KDYL's big
this promotion
didaudithe
job: 12 houses ranging in price
from $7800 to S87 50 uere sold
that afternoon.'
KDYL
and KDYL-TV
get
the same kind of quick results
for all lines of merchandise.
Local advertisers found that
out long ago.

commercials, to do special "signature
and leader ' themes.
In the case of an advertiser who has
onl) a half-dozen or fewer markets to
coVer with an e.t. show on this basis,
low-COSt acetate e.t.'s will suffice for
the commercial. The advertiser with a
few more dollars to spend can gel a
bit fancier, and can have his commercials cut with name talent and pressed
from the same type of masters that
were used on the syndicated show.
The cloest thing to a complete!) custom show that can be found outside of

Salt Lake City, Utah
National Representative: John Blair & Co.

BMI

engineering conditions onto a new master, pressings are made, and the result
is a one-platter show.
The main drawback to the use of

SIMPLE ARITHMETIC

syndicated shows with custom-made
commercials is not the factor of costs.

IN

MUSIC

For that matter. Harry S. Goodman offers name talent ( who usually own a
piece of the show, and thus avoid the

LICENSING

BMI LICENSEES
Networks
23
AM
2,013
FM
412
TV
83
Short-Wave
4
Canada
150

AFRA union scale as strictly "performers" Ito do custom spots at what is actually double the AFRA scale per spot,
which, when measured against the caliber of the talent, is not verv much.
Transcription Sales, one of the pioneers in this field, offers a custom service to advertisers wherebv thev can

TOTAL BMI

have 16 one-minute spots cut for as little as $200, giving the advertiser two
double-sided 16-inch pressings. The
only big hitch that is likely to occur is
in the matter of available markets.

. . 2,685*
LICENSEES
You are assured of
complete coverage
when you program
BMI-licensed music
*As of Oct.

m,,.-

vwm,,,.

I, 1949

ink

vm.

BROADCAST MUSIC, INC.
580 FIFTH AVE., NEW
NEW
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YORK

• CHICAGO

the genuine article is the re-recorded
syndicated show. In this type of operation, the commercials to fill the openend portion of the library show' are
cut, new themes are made with the original talent, and special sign-offs are
prepared. Then, the commercials and
show are re-recorded under the best of

YORK

19

• HOLLYWOOD

Most well-known, high-rated e.t. shows
that are sold b\ transcription firms on
a syndicated basis are well-spotted
around the country on a sponsored basis. An agency which tries to clear.
say, Zi\'s Boston Blackie in 100 leading
matkel>
find can
thatbeonl)
40 or •'>()
of
those will
markets
cleared.

For one thing, the
dicated e.t. show is
work for less money,
the talent either owns

talent on the synusually willing to
particularly when
all or part of the

-how package itself. Besides, a series
of custom-made commercials for several advertisers, something which can
be done in a few hard days of work
in a recording studio, add up to a
goodly amount dollarwise for talent.
The most important money -saving
factor is the question of local AFRA
rates. The advertiser who uses an e.t.
-how in a good-sized list of major
markets quickly finds that to get the
quality of announcers he feels will do
the right kind of job for his product
he will have to audition a great many
local announcers unless he yvants to
lake the "staff announcer on duty' who
may be selling the competition's product an hour or so later.
Some idea of the amount of identification possible y\ith a typical 15-minute e.t. shoyv with custom commercials
can be found in the commercial structure of such a show'. Generally, there
is a ten-second opening, a one-minute
opening commercial, a 30-40 second
middle commercial, a one-minute closing commercial, and a 15-second closing spot. At least five times in a 15minute shoyv the tie-in between advertiser and star is made.
This can pay off in sales, all the way
from a big regional or national adyertiser down to a local-retail level. One
local advertiser, the Lang Brothers
Druggists of Baducah. Kentucky, had
a set of commercials custom-made on
the above
basis by the
late Inc.
Sing in'
Sam
and Transcription
Sales.
R. L. Lang, one of the brothers, sat
down and wrote TSI recently to report
on the progress of the shoyv. Said
Lang: "Since I have been airing Reminiscin' With Singin' Sam my business
has shoyvn a big increase. Brescription
business has more than doubled and
all departments in my store are doing
1 >etter than ever before. For the past
several yveeks. I've had to make arrangements for iii\ clerks to work longer hours on Saturday and keep the
store open later. Best of all. Sam has
been responsible for a lot of my old
customers returning to my store.
At the other end of the scale, custom
e.t.'s are doing a real sales job for
national advertisers. With sales increasingly harder to come by in the
auto field. Chrysler recent!) had its
agency. McCann-Frickson. put together what is currently the biggest deal in
i Please turn to jxige 59)
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September

20, 1949

Mr. Keith Byerly
Sales Manager
WBTV
Charlotte,

makes

N. C.

Dear Mr, Byerly:
We are sure you will be happy to learn
first two months of advertising in an
all clients for whom we have scheduled
are pleased with results, and we want
on the fine impression WBTV is making

that after their
entirely new medium,
television advertising
to congratulate you
in its opening weeks.

u:
$

Specifically, Mr. Bernard Mark, president of the Hostess
Venetian Blind Company of this city, has advised me that as
a direct result of his television advertising, exclusive
of newspaper and radio promotion, his firm has received
$16,000 in immediate orders.
An additional $41,000 may be
forthcoming in contract business in the near future, which
is also directly attributable to television advertising.
What seems

somewhat

unusual

is that the schedule

. . . with a $27.90, one-minute film announcement,

which

once per week for 6 weeks,
Hostess Venetian Blind Company has sold $16,000

As a result of the sound response our clients have received,
we will continue to place new business with WBTV as quickly
as our schedules permit.

worth

regards.

auL^_

SALES

RESULTS

of blinds

. . . pro-

duced leads which promise

Cordially

SENSATIONAL

77

impression

brought about such fine, prompt results is a 60-second film
run one time a week on Tuesday nights, costing our client
$27.90 per week.
The Hostess film, you will remember, plays
up the extreme abuses that Hostess Venetian blinds will
withstand.

With kind

16,000

$41,000

more.

now complete the

television picture in the Carolinas! WBTV

brings

to 57 counties in North and South Carolina (with
over 3,000,000 population) not only a brilliant new
medium

of entertainment —

not only a powerful

stimulant for Carolina business — but a new
enormously

JEFFERSON

successful way of selling.
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A Monday 'Must'
For Top Management...
MARTIN

CODEL's

AUTHORITATIVE NEWS SERVICE
OF THE
VISUAL BROADCASTING
ARTS AND INDUSTRY

EZ very Monday
week

morning, hundreds of top radio executives start their working

by reading Martin Codel's newsletter, TELEVISION

years this service has become

DIGEST.

In only five

the "bible" of the policy-makers in every branch

of TV . . . telecasting, manufacturing, distribution, and allied fields. Its list of
subscribers is a literal "Who's Who"
TELEVISION

DIGEST

has reached

in TV and Radio.

this outstanding position because

it does a

thorough, authoritative job of reporting and analyzing trends and developments
in TV . . . and does it in a minimum

of reading time. If you need to know what's

happening in America's fastest-growing industry, then you, too, should be a
TELEVISION DIGEST subscriber.

A complete
Newsletter

service • Weekly
• TV-AM-FM Direc-

tories • Weekly

Addenda

•

Regular Supplements of Current
and Permanent Reference Value

Write

or Wire

for Samples & Rates

WITH AM-FM
1519 CONNECTICUT AVE. N. W.
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•

IMPORTS

WASHINGTON 6, 0. C.
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TRANSCRIPTIONS
{Continued from page 56)

On the Air September 22

custom e.t.'s. This vehicle is the Sammy Kaye Showroom, a 15-minute.
thrice-weekly musical show on the
lines of the Chesterfield Supper Club.
Top talent is used throughout, and the
show is of network caliber. The cost
of sponsoring it on 375 stations is
split between Chrysler, which pays
most of the production costs, and the
Chrysler-Plymouth dealers.
The show is a completely custom job
from start to finish.

a new

While almost any major recording
company ( Gordon M. Day, Harry S.
Goodman. George Heid, Gasper-Gordon, Charles Stark, TSI, Ziv, etc.) will
make a completely custom show for an
advertiser, the firm that is currently
leading the field in this activity is the
Custom Recording Service of NBC
Radio-Recording. Since the library
e.t.'s and the Thesaurus moved over to
become a sales function of RCA, NBC
has been pushing this service more.
NBC's shows are not all on the scale
of an operation like Sammy Kaye
Showroom. NBC's estimated costs on
a low-cost, custom-made soap opera,
for instance, including a cast of four
or five actors, organist, script, studio
rental, etc., and the finished record, are
between $500-1600 per show. Masters
are about $50 each, and each pressing
(if the advertiser is using more than
50 markets) costs $1.55. This sounds
high, but it depends entirely on the job
being done. Syndicated shows can be
placed on stations at costs as low as
$5 ( plus time charges and announcer's
fee), but in major markets the show
rental cost is often $75-$100 and up as
high, in some cases, as $500-$1000.
Again, an advertiser, provided the
job to be done is big enough to warrant the expenditure, can wind up saving money on a completely custommade show. The commercials, of
course, are on a custom basis, too.
The show's announcer can do them at
little or no extra charge, and production commercials, such as singing jingles, can be done at a lower cost than
paying the going AFRA scale for
straight local announcing. The completely custom show has been done by
NBC for as few as one or two markets
on a profitable basis, but its best application isfor the sponsor who must
have a given number of major markets
on his station list, and who can't clear
an existing syndicated show on all of
tbem.
* * *
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Channel

2, Greensboro,

N. C.

Serving North Carolina's
Rich Tri-City Market,
GREENSBORO
WINSTON-SALEM
HIGH

POINT

Now, for the first time, WFMY-TV
makes it possible to sell this rich area
as one market.
AFFILIATED

CBS

—

NBC
and

First

HARRINGTON,

—
in

the

WITH

ABC
Carolinas

DAILY

Dumont

Live

Sales
Representatives
RIGHTER
and
PARSONS,

New York City
270 Park Avenue
MU-8-1185
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—
with

TV
INC.

Chicago
Tribune Tower
WH-4-0074

Owned and operated by
NEWS
— and —
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just published
CONSUMER
1949-1950

MARKETS

Edition

The most complete, reliable and up-to-date
compilation of consumer market data available in one place

CONSUMER
MARKETS has
"saved us hours of time," reports
one Market and Media Research Director.

The new srds consumer markets gives
easy access to the latest government
and other authoritative state, county,
and city market facts . . . 1948 estimates along with 1940 Census data for
trend comparisons . . . per family and
per capita relationships . . . radio homes
. . . population density . . . retail sales
. . . incomes . . . farm and industrial
activity and all other important indices
regularly used by market and media
men.

state, a special map shows counties,
cities, county seats, radio and newspaper locations. Then the state data. Then
the county data. Then the city data.
Counties and cities are cross-referenced
to the map.

Standard formats makes use easy. States
appear alphabetically. First, under each

:■" tM

You can extract any specific index, or
you can get a complete picture of the
economic makeup of any market in the
U. S., the U. S. Territories and Possessions, Canada, the Philippines.
Once you use the 1949-1950 consumer
markets you'll use it whenever market
problems arise. Single copies $5.00 each.
A Section of Standard Rate & Data Service

Walter E. Botthof, Publisher
333 North Michigan Avenue, Chicago 1, III.
New York • San Francisco • Los Angeles

AMM-I-DENT

is known as a bug on testing. Cecil &

(Continued from page 21)

I'reshrey's Sam Dalsimer agrees with
him a hundred percent. Melvin Block
(Block Drug president!, together with
Dalsimer and agency timehuver Ted
Kelly, decided to take the road and

ments, better than <'!.">', were minute
-pot-., the rest chain breaks. Breaks
were nol considered except where they
i ould command extraordinary listenersi sip at a time not adequately covered
l'\ a minute spot. This, of course,
was because not as much could be told
about the new product in a chain break
as was felt desirable.
To give some of the technical hackground of the Amm-i-dent story,
backed up with case histories, would

DID MORE

THAN

ONE MILLION
AMERICANS
Write to this

MEXICAN
Radio Station
The Answer is something
every well informed Time
Buyer and Advertiser
should
know.
Every one of those million and more residents of
the United States wrote to XERF to BUY SOMETHING. Yes* that is the total number of Actual
C.O.D. and cash ORDERS received at Del Rio,
Texas, by advertisers over XERF whose mail went
to the station. It does NOT include additional
thousands upon thousands of orders that went direct to the advertiser. A station that has such
definite proof of selling power deserves a prominent place on any advertiser's
schedule.
Write today for rate card and booklet that tells
the story of

THE POWERFUL MEXICAN
THAT
BLANKETS
THE

STATION
U.S.A.

XERF

Licensed to Operate on

150,000
WATTS
CLEAR

CHANNEL

Transmitter at Villa Acuna, Mexico
MAIL ADDRESS, DEL RIO, TEXAS

United States Representatives

INTER-AMERICAN
ADVERTISING AGENCY
National Sales Representatives

JONES BUILDING

• DEL RIO, TEXAS

DWIGHT ADVERTISING AGENCY
John E. Hopkinson

1665 NORTH MILWAUKEE AVE.
CHICAGO 47, ILLINOIS
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have taken something more like a 1 •">minute documentary than a one-minute
spot, and Cecil & Presbrey didn't try
it. The typical spot announced that
tooth decay could be reduced with a
new tooth powder lor paste ) discovery. It mentioned the two exclusive ingredients and linked the formula
with the dentist-inventor who tried it
on his own patients. It described regular brushing as the simple way to use
the powder and gave a testimonial
(commended by Parent's Magazine,
etc.). These points simply emphasized,
together with the price and information that Amm-i-dent could be purchased at drugstores, comprised the
commercial.
In order to avoid wearing listeners
out with the same talk throughout the
month, these same points were woven
into various dramatic hits with housewife, druggist, and announcer; three
announcers; one announcer reading
the copy straight; announcer reading
in March of Time style.
About seven out of ten spots were
transcribed. The live copy was handled by personalities, usually mc's of
women's participating programs. In
fact, as many spots as possible were
bought on personality programs with
proven followings. The company believes strongly in the sales value of
the persona] touch of a commentator
with a loyal following. Personalities
like Margery Mills (New England Regional Network I. Agnes Clark I WJR.
Detroit's Mrs. Page). Margaret Arlen
(WCBS. New York), and Mary Margaret McBride. (WNBC, New York I
helped get listeners excited about the
new way to reduce tooth de< a\ .
Some announcers had to do a little
practicing before the\ could pronounce
"reduce tooth decay" easih. but the
company feels that tests amply demonstrated superiority of the phrase.
Block ad-manager
George
\braras

personally l>u\ the time for these important tests. Block Drug has used
thousands of radio hours in building
acceptance and sales for its products.
Hut this time everybody concerned
wanted a personal hand in shaping
these tests to see how the spoken commercial would fare in getting across
the "new model'" dentifrice.
They went over schedules with a
fine-tooth comb. Here a popular newscaster felt he could \ ield one of his
15 minutes to strengthen a period
\luanis felt was a little weak: there a
manager said frankly. "My healthiest
spots are in the afternoon. You'll do
better on WXXX in the mornings."
One manager couldn't find the little
Mack book in which his secretary kept
his availabilities. But Ahrams stuck
around stubbornlv un'il the secretary
hook.
returned from lunch and produced the
In matched test cities in which no
radio was used, approximately
the

M$$s*^mm@
"AMERICA'S FINEST
WESTERN

ACT"!

The Texas Rangers, stars of
stage, screen,
and made
television, early thisradio
summer
a personal appearance tour in
the Midwest. They are pictured
here in Oklahoma City, when
they were commissioned honorary Colonels of the State of
Oklahoma by Governor Roy
TheTurner.
Texas Rangers transcripJ.
tions, used on scores of stations
from coast to coast, have
achieved Hooperatings as high
as 27.4.
Advertisers and stations — ask
about our new sales plan!
Wire, write or phone
ARTHUR
B. CHURCH
Productions
KANSAS CITY 6, MISSOURI

SPONSOR

same amount spent for the months
radio campaign was poured into newspaper spreads in an overnight effort to
make the population Amm-i-dent-conscious. These spreads with the detailed copy, case histories, pictures,
drawings, etc., succeeded in putting the

• MORNING
• AFTERNOON

initial story over, all in one "package."
At the end of the test month, the simpler radio copy, often repeated, had
snow-balled its effect in the radio-only
cities so the sales curve was approximately the same.
Block already knew radio could sell
cosmetics. But none of the other Block
products with their successful radio
history had characteristics that departed as did Amm-i-dent so startingly

• EVENING

up*n

Superior programming,
both network and local, is
AGAIN increasing the lead
WFBL has held season after
season in Syracuse Hooperatings and Sharc-of-Audience.
Place your schedule in
this winning line-up!

X#G

from "regular" items in their field.
The tests helped satisfy both agency
and client that the spoken word could
do a major share of the selling for
their entry into the $80,000,000 dentifrice market.

WFBL

Amm-i-dent paste was introduced
last July with tests similar to
those used for the powder, and with
similar results. Abrams is careful to
point out that the difference between
the time it took radio ( about a month I

SYRACUSE
NEW

YORK

Represented
by
FREE
& PETERS,

INC.

to match the sales curve achieved by
pouring the same amount of money
all at once into full-page newspaper
announcements isn't due alone to the
concentration of impact. Such a concentration was feasible because of the
variety of detailed material presented.
The comoanv claims undisputed leadership of the field for Amm-i-dent powder and a close fourth for the paste —
not just anions: ammoniated products
but in the entire field including the
regulars.
Currently the lion's share of the
budget lone third) devoted to printed
media will go to magazines and the
remaining portion to newspaper supplements. The magazines will feature
movie-star testimonials that tie in with
the radio slogan. "Are vou reducing
tooth decay with Amm-i-dent ammoniated tooth paste?" The newspaper
copy will continue to feature case
histories.
Block Drug Co.. a veteran in selling
cosmetics and toiletries via the spoken
word, was quietly confident in turning
over the primary selling job to a prestige network show (Burns & Allen returned to the air for Amm-i-dent over
CBS stations 21 September, 10:00
p.m. I . It's not a secret they expect radio to help them topple the reigning
giants in the dentifrice field.
* * *
10 OCTOBER
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SUPERIORITY

COMPLEX

My husband, advertising manager of the Ding-Bat Company, used to be a
nice fellow with just enough of an inferiority complex to make him easy to live
with. Since he picked KXOK, sales have gone up so fast my husband thinks
he's the smartest advertising manager in town. Now he has a superiority complex and he's positively obnoxious.
Unhappy Wife
Dear Unhappy Wife:
Maybe KXOK should have the superiority complex instead of your husband.
During March, 1949, KXOK was within share of audience striking distance of
first place in St. Louis. Briefly, this means KXOK delivers more Hooper audience per dollar than any other St. Louis network station. No wonder Ding-Bat
products are going to town. When your husband checks KXOK's low-costper-Hooper point, KXOK's wide coverage, and KXOK's low-in-St. Louis
rates, he'll be even cockier!

KXOK,

St. Louis

630 on the dial
Basic ABC

5,000 Watts

A "John Blair" station

61
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Thousands of them didn't wait — and
they're glad they didn't. They grew
with radio, and learned as they grew.
Quite a lew of them are learning and
gi u\\ ing with TV now.
The current FCC hearings on color
have confused some advertisers and
the public, as well as broadcasters. Is
color imminent? And when it comes,
will it obsolete present methods and
equipment?
The answer, in both cases, is no.
NAB President Justin Miller said
recently that color TV, as a general
service, is at least five years away.
In this period, he added, present receivers will not be made obsolete 1>\
color.

Don't Be Color Blind
Color TV will come — but probably
not for years. And people who postpone buying sets and advertisers who
delay getting into television until color
arrives, will be losing, respectively, a
lot of entertainment and sales.
As an art. a science, and a business,
broadcasting never stands still. In AM
and FM radio and in television, the
engineers have made continuous impiovements since the crystal-set da\>.
So have the sponsors and the broadcasters and everyone else concerned.
I he) will keep on making improvements.
Crystal sets did a sales job in their
da\.
So will color TV, when it comes.
If advertisers had waited until
broadcasting was "improved" or perfect before getting into it. they would
not now be investing $500,000,000 a
vear in broadcast media.

The hearings, and then the tests, will
take years.
Meanwhile, advertisers will find
plenty of scope for their efforts in radio and in black-and-white TV.
With millions of good prospects ripe
for their sales messages, they can hardI. afford to wait five years to tackle
them.
Decline of giveaways
The giveaways seem to be slipping.
By the time the courts have decided
whether the FCC has the power to ban
them, they may not have enough audience to make the ruling mean much.
C. E. Hooper's mid-September audience report listed nothing that could
be called a giveaway among the first
15 evening or top 10 daytime shows.
Not included, for example, is Stop
the Music.

Just a year ago

(remem-

ber.'I this giveaway had pushed up to
rating leadership. In fact, it was practically shoving Fred Allen and Edgar
Bergen off the air. Being an ABC
show, it was bringing pious pronouncements about the ethics of giveaways
from executives of other networks.
The other day, an executive of Old
Gold cigarettes, which has been a Stop
the Music sponsor from the start, said
that his company was glad to have
Amateur Hour as an ace in the hole.
While Stop the Music ratings were declining. Amateur Hour's were gaining.
About that time George Gallup got
around to finding what people thought

of giveawa\».
Twenty-two

percent

of

Americans,

he said, listen "often" to giveawa\
shows; 29% listen to them "once in a
while," and 32% listen "very seldom."
them.
The remaining 17% "never listen" to
But if you add the nevers and the
very seldoms. \ ou find that 49% of
listeners don't really hear giveaways
at all. Then add the "once in a while"
group land that could mean they hear
only one in 10 broadcasts of a program), and you get 789? who aren't
exactly giveaway fans.
Both the Gallup and the Hooper surveys were made at a time when giveaways had been given a publicity shotin-the-arm by the current FCC ruling.
Some people who didn't usually listen
curiosity.
to giveaways were listening then out of
If the FCC wants to end giveaways.
it might just stop talking about them.

Applause
To the ANA

and Four A's

The Association of National Advertisers and American Association of
Vdvertising Agencies have done much
in the last feu years to make their
meetings more worth while to the rank
and file of their membership.
Vmong other things, they have recognized the growing importance of
broadcasting in the advertising scheme.
The \\ \ will hold its annual meeting in New York 10-12 October. Subjects for reports and anabsis include
62

radio and television.
The Four A's this month is holding
regional conferences. The eastern conEerence at New ^ ork last week featured nine departmental meetings. At
the top of the list was, "Where do
radio and television go from here?"
Participants included Arthur Prvor of
BBDO: Charles Underhill of CBS:
Spyros P. Skouras, president of 20th
( '.en! in \ -Fox: John Crosby, radio and
TV critic. New York Herald Tribune:
Donald W. Stewart of the Texas Company, and Lou Cowan, producer.

addition, dotheto question.
"*\\ hat
willIn television
media values?
occupied Pat
the Weaver
agencies"
session.
of overall
NBC andmedia
Bill
Gittinger of CBS represented T\ .
Other speakers were Harold S. Barnes
for newspapers; Frank Braucher for
magazines, and Kerwin S. Fulton for
outdoor.
Although still receiving only about
one-tenth of the national dollar volume
in all media, broadcasting is getting
a much larger share of advertiser and
agenc) thinking and planning.
SPONSOR

Twelfth in a series explaining why
SPONSOR is the best buy

>«

:^^c

Bowles and £>SC&B
\

Why do agencies

( and advertisers ) ^iuy

multiple

copies of a trade magazine that sells arS50^ a copy,
$8 a year?

The answer is use-value!V And that's^s"'

the only value in which SPONSOR is inteWsted*^^
SPONSOR is IOO9; devoted to the inu*^sts of

CZ~i^^tdtt*&iic**iA*S

cct Exe^^,>^T7mebu«e«.
j^Some
J^
jr

Benton

ctric,

"SPONSOR has been on my list of home
must reading for a long lime. I find it interesting as well as informative."
GEORGE KERN,
Head timebuyer

& Bowles clients who subscribe:

American
Express,
Crowell-Collier
Pubmfoing, General
Electric, General
Foods,
ProtV
& Gamble, Prudential Insurance, WesterriV

or their advertising agencies.

National

Assoc,

"For up-to-date complete information we
consider SPONSOR a must on our reading
Vice President & Media Director

Street,

New

'\

Subscriptions to SPONSOR

6

Home

Office

3

Timebuyers

3
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w it h
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sure

sponsors
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to
and
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w he n you

York

For buyers of Radio and TV advertising

Manuf.

Some Sullivan, Stauffer, Colwell, & Bayles
clients who subscribe: Carter Products, Lever
Brothers,
Noxema,
Whitehall
Pharmacal.

list of FRANK
radio publications."
MINEHAN,

SPONSOR

of

/SULLIVAN, STAUFFER,
COLWELL, b BAYLES
Executives
Acct Exec
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is dedicated to use-value,

it's an especially useful market place
if you have an advertising message for national advertisers

40 West

7

3

buyers of broadcast advertising.
It's the straight-line
medium to them, the only one of its kind.
Because SPONSOR
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more advertising
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"Veepee'
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Mte(§i-tife examples

of

how to make a TIME sale
Example l :

Example 3

A large beer distributor using a list of New England

Two advertising agencies in a large city told an identical story. In both cases a client had curtailed radio
advertising for the 1949 summer. In both cases the

stations carefully analyzed a SPONSOR

round-up

story titled "Beer on the Air." Result: it increased its
radio appropriation 100% on every station over which
it advertised.

agency gave its client a copy of SPONSOR'S summerselling issue. Result: in one case $12,000 of radio
advertising was reinstated; in the other $48,000 was
reinstated in one area alone.

Example 2:

Example 4:

A 50,000-watt station in North Carolina advertised

A station in Virginia had failed to dispose of its expensive baseball package and the season was about to
start. Then the manager received his current SPONSOR containing an article on baseball sponsorship.
Result: over the week-end he showed a prospect the

an available daily program via a full page in SPONSOR. Result: the advertising manager of a large drug
firm contacted his advertising agency and requested
that they buy it.

They did.

SPONSOR

"evidence" and landed his contract.

These are only several of the many scores of sales which have been reported to SPONSOR

as a

result of its "use value" concept of publishing.
One third of all radio stations contacted during
a thirty-day across-the-desk survey reported one or more sales that had come about, directly or indirectly, through the use of SPONSOR.
SPONSOR

is 100% devoted to the use-interest of broadcast-minded agency and advertiser
executives.

field.

Its paid subscriptions among broadcast-minded buyers is the largest in its

Its pinpointed appeal, bright format, and easy-to-read pages insure intensity of readership. Whether your list permits only one magazine or several, SPONSOR is the buy.

For buy

TS.. .SPONSOR

REPORTS.
..SPONSOR

.
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World Series gets
record audience

Record 26,000,000 radio homes were tuned to current
battle between
Yanks and those embattled Dodgers,
MBS reports from special Crossley
survey.
Nearly two-thirds — 65.1% of all homes were tuned in one
or more of five days, with a peak of 54.6% on Sunday,
9 October.
Not included are millions who heard series in offices,
factories,
taverns ; who saw it over 50-station East-Middle West video hookup,
and on movie screens
in New York, Chicago,
Boston,
Scranton and Milwaukee. Gillette Safety Razor and its agency,
Maxon,
Inc., are
pretty pleased.
-SR-

Olsen
& Johnson
quit Buick show

Because they "need a rest at this time," Olsen & Johnson will end
Buick Motors series on NBC-TV, through Kudner Agency, on 27 October.
Not mentioned in formal announcement was high cost of such full-hour
network TV shows. Another Kudner client, Texaco, considers possibility — despite continued top ratings — of putting Milton Berle show
on NBC-TV every other week.
-SR-

Waltham sponsors
ABC quiz show

Waltham Watch Co., currently in receivership, has decided sponsorship of "Share the Wealth," studio audience quiz show on ABC, may
help solve its financial problems. Each contestant picks next from
audience. Starting with $1 for correct answer to first question,
prize doubles with each. If all 12 answer correctly they divide
$6,144. Hirshon-Garf ield is agency. . .National Assn. of Radio Station Reps, made strong pitch to Waltham trustees last spring, on experience of Bulova, Benrus and others, to get Waltham in spot radio.
-SR-

Shouse would
50,000-watt

McConnell
NBC

lift
limit

named
president

Radio broadcasting, facing TV competition, may have to lower program
standards sharply unless FCC lifts "present archaic 50,000-watt ceiling on power," James D. Shouse, Crosley Broadcasting chairman, told
Boston Conference on Distribution.
"Some broadcasting units will
have to be made stronger. . .to prevent complete deterioration of
service to public." . . .Crosley's WLW, Cincinnati, formerly was
only U.S. station with 500,000 watts.
-SRFurther strengthening RCA control of its lusty subsidiary, Joseph H.
McConnell, former executive v. p. of RCA, has been named president of
NBC. Niles Trammell, president of NBC for nine years, takes new
post of board chairman there.
-SR-
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TV rates boosted
with more audience

Helen

Hayes quits

"Electric

Theater"

RE PORTS.

.. SPONSOR

With about 2,500,000 receiving sets now in use, compared with 1,000,000 early this year, most TV stations are raising rates. — from 16%
to 100%. On 1 December WFIL-TV, Philadelphia, will increase evening
hour rate from present $500 to $1,000. NBC network of 25 stations
will cost $11,675 an hour after 1 November, compared with present
$8,500. Both WNBT and WJZ-TV, New York, are increasing from $1,500
to $2,000, and W0R-TV is starting at $1,200. . .Weed & Co. reports
trend toward "class time," with 35 TV stations now offering A, B and
C time; 28, A and B, and 26 — mainly newcomers — one class rate.
-SRFollowing death of her daughter, Mary MacArthur, actress Helen Hayes
has cancelled both scheduled Broadway production of "Good Housekeeping" and her part in "Electric Hour," sponsored by some 200 utilities on CBS through N. W. Ayer & Son.
-SR-

WCY accepts
beer and wine

WGY, General Electric' s station in Schenectady, reverses long-standing policy against taking beer and wine advertising, to enable listeners to receive such programs as Blatz' "Duffy's Tavern" and
Pabst's "Life of Riley."
-SR-

Don Lee alters
'Tello-Test" to
giveaway rules

Although Don Lee's "Tello-Test" served as test case under FCC's proposed giveaway ban, West Coast regional network decided to comply
with proposed FCC rules. In new version, "carryover" objection is
met by using different jackpot question for each five-a-week show.
Jackpot, however, will continue to grow until day's key question is
answered.
-SR-

TV gets 11.49%
of all listeners

C. E. Hooper, Inc., has found that TV's share of all radio-TV audiences between 6 and 10 p.m. doubled in first eight months of 1949,
from 5.41% in January to 11.49% in August. But radio still held
healthy 88.51%. . .Effective 1 November, Program Hooperatings will be
separated from TV to provide "consistent, comparative source of
relative (radio) talent popularity. . .just as though TV had never
happened. "

Radio tube sales
decline

in year

DuMont
is cool
to color TV

-SRSales of radio receiving tubes in August totaled 13,505,940, compared with 10,117,925 in July, reports RMA. But August figure was
more than 3,000,000 below 16,722,177 of August, 1948. More than half
of current August volume was for new sets.
-SRAllan B. DuMont looked at both RCA and CBS color TV methods, now
being tested before FCC in Washington, and found them wanting. RCA
test, Dr. DuMont said, "confirmed my previous opinion that color
television is still many years away." . . . CBS color propaganda emphasizes "it's ready now" theme, with manufacturers telling FCC color
TV sets can be mass produced 60 to 90 days after go-ahead, and sets
retailing at about $220.
-please turn to page 32SPONSOR
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2 MONTHS,
7 SPONSORS
and 10,000 club
women later
In August of this year the Intermountain Network announced the
establishment of Gordon Owen's
"HOMEMAKERS PROGRAM."
Today, two short months later,
Gordon Owen is serving the following
happy sponsors:

Gordon Owen
Ten thousand members of the Salt Lake Council of

Z.C.M.I. — America's First Department
Store.

Women's Clubs are wholeheartedly back of Gordon
Owen and his delightfully different type of radio program. These women act as testers for the products advertised on the program, and cooperate in helping achieve
greater civic activity in the Intermountain area.

Royal Baking Co. — One of the Wesfs
largest bakers.
Coronet Magazine.

The Gordon Owen 'HOMEMAKERS PROGRAM"
has rapidly become a definite part of the radio listening
of Salt Lake City and the Intermountain country.
Broadcast on KALL and the Intermountain Network,
Gordon Owen is available on a participating basis for
your select accounts. Call Avery-Knodel for an audition.
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HOME
TOWN
MARKETS
COMPRISE
THE INTERMOUNTAIN
NETWORK
UTAH

WYOMING

KALL, Salt Lake City
KLO, Ogden
KOVO, Provo
KOAL, Price

KVRS, Rock Springs

KVNU, Logan
KSVC, Richfield

KPOW,

THE

KOWB, Laramie
KDFN, Casper
KWYO, Sheridan
Powell

Ladies Home Journal.
"K" Lotion.
American Cranberry Exchange.

INTERMOUNTAIN
NETWORK Inc.

MONTANA
KBMY,

IDAHO
KFXO, Boise-Nampa
KFXD-FM, Boise-Nampa
KVMV, Twin Falls
KEYY, Pocatello
KID, Idaho Falls

Billings

KRJF, Miles City
KMON, Great Falls
KOPR, Butte

NEVADA
KRAM,

Chicago

Las Vegas
N»~
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Gordon Wilkins Distributing Company
and 61 Ironrite Dealers throughout
Utah, Idaho and Wyoming.
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Retail druggists, grocers, and service station operators say radio does most to sell
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greatly intensified competition premiums are riding rampant on the air waves
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planning, hard selling on well-promoted local shows helps regional oil company roll up $500,000,000 volume

Picks Up Sales
Phillips "66"

telecasts

For the most economical
complete coverage

of the West's
2 largest Markets, buy Don Lee KHJ

and Don Lee KFRC

in Los Angeles
in San Francisco

with 25 years'
experience. KHJ and KFRC
are key stations / of Mutual-Don Lee, the

World's wM Greatest Regional Network
with 45 stations
MUTUAL-DON
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40 West 52nd
NIELSEN

RAPS RADOX

In your September 26th article on
"RADOX you predicted that there
would be "blasts from Nielsen." While
1 can't oblige you with a "blast," there
are a few points which should be amplified— for the benefit of your readers. . . .
Our own inventions of types similar
to RADOX I and on which patents are
pending) were conceived some years
ago. The fact that, possessed of an entirely free choice, we selected the Nielsen Audimeter signified clearly our
considered view of the relative practical merits of the two methods. . . .
While we applaud any system which,
like the Nielsen Audimeter, is capable
of producing rapidly an indisputably
accurate record of radio or TV listen-

IN THE SOUTHS 5
FIRST MARKETS

A

To sell Houston
and the great
Gulf Coast area

Buy KPRC
FIRST

in Everything
that Counts!

KPRC
HOUSTON
950 KILOCYCLES • 5000 WATTS
NBC

and
Jack

TQN

on the Gulf Coast

Harris, Gen. Mgr.

••*•!£••-•**•"'■

ing in each sample home, we . . . question the practical economics of any
such system unless it meets the following vital requirements. . . .
Ability to draw (economically) from
a true sample of U. S. radio homes —
including small-town and farm homes.
. . . Ability to measure simultaneously,
in a sample home: (1) network radio.
(2) local radio and (3) television. . . .
Ability to operate without a continuous
labor charge. . . . Radio listening, being a 16-hour-a-day, 7-day.a-week operation, requires about 3 persons for
each job — and costs mount with astounding rapidity.
Delivery of basic listening data in a
form capable of rapid, accurate and
economical conversion to IBM tabulating cards. . . . Facilities for gathering,
from each home, reliable data on the
use of brands and commodities — needed in the solution of those radio and
TV problems which relate to the selling of goods. . . .
Research men who really understand
the various systems realize that the
Nielsen Audimeter is the only one
which can meet all of these economic
requirements. . . .
Finally, you may assure your readers that my company is not wedded to
any one method of measuring radio
and TV audiences. Our patent position
gives us a clear field to use any of the
presently known methods that seem to
offer the most practicable combination
of accuracy, speed, economy and usefulness.

experience in electronic audience research, and when we refrain from using any specific system, that fact really should suggest that, no matter how
fascinating the s\stcm may appear to
the observer, it is lacking in one or
more of the qualities which are essential to the conduct of an audience research service that is unchallengeable
as to accuracy, highly useful in actual
practice and capable of operation at
reasonable cost.
Yours ver\ sincerely,
Arthur C. Nielsen
President
A. C. Nielsen Co.
Chicago. III.

Although there are many trade paper personalities who are sincere and
honest, I was very impressed with
Bannister's responsibility to his readers and to the industry which you are
serving. It was genuine and enthusiastic.
In the storj I feel that you probably
went further than most others would
dare. It took real courage to do the
article in the manner in which it was
done when you realize that so many
"capable" writers have seen Radox
but have lacked
what they saw.
Jerry Franken s
Before I met

the "guts" to report
The closest to it was
article in Billboard.
Bannister and before

the story on Radox was published, I
must confess that your publication was
one of the few that I have always read
with any degree of continuity. Your
publication gives me the feeling of real
journalistic integrity which I feel is
lacking in many trade papers.
I have spoken to at least twenty people who read > our story and who know
the facts about Radox — their reactions
are very much the same as the one I
have expressed above.
I think it is safe to say that your
story is one of the most important
events in the history of Radox. It may
prove to be a turning point in recognition.
I can assure \<>u that in the future,
as long as you keep the editorial integrit\ which you have so ably demonstrated, we will go out of our way to
cooperate with you in our mutual endeavor to serve the industr\ which
needs facts.
\l.BKKT

President

E.

SlNOI.lNGER

riula.
Sindlinger & Co.. Inc.

We have now had 13 years' practical

SPONSOR

THE "IDEAL DEAL"
The article in the October 10 issue
entitled "Tailor-made transcriptions"
interested me. It was good, and very
explicit.
I wonder why no mention was made
of what I'd say is the ideal deal.
When a regional or spotty national
advertiser in effect goes into partnership with a transcription outfit. The
advertiser (or his agency) contributes
what his budget is for a show, including his separately recorded commercials, and the producer makes up the
difference for the world syndication
rights. There are variations of the
contracts all up and down the scale,
but some of our best shows got their
start that way.
It gives the advertiser a better show
than he could afford; guarantees that
the markets he wants will be available;
enables him to get a show he knows
will be just what he wants. The producer gets a new show with a sales
story right off the bat, and at a minimum of outlay.
Cordially yours,
Claude Barrere
Manager, Syndicated Programs
Central Information Bureau
New York

SAY IT AGAIN
As a subscriber and a constant reader I have enjoyed sponsor since its
inception and I feel that it is doing a
better job with each issue.
I believe you will find others who
will agree with me that there are many
articles that appear in SPONSOR worthy
of repeat attention in some form or
other.
I would like to request permission
for reprinting "Seeing vs. Listening"
in the September 12th issue. Of course,
SPONSOR will receive the usual "credits.
Cordially yours,
S. R. Sague
President
WSRS, Cleveland Heights, O.
0 "Seeing vs. Listening" has been reprinted in
folder form and ean now be ordered bv writing
lo SPONSOR.

i
Example

#18

T

"• . . we attribute our 13.6 percent
increase over and above sales quota
solely to radio." So writes Automatic
Heat, Inc., selling Timken Oil Burners,
who originally bought John Facenda's
"Night Extra" news program 3 nights
weekly . . . then renewed and added
two nights a week and a 15-minute prefootball period every Fall Saturday!
What do YOU have to sell?

WIP
Philadelphia
Basic Mutual
Represented Nationally
m

VIA WESTERN

UNION

"Holiday"
story terrific.
Already
getting reaction. Rush 50 copies.
Robert Tincher
General Manager
WNAX,
Yankton,
S. D.
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Forecasts

o) things to come, as

seen li\ sponsor's editors

Consumer credit
continues to rise
Almost all types of consumer credit contiune to expand,

Outlook
Advertising expenditures
will be unchanged in 1950
Appropriations o\ national advertisers generally will be
unchanged in 1950 from 1949 levels, the Association of
"National Advertisers has found. Industries that would
spend more are, in order, beer and liquor, office equipment,
business and finance, gas and oil. and food and groceries.
Predominantly unchanged would be industrial, soft drinks,
drugs and cosmetics, automotive and accessories, and
household equipment. The trend in textiles is slightly
downward. Sales volumes of reporting companies in 1949
were generally unchanged from 1948. and profits were less.
Some companies buck trend
by expanding budgets
G. Rowland
Collins,
deanAdministration,
of New York University's
uate School of
Business
told the ANA Gradthat
"a number of well known companies" recently have "sharply increased their advertising expenditures. Many advertisers, however, this year have curtailed expenditures in
direct relationship to declining sales, "without any traceable relationship to earnings, to additions to surplus, or to
changes in the ratio of liquid assets to current or to total
assets or to the intensity of competition.

bays the Federal Reserve Board. On 'M August, consumers
owed S 10. 152.000.000 on instalment sales, charge accounts,
service advances and loans on retail buying. Total installment credit reached a postwar peak of $9,613,000,000. Automobiles, television sets and furniture were mainlv responsible.
Potter of Eastman
named ANA chairman
W. B. Potter of Eastman Kodak Companv lias been elected
chairman and Albert Brown of the Best Foods vice-chairman of Association of National Advertisers. Mr. Potter
succeeds Bill Connolly of S. C. Johnson & Son. . . . Eastman has used some selective radio but has never been on a
network. Reports persist that, because of the "visual"
nature of its products, the company might be ripe for video.
Eastman spent nearly S2.000.000 in magazines last vear.
King-size cigarettes
win larger market
With all major manufacturers now promoting them, kinj:size cigarettes are getting a larger — but still relatively small
— share of the total market. While the industry as a whole
gained only about 9% in 1948, the king-sizers are said to
have expanded 52%. American Tobacco's Ball Mall is
now reported running neck-and-neck with Lorillards Old
Gold for fifth place. Liggett & Myers is making progress
A'ith Fatima (sponsor 12 and 26 September). Reynolds
has introduced Cavaliers in a few test markets. American
also has Herbert Tareyton: Philip Morris. Fleetwood and
Dunhill Majors; Lorillard, Embassy, and Brown & Williamson, Wings.

Decline in farm income
may be checked in 1950
The 10% decline in farm income in the last year probably
will be slowed or checked in 1950 by farm price support

6,000 more super markets
ore predicted by 1960

programs, "even allowing for moderate deflationary influences from the recent widespread foreign currency devaluations," Louis H. Bean of the Department of Agriculture
told a recent Four A meeting in New York.

The steady increase in the nation's population will require
0,000 additional super markets bv 1960. Lansing P. Shield,
president of Grand Union Companv, has predicted. This
increase would add more than $6,000,000,000 to retail
food sales annually.

Retailers are expanding
broadcast promotion

begins to level off

Meanwhile, with department store sales currently running
12% below a year ago, many major retailers are stepping
up promotion, emphasizing sales, and reducing markups.
\ "'Ipc-kiml-to-customers" approach, reports the Wall Street
Journal, is being instilled in retail sales people. Some retailers, such as Gimbels, with a new half-hour comedy program on WPIX, New York, are increasing their broadcast
advertising. . . . Incidentally, Kasper-Gordon, Inc., Boston
e.t. producer, is offering department stores "Adventures in
Christmastree Grove" as a TV series on film.
3

Personal savings trend

The rate of personal saving, which continued to rise moderately inthe early years after the war, has tended to level
off since the third quarter of 1948, the Department of
Commerce has found. It will be some time, however, before the pattern of postwar saving becomes apparent, it
was said. Although saving is simply the difference between
income and consumption, the department showed, it mav
take a variety of forms, including an increase in cash and
securities, additional insurance, a reduction in debt, or net
investment in capital goods.
SPONSOR

kifipr
FARM

SERVICE

Farm Bulletin Board (daily) • Farm World Today (daily) • Dinner
Bell Time (daily) • This Farming Business (daily) • Prairie
Farmer Air Edition (daily) • Daily specialist from Board
of Trade (grain markets) • Remote broadcasts direct from
Union Stock Yards (twice daily) • Weather reports
direct from U. S. Government Weather Bureau
•

Temperature

and

humidity

every

~

station break • Such special features
---. ~^.
as "Your Land and My Land" "Visits
~>;T:;'>^
,with Med Maxwell" "Great Stories
^<r -xAbout Corn"

"• . • Trained
Agricultural Editors:
Arthur C. Page
Larry McDonald
Al Tiffany

Paul Johnson

Ralph Yohe
Bill Renshaw
Gladys
Skelley
Lloyd Burlingham
Frank
Bisson
Bill Morrissey
Dave Swanson

• .

•

IMPORTANT

• .

.

REMOTE

AGRICULTURAL
BROADCASTS

FROM

GUEST

SPEAKERS

AGRICULTURAL

AND

INTERVIEWS

EVENTS

CwltfC' S'fr More reasons why farm folks all over Illinois, Indiana,
Michigan and Wisconsin listen more to WLS...
and to our advertisers. For details, write Sales Manager,
WLS, Chicago 7, or see a John Blair man.

^^£^l^^^
890 KILOCYCLES, 50,000 WATTS, AMERICAN AFFILIATE.
REPRESENTED BY JOHN BLAIR AND COMPANY.
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CHICAGO

7

for profitable
selling

000*

WDEL

WDEL-TV
vMNGTON
D E L A WA

R E

WEST
EASTON
PENN

SYLVAN

I

WKBO

3Ir. Sponsor

HARRISBURG
PENN

SYLVAN

IA

Victor HI. Ratner
Vice-president
in charge
of advertising
R. H. Macy & Co., New York

By selecting tired-looking, thin-haired Victor M. Ratner as its
new vice-president in charge of sales promotion and advertising.
Macy's has indicated that in the future a large segment of its
$4,000,000 ad hudget will be allocated to television and/or radio.
Ratner, who currently holds the same job at the Columbia Broadcasting System, will assume his post 1 November.

WORK
YORK
PENN

S Y IVAN

IA

WRAW
READING
N N S Y LVA

N I

WGAL
WGAL-TV
LANCASTER

PENNSYLVAN

Represented

5^21

m

IA

by

ROBERTMEE|<ER
ASSOCIATES

Lot Angeles
New York
Son Francisco
Chicago

STEINMAN

STATIONS

At CBS the hulking. 45-year-old veepee did more than a competent
job; his uncanny ability to hatch fecund promotional brainchildren;
his impeccable logic in selling radio and TV, and his calm, capable,
handling of CBS campaigns have resulted in the networks leadership in the radio field. At Macy s, Ratner explained, he will not
use any medium that will not produce quantitative sales results. Considering the 13 years he spent at Columbia writing convincing copy
and engineering high-powered activities to impress advertisers with
the effectiveness of radio and video as advertising outlets, it can be
safely concluded that Macy's will be using one of these by year's end.
At the worlds largest department store. Ratner will succeed veteran
retail merchandiser William H. Howard, who has become a vicepresident of Young & Rubicam. New York. His chief competitor
will be Gimbel Brothers, whose Bernice FitzGibbon has been making
things hot around Herald Square for several years.
If Macy's hired Ratner purely on the basis of his background,
talent and personality, the department store will still get an advertising giant. In 1930, he came to work at CBS as assistant sales
promotion director to venerated Paul Kesten. Five vears later.
Kesten was promoted and Ratner became the director of the department. Lord & Thomas bid for his services in 1941. and he resigned his CBS spot to join the firm's Planning Board. Later that
year, the U. S. A. went to war and Ratner shifted to Washington as
an information specialist with the OPA and the War Department.
He returned to CBS as vice-president in 1947. At Macy's, Ratner
will receive an estimated S60.000 annually. It is generallv agreed
that, for this sum. he can get as enthusiastic as a cheer-leader about
anything.

10
SPONSOR

f\Q6 packet of
P&hri$fma$ continuity
and program ideas
READY NOW

FOR YOUR

RICHEST SELLING SEASON

NRB's monthly "Radio Campaigns and Sales Kit" contains the only stationproduced and station-tested program ideas appearing in any service of its kind
. . . in addition to radio copy outlines packed with sales and copy research
information not available in any other radio service. As a leader in the field
for more than 13 years . . . with a subscriber list of more stations than all
services of this kind combined . . . the National Research Bureau, Inc., makes
this offer to the industry so that more stations may avail themselves of the
splendid, already proven material that our current subscribers rave about.

HERE IS WHAT

YOU GET IN EACH MONTH'S

ISSUE

"Station Managers" gives you the outstanding selling figures for the month in retailing, gathered
from more than 650 trade magazines reviewed each month for up-to-the-minute information by
NRB's Research Staff . . . plus, the finest examples of local newspaper promotions by the stations
in the United States and Canada, selected from the more than 2,000,000 ads reviewed each week.
Trade publications report on television and radio . . . read it first in "Station Managers" which
carries features from the magazines your local retailers are reading . . . and "Ideas Too Important
to Miss" gives you fingertip control of the entire issue as it goes to the various departments in
your station.
"Sales and Programming" contains program ideas and case histories that have earned more than
$1500.00 for station people this year in awards from NRB alone. These are the ideas that have
brought listener response to sponsors and stations. Plus the first complete, tested telephone selling
presentation to bring in extra dollars to your station. The "Calendar of Musical Events" — this
year more than 1,000 separate musical events were reported — an average of 3 musical program
builders per day. This feature has a 92.1% acceptance in stations, with direct program sales to
prove its worth.
(These survey figures are available on request.)
"Radio Campaigns" in the "Continuity" section give you copy outlines for over 80 lines of business each month . . . written only after 10 years of study to find out just what makes people want to
buy. All the copy outlines in every issue are written to the 34 persuasive elements which resulted
from this study. The copy is written by radio people from stations such as yours, who know local
sponsors and their problems . . . the "Library of Copy Research" and "Do You Know's" on every
campaign page give you the background material from the sponsor's viewpoint — it is the newest
addition to the pages of NRB's "Radio Campaigns and Sales Kit", referred to by one subscriber as
' ' the finest Continuity Service in Radio."
(Name on request.)
Merchandising Diviti

CUT YOURSELF IN ON THIS OFFER NOW

Ike NATIONAL
NATIONAL

RESEARCH

RESEARCH
CHICAGO

BUREAU, *?(tC.

BLDG., 415 N. DEARBORN
10, ILLINOIS

THIS YEAR— SALES NOT ULCERS!
FILL IN the coupon now and mail. Your Christmas
issue will be sent absolutely free and without obligation
— in time for the season that generally produces ulcers — ■
but this year produces sales. Once you have seen the

NATIONAL
RESEARCH
415 N. Dearborn St.
Chicago (10) Illinois

big

Christmas issue you'll want to become a regular subscriber to
NRB's monthly "Radio Campaigns and Sales Kit" . . . the
only service based on tested and proven successful ideas. As
a subscriber to SPONSOR, you know the programming and
continuity "ideas" that
have to offer . . . they're
to be sure of receiving
advance— for the coming

24 OCTOBER
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sell. They're the only commodity we
the commodity we believe you'll want
every month — planned one month in
year.

BUREAU,

INC.

O.K. Send us, without obligation, your FREE

186

page Christmas issue of NRB's "Radio Campaigns
and Sales Kit," packed with saleable program ideas
and copy outlines for the holiday season.

Name

Title

Station
City and State
(Our supply of this big, sale-packed edition is
limited, so MAIL THIS COUPON TODAY.)
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KFHISTOPS

*

BRUCE
HAS

BEHYMER

SERVED

KANSAS

KFH
AND

FARM

SERVICE

OKLAHOMA

EDITOR

FARMERS

FOR 30 YEARS

Bruce Behymer has been the outstanding authority on
livestock and grain to thousands of prosperous farmers for a
long, long time. He has delivered complete market reports and
farm service programs over KFH

continuously for 18 years and

his reports have been carried in the Wichita Eagle for 30 years.
Farm service is important in the KFH

airea. This is

basically an agricultural and livestock region; markets, crop
reports and intelligent farm service information are vital to the

:
U
C
/
|
5000 Watts - ALL the time Arils
welfare of the KFH

TOP

rural audience. Bruce Behymer has had

Hooper rating over all other farm service programs con-

sistently for years; beam your message to his loyal and select

audience.

Call a Petry man for the few remaining availabilities.

REPRESENTED

12

NATIONALLY

BY

EDWARD

PETRY

&

CO.,

INC.

WICHITA,

KANSAS

SPONSOR
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THE REPORTS

LISTED BELOW

APPEAR

IN ALTERNATE

ISSUES

New on Networks
AGENCY

SPONSOR
American
Federation
of
Labor
Association
of American
Railroads
Burrus
Mill & Elevator
Co.

NET

PROGRAM,

STATIONS

Direct

MBS

147

News

Kenton

&

NBC

164

Railroad

Tracy.

Locke

Bowles

Commentary;
Hour;

M-F

time, start, duration
10-10:15

Mon

8-8:30

pm;

pin;

Jan

Oct

2;

3;

wks
wks

MBS

179

Citizens Committee for
Election of Herbert
Lehman
II. J. Heinz
Co.
Helbros
Walrh
Co.
Liggett
& Myers
Tobacco
Co.

Biow

CBS

10

Light
Crust
Douighboy
Show;
5 ; 52
wks
Political:
Wed
6:15-6:30
pm;

Maxim
Porland
N... .11-1 ....... ii

ABC
MBS
NBC

270
399
140

Ozzie
& Harriet;
Fri 9-9:30
pm ; Oct
Quick
As
A Flash;
Sat
7:30-7:55
pm;
Dragnet;
Th
10:30-11
pm ; Oct
6; 52

Lutheran
Quaker

Gotham
Sherman
& Marquette

ABC
MBS

190
283

26

Gardner

ABC

270

Lutheran
Hour;
Sun
3:30-4
pm;
Oct
2; 52
wks
Man
On
the
Farm;
Sat
11:30-12:30
pm ; Oct
8;
(expanded
time)
Game
of the Week;
Sat 1:45
pm
to conclusion;
Oct

Kenyon

ABC

272

Walter

Sepl

Laymen's
Oats Co.

League

V.

S. Army
& Air Force
Recruiting
Service
William
R. Warner
& Co.
div)
Inc.
(Richard
Hudnut
» il.ln.nl

&

Erkhardt

Co

Winchell ; Sun

Arthur
35 wksGodfrey;

9-9:15

alt

MWF

52

52

12:30-12:45

Sep

28;

7

II;
39
Sep
24;
wks

pm ; Jan

1;

pm :

Sep

wks

52

wks
39

wks

wks

I;

wks

8

wks

10:13-10:30

MWF-TuTh

Renewals on Networks
AGENCY

SPONSOR
Corp
American

Home

NET

STATIONS

PROGRAM,
Mr

Products

Tracer

of Lost

time, start, duration
Persons;

Th 8:30-9

pm;

Oct

I

< '■
20;

52

McCann-Erickson
lilt DM i
Leo
Burnett

CBS
CBS
ABC

157
172
66

Dr. Christian;
Wed
8:30-9
pm;
Oct
19:
52 wks
Hit the Jackpot;
Tu
10-10:30
pm;
Sep 27; 52 wks
Club
Time;
Tu
10:45-11
am;
Nov
1; 52
wks

N.

Ayer

CBS

163

Electric

B. Brewer
Humphrey

NBC
MBS

52
63

Faultless
Starch
Time;
Sun 11-11:15
am;
Oct 9; 52 wks
Healing
Ministry
of Christian
Science;
Sat
1:45-5
pm;
Oel
13 wks
Goldbergs;
Fri 8-8:30
pm;
Oct 7; 52 wks
My Favorite
Husband;
Fri 8:30-9
pm ; Oct 7; 52 wks
D & H Miners;
Sun 9:45-10
am;
Oct 9; 52 wks
Amos 'n' Andy; Sun 7:30-8 pm; Oct 9; 52 wks
Pet
Milk
Show
with
Kay
Armen;
Sun
10:30-11
pm;
Oct
52 wks
Mary
Lee Taylor;
Sat 10:30-11
am;
Oct 22; 52 wks
Challenge
of the Yukon;
MWF
5-5:30
pm;
Sep 12; 52 wks
Breakfast
Club;
M-F
9:15-9:45
am:
Oct 24; 52 wks
Voice
of Prophecy;
Sun
10:30-11
am;
Sep 25; 52 wks

Chcsebrough
Mfg Co
Chrysler
Corp
Club
Aluminum
Products
Co
Electric
Company
Advertising Program
Faultless
Starch
Co.
First Church
of Christ
Scientist
General
Foods
Corp
General
Foods
Corp
Hudson
Coal Co
Lever
Bros Co
Pet Milk Sales Corp

Young
& Ruhicam
Young
& Ruhicam
Clements
Ruthrauff
& Ryan
Gardner

CBS 15'
CBS 152
NBC 13
CBS 149
NBC 147

Pet
Milk
Sales Corp
Quaker
Oats Co
Swift
& Co
Voice
of Prophcry
Inc

Gardner
Sherman
& Marquette
J. Walter
Thompson
Western

NBC
ABC
ABC
MBS

W.

Bruce
H. B.

1 48
207
270
291

Theater;

Sun

9-9:30

pm ; Oct

2;

52

wks

Sponsor Personnel Changes
NAME
Robert

F.

Anthony

Edward
C. Bern
John
L. Bradley
Henry
J. Coleman
Harry
J. Deines
W. E. Dermody
J. A. Fouche
Hugh

I . Hay ward

Howard Lane
Roy Linden
John
B. McLaughlin
Charles
F. Mosiman
Victor M. Ratner
George E. Simons

•

In

FORMER AFFILIATION
WJR,

Detroit,

in

chge

Conde-Nast
Publications
N. Y., gen mgr
Gulf Oil Corp. Pittsb.,
Seiberling
Rubber Co,
mdsg
dir
Ronson

Art

Metal

Works

ad*,

NEW

sla

Inc

Briggs

(Vogue

Pattern

specialty
sis mgr
Akron,
O., a*>t to

Inc.

Newark

N.

div).

ad*,

J,

General
Foods Corp
(Post cereal div). Battle
Mich., adv mgr
Rainier
Brewing
Co. S. F., city sis mgr
CBS, N. Y., vp in chge adv. sis prom

Creek

next
issue:
Netv
National
Selective
Business;
Station
Representation
Changes;
Advertising

Manufacturing

prom dir
Pan sisAmerican-Grace

Co

AFFILIATION
( Plumbing

Airways

Inc,

N.

Ware

div ) , Detroit,

Crosley Distributing Corp. N. Y'., sis prom
mgr
Standard Oil Co, Cleve., adv mgr
Westinghouse Electric Corp. Pittsb.. ad* prom
Same,
adv mgr
Same,
adv. mdsg
dept mgr
U. mgr
S.
Same,
Union
Kraft

Rubber

Same,

sis mgr

Co

(Fisk-Gillette

adv mgr
Oil Co of Cal,
Foods Co, Chi.,

tire

adv

Y., sis mgr

div),

N.

Y.,

mm

mgr

adv,

sis

prom

L. A., sis nigr
adv, sis prom mgr

Macy's Herald Square. N. Y., vp in chge sis prom, pub rel, ad*
Avco
Manufacturing
Corp
(Crosley
div), Cinci.. adv mgr

Neiv
and
Renewed
on
Television:
Agency
Personnel
Changes

continued.

Sponsor Personnel Changes
NAME

FORMER

NEW

AFFILIATION

AFFILIATION

chg<
I

r.l

< .

l\

Hotpi

Iruc-i

Zenith

R. P. Wagner
I .-lie

G
I
1 N
Juhn

W . W jlk.r

General
Motors Corp
(Pontile
Motor
dlv),
Mich., parti ■!■ mgr
Sriberllng
Robber < ... \kr.,n «>.. adv, mdss

Uri-cnbach
Whit. err
A. Wood

Radio

w eal lughousc
I lei i H
pront -I- ntgr
5amei
prom ingr

Pon
.lir

hou-chold

Corp,

rp

-1-

m|

ra.li...

( Ipparatua

dl
1

I'in-b

Deep Freeze Corp, Chi., si* mt.'r
M. K. Goetl
Brewing Co, St. J
ph Mo., -I- dir
Wilbur-Suchard
Chocolate Co Ine, Ljtiti Pa., rp,

»1«,

1

National Broadcast Sales Executives
NAME
« h-.rl,

:i

\\ .

FORMER

Personnel changes

AFFILIATION

NEW

at I sis
W IRE.
War.
Ma->..
nail ill llijir
Selective Radio
Advertlfling.
N. V
Kl \\ II. B'wood,
ilj mgr
\\ IDE, Biddeford
Me., -I- mgr
W I II. < oral (rabies
Ha.. sis mgr
WABI,
Bangor
Me., lis, prom
mgr
K\KK.
Vlbuquerqae N. M., gen sis 1
W PGH,
Pittsb., sis mgr
WBBM, Chi., >l- mgr
Same, sis mgr
Same,
-Is mgr

It.irli.i)

James
R. Cunnlson
William
Dot)
EdoumrtJc
James Gates
Dave Golden
I-eon P. (forman
Paul A. F\. 1,1.
Howard
I.. Lasarua
Robert
Livingston
Harold
A. Soderllind
Dunn
Spencer

Boiling,
Badger,
Wi W.
\\ P VI,
W POB.
WTBF.
Radio
KFAB,
KVOE,

N. V
Krtmnin^
»X Herfiey, N. ^ .. limebnver
Burlington
* I.
I'alrrson
N. J., pub, prom
dir
Portland
Mr.. .1-. prom
mgr
Trov
Ala.
Sales.
V V.,
« KBM
rep
Omaha,
in • 11 (_• •- regional
Santa
\na
A ;ilif. -I 1

AFFILIATION

sis

mgr

New Agency Appointments
SPONSOR

{

Adolph's Food Products, L. A.
American
Tubarrn
Co, N. Y.
Rankers Federal Savings A Loan
Hund Clothing Stores, V V .
Hooth
Fisheries
Corp, Chi.
Burden
Co. N. Y.
Bosco Co, N. Y.
Camphell
Soup
Co

PRODUCT
Meat

Assn,

V

Ma

In sii ranee
Dairy
prodAutomobiles

\.

Curtains
Frozen spaghetti
sauces
Restaurant
Automotive
wax.
polish
Macaroni,
spaghetti
Industrial
adhesives
prods
Rank

I nstitutional

TV

Man

maple

sets

Trad
Uhuaj
' park \
1
I , S. Television
< ....I (;uar.l( orp,
United States Life Insnr— is t ... N. Y.
Victor Storage .\ Moving t „.
, |,;
« albeek
Foods, Phila.
\% aldbaum
Store. Inc. V V\
VI ander
I 0 < In
Farl W. in Ine, ( hi.

Theatre-size
Recruiting

Corned
beef hash, chili con
Household
cleaning
prods
Bank
Men's wear

Storage,
ins
V, albeek mo,
Pickles
Retail food chain
Bakery
prods
Nylon nip

■■ ..

for

V.

TV

Y.

ad,

Gordon
Chi.
ken, on Best.
& Eckhardt,
\. V
Robert
W. Orr. V V
Dancer-Fitsgerald-Sample,
N.

Oakleigfa
R. French.
E. II. Brown,
Chi.
Milton
Stern.
V ^ .
Mort
Juimer.
V
Hi nli, im. Phila. V

Hairdresser

Packard
automobilePharmaceuticals
Ammonia
Scope,
cigarel
bolder
la
M ....I
i Cigars
Jewelry

Insurance

\.

ICharles
a\ Ion. L.
.\. Rumrill.
Y.
\. •» .
\ .oil Mogul, V V
F. II. Brown, Chi.
\. W. Aver. Chi.
VI, Lot Kimball, V V .
J. M. Math.-.
V V

syrup

Packard
Dealers of Greater
Pan Pliarmacals
Ine, N. Y. Phila*1 L'lphla, Phila,
Parson's
Ammonia
Co Inc. N. 1.
Rlsdon
Mfc « ... Naugatucli
Caaua
\ >>ice.l .<t s„„«. N. >, .
Shear Jewelry Co. St. I .
»il>.r Skillet Rrands Inc. < hi.
Slick •shin.
I „. N.„.,rk
V J.
Suburban
National
Bank.
SfaSrcf
Spring
Mil.
I .x Ir.m I lie, N. Y.

TV

< a, ton.

Sheldon,
Quick \.X McElr..,.
Robert
Hilton.
V
J. T. Ini-l.i.
L. A.

Bicycles
Meat packers
I uli-v manicure
line
Odo-Ro-No
prods
Old

1.. A.

Y.

\\ .irinr. Schulenburg.
I odd. Si. L.
Gebhardl & Brockson, Chi.
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& Howies.
V Y.
>,lllolllls
c» Mackenzie.
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Mac Wilkin-. Cole 8 Weber, Portli
Gardner,
St. L.
Leo Burnett, I hi.
Brisacher,
W heeler. L. A.
ken, on & Eckhardt,
Detroit,
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institutional
ad\
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N. Y.

Dairy
prods
Insecticide

N.

Mayer-.

Lawrence C. Gumbinner,
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« Shea. V V.

Fresh, comic
frozen hook
foods
Klsie
Milk amplifier
lrranco-Aiiierican
Spaghetti.
American
Beef Gravy
School
I nstitutional
I nsl Itutional
Plumbing, heating supplies

Dale Carnegie Sales Training < ourses, St. I .
Chicago
Coal Merchants
Assn. Chi.
Cigar Institute of America,
V >.
James
B. Clow
& Soils, Chi.
Consolidated Dairy
Products Co, Seattle ' t ;1 - !■
Cook Chemical Co, Kansas Clly Mo.
Dean
Milk Co, Chi.
Farmers
Automobile
Insurance.
L. A.
Ford
Motor Co, Detroit
House Beautiful
Curtains
Inc. N. \.
La Salsa Corp, Riverside Conn.
Leighton's
I.ake Restauraaar,
Ardslei
Mars VFax, Woodlands
L. A.
Mcisenzahl
Food
Product*
Inc. R...I1.--1. r N . >i
Miracle
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Corp. .V Y.
Modern
Industrial
Bank. N, ^ .
Menarfc Silver King, Chi.
John
Morrell
& Co, Ottumwa
la.
North an Warren Corp. Stamford
t.'oru i.
Northan
Warrrn Corp. Stamford Fou' .,.
Oil Heat Institute of St. Louis Inc.
Si I
O.rlerirh
& Berry. Chi.
Olympic
Radio
A Television
Ine. >
v
Peter Pace. V V

tendcrizer

llii.-l .111 Cigar.
Hank
Clothing

V
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Victor
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Rrisacher,
Paul Smith. \^ heeli-r.
V V .
Franklin
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ci

Kimball,
Chi.

Chi.

V .
V .

\.
i.

Warner.
\\ . Farl Schulenburg.
Bothwell, Chi.
V. \\ . Lewln,
Ncark.
kopcland,
Wash.
Hirshon-Garfield,
N. ^
Cavton,
N. Y.
Fletcher
D. Richard-.
John
Mather
Lupton,
Wright.
Chi.
I lenient-.
Phila.
Friedlander
& Meyer.
W.I...I
Grant,

^ .

I

\

der Limlc

\.

Tod. I. •»!
\.

.1.

.
\. V
N. V.
N.
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.ny way you look at San Jose, orchards frame
the picture. This busy canning community is another
juicy market for you via ABC. ..one of 42 coast cities big

IG timber booms business in bustling Everett.
Its busy citizens are not too busy to have the ABC habit,
though . . . which makes 'em just like practically everybody else on the coast. Because 84% of Everett's radio
families tune regularly to ABC, says BMB.

and small in the "50%-plus" BMB penetration column.
(80% of San Jose's radio families are ABC fans.)

On the coast
you cant get away from

ABC

FOR COVERAGE . . . ABC's booming Pacific network
delivers 228,000 watts of power— 44,500 more than the
second-place network. This power spells coverage —
ABC primary service area (BMB 50% or better) covers
96.7% of all Pacific Coast radio homes. And ABC's
Coast Hooper for 1948 was up 9% or better both da\
and night.
FOR COST... a half hour on ABC's full 22-station Pacific
network costs only $1,228.50. Yet you can buy as few
as 5 stations for testing or concentration. And ABC
is famous for the kind of audience-building promotion

|an't call Modesto's commercial activity modest! Itranges from milk production to wineries. 61% of

that helps slice the cost-per-listener.

Modesto's radio families like ABC. In fact, (says BMB)
ABC gives primary coverage of 96.7% of all coast radio
families ... at famous ABC low prices.

ABC
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Whether you're on a coast network
or intend to he— talk to ABC

15

PACIFIC
New

York:

DElaware

NETWORK

30 Rockefeller Plaza • Circle 7-5700— Detroit:

1900— Los Angeles : ABC

1700 Stroh Building • CHerry 8321— Chicaco:

Television Center • NOrmandy

3-3311— San Francisco : 155 Montgomery

20 N. Waclcer Drive
St. • EXbrook

2-6544

New developments on SPONSOR
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Omaha
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offers you
coverage

of

Subject:

the

February

undergraduate"
1947, p. 15

Intcrcolleg ate Network still does
better with local than national
advertisers

The Intercollegiate Broadcasting System I public relations oflice at
Bethany College. Bethany, W. Va. I began this month to carry the
Harry James Show, a quarter-hour, weekly transcribed musical series
urging young men to join the Navy.
Now in its 10th \ear. IBS is an association of nearl\ 100 campus-

p.s

confined stations which limit their coverage, via "wired radio."' t<>
college communities. Although the U. S. College Market Sur\c\.
conducted for National Advertising Service, Inc., New York, showed

Population

674,500

that college students buy 37'v more products at retail than the average American, member stations have received advertising primarib
from local concerns.

Families

200,000

One exception on some stations has been Chesterfield cigarette,

Radio Homes

172,880

through NeweU-Emmett Company. Columbia University's WKCR
told year.
sponsor that it hopes to attract "several" national advertisers
this

with an
Effective
Buying Income
of

$1,071,583,000

The number of stations, or colleges, in the network has nearb
doubled in the last two and one-half years. At such colleges as
Princeton and Union (Schenectady! it was shown that the IBS
station have a higher listener loyalty than the leading network or
independent station in that area.
Program preferences lean heavily toward music, with popular
nosing out semi-classical, and news ahead of symphonic music.
Sports and bepop were rather far down the list.

JQQ .

Coverage
Equal to

of the

0U%

Buying Power
of the

01 7° Radio Homes
of the

ENTIRE STATE
OF NEBRASKA

KBON^
KOLN/^
Paul R. Fry, Gen. Mgr.

World Insurance Bldg., Omaha, Nebr.
Natl. Rep: RA-TEL, Inc.

16

"Selling

IsSUe:

stories

Issue:

PA

Subject:

"Radio creates a new living habit"

june 1948, p. 36
Air-Wick

to use TV

for the first tir

As part of Air-Wick's biggest and most expensive advertising campaign in its six-year rapid sales rise, the company will use television
for the first time when it takes over a ten-minute segment of Dorothy
Doan's Vanity Fair on CBS-TV. The shows is entirely aimed at the
female market. Miss Doan presents a panorama of fashion, and highlights the videocast with guest appearances of women celebrities.
William H. Weintraub Agency, which is handling the Air Y\ ick
account, will have the campaign underway . late this month, in three
major mediums: radio, print, and TV. The firm will continue to
sponsor its two sales-producing radio network programs: Don Gardiner's Monday Morning Headlines, which follows the mass-appeal
broadcasts of crusading commentator Drew Pearson: and Allan
Jackson and the News, heard on CBS. Saturdays. 11:00 a.m. For its
print promotion the country's top-selling deodorizer will be featured
in full-page ads in prominent national magazines starting with the
17 October issue of Life.
Theme of the new campaign will be a tactful reminder to America's housewives to be on guard against foul odors that normalh
result from cooking and cleaning. To illustrate the ad thp Weintrauh
braintrust has originated a photographic symbol of "Mrs. Nextdoor."
the friendly neighbor who can be expected to drop in at any time for
a brief visit. "Mrs. Nextdoor" will be used in all of the firm's
printed media.
SPONSOR
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How Popular Can You Cet?
The campus hero has nothing on WCAO

these

WCAO

local favorites — "Musical Clock" —

days. Smart advertisers take a gander at the

"Hold

Everything"

super-colossal CBS programming job this Fall

Neighbor"

— and rightly figure that WCAO

is a better

"The

Hal

buy than ever in the Baltimore market, ^r Ask

Night

Frolic"

bonus

audience — backed

WCAO

local promotion and showmanship.

your Raymer

representative about

availabilities on some of these popular

is duplicated on WCAOFM (20,000 watts) at no
additional cost to the advertiser!

BASIC
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WATTS

"Afternoon
Victor

Friendly

Carousel"-

Show" — "Saturday

—and

many

others. It's a

up by constant

WCAO

and every program and
announcement on WCAO

CBS

-"Your

*76e 1/<tice o£ ^altimone"
• 600
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Mr. Jamison stands out in the crowd...
In a crowded reception room, in a crowded office, even in a
crowded elevator... our man Jamison is a standout.
He looks like a young fellow on the way up... with something
on his mind. When

he talks, people listen.

The reason is obvious. Mr. Jamison always knows what
he's talking about ... always delivers. For example:
Last summer he promised a big advertiser a certain set of
availabilities at a certain time. They were hard to get,
but Mr. Jamison guaranteed the timing of an important
test campaign by producing them on schedule.

— 7/
\
^^ j\S

Last spring he told a station manager there was no reason
why that station's billing could not be increased 15%

_

before the end of the year. Here it is only October; and the
figure has already been passed.

* i>
^

±

y

The reputation of Weed and Company is no accident. It's

/
/

1 r
Ifr

m

reliable, constructive, creative service, like this, that
built it. And it's men like Mr. Jamison who are helping us do more
business for all of our clients than ever before.

Weed
n d
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radio and television
station representatives
newyork
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•
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PHILLIPS 66 LAUNCHES FIRST
IG NATIONAL RADIO SHOW

Phillips 66
takes
its pick

^—

Sponsors Famous "National Barn Dance" Weekly
on ABC Network Starting Saturday, March 19
STOBY

ON

PAGE ! -

HUGE CAST

*

Now in tit S3* vr-ar. lhc Nirtiraai Barn
I>«n.-r is liie nl,i!,l rnffioo program
on llie air. (I Im* ..,.r ol itir hifgrar
MltMltrafflrnl «•!• in radio, imign dial!
Jlf nrlnal perform, r., |>ltu j tore* rlafi
of ,,r,..|i,rrr», director*. »riliT< «n<i

Hard selling on strongly-

PHIL,THE PHILLIPS MAN'

Hr tnialil la- »,,., — he i, yon. "I nth"
Phil .Jrpirt. the rhara.ll-r ,>'( ;h, Phillij.*
wpnhHrfhu. He'i r.i™%, warm. ran.
4.1.1* *D.l il-il Irit li-lrn.-rs lh.. Phillip.
«. Eton on mc* br.i.ilc.ri.

promoted shows helps

I MOUNTAIN
SWEETHEARTS

regional oil company

Ulll Belle aii.l Srtillv. lorn America's
I..-I klHSWti anil mal pojiuljir h.lk n,i..i,
.iiiitilif Miqilr, teamed up in 193) oiler
i ar'-«T- lis which earl, -tarred as a "single"
..n National Bam Dance, A year or JO
hUw. An? learned up in mil life and heroine Hr, umi Mrs. S«#tl $ iscraHtl. \.l.i
inc. In iheir l.nrr.-l. Kained nn Nolioi
Burn (lance, llie, hum Wit ((tutored
a iHirobirt of moviea and are fovnrrte*
(..Ik musir tenord...

build

$500,000,000 volume

:
■Hi ps

goes

all out

to

tell

dealers

of

its coast-to-coast

The radio station rep or
station manager who tries
to sell a program to aggressive, expanding Phillips Petroleum soon discovers an interesting fact. It is not
enough to offer Phillips a network
show with a high rating among rural
audiences, although Phillips is selling
now via The National Barn Dance on
an 81-station. custom-built ABC network. It is not enough to offer Phillips a good local newscast, although
Phillips sponsors top newscasts in 14
markets in the rich Midwest.
It is not

over-all
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sponsorship

of

"National

Barn

Dance"

on

ABC

enough to offer Phillips a good sports
roundup, although a five-station, fiveannouncer sports show sells Phillips 66
products
on enough
Montana's
Z-Bar
network. nightly
It is not
to try
to
sell Phillips on the idea of a good
locally-produced "talent search" show,
even though Phillips sponsors two such
vehicles in the North Central states.
Phillips, or its ad agency,
Feasley (N. Y. ), is going to
in short order to a question
dashed the budding hopes
program salesman.

Lambert &
get around
which has
of many a

That question is: "What do you do
in the way of audience and program
This is no idle thought on the part
of Phillips, or its agency. For all purpromotion?"
poses, itis as close as one can get to
some sort of "lowest common denominator" in the Phillips air-selling operation.
Back of the extreme interest on the
part of Phillips in whether a station or
network thinks enough of its clients
and programs to do a- thorough merchandising job is an extreme love of

19
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ick
PHILLIPS
GG

DEALERS

(

L

Codon
with
"10 O'CLOCK

__

10 pm Mon. thru Fri.

HEADLINES"
KHQ
590 on your dial

Lulu

Belle and

Scotty, the

"Carolina

Sweethearts,''

set

efficienc) in genera] <>n the pari <>l
Phillips. Getting the most for the
mone) has been an integral part of
everything that Phillips does. Recently,
Fortune, in writing a general report on
the state of the oil industry, tossed a

"Barn

Dance"

keynote

on

Chicago's

Dick

WL-

top spots among the so-called "independent"1 oil firms was a matter of
hard selling ever) inch of the way. The
lessons are not lost on Phillips executives. who expect the same kind of efficiency and productiveness from Phil-

Godon

handles

hot

headlines

on

KHQ,

prefer to use low-pressure institutional
air advertising to carry their hanner.
Others, like Atlantic Refining and Tide
Water Associated (Western Div. I have
built up a formula over the years of
using college sports on regional or

literary bouquet at Phillips: "This big. lips advertising that they get in Phil- custom-built networks. Esso Standard
integrated, midwestem independent is lips business operations.
has for years been using the successful
probably one of the most efficient pro- This does not mean that Phillips fol- news formula of the Esso Reporter in
cessors of a raw material and market- lows any basic programing "formula" its Eastern markets, which builds Users of its end product to be found in in using radio. Some oil companies, tening, and selling, of Esso products
an)

industry."
Phillip-, under the guidance of dapper, high-powered Kenneth F. "Boots"
rVdams, president of Phillips, has the
most concrete proof of all that it pays
to follow-through eflicientlv in selling
petroleum products. The 32-year-old
oil firm of Phillips Petroleum is an
"integrated" producer, that is. it handles the discovery, shipping and refining of crude oil and natural gas
down to the last stages of marketing
through its 14,500 indeoendent dealers. So c'osel\-knit is Phillips that il
ranked 12th last vear anions U. S. oil
6rms in gross income (with $487,165,2<"m i and Oth in net income, three
whole notches higher. I wi'h $72,630,997) . At the same time, Phillips, due to
recent expansions i In purchasing some
-mailer independent oil firms: tapping
new crude sources in Gulf waters,
( anada. and South America I is growing faster, in proportion, than the overall erowth of the nation's blue-chip.
20-Mllion-dollar oil industn !
Such a hnghl picture is not eas\ to
come by. The wa\ up to one of the
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like industry-leading Jerse)

Standard.

THIS IS A SOUVENIR
PHOTOGRAPH
OF THE WDAY TALENT PARADE AND

The

Phillips "Talent

Parade"

on

WDAY,

Fargo,

b\

frequenc)

FROM
YOUR
RADIO REVUE

draws

both

of impact.

Others, like

LOCAL
PHILLIPS
"66 ' DEALER
ARTHUR, N D., MARCH 16

talent

and

audiences

in

Northwest

SPONSOR

Spokan

Phillips does not use chainbreaks
and announcements to sell gasoline
and oil, feeling that programing lends
itself better to selling its wide line of
petroleum products, as well as the Lee
Tires with which Phillips has a selling
franchise in most of the Phillips markets, to both city and rural audiences.
Phillips, as of 19 March, 1949, has
been spearheading its radio activities
with the network broadcasting of the
25-year-old National Barn Dance. This
is primarily a horizontal selling operation by which Phillips, to quote Phillips' Kenneth Adams, "can assure the
same high level of salesmanship in
every market just as it assures the uniformly high level of gasoline performance the year 'round by the famous
Phillips 66 'Control'." The Barn Dance
broadcasts, fed to an 81-station ABC

Barn

Dance"

flies to Texas.

Ray

Kremer,

agency

radio head,

Gull and Texas, use nighttime network
radio and TV to sell their products on
a broad, semi-institutional
basis.
Not so Phillips. The method by
which Phillips approaches the problem
of how best to use broadcast advertising, although it parallels in some ways
the methods of nearly all oil companies using radio, still has some unique
features all its own. When Phillips
sets out to allot money for radio (its
current radio budget is about $1,000.-

KMBC

center;

George

Biggar, show

director, left

000 annually out of a total 1949 budget
of some $2,500,000). Phillips first investigates the distribution and gallonage factors of the markets it intends
to sell to on the air. Any money set
aside for radio usage in such a case
bears a given ratio, about the same in
all cases, to what Phillips can do in
that area in the way of business. Only
then, the hunt for a station and program starts . . . and programs must
be well-promoted before Phillips buys.

network from Chicago's promotionminded WLS, sell the name of Phillips
to a ready-made audience of ruralites
and city dwellers, while doing a broad
selling job for the Phillips 66 line,
with the exception of Lee Tires, which
are not sold by all Phillips dealers.
Back-stopping this horizontal approach are the vertically-selling Phillips selective operations. These sell
Phillips petroleum products on 22 stations via programs which range from
classical music to hillbilly talent, and
from newscasts to sportscasts. I Phillips does use spot announcements to
fPlea.se turn to page 37 I

KFRM

HEARTBEATS
_.

____

4>umt tfie^Meant o^&ntezlca.

Erie Smith Sets New Record As He
J Begins
Second Decade For Phillip
Erie Smith, managing news director, hit a new, all-times
I record a): KMBC recently when he entered his second decade of newscast.! rig for Phillips Petroleum Company.
His

Newscaster

Erie Smith builds Phillips' business in Midwest
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Phillips executives award

Sabina Ann

Godfredson

a $1003 scholarship on "Talent Parade"

over WCCO
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waiting to go on

Keen
interest-and
as the time
nears

apprehension-mark
for these
teenagers

offstage
to do

audience
their stuff

The

Technique

'ire!

Sweaters and plaids sell like mad
via

Youth

Center

talent

show

on the air

The

big

amateur

moment

these

performers

is in

young

t furrowed
thacid
ble
pro
The nor
lym pla
mal
the
brow of
manager Bert Kieffer of

dependent
community
station.
It's
100f( their own show.
They call it xears to put on a firm basis.
Teen Town Talent.
It has introduced new teenage shies

Stern and Field, men's specialty shop,
had creased the brows of many an impresario before him. He merely wanted to hit upon a way to reach and sell
teenagers in profitable numbers. He
also nurtured the hard-headed dream
of making his shop the style leader of
the 8,111 private homes and 33,000
souls of Galesburg. Illinois.
What was the illusive but vital twist

The key that Mr. Kieffer claims is from scratch to a money-making volnow the open-sesame to Galesburg teen- ume. It has put Stern and Field on
age youth and their pocketbooks (and lips for 30 miles around as the place

•

his advertising didn't have? The kids
themselves gave him the answer. Thev
talked, laughed, played, sang, danced
and talked some more their enthusiasm for Stern and Field fashions. They
do it every Wednesday night for a half
hour starting at 8:00 o'clock on station WGIL. Galesburg's 250 watt, in-

22

men

ha

best traditions

their parents') is partly community- to shop in Galesburg. And just let the
forged. The kids write, direct, and parent of a Teen Town Talent fan sugproduce the show that rocketed Stern gest that Levis from a Stern and Field
and Field into the limelight and keeps competitor are just as smart!
it there. WGIL program manager The radio program is a natural salesLarry Edwards lends them technical man from the opening announcement
supervision. But it is the community
service tie-in that gives this project an

and it's all part of the fun and attraction for teenagers land parents, tool,

unbeatable tie-in with community
hearts and heads.
It makes for virtually unlimited promotional opportunities.
The show has
established, on a profitable footing, a
new department
in le.^s than three
months
that it ordinarilx
takes two

But it's more than fun. more than an
amazing sales tool for Stern and Field.
It is a Galesburg community
project,
which got under wax last Spring,
Leading
citizens of the citx were
concerned with where and how their
xouthful
sons
and
daughters
were
SPONSOR
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TEEn-Town-TfliEnT
JmZ.

i 5T0M-

mm -^ „%m ■ <

ff

iTAi

iwaited
so eagerly
has arrived.
Rivalry
between
show business: intense, professional, sportsmanlike.

spending their leisure time. The end
result of their deliberation with interested groups of parents, educators, and
others was creation of a Youth Center.
It became a part of the local Community Chest. The Youth Center comprised facilities and a program of constructive activities. It is open to all
teenage boys and girls.
Robert W. Frudeger, who knows
that good citizenship happens to be
good business as well, huddled with
backers of the Center and came up
with an idea for an all-youth variety
program. The kids themselves were
jubilant over the idea of producing
their own show, and promptly formed
themselves into committees to take responsibility for various phases of the
[Please turn to page 58)
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the payoff

At the studio,
cash
as store

show
and

pays off in applause;
at Stern
station
executives
prepare
for

and
run

Field in hard
of customers

23

How Radio rates in TV homes
In New York this summer
radio was preferred for music, news, sports;
TV for corned \ -\ ariel > and drama

Red

Barber is typical of radio's lead in sports

over-all

The advertising man who's
a dyed-in-the-wool TV enthusiast isa hard man to talk to ahout

radio. According to him, it's just a
matter of months, days perhaps, before
radio has to fold its tent and silently
steal away into the limbo of silent movies. Like Mark Twain's comments on
the reports of Mark Twain's death,
such statements are. however, "highly
A research report prepared by Robexaggerated."
ert M. Hoffman, director of research
at New York's WOR. throws a good
deal of light on whether or not AM
radio is really holding its own in major
TV areas. This report, titled Effect
of Television on Specific Types of
Nighttime Radio Programs, is the second in a series of such studies which
WOR.

with a heavy stake in radio listening, has made as a guide to the possible effects of WOR-TV on the AM

parent. Briefly, the survey, when correlated with other research findings,
gives a strong indication that radio,
although finding the going tough in
some cases against TV, is still doing
all right for itself.
The survey was made by WOR in
the New York City area, basing its
figures on the Pulse reports for June.
1949. At that time, there were an estimated 030.000 TV sets in the New
^ ork area, and many AM broadcasters
felt increasingly that a good deal of
the evening radio listening audience
was deserting to the visual medium.

Music

24

has

little

visual

but

strong

ear

appeal

WOR's research department decided
that the effect of TV on certain specific
types of radio programing could best
be measured by comparing the listening done to each type in radio homes
and TV homes, i Information on TV
homes came from June Telepulse and
non-TV
homes from a special tabula-

tion by Pulse which eliminated TV
homes from the June Pulse stationaudience reports.)
Radio vs. TV listening was analyzed
in the period of 6-11 p.m., since daytime TV has not as yet made a serious
dent even in New York. This time period was subdivided again into a 6-8
p.m. period and an 8-11 p.m. period,
due to basic differences in listening
habits, audience, and programing before and after 8:00 p.m. Sunday programing and listening was a special
case, because of the similarity of the
Sunday structure between 6-8 p.m. and
8-11 p.m. during the rest of the week.
Sunday's 6-8 p.m. programs were thus
included in the 8-11 p.m. classification.
All the New York TV stations—
WCBS-TV, WNBT, WJZ-TV, WABD,
and WPIX — and nine AM stations —
WOR. WCBS. WNBC, WJZ. WNEW.
WMCA, WINS. WTVIGM, and WQXR
were included in the survey. Not included were such New York independents, who do a good job in special
local, language, or FM fields, as WOV,
WLIB. WHOM. WNBX, WEVD.
WWRL. WFDR. etc.
In presenting the findings of its survey, WOR pointed out that radio-TV
competition factors true of New York
City were not necessarily true of the
country at large. This is very much
the case. According to the A. C. Nielsen Company's latest figures, there are
39,280,000 radio homes in the U. S.
i based on BMBl . There are 2,250,000
TV-equipped homes I based on findings of NBC Research i. This means,
since the amount of TV-only homes is
microscopic, that the T\ -equipped
homes represent about 5.62$ of the
radio homes in the country. In metropolitan areas like New ^ ork. of course.
the TV-radio ratio figures in a <itySPONSOR

by-city check run higher, since TV is
still largely concentrated in big markets. Again, according to A. C. Nielsen, radio listening, off somewhat in
big cities, is growing in medium-size
cities. A four-month average study of
early 1949 vs. early 1948 in medium
cities shows listening up 4% . A similar study in rural areas by Nielsen
shows that radio listening is up 2%.
A check of the total ratings by Nielsen.
Hooper, et al, for the months so far
expired in 1949, as against the same
period of 1948, will show that the average evening network program rating, even allowing for any major-market losses, was just about as high in
1949 as it was in 1948.
WOR's Research staff examined all
the radio programs aired by the nine
AM stations listed earlier, and classified them by type. Next, a general
comparison was made between the percentage of radio listeners tuned to each
program type in TV homes (actually,
they are radio-TV homes) as against
radio listeners in radio homes. The

result of the socio-economic factors of
TV ownership.
In the early-evening hours, several
other program types did well for themselves. News and sports had a composite index of 104.5, with sports commentators drawing the highest index in
the group, a 126.8. Drama also stacked
up well against TV competition in the
before-8 p.m. hours, drawing a composite index of 109.1, with adventure
dramas holding top honors with a
111.4 (due principally to well-established habits of listening to such earlyevening dramatic shows as Lone Rang-

programs, usually of the round-table
type or poli'ical speeches, did not fare
as well as TV, but since, like musicshows, motion and visual action are
secondary, they drew an 86.6. Hardest hit was comedy, both the variety
brand and the situation-comedy brand,
in the before-8 p.m. hours, which drew
a 72.7.
To review, such program types as
classical music, sports commentators,
concert and familiar music, and most
dramatic shows held up best against
TV competition in the New York area.
Comedy, straight newscasts, and varieI Please turn to page 36)

er. Counterspy, etc. I . Various "talks"
Video

drama,

such

as CBS

"Suspense,"

tells story

in two

dimensions,

as

against

radio's

one

reasoning: (1 1 Whenever the radio audience for a particular program tvpe
was greater in radio-TV homes than
in radio-only homes, that particular
type of show had above-average appeal. (2) Whenever the share in TV
homes was be'ow the
only homes, that tvpe
low-average appeal.
In measuring radio
basis, WOR invented

figure for radioof show had belistening on this
what it calls the

"Program Durability Index." For a
given program tvpe, this is the share
of the radio audience in TV homes divided by the share of the radio audience in radio homes, multiplied (to
give an index number) by 100.
To give a typical example of how
this worked out in practice, in the 6-8
p.m. time period, 7.7% of the radio
listeners in TV homes were tuned to
classical music. (A good deal of this
listening was accounted for by those
tuned-in around dinnertime to WQXR.
which wisely schedules light classics
for just this purpose). At the same
time, listening to classical music from
6-8 p.m. in radio-only homes accounted for 3.9'y( of the audience. The
"Program Durability Index" of classical music in the 6-8 p.m. time slot
across-the-board is thus 194.9. a
healthy showing against TV. All music-show types (classical, concert and
familiar, popular, variety) in this time
slot showed up with a composite index
of 99.9. this taste being somewhat the
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brand of comedy-variety has a high visual advantage over similar radio shows
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With $7,000,000 a year broadcast budget
PM sets sales increase pace for Big 5
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offers

The pamphlet report to the
16.123 stockholders of

Philip Morris & Co.. Ltd.. for the fiscal
year ended 31 March 1949. featured a
vertising.
double-spread on the company's adFour of five pictures portra\ ed
broadcast advertising: the Horace
Heidt Youth Opportunity Program,
now on CBS: Ralph Edwards' This Is
Your Life, on NBC: Preview, with
Tex McCrary and Jinx Falkenberg.
which last month was replaced, on
CBS-TV, with Allen Flint's Candid
Camera, and a grocer participant on
a Philip Morris show.
The fifth was a reproduction of a

Alfred Emanuel Lyon, board chairman, told stockholders that, from the

8.5

'm

30
28

Ralph

7.5
7.0

9.0

/

over-all

barkeep

8.0

t

|
/
<f

from

newspaper ad on the "no cigarette
hangover" theme, which for two vears
has dominated — with "Johnny" the
bellhop, of course, and his "call for
Feelip
Maww-riss!"
the companv's
advertising
for its —leading
cigarette
brand.

9.5
t 10.0
1
t
1

3H
36

3

10.5

gets a lead

1.0 J

year before, sales had risen 7.4 billion units, or 29r '<. to a total of 33.1
billion. In dollars this meant an increase from $171,000,000 to $228,000.000. Meanwhile, net earnings had
doubled from S6.035.278 to $12,498.058.
Although Philip Morris still was a
far fourth among cigarette brands,
with less than 10' < of the total, as
compared with about 27' < each for
Lucky Strike and Camel and about
2295 for Chesterfield, its rate of gain
was nearlv three times as fast as the
industry as a whole.
1 The Department of Agriculture has
estimated
U. S. cigarette production
SPONSOR

facts

if her life to

an

Irish

poetess

Walter

Kiernan

broadcasts

for the year ended 30 June at 390
billion units, or 11 c/c more than the
previous year.)
And in contrast with its own situation three years ago, the news which
Chairman Lyon brought was especially cheerful: Philip Morris had pulled
out of a bad slump.

"One

Man's

Opinion"

five days a week

"war

Seated"

Philip Morris proceeded to make several mistakes:

responsive

female

chords

Civilians were glad to get any brand
they could, in any old package.
Right after V-J Day, as Fortune
pointed out in its October 1949 issue,

1. It took dealers off allocation before its plants could reconvert to foil
and cellophane for packaging.
2. At the same time it accepted
"fantastically unrealistic dealer orders
and full-blast production of paperpackaged cigarettes." (The trade was
buying far beyond consumer demand
in anticipation of an OPA increase in
manufacturers'
prices.)
3. Seeking new leaf sources, PM
placed the high bid for Axton-Fisher's
plants and inventories, and sought to
float preferred stock and debentures
to finance the purchase. On 28 January, 1946, subscriptions had been received for 95.67r of the $14,600,000
preferred offering, when Wall Street
discovered that for the last five months
of that fiscal year. PM earnings would
(Please turn to page 55)
Allen Flint's "Can

1949

some

babies."

After reaching an all-time peak of
$185,299,000 in 1944, PM sales dropped to $178,686,000 in 1945, and then
to $170,906,000 in 1946. In 1947,
when combined sales of the other four

24 OCTOBER

strikes

The situation was further complicated, for the major brands, by the
facts that the armed forces had taken
a high proportion of their total output, and that, during the war, the use
of foil and cellophane for retaining
moisture in cigarette packages was
banned.

try— had developed definite brand
loyalties. Virtually every smoker
bought pre-determined brands. Mass
advertising was responsible. The
600,000 dealers — including tobacco,
grocery, drug, department-store, and
other types of outlets — merely supplied
what consumers wanted. They did not
have to sell.
But with the war, manufacturers
found their tobacco-leaf supplies restricted by government allocations,
based on the percentage of the crop

Be

which they purchased in 1939-41. This
worked a special hardship on Philip
Morris, which had had the largest wartime gain of any cigarette brand. It
worked in favor of smaller manufacturers, who took advantage of the situation to introduce, or reintroduce,

While its four major competitors —
American Tobacco (Lucky Strike), R.
J. Reynolds (Camel), Liggett & Myers
(Chesterfield), and P. Lorillard (Old
Gold) — were lifting their combined
sales from $1,419,195,000 in 1944 to
$1,514,167,000 in 1945 to $1,965,829,000 in 1946 to $2,169,816,000 in 1947,
the steady Philip Morris gain since
1933 had come to an abrupt halt.

were climbing more than $200,000,000, the PM volume moved up only
$352,000, to $171,258,000.
For 20 years before World War II.
cigarette smokers — now representing
about two-thirds of all the men and
one third of all the women in the coun-

"Ladies

amera"

has replaced Tex and Ji
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The

Postwar Growth of Media

+ 5,283,000
Families

Radio

+ 3,901,000

+1,537,000
Weekly Circulation

4 weekly *

+5,438,000

„

* life, Post, Colliers and look

statistics of radio's popularity are signposts to advertisers entering a new
era of tough competitive selling. Radio's pre-eminent position with the
public is one of the reasons its circulation costs are lower, its penetra'.ive
power higher than at an\ time in its

The charts accompanying this stor\
show how the post-war growth in radio
families has far outstripped the circulation growth of printed media. There
were in round numbers in 1948 41.693,000 U. S. families. From 1946
through 1948 they purchased 44.000.000 radios — more than the combined
purchases of toasters, washing machines, refrigerators, and vacuum
cleaners. This despite the post-war
boom in appliance ( other than radio i
sales.
The breakdown looks like this
1 in millions I :

lore power!

Toasfe s
Washing Machines
Refrigerators
Va uum
Cleaners
Total

12.1
Ill
10.0
9.6
42.8

The increase in radio families since

More

sets

more

listening

more

brand acceptance
build

popularity

history. The public's phenomenal loyaltj and favor still enable the broadcast medium, in a period of generally
rising costs, to offer advertisers more
for their mone\
than ever before.

Daily Circulation

Magazines

size, and

ple are radio
spending
listen'ng
to AM
thanmore
ever time
before.
The

(Increases Between Jan. 1946 and 1949)

Newspapers
all daily

strength,

of radio are still growing. More peo-

broadeast

1946 (about 5.000,0001. when combined wi'h the extra time spent listening by families generallv. give this
picture of how home-hours of listening
have jumped:
]<I4.! — 129.000.000

advertising

1946 — 156.000.000
1949—198.000,000

value

These figures, compiled by the Nielsen Radio Index for January-March
periods, show a listening up-curve of
53 /f over the last six years.
In a test market stu4y conducted in
1948 bv Dun and Bradstreet. dealers

Preferred Medium for

were asked: "In your opinion, which
particular kind of national advertising
has done the most to make your best

National Advertising Campaign

selling trade-marked brands sell so
welly Another question concerned

Percent
Percent

their preference of media for a national campaign for products they carried. Charts with this story give their
answers.
On an average da\ in April. Psycho-

Percent

logical Corporation. New ^ ork investigators ina survej for NBC and CBS.
found in Springfield, Mass.. and Des
Moines. Iowa, that 85', of the adults
listened t<> the radio for an average of

Radio

Newt.

Grocers

Magi.

Radio

Newt.

Mag*.

Druaaists

Radio

News.

Mags.

Gas Dealers

four hours and thirty minutes each,
including listening outside the home.
The same per cent read some dail\
paper. But the amount of time thus
spent averaged only 58 minutes per
reader. Only 259< of the citizens
(based on the sample) said they read
any magazine at all on an average day.
Those who did read magazines read
them an average of one hour and four
minutes. An accompanying chart illustrates this graphically. If we project these figures, as an indication, for
the country as a whole the affect is

Daily Listening and Reading Time per Adult
% OF POPULATION

too

85%
41m.
30 min.

startling. Translated in'o man-hours
of listening, it looks like this:
Radio
Newspapers
Magazines

373,000,000
79,000,000
26,000,000

Using both C. E. Hooper and A. C.
Nielsen figures as a base, either of the
two senior networks (CBS and NBC)
alone can demonstrate listening to programs broadcast by themselves and
their affiliates far exceeding the total
of either newspaper or magazine readership as illustrated in the accompanying chart.
Both network and local radio give
away countless bonus audiences not
measured by any regular service. Results of special surveys in large metropolitan centers were published in
sponsor for last May and August. The
Psychological Corporation surveyed
this plus audience in Des MoinesSpringfield study already referred to.
Among people who listened to the radio the day before they were questioned, 57% said they listened inside
the home. Twenty-three percent said
they listened both inside and outside
the home. Five percent said they listened outside only.
The average daily listening time of
all the people interviewed was 196 minutes. This includes those who did not
listen at all. Of the 196 minutes each
person listened, 27 minutes were spent
listening outside the home. This means
lhat 14% of all listening was outside
the home. A little less than a third of
all the people interviewed said they
did some listening outside their home
on an average day.
Where is this outside listening done?

Hours of
Radio Listen trig

from home agrees clearly with Fortune
magazine's survey published last
March. Both men and women named
radio their favorite leisure time activity. Men favored it 51% to 15^
for reading magazines. Women favored it 549c to 19% for magazines.
Seventy per cent of people in Fortune's survey said they were listening
as much or more than they did a few
years ago. This agrees with both
Hooper and Nielsen that people are
listening more today than they did
three years ago.
It is obviously inevitable that television will reduce radio listening in
the homes where it is installed. Nevertheless, total advertising opportunities
are substantially
increased
with the

Hours of
Newspaper Reading

Hours of

advent of television. What happens is
shown by Nielsen figures on evening
listening I when television is strongest):
Hours per Evening
Before
TV
Aft.- .45T\
1.65

Radio
Television

Total

1.65

3.22

3.67

While radio listening dropped off an
hour and a half in radio-television
homes, total time of listening and
viewing increased bv two hours.
Last August, a month of traditionally low listening, radio held 88.5%
of the national audience during periods of top television programing, as
shown by Hooper figures. Hooper
data shows a .33 drop in audience rat(Please turn to page 35)

The people interviewed gave the following breakdown on where they spent
I out of a total of 196 ) 93 listeningminutes out of the home:
Public places
Other homes
Autos
\t work

This

popularity

14
22
27
30

minutes
minutes
minutes
minutes

at home and

( l.V , )
(24% )
(29%)
(:',■_", i

awa\

Radio

Maa»

Mows.

Radio

Mags.

New*.

Radio

Mag*.

Now*.

Home

economist

Willa

Monroe

cooks with

gas for her

housewives

Listeners

love

Maurice

"Hot

Rod"

Hurlburt,

and

he

loves

those

letters!

The forgotten 15,000,000
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^oeal advertisers profit from Negro-beamed programs.
but few national advertisers have joined them

If national advertisers generally tend to ignore the potentially lucrative $10,000,000,000 market represented by America's 15,000,000 Negroes, either through
ignorance or temerity or both, the
same cannot be said of advertisers and
radio stations at the local-retail level.
While top sponsors and their agencies
continue to overlook the tremendous
but under-developed buying power of
today's colored segment of the population in this country, local stations in
rapidly increasing numbers are breaking into the Negro market with programing directly beamed at Negroes —
and local advertisers, noting the growing Negro listening audiences these
stations are developing, are jumping
on the band wagon with gratifying results.
The radio division of Interstate
United Newspapers, Inc., alone represents 22 effective independent stations

30

which aim programs at an identifiable
colored audience. These outlets are

Negroes, offers a vast potential for
stations and advertisers who feel that

not limited to any one section of the
country: they cover the larger cities in
the East, South, Midwest, and along
the Pacific Coast. And there are many
other small stations which, without
benefit of a national representative,
are successfully programing to Neby. groes and selling additional time there-

they're in business to make money and
not for laughs.
The Memphis market is typical of
what is happening throughout not only
the Southern states but the rest of the
country as well. A year ago it was
almost impossible for a Negro, however affluent or anxious, to buy. beg.
or beguile time on a local station in
Tennessee. Negro accounts, as well as

The swing toward planning Negro
programs for Negro consumption has
been particularly apparent in the
South. Whether that's paradoxical or
normal depends upon one's prejudicial
Ol financial feeling. While it would
seem that stations owned or operated
hv whites would shv awav from appealing to Negroes in that part of the
country where racial discrimination
reaches its highest peak, nevertheless
from the business point of view the
South, with its great concentration of

Negro listening
interest,
just that
weren't
considered.
It was
figured
the
Negro advertising dollar and the Negro buying dollar were not worth
bothering with.
Then something happened. E. R.
I Bert l Ferguson and John R. Pepper.
two youthful Southern white men who
own Memphis" \\ 1)1 A. faced with
tough competition locally, got to thinking. The) got to thinking about such
facts as Negro Inning of radios — and
SPONSOR

Negro

use

food
of all

in WDIA's primary area. In the short

in Memphis

products

Compilation
b ased on Memphis
Consumer
Appeal
Figures from The Commercial

Panel
Study,
Jan.- June,
and
The Presi Scimitar.

1949
31.20%

29.00%
Baking Mixes
Cold Cereals
Cooked
Cereals
Instant
Coffee
Regular Coffee
All-Purpose Flour
Frozen
Food
Fruit Juices
Gelatin Desserts
Lard

40.03

Oleomargarine
Peanut Butter

63.43
19.67
29.82

Pudding and
Pie
Salad
Dressing
Shortening

59.21
13.10

Spaghetti &
Laundry Bar

37.77
32.64

Packaged
Soaps and
Toilet Bar Soap
Tea

86.54
43.19
41.55

Mayonnaise
Canned
Meat
Canned
Milk

41.25
Filling

31.71
45.51
43.32
65.29

Macaroni
Soap

42.90
65.81
De tergents

Vegetable
Juices
Waxes
and
Polishes

44.40
28.04
28.73
46.58

63.54

drug
Negro

use

of all

Deodorants
Facial Cream
Face
Powder
Hand
Lotion
Laxatives

57.23%
53.51
54.27
51.13
50.54
30.05

Lipsticks

buying of things mentioned on the air.
They got to wondering about how Negroes would feel if they could have
some local station which would be
their station — a station which still
would attract white listeners, but which
also would make it publicly clear that
colored accounts and listening interest
JACK

THE

BELLBOY

(RIGHT)

AND

GUEST

products

27.48%
in Memphis

Rizor
Blades
Shampoo
Shave
Tooth

Cream
Powder

Tooth

Powder

20.10
20.71
42.00
or

52.74

Liquid

were welcomed and expected.
Ferguson and Pepper stopped thinking and wondering and decided to act.
They started with the hiring of the
mid-South's first Negro disk jockey,
Nat D. Williams, whose job it was to
provide acceptable entertainment from
a Negro angle for the 481.000 Negroes
ARTISTS

ARE

INTEGRAL

PART

OF

WEAS'

space
nine months.
Williams'
Town of
Jamboree
now boasts
aboutTana
dozen participating sponsors.
WDIA's idea of appealing to Negro tastes doesn't stop at pop and race
recordings played by a Negro d.j.
Williams, an instructor in English at
Booker T. Washington Negro high
school in Memphis, also has cultural
duties at the station. Each Sunday
morning he conducts the Universal
Life Goodwill Hour, during which top
Negro religious personalities of Memphis are interviewed ; every Sunday
afternoon Williams runs a half-hour
forum discussion program, again with
leading Negro figures appearing and
discussing important events of the
week.
WDIA has another Williams on its
present roster of Negro talent — A. C.
"Moohah" Williams, an instructor of
music at Manassas High School in
Memphis. Saturday afternoons Williams presents a 30-minute WDIA
show featuring a group of talented Negro high school vocalists doing popular and spiritual selections.
There are several other colored personalities with regularly-scheduled programs on WDIA, prominent among
them being Willa Monroe, with her
half-hour daily morning spot. The Tan
[Please turn to page 42)
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WGAC-LMD
LEADS

SOUTH
iii«-

in

RETAIL
SALES!
With

Ketail Sales UP

12% Over 1948, WGACI and in the South's
No. 1 Economic* Bright
Spot!

RTS. . .SPONSOR
-continued
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from page 2-

CKLW, 50,000 watts,
"invades" U.S.A.
Relations

between

U.S. and Canada

otherwise

are

peaceful but CKLW of Windsor-Detroit, Mutual
affiliate, which has just moved up from 5,000 to
50,000 watts, now claims to cover 198 counties in
Michigan, Indiana, Ohio, Pennsylvania, and New
York, plus 24 counties in Ontario.
Population of
primary and secondary areas is 18,809,420 and total
retail sales more than $15,000,000,000.
N. Y. FM homes exceed
AM of some states
New York metropolitan area has more FM-equipped
homes than there are AM-equipped homes in any one
of 26 states, Pulse, Inc., has found.
Some 520,000
homes in NY area are FM-equipped.
Nearly 42% of
these sets were bought in 1948 and 21.1% bought in
first half of 1949.
BAB's seven people
do full-size job
With staff of only seven people and budget of only
$125,000, BAB is doing effective job for broadcast

This Leading' Southern
Market

PLUS
WGAC-Land'e Large Rural
Audience — 145,000 Radio
Home* — are Helping

ADVERTISERS
MAKE NEW SALES
RECORDS ON

WGAC
580

Ke.

ABC
Watts

5.000

AUGUSTA, GA.
Averv-Knodel

industry.
BAB's budget is only fraction of many
individual radio, magazine or newspaper organizations. Curtis Publishing alone, for example,
spends about $4,000,000 annually in promotion.
"New York Times" alone has 60 people in promotion
and research.
Kennecott Copper
starts farm series

Utah Copper

of big Kennecott

Copper Corp.

has started 52-week sponsorship of "This Business
of Farming" over KSL, CBS affiliate in Salt Lake
City, through Axelson Agency there, to stress link
between two basic industries.
Radio and airlines
argue antenna height
NAB, Television Broadcasters Assn., Air Transport
Assn. , and Civil Aeronautics Authority have been
granted leave by FCC to intervene in proceeding
involving application of WOR, New York, for construction permit to increase height of antenna
towers 228 feet above present 410 feet.
WOR contends increase "will not menace aircraft in Newark
Airport

32

division

area . "
SPONSOR

50,000 Watts!
middle of the dial!

at 800 kc.
m

*e DETROIT

Now You Qet even MORE

Area

/or your money, on

CKLW
WITH A 17,000,000 POPULATION-AREA, AND COVERAGE UN
5 STATES, CKLW, NOW WITH 50,000 WATT POWER, WILL
SELL MORE GOODS AT LESS COST TO MORE PEOPLE!

Guardian Building
Detroit 26

CKLW
m
•

* \f
, B^.

50,000 Watts Day and Night
24 OCTOBER

*

% ^k /
j \J \f

Adam J. Young, Jr., Inc.
Nat'' Representative

Mutual Broadcasting System
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I Continued from page 29 I
ings on half-hour evening programs
from 9.18 in 1948 to 8.85 in 1949
(figures obtained from summarizing
Mid-Winter 1949 projectable ratings
and compared with 1948) . Overshadowing this drop, however, is the increase inhomes able to listen (increase
in radio families estimated as 2,000,000 in 1949 over 1948). The result is
an average increase of 20,000 homes
listening to evening sponsored network
programs (from Mid-Winter 1948 to
Mid- Winter 1949).
While television creates a decline in
radio listening in metropolitan areas,
radio is getting stronger in Medium
Cities and in Small-town, and rural
and farm areas, which comprise an
important share of the total market
for most products. These markets,
which are the most difficult to reach
efficiently with advertising, are the
very markets where the strength of
radio advertising will remain at a high
level for a long time to come. This
trend is shown in the following figures
from the Nielsen Radio Index:

U. S. A
Metropolitan
areas
Medium
cities
Small-town,
rural,

farm

Homes Using Radio
Jan. -Apr. Jan. -Apr.
1948
1949
38.4
37.7
42.5
40.2
36.1
37.2
34.0
34^8

One must take a many-sided look before the amazing popularity of Mr.
and Mrs. America's favorite leisure
time activity begins to take tangible
shape. It is worth many looks, however, for upon this steady appeal is
based radio's power to deliver the advertiser's message into more homes at
a lower cost per home than any other
media. The American Weekly increased its circulation over 800,000
during the last three years to reach
more than nine and a half million.
Life jacked up its total readers during
the same period by over 600,000 to
reach more than five and a quarter
million.

But calculations based on BMB,
Nielsen and U. S. Hooperatings all
show that both the two senior networks
in the same period each upper their
circulations more than 5,000.000 families to reach a total considerably exceeding thirty-six million. The three
year gain of either of the senior webs
practically equals the entire circulation of Life magazine.
A study by the research department
of the American
Broadcasting
Com24 OCTOBER

1949

repeat listeners. This means intense
coverage combined with maximum
coverage — dynamic rather than static
circulation.

pany based upon Nielsen data illustrates the cumulative effect of a series
of broadcasts in reaching an everwidening circle of homes. The first
illustration is based on a composite of
four evening programs (one from each
of the four major networks), a popular comedian, a family situation comedy, an adventure drama, and a commentator. One broadcast reaches 14,728,125 listeners. Four broadcasts
later the number who have heard the

The preference of local retailers, as
shown in the charts on the first page
of this story, for radio as an aid to
moving goods is based upon their experience with it. This report has presented some of the facts which account
for the results that make retailers vote
for radio.
There is a steadily growing tendency for retailers to increase their
own advertising of national brands.
This trend in the amount of advertis-

program once or more has reached the
staggering total of 32,107,313.
Radio by its very nature continues
to reach new listeners while attracting

THE

SOUTH

BE

COVERED

BEND

MARKET

...AND

MUST

ONLY

WSBT COVERS IT!
WSBT completely covers this market — and what
a market! Its heart is South Bend and
Mishawaka, two adjoining cities with a combined population of 157,000. The total
population of the South Bend market is over
half-a-million, while 1948 retail sales
totaled more than half-a-£/'///tf« dollars!
In addition to its complete coverage of the
South Bend market, WSBT's primary area
includes another million people who spent 911
million dollars in retail purchases last year!
The South Bend market is one of America's
biggest and best. It must be covered ! It
is covered by one station — and only one.
No other station, Chicago or elsewhere,
even comes close.

WSBT

duplicates its entire

schedule on WSBT-FM—at
no extra cost to advertisers.
5000

PAUL
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for AM

in New York was as tough as

in the 8-11 p.m. hours shows up-grading in certain program categories over
the radio listening in the earl) evening.

parts, and drew a fair 88.7. A loose
"miscellaneous" grouping of shows
such as Talent Scouts and Amateur
Hour drew a hetter-than-average 109.8.
In brief, during the later-evening
hours, the shows which did best in
radio- 1 \ homes were low-visual or

The shows,
"Program
of
music
for Durability
instance, inIndex"
the later

classical music, concert and familiar

hours is a 114.8, with classical music
(actuall) it represents only a total of
less than 10' < of the radio audience in
radio's circulation is a continuous up- TV homes I drawing a 198.2. Listening
ward spiral. At the current rate < > t to newscasts, news commentators, and
rad'o listening per home, b) 1951 an sports commentators was mixed, hut
estimated 34,960,000 exclusive radio
radio sports events (night baseball.
homes will represent 176,000,000 lis- boxing, racing and so on. carried largetening hours per day. Six million
ly on New ^ ork's bi^ independents like
radio-tele\ ision homes will represent
\Y\1C\. WINS. WMGM) got an index
16,000,000 hours.
* * * of 217.7. showing that interest can outpull visual action in main cases. Drama, since it was competing with T\
RADIO IN TV HOMES
drama which tells its storj with two
dimensions instead of one. fell off to a
{Continued from page 25 i
7").C). Comedy, on the other hand,
I \ -musical shows bowed to TV, hut not bounced back from the early-evening
low to more than hold its own with a
by wide margins.
The later-evening hours showed a 105.8, due to such headline radio comics as Bob Hope, Jack Benny, and My
different, and surprising picture. Most
big-time TV shows land somewhere be- Friend Irma. Quiz programs in radio
tween 8p.m. and 10 p.m., so the going did not do as well as their TV counter-

music, most corned) shows, and talent
shows. At the same time, radio dramatic shows, popular and \ariet\ music, quiz shows, and audience participation shows i all highly-visual categories i were hardest hit b\ TV.
This is not a representative situation. New York Cit) has something
like one-third of all the TV sets in the
country within its metropolitan area.
New York has had TV on a going scale
longer than any other major market.
I here is one inescapable fact. In the
market in which it has its toughest
competition from TV. radio is in a
\er\ healthy state. The added FM au-

ing done l>\ retailers is shown by the
Neilsen Food Index Service for 33 major commodities:
i 9 I.

| ii. .1. x Bgun i

I'M

1947
]"f

i-T i

i -

mos

I
liT

Perhaps tin- most significant Fact in
advertising today is that while ABC

it is likely to be for some time. However, WOR's stud\ of the distribution
of radio audiences by program type

statements reveal a shrinking circulation lor numerous national magazin and metropolitan dail) newspapers,

personality shows like sports events.

diences, growing out-of-home audiences in factories, cars, resorts, and the
addition of extra radios in homes, not
covered 1>\ the W OR study, make it
harder for T\ to catch up to radio.

•

•

*

ITEM: Y)ii saw wbt's Fred Kirby

in thenewsreelsand newspapers

When is a
hillbilly
not a
local yokel?

...riding his horse in last Januarys inaugural parade — by
special invitation.

When he's a
WBT star.
For WBT local talent
is as familiar u ith
and familiar to the

ITEM: You'll see wbt's Claude
Casey in the upcoming movie,
"Square
Dance role.
Jubilee"— his
second Featured

big-league as Sardi's.

PHILLIPS "66"
{Continued from page 21)
sell Philgas, a bottled natural gas product, in some 18 farm areas.)
The programs that Phillips uses today are all the result of some careful
hand-picking. Like Peter Paul, Inc.,
another successful user of the selective air, Phillips Petroleum prefers to
buy programs that are already wellestablished with diallers. But audience
alone is not the thing that sells Phillips on the final purchase of a show.
Phillips has found that local-station
promotion of the shows Phillips sponsors on a selective basis has an important pay-off in sales, dealer enthusiasm, increased ratings, and in higher
rural interest in both the shows and
the products sold on them.
The farmer is a big, important individual to Phillips. More than a third
of the Phillips business is done with
farmers. With farm incomes going
ever-upward in the postwar years, airselling to the farmer has proved to be
a wise move for Phillips and one of
the major reasons contributing to the
oil firm's financial success.

For over a decade, Phillips has been
sponsoring the nightly newscasts of
Erie Smith on Kansas City's KMBC.
The KMBC campaign started in 1939,
when KMBC told Phillips it was willing to back Erie Smith with some solid
promotion. Soon, the Phillips schedule was expanded from three times a
week to six, although never changing
from the 9:30-9:45 p.m. time slot.
KMBC whooped it up for Smith. The
station promoted the newscaster in
newspapers, car cards, and outdoor advertising. Posters, amounting to many
thousands in the past ten years, have
been placed by KMBC in Phillips'
service stations. In return, Phillips has
promoted Smith and KMBC with some
aggressive promotion of its own, and
has called the attention of its dealers,
friends, and contacts to the fine job
done by KMBC. With Smith as their
star news performer, and with the high
listening obtained by his 9:30 newscasts, KMBC has been able to build up
a reputation for newscasting that is
tops in Kansas City, as well as a staff
of newsmen that is one of the best independent station news staffs in the
U. S.

Promoting Phillips' newscasting

has meant increased prestige and more
business for KMBC over the years.
Similar situations have been created
with the promotion given to other Phillips newscasters, such as Bruce Palmer,
Phillips' man on Oklahoma City's
WKY, Dick Godon on Spokane's KHQ.
and Cordon Gammack, ace newsman
on Des Moines' KRNT. In almost
every case when a station began laying
the promotion on heavily, the ratings
of the newscast (and the adjacent
shows and station breaks) jumped,
the station's prestige went up, and the
results meant more local and national
business for the station.
The effects of promoting the talent
shows which Phillips sponsors, Talent
Parade on WDAY, Fargo, and WCCO,
Minneapolis (the name is a coincidence) are even more striking. In the
case of the former, WDAY has promoted its weekly 30-minute talent show
for Phillips until it is a regional phenomena. The show now takes to the
road as a two-hour stage presentation
which tours the nearby towns around
Fargo. For many, it is the first live
entertainment they have seen. For others, itis the big social event of the sea-

ITEM: You can hear the whole

These are only items taken

roundup of WBT talent for 30

at random. The point is,

minutes each week on CBS"
Carolina Calling — now in its
4th year coast-to-coast.

of course, that wbt talent
is a smart local buy for
national spot advertisers
... as wbt's first-by-far
Hoopers prove. (All week
long, wbt leads the nearest
competition by an average
152.9%!*) For a big-time
buy at small-time cost, ask
us or Radio Sales about

ITEM: Your great -great -grandchildren will hear wbt's Arthur
Smith. Winding up an Eastern
theater and nightclub tour, his
Quartet stopped off in Washington last month to help enshrine the 2,500,000th record
of Arthur's "Guitar Boogie" in
the Library of Congress.

our big-league hillbillies.
*Oct. 1948-Feb. 1949

WBT

Jefferson Standard
Broadcasting Company
50.000 wait- • Cliarl..!!.-. VC.

• l:.-|.r.-.nh-.l M

II ,,li.. Sal,'-

son. WDAY I like the four-hour shows
of the National Barn Dance of WLS,
30 minutes of which is sponsored by
Phillips i charges admission to the
show . . . and gets it gladly. Everj 13
weeks or so, the winners of the Talent
Parade are brought to Fargo, and are
given a week's work on the station's
sustaining shows las well as $50 1 .
during which the winners are plugged
heavily on WDAY as being "the winner of the Phillips 66 Talent Parade."
Annually, the winners go through eliminations for a grand cash prize, as well
as scholarships. The resulting newspaper publicity is tremendous, and
WDAY

One sponsor writes:
"In re+rospect, going back over
the various areas, it was rather
startling to compare the tremendous success we have had
in the Richmond area as compared to the pleasantly moderate cost of radio promotion on
WRNL
As you know, we have
been using WRNL continuously
now since last February — and
to say that we are pleased with
the results is putting it mildly.
Actually, I don't know where
radio coverage of the caliber
that WRNL provides in Richmond can be bought for anywhere near the type of money
we

have

ZZ

_J

1

spending."

WHY

\

NOT LET
WRNL
DO A SIMILAR JOB
FOR YOU?

&

5000 Watt ABC

|

Affiliate

%

\I

been

illDni
ilXJtlll
M ^t^*

"Tl

I

■■

I

■ \

Richmond, Virginia

EOWARD
PETRY
& CO..
INC..
NATIONAL
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promotes it for all it's worth.

How

To Put A Client Out
Of Business

A WAIRadio client had several hundred surplus trousers
to sell. One announcement
over WAIRadio

at 6:45 AM

sold entire stock by 10:30

At WCCO, Minneapolis, Phillips'
other Talent Parade air show is built

AM.

Advertising cost less

around one of the U.S.'s outstanding
local personalities, Cedric Adams.
WCCO has a reputation for doing a

With new, larger stock, this
merchant is again using
WAIRadio sales magic.

top-notch promotional job for its advertisers, and for Phillips all the stops

National

than one cent per garment.

Rep:

are pulled out. Cedric's weekly halfhour is a big drawing card, and when
it goes on the road to nearby towns, as
the WDAY show does, the halls are
jammed and the ratings go up. WCCO
promotes the show in local newspapers,
in outdoor advertising, on the air, and
hustles Adams around to talk to dealers and distributors in the area, who

Avery-Knodel,

NORTH

Inc.

CAROLINA

are thoroughly sold on him. The program's angle is a little different from
the WDAY operation, since the show
at WDAY often uses "guest star"' talent from nightclubs to augment the
local talent, and Cedric Adams makes
a point of using young tale«t 1 18
years or under) on his show. This
leads for endless tie-ins with schools,
clubs, and all sorts of high school and
college promotions, which WCCO is
quick to seize upon. Cedric Adams
was, of course, a hot item in Minneapolis before the Phillips show came
along. But. the promotion that has
been given his talent show for Phillips
has resulted in greater publicity for
him and for the station, and has increased the value of Adams as a performer to the station. This is typical
of how selective station promotion has
helped both client and broadcaster in
the case of Phillips.
The network promotion given by
ABC and WLS to the Phillips Saturda>
night broadcasts (9:00-9:30 p. in. I of
National Barn Dance is equally good.
I Please turn to page 41 I

SPARTANBURG-GREENVILLE
MARKET!
AIR

YOUR

WARES

By:
JohnRepresetited
Blair & Company

«•

OVER

^.

Harry E. Cummings
r
Southeastern Representative
I
Roger A. Shaffer
Managing Director V
Guy Vaughan. Jr., Sales Manager

CBS Station For The
ARl*
Spartanburg-Greenville Market
5,000 Watts - 950 On Your Dial

WSPA-AM

•

and WSPA-FM Are Sold As,
A Single Service

SPONSOR

the only wnaga&ine

100Z

tuned

to broadcast-wninded

and

national

advertisers

advertising

agencies

SPONSOR
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Mr. Sponsor asks...
'Should client share costs, above commissions,
for agency preparation off a TV show?*'
Bernard

0.

Holzinger

Advertising
Sylvania

(hide out-of-pocket expenses by the
agency, the allocation of time involved
by key personnel working on actual
preparation and production.
We are all aware of the fact that it

The
Picked Panel
answers
Mr. Holzingcr

is difficult to set up an exact figure in

It seems to me
that a complete
answer to this
question must be
divided into two
parts: ill if the
show in question
is a package
show produced
outside the agencv, and (2 1 if
the show is produced within the agency. In the first
instance, it is the practice of our
agency, under normal circumstances,
to operate on the accepted 15/{ commission. The service performed 1>\
our television department is that of
lending its experience, knowledge, and
research.
The show and time purchased, the
service includes supervising and consulting with the package producer and
o\erseein» the production so standards are maintained. In addition, the
television department is responsible
for the execution of the clients commercials. However, if called upon to
perform feats "above and beyond the
call of dut\." the extra i o»t should be
open for discussion.
In the second instance, if the agency
television department produces the
show, then all costs involved, plus 1."/,
commission, should be borne by the
client. The phrase "all costs" is. of
course, the important factor. These in-

40

estimating a television budget. A contingency fund is indicated since television is growing so rapidly that it is
virtually impossible to estimate even
month-to-month costs in advance.
Clients who have been in television
for some time are aware of this situation and have arrived at suitable financial arrangements with their agencies
through trial and error. However, it
is the dutv of the agency to make it
clear to prospective clients that the
costs are as vet unpredictable; and it
is during the planning discussion that
an agency must clarify the question of
financial responsibility.
Victor Seydel
Director of Radio, TV
Anderson, Davis & Platte
New York
What's so special about advertising agencies?
Clients are spending m o n e v in
television to find
out how to use
this new: tool —
networks are investing monev
against a profit
in the future whv Should agencies
alone have their day-to-day profits protected?
The client has a right to expect his
agency's television department to be
manned with top-flight personnel — and
the payroll of the television department
is no more a client's concern than the

and

Sales

Electric

Promotion

Products

payroll of the checking department. II
a client's account, from an overall
standpoint, isn't profitable, then resign
the account or charge him a fee — but
don't put the onus on vour television
department. Instead, be grateful for
every opportunity your agency has to
acquire more television know-how. It
will pay off.
David G. Lyon
Vice Presulent
Cecil & Presbrey, Inc.
\ ew ) ork
We believe it is
too early to estaflish a permanent policy
oncharges.
television
\\ e have charged
only t h e usual
commission
to
date, regardless
of profit, in the
belief that we
should do the best possible job for our
clients . . . and in the belief that agencies, at least to some extent, should
share the development costs of the new
medium with media and advertisers.
It is entirely likely that in the future
growth and development of the medium, agencies may find it possible to
conduct a sound and efficient television
opera' ion mission.within
Ifnot. itthe
is atraditional
fundamentalcom-of
American economy that no business
can run at a loss, at least for verv long
— a fundamental that, if the problem
becomes acute, we are sure will be
recognized by clients as well as bv
agencies.

Thomas H. Lane
/ ice President
McCann-Erickson.

Inc.

New York
SPONSOR

PHILLIPS "66"
(Continued from page 38)
Over 2,000,000 people have paid to see
the show since 1932, and both the
originating station and ABC keep up a
running promotional broadside
through ABC stations now that Phillips is sponsoring a portion of it. National Barn Dance, with its good ratings, loyal audience, and continuous
promotion, has done a good job for
Phillips, particularly in establishing
the Phillips 66 name in new areas in
which it is selling for the first time.
Phillips' use of radio has been growing, as the firm itself has been growing, since the oil firm first came to
broadcast advertising in November,
1932, with a program called Phillips 66
Flyers, a Monday-Saturday 30-minute
musical show which was fed to a small,
5-station network in the Midwest for
just 13 weeks. As Phillips, like other
oil companies at that time, was pulling
its way out of the depression sales low
in 1933, it was sponsoring, for an
eight-week run. a 6-station comedydetective quarter-hour network show,
Milligan and Mulligan, which featured
an unknown young Chicago actor
named Don Ameche. Later, Phillips
was to sponsor, on some 20 stations in
its growing Midwestern sales area, a
weekly half-hour musical-variety show,
Phillips Poly Follies, from November.
1936 to May, 1938, which was a fore
runner of Phillips' sponsorship of National Barn Dance. The total time
billings for all the network shows sponsored by Phillips between 1932 and
1938 (when the oil firm switched to
selective programing, returning to network broadcasting in March. 1949)
amounted to a total of $335,000, just
a few thousand over the $310,000
that Phillips is currently spending.
The continuous promotion by the
stations that have carried Phillips
shows, something that Phillips has
made virtually a prerequisite to closing a deal for a program, has had a
double pay-off. It has given Phillips a
real selling tool, which when added to
the other media used and the sales
drives of its own dealers, jobbers, and
distributors, has more than doubled

the gross income and more than tripled
the net income of the independent oil
firm. It has also meant, so far as
stations are concerned, that as Phillips
grows bigger, it spends more for
broadcasting advertising. ***
24 OCTOBER
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Variety Programming..
A PROFITABLE SPICE FOR SPONSORS
Variety is spicing the listening life of WCFL's

audiences,

too. There's Notre Dame and Chicago Cardinals football
. . . Marty Hogan with his sparkling show of melody and
outstanding guest interviews ... a personality like Rush
Hughes immediately following Don

McNeill's famous

Breakfast Club . . . and evenings filled with Chicagoland's
greatest fine music programming . . . Chicago Symphony,
Music Lovers Program, and others.
Join the long list of WCFL's satisfied sponsors who are
profiting two ways . . . first, from WCFL's audience-building
variety-programming, and secondly, from WCFL's attractive, budget-easing rates. Call or write WCFL or The Boiling Company for availabilities.

WCFL
50,000 watts • 1 000 on the dial
The Voice of Labor
666 Lake Shore Drive, Chicago, III.
Represented

by the Boiling Company,
An ABC Affiliate

Inc.
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Town Hornernaker. Miss Monroe does
interviews with women (mostly of her
own race i . reports on Negro social
and civic happenings in Memphis, and
gives
wives. home-making hints to houseThat Ferguson and Pepper took a
step in the right direction by programing for Negroes without sacrificing
their white audiences is pretty well
demonstrated by the result of a special C. E. Hooper report for the Memphis area. The study gave WD IA up
to as high as 69.7' , share of audience
during certain hours of the dav.
WUSN. in Charleston. S. C, has
also gone in for a strong pitch to the
colored segment of its area's total population. With Negroes totaling better
than 4o',' of all Charlestonians,
WUSN has for more than a year been

We can't distribute your avoirdupois over your frame, but we can help
distribute your product and build up your sales. In the sound and
growing market of the Central South there are thousands of
merchants with millions of loyal customers, who move merchandise
when WSM supplies the buying impulse.
This great area is a good cross-section of the USA— farms, towns, cities.
,
And it becomes richer and more potent as a market every year.
I
You can work it economically via WSM,

where a

staff of 200 is ready to produce network-quality
shows, and to help point up your commercials
for this exceptionally responsive audience.
WSM delivers a package of power
(50,000 watts, clear channel), audience
(many millions), confidence (23 years in the
building), trade cooperation (they know WSM
moves goods), and network-quality
shows (we've built many shows for the
network for many years).
Perhaps this is the answer to keeping your
business on the road to the volume you
want. Worth looking into, anyhow.

HARRY STONt, General Manager
IRVING WAtIGH, Com. Manager
EDWARD
PETRY A CO., Naf I Rep.

50,000
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WATTS

•

CLEAR

CHANNEL

650

KILOCYCLES

•

NBC

AFFILIATE

programing a show called The A
Train, broken up into two. parts < early
morning and late evening I Monday
through Saturday. Program material
is comprised of carefully selected recordings ofNegro orchestras and singers, the disks being chosen by the
manager of the largest record house in
Charleston, and based on day-to-day
colored purchase preferences.
Through an independent advertising
agency (Hawkins, of North Charleston), WUSN conducted a house-tohouse survey of colored listening habits in the metropolitan Charleston area
during one week last June. 515 interviews were conducted between 6:00
and 11:00 p.m. by five Negro students selected from among the top
20% of the senior class of a local high
school. The survey revealed some interesting data on a Southern Negro
market typical of many others which
are being ignored by national advertisers and developed by local sponsors.
The WUSN-Hawkins study showed
that 94.9' < of Negro Charleston homes
have radios, and that 63.6% have
more than one radio, while only 33.7%
have telephones. (The latter indicates
the difficulty of making coincidental
telephone surveys in most Negro localities, with the result that timebuyers
in New York. Chicago, and Coast
agencies are generally unaware of the
huge Negro radio audience, the size
[Please turn to page 44)
SPONSOR

NATIONAL

RADIO

WEEKRadio is today's greatest
medium off entertainment...
for all members off the family.
Never before has such a
variety off fine programs,
such notable entertainers
been available to you.
Full enjoyment of these
programs, however, depends
upon your having today's
new radio with its extra features, its extra fine quality.

Today's newest radios— AMFM, consoles and table
models, radio-phonograph
combinations, and portables
—will be on display throughout National Radio Week . . .
Your dealer cordially invites
you to come in and see and
hear them.
Improved technical qualities
and new beauty in designs,
together with current modest
prices, make today's new
radios the best buys in the
industry's history.

a radio for every
ER 1949

room— a radio lor everyone— everywhere!
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(overage area. With 191,000 Negroes
in nearby metropolitan Atlanta out of

Continued from page 42 i
>f which can't he determined by such
•bone surveys. I
The Charleston stud\ revealed further that the average Negro famih
listens to its radio 7.34 hours each

Hoopeyrs:*
Sa

day, with heav) listening preference
during early-morning and late-night

periods. Programing

WSJS
STAYS
ON TOP!

preferences

placed music a> highest of specifically
chosen types of programs with 27' < :
Bports garnered L7%; all other program types totalled 12',. In type-ofmusic preferences, the breakdown was
lis follows:
Musical
pn
Colored singers an. I orchestras
Popular
music
Religious music
lassical music
'Iilll.il!> and folk music

Percentagi
■ -■ .
'jii',
!<<• ,
'''.
3%

On being asked to pick their first,
second, and third choice of Charleston

• Morning

stations. 196 of the Negroes interviewed named Wl SN first, as again.-t
96 for the station s nearest competitor.

• Afternoon
• Evening

WEAS. Decatur, Ca., is still another
Southern station to recognize the heretofore untouched Negro market in its

a total local population of half-a-million. and with that colored segment
having a recorded purchasing power
of over 309? °f the total retail sales
volume for Atlanta of §693,795.000
for 1948, WEAS has contributed some
notable "firsts'" in reaching a local NeThe
station was the first to air allgro market.
Negro sports events — full coverage of
the Atlanta Black Crackers baseball
games for the 1948 season; coverage
of the Atlanta Negro College football
games during the past gridiron year.
WEAS also wa> first in making available a weekl) gratis hour during which
Vtlanta's Negro churches broadcast
their services. It was the first radio
Elation in the U. S. to carry (for over
a war l a program from a colored
center,
a resulting
38' ', deiyouth
line in
Negrowith
juvenile
delinquency
in
that territon .
E. D. Rivers. Jr.. owner and operator of WEAS, and the son of a former
governor of Georgia, plans other stations in the South which will operate
I Please turn to page 53)

Hooper Station Listening Index

We're Not

Winston-Salem, N. C.
December, 1948

But We Could Be Starry-Eyed

About The Radio lob We're Doing/Cause. . .

No. 1 Market
IN THE

During the past 23 years
~k we've won lots of friends
* earned some heavy prestige

SOUTH'S NO. 1 STATE

•k enjoyed a wide social acceptance
ir and we've done a good selling
job for our advertisers,too!

• WINSTON-SALEM
• GREENSBORO
• HIGH POINT

All because we know how to program
...and have the enthusiasm and
interest to follow through in detail.
For complete data on WIOD,
call our Rep...

George P. Hollingbery Co.

(J) WINSTON-SALEM
THE JOURNAL-SENTINEL

(fy

STATIONS

NBC
AFFILIATE
R«pr«s«nt«d

HEADLEY-REED
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by

COMPANY

James M. LeGate, General Manager

5,000 WATTS • 610 KC •
SPONSOR

Only a
combination
of stations
can cover
VANNAH
OW

Georgia's
first
three
markets

• 1290 Kc

THE TRIO OFFERS
ADVERTISERS
AT ONE LOW COST:
• coverage
Concentrated
• Merchandising
assistance
• Listener loyalty
built by local
programming
• Dealer
loyalties
— in Georgia's
first three
markets

Represented, individually and as a group, by
TUB
si
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YOUR TV AUDIENCE
IS LIKE A BABY
YOU'VE GOT TO NURSE IT TO BUILD IT !
The time to build an audience is NOW . . . when viewing
habits are being formed. Just putting your show on the
air isn't enough! You've got to go after the audience . . .
build a habit . . . hold the habit.
LOOK HEAR — the TV column for program promotion —
offers you the most effective, yet inexpensive, audience
building plan available! LOOK HEAR appears regularly in the New York Daily News and New York Herald
Tribune and is ready to go into 17 additional key television markets.
And LOOK HEAR gives you the biggest PLUS ever
offered an advertiser — the "TV Critics Club." Over
1000 televiewers a week write to LOOK HEAR
reguesting membership in the Club. This loyal,
merchandisable group will grow and grow . . .
and provide you with spontaneous audience reactions to your shows. Club members receive
more complete news about programs — your programs — in the monthly "TV Critics Club News."
More viewers mean more buyers! Let LOOK HEAR
deliver its loyal following to your TV shows. It
offers you . . .
personal recommendation
program log page . . .

of your shows on the

"large space" attention at "small ad" cost . . .
valuable editorial sponsor identification . . .
and the giant "TV Critics Club" PLUS!
Week in . . . week out program promotion pays
when you can do it the low-cost LOOK HEAR way!

LOOK HEAR
Publisher:
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Maxine

145 E. 53rd Street • New
Cooper

•

Sales

by

MAXI

NE

COOP
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Hundreds of TV fans have joined the
TV CRITICS CLUB! You too should
belong so your TV views count. Send
your name and address to Look Hear,
143 E. 5^rd St., CARD
N. Y. 22.
pet a
MEMBERSHIP
. . .You'll
news about
TICKETS to telecasts, and a SUBSCRIPTION to the TV Critics Club
News" — all about TV stars and shows.
It's all FREE! Join today!
Wasn't Milton Berle terrific last
week! You'll see another laughcapade
tonight But first tune in —

TELEPIX Newsreel
WPIX, Ch 11, Sun-Fri. 7:15 pm and
Sign-Off: If you're in the thick of any
big local news event today, there's a
good chance you'll see yourself on
TELEPIX Newsreel tonight. It's the
pictorial review of the day's important
happenings. Remember to see TELEPIX
News
of
Con nightly.
Edison. It's another public service

York 22 • PLaza 9-1530

Representative:

Evan

Mandel
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Radio .

WOW-TV is a complete
television operation, first in
field — just as Radio Station
WOW has been for 26 years.
Staffed by 40 full-time employees
with four years of intensive
television training behind them —
and by 70 more AM-TV workers,
WOW-TV is operating 40 to 50 hours
a week. It is a basic NBC affiliate, with
a schedule of NBC and national spot
kineoscope, plus local commercial
programming which is growing every day.
WOW-TV locally produced telecasts have
included every big major event in the Omaha
Area in the past two months. Among them:
University of Nebraska Football games, direct
from Lincoln over a WOW-TV-owned microwave relay system (sponsored by General Electric
Dealers); the AK-SAR-BEN Rodeo; "Little
Series" baseball; professional football; wrestling; good dramatics; good variety; good musical
shows; locally produced film news and special events.
World

On October 7 there were 6,000-plus TV sets in use in the
WOW-TV service area (within 75 miles of
Omaha).
Sets in use are increasing at the rate of 400 a week.
WOW-TV has the MARKET, the
FACILITIES and the KNOWHOW to do any kind of television
production, at low cost to
the advertiser.
Let any John Blair man or
WOW salesman tell you the
complete WOW-TV story.
It pays to buy on a rising
market.

John

J. Gillin,

John

Blair

Jr., Pres.

& Co., & John

WOW-TV
OmflHfi, nEBRRSKA

CHANNEL
RADIO

STATION

& Gen'l.

Mgr.,

Blair

SIX
WOW,

Inc.

T-V, Inc., Representatives.

\\ ith radio-television-appliances, automotive and tobacco still leading,
network television business expanded more rapidly in September, from
August levels, than did national and regional selective and local retail

tv trends

TV. Jewelry continued to represent more than one-fourth of "selective"
volume, followed by beer and wine, tobacco, and food. Radio-TV-appliances maintained a strong lead in local retail TV, but automotive and
food also were important. The clothing classification on network TV is
growing steadily, and confectionery and soft drinks are coming back.

Based upon the number of programs ond
announcements placed by sponsors on TV
stations and indexed by Rorabaugh Report
on Television Advertising. Business placed
during average month June 1948-May 1949
is used
as base
in each
division
of report.

"TOTAL"

AND

TEN-CITY

JUNE JULY AUG SEPT OCT NOV

DEC JAN

Department stores' use of local video continue- small. Automotive is
expanding slightly in "selective."

BREAKDOWN

TRENDS
FEB

MAR

APR

MAY

CATEGORY

OF TV BY BUSINESS

JUNE JULY AUG SEPT OCT NOV DEC
17.2

NETWORK

o.o

Clothing
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767

12.1
31.7
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18.0
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257.8
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22.7
12.0

48

1.9

5.5

4.3
2.8
1.2

1.0
2.0
3.1

1.6
9.1

Gray area: total units of business
100°/o area:
average
12 months
IBIack
constant
base June '48-May '49
lof 10 cities, 15 stations
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21.0

0.5

4.9
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NATIONAL & REGIONAL SELECTIVE
3.6

3.1
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NATIONAL & REGIONAL SELECTIVE
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0.4
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1.2
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Personal Services
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I Continued from page 44)

On the Air September 22

along the lines of WEAS in relation to
the Negro audience. Aside from its
sports coverage and disk-jockey pro
grams, WEAS goes in heavily foi
public-service activities directed toward Negroes. The station currently

a new

is running contests among Negro college students, with suitable prizes
awarded to stimulate educational in-

TELEVISION

Serving North Carolina's
Rich Tri-City Market,
GREENSBORO

terests; planned programs of on-thejob training for Negro personnel:
daily Negro newscasts for a greater
dissemination of news among Negro
communities; planned activities seeking better equalization of economic
opportunity for Georgia Negroes.
What all this has meant to the station sales-wise can be seen in the advertising success stories of only a few
of the local sponsors using WEAS' Negro programs.
Hollywood Credit Clothiers doubled
its business after 90 days on- the station; Lincoln Cab Company felt il
necessary to increase its fleet of cabs
two months after starting on WEAS;
Royal Crown, after nine years on other Atlanta outlets, found greater results on the Rivers station; Speers
Jewelry and Black Brothers Jewelry
reported sales increases of over 50^/r
after using WEAS for less than 60
days; Mather Brothers furniture store
recorded the highest Negro sales in
its history following participations or
WEAS programs. All these concern?
are white-owned. The 65 local Atlanta
Negro-owned businesses which use the
station exclusively have reported comparable degrees of sales success.
There are a number of other similar stories of Southern stations pro
graming directly for Negroes to the
great benefit of the stations and the
advertisers using them. Space make?
detailing their individual stories prohibitive. And the successful attempt
to reach the Negro buying market if
not limited to stations below the
Mason-Dixon line. Large cities recognize the advantages of beaming
programs directly to colored folk.
Morris Novik recently bought New
York's WLIB and intends to program
specifically for Negroes. WWRL, also
in New York, has a high Negro share
of audience. WHAT in Philadelphia
started a Negro home-maker program
on 1 September, with four food accounts participating at the show's in24 OCTOBER
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STATION

WINSTON-SALEM
HIGH POINT

Now, for the first time, WFMY-TV
makes it possible to sell this rich area
as one market.
AFFILIATED

CBS

—

NBC
and

First

HARRINGTON,

—
in the

WITH

ABC

DAILY

Dumont

Sales
Representatives
RIGHTER
and
PARSONS,

New York City
270 Park Avenue
MU-8-1185
GREENSBORO

—

Carolinas with Live TV

Owned and operated by
THE
— and —
NEWS

STATEMENT OF OWNERSHIP, MANAGEMENT, CIRCULATION, ETC.
Required by the Aet of Congress of August 21.
1912. as amended by the Acts of March 3, 1933.
and July 2. 1946 (39 U.S.C. 233)
Of SPONSOR, published bi-weekly at Baltimore,
Maryland,
for October
1949.
The names and addresses of the publisher, editor
and business managers are:
Publisher:
Norman
R. Glenn, Scarsdale. N. Y.
Editor: Lawrence
M.
Hughes,
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L. I..
N. T.
Rusiness Manager: Bernard Piatt, New York.
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ask

John Huh; & Co.
about the

IIHK\S & IhllTh
STATIONS
IN
RICHMOND

11 MM
WCOD

AM
FM

First Stations of Virginia

WTIR-tv

ception. WSBC in Chicago, WJMR.
Detroit, WINX in Washington, WITH
in Baltimore, WJMO in Cleveland, and
WZIP in Cincinnati are other big-cit\
outlets with large Negro audiences.
News of general interest geared to
Negro participation started on Pittshurgh"s KQ\ a year ago, the program
presented by the Pittsburgh Courier.
the nation's leading colored newspaper.
Sponsored by three Negro business
firms and a brewery, the program, on
the air three times a week, draws its
audience from the Negro population

BOOMERANG!
I'm sorry I ever heard of KXOK. My life is miserable. You see, I bragged to
the boss about our program's low-cost-per-Hooper point on KXOK, like you
suggested, and he just grinned like a Cheshire and said: "That proves what
you can do when you really try. Now go into all our markets and get as good
ahowbuycanas Iyou
did ontheKXOK."
You and I know that's tough to do . . . but
convince
Boss?
On-The-Spot
Dear On-The-Spot:
Your Boss situation is going to be much worse. Wait till he finds out KXOK's
high its
Hooper
during
1949. isWhen
KXOK's
are balanced
with
share position
of audience,
the March,
combination
terrific.
You andrates
I know,
the base
hourly rate on Station "A" is 57% higher than KXOK's, and Station "B" has
a base rate 32% higher . . . yet they delivered only 15% and 2.4% more audience during March. Better not mention KXOK's powerful signal at 630 on
the dial, reaches 115 counties in six states, daytime, in mid- America.

KXOK,

St. Louis

630 on the dial
Basic ABC

5,000 Watts

A "John

Blair" station

A
FIRST IN THE

\ZMte4-

DAVENPORT, ROCK ISLAND, MOLINE, EAST MOLINE

AM

FM

47 Kw.

TV

103.7 Mc.

Basic Affiliate
of
the No. 1 Network

C.P. 22.9 Kw. viiuol
and aural, Channel 5

Col. B. J. Palmer, President
Ernest
Sanders,
Manager

V.

FREE

&

PETERS,

I O WA
INC.,

National

among his sponsors such varied accounts as foods, used cars, gasoline.
clothing, liquor stores, and furs.
More and more local advertisers are
learning that Negroes in their communities can be sold by radio when
local stations take the trouble to set

these programs are for him — that the
station they're on is his station. He
has the money to respond to the sales
messages leveled at him. And because
he has always felt discriminated
against, the verv fact that a station removes some of that feeling of discrimi-

NBC,

Monday through Sunday . . . morn
inn. afternoon, evenim; . . . WOC
Hooper Ratings average as much as
5.9 points higher than the national
averages for the same programs
the Btorj told bj the last FallWinter Quad-City and Comprehensive
Hooper Reports. Thus WOC gives
NBC Network and spot advertisers
bonus audiences in tins wealthy industrial area . proof of the listener-loyalty that makes WOC the Quad
Cities' FIRST
station.

D A VE N P O RT,

program, Adams racked up one response of 2800 tails in one dav. the
calls coming in from 57 telephone exi lianges in Los Angeles county. The
contest involved a mystery tune, and
the rewards were nothing more than
six $4 merchandise prizes. Adams, like
other Negro platter spinners, numbers

up colored programs with colored
talent and make a determined, intelligent effort to let the Negro know that

QUAD

5,000 W
14 20 Kc.

of 100,000 in Pittsburgh and the surrounding Allegheny county.
Joe Adams, on K.OWL in Santa
Monica. California, is typical of the
100-odd Negro disk jockeys who have
sprung up around the country in the
past year or so. Running a daily 15minute contest on his 90-minute
l 12:00-1:30 p.m. I seven-day s-a-week

Representor

nation by"talking" directly to him is
almost enough to guarantee that he
will spend his money on the products
and services advertised on that station.
It has worked and is working
wherever stations and advertisers on
the local level have realized that Negroes represent an important segment
of the bu\ing public. Whether national advertisers and networks will
come to that realization and do something about it is at the moment a moot
question. But at least local sponsors
are beginning to get their share of that
verj lucrative ten-billion-dollar Negro
market.
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PHILIP MORRIS
{Continued from page 27)
average only $86,000, compared with
$567,000 for the first seven. Subscriptions for nearly all the shares were
withdrawn. Philip Morris' shares
dropped sharply.
Despite the heavy orders of early
fall. 1945, profits had fallen when distributors and dealers turned back
cigarettes which went stale on their
shelves. Consumer demand for Philip
Morris was declining rapidly. Drastic
steps had to be taken — among them,
even more vigorous advertising.
Since introduction of the present
Philip Morris blend in 1933. Philip
Morris & Co. has been the largest advertiser, inproportion to sales, of any
of the Big Five companies. (As early
as 1936 it was spending $1,200,000.
or 6% of gross sales of $20,000,000.)
The emergency of late 1945 and early
1946 led to drastic economies. Advertising expenditures were cut from
the peak of $7,000,000 to $5,500,000.
But even then they held a close ratio.
And since then advertising expenditures have been pushed ahead even
more rapidly— to $8,500,000 in 1948

and to $10,500,000 in 1949. While
sales in the first half of the 1949 calendar year gained only 2'4 , in the June
quarter they started moving ahead a
brisk 25 % , from $50,600,000 to $63,400,000.
0. Parker McComas, former banker
who last year was named president
of Philip Morris & Co., summarized
for SPONSOR four reasons for the
sharp comeback of the last three years:
1. Better control of inventory, production, and distribution, to assure
quality and freshness;
2. An expanded and rejuvenated
sales force of 500 men;
3. Development of younger executives (among them Patrick H. Gorman,
advertising manager; Robert S. Larkin, promotion manager; Zenn Kaufman, merchandising director) ;
4. Aggressive advertising, chiefly
on the air, on the "no cigarette hangover" theme.
McComas

admitted

that

the

"no

hangover" theme is more than reminiscent of the "direct approach" of the
late George Washington Hill of American Tobacco ( who sold a lot of Luckies and other products on such themes
as "Reach for a Lucky instead of a
sweet" and "Nature in the raw is seldom mild"). Hill "knew how to sell
the millions," McComas said, with
some admiration.
About two-thirds, or $7,000,000, of
the $10,500,000 Philip Morris advertising expenditures for 1949, are in
broadcast advertising, and the balance
in newspapers, point-of-purchase and
other media.
To stockholders last May. Alfred
Lyon said:
"In order to reach the greatest possible audience in the most effective and
productive way we use both nighttime
and daytime radio programs. Entertainment value is of first importance
in attracting audiences. . .At the same
time, however, programs are planned

Leadership

if

Jf *

- IN

-

IN

IN PROGRAMMING
IN POPULARITY
IN UTAH

.

'^Cx^^uXamLa^^

An 8.4 Hooper rating at 8:15-8:30 in the morning (Mon.-Fri. average,
Salt Lake City, Utah
National Representative:

24 OCTOBER

John Blair & Co.

May-Sept. 1949). The show is "Call for Music" on WAPI, and
it's first in its period — by 42%. Emcee is Maury Farrell, major
league sportscaster. Now available — call Radio Sales.

1949
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to afford various opportunities for the
public. . .We believe this is of value
not only because it creates wide community interest but also because it
helps build good will and prestige. . .
"\\ c have used television advertising
for approximately one year (as of 25
\1a\ l and recently presented a fulltime television show. We believe that
television will develop into an important selling medium and are continuing our stud] to develop a full knowledge of its potentials. 'Johnny,' our
living trademark, is particularly welladapted to TV presentation."
The "no hangover" theme was suggested by the Biow Company, which
has handled the bulk of the company's
advertising since 1933. (Cecil &
Presbrey, of which Alfred E. Lyon,
Jr., is a vice-president, handles two
daytime
shows.)
The "no
hangover"
idea is based
in part
on the
hygroscopic or moisture-retaining agent
used in Philip Morris cigarettes.
Where other cigarettes use glycerin,
PM uses diethylene glycol. The company has paid

Minister Without Portfolio
Travels Light
He — and members of his staff — get around. They're
looking for the low-down on what's going on. He says,
"The only reason I have the listening audience I have is
because over a period of years I have told the public the
truth and they have known that I was telling them the
truth, and subsequent events have proven that I was doing so . . ."
He's a minister without portfolio, serving his loyal audience with alert and acute analyses of "the top of the news

for tests

on

rabbits'

FOR
KIN'
O
O
L
IN METHING
SO
• .«. Kentucky*

OGLE (Ky.)?

If you're P^JSXSglelKy.)
e8t a
and eyeing tow^
__ then Mister, *
Slale'e

lhe
Censusred Specialist.don £U"e^
Matte
a9llgmatiemtovvns
o
^ ^
WAVE
focuses^^y^
curve!
e fates
Louisville
Tram
eyefulof tug
P^^Xni"J"*1?^
27-county
Buying ln-

as it looks from here."
Currently sponsored on more than 300 stations, his broadcast— the Fulton Lewis, Jr. program — is the original
news co-op. It offers local advertisers network prestige
at local time cost, with pro-rated talent cost.
Since there are more than 500 MBS stations, there nunbe an opening in your city. If you want a ready-made
audience for a client (or yourself), investigate now. Check
your Mutual outlet — or the Co-operative Program
Department, Mutual Broadcasting System. 1440
Broadway, NYC
II! (or Tribune Tower. Chicago, 11).
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eyes, which showed not only that diethylene glycol was less irritating than
glycerin but was less irritating than no
hygroscopic agent at all.
Philip Morris has done a lot of promotion to doctors about all this. Camel
has replied that it has more doctor
smokers than any other brand, and
Old Gold advertises "a treat instead
of a treatment."
McComas admits that some people
and organizations have kicked about
the "no hangover" theme, but he believes the "results have warranted it."
Some people also have kicked about
the Horace Heidt Original Youth Opportunity Program, because they
claim that Heidt has done more than
anyone else to start young people
smoking. (Which may be just what
Philip Morris wants!)
The thinking behind every Philip
Morris advertising campaign — and the
company has had nearly 40 radio
programs alone in the last 16 years —
has been to reach the largest possible

Both the Ralph Edwards' This Is
Your Life and the Horace Heidt youth
programs emphasize the "opportunity"
angle. Philip Morris calls the Edwards' show "a giveaway with a purpose." The Edwards' staff digs into
the past of some unimportant or important person, brings together friends
and relatives who haven't seen each
other for years, keeps the subject in
the dark about it all until show time —

in Dollar Value

and then winds up with a "Philip
Morris future," which might include
money for education, or a vacation,
or equipment for a shop.
Heidt and his orchestra travel 50,000
miles a year, making one-night stands
in towns ranging in size from Zanesville, Ohio, to Chicago. Talent discovered en route is used on the weekly
broadcasts from whatever big town
Heidt may be in on Sunday nights.
Usually there are five contestants.
Weekly winners are chosen by measurement of audience applause. They
receive $250. At the end of each 13week cycle, winning contestants of
that period enter quarter-finals for a
prize of $750. The grand finals bring

mass audience. "No program is segmentized" to appeal just to a particular group, McComas explained.
The company two years ago pio- a prize of $5,000 and a gold chamneered among cigarette manufacturers
pionship belt.
The Heidt shows may attract 5,000
in five-a-week daytime radio shows.
Obviously, these shows are heard pri- or 10,000 people, and the quarterfinals at the Hollywood Bowl drew
marily by women, but the company
points out that women do the bulk of 18,000.
the family purchasing. It's worthwhile to remind them to buy Philip
Morris by the carton when they visit
grocery stores and super markets. (A
lot of them are concerned about "hangovers," too.) Recently, Philip Morris
dropped its sponsorship of Against the
Storm and Queen for a Day, on Mutual, for Ladies Be Seated and One
Mans Opinion, 25-minute and fiveminute daytime shows on ABC.

SERVICE

Directory Rates

Producers of television and radio package shows. Representing
talent
of distinction.
York

Crime Photographer, a half-hour
mystery drama on CBS, has been sponsored by Philip Morris since 4 August,
after it was dropped by Toni.

DIRECTORY

V. S. BECKER
PRODUCTIONS

562-5th Ave., New

Along the way, Heidt and "Johnny"
try to get retailers to sell more Philip
Morris cigarettes.
Except for summer hiatuses, Heidt
has been promoting Philip Morris
since November 1947 and Edwards
since November 1948.

Luxemberg

on request
Represented

2-1040

FORJOE

&

By

CO.,

INC.

T. B. Baker, Jr., General

Manager

\

■:WrK*D'A6
R. T

24 OCTOBER

1949

S

•

Nf'

Allen Flint's Candid Camera interview show was taken over on CBS-TN
12 September, replacing Tex and Jinx.
Ruthie on the Telephone, Goodman
\< e's new

six-a-week, five-minute

nightly "comic strip" on CBS-TV, al
ready has been changed from gag to
situation comedy. It features a husband-hunting, not-so-bright blondi
and handsome screen star, Philip Reed
Philip Morris admits that the audi
ence ratings of all its radio and TV

r

FROM

C.K.A.C.

LAND

What time is
newstime? For
hundreds of
t h o u sa n d s of
radio listeners
in Quebec,
newstime is
6:45-7 P.M.
each day. That's when Albert Duquesne comes on the air for Molson's Brewery, as he has been doing since 1938. In each of the 66
counties of Quebec, nearly everyone listens to Duquesne on CKAC.
Like most other sponsors, Molson's has selected CKAC because
CKAC reaches 78 out of 100 families in this billion dollar market
. . . dominates in 37 counties with
coverage ranging from 69% to
full saturation.
It's no wonder that CKAC gets results— and at a very modest cost
per listener.

programs "probably don't add up to
Benin's."' for Luck) Strike. But the
costs are lower, and the company ipleased with its sponsor identifications
— hammered home by "Johnny" an(
"no cigarette hangover."
If these don't work out, Philip
Morris will change. The company
has been willing to experiment with ;•
lot of different types of shows — musicals, quizzes, talent shows, revues,
comedies, dramas, and melodramas —
since 17 April, 1933, when it first
hired Ferde Grofe to put on a quarterhour, three-a-week musical on NBC.
I In September 1933 PM radio an
nouncers were telling listeners to "pla\
safe with Philip Morris."
Leo Reisman's half-hour musical
program on NBC lasted four years
through 1937. The company paid for
// Pays to Be Ignorant for two years,
through January 1946. But Swingo.
a half-hour musical, was sponsored
only the month of May 1940; Crime
Doctor, a half-hour mystery, only the
month of August 1940, both on CBS,
and Music You'll Remember was strictly a one-timer on NBC last November.
"We've made a lot of mistakes." McComas said, "but we come up fighting.
In whatever we do, we try to be flexible— and always aggressive."

CALESBURC
CBS

Outlet
Key

In Montreal

Station

TRANS-QUEBEC

radio group

MONTREAL
on the dial • 10

kilowatts

Representatives!
Adam

J. Young

Jr. - New
William

York,

Wright

TECHNIQUE

[Continued from page 23 t

of the

CKAC
730

***

Chicago
- Toronto

project under the guidance of WGIL's
program head Larry Edwards.
But time and facilities cost money,
and Center leaders agreed that the
show could be commercially sponsored
with their blessing if a suitable sponsor could be interested. Galesburg, in
north-central Illinois, is the middle of
a rich agricultural district. In addition to two high schools, Knox College
and a branch of the LIniversity of Illinois make the community an educational center. Seventy per cent of the
community's private homes are owned
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by their occupants . . . these and other
items were in Bert Kieffer's mind as
he sized up the prospects for building
profitable business from a new prepage department for boys and girls.
When Frudeger asked him to consider sponsoring Teen Town Talent.
Kieffer talked it over with ad-manager
Paul Gibberdiel. It looked like a natural. But would it boomerang? Talk —
the word of mouth treatment that can
make or break a show, an automobile,
or a clothing store — would be the key
element in success or failure. What
would people say, how would they react? How would the youngsters themselves react to the promotion — would
they take it seriously?
Time was another important factor.
Two years is not too long to spend
building a new department from
scratch. While Stern and Field had
always carried sportswear and some
teenage items, building up the necessary stock for a fast-moving boys and
girls line involved numerous problems.
not the least of which is money. Few
shops in a city the size of Galesburg
can afford the space, time, or money
to take the plunge. Could Stern and
Field afford the time to nurse a program along until it's advertising force
began to pay off?
Kieffer decided to underwrite a halfdozen broadcasts before school was out

The

strongly emphasizes the style and fashion angle.
September found the WGIL air
splashed with announcements about
the new show and its sponsor. Announcements blossomed in newspaper
and window card promotions ( which
have been used continuously since).

Sports clothing was a minor alsoran in sales before T-T-T took over.
Now it leads all others in sales for the

Members of the Center (a "dry night
club") send post cards to parents of
all members announcing each new
show and names of performers.
Guest

credits the program directly, for example, with selling 100 dozen plaid

^

1949

shirts; 25 dozen each of men's and
lady's Levis; 150 sports jackets.

\

^

T

REPRESENTED

BY

"Ke lo auVI „

'*?■

We should

'h»« of our cl;e„T?""e,"s <>'*>, ."

It's an open secret — despite some station managers who never seem to have
met it face to face — that the most successful local station is most likely the
one that has identified itself closely
with community needs. WGIL belongs
to Galesburg and its environs, and

24 OCTOBER

approximately two months since the
Center youngsters went to work for
Stern and Field. Square dance styles
were introduced from zero. Frudeger

Oklahoma City's Only J 50,000 Watt Station

last Spring and try to get the "feel"
of the advertising pressure. The impact was instantaneous. WGIL is the
only station in Galesburg. Numerous
stations from all around - - Chicago,
Peoria, St. Louis, Des Moines, etc. —
come in to compete for Galesburg ears.

Frudeger wasn't worried about a following for Teen Town Talent. And
Kieffer discovered he had no worries
about building an enthusiastic new
following for Stern and Field. He
signed to start regular sponsorship
early in September.
The format of the program was variety with a little news of the local
high schools and schools in neighboring towns. The three commercials allotted the store in the half hour were
simple, fairly short, direct selling for
specific items. About 10rv of the time
was allotted to institutional buildup.

stars from neighboring towns appear
regularly. This promotional angle is
not neglected.

direct selling copy, however,

;°'R*ST *«'ng OKlAHOMA
C«*CK
KOMA

i-'

-

Outlet for the Columbia

Broadcasting

System

I lie show itseU manages to be one
long Stem and Field commercial by
the nature of the format. Tin- kid- and
tlicii talenl are the attraction. They
appear on the show dressed in a \ariet\
dl items that come from nowhere else
but S. & F. The m.e. tells listening
teenagers — and others, for teenagers
seldom listen alone al night— just what
eaeh boy and girl participant is wearin- a- the) eome to the microphone.
"The girls jusl pul their new jackets
on the rack over there ... a MacGreagoi triple threat green; a cotton gabar-

dine sport jacket with a mouton collar
. . . realK snap])) . . . girls wearing
long sleeved gaucho shirts . . . lady

that Stern and Field is "their shop,"
and the feeling has a tendency to become infectious. The store decided to

Levis . . . ver\ cute." Don't think the
listening youngsters would want to

introduce "Skipper Blue" four-patch
pocket >uits as dress wear for young
men. Right off, thirty style-conscious
young men walked in and bought suits
as a result of the program announcements. From word of mouth reports,
however, Kieffer is aware of the terrific

miss out on what a single "star" is
wearing. Jules Rubenstein, head of
Teen-timers, Inc., Newr York, capitalized on the same kind of interest in
his famous Teentimers (Jul) show on
NBC and MBS in promoting Teentimer

OHriginals.
Just as 7-7-7' is their show. ^ outh
Center youngsters alread\ are feeling

influence of the program itself in building up the feeling of fashion-consciousness with the youngsters. And thev
love it.
Customers have driven in from as
far as 45 and 60 miles away to buv
items publicized on the show, although
30 miles is the usual radius of the program's influence. Even in the short
time the show has been selling for
Stern and Field the increase in overall
store traffic and its prestige in Galesburg and surrounding towns, says
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Kieffer, "is so great that specific sales
effect is immeasurable in dollars."
A study last year bv the Gilbert
Youth Survey Organization for NBC
gave more definite research evidence
for what Kieffer has long been sure
of, that brand consciousness tends to
weaken as \outh grows older. Firmlv
established buying habits are so much
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^

more easily maintained and capitalized
on than the weakly conditioned habits
of an older prospect. This is another
reason for addressing an advertising
program to high and prep school ages.
In this same connection the Gilbert
study, made in Chicago, Pittsburgh,
Philadelphia, and New York, revealed
a strong correlation between program
loyalty and brand preference of the advertised product. Although the study
in question did not check on clothing
attitudes, there is no reason to believe
that clothing would be an exception.
While Stern and Field has not attempted to survey the question, it is
Mr. Kieffer's belief, from his intimate
knowledge of the town, that a considerable portion of the youngsters augment their spending power with parttime and some full-time work. This
would agree with the Gilbert findings
that between the ages of 13-15, the
youngsters have about $4.00 a week
to spend, and up to $25 between 18-19
years. These figures, of course, represent averages only, but they emphasize what is too often forgotten, that
nationally teenagers spend somewhere
between eight and ten billion dollars
annually, about six billion of which is
spent by urban youth.
Stern and Field, in deciding to go
after a part of the market usually treated very casually, pinned its faith to
the intimate, personal touch of youth
to youth that radio makes possible.
Kieffer wrote warmly, "I intend to
hold sponsorship of this program as
long as our doors are open and there's
a Youth Center in Galesburg." But
that isn't all.
Stern and Field's amazing experience
with radio has already led Kieffer to
start an announcement campaign in
support of the "Radio Special of the
Week." This promotion produced within two weeks another instantaneous upsurge in store traffic. Each clerk concludes each interchange with a customer with the question, "Have you seen
this week's radio special?" and directs
him to where it is displayed.
Teen Town Talent costs the store
$75 a week. This covers time and announcer's fee. Talent, of course, isn't
an expense in this instance. Including
the new traffic-builder spot campaign.
Stern and Field spends about one-third
its total ad-budget for radio. This percentage will be increased as other programs are developed to promote new
merchandising plans now in the works.
• • •
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NEED MORE
COVERAGE?

Then you need KFYR, whose

signal comes

in loud

and clear in a larger area than any other station

KFYR

in the U S. A. And

550

conductivity. 24 years

of listener loyalty, too.

Ask any John Blair man

to prove it.

KC

NBC

5000

choice frequency

that isn't all! KFYR

enjoys a

of 550 kilocycles, is located in

the center of an area noted for excellent ground
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SPEAKS^

\t this lime, when many stations are
not making monev. a lot of broadcaster- have felt that the results to be
gained from Stud) No. 2 I based on
their experience with Stud\ No. 1 I
would not be worth the cost ■ — and
might onl) add to the confusion.
On the positive side, however, are
the facts that
1. Most large advertisers and agenled b)to the
ANA and Four A's,
want cies,
BMB
continue.
2. Manv of them now use BMB
data, and more of them probahlv will
do so with Stud) No. 2.

BMB

Must

Co On

On the surface, there ina\ seem to
be more reasons for scrapping Broadeast Measurement Bureau than for Irving to continue it.

BMB's 1940 report, covering onl)
once-a-vveek listening, gave a distorted
picture which damaged main stations.
The 1949 report, to be issued in a feu
weeks, will partly overcome this objection. Listening will be broken down
into one and two days, three-to-five
davs. and six and seven days a week.
But even this may not be adequate.
And the data, on publication, will be
eight months old.
The 1946 report was not accompanied by a time-buyers' manual to help
agencies use its data more effectively,
and BMB has not announced whether
this omission will be overcome.

3. Today, when broadcasters must
meet increasing competition, not merelv from newspapers and magazines, but
from hundreds of new radio stations
and scores of new television stations.
the) must go out selling armed with
all possible fails.
4. Whatever the shortcomings of
BMB "data." advertisers and agencies
at least have confidence in the tripartite policies under which they have
been obtained. It could be a solid basis
on which to grow.
Addressing the eastern meeting of
the Four A's in New York this month.
Melvin Brorby of Needham, Louis &
Brorby. Chicago agency, and a BMB
director, warned that NAB directors
might decide at a meeting on 14 November to scrap BMB.
He urged NAB to wait at least until
the report on the 1949 study reaches
advertisers and agencies.

And he suggested that then a committee of broadcasters, advertisers and
agencies be appointed "to restudv the
current facts on BMB and make a recommendation about its future.''
Melvin Brorby echoed the opinions
of a lot of advertising buyers when he
said that, from such a study, "a BMB
could emerge that would give us annual reports of increasing value, without interfering with . . . private research
nor with "the
efforts of
allorganizations.""
sincere broadcasters
who
seek to deliver an honest value."
Such a project would merit the support of more than the 600 stations now
supporting BMB.
Radio and TV Week
Radio is growing bigger (and so is
l\ i with the help of an annual event
that gains impact with each year.
Throughout the I . S. hundreds of
\M. FM. and TV stations will commemorate Radio and Television Week
(October 30 through November 5)
with a barrage of programs and announcements. More than 500 newspapers will participate with ads furnished
b) the RM\andNAB.
Hard hitting teamplay. led by Westinghouse Radio Stations' W. B. McGill. is reponsible for making this a
big promotion. And the end result is
more sets . . . and more potent air mediums.
Every air advertiser is benefitted by
Radio and Television Week.

Applause
Sell Selective
Any broadcasters who fear they've
reached the limit of their business
sources might write to the National Association ofRadio Station Representatives, 101 Park Ave.. New York 17.
for a i o|iv of Krank lleadlev's recent
remarks at Birmingham.
President of N\I{SI! and of Headlev Reed Company, Mr. Headle) told
Alabama Broadcasters Association
that, ot 15,000 national and regional
advertisers, only 228 are now on networks and onl) 1,000 national adver62

tisers are now using spot or selective
broadcasting.

is smooth sailing. They use it to build

But equallv important with getting
more advertisers into selective broad-

up weak territories and haven't gotten
around to using it in the strong one-.
If broadcasters employed "the fines!
kind of research, documentation of

casting, he said, is getting present advertisers to make better use of it :

successes, the highest calibre of per-

"Too manv have tried it badly, without proper knowledge of program,

sonal selling
promotion.""
Mr.
Headlev
said,and
suchsales
selective
broadcasting case histories as Bulova watches,

commercial copy, and station choice.
And too many arc using it in a

Skippv peanut butter. I. a Rosa macaroni, and of soap, oil and beer companies could be multiplied.
For manv stations, one factor would

"piddling fashion. . . . They build up
good availabilities, and give them up.
They use broadcast advertising in
emergencies, and forget it when there

be to "make

that national spot rate

more attractive to the advertiser.'"
SPONSOR
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Kansas City, Missouri
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Jsumt the Meant atf ftnt&Uccv

KMBC-KFRM
SERVES 3,970,100*
AREARADIORESIDENTS
OVER A MILLION
FAMILIES IN
Satisfied Sponsors Are Renewing
"The KMBC-KFRM

Team"

Features

Best proof of any broadcaster's effectiveness in
the market served is renewal of contracts by sponsors who are pleased with the results of their
program.
The KMBC-KFRM Team,
serving Kansas City's vast
Primary Trade area, has had
numerous renewals by satisfied sponsors since KFRM
went on the air December 7,
1947. Among these enthusiastic users of "The Team"
are advertisers that sponsor
several types of programs.
Farm Director Phil Evans
presents the Grain, Produce
and Poultry markets each
week-day at 12:50 p.m., sponsored by Peppard Seed Company. Peppard has again renewed this important daily
trade area program, this
time for another year!
Western Mercantile Company recently renewed for a
second year their Livestock
Marketcasts with Bob Riley.
Of vital importance to growers, feeders and all involved
in livestock marketing, these
Marketcasts are presented
each week-day at 12:30 p. m.
direct from the Kansas City
Stockyards.
Brush Creek Follies, the
Heart of America's biggest
radio-stage hit, on the air for
an hour and a quarter every
Saturday night on KMBC
(Sunday afternoons on KFRM) is a sell-out to advertisers and to the thousands
who attend the show every
Saturday night ! Summer
sponsors of The Follies included Franklin Ice Cream
Company, Richmade Margarine and Rodeo Meat products. Newcomers to Brush
Creek Follies are Spear Brand
Feeds and Butter Nut Cof-

fee, who snapped up the two
remaining quarter hours of
this great hit show!
General Electric Radio
Dealers will again sponsor
Sam Molen's play-by-play description of eleven "Big 7"
Highlight Football games on
The KMBC-KFRM Team this
fall.
With The KMBC-KFRM
Team's complete, economical
and effective coverage of the
vast Kansas City Primary
Trade area, plus top listener
preference, and with satisfied sponsors renewing
"Team" features, it's no wonder we're proud of the fact
that The Team's audience in
Kansas City's Primary Trade
area is outstandingly first!

"TEAM"

PRIMARY

COVERAGE

AREA

In serving Kansas City's vast Primary Trade
territory, The KMBC-KFRM Team provides a
clear, strong signal to over Four Million potential

listeners! Latest population
figures reveal 3,970,100 *
people living within the primary (half-millivolt) coverage area of The Team. An
estimated Quarter- Million
people
outsidecanthealso
half-millivot area
hear
KMBC or KFRM clearly!
The KMBC-KFRM Team
transmitting stations were
specially designed to provide radio service throughout Kansas City's Primary
Trade area, including western Missouri, all of Kansas,
and portions of the adjoining states of Oklahoma,
Texas, Colorado, Nebraska
and Iowa.
These same population
figures show that there are
1,159,740 * radio families
within the Team's half-millivolt coverage area, living
in 202 counties in the states
named above.
Sales Management,

Survey of

In providing radio service
direct from Kansas City,
The Team reaches the
$4,739,317,000 area market,
which for years has regarded Kansas City as its
trade capital. This much
needed radio broadcasting
service provided by "The
Team" includes livestock
and grain reports, plus
other informational farm
features, newscasts,
women's programs, also
weather broadcasts, as well
as outstanding educational
and entertainment features.
As an advertiser
interested
in this rich you're
agricultural Heart of America.
To get the most effective,
complete and economical
coverage, plus top listener
affection, choose The
KMBC-KFRM Team!

Buying Power,

1949.

Primary coverage (0.5 mv/m) of The KMBC-KFRM Team is shown m white on
this map. Note the land area covered, in relationship to the rest of the United
States, plus the complete coverage of the rich Heart of America agricultural area.

^JENTLEMEN, here's a buxom beauty worth cultivating!
Popular?
A 1948 diary study showed that listeners
prefer her 94.7% of the time over 43 rivals mentioned.
Influential?
She reigns supreme over the world's
richest agricultural area — 308 counties in Minnesota,
the Dakotas, Nebraska and Iowa —

accounting for

nearly $3-billion in net farm income last year.

Ask

for an introduction through one of her admirers
shown here. One

date with BIG AGGIE

will

make you mad for matrimony.
derwood,
-Detroit

Too bashful to be photosraphed,

these stalwarts are

nevertheless ardent admirers of BIG AGGIE.

Let them give

you the lowdown.
Richard B. Stark, Katz— New
William
Walter
Stanley J. Reulman
Katz — Los Angeles

W.

York

Joyce, Katz — Chicago

E. Nilson,

Katz — Chicago

Robert Sa Ik, Katz — Chicago

Fred M. Bell
Katz— Atlanta

Donald C. Staley
Katz— San Francisco

Harry M. Harkins
Katz— Atlanta
William

S. Wright

Katz
Roy— Chicago
Miller
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$8.00 a Year

How do you get them to look and listen
in Virginia's greatest market?
They look via WTVR, Virginia's only television station.
They look so enthusiastically that
although WTVR

must work alone in stimulating set sales,

already one in about every ten homes
in the Richmond area is TV equipped.
They listen via WMBG

(AM) and WCOD

And they've been listening to WMBG

(FM).

first since 1 926.

These constitute Havens & Martin Stations,
the only complete broadcasting institution in Virginia,
the NBC

outlets (both sight and sound) for this huge market.

These First Stations of Virginia stop sales problems
in the Old Dominion. Try them and see.

WMBG am
WTVRrv
WCOD™

St/i'-*/ r£7fa/wm

^^fyjtatsnta

Havens and Martin Stations, Richmond 20, Va.
John Blair & Company, Notional Representatives
Affiliates of National Broadcasting Company
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WJZ-TV
cuts
its schedule

WJZ-TV, key ABC station in New York, has met mounting costs problem
by cutting eight hours from weekly program schedule. Monday schedule
now doesn't start until 8:30 and Tuesday until 9 p.m. . .But TV is
Goodyear premiered, on ABC-TV 6 November
adding business, too.
Ford
(through Young & Rubicam) , half-hour "Paul Whiteman Revue."
Dealers will sponsor hour-long Tuesday night Kay Kyser musical show
Over 16 stations, mainly
over CBS-TV (through J. Walter Thompson).
Ford dealers are presenting weekly half-hour film highin Midwest,
lights of Big Ten football games.
-SR-

Sanctions are urged
on "outlaw" Cuban,

Mexican stations

NAB's Fourth District, meeting at Pinehurst , N. C, recently, passed
resolutions asking U.S. Government to request Cuban and Mexican governments to order their licensees to "return immediately to frequency, power and directional assignments" of North American Regional
Failing that, the district would have U.S.
Broadcasting Agreement.
eliminate protection by our stations to theirs; rearrange Cuban cane
sugar quotas; restrict passports against these countries, and withdraw currency support to them. . .Third District has takensimilar
action
-SR-

Transit Radio adds
128 new sponsors

In eight recent weeks Transit Radio has added 128 sponsors, bringing
total of music-as-you-ride advertisers in buses and trolley cars to
Newcomers include Swift Packing, Ford Dealers, Musterole, Bond
393.
TR now operates in
stores, Ipana toothpaste, Miles Laboratories.
Baltimore, Cincinnati, Covington, Ky. , Des Moines, Houston, Huntington, W. Va., Jacksonville, Kansas City, Mo., St. Louis, Tacoma,
Washington, Wilkes-Barre and Worcester.
-SR-

SPONSOR

Appointments

Effective 1 November, Norman Knight joined SPONSOR as vice-president in
charge of advertising; Ellen Davis as managing editor.
Mr. Knight was Eastern stations relation manager of Mutual Broadcasting System prior to his
appointment.
Earlier he served in various radio station capacities culminating in the general management of the West Virginia Radio Corporation.
He
will headquarter in New York.
Miss Davis has had long experience in broadcast advertising. For a number of years she was associate editor of the
VARIETY RADIO DIRECTORY, and more recently promotion director of VARIETY.
During the war she was director of public relations for the USO in Hawaii.
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Muzak promotes
new Fox film

RE POR TS. .. SPONSOR

R

20th Century-Fox enlists network of Muzak wired-music outlets in
restaurants and hotels in U.S., Canada and Mexico to promote its
movie, "Oh, You Beautiful Doll," starring June Haver. Muzak dinner
music will fill ears of 16,000,000 with music from film. Newspaper
ads and table tents will tie in. Muzak in stores, beauty salons and
Grand Central Station will be full of it too.
-SR-

Skippy and Lever
starr net shows

Skippy peanut butter has bought 10:30-11 Thursday night spot on CBS,
starting 1 December (through Y&R) for "Skippy Hollywood Theater."
Top British stars will appear in transcribed original dramas. . .
Lever Bros, (through Ruthrauff & Ryan) has begun to sponsor last half
of ABC's five-a-week "Breakfast in Hollywood" over 30-station
Canadian Dominion network.
-SR-

Beville counts
2,500,000 TV sets

NBC's research director, Hugh Beville, estimates 2,565,000 TV sets
in operation end of September, against 2,310,000 end of August. Of
total sets in 48 markets now covered by TV, New York area now has
31%. Year ago NY had 46% of all.
-SR-

Meek replaces old
radios with new

KCBS

seeks KSFO's
50,000 watter

Color TV hearings
will be extended

To "enhance customer-dealer relations," John Meek Industries introduces plan under which owners of small Meek radios needing repairs
may replace them at dealers with new ones. Dealers simply return
receivers to Meek plant at Plymouth, Ind. , where they are reconditioned for resale.
-SRKCBS and KSF0, San Francisco, have filed joint application with FCC
for KCBS to build new 50,000-watt transmitter on its 740 kc. frequency. Instead of constructing proposed 50,000-watt station, KSF0
would continue on present frequency and power, and concentrate on
developing its TV station, KPIX.
-SRAfter five weeks of listening to color TV claims of CBS and RCA, FCC
announced that hearings and testimony would go into February. FCC
rejected RCA petition for two-month delay in demonstrations and will
start them November 14. FCC now plans to view system of Color Television, Inc., of San Francisco in Washington February 6. . . .Reports
on FCC color TV hearings and on National Radio and TV Week will
feature RMA's fall conference in New York, 14-16 November.
-SR-

Ford sponsors
UN telecasts

Ford Motor Company (through Kenyon & Eckhardt ) starts 7 November to
sponsor 15 hours weekly coverage of United Nations meetings, over
CBS-TV, from Lake Success, N. Y. Maximum of 21 stations will carry
telecasts Monday through Friday from 11 a.m. to 1 p.m. and from 3:00
to 4:00 p.m. Commercial will be limited to announcement that this is
public service program of Ford.
-please turn to page 34—
SPONSOR
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"Ladeez and centlemun-

meet WDAY

NATIONAL
HOOPER

the

^jj
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CHAMP/"

Y.

ESSIR! WDAY had the greatest Share-ofAudience Hooperatings — Morning, Afternoon and
Night — among all stations in the country for the
five-month period, Dec. '48-Apr. '49!
WDAY
Weekday Mornings
(Mon. thru Fri.)
Weekday Afternoons
( Mon. thru Fri.)
Evenings
(Sun. thru Sat.)

66.2%
66.1%
67.5%

"B"
16.8%
11.4%
14.1%

7.7%
"C"

4.2%

"D"

11.9%

3.7%

9.2%

7.2%

Amazing, you bet, but once you see the facts about
our rural superiority, you'll agree that WDAY is
even more fabulous! Our new booklet gives figures for four typical mail-pull campaigns, together
with revealing cost comparisons and statements
by sponsors. It gives you down-to-earth proof of
WDAY's rural coverage.
Write to us, or ask Free & Peters, for this new
booklet! It explains why WDAY is one of the great
radio buys of the nation!
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Chevrolet
tackles TV

Biggest
automotive
advertiser
telecasts
half-dozen widely different programs

a

NDEPENDENT
IN

WORCESTER,

IN COMPETITION

M iimW %*&
Vw*

MASS.!

WITH

ALL NETWORK

TO MAKE A TIME-BUYER 'S DREAM
THAT GIVES YOU

STATIONS

COMBINATION

PW DOLLAR!
Share of Audience METROPOLITAN
TIME
MORNING
PERIODS
AFTERNOON
PERIODS
EVENING
PERIODS

Iurvey
CONLAN

BASIC
CALLS

6,197
10,916
7,837

24'950
RADIO

WNEB

Station A

32.1
36.4
32.4

10.1

33.8

10.9

DISTRICT, Worcester, Mass.
Station B

Station C

OTHERS

19.5
13.7

12.0

13.3

10.3

14.7

32.4
29.4

5.9

33.8

8.5
10.2

31.9

8.7

August 21-27, 1949

REPORT

Sure, we carry baseball, and it has helped What's more, this survey shows that WNEB
to build our station. But our over-all leader- is in first place in 36 of the 58 quarter-hour
ship comes from over-all acceptance since periods

8:00

A.M.-10:30

P.M.,

Monday

baseball represents only about 18%
of thru Friday. Call in a station representathe time periods covered by this survey. tive and see the complete report.

WORCESTER
-»^"«-

MASSACHUSETTS
NEW ENGLAND'S LEADING INDEPENDENT IN NEW ENGLAND'S THIRD LARGEST MARKET
Represented by: Adam J. Young, Jr., Inc. and Kettell-Carter, Inc.

tackle

40 West 52nd
North Carolina's metropol-

itan market and you're on fertile fishin'
ground.
Raleigh and Durham "waters" are a paradise
for advertisers fishin' the WNAO
channels.
WNAO

and WDUK,

and WDUK

in combination, are a pair

of "hot hooks" — sharpened with a discount . . .
and brother, they're bitin'!

Avery-Knodel, our "reps", will gladly show you
a chart.

you'll do better with the
same line ... and 2 hooks!

MORE NEGRO "FIRSTS"
I read with great interest your twopart article on the Negro market . . .
you mentioned a number of stations
who have recognized the importance
of this market, and you included one
Washington station. I am afraid, however, you have neglected us. WWDC,
Washington's leading independent,
beams most of its programs to the general population, but has for many
years aimed specific programs at the
29' ! local Negro population.
Our 1450 Club, although conducted
by a white announcer. Jack Lowe, has
for years outranked all network shows
in popularity. ... A survey made in
January. 1948. by a competing station
found the white audience voted for
more than 100 assorted programs, but
the Negro audience was virtually
unanimous in selecting the 1450 Club
as their favorite. . . .
Approximately six months ago we
hired Jon Massey, a talented young
Negro announcer . . . currently heard
twice daily. ... He started with one
sponsor and now has eight.
WWDC was the first Washington
station, probably one of the first in the
nation, to employ a Negro commentator . . . Dr. Rayford W. Logan, of the
History Department of Howard University. .. .
Our famous amateur program,
which has consistently had the highest
Hooper in town on Sundays at 12:30
for better than six years, features both
white and Negro talent. Our Scholastic Sports Association program originalh started out with representatives
of white high schools, but these boys,
by their own voluntary action, invited
Negro high schoolers to participate —
quite a remarkable gesture in this city
where schools are segregated. . . .
Our reasons behind this programming are. frankly, commercial, but it
has its soul satisfying awards. Last
year WWDC was cited by the National
Conference of Christians and Jews

ft

<&/'
^_^
NORTH
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LARGEST

ft
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ONE
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iW
RATE
ONE
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NET\
E
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METROPOLITAN

MARKET

"for outstanding contributions during
the past \ear to mutual understanding
and respect among people of diverse
backgrounds through the powerful
medium of radio."
Ben Strouse
General Manager
Radio Station WW' DC
Washington

SPONSOR

We

read your series of articles

titled "The Forgotten 15,000,000."
However, in Part II . . . there were
some references to the Negro listening
audience of WUSN and their "ATrain" program. The article quoted
an independent survey which showed
a greater Negro preference for WUSN,
and this may well be the case since we
have conducted no "independent" survey to prove otherwise. We would
like to point out a few salient facts for
consideration, however.
WPAL was the first station in the
Charleston area to employ a Negro
disc jockey — on the first all-Negro
show ever to hit Charleston. . . . This

it's easy.

IF YOU
KNOW HOW!

program has nothing but Negro sponsors; no others are allowed . . . conducts each Saturday the "Colored
Youth Review," featuring talented
Negro boys and girls . . . has presented each Sunday the "YMCA Hour. . ."
. . . presents daily a recorded music
show designed strictly for the Negro
listeners, called "Blues 'n' Boogie" . . .
acts as Public Relations Counsel to the
Negro YMCA Sporting Club in the
presentation of various special events
. . . has over 15 Negro quartets, gospel singers and church groups broadcasting regularly.
. . . has the only Negro salesman in
or around the Charleston area ... is
the ONLY station in Charleston that
has, or has ever had, a Negro disc
jockey, and a Negro salesman. . . .
L. P. Moore
General Manager
Radio Station WPAL
Charleston

SEEING vs. LISTENING
We are very much interested in the
article Seeing versus listening, which
appeared in the 12 September issue
of Sponsor, and Reading versus listening, in the 26 September issue.
We would also like to have ten reprints of these two articles. If these
are available, will you please send
them on and bill us for whatever
charges there are for them.

Yc
OU know, and we know that there's no simple catch answer
to what makes one football player or one radio station suKWKH

perior to others.
It's a matter of "flair," and Know-How. . . .
has had 24 years of experience. We have supplemented

our CBS network features with superb "live" programming,
geared to Southern tastes. We have Know-How. . . . The result
is that KWKH gets top Shreveport Hoopers for Total Rated
Periods, Mar.-Apr. '49. . . .

It's 70%
7%
47%

Yet Shreveport is only a fraction of our total coverage. KWKH
comes in strong and clear throughout our booming four-state
area and gets an even larger and more loyal rural audience.
Let us send you all the facts, today!

KWKH
Texas

E. J. Gluck
President & General Manager
WSOC, Charlotte, N. Y.
•
the
and
the

Sponsor has reprints available of
first Seeing vs. listening article,
a limited number of tearsheets of
second.
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greater in the Morning
in the Afternoon
in the Evening!

SHREVEPORT

50,000 Watts

f LOUISIANA
Arkansas
CBS
Mississippi

The Branham

Company, Representatives

Henry Clay, General Manager

Construction activity
continues at high level

ii i \

A large part of the volume of durable goods is going into
construction — the $1,900,000,000 value of which in September was larger than in August and about the same as
September, 1048. In the first nine months of the year construction, paced by residential building, was 1 ' , higher
than a year ago. Number of new factories and stores
going up has declined.
International
"primer"
is
issued by NAB

ON THE HILL
Steel and coal strikes
hurt many industries
President Truman has refused to act — as this is written—
under the emergenc) powers "ranted him in the TaftHartley law, to settle the steel and coal strikes. Railroads,
automobiles and other industries are beginning to feel the
pinch. Government economists estimate that, if the strikes
continue another month, 5,000,000 unemployed will create
the first full-scale depression since 1929-33. But the essential soundness of the economy is emphasized by the facts
that stock market prices in late October reached the highest level since mid-1948 and advertising, even in steel and
coal areas, was being reasonably well maintained. . . . Although third-quarter earnings were down, U. S. Steel declared the same dividends as in the second quarter.
Bethlehem Steel had record earnings for the nine-month

period.
British and Italian firms
start campaigns in U.S.
British biscuits and sweaters and Italian cheese, canned
goods, wines, gloves and musical instruments are among
overseas products currently being promoted in this country, with the help of their respective governments. British
Export Trade Assn. (BETA) is sponsoring the sweater
campaign. Six baking companies, as the Joint Biscuit
Manufacturers of Great Britain, are promoting their wares
in the New York area. The Italian government has chosen
New Orleans as the first market to be invaded with a wide
line of products. If the campaign there succeeds, it will
be extended to San Francisco. Detroit. Denver and other
cities. Italy is expanding the commercial staff of its embassy in Washington and is appointing trade commissioners in several major U.S. cities.
Durable goods sales check
decline in retail volume
Continued expansion in sales of durable goods I primarily
automobiles! and of food has kept the overall retail sales
curve from turning sharply downward thus far this year,
the Department of Commerce shows. Such major producers as General Motors and General Electric continue
to move ahead steadily, with G-E reporting a 5ft sales
increase for the first nine months. Department store sales,
says Federal Reserve Board, recently have been 13% belowparallel period of 1948.
8

Who Gets the Air, a "primer" on international problems of
radio broadcasting, has been mailed by NAB to member
stations and associate members. Developed under the direction of Forney A. Rankin. NAB government relations
director, it deals with the North American Regional Broadcasting Agreement, the problem of sharing high frequencies, and the "gentlemen's agreement ' on allocations.
Some chapters deal with I nited Nations and UNESCO,
the "Voice of America" broadcasts, and relations of broadcasters with the State Department and FCC.
77% of FM stations
move to full power
Seventy-seven per cent of the more than 700 FM stations
on the air are now operating at full-licensed power, says
FM Assn., Washington. In nine recent days FCC authorized 55 stations to change to full power.
Supreme Court to decide
on FTC-order compliance
The Supreme Court has agreed to decide whether the FTC
may force companies to provide detailed reports on how
they are complying with the commission's cease-and-desist
orders resulting from anti-trust actions. Morton and International Salt companies claim FTC does not have this
authority. These and other salt companies were named
in an anti-trust action which was upheld by an appeals
court in 1943. Two years ago FTC ordered the companies
to file reports on their compliance. Morton and International declined to do so.
Congress committee
probes big business
A House Judiciary subcommittee headed by Emanuel
Celler I D., N.Y.) has begun an intensive investigation of
the effects of "bigness" on American business. Such leading advertisers as the presidents of duPont. General Electric and Lever Brothers have been called to testify. Mr.
Celler intends to keep things humming three days a week
until Christmas.
Kaiser-Frazer borrows
$10,000,000 more from RFC
With an additional loan of $10,000,000, RFC has put up
$44,400.(100 in loans in the last month — against collateral
of $78,000,000 — to help Kaiser-Frazer get moving on that
new lower-priced car. The current $10,000,000 will be
used as a "revolving fund" to help dealers finance purchase of cars from the factory. K-F is owned by more
than 40.000 stockholders, with the Kaiser famiK owning
less than 10' < of its stock.
SPONSOR
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EAST, SOUTHEAST
WBZ-WBZA
WGR
WMCA
KYW
KDKA

Boston-Spring! ielrl
Buffalo
New York
Philadelphia
Pittsburgh

WFBL

Syracuse
Charleston, S. C.
Columbia, S. C.
Norfolk
Raleigh

WCSC
WIS
WGH
WPTF
WDBJ
MIDWEST,

Roanoke

CBS
IND.
NBC
NBC
CBS
CBS
NBC
ABC
NBC

WDSM
WDAY
WOWO
WISH
KMBC-KFRM
WAVE
WTCN
KFAB
WMBD
KSD

Fort Wayne
Indianapolis
Kansas City
Louisville
Minneapolis-St. Paul
Omaha
Peoria
St. Louis

KFDM
KRIS
WBAP
KXYZ
KTSA
MOUNTAIN

Beaumont
Corpus Christi
Ft. Worth-Dallas
Houston
San Antonio
AND

KOB
KDSH
KVOD
KGMB-KHBC
KEX
KIRO
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5,000
5,000
50,000
50,000
5,000
5,000
5,000
5,000
50,000
5,000

Des Moines
Davenport
Duluth-Superior
Fargo

woe

50,000

CBS

SOUTHWEST

WHO

*cp

NBC

NBC
NBC
ABC
NBC
ABC
ABC
CBS
NBC
ABC
CBS
CBS
NBC
ABC
NBC
NBC-ABC
ABC
CBS

50,000
5,000
10,000
5,000
5,000*
5,000
5,000
5,000
5,000
50,000
5,000
5,000
5,000
1,000
50,000
5.000
5,000

WEST
Albuquerque
Boise
Denver
Honolulu-Hilo
Portland, Ore.
Seattle

NBC
CBS
ABC
CBS
ABC
CBS

50,000
5,000
5,000
5,000
50,000
50,000

11
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At a time when many cities in the country,
including
representative
ones in the
Southwest,
are experiencing a "levelingoff" reaction in business, TULSA
remains
in the PLUS COLUMN, according to latest
figures released by the U. S. Department
of Commerce on total retail trade. Advertising
dollars placed in Tulsa with the Southwest's
most potent advertising medium — KVOO — is
not an "expenditure" or an "experiment."
a SOUND INVESTMENT!
Year
In, Year
Out, Advertisers
Can Always Count on KVOO!

Know

It is

They

Total retail trade for the first eight
months of 1 949, as compared with the
same period last year, shows TULSA
to be the SUNNY SPOT IN THE
SOUTHWEST! The following figures,
percentage change in sales, were
furnished by the United States Department ofCommerce in its "Monthly
Retail Trade Report," released September 27 :

AUSTIN
DALLAS

_

... .

FORT WORTH
HOUSTON
OKLAHOMA
SAN

— 1
— 5
—

CITY

1
0

(not reported)

ANTONIO

— 3

TULSA
TULSA

— OIL CAPITAL

OF THE

WORLD

■■■■■HBJHBBI

RADIO

STATION
EDWARD

50.000

12

WATTS

PETRY

AND

OKLAHOMA'S

CO.,

INC.

NATIONAL

CREATEST

KVOO
REPRESENTATIVES
STATION

TULSA.
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New and r
Thb

KcrUKIi LliltU btLUW

APftAR IN ALlbRNATfc IbbUES

New National Spot Business

Borden

Co.

Campbell

Borden's
Coffee

Soup

Co.

Dodge

Co.

Beer

H . Fleer

Scott

Corp.

Corp.
Franc*

&

Lewi*
&
Oilman
(Phila.)

Calumet
Baking
Powder

Yonng
(N.Y.)&

Pictures,
Gamble

Medal

Flour

Co.

Bowne

M.

Fisher

schedules,
campaign)
Indef*

( Schedules
in S.E.
nonmetropolitan
areas)
Indef*
(Limited
expand

(Chi.)

now, but
after Jan
Indef*

Dancer-FitzgeraldSample
(N.Y.)

Emulsion

Atherton
&
(N.Y.)

Currier

(Heavy schedules
for N. Central
Indef*

spots;

a.m.

partic;

Oct

25 J

13

show;
WEVD,
52 wks
abt

Oct

abt

N.

24;

2-4

Dec

1;

8

wks

13

wks

Nov

1;

breaks;

Oct

27;

Mainly
kid's
13 wks

programs;

abt

Nov

15;

Various local
13 wks

programs;

abt

Nov

15;

spots,

daily
regional

E.t. 13 spots,
wks

Spots
20

and

abt

abt

E.t. wksspots,

planned
U.S.)

(MostlySouthwest
in South)

Early

Two

may
1)

live
20;

breaks;

E.t.

natl
campaign)
Indef*

(TV-AM
(limited

breaks;

E.t. spots,
wks

Spots,

50 sta; mkts
50 mkts*
(Major
only)

Heiress"
Dreft

Scott's

Hut. i.. mi

Dancer-FitzgeraldSample
(N.Y.)
M.

Movie : **The

campaign)

(Chi.)

Fleer's
Double
Bubble
Gum

Gold

natl

5-9 sta;Indef*
5-9 mkts*
campaign)
(Limited
Midwestern

(TV-AM

Mills

&

Lewin

(Limited

-pots,
wks

start, duration

\\kl>
15-min
* . ; abt Oct

Indef

Malcolm-Howard

Root

W.

I.I.

sta;later)1 mkt
run;
may
expand

t Short, campaign)
intensive

Beverages

Co.

Gas

I

(Trial

It \ .in

(N.Y.)

Coughlan

Proctor

&

A.

G.

Paramount
Inc.

It ill )ir .in II

CAMPAIGN,

5-6 sta ; 4 mitts*
(New campaign)
England
test

Wheelock/

Dancer-FitzgeraldSample
(N.Y.)

"Chimney
Sweep"
and
"Dc
Moist'

Dry

General

Eckhardt

(Phila.)

Co.

General
Foods
(Calumet-La
Div.)

cars

W ar.l

&

Ailkin-Kynetl

Chemical

Frank

Soups

Ken von

STATION-MKTS

(N.Y.)

Crist y

Dad's

Instant

Camp bell's

Chrysler
Corp.
(Dodge
Div.)

N.

AGENCY

PRODUCT

SPONSOR

next
wks

4

wks

15-min
music
shows
net; abt Oct 15; 13
breaks;
breaks;

to

abt

Nov

abt

1 ; 2-6

Nov

newscasts ; abt

on
wks

1-15;

No

Indef*
Standard
Toy

Brands,

Inc.

Chase
&
Coffee

Sanborn

Compton

toys

Buchanan

Mechanical

Productions

(N.Y.)

12-15
sta;
12 mkts*
(Regional
campaigns)

E.t.

(L.A.)
(All

major

mkts)

spots,

breaks;

abt

wks
E.t. spots,

breaks;

Nov.

Oct

17;

7;

6 wks.

13

Indef*

^~%

New and Renewed Television (Network and Spot)
AGENCY

SPONSOR
American
Tobacco
Co
(Lucky
Strike)
Borden
Co
Bulova
Watch
Co
Lamont
Corliss
Co
Chevrolet
Dealers
D. L. Clark
Co
(Clark
Candy)
Dodge
Motor
Co
Duffy
Mott
Co Inc
Forstner
Chain
Corp
General
Baking
Co
(Bond
Bread)
General
Time
Instruments
(Westdox
Watches)
Henry
Hcidc.
Inc
MacFarland
Candy
Philip Morris
& Co
Ltd Inc

•

Stores

NET OR STATIONS

PROGRAM,

time, start, duration

Film

Campbell-Ewald
BBD&O

WNBT,
N.Y.
KNBH,
Hollywood
WBZ-TV,
Boston
KNBH,
Hollywood
WNBT,
N.Y.
WNBT,
N.Y.
WABD, N.Y.

Ruthrauff
& Ryan
Young & Rubicam
A. W. Lewin
BBD&O

WABD, N.Y.
WCBS-TV,
N.Y.
WBZ-TV,
Boston
WABD, N.Y.

BBD&O

WCBS-TV,
N.Y.
WPTZ-TV,
Phila.
WMAR-TV,
Balto.
WNBT,
N.Y.
KNBH,
Hollywood
WNBT,
N.Y.

Film spots; Oct 25; 13 wks (n)
Film spots; Sept 20; 39 wks (n)
Film spots; Oct 8; 13 wks (n)
Time signals; Oct 24; 6 wks (n)
Film spots; Oct. 26; 13 wks (n)

Ayer
Young
Biow
Cecil

&
&

Rubicam
Presbrey

Kelly-Nason
Minor
Biow

spots;

Film spots;
Film spots;
Film spots;
Film spots;
Film spots;

Film
Film
Film

spots;
spots;
spots;

Sept
Sept
Sept
Oet.
Oct
Nov

29;

13

wks

(r)

17; 16 wks (n)
18; 18 wks (n)
4; 13 wks (n)
18; 13 wks (r)
4; 26 wks (n)

Oct 5; 13 wks (n)
Oct 10; 11 wks (n)
Oct 1; 11 wks (n)

In next issue: JVeu? anil Renewed on Nettvorhs, Sponsor Personnel Cnaitges,
Sales Executive Changes, New Agency Appointments
Broatlcast
\ational

New and Renewed Television
Pioneer Scientific
' orp
II. K
Idll.r
( ..
Rival
Packing
Co
-•..k-

II. |.. irliii.nl

Mori-

Schick,
I...
Semca
< lock I • •
Alexander
SmlUi
-\ S
( arpel < ".

(Continued)
w Mill.
»mii
\\ \Hk.
U Mill.

< ayton
' I. iii.nl' Silver
II lllll|>lir. >

N.Y.
N ^
Cleve.
N.Y.

Film

KM. II. II., IK*
vTNBT, N.Y.
\\ MIK. Cleve.

BBD&O
Moss
Anderson,
Pli

-i

: Oel

Film spots]
Slides; Ocl
Kathi
\..rriI 11m spots;
Film -p.. i- 1
III... ipota;

30;

26

wkt

.k-

(n)

In)

S.-|ii 2.%: .17 v»k-. ( n >
7: I i «k- (n)
Ml..*. : M-l
11-11 :.!(!
13 weeks
In )
Ocl l<>: I S v.k- i .. I
Sepl 25: 12 irks (n)

Station Representation Changes
AFFILIATION

STATION

n

NEW

NATIONAL

\ .1
^ .unit, fnr I
S.
Independent
Metropolitan
W estern Radio Sales
Robert Meeker for Easl
Donald Cooke

I ndependent
In. I. -p. -n. I. -ill

I k\\.
v7ingham
Ontario
K \ I I Houston
lex.
k< MJ. Palm
Sprint- Calif.
K( II \. Sacramento
Calif
KISD, M.Miv
Falls S. D.
Kl II
Dallas Tex.
k\ Vk. --.ill I ;.k.- <ii>
KRMG,
I ulsa <>ki.,
KSLX).
San Di.-c..
k-M \. Santa
M.iri., Calif.
k I III. Tacoma
\» ;.-l..
k\ I \. Ventura Calif.
\X \ UM(TV),
Balm.
« 1:1:1 I \ Birmingham
\\ kjl . Pittsb.
\\ \JH.
N, v.;.rk N. J.
vTOAI-1 V, San Amm.io
w I \l . Springfield
Mass.
w S \ W, Fairmont W. Va.
WWCO,
Waterbury Conn.

Mil
iIndependent
U*
Independent
1 ndependent

I.. I... Blair
Independent
Metropolitan
Adam
J. > .......

VltC
I ndependent
I ndependent

Western

I ...I. ).. ... I. I.I

Leo

Ra.lio

D.iMon

Sales

O'Connrll

Harrington,
Righter
Iilair-IA Radio
Transit

NBC
Independent
Independent
NBC

Salei

Sales

Independent
Metropolitan
Western
Ra.li.i Sales

In. I. -p. -n. I. -lit

ABC.

REPRESENTATIVE

&

Sales

Par-.m-

Edward Petry
William G. I c ..... I - ■ . . . .
Donald Cooke

I ii. I. -p. -ii. I. -ni
MBS

Donald

Cooke

Robert

S.

Keller

Mil-

Advertising Agency Personnel Changes
FORMER

NAME
Mi. ,im. i Allen
North
Baker
Roberl
W . Ball
Lawrence
I). Hen ei I it I
M> ron L. Broun
Frank
II. Cankar
Walter
Cash
Ernest C. Clark Jr.
Karl I.. Collings
John
J. Daniels
Paul

)'

ill I ,i h ii nt .i

M«l DeMunn
Brian
Devlin
Elmitl Eastcott
J. Morse
Fly
Rex I arrall
Archibald McG. Foster
Jininiv
Fritz
John
It- Gratza
Sylvia Harris
Robert
B. Kane
Robert
Kintner
Peter \. Krup
i in 1 1. ii. I Levine
Alf Lewis
James
S. Love
John
II. MacNiven
Charles
McDowell
Donald
McGuiness
41 Newman
Henry
( Ibennej er
Ronald
S, O'Neill
Marion
Pattullo
Jerome

Patterson

Ernest
Paul
Richard
Penn

:■-':■::■>:

m

George
Miriam
Estelle
Marvin
Ufred

Reed
M. Semoni
M. Sheldon
Slaj
K. Smith

u llllam Smith
* M in iii Spicer
\ Russell Tomkinson
In...- I Van K ennen
Del
U ;,k.. ......
Ulen
M. w hltlock
Edgai
I . w lllli

NEW

AFFILIATION

Al Paul
Lefton,
N. V
J. J. W finer, S. F., acct exec,
Vickers
*£' Benson,
Toronto
Tucker
Waynr,
Atlanta
Ga..
sis. mdsg

puh

rel

acct

exec,

International
Register Co, Chi.
Fritz, Carlson & Cash, L. A. vp
Henry
A. Loudon,
Boston,
acct mgr
Deuss-Gordon.
Chi., ropy chief, acct
Cory Snow. Boston,
acct exec
Sunday
Herald,
Bridgeport
Conn.
Campbell-Sanford,
Chi., acct exec

vp

in

chgc

exec

Campbell-Sanford,

Chi.,

Structures
R. Stuart.

Gamphcll-Fw

aid.

mgr

Inc. Portland
S. F.

dir

to publisher

Ore.,

adv,

Foster,

Toronto,

N. Y'., acct

acct

exec

exec

H.

Factor,

1-.

A.,

mgr

pre

Chi.

Reynold.
Met a 18 Co,
Louisville
K>..
issl
to
aluminum
di\ sis mgr
Fkco
Products Co, Chi., adv, sis prom
mgr
General Foods Corp, V ^ .. assoc ad\ mgr Jcll-O
Henrj
V I oudon, * p

div

vp

Sterling, V Y., acct exec men's wear div
Aikin-McCracken, Toronto, radio, TV dir
Tucker
Wayne,
Atlanta,
acct exec
Melamed-llohbs.
Mnpls..
acct
exec
William
B. Iteming ton. Springfield
Muss.,
acct
DeMunn
& McGuiness
I new). Chi., partner
Pitluk, San Antonio Tex., acct exec
IN, -ell vp
A Jacobs,
V V. vp
Same,

dir

J. J. Gibbons,
Toronto,
sr acct exec
Colgate-Palmolive-Peet, Jersey City N. J., gen
Latin
American
subsidiaries
Los Angeles
I nil- in -in), in L. A.
Van
Diver
& Carlylc.
N. Y.
Timber
Charles

copywriter

Si m m o nd s & Simmonds, Chi., a c ct ex «• <Fleteher D. Richards. N. Y.. acct exec
Fletcher D. Richards, N. Y., acct exec
C. F. Peters. Cleve., acct exec
Same,
radio. TV dir

mgr

Co. N. Y
Consolidated
Fdi
Boss Hoy. Detroit
Oregon Voter, Portland Ore., asst

E.

Compton,

Ted

Co, Cleve.. assoc prom
radio, -.pace buyer
radio

Harry

radio

Sterling.
!N. Richards,
Y., radio, N.
TV, Y..media,
research
dir men's
wear
Fletcher
D.
acct exec
Foote, Cone
& Belding,
L. A., acct exec
Same,
media,
research
dir
C. C. Fogarty,
Chi., acct exec, member
of creative
staff
Arnold.
Boston,
acct dir
Edward
Owen,
Avon
Conn.,
acct exec
DeMunn
& McGuiness
( new ) . Chi., partner
Frw in, Wasev.
Montreal
Canada,
mgr
Roche-Fckhoff.
It'wood..
radio. TV dir
Symonds,
Mackenzie,
Chi., acct exec
Rex F arrall
(new),
Canton
<>., head
Same, * p

Fritz-Carl son-Cash,
11 "wood.,
pres
Fensholt,
('hi.. a>i.i acct exec

A thert on & Currier,
Toronto,
Leo Burnett.
Chi.
Wilson,
St. Paul Minn.

N.vp Y.,

dir

\P.< , L. A.
Buchanan,
Chi., acct exec
H. M. Klingensmith.
Canton
O., exec
\. \\ . Lewin,
N. Y., research,
mktg
head

McGraw-Hill
Publishing
Miik- & Greist, \. V,

Same,
(.rev,

AFFILIATION

of

K . mil. n Portland
Ore., acct exec
Morse
International.
N. Y., pres, yen mgr
Aikin-McCracken,
Toronto
vp
Grant.
N. Y., vp in chge international
div
II .trri

Bennett,

Sej inoiir
i-r

exec

Blum.

L.
\.

\ .. acct
\ .. acct

exec
exec

Hick- .X Greist, IV. "* .. radio, -pace buyer
Pacific
Nat ion al. Portland
Or*-., acct exec
Harrington.
Whitney & llur-i, S. F.. accl exec, mktg,
dir
Same,
gen
mgr
S. C. Baer, Cinci., acct exec
George
T. Met calf. Providence
R. L, acct exec
Fuller & Smith
*\ RoSS, ("hi., acct exci
Doherty,
Rhoades
.X lla>i-. S. F., accl .-v.Bennett, <:iiir..r.i a si,,-i,fi,-i,i. \. ^ . . accl
in, .|
Walther A Menadier,
11. .-i

research

In the ring of 14 counties selected by
Station "B" for a late 1948 telephone coincidental, most have signals stronger than
WHO because of geographical location.
Regardless of this fact, the 1949 Iowa
Radio Audience Survey shows that from
5:00 a.m. to 6:00 p.m. the 14 county average percent "listened-to-most" is 38.8%
for WHO and 4.2% for Station "B".
Iowa has 38 commercial stations, each
of which puts an excellent signal into a
certain number of homes. Thus if signal
strength were all-important, State-wide
audience preference would hardly be possible for any one station.
Actually, the listening habits of the people around Waterloo are very like those in
every other section of Iowa. In virtually
every area WHO's programming and Public Service have for many years won and
held the largest share of the audience. In
1949, WHO is "listened-to-mosf" in 57 of
Iowa's 99 counties! Ask us, or Free &
Peters, for all the facts. The evidence is
overwhelming and conclusive.

* These

14 counties
dental area study.

were

used

in a 1948 coinci-

The 1949 Iowa Radio Audience Survey is
the twelfth annual study of radio listening
habits in Iowa. It was conducted by Dr. F.
L. Whan of Wichita University and his staff,
is based on personal interview of 9,116 Iowa
families, scientifically selected from cities,
towns, villages, and farms. It is universally
accepted as the most authoritative radio survey available on Iowa.

WHO
*/©r Iowa PLUS +
De? Moines

• • • 50,000

Watts

Col. B. J. Palmer, President
f~y\

P» A. Loyet, Resident Manager
FREE & PETERS, INC.
National Representatives

7 NOVEMBER

1949

15

for profitable
selling I NVE

STIG ATE
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Mr. Sponsor

James E. Poters
Advertising

Manager,

Corporation,

\

pet****'

Blackstone

Jamestown,

N

.Y.

When James E. Peters, aggressive advertising manager of the
Blackstone Corporation, manufacturers of washing machines, decided

^

to use radio to supplement the organization's national print programs, he had a prohlem on his hands. He well knew the effectiveness of radio as a high-powered selling medium, yet in the few instances when dealers had used broadcasting to plug the product,
results had been discouraging to a marked degree. Peters knew the
reason, so did the dealers. The latter were quick to recognize that
advertising was not their forte (nor was it expected to be) ; that
the broadcasts suffered from poor timing and loose tie-ins with the
merchandise advertised.

Rt*

Charged with the responsibility of finding a show which would
be a boon to product identification. Peters got the dealers solidlv
behind him I even to the point of sharing equalK in programing
expense I when he discovered a co-op package almost tailor-made.
Blackstone, the Magic Detective.

6^'

i^

By carefully supervising the informative content of the commercials. Peters got over the second hurdle in selling listeners — the fact
that Blackstone washers are higher priced than other standard makes.
Such arguments as easier-on-your-clothes were advanced, comparing
the gentle cleansing motion of the machine with the violent action
of most competitive machines. Clincher was the fact that in six
consecutive issues, the Blackstone washing machine was listed as tops

V15®
t!4»*'

VJG^c

in the respected Consumer's Guide. With sales climbing rapidly as
a result of the radio show, distributors and dealers clambored for

mct««'

participation in the co-op package plan. By the end of the first vear.
183 stations were airing the show.
Convinced that co-op radio advertising was the answer to Black-

t*

ROBiRT MEEKER

Represented by

**■<

ASSOCIATES
New York
Son Froncisco

STEINMAN
16

•
Chicago
•
Los Angeles

STATIONS

stone's selling problem. Peters bought the Magic Detective, which
started 1 October. Cost of this 52-week program is split three wavs.
between dealers, distributors and manufacturers. For the sections of
the countn which favor musical features. Peters makes available
Smilin' Ed McConnell and Phil Brito at the same expense arrangement. And to make the tie between manufacturer and seller still
closer. Peters is currentlj offering prizes to the salesmen who get the
greatest number of radio contracts between 1 October and 31 December.
SPONSOR

.

i

?_/</,<fter careful 4tua4i of mat firm'4 plan

•i

for 4elling televi4ion time, and in view of? our
gratifying er Aerie nee in } fa4t year 4 aMociation, we
fane great Mea4u re in announcing ahfioi ntntent oJ>

I Iffl

I

i

L*J

j.

a4 our exclu4ive national

witn office4 m

NEW YORK • CHICAGO • LOS ANGELES • ST. LOUIS • DALLAS
SAN FRANCISCO- DETROIT • ATLANTA

ic

i

TDnannel Jroar
ij an Antonio, c/eva4
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IMow developments
jCG

p.s

.

"Basic

IsSUd

29

Subject:

for

on SPONSOR

stories
iee :

timebuying"

August,

IsSUe:

p. 34

Station and
data tools

market

A major addition t<> the list of basic tools for radio
timebuying is Spot Radio Estimator, the first edition of
which has just been issued by National Association of
Radio Station Representatives, 101 Park Avenue, New
York.
The book has three principal tables: by geographical
groups, b) 17o metropolitan markets, and by 1,160 places
in the United States with one or more radio stations.
Each table gi\cs the rate for the highest cost station,
average rate for network-affiliated stations, and average
rate for non-network stations — all for 30-minute and 15minute periods, one-minute announcements, and station
breaks. Each is accompanied by a simple formula for
figuring frequency discounts, other time units and other
time classifications.
Sponsors and timebuyers can tell, for example, how
much it will cost to buy any day or night time unit in the
35 metropolitan markets of 500,000 and more population, or in the 70 markets in the 250,000-500.000 population group, or the 150 markets of more than 100.000
population.
The buyer learns that he can buy 15 minutes, daytime,
at the one-time rate in these 150 markets for $7,979. subject to frequency discounts.
This is the price of the highest-cost station in each.
The average rate for network affiliates would be $5,931.
and for non-network stations. $3,010.
A total of 1,160 places in which there are commercial
radio stations are listed individually, then summarized by
state costs, and the states summarized bv sections.

Subject:

"Radio

is getting

23 May

bigger"

1949, p. 26

Reluctance

to

sets

Buy

TV

p.s.

To determine wh\ three-fourths of the homes in the
nation's capital are without video entertainment, the
American Research Bureau, of Washington. D. C, has
completed a sampling survey and found that 44' "i cannot hurdle the financial obstacle. However, according
to the surve\ almost all of the persons interviewed had
considered purchasing a television set. Relatively few
persons expressed complete indifference to the new
medium.
Of the 1000 men and women represented in the ARB's
survey. 22'< felt that video was still in its experimental
stages and. therefore, were reluctant to buy sets at present day prices. Eleven percent of the prospective buyers
feared that most of the sets marketed today would be
outmoded soon. They referred to the current color contest between RCA and CBS as another indication that
sets made toda\ will be obsolete shortly.
In the remaining 20' I . 5.1 '< considered TV programs inferior to radio. As soon as color video makes
its bow. 4.7(v will purchase a set immediately. Only
3.29< expected to buy in the near future, while 3.2' ,
felt that television is an optical hazard and did not contemplate getting a set until reception is greatly improved
and flickering eliminated. Obdurate landlords who refuse to give tenants permission to install aerials, constituted only one of many miscellaneous reasons for not
buying. This had been a major problem before advent
of indoor and window aerials. Miscellaneous reasons
for not buying accounted for 4.9' i.

/he philharmonic in Carnegie Hall or the bow
and fiddle at the Jamboree. Boiled shirt sophisticates in sleek
limousines or Ma and Pa on the buck board. Deep in the
V&

Prairie
fStars
& r .

heart of every American is a love for music really our own —
that is as much a part of America as hot dogs and the 4th of July.
Rosalie Allen, famed Prairie Sweetheart, presents America's
music nitely on WOV's Prairie Stars. Now in its 5th year, Prairie
Stars is a proven consistent winner for advertisers of consumer
products. For increased sales at lowest cost, for fast selling
action and sustained buying interest, ask to see the new
Prairie Stars Audience Audit and buy. . . Prairie Stars.
-^^
If

t

NEW YORK jW^d
Ralph N. Wei/, Gen

it

Originators of

*d >

Audiences

Mgr.

The Soiling Co., Nof. Reps

18
SPONSOR

.

aifd the SAN ANTONIO EVENING NEWS
A completely new KTSAisnowon the air serving
the great San Antonio and South Texas market.
Under new ownership, its activities and facilities
are now coordinated with those of two great
metropolitan newspapers, The SAN ANTONIO
EXPRESS and The SAN ANTONIO EVENING
NEWS.
KTSA AM KM now occupies a unique position
in the market itserves. The services and facilities
that have made this station a San Antonio institution for more than 2 1 years are being broadened
and improved.
Already, new power is being delivered from a new

FREE & PETERS,

inc., national representatives
19
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The big plus
"Esso

Reporter"

WNEW,

on WWL,

New York,

New

Orleans,

informs its roving

and

other

stations

audiences of good

attracts

out-of-home

places to drive,

listeners

play, and

listen

_

S^^Z^f

COIltlIl.lllll.jJ

StlldV

t'llllls

out-of-home listening

offers 25% bonus

PART TWO
OF

A

2

PART

STORY

al.
personred
ng is delive
listenihave
.J.'.... _ 9|1
. »■; Radio
Advertisers
€PP_9
thousands of sales messages to millions
of people they never counted because
people can — and do — listen anywhere.
In automobiles, at work, in other people's homes, in public places, etc., they
are reaching a vast audience not counted by standard audience measuring
services, which normally limit their
checking to home listening. These uncatalo
big plus.millions are the advertiser's gued
PICNIC SPOTS •
POOLS • PLAYGROUNDS

SE
V RVjO
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Only within the last two years ( and
then on a sporadic, small-scale basis )
have any serious attempts been made
to find out who these people are, where
they listen, what they listen to, how
long they listen, how many of them
listen. Checks have been made in such
scattered places as Chicago, Des
Moines, and certain Western vacation
areas; in Washington, D. C, Springfield. Mass.. and certain areas in
Maine.
The first systematic, full-scale measurement of the "big plus" audience

Hundreds

0/ ilumsunils

Who

listen reguturl
35.4%

54.3%

Male
Female

SEX

Automobiles
45.7
100.0%
5.2%

7-13 yrs

ACE

10.4
30
20.2
.5

13-19
20-34
35-44
45-64
65 and over

SOCIOECONOMIC
Median Average
Family Income

276.5
.2

100.0%
5.7%

A ($7,600)
B ($4,950)
C ($3,640)
D ($2,260)

22.8
41.6
29.9
100.0%

62.3%

TELEPHONE
OWNERSHIP

Phone
Non-phone

was made last August by Dr. Sydney
Roslow, director of Pulse, Inc., New
^ ork, of a ten-count v New York-New
Jersey metropolitan area. What he discovered isperhaps the most important
fact in radio advertising today. Its implications are true in principle for metropolitan areas anywhere.
They hold good, in fact, for markets
big and little — because Mr. and Mrs.
I nited States choose to listen to their
radios wherever they are. The Pulse
study is important because it offers the
first definite proof of the tremendous
number of people advertisers have
been reaching outside their homes.
More than two \ears ago, station
WNEW under the astute generalship
of Bernice Judis decided to aim still
more sharply at the listening the) felt
sure the station had in automobiles and
other out-of-home listening posts. Actin- on the assumption that a very substantia] proportion <>f WM'.W listening
occurred outside the home, program
manager Ted Cott came up with
(among other things I an idea for systematic reports on roads, weather, traffic, etc., as a service to motorists during the lour months from May through
Labor Day.
Iliis Summer
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oi* IVeu? Yorkers

Service, aired

during

37.7
100.00%

21.3

While Visiting

re*
WAtheWork

20.8

7.5

Restaurants and Bars

9.4
4.9

Outdoors (portables)

1.6

Retail Establishments

0.5

Hospitals
Clubs and Schools
Garages

0.3

Buses

0.3

'Adds
to more than
100%
by the same listeners

station breaks and in other spots
through the day, was sold to Norge.
Norge has sponsored it for the last two
summers. Norge won't say how many
people they think bought refrigerators
as a result of their summer campaigns,
but they have renewed.
The station decided last Spring to
commission the Pulse to do a series of
pilot surveys on who and how many
people thev were reaching in places
outside the home. The first study came
last April. Results were so startling
that vice president and commercial
manager Ira Herbert just didn t believe
them.
Sure as he was of tremendous unmeasured (heretofore! listening, it
didn't seem possible — as indicated bj
the test run — that an average of more
than two and a half million people.
out of approximately eleven million in
the test area, were listening to radios
outside their homes ever) week day.
A further pilot run was made in
each of the following three months.
Test samples were roughlv two thirds
the sample of 1.600 men and women
interviewed during the first week of
last August for the first regular report.
Results of the preliminary tests more
than convinced both \\ \K\\ and Dr.

because

of

listening

in different

places

Roslow they had one of the most important developments to date in measuring the audiences an advertiser
reaches through radio.
It isn't only important for the metropolitan area of New York City that
more than 35' , of all out-of-home dialers listen to a car radio. People drive
to work in hundreds of communities.
A diary study made by NBC in Washington, D. C. last February revealed
that 156.000 people I 12'; of the metropolitan population of 1.300.000) listened to a car radio on a typical weekday. Average listening time while riding was 50 minutes daily.
The tendency, greatlv accelerated
during the war years, for people to
spread out from congested citv areas
to suburban areas continues unabated.
In the last ten \ears population changes
in the counties of New York's metropolitan area have shown this steadv
trend. For example, Queens. Nassau.
Westchester, and Bergen counties have
increased their populations a total of
nearly a million. A dozen others have
increased from 20.000 to 100.000 each.
A May, 1949, studj
\\ OR, New ^ ork. showed
7 and 9 a.m. and 5 and
35', to 41 'r of cars had

bj Pulse for
that between
7 p.m. from
radio sets in
SPONSOR

j

n lot of diiivrviti /#/#ic*c>.v

Vhen (and how many)

How

Daily

much

averaqe

6-7 a.m.
7-8
8-9
9-10

MORNING

56,000
369,700
380,900
190,400
224,000
201,600

10-11
1 1-12 noon
AFTERNOON

313.700
358,500
582,500
728,100
616,100
291 ,300

12-1 p.m.
1-2
2-3
3-4
4-5
5-6
6-7 p.m.
7-8
8-9
9-10

EVENING

280,100
134,400
201,600
280,100
168,000
156,800

10-11
11-12 midnight
*Total of Monday

through

Friday

unduplicated

listeners.

use. This represented about 200.000
listeners in the morning and a quarter
of a million in the evening — a 14' <
plus over the home audience in each
instance.
In Chicago last August.
Terry of Northwestern
found that more than 40%
dio-equipped cars on the
tween 7a.m. and 10 p.m.
use.

Dr. George
University
of the rastreets behad sets in

Listening out of the home isn't confined, of course, to great metropolitan
cents. SPONSOR reported in the issue
of 24 October (page 28 1 the Psychological Corporation study for NBC and
CBS in Springfield. Mass. and Des
Moines. Iowa, the who, where, and how
long of listening outside the home. The
great significance for advertisers is the
fact that the pattern of modern living
throughout the nation encourages listening which up to now has been an
unrecognized plus to at-home audiences. Not only are one third of America's cars ( more than 11 million) driven to work, but housewives drive to
super-markets, to shopping centers,
etc., in communities small and large.
Esso Standard strongly encourages stations carrying its Esso Reporter news
show to use outdoor posters to plug
7 NOVEMBER
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Independent A

92
90

Independent E
Independent F

75
81

Independent B
Independent D

81
71
81

Independent C
Network A
Network B

:,:Amount
of Out-of-Hoi
number of minutes

A special contribution of WNEW
and Pulse is the start of a series of
regular quarterly reports on the "big
plus" audience. Hollywood, says Dr.
Roslow. would be the next logical market in which to extend the service.
That, of course, depends initially on
what agencies and stations think of it.
It is logical that when the uses of such
a measurement can be demonstrated
to advertisers they will not be satisfied
without it. Two New York stations ( including WNEW I and three agencies
had signed for the service when this
was written.
Such a measurement, for example,
is the only means (along with complete checking of multiple set listening
in the home ) of arriving at a total audience figure. The Pulse August, 1949.
survey of the ten-county New York
area (comprising 11 million-plus listeners seven years old and up ) showed
that between 9-10 a.m. the total New
York audience was 813,100 — of which
37,000 were outside the home. But by
the 11-12 noon period the total audience had risen to over a million and
a quarter of which 112.000 were out
of home.
The total audience continues to rise

d

144
114
75
102
113

81
147

60
60
66

Network D
All others

117
146
128

159
75

48
35
56

Network C

the show to motorists.

Sun

Sat

Station

81
47

Listening
69
per

101
12
51

—average

person-

between 8-9 p.m. Out of more than
three and a quarter million listeners,
over 999.000 I 41' < of at-home listeners I are listening somewhere away
from their homes. Using a single station as an example, between 8-9 p.m.
out of a total audience of 147,600,
WNEW had 42,000 out-of-home listeners (39.8'/( of the at-home listeners I .
The Pulse technique is the first that
furnishes a figure for listening outside
the home which is comparable to figures for at-home audiences. Pulse obtained both sets of figures in a single
interview. Thus, with a common base,
it is possible to add the two sets of figures to obtain a total audience figure.
Even a glance at the first report reveals much information useful to advertisers interested especially in out-ofhome listeners in the selection of stations, time, and programs. The audience turnover factor is important. Not
all turnover, however, is attributable to
tuneouts due to disinterest. Between
6-7 a.m., for example, the audience
turns over a little better than twice.
Much of this activity occurs as people
turn off sets when leaving their cars.
I Data for listening before 9 a.m. was
obtained in a special Pulse survey for
( Please turn to page 57 I
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lot so mad llmilz
"Radio made us." s;i\s ad wizard as his
TV sets zoom to 7th place in nation

In 1943, a substantial bundle

spot of energy — which apparently had been gaining momentum ever since it appeared on the
\merican scene 29 years before and
was tagged Earl W. Muntz — collided
with a smaller, but visibly vibrant, bundle of energy named Michael Shore
and aged 24.
The collision, if not exactly heard
'round the world, definitely made some
pretty deafening
noise on the West

Coast, ranging from roars of applause
I including approving laughter from
Mr. and Mrs. Average Citizen I . howls
of pain from the competition and the
resounding ring of the cash register.
The pro and con arguments advanced
by veteran buyers and sellers of advertising were not notable for restraint,
either.
The pair agreed that their combined
energies might well set a modest portion of the world on fire, and make

tilings really hot in the used car business. As background. Muntz had sold
radios direct to the consumer, and had
built and raced midget cars. He also
had six used cars. At least, he did till
one of them had to be turned over to
the owner of the lot in lieu of rent.
Shore had a conviction he could go

«foa

places in the field of hard-hitting, unorthodox advertising. I A conviction
borne out by the fact that the best advertising brains in the country, wheth-

Key disk jockeys, topfliyht name announcers ami home demonstrations are triple-threat coas

"Mil

1. JOCKcy

"Phone

now,"

urges

Phillip's

Doug

Arthur

L. 1101116

Listener

does,

family

obviously

approves

J* 006^101'

er enthusiastically or grudgingly, rate
him "genius." Before he was 21, he
has renamed a New York used car
dealer, Tony Holzer. the "Smiling
Irishman" and hypoed profits via zany
ads.)
The pair also agreed they were
crazy. The decision to let the public in
on the state of their mental faculties
started one of the wildest, wackiest
and most effective ad campaigns to
burst upon a startled public. Muntz,
of course, was given the starring role
as "Madman Muntz," plus a large replica of Napoleon's tricorn skimmer, a
suit of long red underwear and spurred
boots. He practised tucking his left
hand in under the second button of his
shirt, and struck quite an impressively
ridiculous figure on billboards, signs
and newspaper ads. Behind-the-scenes
writer, producer and director was
Shore, who went crazy with more privacy, keeping "Madman Muntz" before
consumers' eyes and ears and convincing them he really was a bit touched;
that it was all family and friends could
do to keep him from going off the deep
end.
Via spot announcements on West
Coast stations, billboards and newspapers, Muntz loudly assured potential
customers that "I really want to give
'em away, but Mrs. Muntz won't let
me. SHE'S CRAZY!" Shore earnestly
took the public into his confidence.
"He's really nuts; pays you more for

your car than it's worth, but we can't
do a thing with him."
Other enlightening approaches were:
"Medical Authorities Agree: Walking
is Good for You! Sell Your Car to
MUNTZ. the Automotive Madman."
"Money Isn't Everything! (You Fool).
Give Your Car to Muntz," etc. "Your
Car May be Worth EIGHT THOUSAND DOLLARS (Very Unlikely.)"
"Just Sound Your Horn (We Pay by
Ear. I " ". . . and You Thought they
had it buried at Fort Knox!"
One billboard reading, "I Buy 'em
Retail. Sell 'em Wholesale! More Fun
that Way! did not tickle the Better
Business Bureau's sense of humor, and
they told him so in no uncertain terms.
The framed letter, enlarged four times,
has a place of honor in his office.
These shenanigans resulted in some
mental confusion among even his closest friends. Was the man a myth, or
the myth a man? Had the character
dreamed up for him by Shore become
second nature, an act he had learned
to take on and off as easily as he
donned and doffed his three-corner hat,
or did Shore's conception of him actually reflect a natural, heretofore unsuspected bent for zaniness? It's a
moot question, but most agree Muntz
possesses a lusty, gusty and colorful
sense of humor and slightly erratic impulses which lend themselves to wordof-mouth even without the script being
written for him. He does not need to

be primed, for instance, to give bus
boys $100 tips "because they need it
more than the headwaiters," to buy a
$3,500 mink coat for a young lady so
his companion could make a fitting entrance at a swank night club, nor to
put a few dollars under the mattress
before going to bed because "I always
like to put aside a little money to reThey resulted, also, in a rash of imitators, including such monikers as the
tire on."
Ticklish Turk and Raving Ralph. (The
Smiling Irishman, meanwhile, was being rapidly reduced to tears.) One
Brooklyn dealer merely stated, "I'm
Crazy." But without Muntz' flair for
interpreting Shore's genius, most of
these efforts fell flat and people were
inclined toattake
Brooklyn dealer's
statement
face the
value.
Most remarkable result, of course,
was the volume of sales and profits
rolled up. By 1944, his used car volume was about 750 cars a month, on
which he made a net profit of $25 per
car, or $18,750 a month. Thus he
acted as the middleman in the exchange of around 20 million dollars
before he took over the Kaiser-Frazer
distributorship for Los Angeles and.
subsequently, New York. And several
millions managed to stick to his fingers,
despite the fact that his New York
splurges rivalled those of Diamond Jim
( Please turn to page 38)
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Do sponsors want 11.111!?
Major advertisers and ageney exeeutives
unanimously eall it a neeessary tool
If directors of the National Association of Broadcasters, at their meeting in Washington
on November 14, move to kill Broadcast Measurement Bureau, they will
act against the almost unanimous opinions and desires of men and women

over-all

who buy hundreds of millions of dollars worth of national broadcast advertising.
These advertiser and agency execut i \ < • > generally are convinced that the
death of BMB would push back the
methods of reporting radio station (unci age by 10 years or more.
\ number of them imply, and some
oi them even say. that the difficulties
and confusion thus imposed would reduce their volume of broadcast advertising.
This note was struck in a resolution
": directors "I American Association
oi Advertising Agencies, which stressed
the
26

need

for

"standardized,

authenti-

cated, comparable, continuing audience measurements," and added: "We
strongly believe that radio as an advertising medium would suffer if such an
organization las BMB) did not continue.

Independently, sponsor surveyed 70
leading national advertisers and radio
executives of 50 large agencies on the

It has been re-emphasized in three
current surveys.

1. Despite its shortcomings. BMB

The Four A's radio-TV committee,
under the acting chairmanship of Linnea Nelson of J. Walter Thompson
Company, sought reactions on BMB
from executives of hundreds of agencies— large and small, both members
and non-members of the Four A's —
throughout the country.
Association of National Advertisers,
through a radio research subcommittee
headed by Joseph M. Allen of BristolMyers Company, made a "depth survey" among members of its radio-TV
group of 235 leading advertisers, for
recommendations on broadcast research standards, including BMB.

question, "Is BMB worth saving?
The consensus of all the replies is
that
Study No. 1 l made in 1946 and covering only onee-a-week listening)
was a vast
readableimprovement
maps, mail countsover
that "unare
five to 10 years old. bad guesses"
and "wishful coverage."
2. The 1946 BMB reports have
been and still are of day-to-day value, both in specific scheduling of
at all;
stations and in deciding to use radio
3. The soon -to -be -issued BMB
Study No. 2 I made early this vear
and covering one-and-two. three-tofive, and six-and-seven-day listening i will be of even greater value.
4. But BMB should be continualSPONSOR

ly improved and strengthened — if
possible by an annual study;
5. And it should continue under

Many broadcasters, as well as sponsors, have
urged that BMB be continued and expanded. Frank
E. Pellegrin — broadcaster (KSTL and WAT0) ; radio
sales rep (Transit Radio, Inc.) and former director of broadcast advertising for NAB — has suggested that BMB be reconstituted as a "complete
research service."
BMB would function on "a year-round basis,
turning out reports regularly, month after month
... in audience measurements, program popularity measurement, advertising impact measurement,
and all the other various fields of sound radio
research," and covering AM, FM and TV.
"By doing this, every single broadcasting
station throughout the United States could buy
some type of service from BMB.
So could advertising agencies, and advertisers.
Thus BMB could
have a continual source of revenue for a continuous service," and "could become the outstanding
source for authentic, standard, reliable and useful radio research."

the tripartite direction of advertisers, agencies and broadcasters.
Some of the buyers were especially
grim in their predictions of what
would happen to radio if BMB should
die. One said that for broadcasters to
deny agencies "the kind of information we need to spend money on their
stations . . . would sound to me like
self-contribution to slow business suicide." Another: "Although BMB costs
broadcasters a lot of money, it is a
sales tool they will someday be glad
to have. Radio is going to have a
tougher and tougher time competing
with other media." A third: The death
of BMB "would indicate that broadcasters cannot agree on anything."
And he cited "the progress that is being made by other media in scientific
selling."
Miss Nelson's letter, dated October
20, was an "urgent appeal to all who
take part in buying radio time." She
said that, although "Study No. 2
should be an improvement over the
first, . . . the mere publication of an
improved study will not save BMB."
unless buyers recognize their need for
it and make their need known.
Individual agencies — such as Richard Foley Agency. Philadelphia. Ted
Bates & Company, New York, Tyler
Kay Company. Buffalo — are writing
broadcasters on their own to ask them

either. At plan board meetings, this

"television is forcing advertisers to
look at radio. . . . Television's growth
is market-by-market, so radio has to

timebuyer felt he "wouldn't have a leg
to stand on in holding this $750,000 a

be studied the same way."
Many pointed to the necessity, in
this highly-competitive period, of specific data on who, how many, and how
much.centOne
saidinformation
he could getfor"nosome
reaudience

Some progressive broadcasters, on
year for radio."
the other hand, are so concerned over
the possible death of BMB that they
would try to set up their own independent versions of it.

200 stations we are using for a network show. The network has nothing

But hundreds appear willing to get
{Please turn to page 53)
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stresses need for audience data by counties by attaching this memo

to "give this organization your full
support."
To each of some 600 station contracts being placed in the last 10 weeks
of this year, J. Walter Thompson Company implies the continued need for
BMB coverage maps by attaching a
memo requesting stations to submit
maps of their areas.
Thompson has found that in working out a recent schedule in one section, only 10 of 38 non-BMB subscribers in it "have submitted anything in
the way of audience surveys or coverage information." Data on the others
consist largely of such items as a letter from a new station saying that it is
ready to receive orders; a brochure

»<»*£»*
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to each station contr
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vmmxaim
area,
an m cooties is wdhhq
CEt.TAGE RATINGS. WHEN WILL WE HAVE
TOUR HEW BMB DATA?
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showing the new studios; "a blue map
of the state with the home county colored yellow."
A number of buyers brought up the
growing threat of other media to radio.
Replying to SPONSOR'S query. Henry
Schachte, national advertising manager
of the Eorden
Company,
noted that
1 NOVEMBER
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Equitable opens the door
"This is Your FBI" program helps 7,000
life insurance salesmen expand business
Equitable is the first life insurance company to make
radio advertising do more than open

over-all

doors for its agents. It's true that
Equitable Life Assurance Society of
the U. S. pioneered the technique of
using radio successfully to get leads
and open doors for interviews. But it
took the imagination of an ex-salespromotion man to devise — and sell — a
wa\ by which network radio not only

helps deliver prospects, but helps sell
them directly.

dropped less than the industry average
by approximately the percentage of
business accounted for by the radio

Equitable traced more than 10% of
its ordinary life sales last year to its
radio promotions. Just what this
means becomes clear when you compare Equitable sales with last years
trend.
Life insurance sales as a whole were

promotions. This was 10.7 rc ($68.326,660) of an ordinarv life volume of
$666,834,660.
The previous year, 1947, saw life
insurance sales continue to climb, following the surge of postwar buying.

down in 1948, and Equitable sales
were no exception. But Equitable sales

Equitable, however, topped the average increase for the industrv in 1947

Radio activity, sales, chart parallel course
Total

Dollar

Ordinary

Life

Volume,
Sales

Total

Dollar

Traceable

to

Volume

Per Cent

Radio

Traceable

1947

$764,234,500

$69,261,616

1948

$666,884,789

$68,326,660

9of.1Total
%
to

"FBI"

Radio

10.7%

Program

Time

Sales
and

Talent

Costs

$ 950,000
$1050,000
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by approximately the same amount of
business they could trace directly to
their radio promotions.
Equitable decided in the Spring of
1945 to use network radio to help open
doors to their agents and back up their
selling with institutional messages.
The agency, Warwick & Legler. New
York, conceived a program based on
actual case histories from the files of
the Federal Bureau of Investigation.
Director J. Edgar Hoover approved
the idea, and thus was born This Is
Your FBI.
The show is carefully checked by
FBI officials not alone for technical accuracy, but for the faithfulness with
which it portrays the thinking and ob-
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TIE-IN WITH RADIO PROMOTION
OPENS DOOR FOR HELD MEN
"(lash In"
Underwriters
Equitable
On Opportunities
Offered by
"This Is Your F.B.I."
1 ■ H.J - .i. any -....„. ,..•■■■. . .... ill too, elmd* fa Fr>lerul Bureau of [mrollgalion- 1ml tltuttwrnU of Kqultal.lr
fl.-ld rrpr«wnlBll»r» urr equity certain thai il >n- me
"Pur Hriirr /nltTYi***.'

Il ne belji «J*e lii> fio«ii< . . . 1 (ir..l-

jectives ofthe FBI and for its "crime
does not pay" theme. This cooperation
enables the opening announcement to

BEST INS! RANfE
PROSPECTS LISTEN TO

label the program ". . . the official
broadcast from the Files of the Fed-

"THIS IS V01 R F.B.I."

eral Bureau of Investigation . . . presented as a public service. . ."
The program, produced (also written and directed) for the agency by
Jerry Devine, started on ABC in April,
1945. A careful study of the audience
composition of programs with generally similar formats convinced agency
officials that This Is Your FBI ought
to attract a mass family-type audience
with a high proportion of listeners in
upper and middle income groups.
Men and women should strongly
dominate, and a substantial proportion
of the families should include adults
with high school or better education,
and should include one or more children. Such an audience would be a
highly profitable one to talk insurance
to. The program succeeded even better
than expected in attracting just such
an audience.

LATCH

IIFTERS

Eqai

House organ tells salesmen

FBI also stands For

Better Interviews, and how to obtain

Conductor checks cues at script session with Jerry

Divine,

Milton Cross and

them

Dean Carlvon

The most recent audience composition analysis, based on Nielsen data
for Feb. -March, 1948, shows that 33%
and 36%, respectively, of the families
who listen to Your FBI are in the
upper and middle income groups.
Forty-three per cent of the listening
families represented have one to two
children, 28% have three or more.
Sixty-two per cent of the families have
high school educations, 21% college.
There is reason to believe that the
audience pattern is substantially the
same today.
Children
compose
only 17.8%
of
the audience, only slightly more, for
(Please turn to page 44)
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program grow?
Do you know what to do
when it starts to decline?

.
Henry

Aldrich, through

the years,

has paid

off for GF

over-olF the
Only network
slightly sponsors
over 11' rwho
of
were on the air in 1939 are using the
same vehicle today. Even the daytime
sponsored program fare on the networks hasn't remained constant. Besides the 1 1 ' , of the sponsors who
have been continuously sponsoring the
same shows during the past decade,
there are others presenting programs
that were on the air in 1939. ActualU.
these programs total another 10%.
Thus
just commercial
slightly underprogramming
80' i of 1939'sis
network
still being sponsored.
The case for program changing, if

"Aunt

Jenny"

then, as now, gave

practical help for Lever Brothers to the nation's housewives

past experience is to be followed, is
even clearer than these figures indicate. A great many of the programs
that have the same sponsors todav that
they did ten years ago are not selling
the same product. This is especiallv
true in the daytime. During the serial
hours, programs seldom sell the same
product day after day. Backstage Wife,
for instance, carries copy for Dr.
Lyon's Toothpaste, Dr. Lyon's Toothpowder. Double Danderine. Astring-0Sol. Energine Cleaning Fluid. Haley's
M-O, Energine Lighter Fluid. Cal Aspirin. Phillip's Milk of Magnesia. Face
Cream. Mulsified Coconut Oil Shampoo, Dr. Lyons Ammoniated Tooth
Powder. Energine Shoe White and
Bayer Aspirin.
What's true of Sterling Drug sponsored programs is also true, in a
limited way, of most other da\ timers.
Life Can Be Beautiful carries Proctor
& Gamble commercials for Tide. Lava.
[von
Snow
and Crisco.
American

The actors have changed

but "Just Plain

Bill" is still at work for American

Home

Products

Home Products ( Whitehall I has Just
Plain Bill sell Anacin. Heet. Bi-So-Dol
Mints and Powder, Wizard Wick and
Wizard Glass Wax. It's only the
limited-product daytime sponsors that
keep their programs selling one or two
products. Since B. T. Babbitt has
Bab-0 as a leader, it gets the major
play. Even Babbitt uses Lora Lawton
(CBS I and David Harum (NBC I to
sell a second product. Glim. The more
limited the product line, the more apt a
sponsor is to change its program. Manhattan Soap, a limited product sponsor, has changed its program relatively
frequently. Ten years ago, its vehicle
was jack Berch and His Boys, today
it's We Love and Learn. At first, Manhattan only had Sweetheart Soap to
sell and was a traditional "two for
one" promotion user. Today. Manhattan has a second product. Blu-White

Cos I Rathbor.e and the late Carole Lombard

appeared early on the

15-year old "Lu:: Theater'

Flakes, and is giving General Foods'
competitive product. La France, a
tough battle for the consumer blueing
dollar. GF's La France is not currently
using airtime, which is some indication
of what Manhattan's air advertising
( Duane Jones I has done for BluWhite.
Limited-product advertisers in certain fields stick to their programs and
change them only slightly. Typical are
Firestone Tire and Rubber and Cities
Service. The former has kept The
Voice of Firestone going for years selling Firestone tires. The fact that it
operates Firestone Stores which sell a
varied line of products really puts
Firestone out of the limited-product
classification, but its major commercial approach has been to sell Firestone
rubber products, mostly tires. The
Voice of Firestone hasn't changed too
much during the years. It's still a mixture of semi-classical music and ballads
that drip with sentiment. It still suits
the musical tastes of the senior Firestones and the Bible Belt loves it.
That's where the most of Firestone's
products are sold. Cities Service Band
of America was Cities Service Concert
ten years ago. but the change is only
in the instrumentation, not in the program appeal. It's easier to promote a
brass band than it is a semi-classical
orchestra so "Deac" Aylesworth. exNBC president, recommended the
change as part of his radio-advising
the Cities Service Co. Cities Service
sells a limited line, gasoline and oil.
and feels that the majority of car
owners are in the older group who like
I Please turn to page 58)

Six years ago, the Lyn

Murray Singers were a feature of Lucky Strike's veteran

"Hit Parade'

lew Premium beer wins Washington
Integrated

advertising,
job

In the middle months

of

spot 1948, the venerable Washington brewing firm of Christian Heurich. was in a fast squeeze
play. Sales were nosing down, contracts were falling off. and the outlook
was anything but bright. It was not
that Heurich. the only brewery that
actually makes its product in the nation's capital city although the market
is large and competitive, wasn't trying
its best to sell its well-known "Senate"
brand of beer in Washington. Maryland and Virginia. It had one of Washington's most aggressive and saleswise
advertising agencies, Henry J. Kaufman & Associates, thinking up plenty
of good merchandising ideas. The
trouble lay in Senate Beer itself. It
was beginning to taste terrible.
The fault lay with the equipment in
the Heurich plant where Senate was
brewed from the sound formulas of
old Christian Heurich, Sr., who had
started the firm some 80 years before
and had lived on to the thoroughly
ripe old age of 102. When Christian
Heurich, Jr. took over the family business in 1945, on the death of his father,
he inherited one of the oldest brewing
luisinesses in the country . . . and some
of the oldest brewing methods as well.

spearheaded
to establish

by air media, does
Heurieh's

York s famed Jacob Ruppert Brewery,
was hired as general manager. From
Liebmann Breweries, one of the country's outstanding examples of a firm
built uj> by consistent advertising
I "Miss Rheingold" campaigns in
space, outdoor, magazines and broadcast media), Heurich got Kenneth
I u \ man. Liebmann's sales manager,
to be Heurieh's general sales manager
in Januar\
ol this year.
Bates began to get things done in a
hurry. Under his supervision, and
while Twyman began work on new
Sales campaigns.
Bates renovated the

fast

"Champeer"

plant from one end to the other, drastically junking antiquated methods.
Out went the old wooden vats, partially
the cause of dealer and customer complaints about the taste of Senate Beer,
and in went a whole series of new steel
vats and modern equipment. Newformulas were tested for Senate, and
the findings used to improve the brew.
With a rejuvenated product which test
panels showed had a high taste score.
Heurich was read\ to go.
A sales and advertising campaign
had to be started to reverse the slumpin" sales curve on Senate Beer.
The

Old Christian Heurieh's son, who
had literally been raised in the brewing
business, had some big plans. For one
thing, he had the formula for a very
special sparkling malt liquor with a
!' '< alcoholic content (beer is usually
between 3.29c and 4.5' i ) which his
father had brewed up in small batches
for favored guests. One day, Heurich.
Jr. didn't know quite when, it was going to be put on the market. But.
before Christian Heurich the younger
was going to do anything else, he was
going to put Senate Beer back on its
feet.
He started in the latter part of 1948
1>\ hiring in some star management
performers in the brewing field. Albert
J. Bates, former
president of New
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Pro football TV

part of "Champeer"

media

team.

Score:

sales double

expected

total

SPONSOR

D-Day of the campaign was set for
early February, 1949.
Heurich asked the Kaufman ad
agency to come up with an idea which
would give Senate Beer a real sales
shot-in-the-arm and which could double as a promotion gimmick in the air
advertising, newspaper, outdoor, car
cards, and point-of-sale advertising
that Heurich intended using.
This was no small order. It had to

started on the idea of using the girls
as Heurich's basic advertising idea for
Senate was the fact that people, on the
average, buy beer for one or more of
three good reasons. It looks good, or
it smells good, or it tastes good . . .
and all the combinations in between.
When Kaufman found out that the
Mack act was for hire, he made a pitch
to Heurich. and the brewing firm went
for it.

be something around which a campaign theme could be built, which
could be used somehow in radio, TV,
and space advertising, and which could
be promoted in a strong merchandising
campaign to the dealers and distributors, and to the public.
What Heurich wanted for Senate
Beer was, in short, the thing that most
agencymen have been getting ulcers
for years trying to find: The All-Media
Selling Gimmick.
Kaufman found it in three honeyblonde singers, Eileen, LaVerne. and
Charlotte Mack, better-known in radio
and talent circles as an act called "The

The basis of the campaign was,
therefore, to be around the Mack Triplets. They were good-looking girls, so
that was fine for TV, outdoor, and
newspaper advertising. They could
sing, too, so that was fine for radio and
could give an added plus to any personal appearances the girls made at
dealer meetings, sales meetings, or at

Mack

Ways

Triplets."

What got Kaufman

places where Heurich's products are
sold, both in packages over the counter or across the brass rail. Best of
all, the idea of using pretty triplets, instead of the comely model, offered a
perfect opportunity for a triplet campaign theme. Thus was born the "Three
Right"
I Look, Smell. Taste!)

and the resulting tie-in of the "Triplet
The new campaign for Senate was
launched in the middle of February,
1949. About $200,000— a lot for a
fairly modest firm like Heurich — was
budgeted to be split in media between
Test."
radio
(25%), television (20%), newspapers (25%), outdoor (10%), car
cards 1 10% I, and point-of-sale
(10%). Nearly half of the ad budget
went for broadcast advertising. The
Mack triplets were signed to do a weekly half-hour show on WNBW, (NBC's
Washington TV outlet) which was
named, with an eye on the merchandising angles, Senate Get Together. A
special musical jingle was written for
the girls to sing during the commercial,
which they promptly recorded as a
singing radio jingle to be used via a
40-time-weekly frequency on a total of
three Washington radio stations.
The TV show was turned into a
subtle half-hour
commercial
by the
other media advertising.
Like Arthur
Godfrey {Please
for Chesterfields,
turn to page like
35) "Miss
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is a champagne-like
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a class by itself

.'Jmai/. . #«.«. You'll find dumpar served m (he
better boteb, mght duba, rcfuonnis, private clubs,
and fiar cocktail lounge*.
'tfArunfuiynr
/<X? . . .'/*••>. Qiampeer is i
•fatrklmt; null liquor — it a icatv and eiatmg to the
UMr-i bii of continental atmosphere — delicious
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"class"

appeal

Mack

Triplets offer perfect tie-in for Senate

Beer slogan "Three

Ways
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Mutual moves to form
fifth video network

(IT WAS NEVER LIKE
THIS BEFORE)

$4,567,990,000
BANK DEPOSITS 12/31/48
$ VAL SAVINGS BONDS 12/31/48

228

in the.

WOW

COUNTIES

(BMB)

IN NEBRASKA, IOWA, SOUTH
DAKOTA, MISSOURI, AND
NORTH DAKOTA.

kkkkkkkkkAAAA

THIS IS....

...READY TO BE SPENT
NOW or in the FUTURE
FOR WHATEVER YOU
HAVE FOR SALE!

In

WOW- LAND
An Always Rich
Farm Market . . .

COVERED ONLY BY
RADIO

I7M7JK
OMAHA
SOOO WATTS • 590 KC
JOHN J. GILLIN, JR., PRESIDENT
JOHN BLAIR, REPRESENTATIVE
AND BLAIR-TV, INC
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With opening of WOR-TV, MBS now has video stations
operating in New York, Boston, Washington, Chicago
and L.A.
Among MBS plans for 1950 submitted by
President Frank White to recent directors' meeting
are TV "network coordination."
Mutual, however,
continues to move slowly into TV.
"Superman" becomes
adult program
After 10 years of derring-doings on radio for
edification of kids, "Superman" moved to ABC on
Saturday night spot, 29 October, broadened his scope
to stress mystery and crime detection, and set out
to attract

adults.

Program

isn't yet sponsored.

Mary Pickford to produce
radio and TV shows
Mary Pickford, her husband, Charles "Buddy" Rogers,
and their radio-TV representative, Mai Boyd, have
formed PRB, Inc., 745 Fifth Ave., New York, for
radio-TV production and personality management.
Rogers currently stars in ABC's five-a-week radio
series, "Pick a Date with Buddy Rogers," and will
begin "Buddy Rogers' Showcase" on ABC-TV 4 January.
Mary Pickford is considering her first radio series
in 15 years.
She has applied for three TV channels.
justice Department
drops baseball inquiry
Justice Department has suspended study of alleged
restraints in broadcasting and televising major
league baseball games until it can be seen how new
rules adopted by leagues work out. Principal cause
of complaint was rule permitting a major league club
to stop broadcasts in home territory of games played
by other clubs.
"Home territory" was defined as a
radius of 50 miles from ball park. . .Unique contract, covering AM, FM and TV, has been signed by
WAGA and WAGA-TV for exclusive rights to Atlanta
Southern Association baseball games for five years.
"Kukla, Fran and Ollie"
to take winter hiatus
"Kukla, Fran & Ollie," NBC-TV five-a-week puppet
show sponsored by RCA-Victor and National Dairy,
will take winter hiatus after Christmas, but probably will broadcast through next summer, best
selling season for Sealtest ice cream.
SPONSOR
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BEER WINS

{Continued from page 33)
Hheingold" for Liebmann. like Chiquita Banana for United Fruit, and
like Ed Wynn in the old days for Texaco, the Mack triplets were used as the
basis for nearly all the other Senate
selling to the point where they became
"secondary trademarks'' for the advertiser, and the potential for sponsor
identification was at the highest possible level.
Weekly newspaper ads, window display material, billboards, and car cards
featured the Mack triplets, while doing
a selling job for the rejuvenated Senate
Beer. The pay-off came quickly. It
was not long before the TV show was
hitting a rating of 23.4. and had more
than 559? of the sets in use tuned to it.
The campaign began to pull, and Senate Beer sales started regaining the
ground lost earlier.
Heurich soon found that the campaign was working better than even
they, or the agency, had hoped. The
three girls turned out to be ace troubleshooters in selling beer, and were perfectly willing to go along with a heavy
publicity and personal-appearance
schedule.
For example, in the two day period
of Wednesday and Thursday. June 1-2,
the Mack girls put in a public relations
stint that would make most showfolks
head for something a good deal stronger than Senate Beer. On Wednesday,
at noon, the girls rode around Washington in a new car with a Senate
banner on it. posing en route for the
ncwsreel cameras. After a quick lunch,
the girls posed for publicity pictures
for Barbara Holmes' food page in the
Washington Times-Herald. At 3:30,
they were bustled off to a photographer to be prettied up for newspaper
ad photos. At 6:00 they were being
interviewed on a Washington TV show,
and at 8:00 they were the star turn at
an American Legion shindig where
Senate Beer (with a commercial, yet,
by the Macks) was served to 200 Legionnaires.
On Thursday, they tumbled out
bright and early for a rehearsal at
WNBW of the Senate Get Together
show. For lunch, they were whisked
away to the influential Cosmopolitan
Club where Senate was served I again,
with Mack commercials). At 3:30
the Macks were standing before a recording-studio mike, cutting radio jingles. Between 7:00 and 11:00 they

wire rehearsing and airing the T\
show .
During the six months t hat followed
the start of the Senate campaign with
the Mad triplets in February, L949,
the sales of Senate started climbing
again, and kept going up past their old
levels to new heights. Christian Heurich's brewing firm was in the black
again, hut Heurieh. like Alexander,
began to look around for new worlds
to conquer. The famous formula for a
premium malt beverage left him by his
Father bi gan to look more and more
like the first "new world
to tackle.
As a result. "Champeer." a sort of
semantic head-on collision of the words

SOUTHWEST

'champagne" and "beer." was born.
Heurieh found that it was practical to
brew the product on a big scale with
the firm's new facilities, and still obtain the same results that his father
had gotten in small hatches.
In August, 1949, a test campaign in
the Washington area was started for
the new product. It was a modest one,
hut it was carefulh planned. The product was introduced in hard-to-sell
places, like luxury restaurants and the
besl hotels.
Expensively-printed, four-color
point-of-sale material, such as table
tents, menu cover, and hack bars was
distributed.
Heuriclfs most desirable

VIRGINIA'S PiXUi&e/l RADIO

STATION

c4 good/
^January through September, 1949, the Roanoke
Market appeared among the Top Ten in the
U. S. three times:
5 th in March
8th in April
6th in September
Roanoke,

same

nine months, was a Virginia

Preferred-City-of-the-Month every month. Business
is UP 4Y2% over the same period in 1948!
WDBJ

is a preferred medium in a year-'round preferred market! Ask Free & Peters!
* Rand-McNally
** Sales Management

w DBJ

Ill
■■

FREE
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& PETERS.

premium-priced product Some of the
other places in media previously reserved for Senate were also turned over
to the selling of Champeer. Since
Champeer is aimed at only Ys(/c of
the total beer market being entered,
the over-all size of the campaign was
not large at the beginning.
Champeer now has a TV show of its
own to help establish the new product.
Since the Mack triplets were so closely
associated with Senate, the girls could
not be used to help in the introductory
stages of Champeer selling. Instead.
Heurieh turned to one of the standbys
of brewery air advertising: sports.
Champeer's main advertising push is
via the TV National Pro Football
Highlights, a 30-minute sports film
narrated by Harry Wismer. Commercials are done live, featuring a clubhouse-type cocktail lounge set, and a
male-female modelling duo who appear
on Champeer point-of-sale pieces,
somewhat as the Mack girls do.

BUSINESS

**

radio air spots, some four a day. were
turned over to the selling of the new

Champeer's introductory campaign
in Washington has been a great success. General manager Bates of Heurieh admits that the level of sales already reached is double that originallv
expected as sponsor goes to press.
Dealer enthusiasm for both the air
show and the new product, which Heurieh intends to market nationallv in the
future, has been high, particularlv
since the mark-up per case, when consumed on the dealer's premises, is
about $4.00 and is over $2.50 per case
on off-premises-consumption sales.
Somewhat to Heurich's surprise,
Champeer's market has turned out to
be broader than expected. Even
though the price 1 25c and up for an
8-oz. bottle I is high, it is catching on
with consumer groups in lower income
brackets than the one originally
thought to be the market for a premium-priced brew like Champeer. Heurieh plans to use additional TV time
and radio spot campaigns as distribution increases, and because of the
hioader base for appeal.
Just when Champeer will be ready

CBS

• 5000

WATTS

. 960

to "go national." not even Christian
Heurieh is sure. With Champeer's sales
building,
Beer's position
rejuvenated. and
Heurieh Senate
is in a strong
to make his bid for national markets

KC

Owned and Operated by the
TIMES- WOULD CORPORA T10N

ROANOKE,

pa\ off. One thing is definite. Radio
and TV will continue to plav a star
role in the air advertising of this ex-

VA.

Ir *JC., National Representatives

#Xy

/jf\\

panding Washington brewery.
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makes mornings brighter!
mol/oc
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Where do the stars go when the sun
comes up? On the A.M. band at
EIGHT-ONE-O! WGY has studded
the morning hours with a new set
of twinklers! EARLE PUDNEY, his
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piano and discs; GARRY STEVENS,
nationally known recording artist
with the WGY HEPTET; MARTHA
BROOKS AMD VERN COOK in 30

! °°N

63/

\

g

■ Westbroo

GXMTON

F HAMPSHIRE

minutes of hi-jinx. Yes . . . WGY
mornings are brighter with an all- <
star cast that makes more people
listen!
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Our name is Thorpe. We are one of 14,900
families that live in Chittenden County,
Vermont. Last year the four of us spent
3200 dollars for necessities. WGY has long
been our favorite station. It makes our
mornings brighter and our evenings happier. And that applies to plenty of folks
over here in Vermont. WGY's the ''family
station" in our part of the country and a
daily habit with us.

9

A GENERAL ELECTRIC STATION

NOT SO MAD

MUNTZ

\\ ashington and Baltimore. During
Julv and August, the) went into Newark. St. Louis. Cleveland and Brooklyn. Long Beach, Calif., bas since been
added, and other cities along the coaxial cable, wherever l\ can be received, will be opened in the future,
i Miami. Buffalo and Cincinnati are
slated to be added after the first of
the v ear. I

i ( ontinued from page 2> i
Brady.
The K-F association lasted two
"ears, at the end of which time the
"Madman" with ihe Midas touch met
TV engineer Rex Wilson, \\h<> convinced him that his ingeniously designed T\ set would revolutionize the
industry. It needed no antenna except
in the poorest locations, eliminated
half the troublesome parts <>f conventional >et> and had <>nl\ three controls

Taken apart, the Muntz-Shore advertising philosophy has no individual,
world-shaking departures from known
techniques. The out-and-out wackv approach, while not actually an innovation, admittedl) was fresher and
brighter than any that had caught the
public fancy in many a moon. Yet,
despite its unprecedented success, it is
a greatly muted version which is being
used today. Copy has gone pretty much
straight, will continue to do so. As

instead of six; an on-off switch, a channel selector and a one-knob picture
control that automatical!) adjusted to
all variations in brightness, contrast.
focus, image sharpness, horizontal and
vertical holds.
B) November. 1948. over 200.000 of
the one million Muntz TV. Inc., shares
at $1 par value common stock had been
sold. Sets are manufactured in Chicago
and shipped to Muntz TV branches.
The new organization started in Los
Angeles in April. 1948. in Chicago in
May. In June. the\ invaded New York
Citv.
Boston.
Detroit.
Philadelphia.

Muntz himself puts it, "There's enough
insanit) in television without my adding to it." Having spent hundreds of
thousands of dollars to build up the
"Madman" angle, he's cheerfully willing to spend a similar amount to plav

FI6URE THE ODD* by KX™
the odds
against
rawing a

it down.

^ et. he retains considerable

affection for the old trademark. His
onlv thought of change as regards it—
and he swears he's dead serious — Ls a
change in the wearer of the fancy duds.
It was. of course, inevitable that competitors, and just plain onlookers,
should add a tag to "Madman'" Muntz
along the lines of "'Oh veh. < razv like a
fox. Muntz insists that if he keeps
getting all this free advertising and
publicity, a fox will soon inherit the
red underwear, et al.
Nor is there anything particularly
new in skywriting, elimination of the
middleman, keping salesmen healthfulIv competitive. Hardlv new. either is
home demonstration of products. Yet
Muntz was the first to use the home
demonstration method, which had
alreadv proven its value: the first
equipped to put it to work . . . and has
pioneered in showing other manufacturers how to utilize radio to sell TV
sets.
Not adverse to taking bows on the
well-nigh phenomenal success of his
advertising. Muntz is not loath to give
credit I and the lion's share of the
budget l where credit is due. "Radio. "
he says, "made us." Backing up that
belief in radio. 90 per cent I A "conservative" estimate according to the
corporation
i of the
tentative
"49 budget of one million
dollars
is allocated
to
radio, the remainder to newspapers. In
some of the TV cities served, radio is
used exclusively .
As much as anvthing else, it would
seem that a hard-headed insistence on
results, which are checked consistently
and meticulously, is no small part of
the effectiveness of the Muntz advertising. As little as is humanly possible
is left to chance: there are no hangerson on the ad schedule. \$ illing to
spend plenty to make more, the organization is just as willing to reach for
the axe when a station or newspaper
doesn't show proportionate results.
The same format is followed in all

NO GAMBLE^vhen you join the parade of the nation's
leading.jtfdvertisers on the Hal Fredericks' "Song and
Dance Parade" on KXOK, in BIG St. Louis. Master Salesman, Hal Fredericks, personalizes your product . . . sets
the stage for more sales . . . 3:30 to 4:45 and 9:30 to
10:00 p.m., Monday through Friday. Phone, wire, write
for availabilities ... or call your John Blair man NOW!
630

KC

5,000

WATTS

FULL

IN

38

TIME

BIG

BASIC

ST.

ABC

LOUIS

markets. Stations are carefully analv/ed as to market possibilities before
being approached: no long-term contracts are signed until thev have passed
the test. Program time is flexible, as
long as it add- up to 15 or 20 spots
a dav. and varies from one. five. 10
and 15-minute arings to an occasional
half-hour. Currently, onl) independent
stations are being used, but platis are
underway for a network program
within the marketing
areas.
i Please turn to page 42 1
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Mr. Sponsor asks..*
"To what extent should station merchandising
and promotion influence choice of stations?"
K. C. Cifford

President,

Schick Corp.

As a matter of

programs. An\ expense which the station undertakes for merchandising is
cold fact, merchandising aid obviously unfair to the great majority
influences in a of clients who do not ask for such
most minute de-

The

gree the choice
of stations.
It is
well known that
the smart
time

Picked Panel
answers
Mr. Gilford

Mr. Flanagan

Not to any great
extent. All wideawake stations
merchandise and
promote their
programs through
one or more mediums such as
newspapers, direct mail, billboards, car-cards.
Miss Dick
cooperative
tieups, window display posters as well as
a good public relations program. If a
station is doing well commercially,
there's a
producing
sponsors
over that

good reason for it ... it is
the desired results and the
will continue to advertise
station. No advertiser will

continue to put his money into a
medium that is not paying off. Salesmanship may land an account but will
not keep an account. First things come
first. Sales promotion alone will not
produce the results the sponsor is
after . . . but sales promotion coupled
with intelligent programming will attract listeners, and the listener in the
final analysis is what helps the station
pay off. . . . Yes, the listener is the
precious commodity so highh valued
I»\ a station. You must have listeners
before you can hope to keep an account on your books steadilv.
Edith Dick
Station Manager
WWRL. Woodside, A. Y.
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buvers

mg

for

are looka\\

tne

factual information they can get in
regard to station coverage and cost
per thousand. Merchandising aid
comes after the order. If the question
is "merchandising promotion. " then
the answer is that it has little or nothing to do with choice of stations. If
the
"program
promotion''
then question
it has ais lot
to do with
station
choice, since size of audience is affected not only by quality of program, but
also by the promotion of programs.
Here is a typical situation involving
merchandising aid: The manufacturer
finds his finished stock inventory excessive, his orders falling off; he reduces production; he instructs his
agency to get up an effective campaign.
The agency turns to Spot radio as
being uniquely fast and effective in
creating consumer demand. But the
manufacture ris up against moving a
lot of frozen inventory, so he resorts
to the doubtful expedient of trying to
get the wholesale and retail trade to
load up in anticipation of demand.
The agency does its best to comply
with the client's wishes. It decides
upon the stations it will use. and then
begins the task of asking for merchandising aid. The station's business is
the financing and management of a
broadcast station, a most difficult task,
requiring a knowledge of several arts
and much science. Its principal problem is programming, divided into a
good network affiliation, and a splendid job of local news and events and

merchandising aid. but assume themselves the responsibility for their sellvertising.
ing efforts and point of purchase adThe worst tragedy of all is that on
the accounts on which a station spends
its funds for merchandising aid. an
earh cancellation is entirely likely, and
often comes in, so that the merchandising aid has often cost more than
the total receipts for time sales.
thermore, there are likely to be
understandings between the time
er, the client, the station, and the
Representative as to how much

FurmisbuySpot
was

promised and how much was delivered. Some of the cynics say that the
best policy on merchandising aid is to
promise much and do as little as possible.
Program promotion is an entirely
different thing. The client and the
agency are entitled to expect from the
station intelligent and aggressive promotion of the station's programs. This
is nothing more than the advertising
of the station's product. Since the
station is in the advertising business
tooth and nail, the station must believe that advertising of its programs
will help to increase audience. It is
widely observed that time buyers are
much influenced 1>\ their knowledge of
how a station promotes its programs.
And even if it doesn't know, good program promotion does build audiences,
providing the program promotion is
based on good programs.
T. F. Flanagan
Managing Director
Xational Association of
Radio Station Representatives
101 Park Avenue
< etc

York
SPONSOR
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This is a good
question and deserves an honest
answer, even
though it has
overtones of the
old cliche "Have
you stopped beat-

Watch

New WDSU

wife?"
ing your the
In short,
stations that merchandise aggres-

Mr. Pearson

sively will feel that I ought to say "By
all means take all merchandising and
promotional activities into account
when buying time!" and
that may not be as active
lines; or who sincerely
this is not a function of
will no doubt feel that my

the stations
along these
believe that
advertising,
reply should

be "Buy time on coverage and audience, let the merchandising fall where
it may."
Actually, I don't believe that either
view is the entire answer. As a long
time advocate of close cooperation
with distributors and local dealers of
nationally distributed products, I feel
that a station that does not make the
most of its opportunity to contact and
work with these people is missing one
of the most important functions of a
radio station. It is good business for
any station to insure the success of all
its advertising wherever possible.
As an advertiser or agency placing
advertising I would be most interested
in knowing whether the station in
question could move merchandise off
the shelves of the retail outlets. That,
in the final count, is what the advertiser buys and pays for and hopes to
get! If merchandising, station promotion, programming, or anything else

the

No Other New Orleans Station
Affords Sponsors Such Economic,
Hard-Selling Programs.
RADIO
"Dixieland

Jazz"

Jazz Authority Roger
Wolfe spins waxings
and adds colorful
tidbits from his own
voluminous library of
Jazz records and facts.
(Available for
Sponsorship)

VIDEO
Racing
Mid-Winter racing
televised again this
season
from
the New

Ground's
Fairoval.
Orleansfast
(Ava//ab/e for
Sponsorsh/p)

can do the job, it's a good buy for the
advertiser, and it is an indication of
the extent to which the station may deliver sales. But I would be very foolish, as an advertiser, to pass up a station that moved case after case of
merchandise off the shelves, but that
lacked even the most fundamental of
merchandising departments. Certainly
the criteria ought to be: "Can I expect
the station to produce sales results?"
If the answer is "Yes," I would take
the extras, or window dressing along
with; but with or without, I would
still buy that station!
John E. Pearson
John E. Pearson Company
250 Park Avenue
New York City, N. Y.
7 NOVEMBER
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EDGAR

B. STERN, JR.
President

ROBERT D. SWEZEY
Executive Vice-President

LOUIS READ
Commercial Manager
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you can
do it better
with the
revolutionary

ACTUAL
SIZE

ALTEC
21 B
MINIATU
MICROPHONE
It achieves uniformity of response .. . provides greater
tonal fidelity . . . jt is omnidirectional. . itis blastproof, shockproof . . there is no false bass
build-up . . . more net acoustic
gain before encountering feedback .. . tiny size contributes
to remarkable versatility of
positioning . . . extends the
fidelity of sound transmission.

NOT

SO MAD

{Continued from

MUNTZ
page

N-SALEM

38 I

In each city, Vlunlz sets up a factor) showroom-warehouse, in a low rental
district, and moves in a fleet of shin)
white trucks and a staff of 200 telephone operators, office workers. TV
technicians and salesmen.
The advertising barrage breaks simultaneously: fleets of "Muntz Writers
in the Sk\"' planes sk\ write clouds of
copj usnalK over 700 miles of lettering fill the sky. the Muntz name appears over 100 times, while a dozen
different selling phrases are visible.
Concurrently, radio stations, newspaper ads and trucks are urging the
public to phone in for a free demonstration.
The radio advertising relies equal!)
on live and transcribed plugs. Wherever possible, key disk jockeys are used
because of their loyal, ready-made audience. If not, a different type of
ready-made audience is taken advantage of by using transcriptions made
by such topflight announcers as Harry
von Zell. Ken Carpenter. Don Wilson.
Bill Goodwin and Harlow Wilcox. Because their names and voices are rec-

Call The Cops
A large Winston Salem store
wanted to sell a stock of
blue jeans. One announcement was made over
WAIRadio exclusively. Result: Mob waiting next
morning to buy blue jeans.
Cops necessary to keep order. Stock soon sold out.
Late sleepers missed out.

National

1161 North Vine St.
Hollywood 38,Cal.

their personal suggestion to "pick up
the phone right now" impels a very
high percentage to do just that.
The promise of "a set in your home
within an hour" usually is fulfilled
within a matter of minutes, as the calls
are relayed at once to trucks and cars
cruising about the streets.
All branches welcome children viewers in their showroom. They arrive by
foot, roller skates or bicycle. The gesture on the part of the management is
not, of course, purely philanthropic.
Engrossed in a show, many a moppet

The wa\ things are going now. it
wouldn't surprise anyone very much to
see, in the not too distant future, a
keen-e\ ed fox looking over the prospects from beneath a three-cornered
hat that bears a very strong resemblance to one worn by Napoleon — and.
more recently. "Madman
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NORTH
CAROLINA
Avery-Knodel,
Inc.

ognized bypractically every radio listener, and their opinions respected,

FOR BETTER RESULTS IN THE

Pacific

74et

Northwest

Station

^

Portland
Ellensburg
Butte
Spokane
Missoula

forgets he's due home with a dozen
eggs. Many a father is dispatched to
deliver junior and the eggs where they
belong, and tie grows a bit forgetful.
Then momma goes forth to collect
junior, the eggs and poppa. More than
a few salesmen have been known to deliver a whole family home — plus one
TV set!
161 Sixth Avenue
New York 13.N.Y.

Rep:

Bozeman
Helena
Great Falls
*HE WALKER

COMPANY

551 Fifth Ave., New Yorkl7, N. Y.
360 North Michigan, Chicago
1, II

PACIFIC

NORTHWEST

BROADCASTERS

6381 Hollywood Blvd., Hollywood 28, Cal.
7° Post Street, San Francisco 4, Cal.

Muntz." ***
SPONSOR

1

"No... (Sob!!)... KJR"
KJR

doesn't

reach

everybody!

But KJR does blanket the rich western Washington

WATTS

AT

950

KC.

where 1,321,100 radio listeners enjoy one of the world's
richest-per-capita incomes.
Best of all, KJR'S 5000 watts at 950 kc. cover the
imporfant area that any 50,000 watts would reach (check
your BMB).
And "the beauty of it is"— it costs YOU
* Talk with AVERY- KNODEL,

0/(z
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market,

so much LESS!

Inc., about

KJR!

for Western Washington ... an Affiliate of the American
43
Broadcasting Company

WMT is the new
Delhi

oracle off

EQUITABLE OPENS DOORS
^Continued from page 29 i

(IOWA)

example, than Lux Radio Theatre's
10. .V, juvenile fans. It's interesting to

... and The Word poes out, loud
and clear, from one end of WMTland
to the other: Get a load of WMT,
for entertainment (exclusive CBS
programming for the area), and information (AP, UP, INS news plus
local correspondents throughout
Iowa).

compare this ratio with the 35.7' \ kid
listenership to Lone Ranger.
Advertising manager Leslie R. Shope
returned to Equitable from the Army
in December of L945. One of the first

Delhi and
communities
line make up
the important

jobs assigned Col. Shope was to find a
\\a\ to make that advertising budget —
about $900,000, practically all going to
radio — more productive.

the rest of the 1058
within WMT's 2.5 mv
an important part of
Iowa audience (whose

per capita income hit $1,491 in '48,
up 33' % over '47 and 68'v since the
end of the war!) You needn't consult an oracle about reaching the
prosperous Eastern Iowa audience.
Use WMT. The Katz man has full
details.

A big reason that more insurance air
advertising has failed than succeeded

* Note to purists : We know the ancient
oracle was at Delphi, not Delhi. How
close qan you gett

ing only becomes clear when it is realized that few real advertising men sit

\

Anxsj^ ,\* " -«*\«sc.

;

in the advertising manager's chair at
most insurance companies.
By May of 1946 the Equitable had
worked out a plan to harness some
of the tremendous persuasive power
of radio to help sell Equitable policies.
The idea was to organize the air

CEDAR
5000 Watts
BASIC

in the last 20 years is a failure to understand the role of audio-selling. The
reason for such a lack of understand-

RAPIDS
600 K.C.

COLUMBIA

Day & Night
NETWORK

selling around

a series of promotions

over a period of about ten weeks. The
promotions would cover some five
fundamental themes, such as homeownership, educational fund, retirement income, etc. Key to the plan was
to persuade the men

Here's a complete,

and women

of

Equitable's field force to accept and
follow carefully a campaign built
around the series of broadcasts on each
idea.

time-saving book of

The crucial point is that individual
underwriters, or salesmen, work for

market information

agencies who are affiliated with the insurance company by contract. They
are free to follow their own devices
The current 1949-1950 Edition of SRDS
CONSUMER MARKETS provides all the
basic information that market men and
buyers of media use in selecting state, county, and city markets for any consumer product.

Authoritative: It report- market data only
from government and other reliable sources.
Many Uses: CONS! MER MARKETS is
in the hands of SRDS Subscribers, and
oilier-, man; of whom already have told
how 1 11 1 • > are putting it to work. "We are
laying oul new -air- quotas and advertising
plans from it," wrote a national advertising manager. "Selecting market- for a
lesl campaign
on a new product," -ays an
ml executive.

in obtaining and selling prospects, subject only to the head of the agency.
For each scheduled promotion a
Users Like It: "Contains more information
than I have ever seen in a single market
data book." reports another agency man. A
time buyer wrote, "Your book has figures
on farm radio homes and farm buying
power that I have been looking for for
CONSUMER MARKETS was designed as
a companion-piece for use with regular
monthly sections of SRDS to make all jobs
of\ eaimedia-market
-election ea-ier. faster,
-."
more accurate.

Extra copies of CONS! MER MARKETS are available
to subscribers, or to non-subscribers
at $5.00 each.
A Section of Standard Rate & Data Service
Walter E. Botthof, Publisher
333 North Michigan Avenue, Chicago 1, III.
New York • San Francisco • Los Angeles

sales kit explains, illustrates and demonstrates each step of a procedure
by which an agent can make immediate sales. The program commercials for
the period of each promotion stresses
the particular phase of protection featured in the sales kit. and reiterate the
importance oj the agent.
Preceding each scheduled broadcast
promotion, each agency manager receives an advance sales kit accompanied
b\ a letter from Equitable's agenC)
\ ice-president \ intent S. \^ elcb. which
sells the new promotion. Included is
an outline for conducting agency and
district meetings relative to the promotion.

44
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7. ALBANIA PLANTATION, Jeanerette, La.
Built in 1842 by Charles Grevemberg. Since
1910, Albania's 1,100 acres of sugar cane and this
beautifully preserved mansion have been owned
and maintained by the City of New Orleans.

2. RICE THRESHING near Kaplan, Louisiana.
This rich, farm area leads the nation in rice production. High yields and wide crop diversification are

other important reasons why WWL-land exceeds the
national average in increased income, increased buying power, and general prosperity.
3.

WWL'S

COVERAGE

OF THE

DEEP

SOUTH

50,000 watts — high-power, affording advertisers lowcost dominance of this new-rich market.

45
The greatest selling power
in the Souths greatest city
50,000

WATTS

7 NOVEMBER

1949

CLEAR

CHANNEL

CBS

AFFILIATE

BMB Maps of WWL-coverage and other data available
from the Katz Agency, Inc., our National Representatives.

turn and Abner
have pull

With the critics, who call the program "indestructible
comedy . . . socks over solid."
With the people— 13 million of them on an average listened
to the program last season.
With all kinds of people from all parts of the countrypeople who live in big cities as well as in rural areas.
To make it pull more effectively CBS added the pace and
polish of its package programming skill so that in six months
Lum and Abner skyrocketed from a 9.9 to a 21.7 NRI rating.
, And now Lum and Abner can pull mightily for a sponsor— as
they take the CBS air again on Wednesday nights following
Groucho Marx, Bing Crosby and Burns and Allen. For now,
like Irma, like Godfrey, like Our Miss Brooks— they're a
payoff comedy package from CBS.

CBS

PACKAGE

PROGRAMS

*They have BO much pull that an Arkansas
town, two mountains and a State hiirhway
chanired their names, and seven pairs of tv.-in3
were christened Lum and Abner.

*»g

2£

SUNDAY

I

-

I

"-

1949

■"s*:'."Mj.'b

riS

<»•

iss

iS.

.:..

j£ :|l

Is8-- J 11

Tg5"'""'

"*4S i5 ;."

pili HI

™

||s

'"""

£

its'*

-"'""" j, |
|j

s=

SS

"53-

»»•"•» ,H.
■
'""'"•" &

Hi

H:

-'7.

--£.-.'•£?'
ss '-'£?

S£.

„

Ml "H!

"u&S*

•:--s

,„.,.„..,

r

a?

~1£ ^r

«^. «

s

1 |

3M5

%

w■M

u£S*"j

.
"*:':if.£...
. ISS'
K

i;l

"

f

Ml '"?.."-7** 6SS3

i« i!^ f„

=.5sL Sa1
S " ■':„:. ,■ "
•S':£-

"¥•;

«SSu

:
...:,/,

^|

B "^

J

:

*"";":"K'

v.' .'.."..."

■

-iC

"^!

:;

W™C«.

c-.^,..

■S.

^

^•"•r;

-

:.':"..'".".

'.;.';

'^"

"r

m,

^

BH

-:»SSc
:"-:'.,

sSr

5E

B
Hi
H ~h:

«t5.

:■...

H

..:.■:--;.-..

se=
,ajs.

sga
™

C~p

:;?-:
"Si-, m.".,;1'.'.

i

M

!Si 1

H LI?:.
■IMl '"toJliSr"
*sjar
i

'""•

'3£'

|

*%.

■

^ft.

"::'.X"-:
,.;•-?..

^l'M

,J^„. "vis'i:"

-t!,,S;-

M

'

""'"
'.r.; (^',,.,.'."

m ks.'sj'h

"

=•-%„

HESA

.£.:^.!'
MCCM.

1 HJ'

'";."T

c*l''»h^''

"■KS81 ':..'. -';'"

SSz-C

"S-"•as- 5,

"";;;
sasa
'../;;::" ,'^"" •■-■

■ifct

3i-

"7*""

f%;

;«„

Taxsr

J;j'T" ^r
"'I
£
F
'~Hta

""S„.SSu
S,.

,15.

c*^....

*stjs
B„

■ "t.^r (S&;

,;■'...— .

W

sssiKa

---.

'"'..

e£
"......
w^.

iSE

«Ml.

"»~~tXi"nift"

?.*■"/■

&

tear

K^S,

*■&.

!■•;:••:.?■'

aaa

"Sr

**.„„*,

.:..„.,...

SS"F"£'

MWttMtH)

1

■sr

s.'-&

s=

£*£, •aa
g^
:

hiJn

Si

.... .

£S5*,H™

,01»

..,.,„

isst

^

^S,,

^

>:.rcr

"S!

is.

*r-s,

■
■

^£5"

!3S

-^s

| HOI

-

......

. . ■ar

!rt

S;
.teg.
tsr

""iu-"-"""
*.«*!.
..°5:

c'i--J7«

H"'^:;*sr^'

"i".',",*'.!'.

S

oS?

"V1AH
.'.'■
■ssa

,;ft"j%

"

-5SK»

s?

'SSS'

KiSjS

s£?

<£'£.

■"sr

!5S

s.-:

.SE
.-.-

EHJHH

Irr ."PtBtI

i-y^o..

•a,tr^

•tes
■S"
r-;

H

r

,'!§

w

■—»

■

"H" 1
■H

JSsL

?5

a?

..'::.■'-.

^

-\;v

ID3
8:15

"C*

..„:;;■.

I

nH
3.:'•

sg

■— ~— .

,-,--.c"

t'''

"*"■

sss

las

c.-Ji'-.

CnnjM

SS

►_»„.o..

^H &™jmi"

wSsa^— ?,„

"gr

.

-9."..

■sr

"?~r

°" ""
Sni£ih^

— ?,.

•■,:■:■

SS=

^S■:•.:-

n.

.... ... _

■■"-Kr.0*
I -i„

IU~JjJ

..■:.:. s

- "-'-'*,t. S

31

"""-»'

*8?

""■SI■
",|I's"h:.

^st!

f-tSir

jSU.

ttS

s

las

1

IIID3
SATURDAY
IIDl
"•«
IBS
--H

IIDl

FRIDAY

DRV

Ml

^■"TV^TiT ■•:;:-

»t»~

■

I

°*r
, ,.„..„„

-"r..

%c

TS~ t

&

^s:

"&

SPONSORS

n

IIID3
*THURSDAY
rs
sf

WEDNESDAY
"S,: :....

8:15 ffl

%!

S?

TUESDAY

IIDl

",;l

1 co^l*^
•***~ November

DRV

MONDAY
IIDl

B^

JfH..
!x°7
*
.

?'

c^

"£"""

„.._.„

s%

S

JM

»JmBi^

"C

1
^^~

November

,.:;--.

■

•**&
*™

1949

33g

:

PROGRAMS

.

--"•"s"

"''S"-:

"
"SaT
,

"Iv- »,
„.,.„,..

"•■*:'

*.'■"£;«" ;*';.
i^r; aas

J%L

"" c

■ ■'■.;■'■

*■-i-^7.'
*gu

JXiL

d5k

CMa^Mlh

HHl

SUNDAY lib!
ip inn
-%■
^

|

1

4

'%;

"~~M

IDS

"sir

' ":..

1

J5v.,"
&'-

'"'^'':',"c--^b.^E

it..t... ' BS|J

■^h

Eg,

,C.npMjfaj*N

"•"-S"S
, sSrH

Nfl

:.-fl!.w
Id 14m.

5#=r

Wff SsXs:,

"£=-

,,...:

tISs-

•^

fS*

ut£

ss-!' p llf

1

■ "J

#1

■
■

|..r,.

"£?
■7i

h»;

m'™,i

rsr

"MISSP

,. .......

B

'

sS'o]
"tr.r."

.H,

„„„,„,.„ ,,

PIGO."...

--:!%- B

SK
SKSSS

eT

S?:c
'
.satiaf

wL

Laa,

'■'";'.*

W„A

J5&.

%
....

£S"

.

••"•''w™

;

jsac.

Bm.,H.

trirftrfa

—EE

ksh

u

"•;--"

tax

-•^L

-Ji-aH

€4

,ss,*Bi■■.-.■
%.

_-..,„

oOim-N. M

" -

';-:.::-:

-*^,ll

,„:£,;

.

•ha*-

ts

■

r.r

Ln&H*

.

"w-'yfi'

"*'"
;-..;--.

pr
:h:^

rx

...!^. £r

£r.

■

oS.;,.

-

.,...,.

©

-

["^".V;

---

JS.
irS.

. ■.- » r„
-"**,

Js
JS,

'

■
„

"-"•-'

,

■

::.:r
, ,-.,..:.

,...,.

».'«"•'

1 : ■;'.

c*-»*

§

B
T^-,..-..;.

..,-,..

pta

,::::;,

sj

-<•*

31

■

%£r
.'::-...

:-Sr1
.

hi...

Hi
fc

Ehi. ■ sras™
..i?.::?,.

.......
i

i«

jJLf'TiI

|~-—_

M

■as? 55

1

Bur

«; :, :.

".T ;■ U"

>XVi;'r

££

puU'ltoh

■stst

c--"-:S'«

UnM

"(h ,..

ilt~-

wllI1 fle

"'*•'■'"

H"f~"o'"'

aj_ 1 I'-ar-

us

"%:

it-* p.<

.£■£'..

£»fcH

"■-sir"
SATURDAY
c-ar "■^'%S,;

djj"?jtfeej.B

"3r1 ■■

C«'rc f,.

s

s

fRIDAY

"fr

c--;"s^» ;

-0(;„«

" "»~: *"
jat.
'•-"•JSr

"^rlflj

e|

SSJS

"-fc

c,rr.v.:'

';;_;';;.;. ••'•V.,S^tkH
..,s.„. "?fJH'
-„<ur
'"''•S'.Rl
THURSDAY
,1,

c-b-;s;.

■s-

"H" n

e.~pt.ii»,p

JskL

issKir

U. .ni0, r,.

""7,7

«*-sr*
s. Mt Pl
««,,.

•SF

M

*"£„

-

=£^B

»

<£"g■*=■<£■-

""ar,-*

"„":.•:,"■" 2a
■■

"XT

',..-

.„,.„...

'

""",',>.

SMtckl

'^a.
"h^.V"

,

at

_f<[
WEDNESDAY
—a.

TUESDAY
HDl

<1"*"J"iJ.
f-.-i~.j,££.^H:

'€,.

iili!

n,GH,

Ma
■sr

■sr

''">:-.
Hai?-" t

rjl";":
MONDAY
in IIID3

Bfl

SH"< 1

"A,

*££lv.BB

":-"i" tjzB

«n* U l..« '■<

II

1 km

5

sfjB

n™

ssxs

D""<*rt

""--

;

■
■..p. r.
.

M-.-

.

',<

RUTGERS
In Grid Games,
.'-"£*"

WHEC
In Rochester

t
M
l
T
G
iOH
!
P
l
H
S
R
e
lBAp

WHEC is Rochester's most-listened-to station and has
been ever since Rochester has been Hooperated!
tball
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Carolina's
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POWERFUL RRDIO COMBINATION
/

SPOT
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sells the millions that buy

ASK
YOUR
JOHN
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REPRESENTING

LEADING
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STATIONS

Offices In: Chicago. New York
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Angeles *■ VOWIHHH I
Ottrolt. SI Louis.SanLosFrancisco

OPENS

DOORS

{Continued from page 44)

Equitable
Items,
carries
feature
articles that high-light the sales possibilities for agents.
The first eight-week promotion ( May

IS

A

LOT

OF

MONEY!

3-June 28, 1946) featured an "Assured
Home Ownership" plan. Seventy -four
agents participated. They sold 208
policies amounting to $1,300,000 as a
direct result of using the promotion.
The fourth promotion found 489
agents in on the deal. For the ninth
promotion 1.048 were in on the integrated campaign. The) sold 4,096
policies amounting to SI 3. 152.442.
Some 50,000 postcards each week,
are mailed to new prospects plugging
the current promotion and the radio

products in the Houston-Culf
Coast market.

program, to which the prospect is invited to listen for further details. Just

what

starting the normal winter climb in
rating, the show had a Hooper 1 1 .8
i October 7) and a Nielsen 12.1 I Sept.

buy on

9). It has had a mid-Winter M!I
rating as high as 20.8 I last January
21 i. and has consistently been among
the top-rated shows regardless of classification, since its first year.
This Is Your FBI puts the Equitable sales messages into the ears of an
average of 16,000.000 people at the
rate of approximately $1 for each
1.170 listeners. Here are some typical
ways in which agents in the field use
the promotions:
Charles J. McGinn I Dickenson
Agency), Philadelphia, sent a letter on
financing of mortgages with a radio
postcard urging prospects to listen.
From these two pieces plus the program he got 259S of the interviews he
asked for and sold $50,000 worth of
business.
In Providence. R. I.. Jackson H.
Skillings (J. D. E. Jones Age;.c\ 1
mailed 50 cards a week for the period
of the Retirement Income promotion
and followed with calls. He sold 17
prospects in the eight weeks of the
promotion. Business amounted to
SI 37.000.
The most recent promotion I June
17-Aug. 19) for which results have
been audited reveal that 882 agents
took part in selling 4,739 policies
amounting to $18,185,234. These figures as well as tho:.e ior tha two previous promotions represent a substantial
increase over the same period in '48.
Equitable believes they have onl\ begun to tap the opportunities for further sales integration and market development. ** *

*

*

*

It will buy tremendous results on KATL to assure
proper distribution of your

* *■
*
Why not let Jack Koste
at INDEPENDENT METROPOLITAN SALES, 55 West
42nd Street, N. Y., show you
$100.00

a week

will

KATL.
* *
*
A natural for a small budget.
* *
*
A. I. M.S. for Houston

National
Bldg.
n
Housto
TL,
KAState

"AMERICA'S
WESTERN

FINEST
ACT"!

The Texas Rangers, stars of
stage, screen,
and made
television, early thisradio
summer
a personal appearance tour in
the Midwest. They are pictured
here in Oklahoma City, when
they were commissioned honorary Colonels of the State of
Oklahoma by Governor Roy
TheTurner.
Texas Rangers transcripJ.
tions, used on scores of stations
from coast to coast, have
achieved Hooperatings as high
as 27.4.
Advertisers and stations — ask
about our new sales plan!
Wire, write or phone
ARTHUR B. CHURCH Productions
KANSAS CITY 6, MISSOURI

SPONSOR
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DO SPONSORS

WANT

BMB?

2,835 YEARS

(Continued from page 27)
along with half-millivolt or mail maps,
or "guesses," or nothing at all.
Timehuyers made rather caustic remarks about this group. They pointed
out that, even with BMB, radio is not
loo well prepared to meet the aggressive, organized competition of other
media, supported by tripartite research.

of RADIO

For 35 years, daily newspaper and
magazine circulations have been audited by Audit Bureau of Circulations,
and more than 90% of these publications now belong to it. For 10 years,
the Bureau of Advertising has financed
a continuing study of newspaper reading, conducted by Advertising Research
Foundation. ARF is now making similar studies of car cards, farm papers
and business papers, and is considering such a study of magazines. Traffic
Audit Bureau, also tripartite, analyzes
the circulation of outdoor posters and
painted bulletins.

WSM celebrates its 24th birthday this fall. Even though
this makes us old-timers in the youthful radio industry,
it doesn't tell the full story of the experience in broadcasting held by the 226 members of the WSM staff.
Actually, there have been 2,835 years of radio work
racked up by WSM staff members! This means that each
of the 226 persons working at WSM has been in the business of broadcasting an average of 12V5 years. What's
more, each of these experienced radio people has served
with WSM an average of 8V2 years. They all know their
business, and they know WSM, too.

Broadcast advertisers point out that
of some 900 AM radio stations in the
country in 1946, more than 700 helped
to finance BMB Study No. 1. But of
2.600 AM stations today, BMB's Study
No. 2 is supported by only 604. In
other words, the first study gained the
backing of more than three-fourths of
all AM stations, the current study —
after a lot of dissensions as to whether
it should be made at all — is backed by
less than one-fourth of today's total.
These proportions obtain in large
markets and among big stations as well
as smaller ones. In the 20 metropolitan districts of 200,000 or more radio
families each, as of last March, only
60 of a total of 270 AM stations signed
to help finance Study No. 2. Three
years ago 104 stations in these areas
paid to participate in Study No. 1.
Today such major markets as Baltimore, Buffalo and Milwaukee are not
represented in BMB at all — even
though the total number of stations in
each has about doubled since 1946.

Even though we are radio pioneers, and old-timers, it
doesn't mean we are grey-beards — far from it! At the
risk of getting personal, we made some discreet inquiries
among our various colleagues, and it develops that the
average WSM employee is (whisper this, please!) somewhere in the neighborhood of 34 years of age.

That's WSM — 24 years as a radio station, with
a staff of 226 broadcasters young in years, and with
a background of experience totalling more than
20 centuries!
Why are these figures of interest to you?
They point up this fact — to secure fullest
results in the Central South it is wise to
give your product the benefit of the 2,835
years of radio experience at WSM!

HARRY STONE, General Manager
IRVING WAUGH, Com. Manager
EDWARD

PETRY A

CO., Nat'l Rep.

Only six of Boston's 20 stations are
in the current study; only six of Chicago's 18 stations; three of the seven
in Cincinnati; one of six in Cleveland;
two of nine in Detroit; three of 10 in
Houston; five of seven in Kansas City:
three of 24 in Los Angeles; three of
nine in Minneapolis; four of 28 in
New York; four of 17 in Philadelphia;
(Please turn to page 56)
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You can't buy
TIMEBUYER quotes
like these:
/V. W. Ayer
"Everyone connected with Radio and Television advertising should read SPONSOR. We at N. W. A\er read it
regularly because it keeps us posted on the latest radio

Foote, Cone

and television activities."
Pall Kizenbercer. Timebuyer.

& Holding

""SPONSOR i- ihe brightest newcomei I" the field of advertising publications in many a long day."
Fairfax M. Cone, Chairman of Bd.

Biow

Buthruuff

& Byan

"SPONSOR presents the type of factual information helpful to the agency and client in dealing with radio and
television problems. It receives thorough readership in
Ross Metzger. IP & Radio Director.

"SPONSOR realh keeps us posted on what s going on in
radio and television advertising."
ETHEL Wieder, Timebuyer.

I in in. Wasey
"The SPONSOR method of presentation was long overdue. Ifeel that SPONSOR greatly deserves the important
part it plays on the agency scene."
Ray Sim ms, Chief Timebuyer.

Beaumont

& II ohman.

Inc.

"We hear nothing but complimentary remarks about
SPONSOR within the agenc) trade. It is definitely on
m\ 'must-read' list regularK. "
Clarke Trudeau, Media Director.

our firm."

Kenyon

& Eckhartlt, Inc.

"SPONSOR is well-named for it is the only book that
really gets down to cases with the problems directly concerning sponsors. We find it a valuable source of ideas
Philip KENNEY, Radio Timebuyer.
and facts."

B. B. D. & O.
"Because SPONSOR fills a need covered by no other
trade paper, all of our timebuyers gel SPONSOR at home
where they can read it in peace and quiet."
Frank Silvern ail. Chief Radio Timebuyer.

Itenion «& Bowles

K ti dner

"SPONSOR has been <>n m\ list of home must reading
f<>i ;i long time. I find ii interesting as well as informa-

"I read SPONSOR regularlx to keep up to date with the
happenings in the radio and television field. 1 consider
it an excellent medium for people who are interested in
this phase of the advertising business.
Dan J. Pykett. Media Director.

ti\ e."

George Kekn. Head Timebuyer.

Schtvimmer & Scott
"SPONSOR to me is the best in the field. As a matter
of fact, I have almost all the copies in my files from the
day it started publication. For radio and TV news, it
can't be beat! I find myself constantly referring to back
issues for information of all kinds — most particularly for

William Esty Co.

TV growth and acceptance."
Evelyn R. Vanderploeg, Head Timebuyer.

"SPONSOR talks our language and gives us invaluable
and current information. Our office file of back copies
of SPONSOR has proven invaluable."
Kendall Foster, Director Television Dept.

Sullivan, Stauffer, Colwell & Bayles

Sherman & Marquette

"For up-to-date complete information we consider SPONon our reading list of radio publications.'"
SOR a mustMinehan,
Frank
Vice President & Media Director

"SPONSOR is given careful reading each issue by most
of our key personnel. Moreover, it contains much information which is of permanent reference value."
Lou Tilden, Radio Director.

Compton
"SPONSOR'S the answer to a need in trade papers. Everyone here reads it that should."
Henry Clochessy, Head Radio Timebuyer.

Doherty, Clifford & Shenfield
"SPONSOR seldom fails to provide some newer, fresher,
approach to an industry story or problem."
Helen Wilbur, Radio Timebuyer.

J. Walter Thompson
"SPONSOR is a must on the recommended reading list.
Its total audience at J. Walter Thompson far exceeds the
number of subscriptions."
Linnea Nelson, Head Timebuyer.

Honig-Cooper
"SPONSOR contains more meaty case histories of advertising in action than any other trade publication in the
field."

JflcCann-Erichson

Louis Honig, Vice President.
"Reading SPONSOR is a must with me. It has to be,
with so many of my associates and clients always quoting
it. Besides, it's good reading."
Bill Dekker, Dir. Radio Serv. & Station Relations.

Maxon
"SPONSOR is a regular in our Maxon radio and television departments. It's solid reading from cover to
cover."
Ed Wilhelm, Timebuyer.

SPONSOR
The Magazine That Broadcast Buyers Read and Use

BMB

that has the end result of losing business for him." It mentioned the "low
denominator of 'once-a-week' listening." and the fact that often a station
must show a timebuyer "50% coverage" in order to be considered at all.
Also, the timebuyers don't all agree
with the majority of broadcasters even

{Continued from page 53)

three of 18 in Pittsburgh; four of 11
in Portland, Ore.; two of eight in
Providence; two of nine in St. Louis;
three of 16 in San Francisco-Oakland;
four of 11 in Seattle, and three of 14
in Washington, D. C.
on such things as the "inadequacy" of
SPONSOR has mentioned BMB short- the one-a-week listening basis. Frank
Silvernail, of BBDO, believes it is
comings before. It pointed out, for example, last February 28, how hard it "probablj 8095 adequate," and the
more-frequent-listening figures may
is to "make a radio station manager
see the value of paying for research change "only the fringe counties."

Mr. Silvernail pointed out, however,
that BMB should be regarded as only
one of several factors on which to buy
time. Among others are a station's
frequency and power, audience surveys, with
cost, it.
and the buyer's own experience
But BMB is still, he said, "the foundation for buying." Like every other
major agency BBDO uses it regularly.
At this agency, "BMB data help us
to determine a station's availability for
a particular job. This means not only
/;/"oaJcasting but limiting coverage, if
desired, vertiser
to specific
areas."
an only
admakes a special
offerIf in
one area, for example, he wants to get
the fullest possible coverage and dealer
cooperation.
All advertiser and agency executives

C

covered in sponsor's survey were
unanimous in saying that they found
the 1946 study of value. All but one
advertiser and one agency executive believed that the 1949 study, to be released about December 1. would be of
more value than the 1946 study.
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MUSIC,INC.
.

HOLLYWOOD
SPONSOR

THE BIG PLUS
(Continued from page 23)
WNEW alone.) At noon, and at dinner time the rate also rises as people
tune in as they start their meal and
tune out afterward.
The Pulse report reveals that a loyal
audience of out-of-home listeners
doesn't necessarily mean a comparatively large audience. The top ranking station in the average length of
time its audience listens per weekday
gets 92 minutes. But this same independent station ranks eighth with only
4.5% of total out-of-home-listeners.
WNEW, on the other hand, is tied
with two other independent stations for
third place in average number of minutes per day (81), but ranks first with
22.7% of all unduplicated out-of-home
listeners.
It was WNEW's belief that more
people could and would listen to radio
outside their homes if somebody took
the trouble to plan for them. The
Summer Service, for example, also included the latest dope on where fish
were biting and other things of interest
to fishermen;
information
on picnic

spots, pools, playgrounds, beaches, and
other places to go and how to get there.
The Pulse findings confirm the station's thesis.
The area covered in the first Pulse
out-of-home listening report does not
include the entire coverage area
claimed by several of New York's higher powered stations ( WNEW has 10,000 watts). WNEW garnered the biggest share of the out-of-home listening
in the area surveyed, but all broadcasters stand to benefit from the listening facts revealed.
"This measurement," WNEW commercial manager Ira Herbert, told
sponsor, "proves that radio is even a

better buy than most of us thought it
was. It's going to be tough now for
any other medium to compete with radio on a cost basis.
"In cold figures," added Herbert,
"it means that, on the average, radio's
cost in New York per thousand listeners is from 20-25% lower than we've
been figuring it." This may well prove
true to a certain degree in other areas
when additional out-of-home listening
facts are developed. But the pioneer
New York survey of plus listening nails
down for the first time the fact that
people wil listen to radio whenever and
wherever they get the chance, and are

MsM

given acceptable fare.

$230,600,000.00 IS A LOT FOR FOOD
BUT CENTRAL OHIO FOLKS LIVE WELL
— The majority own their homes and spend a total of $982,521,000.00 at the retail stores. This rich WBNS market has a balanced economy because no one industry dominates the business
field. That's why it so easily takes the bumps and jolts of boom
times and depressions. . . Yes, it's the ideal test market. This
is being profitably proven every day by advertisers who use
WBNS to stimulate sales among
its 163,550 B.M.B. families.

NOW!

THE UNITED WOOLEN MILLS HAVE BEEN
SELLING THE WBNS MARKET FOR 25 YEARS
— They say, "Ever alert to new and better means of telling our
story to the public, we began exploring the possibilities of radio
when the industry was in swaddling clothes. When WBNS opened
in Columbus 25 years ago, we were among its first advertisers
. . . and we have been broadcasting our story over that station
without interruption, since then. Our Columbus store has enjoyed a most gratifying growth during the past quarter of a
century, and we give due credit to WBNS for its contribution
to that growth and success."

IT TAKES WBNS FOR YOU TO DO A GOOD
ADVERTISING JOB IN CENTRAL OHIO

■ *-Si«*--

J2, COUNTIES OF

If you want sales, results and profits in Central Ohio then you
must have WBNS in your advertising picture . . . WBNS has the
163,550 families who listen to this station in preference
audience,
to
others. Here is the center of their life for entertainment
3nd information. WBNS is their buying guide. Leading advertisers have the proof that they get greater results for less cost
when they broadcast their sales message over WBNS.
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CAN YOUR SHOW

WTRF
THE STATION YOU NEED
TO COVER THE

GREATER

WHEELING

(1,000 Watts)

(20,000

Watts)

consumers
750,000
areas

and

serve

over

in the

primary

the

secondary

in

of this great

and

Musical programs seem to hold their
individual audiences, once the) have
them, better than most other program

dial the Mary

WTRF-FM
350,000

and

over

listening

permanent

industrial and mining market. It's
loaded with sales potential for your
product.

Contact Your Nearest
WALKER COMPANY Office

WTRF
Bel la i re & Martins Ferry, Ohio
Wheeling, W. Va.

Mr. Advertiser:
YOU CAN DO IT AS

yesterday's
music, brass band or otherwise.

forms. They don't hit top Hoopers,
but they hit a faithful audience that
buys the products advertised. These
audiences are like the listeners who

METROPOLITAN
MARKET
WTRF

CROW?

{Continued from page 31)

Margaret McBrides,

Housewives' Protective Leagues and
the host of other daytime women's sessions. They buy, buy, and buy. Since
most sponsors continue to change programs, despite the fact that broadcasters and agencies know that the habit
of listening isn't developed overnight,
the big question is WHY? And do
they do the right thing in changing?
And at what point in a program's history has it reached its peak — in audience and in selling impacts. Is a Bob
Hope unproductive for a toothpaste
after a number of years simply because
he s "sold"' all his listeners? Or can
Lever Brothers go right on using him
for that purpose? They didn't, of
course, for they shifted him a few-

WELL i Maybe Better)
AND FOR LESS
with

TELEWAYS
TRANSCRIPTIONS
The

following
shows
now

AT LOW

transcribed
available

COST!

• JOHN
CHARLES
THOMAS
260 15-Min. Hymn
Programs
• SONS
OF THE
PIONEERS
260
15-Min. Musical Programs
• RIDERS OF THE PURPLE SAGE
156 15-Min. Musical Programs
• STRANGE
WILLS
26 30-Min. Dramatic Programs
• FRANK
PARKER
SHOW
132 15-Min. Musical Programs
• MOON
DREAMS
156 15-Min. Musical Programs
• BARNYARD
JAMBOREE
52 30-Min. Variety Programs
• DANGER!
DR. DANFIELD
26 30-Min. Mystery Programs
• STRANGE ADVENTURE
260 5-Min. Dramatic Programs
• CHUCKWAGON
JAMBOREE
131 15-Min. Musical Programs
Send for Free Audition Platter and low rates
any of the above shows to:

on

TELEWAYS ™°^'0NS'
8949
Phones

Sunset Blvd., Hollywood
46,
CRestview
67238 — BRadshaw

Calif.
21447

years
Swan after
dented ago
histoaudience
for he'd
yearsPepsoand
years. It was the same type of thinking that caused the Pepsodent organization, before it was acquired by Lever

One Voes It9
in/l/lid-AM"'0

Brothers, to drop Amos 'n' Andy during the early days of commercial
broadcasting.
Normal ratings of programs fail to
reveal one very vital fact. A 20 rating
this week is not necessarily the same
20 next week, even though it's a 20
for the same program. There is an
audience turnover that is seldom
weighted, except on special studies by
Nielsen. Only Nielsen can report these
figures. I Radox, since it covers the
same homes week after week, could report audience turnover but since it's
47% states away from being national,
it can't be used as an index at this
time, except in Philadelphia.)
One particular daxtimc program
with a Nielsen rating of 5.6 actually
reached 66.2' y of the radio homes in
20 weeks (100 broadcasts). A longsponsored ballad-type musical reached
a 20.6'V of the radio homes with one
broadcast. At the end of a 14-week

Feature
Availability
/

^

Sn2

Notional

-

Leon Decker and The
News, 12 Noon, Mon.
Thru Sat. This 5-minute
newscast kicks off
KCMO's Hi-Noon
Review— a full hour
show programmed for
Mid-America. Call,
write or wire today.

Representative — John B. Pearson

Co.

The Case of the
Magic Mattress
This local merchant had quite a
number of mattresses to sell. He was
wishing for a magic carpet to bring
buyers to his store.
Well, KDYL knows how to weave
"magic carpets" for that purpose.
Our merchant devoted one of the
on "The Emerson
his series
spots on
Smith
Show"
to his mattresses — sold
every last one of them.
That's the kind of action KDYL is
advertisers. And KDYLgetting
TV, too,for
is noted for results.

period it had reached 69.3' i . An hourlong dramatic program reached 32.7' of the radio homes
during a single

Salt lake City. Utah
Notional Repre*entctive

58

John Bloir & Co.

SPONSOR

.

broadcast hour (not all the listeners
stay with the program for the hour, of
course ) . In the course of 14 weeks, it
reached 74.1% of the U.S. radio homes
at least once. A situation comedy, tops
in its class, reached 30.5'^ of the radio
homes during its half hour broadcast.
During 14 weeks 76.8'v of U.S.'s radio
homes tuned it. It may be noted that
the situation comedy reached less
homes per broadcast (30.5^? I than
the hour-long drama (32.79? K but
reached more homes during a 14-week
span. A top mystery half hour reached
24.4' '< of the radio homes during one
broadcast ( all one-time figures are for
mid-season airings) and was heard in
at least 68.7% of the homes during the
14-week period. A low-rated mystery
on Mutual reached only 13.5 % of the
radio homes during one broadcast but
was listened to at least once, by over
half of the radio homes (52.1'/ I, during a 14-week period.
These figures are important, since
they point up the fact that it's possible
to reach a high percentage of radio
homes in America with even an average program. Having reached each
home once, it's simply a matter of
bettering the program content to reach
each home more frequently — not a
matter of changing the entire program.
It's also a matter of promoting the
program, of making it "the thing to
listen to." Too much audience promotion isn't worth the paper on which
it's printed. A few hours study of how
the music industry goes to work to sell
the nation a song, should be very illuminating to the average advertiser.
Some song "hits" are decided upon as
long as 12 months in advance of their
being introduced to the public. A program "hit" can be handled in the same
fashion. It seldom is. Fibber McGee
and Molly is an ideal example of a
program that was made by an advertiser's sticking to his decision that the
program was going to be a hit. Lux
Radio Theater is another example.
When it was a New York dramatic program, it had a fair audience. It was
decided to make it a hit. It was moved
to Hollywood, a continuity of theme
was added. It was well advertised and
promoted. It became the ranking program on the air. Duffy's Tavern and
The Aldrich Family were made programs. Archie was just a character on
a Consolidated Edison (New York I
commercial. Ed Gardner decided to
build a program around Archie. Result: Duffy's Tavern.
7 NOVEMBER
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The

Aldrich

Family was lifted bodily out of a
Broadway play. At first it was simply
a sketch on the Kate Smith Program.
Then General Foods built it into a program with the help of the author, Clifford Goldsmith, and the Henry Aldrich
of the legitimate play, Ezra Stone. Today, neither Goldsmith nor Stone are
essential to the success of the program,
although their characterizations are.
A well-known manufacturer of auto-

k-nuz

presents

mobile parts sponsored a popular musical program in 1948. It reached 16' <
of the radio homes in midseason, according toNielsen. It wasn't hitting a
broad enough segment of the radio
audience frequently enough. This year
they changed to a mystery series. They
are already reaching 21.5% of the
radio homes and they're going higher.
A great manufacturer of electric refrigerators sponsored a mystery in 1948
with a Nielsen rating of 15.4 in March.
They changed this spring to a situation comedy, a well-known team. Their
Nielsen rating in March 1949 was
13.2.
A change is always a risk.
One solid reason for changing a program is that it duplicates the audience
of another program sponsored by the
same advertiser. That's legitimate.
Only a panel-type of survey, such as
Nielsen's Audimeter-measured homes
or any other group that can be sampled
on a continuing basis, can show whether two programs reach the same group
of listeners. One Nielsen study showed
that a sponsor with three programs on
a single network was reaching an audience where his daytime program was
attracting practically the same audience that his two evening shows were
holding. By switching his daytime program (and daytime network, too) the
sponsor increased its audience 9% at
an increase in cost of 1%. Multiple
program sponsors are constantly faced
with the problem of not aiming all
their advertising at the same listeners.
It's sometimes wiser to sponsor a program with a smaller audience, if that
audience isn't the same one that's
reached by another of the same advertiser's programs.
There's also another important reason for changing programs. That's
when an audience for a specific program isn't the type that buys the sponsor's products. Sherwood Dodge, of
Foote, Cone and Belding. speaking at
an ANA gathering recently, pointed
out that one canned milk firm discov( Please turn to page 61)

RLTD'S
WOES
THELARG
DISC JOCKEY
SHOW!
Yes, each Saturday these
top recording artists spin
the discs, in quarter-hour
segments, from 1:45 to
5 p.m.
BENNIE HESS
TINY SMITH
LEON
PAYNE
BEN CHRISTIAN
BENNY
LEADERS
JIMMY
SHORT
COLLIE
CORNPATCH

LITTLE MARGE
PETE HUNTER
FLOYD TILLMAN
HANK
LOCHLIN
JERRY JERRICHO
JERRY
IRBY
WOODY
&
SMITTY

Saturday's
Audience July,Share
1949, ofHooper
rating for K-NUZ— 12.8.
This super buy available
at K-NUZ's low rates.
NATIONAL REP. FORJOE & CO.
Dove Morris, Gen. Mgr.

"Your Good News Station"

nuz
9th Floor Scanlan Bldg
HOUSTON 2, TEXAS

I Alt! Ill N\\ A It I
SPONSOR: Z.C.M.I. Dept. Ston

SI] IS

AGENCY: David W. Evans

CAPSULE CASE HISTORY: The agency built a 15-minute program for the 7..C.M.I. store, using an 11 -minute
feature and live commercials ivhich combined merchandise and model. Sixteen-picce "starter sets" of Franciscan
earthenware [which can be added to from open stock)
u ere featured on the show at $9.95. Within a few days.
98 per cent of the store's stock was exhausted, and the
client was forced to cancel a repeal of the pattern televised . . . substituting duck hunting equipment for its
following week's telecast.
KDYL-TV, Salt Lake City

PROGRAM:

Not noted

IMM.

FOOD

SPONSOR: Dr. Ross Dog & Cat Food AGENCY: Placed direct
CAPSULE CASE HISTORY: To check effectiveness of
13-week, five-times-a-week Telenews series, sponsor offered dog comb for 10 cents and label from can of dog
food. One-minute spots, which ran once a day for six
days, featured a girl sitting on lawn beside a lake and
grooming good-looking pooch. Total replies were 1,071,
in an area which numbered some 9,500 sets installed at
time of offer. High response I with mail received from
86 cities and towns in 19 counties) led to renewal of
contract.
KI'IX, San

Francisco

PROGRAM:

"IYS-Telenews"

HOMES
SPONSOR:

Home Bldrs. Asso., Richmond

CAPSULE

CASE HISTORY:

VGENCY:

Placed direct

Finding a home which of-

fers a prospective buyer the right price, location, facilities
and appeal is a search involving considerable time and
travel. To take the home to the prospect, the Home
Builders Association sponsors a 15-minute show directed
to women. Each program analyzes — and shows — a different house built by an association member and his subcontractor. Inevery single case, the house used on the
show has been sold, and its effectiveness has created enthusiasm forthe medium throughout the organization.
\\ T\ R. Richmond

PICTIRE
SPONSOR:

CAPSULE

CASE HISTORY:

AGENCY:

Lewis Adv.

Product, on the market 10

years, was steady, but not exciting, seller. TV test campaign of station breaks on such kid shows as "Howdy
Doody," "Small Fry" and "Lucky Pup" in New York
anil Philadelphia area, led dealers to stock up. Results
more than justified move. In three weeks, sales were
tripled over any like period in the past. Three months
after test campaign, sales have been maintained at about
a 30 per cent higher level. Video will play major part in
future plans.
Various stations

PROGRAM:

SPONSOR:

CAPSULE

AGENCY:

Placed direct

This casual, almost hit-and-

from "On Wisconsin" played by an investment president
clicking a pencil against his teeth to a rhumba performed
by a septuagenarian couple. Used car displayed in the
studio gets a dialectic commercial from a Dutch-character
spieler, and records shoiv the car advertised has been
sold immediately the next morning after each show to
date.

Test campaign

It M MIS

SPONSOR: Hostess Venetian Blind Co.

North Side Motors

CASE HISTORY:

miss half-hour features big names and unknoivns displaying their talent. Entertainment is supplied by bankers
and shoe shine boys, lawyers and dentists, and ranges

WTCN-TV,

VENETIAN

"Women's \ ideo Journal"

I SI II CARS

Cl\

Automagic Picture Gun

PROGRAM:

AGENCY: Klein Co.

CAPSULE CASE HISTORY: After six once-weekly showings of a 60-second film commercial playing up the extreme abuses that Hostess Venetian Blinds u ill withstand.
the company received a direct result of $16,000 in immediate orders. An additional $41,000 in contract business.
with negotiations near completion, is also directly attributable to the use of video. The film commercial, shown
each Tuesday evening, easts the company $27.90 weekly
- — or $167.40 for the six announcements which precipitated $16,000 in sales ... a return of approximately
$9558 in ^ales for each dollar spent.
WHTV, Charlotte PROGRAM: 60-second film commercial

Minneapolis

SILVER
SPONSOR:

CAPSULE

PROGRAM:

"The Show-Ofl Club"

POLISH

Oakite

CASE HISTORY:

offeredcleaning
23 October
silver
plate,resulted
along
27 October. An actress was
fashioned nay. An Oakite

AGENCY:

None listed

A one-mention, give-away

in 5,480
requests
for Oakite's
with
a sample
of Oakite,
as of
shown cleaning silver the oldrepresentative entered, telling

about the company's new silver polishing plate. He
dropped the plate in boiling water, let it soak briefly, then
lifted the glistening silver from the water. The give-away
offer followed. I Figure is the number of letters received
not the number of plates requested, which ran considerably higher, i

CAN

YOUR

SHOW

GROW?

(Continued from page 59)
ered that it's well-rated program had
its greatest audience in rural areas that

The Eyes and Ears of the Piedmont
are on

didn't buy evaporated or condensed
milk. In fact said Dodge, "If we carried
the survey far enough I'm certain that
we would have discovered that the
program had

its greatest audience

among the cows." That of course was
a typical podium gag, but it pushed the
point home that a well-rated program
isn't enough. It's important that the
show reach, not people, but prospective
buyers of the advertiser's product.
When Miles Laboratories dropped
its long sponsorship of the National
Barn Dance, many advertisers wondered why, since it was a low-cost program with a fine audience. It was
dropped because Miles discovered that
too much of its advertising dollar was
going to reach the National Barn
Dance type of consumer.
Much

Serving the
Richest Market in the
South's No. 1 State*
4608

YORK

DAILY

WH

Tribune Tower
4-0074

time
made

RECORD

and THE GREENSBORO

♦Source: Sales Management's "Survey of Buying Power"
tSource: NBC Research Dept.
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listeners In Kansas City's Primary Trade Area
van FOB

buying

1U KMBC-KFRM

easier

7«*~

Again The KMBC-KFRM Team has wo
important survey; this time a personal interview survey of (he
aided recall ' type. Final report of this Conlan Study was issued in
April. 19-19- The survey was made at the Kansas Stale Fair and the
American Ro>al Livestock and Horse Show last fall, and waj limited
to residents on the farm and in small towns of less than 2,500 population Itincluded 1.223 interviews from 150 counties-all within
The KMBC-KFRM Team s Primary Coverage area, indicated by mJp.

"Suppose I go into a new market," says one
well-known Time Buyer. "I turn first to standard rate to size up the stations in that market
. . . their affiliations, their power, their rates.
Then I want to know their coverage. I try to
determine which would give us the most for

Response showed The Team far out in front among all broadCny Primary Trade area.

ict any

our money."
The
KMBC-KFRM Service-Ad* shown here is
an example of how many stations are making
that Time Buyer's job easier. They put useful
additional facts before him when he's using
srds to select stations — facts about coverage, audience, programs, station service, for example.
NOTE TO BROADCASTERS: Study the spot
radio promotion handbook for detailed help
in making it easier for Buyers of Time to buy
what you have to sell.

The KMBC-KFRM Team not only has top listener prefer.
the area it serves, bur provides advertisers with the most ec<
cal circulation in the S4.739.317.O0O Kansas City Primary Trade
area. Onlj The Team provides
one broadcaster'- coverage of ihis
huge area which encompasses
all ofc the a a shown within the
"Colonel",
1,970,100
people!
ailabil
: A Pet

KMBC

KFRM

For

-1BCKFRM'

*SERTICE-ADS are station ads that
supplement listings in SROS with useful
information that helps buyers buy.
The SRDS Television Section ig now published monthly in a separate volume.

phere produced by the "right" type of
programing. Look what it did for du-

STANDARD

Pont. "Don't change to suit yourself"
explains one top program authority.
• • •
Remember your customers.

333

1949

CHICAGO:

and Operated by

NEWS

of that type of program couldn't do
the things the plaintiff alleged.
Never discount the favorable atmos-
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REPRESENTATIVES

CITY: 270 Park Avenue
MU 8-1185

GREENSBORO

cess, but they're still doing their topdrawer selling job without big audiences. If Pet Milk started after that

There's another thing that few advertisers realize. A program sells as
well as the commercials it carries. One
judge in the middle west hearing a suit
against an insurance-company sponsor
of a class musical program, dismissed
the case with the remark that a sponsor

AS OF OCTOBER

Owned

programs. They still aren't. Nevertheless, they increased Pet Milk sales and
profits fantastically. Last year the programs changed networks for reasons
that had nothing to do with their suc-

difficult to find. Check the program's
selling job. Check its unduplicated
audience. Use ratings as relative figures only.

USE

HARRINGTON, RIGHTER and PARSONS. INC.
NEW

seeking-the-rainbow variety. It's based
also upon looking at program ratings
and not upon product sales. Mary Lee
Taylor and Pet Milk Saturday Night
Serenade have never been high-rated

The answer to whether to change, or
not to change a program is not too

IN

SALES

program changing is of the

rating rainbow, there's real doubt if
they ever would have continued to increase sales and profits.

SETS

RATE

&

DATA

SERVICE,

Inc.

The National Authority Serving the Media Buying Function
Walter E. Botthof, Publisher
NORTH

MICHIGAN
NEW

YORK

• SAN

AVENUE,
FRANCISCO

CHICAGO
• LOS

1, ILLINOIS
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SPONSOR
SPEAKS^

connotation generally had caught on to
the detriment of the radio industry.
\t mans a board meeting radio had
suffered because spot radio was regarded as an announcement campaign,
used to supplement network, magazine,
newspaper, outdoor posters and other
media if an extra local push were required.
I se ol the word selective has materially aided the re-educating process.
Toda\ national radio-minded advertisers and their advertising agencies
think of announcements as the shortshorts within the spot or selective medium.
To this extent a substantial gain has
been made.

Spot — but not spots
More than a year ago the editors
of SPONSOR, in collaboration with
other advertising business papers, embarked on a campaign to change a
name.
\\ c decided to change the word spot
to selective.
B\ so doing we hoped to eliminate
the confusion surrounding the double
industry meaning of spot. To most advertisers and agencies it expressed not
onlj a market-by-market medium, the
radio parallel to daily newspapers, but
also announcements, station breaks,
chain breaks, singing commercials and
all the short shorts of radio advertising commonly referred to as spots.
Because the average national advertiser was not educated to distinguish
between
the two meanirms. the lesser

But the editors of SPONSOR have
learned that a time-honored industry
word is not easily changed. The industry knows the word selective. It
prefers to use the word spot.
Recently it was suggested that
sponsor revert to spot to express
the medium while never referring to
the short-shorts as spots. Instead, they
would be classified for what they are.
i.e.. chain breaks, one-minute announcements, station breaks, singing
commercials, etc.
Thus, only one usage of the word
spot would continue. And this the term
for the medium.
We like this suggestion. It makes
sense. It eliminates confusion. It perpetuates an easy-to-say industry word
in its important connotation.
With this issue sponsor returns to
spot, but not spots.

TV competes

with all media

As an advertising medium, television
is separate and distinct from all other
advertising media.
As a competitor in the advertising
appropriations arena, it should fight
for its share against all other media.
Then why the almost automatic tendency of main advertisers and advertising agencies to go into television
onl\ at the expense of the radio
budget?
True, they're both forms of air advertising. But radio is no more a competitor of television than newspapers
are of magazines. The argument that
the air audience is split with the increase in television sets, registers on us
precisely like the argument that the
reading audience is split with the advent of a new national magazine. Both
arguments must be analyzed carefully.
\nd radio has considerable data to
nly.
prove stathat
listening is going up conSo we have this to say to televisionminded advertisers and agencies:
Sure, television is in competition
with radio. But it's also in competition with newspapers, magazines, billboards, and direct mail. If \ ou analyze
the whole field of advertising media
before deciding how much goes to
magazines or newspapers, it's only logical that \ ou do the same with TV.
To the broadcast-advertising industr\ we sa\ : Recognize radio and television for what they are — two separate
and
competitive
advertising
forms.

Applause
On entering our fourth year
As sponsor enters its fourth year
we
an industry that
has sa\
taken"thanks"
us to its to
heart.
\\ e express our apprei iation I" the
thousands of national advertisers, ad\erli>ing agencies, radio and I \ stations. >tation representatives, transcription firms and others who have
helped us prove that the idea of a
business paper 100', devoted to
broadcast buyers was sound.
62

We look forward to working closely
with them in the years to come.

media in their present day perspective

To all connected with broadcast advertising we pledge a continuation of
the credo published in our first issue
and annual!) thereafter:
This credo:

• to make every line of editorial content vital and vivid to the sponsor
• to look at broadcast advertising issues fairb. firmly, courageously,
and constructively

• to give the national advertiser and
all advertising agencies what the)
need to understand and effectively
use broadcasting advertising
• to sort out the broadcast advertising

• to promote iiood broadcast advertising— advertising that is good for
the sponsor and good for the listener.
Norman R. Glenn
Publisher
SPONSOR

Starts regular telecasting NOV.
with "Clear Sweep" coverage
San Francisco Bay Area
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Spot radio volume
may gain for year

Radio becomes major
"political" medium

.
REPORT

21 November 1949
With the ending of the steel and coal strikes, national and regional
spot radio is expected to move forward fast enough in last few weeks
to pull entire year's volume above $104,000,000 estimated for 1948.
Spot trend was up early this year, down during summer, then moved
ahead about 10% in fall.
-SRPolitical candidates increasingly find radio broadens scope of meetings and impact of messages. Higher proportion of political advertising dollar is being spent on air. New York's WMCA, for example,
carried 43 hours of sponsored time on New York's mayoralty contest
this fall, as against 29 hours on same contest in 1945.
-SR-

Sponsors fear
doubled
television rates

One sponsor points out that time rates for full NBC-TV network will
cost him $53,000 an hour in first quarter of 1950, $110,000 for last
quarter of next year. Both NBC and CBS have raised rates, but
present sponsors get six-month protection period. Another buyer
gripe is that any sponsor on CBS or NBC must buy all affiliates, if
available.
-SR-

Hooper proves tame
witness against BMB

In Treasury Department's tax suit against tripartite-controlled Broadcast Measurement Bureau as "competitor to private enterprise, star
government witness, C. E. Hooper (who has tried several times to take
over BMB) proved surprisingly tame — almost "pro-BMB. "
-SR-

NAB Board moves to
kill BMB, rescinds
plan for separate
BAB

In one busy session the NAB Board, on 15 November, recommended dissolution of the not-too-well-supported Broadcast Measurement Bureau, and
moved to guarantee the continuance of the increasingly vital Broadcast
Advertising Bureau under the NAB's watchful eye. It is expected that
broadcast buyers will continue to work for a radio coverage measurement
to be basically supported by broadcasters.
-SR-

NBC

realigns

TV set-up

SPONSOR,
Offices 40

Volume
3, No. 28, 21
W. 52 St., N. T.
$8

NBC formally has separated TV network operations into "integrated and
self-contained organization," under VP Pat Weaver. Carleton D. Smith
continues as director of TV operations; Frederic W. Wile, Jr., is now
director of TV production; George H. Frey, TV sales director, and
Norman Blackburn, director of NBC-TV operations in Hollywood.
Similar units will handle network radio, and NBC's six owned radio
and five owned TV stations.
-SRNovember,
1949.
Published
biweekly
by SPONSOR
a year in U. S.
$9 elsewhere.
Entered
as second

Publications
class matter

Inc., 3110
29 January

Elm,
1949

Baltimore
11, Md.
Executive.
Editorial.
Circulation
at Baltimore,
Md. postofflce under Act 3 March
1879.

REPORTS.
Leading
brewers
use broadcasting

. .SPONSOR

REPORTS..

.SPONSOR

Among 25 leading brewers
(which in 1948 sold 49% of output
of U. S.
total) nearly all this year have been active
in AM or TV broadcasting. Pabst has "Life of Riley" and Blatz "Duffy's Tavern"
on NBC AM
and TV nets and Miller Brewing sponsors Lawrence Welk on ABC radio
net.
Ballantine
is sponsoring fight telecasts on CBS.
AnheuserBusch, for Budweiser,
will sponsor Ken Murray's
"Blackouts"
on
CBS-TV.
-SR-

5,000 will win in
"Queen"

contest

WJZ drops two days
from TV schedule

Although only one woman will become
finalists will get prizes in contest
"Queen for a Day" five-a-week series
From 500 local queens, five will be
appear on show.
-SR-

"Queen of America," 5,000
promoted on Miles Laboratories'
on MBS through Wade Agency.
named to go to Hollywood and

WJZ-TV, New York, which previously had cut eight hours from weekly
program schedule (SR, 7 November) has now dropped all programs on
Mondays and Tuesdays. . . .ABC has arranged with Mutual Life of New
York for $600,000, 20-year loan for further development of 23-acre
Hollywood TV center. . .Its affiliates are being offered prints for
local sponsorship of 26-week "Crusade in Europe" TV series.
-SR-

Hill of WTAC

damns

"million-watt" group

Schlitz, Ballantine
lead in beer sales

Ef forts of clear channel group to lift "present archaic 50,000-watt
ceiling on power" (SR, 24 October) were denounced by E. E. Hill of
WTAG, Worcester, in recent talk there. This group, he said, maintains "expensive lobby in Washington. . .to force Congress and FCC"
to raise clear-channel stations to "unlimited power, even to
1,000,000 watts." In process, many smaller stations would be killed.
-SR"A National Survey of the Brewing Industry," just released by Research Company of America, New York, placed Schlitz, Ballantine,
Pabst and Anheuser-Busch on top, each with more than 4,000,000
barrels. Then came Falstaff, Schaefer, Liebman, Ruppert, Blatz, Fort
Pitt (SPONSOR, 10 October), and Thea. Hamm of St. Paul, each with
more than 1,200,000 barrels.
-SR-

CBS signs Jolson
for radio and TV

CBS, through William Morris Agency, has signed Al Jolson for exclusive performance rights for radio and television for three years.
Jolson' s first engagement is on Chesterfield's Bing Crosby show in
late November (Newell-Emmett agency).
-SR-

K-F starts $200,000
car-naming contest

Kaiser-Frazer is using Walter Winchell's Sunday night ABC show
through Weintraub agency) as primary medium to promote $200,000 contest for name of new lower-priced car, to be introduced early next
year. Each of 1,023 cash prizes, starting at $10,000, will be
matched by K-F contribution to Damon Runyon Memorial Cancer Fund.
-please turn to page 42-
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To serve you better, and give even greater coverage, Intermountain Network is proud to announce the appointments of:
Jack Paige, vice president
promotion.

in charge of programming

and

Craig Rogers, sales service manager.
Craig will service
your schedule and ... merchandise rit at the point of sale in
23 Intermountain markets.
W. W. "Bill" Daynes, Intermountain
in charge of regional accounts.

Network

account

executive

Plus:
Affiliation

with Radio Station KPRK, Livingston,

Affiliation

with KOVE, Lander, Wyoming

to give you even greater

Montana

"Coverage where the people live."
Cordially,
LYNN L. MEYER
Vice President in Charge of Sales
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Razor company finds that peak radio and
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advertisers are getting
teners to buy books and other things
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Washington,
... is a major buying market, not merely
government buildings.
WRC

is the dominant

Sales representatives of WRC
ington and WRC.

5,806 Watts

1949

and

nd hard-hitting sales results are available
hington market. Programs and spots with
d day out, are worth more than passing
nation's capital ... in a big way. Take
fook at your market problems.
They both

or NBC Spot Sales can tell you the NEW
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a world capital of parks, monuments

selling voice in this area of over 1,400,000.

Success stories, low cost-per-listener facts a
on WRC if you have an interest in the Was
the interesting knack of SELLING, day in an
consideration. Things have changed in the
another look at this picture and another
represent dollar volume in Washington.

NATIONAL

D. C!

•

by NBC

story of Wash-

980 KC
SPOT

BROADCASTING

$Alt5

COMPANY

40 West 52nd
READING

'S WHY
ANDNot HERE
Just One — But
Three Great Networks
CBS — ABC — DUMONT

With favorites like Arthur Godfrey,
Fred Waring, and the Lone
Ranger, there is no guessing ahout
who gets the big TV audience in
Omaha.
Other Reasons Why
KMTV
Is First

First with a regular program
schedule — first to program 7 days
a week and, naturally, first in advertising importance to you.
What About the
of the Omaha TV

sell.

How Many TV Sets
in Use in Omaha?
\i curding to reliable statistics of
the Nebraska-Iowa Electrical Council, approximately 10,000 sets will
be in use in the KMTV area by
December 31, 1949. Multiply this
li\ 1.7 viewers per set (or any statistical figure for viewers in a new
T\ market I . We think you'll agree
that Omaha should be on your T\
schedules.
Get

All

the

Facts

From

Avery-Knodel,
Inc.
National
Representatives

KIT1TV

TELEVISION

vs. LISTENING

only say that around 2,400 broadcasters are blind to their own interests as
I was in Winnipeg last week and I well as to the interests of their cusam sure you will be pleased to hear tomers.
that the Reading vs listening article
H. S. Thompson
was mentioned by a number of radio
Advertising Manager
men. In two cases a copy of the magaMiles Laboratories Inc
zine was opened for me and my
Elkhart, Indiana
attention particularly directed to the
article.
Horace N. Stovin
RADIO IN EUROPE
President
Horace N. Stovin & Co.
Your article on commercial radio in
Toronto. Canada
Europe provides the most informative
and usefully interesting summary of
an advertising situation that I have
We, here at WGAC, feel that the ar- seen in many years.
ticle "Seeing vs. Listening" will be of
great value to our Station Representatives. As it has been reprinted in folder
form would greatly appreciate ten
copies.
D. L. Alford
Traffic Manager
WGAC, Augusta, Ga.

Wealth
Market?

The Iowa-Nebraska agriculture
gain, 1948 over 1947, was the highest of any area in the nation. In
the Omaha TV market, this means
more spendable money for the
products and services you want to

CENTER

2615 Farnam Street
Omaha
2, Nebraska

ence in getting out the first BMB report should make the second of more
\dlue to us, and we certainly hope that
this effort will be continued. We can

In rereading some back issues of
sponsor, as I often do, I came across
your article, "Seeing vs. Listening"
from the September 12th edition. It
occurred to me that this would make
an excellent story for our WLS "Stand
By." However, as you know, we are
quite limited in space, so with your
permission. Ed like to pick up a couple
of paragraphs that will give the highlights without destroying any of the
facts.
Of course, if this is agreeable with
you, SPONSOR will have a credit line.
Robert Campbell
Sales Promotion & Publicity
WLS, Chicago, III.
•
Sponsor
context.

BMB

permits

reproduction

only

of

Certainly Sponsor is noted for its
thoroughness and insight, and I am
proud that you and Sponsor felt that
your activities merited a feature in
your publication. My only excuse for
taking so long is that, in the past two
weeks, several inquiries, some old,
some new. have kept me practically on
the run. Nobody has told me that you
are responsible for this revival of interest in European radio, but I am
quite satisfied that it cannot be entirely
coincidental.
Guy Bo lam
Agency Sales & Servicing
American
New York
POLITICAL

PAY

We've done some interesting work in
Philadelphia making radio pay for
candidates for political office. Seems
like a good story for Sponsor.
Herbert Ringold
Philip Klein Advertising

full

BOOSTER

BROADCASTS

Agency. Philadelphia

SOMETHING

FOR NOTHING?

We made excellent use of the 1946

The editorial in your publication

BMB report. Of course this is outdated
now, but it still has a slight value.
We believe that one of the worst

dealing with the World Series Television iswonderful.

things that could happen to broadcasting and to radio sponsors would be to
drop all attempts to give a true and impartial picture of radio listening audiences. It is rather hard to evaluate a
report that has not yet been made.
However,
we believe that the experi-

I agree with vour thoughts completely. More and more clients think that
radio is something that they can get
for nothing, and the pity of the whole
deal, is that too darn many stations
fall for
the time.
old "baloney"
awav
their
You neverand
see give
the
newspapers

give away

a thing.

It is

SPONSOR

high time that radio tightened up <>;
what they give away.
Graeme Zimmer
Radio Director
WCSl-WWNl
Columbus, Indiana

UJRI1L

ORIGINATES
THE

In Rirhmond,
U'RN'L produces and feedsVirginia,
to a network
of
Southern stations a musical-variety
program which presents top Broadway
talent in a fast-paced, music-filled
half hour which has become a favorite
with listeners throughout
the South.
"The Sauer Show," sponsored bv the
C. F. Sauer Company, makers
of
Sauer's Extracts and ' Spices. and
Duke's Home-Made Mayonnaise, is
broadcast each evening. Tuesday
through Fridav. at 7:30. before a live
audience in VVBNL's new Radio Center
Theater. By December 1st. the showwill have been aired 138 times since
its premier in the Spring — will have
been seen by more than 38.000 people!

IDEA FOR INDUSTRY
We are starting a very strong campaign on WGAR this week, which will
continue for the next two months, to
urge listeners to get a new radio or get
another radio. If TV stations can urge
the purchase of a television set, radio
should be seeking to increase its potential circulation, too. Carl George
hopes to put this campaign idea before
the Ohio Association of Broadcasters
meeting here next week. It would be
fine if the idea could spread generally
to the whole industry. Too many of
us have been sitting back waiting for
the manufacturers and dealers to do
our circulation building for us, and
expecting them to buy time, without
giving the idea of a set in every room
or for every purpose a big push ourselves.

"The Sauer Show"
"The Sauer Show" stars MUSICAL
COMEDV SONGSTRESS Bl'TH CLAYTON, BARITONE WILSON ANGEL.
TENOR ROY CAUDLE, with the
"House of Sauer" Orchestra, under the
direction of Mark Troxell, and each
month features a guest star. During
November. "The Sauer Show" is presenting MISS H O. L L A C E SHAW.
coloratura soprano, who rose to fame
as "the golden voice of Vivien" on
"The
Hour
of Charm."

In one of your recent issues you
carried a story with a title something
like 15 years with vaseline. I missed
the article, hearing about it indirectly.
However I am sure you will know to
which story I refer and I would appreciate your sending me a copy of the
issue in which it appeared. I will be
glad to reimburse you for any expense
incurred.
Getz Crenshaw
Getz
Crenshaw Advertising
Agency
Memphis

APPROACH

APPRECIATED

I am particularly interested in your

UURIH
5,000 WATT
ABC AFFILIATE
RICHMOND
VIRGINIA
EDWARD
NATIONAL
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PETRY
& CO.
INC..
REPRESENTATIVES
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IN HOOPER
IN THE SOUTHS
FIRST MARKET

John F. Patt
General Manager
WGAR. Cleveland. O.

WE DO, WE DID
Guest Star of the
November WRNL

INBMB

approach to the problem of The forgotten 15,000.000. We have a large
number of that total right here in
South Carolina. If reprints of this
story, or an extra copy of the 10 October and 24 October issues are available we would thank you very much
for sending them our way.
C. Wallace Martin
Local Sales Manager
WIS
Columbia. S. C.

To sell Houston
and the great
Gulf Coast area

Buy
KPRC
in Everything

FIRST

that Counts!

It's even
bigger
than
bigger

Each time you look at radio it's bigger.
You turn your head away and before you turn
it back it's bigger than ever.1
Radio is bigger than anything—
bigger than magazines, bigger than newspapers,
bigger than both of them put together.
Yet in measuring the bigness of radio,
people still use obsolete yardsticks.
Yardsticks, for example, which compare
the circulation of a whole magazine with
the audience of a single network program.
(It's like saying my apple-tree is bigger
than your apple, as Variety recently put it.)2

m 22Si— *3ftfi
Or take a yardstick like "cost-per-thousand
listeners." In radio a more realistic gauge
is "cost-per-million." In radio there is
no such thing as only "a thousand" listeners.
(It's like using a ruler to measure the distance
between the stars.)3
Sometimes the only way you can tell anything
is bigger than anything is by discovering
that it's smaller. The cost of customers
delivered to advertisers in network radio
1 People are buying

is smaller than in any other major medium.

i

And CBS is both bigger and smaller than

radio sets at the rate
of 650,000 a month!
2 CBS reaches 34
million families each

anything in radio— bigger because it delivers
more millions of listeners to advertisers

CBS

than any other network; smaller because
it does so at the "lowest cost-per-million."

-where 99,000,000 people gather every week
The Columbia Broadcasting System

week! The country's
largest magazine
has a readership
of about 15 million
families per issue.
3 CBS "cost-per-million"
actually delivered
to advertisers
comes to only $1670—
or one customer for
one-sixth of one centl

Forecasts <>/ things i<> come, as
seen M

sponsok's etliloi s

Advertisers may take initiative on
successor to BMB
Now that the NAB

Board has terminated the Broadcast

Measurement Bureau in its present form, without recom-

Outlook

mending a successor system, it's expected that steamed-up
advertisers and agencies will make the next move. The
NAB Board has recommended a new stock corporation to
l>c tripartite in its directorship, but isn't more specific than
that. If a new system develops, it may be designated
as a coverage rather than a circulation measurement.

1950 business is expected
to stay near 1949 level
Business indices in the first half of 1950 will continue on
the 1949 level, but there may be some decline in the second half, the Department of Agriculture has estimated.
Disposable income I personal income, less taxes) would
remain at the current annual rate of about $190 billion in
the first half, but might slip to $185 billion in the second.
The farmer will be a more careful spender and requires
more advertising attention with farm cash income declining 10%, to $25 billion.
Extra sales effort urged
to boost U.S. income
A 5% increase in sales and advertising effort in 1950
could lift the nations disposable income for the first time
above the $200 billion mark, Arno H. Johnson, VP for
media and research of the J. Walter Thompson Company, told Southern Newspaper Publishers Association.
This would be nearly three times the immediate prewar
level. Although inflation in prices has cut $78.8 billion
from the $200 billion figure, he said, there would still be
a gain of $46 billion in "real" purchasing power.
Advertisers encouraged
over end of strikes
Christmas business will be smaller despite settlement of
the steel and coal strikes, because many manufacturers will
not be able to resume production and shipments fast
enough and millions of families were pinched. But advertisers are a lot more optimistic than they were a month
ago. Few advertising budgets today, however, are being
made on a rigid annual basis. National and local advertisers prefer to keep them flexible. Spot radio particularly
should benefit by this trend.
Ford Motor will lead
1950 model procession
Ford will be first of a dozen motor makers to present 1950
models in the next few weeks. I The 1950 Studebakers appeared in September.) Then will come Pontiac. Chevrolet, Lincoln and Mercury and Chrysler Corporation's
four — Chrysler, DeSoto, Dodge and Plymouth. Hudson,
Nash and Kaiser-Frazer will have lower-priced models.
Few radically new features are expected. Despite cutdowns and shutdowns in some plants, due to the steel
-l rikc. L949 will be a banner automotive production vear.
Manufacturers are expected to promote at least as vigorous1\ to maintain sales in 1950 (see Chevrolet story, page 36.)
10

BBC begins analysis of
color TV systems
British Broadcasting Corporation will begin immediate experiments incolor television, said Dr. Peter C. Goldmark.
CBS engineering research and development director, just
back from Europe. CBS labs have begun work on designs for the first universal pickup equipment for commercial color TV. As a step toward developing international TV standards, RCA, whose color system is also
being tested by BBC, tested recently in Milan a new
receiver built to operate on the varying power line voltages and frequencies of foreign countries.
Cold cures becoming
major ad factor
If 1949 is chronicled as the year of ammoniated

dentri-

fices. 1950's largest new advertising factor may be antihistamine cold cures. Already, millions have been budgeted for time and space — and some of it has been spent —
by such firms as Whitehall Pharmacal. Anahist Company.
Schering and Grove Laboratories. Big "ethical" drug
houses, such as Ciba. Eli Lilly. Hoffman-LaRoche. Merck
and Wyeth, are running trade and professional campaigns.
Paint producers predict
another $1 billion year
After an annual average of only $450 million in the
1937-47 decade, paint volume has moved above the $1 billion mark, National Paint, Varish and Lacquer Association reports. With home building continuing at a rapid
rate, the industry expects to do at least as well next year.
The association continues a campaign through Young &
Rubicam. DuPont is launching a $500,000 program in
radio and other media, urging people to "look for the name
Nylon" when buying paint brushes.
Mortimer

sees radio

remaining "important"
Even assuming that the number of TV sets in the U. S.
someday approaches the present estimated 73.000.000 radio sets, Charles G. Mortimer Jr., VP of General Foods,
told Association of Canadian Advertisers recently, "radio
will remain an important advertising medium, particularly for daytime listeners, catering mainly to people who
need their eyes but can 'lend their ears.' . . . But already
"The Goldbergs." sponsored by GF on both CBS AM and
TV, he said, "produces an identical cost per thousand"
for both, due to higher TV rating.
SPONSOR

ADVERTISEMENT

Fun is

Keynote
Buc's

The Buccaneers help Bill Bailey, emcee of the fast-moving Phillips 66 National Barn Dance over WLS and ABC
— help with all kinds of music but especially with hilarious, spontaneous
fun. Bailey (above) has to step fast to
keep ahead of the Bucs at rehearsal,
when humor flies thick and fast. This
spirit
of fun keynotes the Buccaneers'
radio success.

Stumpus, too

Clarinet leaves

Record for Decca

"longhair" behind
A classic clarinet echoed down the
hall, a lonely college freshman listened

Captain Stubby and the Buccaneers
have just released another Decca hit
recording to add to the long list of
favorites available on record — their
record success adds greater impact to
their commercial shows on WLS. Disc
jockeys and juke boxes acclaim the
Bucs.

— then left his own novelty "washboard" to see who the "longhair"
might be.
Jerry Richards laid his beloved clarinet down long enough to shake hands

The Buccaneers (pictured in two different roles on this page) feature the
WLS Stumpus program, 10 to 10:30
every morning — and draw currently
from 15,000 to 20,000 pieces of mail
every week. Also available to either
participating or full sponsorship is the
afternoon Buccaneers program with
Announcer Jack Stilwill — a wellplanned musical feature with potent
sales impact. Here are two shows that
are selling merchandise every day —
and can sell yours, too. Your John
Blair man can tell you more.

with Stubby Fouts — and soon Jerry's
clarinet was forgetting its classic training, learning to swing it. And that was
really the birth of radio's most versatile and commercial unit — Captain
Stubby and the Buccaneers of WLS,
now featured also on nearly 100 ABC
stations every Saturday night.
Play State Fairs

More than 100,000 people from city,
town and country saw and heard the
Buccaneers at three State Fairs last
summer. They were acknowledged
among the top drawing cards at Illinois, Wisconsin and Indiana, where
they presented daily broadcasts and
stage shows. Every member took his
turn at starring — Tiny, Tony, Sonny,
Jerry and Stubby. They made hosts
of new friends for their current commercial shows on WLS.
They Do Anything

Quartet, trio, instrumental group,
tenor solo, baritone or bass, comedy —
the Buccaneers do everything in entertainment.

Captain Stubby and the Buccaneers are one of many sales-minded program
possibilities available from the big talent and production staff at WLS,
Chicago 7, Illinois. 890 kilocycles, 50,000 watts, ABC affiliate. National
representatives John Blair & Company.
Call or write today.
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"a Hallmark Greeting Card." With a few modifications of the
Hall Brothers promotion, Michtom was confident that he could secure similar results for his organization.
Early this year, the enterprising veepee instructed his designers to
create a doll with a realistic hair-do to be used in a promotional
tie-in with the Toni Company. The doll was used as a give-away
gimmick on Tonis radio program Ladies Be Seated and sales increased at an impressive rate. Since toys could be more effectively

-TV

WILMINGTON

Clair

Mnnaging

i

Director

by

Robert MEEKER
associates

Los Angeles
New York
Son Francisco
Chicoqo

STEINMAN

promotion
New
York

dent B. F. Michtom has expanded the firm's business from a fourmonth-a-year seasonal market to a profitable year-round operation.
Michtom, a neat, brisk, turbulent figure with a flair for imaginative
promotion, has been using television spots on network kid shows with
gratifying success.
Selling toys to the consumer throughout the year has always been
a major problem to the industry. Toys are bought only for special
occasions, events and holidays. In addition, people usually select
these items without designating any particular manufacturer, and
minus any preconceived idea of what to buy. Michtom had thoroughly analyzed his problem. It was the same one which had stumped the
top brass of Hall Brothers Company, makers of the now famous
Hallmark Greeting Cards, until they decided to use radio to induce
product identification. Through its program, Hallmark Playhouse.
people were persuaded to ask not for merely a greeting card but for

READING
PENNA.

k

in charge of sales and
Ideal Toy Co.,

After 27 years with the Ideal Novelty & Toy Company, vice-presi-

WRAW
.

Vice-president

STATIONS

sold if they were seen, Michtom prepared to balance the radio campaign with television spots. He initiated test campaigns in Baltimore.
New York and Chicago. Before the test-time had elapsed, all of the
toys shown to televiewers in these cities were sold out. Ideal then
launched an extensive spot campaign by sponsoring one-minute film
commercials on four highly rated TV shows for the younger set:
Lucky Pup; Howdy Doody; Kukla. Fran and Ollie. and Frontier

Playhouse.
It is estimated that the new medium will up Ideal's business for
the coming year at least 20%. Of the 100.000 Toni Dolls made for
the special promotion, all have been sold and 100.000 orders have
yet to be filled.
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"You eon predict TV costs'

Issue:

15 August 1949, p. 57

Subject:

BAB's TV cost survey

9 HSowmtettoonwinJ

Although television stations generally have adopted radio's practice
of charging 60% of the basic hourly rate for a half-hour and 40%
for a quarter-hour program, TV has not followed radio precedents
for segments of less than 15 minutes, Broadcast Advertising Bureau,
New York, reports in a booklet, Television: Station Rate Practices.

te
TtovTRoO^aho
KBON

The study was made by BAB's Television Standardization Group,
of which Eugene S. Thomas of WOIC, Washington, D. C, is chairman.

KOLN

"TV stations generally have found radio's 20% for five minutes
too low for their purposes," the study said. A majority use 25% —
with the range being from 36.4 to 18.3%.
Many TV operators publish rates in multiples of 10 minutes, and
most of them offer both 40- and 45-minute periods.
One-minute announcement rates range from 30% to 8% of the
full-hour rate, and no industry pattern for them has yet emerged.
The study, started in August, is based on rate cards of all 75 TV
stations that were on the air early in July. It was found that 19
of these stations had only one, 27 had two, and 29 had three different
time classifications. Twenty of the 29 charge 75% of Class A rate for
B time, with the others ranging from 50% to 90.9%, and most of
them charge 50% of Class A for C time.
Most stations increase rates on higher-priced time classifications
for Saturdays and Sundays.
Generally, Class C time is before 5 p.m.; Class B from 5:00 to 6:30,
and Class A after 6:30 p.m.
Fifty-four of the 75 stations were found to offer frequency discounts only; six, frequency and AM-TV combination discounts; five,
discounts for consecutive weeks only, and smaller numbers discounts
for various combinations of consecutivity, dollar volume, days-perweek, times-per-week. Only one offered no discount whatsoever. By
a ratio of six to one over consecutive weeks, frequency was the predominant discount offered.
About half the stations give discounts (chiefly 5%) for 13 times
and two-thirds give discounts (ranging from 5 to 10%) for 26 times.
For 52 times the prevailing discounts are 10 and then 15%, and for
104 times 20 and then 15%.
Nine of the 75 stations make no charges for station facilities
(equipment and operating personnel). Thirty-seven make no charge
for film projection facilities, but charge for studio use. Twelve
make no charge for either film or studio facilities during broadcast,
but make all rehearsals "extra." Seventeen provide separate charges
for use of all facilities and rehearsals.
The campaign of American Association of Advertising Agencies
to get more media to pay the 2% cash discount is making virtually
no progress among TV stations, the BAB report showed. Only one
of the 75 stations could be found definitely to offer it. Fifty-eight
stations said definitely that they do not grant it. In fact, a half-dozen
stations reduce their other discounts by 2% unless bills are paid
within specified time.
Practices on granting the 15% advertising agency commission, on
other than time charges, were found to vary widely. Twenty-three of
the 75 stations clearly indicated that commissions are paid on time
only. Thirty-seven pay commissions on time plus at least some other
costs, with studio facilities almost always included as "commissionable." A few pay commissions on other charges, such as talent, production services and station-built programs.
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offers you
coverage of
Population
Families

674,500
200,000

Radio Homes

172,880

with an
Effective
Buying Income

$1,071,583,000
of

Coverofagthee
Equal to

60% Buying Power
of the

81% Radio Homes
of the

ENTIRE STATE
OF NEBRASKA

KBON^
KOLN/^^
Paul R. Fry, Gen. Mgr.

World Insurance Bldg., Omaha, Nebr.
Natl. Rep: RA-TEL, Inc.
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the difference is MUTUAL!

If you think your business is different,
consider ours for a moment . . . and
discover perhaps how our difference
can help you with yours.
You see, we have devoted nearly
15 years to the business of being a
different kind of network.
This gives us quite an edge, in these times
when extra-efficient, better-than-average
marketing techniques are required.
And it gives you several new
ways — all of them well tested —
to make your dollars do double duty.

QH

For instance...
On no other network can you raise your sales
voice in 500 transmitter-markets — 300 of them
being the only network voice in town. On Mutual
you can . . .The Difference Is MUTUAL!

On no other network can you enjoy maximum
flexibility in selecting your station hook-up...
routing your program as you route your salesmen.

*

On Mutual you can . . .The Difference Is MUTUAL!

On no other network can you locally— at no
extra cost— tell your customers where to buy what
you are selling, as well as why. On Mutual
you can . . .The Difference Is MUTUAL!

On no other network can you buy the proven
benefits of coast-to-coast radio— and save enough
to explore the high promise of television too. On
Mutual you can . . .The Difference Is MUTUAL!

On no other network can you s-t-r-e-t-c-h your
hardworking dollars to the point where you get
six listener families for the price of five. On
Mutual you can . ..The Difference Is MUTUAL!

These are five of the points which add up
to a big plus for the Mutual advertiser.
Interested in the proof of any or all of
them ? Let's sit down together and
discuss our differences.

th.

mutual

broadcasting

system

7tk KANSAS RADIO AUDIENCE <./ 1<?49
A Study by Dr. Forrest L. Whan
University of Wichita, Wichita, Kansas

"The Kansas Radio Audience of 1949"
is the 13th in a series of annual studies of
the radio listening habits and preferences of

residing in urban centers, villages and farms.

the adult people of Kansas. This study personally interviewed every 60th family in
Kansas, divided proportionally among those

WIBW

The 1949 survey was directed for Station
by Dr. F. L. Whan, Chairman, Committee on Radio, University of Wichita,
Wichita, Kansas.

J%& ^%i$Ate4t Spot ch 'Kcuttou

r

District 4 includes metropolitan Wichita and Hutchinson and Butler, Chase, Cowley, Harper, Harvey, Kingman, McPherson, Marion, Reno, Rice, Sedgwick and
Sumner Counties.

District 4 does not include prosperous
Barber, Elk,
Pratt and Stafford counties in Kansas and Grant and
Kay counties in Oklahoma, in which KFH-BMB
penetration is more than 50%.

KANSAS
^

°'Sfi
1/ci
J

DISTRICT 4 ACCOUNTS
29%
28%
28%
27%
32%

L

HUTCHINSON

of
of
of
of
of

Kansas
Kansas
Kansas
Kansas
General

FOR:

population
retail sales
food sales
drug sales
mdse. sales

32% of Furn., househ'd, radio sales
28% of net effective buying income
—Figures from Sales Management

WICHITA

®KFH

DAYTIME

"HEARD

DAYTIME

REGULARLY"

PERCENTAGE

OF AUDIENCE

90.5% KFH

®KFBI

7.3%
10.2%

48.4% KAKE
DAYTIME

"LISTEN

TO

NIGHTTIME — STATION

MOST"

35.3%
18.9%
10.1%
11.4%
©A.B.C.

39.9%
15.6%

79.9% KFBI
58.2% KANS

®KANS
®KAKE

©C.B.S.

5/10/49

©N.B.C.

©MUTUAL

KFH
KFBI
KANS
KAKE

POPULARITY

143.1%
11.1%
11.1%
6.5%

For additional information call or write Edward Petry & Co. Inc.
or Radio Station KFH & KFH-FM, Wichita, Kansas.

21 NOVEMBER

1949

iVeir and r
THt RbKORTS

&

Greystone
Gulf

Pr o ducts

Bird

West

Co.

1 minis

&

Hoge,
H. B.

Co.

Press

Oil

NET STATIONS

AGENCY

SPONSOR

American

MBS

Barnetl

Young

CBS
NBC

& Ruhicam
M allies

CBS

IN ALtfcRNATE

IbbUfcS

Sat

1:30-45

Commentary;

Sun

49
60
115

Mr.

Fix

It;

We

The

People;

149
271

Sing

It

Sat

Oct
pm;

2:30-45

Sat

Desmond

23;

26

Nov

pm ; Jan

F 8:30-9

Again;

Johnny

pm;

1:15-30

time, start, duration

pm;

Show;

W

7;

Nov

10:45-11

wks

6
13
4;

wks
52

wks

pm;

Nov

26;

8:55-9

pm;

Jan

13

wks

11;

49

wks

CBS

Co.

Packing

( o.

Brewing

PROGRAM,

Musical;

ABC

Ronson
Art Metal
Works
Inc
Rosefield

15

MBS

Huber
Humphrey

Grey
J. M.

Inc.

Schlitz

APKbAR

New on Networks

fiiyBS^f

Do u hied ay

LISTED BfcLOW

Young

&

Ruhicam

Young

&

Rubiram

NBC

54

Skippy

164

Halls

Hollywood
of Ivy;

Theatre;

F 8-8 :30

Th

pm;

10:30-11

Jan

6;

pm ; Dec

52

1;

52

wks

wks

Renewals on Networks

8

AGENCY

SPONSOR

Campana
Christian

Sales Co.
Reformed

Continental

Baking

Douhleday

&

Lewis-Howe
Miller

Chur
Co.

Co.
Co.

Brewing

Co.

ill

NET STATIONS

20
48
289

PROGRAM,

Clements

NBC

Glenii-Jordan-Stetzcl

MDS

Ted

CBS

Grand

Slam;

MBS

Sidney

Walton

Fanny

Brice;

Bates

Hoge.

Huber

NBC

Dancer-Fitzgerald-Sample
Dunlap
Klau-Van-Pietersom-

Solitaire

61
152

ABC

Time;

Religious

Sun

Talks;

Lawrence

time, start, duration

11:45-12

Sun

M-F

11:30-45

News;
Tu

W

30;

Dec

Nov

1-1:15

4;
21;

pm;

pm ; Nov

Review;

Oct

am;
am;

Sun

8:30-9

Welk

noon;

11-11:30

8;

10-10:30

52
52

52

Nov
52
pm;

wks
wks

wks
6

wks
Nov

30;

26

wks

46

personnel changes)

National Broadcast Sales Executives
NAME

Harold

W.

Batchelder

FORMER

WBAL-TV,

II. mi. im Bess

WLIB,

Haskell

Merrimar

Neil

Bloomberg

* Mm.

Hugh

Finnerty

Adolf
Ivor

N. Hult
Kenway

Maurice

E.

Robert

Mayo

John

Larry

Picard
G.

Stilli,

Surles,

sis

mgr

mgr

Broadcasting

Co.,

KTBS,

Shreveport,

La.,

KBYE,

Oklahoma

City

MBS,

Chi.,

ABC,

N.

vp

Y.,

in

dir

Jr.
Jr.

Mass.,

mgr

local

sis rep

WTVJ,

Miami

WPAT,

Paterson,

Same,

natl

WHAS.

central

prom,

div

research,

N.

WOR,

N. Y.,

Y.,

sis
acct

mgr

WSAM,

Saginaw,

WPTZ.

Philadelphia,

Mich.,
TV

WATV,

Newark,

exec

acct

sis
N.

AFFILIATION

mgr

J., vp

Ky.,

city,

sis

sis

N.

Y-,

vp

in

chge

vp

charge

of

new

Y.,

acct

exec

WOR-TV,
sis mgr

N.

slsman

Same,

sis mgr

producer

WBZ,

Boston,

WOR,

N.

Y.,

chge

sis

adv,
acct

Y.,

sis

dir

mgr

Same,

N.

in

rep

Same,

WOR,
Same,

exec

sis

same

CBS-TV,
WOK,

Fla..

Louisville,

KTOW,

chge
adv

sis

Lowell,

Murray

P. Nell

Vincent
John

Balto.,

N. Y., genl

NEW

AFFILIATION

sis
business

si.

prom

dir

mgr

exec

fit next issue: ISlew National Spot Business; New ami Renewed on Television;
Station Representation Changes; Advertising Agencg Personnel Changes

'■:■:•:■:■/.■ /.■ -•

Sponsor Personnel Changes
NAME
it

I

Bait;
it

< feorgc

Standard

Boyd

ll

J . Brow n

\\ .irr. ii \
ii

FORMER

I

Kfu

I

Jr.

l ho

(Ind),

Chi.,

gen

mgr

< <►-. New

Indianapolis,

sis,

assl

adi

V

Standard

Oil

Co.,
Ine*.

N. Y„

vp,

N . \ ., aecl

J., pre

mpr

Branda
Inc., S. ^ .. * i> grocery
adi pro- iold to grocery
Irode

"^ l - * ann-Erlckaon

dlr

Brunswick

dl\ . dir

II.

<

Irodc

Glenn

Gondell

>

J.

I

J. Walter

1 hompson,

Saturday

Evening

Phlla.,

C.

Eluber

William
I I in. r

<.. King,
Schw iirl/

Norman

Esso Standard

Hope

Frank

Miller Brewing

K. VanDerzei

II n -I

ad,,

prom

mgr

sec,

gen

mgr

Oil

Corp.,

I'. A.,

asst

gen

sN

Motor

Car

mgr

domestic

nli

mgr

AFFILIATION

Mllltown,

V

J..

,p

mgr
.I.Ik.

exec

Co. | Chi.,
» p.

Co.,

Detroit

\ew>.,

Detroit,

Bendlx

Home

\ i-i> 1 1

Keeley

Brewing

Same,
George

vp,
F.

Same,

vp

pres

dir

Refininp

Mat prom
ion a I dir
Dairy
Hudion
Motor
Same,
pres

«1 ■ r

Milw.,

Detroit

I

Sinclair

Oil Co., N. Y., exec vp,

Co.,

ad\

Same,

Co.,

It M 11 fi ■ M

11

Same,

exec

Hadlej

Stanley

> p in ch«e -IProdneta Corp..

dir

Chi.

Post,

Same,
II ako
John

-J~,

* .. r -I in. in

Mel, in

I

Co.,

Standard
mdsg,

J .inn - ,f . Del .iii.i

Co,

Publlahing

K in- in X

Burdtng

Burks,

oil

< News

NEW

AFFILIATION

N.

Y.,

adv

- Inc.,

ProductCar
Co.,

rhge

m«r

South

Corp.,

Co..

V

Detroit,

Chi.,

Bend,

Ind.,

x ., adv,
domestic

fitr

pen sis mgr
Stein Brew try,
in

ad\

dir

vp,

gen

Buffalo

N.

his
sis

adv,
prom

ill
dir

mgr

milt
Y.,

gen

ill

mgr

sis

New Agency Appointments
PRODUCT

SPONSOR
Vamii

Heating

Service,

Affiliated

Retailers

Fred

Amend

W.

Inahlst

Co.,

Ile.it i ml:

Chi.

Inc.,

V

Y.

I .... Danville,

N.

Sales Corp.,
>'. Y.
Shops,
N. Y.

Herman's

House

of Style,

Bine

Anchor

Bronte

B.-icrage

Champagne

i ain's

English

c»

Doughnut

Charmore

Co.,

III lack

Colonial

<-.

V

Soap

Coughlan

N.
Chi.

Inc.,

Quick

Toronto.

Co.,

Inc.,

Co.,

Duff fi Son-

I .iii.mI.i

V

i

Y.

Wesl

Orange,

Inc.,

New

V

Drug

Kellogg
Le

I .,

Richmond,

Meal

Co.,

Blanc

Luck)

Kansas

Battle

Corp..
I ig< r

Michigan

Creek,

Co.,

Racing

National
Group) Federation
Old

Paddy's
Peter

Clam
Paul

Pri.h-.

Inc.,

Inc.,

Rennel

N

n-

Productions

Va.

Mills,

K iltham

Inc.,

1.

(Throwsters

I •■• ■ i orp,

Vinylite
Plastic Toy,
Equipment
div
Raking
mixes
Frozen
steaks

Flour,

Feed,

1i

Co.,
w orth,

i orp

Inc..

Cream

.Soya

w altham

Pharmai ..I c ,.
Pa.

N

Chi.

&

Welch.

Seott.

Lewin,

N.

N.

> .

Chi.

Y.

Greenthal

Hales,

Co..

N. 1 .

N. Y.

Traey.

Kent.

J.

Korn.

M.

&

Canada

N. Y.

Monroe

York.

Erwin,

N.

Y.

Pa.

Phila.

Wasey,

N.

City,

Mo.,

for

radio

Y.

Detroit

Bermingham,
Castleman
H. B. LeQuatee

&

Pierce,

V

Y.

Textile.
Henry

roys
Nashua

Nat

Mills

div
tablets

>l . -I i.

kir

packed

I nan,

conditioning

fr.--h

M.

Kaufman,

Washington,

Davis. N. Y.
Wheeler. S. F..

Kolker,

vegetable!

for natl

Simmonds

&

Simmonds.

Chi.

Simmonils

A

Simmonds.

Chi.

nds

ei

V

Y.

N.

Y.

Mirshon-Garfirld,
Baker.

TV

adv

i'alif.

Simmoii.ls.

W . II. Doner.

I.ynn

I). C.

Philadelphia

t.r.^ . N. Y*.
Buchanan,
H'wood.,
Cecil .t Presbre]

1

Cellophane
Watchei

J.

Henry
L.
Brisaeher,

Sim
Maai

•,

Scott,

Grant,
Chi.
Zimmer-Keller,

I. s

N.I.

Detroit

Bruee B. Brewer.
Kansas
adv
Leo Burnett.
Chi.

Anli-hisl.-tntiu,l-'lour.
f I

J.

W.

I.enhart.

Weight
reducers
Milk
by-prods

V

Fam

I.. A.

II an; l,i

Ted

Beer
Ice

&

N, Y'.
White,

Y.

Wilson,

A.

preventative

<

Chi.

I ' . 1 . 1 ■ . . — . N.

F. Stanfield,
Toronto.
i . r . . ,,, I, ., I Co., N. Y.

Schwimmer

Mildew

Restaurant

Y.

..r Hollywood

1 ..rk.

remover,

Y.

Harold
Monroe

Dorland,

Rank

.1 .. i alif.

w st. I. i ..

W hit. hall

Rugs

CandyDoe .food

Pharmai eutlcal

Pack mi-

Lady

Wines

V.

Naugatuck,

Stoi k-Cro

I nivi r.,l
\■

N.

1

I ■ Kl f^Mi III... \. Y.

I .......

V in eric an

"Hadacol*1
Hair tonic
Race track

>l„.

< .... i hi.

Sim

l..>

(it\.

Arlington,
N.

Carryall

Corn

V

House,

Charmore

Drugs
Hershey

J.

Louisiana

..I Textiles,

II. .mini. .11 Hank.

N.

Y.

Detroit

< ... Inc.,

div

Mo.

Kansas

kssn.,

Monari fa vi ine

N.

Mich.

Lafayette,

Mfg

\\ is.

Products,

City,

Schwimmer

Baked poods
1 1.. M- In ■ ui Mix

Sool

J.

Pin-h.

Frozen

Wine

Air
tra\e|
L..I. I. ul.il. .1 Fazt

llrlh*- Keystone
Brewery,
Vork,
Pa.
Hershey
Creamery
Co. inc., Beverly,
K.u/

Detroit

N. J.

Co.,

Industries

I Kcelsior

Ltd.,

Bemporad

iirlines

Doughboj
P.

Co.

Peterson,

X

i ontinental

Ine.,

Muffins, Chi.

I an. nil. in
I

Co.

K

N.

Grady
& Wagner,
Ross, Gardner
&
Clements,
Phila.
Ralph
W. Sharp,

Phila.

fl ii»->

Chi.

Foote,
Cone
Grey, N. Y.

wave

Men's suits
Beverages

L. A.

Co.,

Wright,

Raymond
Spector,
Leo
Burnett,
Chi.

Anahlst
Candy
Home
permanent

Y.

Anli-n
Candy

services

Dry goods
Chuckles

III.

I lixabeth
Barricini

AGENCY

lor service)

N

i. it., i,., No* 15)
Brooke,
Smith.
French

Chi.

>

el Dorranre,

>'. Y.

ITS ABOUT TIME
THAT RADIO
COUNTED THE ENTIRE HOUSE
XVadio ratings until now have measured

On an over-all average, out-of-home listen-

only the use of radio sets in the home. Every-

ing adds 19 percent to the at-home audience

one knows that there is considerable listening

each quarter-hour on weekdays, and 24 per-

to the radio out of the home — in automobiles,

cent on Sundays. In effect, the radio stations

at work, in bars and restaurants, and many

in New

other places.

tisers ahuge bonus.

For the first time all out-of-home listening in a community
PULSE

has been measured —

has done it for New York!

For the first time PULSE
a common

York have been giving their adver-

Radio has always been fabulously low in
cost in number of people reached at-home.
The PULSE

has done it, using

base so that out-of-home listening

study of out-of-home listening

reveals that radio's actual audience

is

considerably larger and, therefore, its cost is

can be combined with at-home listening to
obtain the TOTAL MEASURE OF THE

considerably lower. It is high time for radio

RADIO

out-of-home as well as at-home.

AUDIENCE!

The size of the out-of-home

audience

ranges hourly from 3 percent to 58 percent
of the at-home audience. Advertisers are
going to find exciting, additional value in
certain times, programs and stations.

WNEW,
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to claim full credit for its total audience —

565

Write for your copy of the detailed findings
of the first comprehensive measurement

the radio audience — "Report No. 1 TOTAL
RADIO LISTENING IN THE NEW
YORK

FIFTH

AVENUE,

of

NEW

YORK

AREA."

17,

N. Y

19

Jamison has something on his mind...
As a matter of fact, our Mr. Jamison, one of the brightest young
men in town, has plenty on his mind.
Although he is much more salesman than statistician, he has a
a ready fund of facts and figures on the broadcasting business
that is the envy of many a representative twice his age.
"I look at it this way," he will tell you. "There is nothing secret
about most of the information I carry around in my head
(where I can always find it). Most of it is available in various
standard or special sources of information. The rest you can
get for the price of a phone call to the right man. But the point
is this: when an advertiser or a broadcaster wants information,
he is very likely to want it fast. And the man who can give
him the most information fastest is the man who is serving him
best. Radio representation, as you know, is a service business.
We don't actually own anything but the furniture — Spot Radio,
the product we sell, we sell for somebody else.
"The fact that my clients appreciate this fast service helps me
sell more time— the right time— either
to them or for them. And the fact that
any Weed and Company representative
can do the same lets us today do more
business for our clients (advertisers and
broadcasters alike)

Weed
n d

20

radio and television
station representatives
newyork

COmpany

than ever before."

san

•

fiancisco

boston

•
Chicago
a t1a n ta

de troit
h o 11y w o o d
SPONSOR

Return of the boxtop

PART ONE
OF

A

2

PART

STORY

The buyers7 market has brought forth
radio offerings of everything from kitehen
utensils to blarney stones
American moppets and their
mothers will this year eagerly possess themselves of nearly a bil-

over-ail

lion dollars worth of magical "something extra" — lures offered by advertisers as an added incentive to buy
their particular brands. More advertisers are learning how to make the
air their ally in fanning desire for their
own "extra something," thus creating
new customers and keeping old ones
happy.
Radio has a technique all its own.
To begin with, nighttime programs
generally are no good for premium

ties out of the way doesn't seem to generate the daytime enthusiasm for a
premium deal. And kid programs, of
course, are pretty well confined to a.m.
hours. The daytime rule for offering
premiums doesn't hold good for television (that will be discussed in the
second part of this series).
Men, with few exceptions, don't take
to premiums day or night. But during
the day milady may be wooed on sev-

deals. Mrs. America just isn't in the
mood to reach for a pencil and jot

eral types of programs. There's a lesser
range of programs with which to appeal to junior and sister, but there are
ways to make the most of every opportunity. Some of the best will be discussed here.

down that name and address. It's partly because the more relaxed character
of evening listening with household du-

Unlike women's programs, there are
throughout the country relatively few
shows built especially for youngsters
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below teen-age, with the notable exception of the juvenile strips carried by
the ABC and MBS networks. But
wherever you find a real kid show, the
same principles for putting over a
premium will hold good.
The most successful approach yet devised to excite the juvenile heart is
based upon the universal reaction of
hero-worship. The item chosen as a
premium is connected in some way
with the hero of the program. This is,
of course, simplest when there is a running hero character in a dramatic strip.
But the same principle works when the
hero is a favorite mc or other permanent character in a program other than
a dramatic strip.
When General Mills decided on a
six-shooter ring to be offered on The
21

offers you this
matching Costume Jewelry to wear
with your Hollywood Lapel Locket!
»
**
Bt'wifl

nk-typi chsm

d brmor*
a I

! |«I vaioc, >oun («f On* SWAM
Floating So&r. >
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*YM«Bjse«l lor MORE HOLLYWOOD LAPEL LOCKETS. TOO!

anlargvd
to &hi.\K dt'liul

MAIL

The newer, better floating soap!

P. O. BOX

TO

BOB

454, NEW

I': i

HOPE
YORK

8, N. Y.

in catb and
wnppen
tap for whicn I'lratc send me the

SBS),
a

(;

SWAN
Ni>Tr

Fm cm* vjfo wnar-nt, «

faMi:

Only Sttta* 644 t&at Sttfi&i- 0t€&m€d &(e*d
Bob Hope flooded Box 454 with tons of Swan wrappers and cash when costume jewelry was prize

Lone Ranger, il wasn't just any old
six-gun. It was a model of the hero's
own blazing weapon. And during the
course of the offer the script-writer
makes sure the Lone Ranger has plenty to sa\ — and do — with his revolvers.
Vs we shall see. this identification process works just as well with adults on
certain t\pcs of premium offers.
Today's most popular type of offer
is the so-called "self-liquidating." The
listener must send in can bands, wrappers, boxtops, etc., from the product
being pushed, plus coins. The coins
usualK cover cost of the premium and
mailing I in trade jargon, it "washes
its own face""). Offer is easy to start
and drop. These offers require items
that are easier to dramatize than, say,
I lie simple plastic trinkets to be found
in every box of Cracker Jack. Mamcompanies which use self-liquidators
also use some direct premiums, as they
are called when enclosed in the product package, or otherwise distributed
directly to the consumer I Ralston Purina's printed cloth feed sacks, for example, are really a type of direct premium. Housewives use them as dress
goods).
Making the hero sell the premium is
only one of several angles it's frequently possible to exploit. Headlines in the
news, events that get the attention of
youngsters, invite a tie-in to strengthen
the premium appeal. Items related to
baseball in baseball season, for example. Baseball books and baseball rings
are a pair of typical offers. General
Mills' atomic bomb ring tied into the
exciting news about the Bikini tests.
At this point one mav start to wonder, perhaps, whether national advertisers using network juvenile strips regard all under-teenagers as sexless. Eu-

Tfie.se icomen's premium

QUESTION:
Maltex Cereal, sponsor of Frank Luther's transcribed "Children's Songs,'' is a prolific boxtopper

stutist'h

What kind of premium do you pref*4l5T!0

Nearly 50% of 500 women canvassed favored hoiM*':
hold items. Second choice was flower seeds or \

gene Gilbert of the Gilbert Youth Research Organization (New York),
among other researchers, is convinced
that many advertisers may be missing
the boat by single-slanting their premium offers. At what age do little girls
cease being interested in a "rescue
ring" and become more interested in
— what? These and related questions
have never been investigated on a comprehensive scale. One researcher, while
on another project, discovered incidentally that a baseball book was being
offered on a program in one city with
the intention of influencing youngsters
too young to read it.
The character of both hero and program frequently suggest other "plus"
values that may be incorporated into
the premium, thus adding to its excitement value. The Franklin Bruck
Advertising Agency I New York) tells
how the original idea for a whistle
ring was built up. The hollow "stone"
under which was a tiny whistle was ordered made of a luminous substance.
The copy labeled it a "plastic dome."
It glowed "mystic blue at night." A
circlet of tin became a "scientific reflector" with which to send code messages. The original whistle ring finally became a thrilling Roger Wilco Rescue Ring.
It will be noticed that all the elements of the rescue ring ( as with all
juvenile ring creations) are familiar
components. The magnifying lenses,
mirrors, sundials, compasses, and the
various figures like that of Ted Williams, or the Lone Ranger's revolver,
if taken separately and out of context,
are quite uninspiring. But to build up
a highly charged emotional feeling
around the item through such means
as those described is one secret of a

successful premium. The real sell is
excitement, rather than the premium
itself, and the extent to which an item
can be made to lend itself to that feeling is largely the measure of its success.
The same basic idea is at work in
many of the premiums offered to
housewives. When an admirer presented Young Widder Brown with a lovebirds brooch it wasn't so much the
brooch itself that listeners sent for when
Phillip's Toothpaste offered it to them
— it was the identification with romance that impelled housewifely hearts
to beat for the brooch. This idea was
carried out through specific suggestions in the copy and in the choice of
words to describe the jewelry.
Many an actor has cringed at reading the lines supposed, as he ( or she )
thought, to picture the jewelry introduced into a storyline and later to be
offered as a premium. Obviously, for
say twenty-five cents, or even more, the
jewelry is junk. But the glowing, colorful phrases were never really meant
to describe any tangible object, but
rather the indescribable substance of
beauty, or romance, or friendship, etc.,
built up in the minds of the listeners.
Only this point of view can explain
why most listeners, when shown such
a piece of jewelry, or merely asked cold
how they regard it as a premium, will
reject it, even scornfully. Offered as a
test, outside the context of the show, or
the commercial, it remains just what
it is — junk. This also bears on the experience of John M. Davidson, premium manager of Colgate-PalmolivePeet. Says Davidson, "When the consumer has her free choice of glamorous merchandise versus the practical,
useful items, she chooses the latter."

Duane Jones, who heads the New
York advertising agency of that name,
has had unusual success with radio
premium offers of "glamorous merchandise." Infact, the first of the five
"musts" for a Jones self-liquidating offer is glamor. The others are uniqueness (not widely sold in retail stores) ;
appeal to eye and ear (the latter naturally for radio advertising) ; of current interest; and capable of being offered at a low, one-coin price. Most
premium people disagree with this latter rule on the ground of their own experience, but Jones still feels he has
evidence in his favor.
Radio has been equally successful in
promoting premiums in the useful category. Kitchen utensils seem to be the
perennial favorites of those who like
their bargains practical. It is important that all premiums represent a genuine bargain to the customer (this is
possible because the advertiser buys a
tremendous quantity of the items and
intends to make no profit on them) , in
order to build and retain emphatic
good
will. F. Degen, account and merRobert
chandising executive, Ted Bates & Co.
(New York), recently made a survey
the results of which appear in the
charts accompanying this story. He
sent questionnaires to a group of 500

^^

>^

by a woman's service
women supplied
magazine.
He received a high response
— 25% — and of those who replied
75% were under 30 years old. Ninetyfive per cent were married, 50% had
children under five years old, average
family income was $4,000.
A premium that is to be promoted
on the radio has to be one that can be
(Please turn to page 64)

based on a survey by It. F. Deyen, of Ted Bates & Company
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NO ANSWER

\

39.87.
NO

ESTION:

What

was the highest price you ever

I for a "mail-in" type of premium? One of every

QUESTION: What do you generally prefer to
pay? The dominant amount was 25c. But 50c

QUESTION: Did you ever switch permanently to a
new brand because of a premium offer? Most

Should time costs
depend on
program ratings?
Sonic sponsors, competing with
strongly-established shows,

"Why can't we buy radio
circulation on the same

cost basis that we buy magazine and
newspaper readers?" "Why can't we
buy television in the same way that we
buy outdoor locations?"
Why can't we buy our broadcast
time on the "Let's-pay-by-the-pointsystem?"
It isn't only the advertising tyro who
asks these and like questions. Last
month they were asked at the board
meeting of one of the nation's greatest
electrical manufacturers. Thev were
asked, and amazingl) enough there
was no one at the meeting who attempted to answer the questions. At
least no one endeavored to explain the
fundamental difference between broadcast and all other circulation. No one
even mentioned the Broadcast Measurement Bureau.
At other meetings where questions
of "circulation" have been raised recently BMB figures have been quoted,
but in some cases not accepted. Management generallv does not see that
the average circulation of a station
during its 18 hours on the air has anything to do with the circulation of a
particular period which it is buying
or considering purchasing.
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There are two schools of thought.
One contends that a home that purchases a radio receiver and uses it,
spends more, for electric power and
amortization of equipment, than the
same home does on magazines, or
newspapers. This group also contends
that a radio home is better circulation
than a motor passing a billboard.
The other group contends that it
does no good to a broadcast advertiser
to know that the station or network
over which he is presenting his program has a big audience if the audience doesn't listen to his airing. This
faction insists that the number of
homes that listen to a station or netis only that medium's potential,
not itswork circulation.
And so the battle rages.
What is forgotten is the fact that
newspaper circulation is not advertising circulation, that no advertisement
reaches more than a fraction of the

urge "adjustments"

over-ail

chases a newspaper or magazine, or
who motors bv a billboard or spectacular.
Is it?

A new member

of the board of a

food company asked its advertising
v. p. how it happened that the corporation was paying the same time rates
for a program, which according to the
C. E. Hooper organization was being
listened to by only 3.2 ('< of the American homes, as it was paying for a
program that was the ear-idol of 7.6' <
of the American housewives. The v. p.
explained that their advertising agency
hadn't been able to produce more than
one daytime program with a high
rating. He explained, in kindergarten
language, that the cost of time had
nothing to do with the number of listeners reached by the firm's air-advertising. The explanation was unfortunate since it precipitated an unpleasant row. The advertising member of
the board came off a very second best.
Broadcast advertising came off even
worse.
For the record, at least one daytime
program of this sponsor will be cancelled and at least two others will have
to hit a higher Hooper or else go off
the air.
solda
theBroadcast
idea that advertising
a home that hasn't
listens to
radio station is as much a part of that
station's circulation as a man who pur-

average newspaper or magazine's
readership. Starch and ANPA surveys
indicate a high degree of interest in
advertising, but if the director of the
board who insisted on proved radio
audiences for his program also insisted
on advertising readership for his magazine and newspaper advertising dollar, the advertising v. p. would have
been just as hard put to satisfy the
director.
The great difference between broadcast advertising and all other advertising is that broadcasting lives in a
goldfish bowl. It's possible, within the
limits imposed by the type of surveys
involved, to discover through Hooper,
Nielsen, Pulse, Radox and maybe in
some cases bv a diary study, just how
many people listened to a specific
broadcast. These listenership studies
are not intermittent but regular semimonthlHooper
yI
I. weeklv i Nielsen),
diary.
monthly
(Pulse), daily I Radox I. and
whenever ordered, in the case of the
Thev report, within the limitations
of the svstems involved, just who
heard an advertiser's program and
message. In no other advertising form
i> this possible on a regular basis. In
other media when such a report is
made, it's "old hat" by release date.
Broadcast advertising has made it
possible for an advertiser constantly to
I Please turn to page 58 I
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These programs compete, but note the difference

18.6

A. C. Nielsen Company gives Coca-Cola's Bergen
and
McCarthy this percentage
of all homes
. . .

nO
■£■

<A |J
XU.O

Amos
V
Andy,
promoting
attract a high percentage

10.4

Rinso for Lever
Brothers,
of all available homes . . .

9.4

Some
strong
programs
have
no high-rating
network competition at their hours. Emerson Drug's "Inner Sanctum" meets . . .

while Wildroot's
Sam
Spade
is able to draw little more
than half as much on his popular NBC Sunday night hour

but competitors
Phil Harris and
can win only about half as many

Alice
Faye, for Rexall
Drug,
listeners at 7:30 p.m. Sundays

Nabisco's "Straight Arrow"
(6.0), "Railroad
Hour"
(9.3),
the West Coast only, Waltham Watch's "Share the Wealth"

and
on
(above)

Your timebuyer
can contribute more
Lack of authority, coordination and campaign
information still cramps his style

We happened to be in the
office of the timebuyer appointed to handle a particular account
when he got the news, in memo form.
Here it is. addressed to a timebuver

spot

responsible for placing more
$1,000,000 of business annually:

than

A & R Co. has decided on spot campaign for 52 weeks at $20,000; one
station in New Haven, one in Philadelphia; newscast or participation in
variety show, 7 A.M. to 9 A.M. Please
give program, station availabilities.

"What's the campaign
asked.

is sometimes

prime

not

appointed

with

that pays him his salary. This knowledge, which could put added punch behind that $20,000, is completely lost.

"Search me," replied the timebuyer.
What you see is what I know, and its
standard procedure. It is something of

Lost, too, is morale. He chimes in on
the frequently encountered opinion

a secret whether the client is going into a new market, clearing some over-

that a timebuyer's job is a dead-end
street. Some of them pass from the
scene due to old age or boredom.

loaded dealers' shelves, strengthening
a weak market, or introducing a new

If memory serves, it was Benjamin
Franklin who said that the sign of a
good executive is one who picks a good
man for the job. and leaves him alone

It goes without saying that this timebuyer
is not being used by the agency
product."

M In doesn't ho contribute
He

for?" we

How

more?

radio

know-how

as

factor

By

can he?

agency

re-evaluation

of

importance

of

timebuyer's

position

Because
he
decisions

is

being

by-passed

in

major

contacts

and

By
and

1. Rarely

meets

2. Not

on

Because

in

too

conferences

stations

supply

concerning

inadequate

material there's frequent hindsight instead
selling
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appraisal

of

agency

set-up.

mitting the timebuyer
to do his best
means
of rectifying
procedure

If
work,

it

is

not

discuss

perways

client

initial

many

frank

objective

working

of foresight

in

If you

want

forceful and

him

to

buy

your

realistic reasons

station,

give

him

factual,

why
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to do it. But ii wise old Ben were alive
today, we think he'd agree that the extent to which some timebuyers are left
alone is responsible for them not doing
the fullest job.

Everybody knows but the timebuyer
(It often happens)

The obvious question is why doesn't
a by-passed timebuyer do something
about it? Why doesn't he go to the
higher-ups and ask some questions
about the account? Some of them do,
up to a point in their career where
caution steps in and enthusiasm and
stubborn insistence on doing a good

CLIENT:

IT'S

OKAY BY ME,

job step out. If that's all they want of
me, they figure, that's all I'll do. Experience has taught that the timebuyer
who, uninvited, projects himself into
the picture after the campaign, copy
slant and objective have already been
agreed upon is not always welcomed
with open arms . . . particularly if his
opinion tends towards a different approach than that of his superior!
We are not, of course, actually
quoting any one timebuyer; merely
the gist of an extreme example. But it
does exist, just as the setup in the accompanying sketch exists. Only it isn't
as funny to the timebuyers who are
forced to operate that way as it is to
our artist. If it were an isolated case,
it would have no place in this story.
We'd put it down to personality problems or some troublesome kinfolk. In

TOM.

ACCOUNT

EXECUTIVE:

I'LL GIVE

PRODUCTION
MEMO

TO

"TALENT

JOE THE GO-APIEAD.

HEAD:

BILL:
AND

o

COPY AS AGREED."

any words — a free hand to function to
the best interests of the client, to educate him, are prime prerequisites for
timebuying.

COORDINATOR: GEORGE HAS THE A & S FACTS.
GIVE HIM THE GREEN LIGHT."

Timebuyers' problems, and how
they can be licked — as pointed out in
the box on this page — do not apply to
all agencies, nor to all stations and their
representatives. Generally speaking,
the current attitude and frame of mind
among timebuyers in both large and

HEAD TIME BUYER:

small agencies is that if timebuying's
strides towards maturity are painful,
and often halting, at least they are being taken.

JOHN, HERE'S A RUSH JOB.

Where the picture is black, it's often
pure ebony, but where it's bright, the
timebuyer is as happy as he is hectic.
The two extremes (and oddly enough,
the distance between them is practically uninhabited ) have one thing in common: very definite ideas about what is
right with their niche in the complex
radio field; what is wrong, and how
the faults can be corrected.
There
is no fuzzy
thinking,
no
searching around for angles. Collective
thinking falls into a definite pattern,
even when parts of that pattern may
[Please turn to page 55)
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MEMO FOLLOWS.

o tt><?
TIME BUYER:

ALL I KNOW IS WHAT I READ IN MEMOS.

o <2> <^<>
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THIRTY THOUSAND

STORE WINDOWS

FROM

COAST

TO COAST

GAVE HEAVY

The Gillette score

MERCHANDISING

TO WORLD

SERIES BROADCASTS

Peak radio and TV audiences,

stimulated by intensive promotion, keep razor sales sharp

over-all

When Gillette Safety Razor
Company

plunked

down

a cool $150,000 for airing baseball's
world series this year, it expected to
get plenty of plus promotion from radio stations. It did — everything from
roving sweater girls who carried portable radios on city streets and answered
questions about the game, to more
than 40,000 streamers reminding people several days ahead of opening game
time that Gillette would bring them
the series over station WAAA.
It not only got the royal promotion
treatment the world's most famous
baseball classic always gets from dealers and stations alike — the company

28

broke all previous records in sales of
its special world series merchandise.
Gillette merchandising and promotion
gears began to turn away back in
June, even before the season got under
way. You don't excite to the extent
this classic did, the people in 26,000,000 homes (estimated by Crossley,
Inc.), and the untotaled thousands
who listen in various public places,
without plenty of advance planning.
Mutual network and individual station
promotion
later.

departments meshed

in

The approximately 700 stations I including about 200 that supplemented
the regular Mutual lineup) all gave the

championship playoff the promotion
"extras" that delight a sponsor's heart.
Dozen's of outlets like WING, Davton,
WLW, Cincinnati, WGN, Chicago,
WIP, Philadelphia, etc., came through
with superior campaigns that garnered
almost fantastic word-of-mouth advertising for the sponsor.
Gillette, pioneer manufacturer of
safety razor blades and holders is so
sold on the importance of aggressive
promotion of its sponsored events that
it takes nothing for granted. They
not only wanted evidence in the form
of record-breaking listening and viewing of their biggest advertising and
sales pitch of the year; they wanted to
SPONSOR

know just what and how much participating stations contributed promotionwise. The MBS audience promotion
department, headed by Carleton McVarish, funnelled all station promotion
reports on to the Detroit office of Gil-

name rides high on the excitement engendered bywave after wave of highly publicized contests from the Ken-

lette's agency, Maxon, Inc.
The company's annual "Cavalcade
of Sports" built Gillette's net income
last year to over fifteen million dollars.
That gave stockholders a return of
$6.80 per share of common stock. This
was an increase over the previous year
of approximately three and a half million dollars. Common stock value was

this year's series promotion (a SuperSpeed razon and plastic Styrene travel
case) was decided on even before merchandising ideas started popping last

also up $1.69 over the previous year.
Although figures for 1949 have not
yet been released, the company reports
earnings up substantially the first three
quarters of this year over the corresponding period of 1948.
Gillette, though one of the earliest,
has been far from alone in the business of making sports sponsorship pay
off at point of sale. Atlantic Refining
Company in the East and Signal Oil
in the West, Wrigley, General Mills.
P. Lorillard (Old Gold), etc., early
backed up their belief that sports can
build big business.
In no case, however, have sports
made a more spectacular contribution
to product popularity and sales than
they have to Gillette. It has been many
years since their shaving equipment
was patent-protected. There are dozens of blades and holders from the
expensive Rolls to five-and-dime brands
to divide up the market. But systematic promotion over the years has so
linked Gillette's name with top-notch
sports
attractions
that the Gillette

tucky Derby to the gem of the "Cavalcade," the World Series.
The merchandise to be featured in

June. The selection wasn't final until
spot radio tests were made in six cities
in various parts of the country. Men
liked the deal, a $1.75 value for $1.00.
The early selection enabled the manufacturing department to arrange its
production schedule for heavy shipments to dealers in August and early
September.
Part of the individual station's job
in building up listenership to the baseball classic was to create as much eye
and ear recognition of the name Gillette as possible. The company helped
out by giving the World Series outlets
40,000 streamers imprinted with each
station's call letters, to be placed in
store windows. Gillette outlets themers.
selves put up 45,000 additional streamBasic promotion material went to
each station from Mutual in the form
of a kit complete with ideas for air
promotion, sample announcements,
sample newspapers ads. and mats.
Gillette reports that most stations came
through with good basic promotion
on their own air and with ads on
sports and radio pages of local newspapers. These ads usually credited
Gillette as sponsor of the broadcast.
The

work of WIP's promotion

Retail dealer is enthusiastic rooter for his team — and Gillette Blades
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de-

partmeRalph
nt I
Minton and Sam
Elber) is a good example of what
company and agency labeled superior.
Working on the theory that a good
subject would create a lot of talk, they
hired four shapely models to carry
portable radios about the heaviest traffic districts of Philadelphia and into
establishments with heavy male traffic.
The models wore brightly colored
sweaters and baseball caps, and carried in addition to their portable radio
a pennant reading WIP, WORLD SERIES STATION, ASK ME THE
SCORE (hundreds did).
The girls toured into theater lobbies,
large department stores (lingering in
men's wear departments ) , hotel lobbies, and in railroad stations. Thousands of people saw them, and they
broke plenty of picture space. A series
scoreboard was kept up to date at the
WIP street entrance. But not by just
any old score-keeper. This one was
another attractive model wearing the
usual baseball cap. The giant scoreboard in the largest window of the
Gimbel store was attended by a former
Miss Philadelphia.
Station president and general manager Benedict Gimbel, Jr., generated
more talk by inviting local sponsors
and agency men to watch the game on
television in his own office. But they
had to buy a Gillette Super-Speed and
shave right there. This also broke
picture space in three or four national
advertising trade publications. Another
eye-catching stunt was to place huge
baseballs on either side of the WIP
mobile unit, whose loud speakers aired
I Please turn to page 62 )

Sponsors join WIP's Ben

Gimbel Jr. and

Gordon

Gray for shaves
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need a lot of data on
station coverage, markets and programs

over-all

Although Broadcast Measurement Bureau has an-

nounced its intention to "conclude operations on 31 December, 1949" — except for servicing operations for Study
No. 2, to be released in the next few
weeks — advertiser and agency executives have emphasized so strongly their
need for "standardized, authenticated,
comparable, continuing audience measurements" that a successor organization may be born before BMB expires.
Radio may be the most-researched
medium, as many broadcasters con-

But the simple arithmetic of the matter is that the number of AM stations
alone in the last decade has increased
several times as fast as the number of
radio homes. Although the nation's dollar income has nearly trebled in this
period, our real income, after allowing
for inflation, has not grown much more
than 50'r and the nation's population has increased only about 13%.
Meanwhile, newspapers, magazines
and outdoor all have lifted their advertising volume and circulation to
record levels. More than 700 FM

tend, but advertising buyers still don't
get more than a fraction of all the
facts thev want from stations and other
sources.

stations are contending for the broadcast audience, and television already
reaches a regular audience of more
than 10,000.000.

In the last 15 years a lot of broadcasting research services have sprung
into being. More are entering the
field every month. But the facts available still fall far short of advertisers'
demands. The lack of them is begin-

In this picture it is important for
radio to put its best foot forward. Its
ability is great, but facts must be presented that hit home to the advertisers.

ning to hurt broadcasting's case
against other major media.
While the number of radio homes
expanded 34.59? from 29.200.000 to
39,281,235 between 1940 and 1949,
the number of AM radio stations in
this period grew 221';. from 814 to
2,612. In the last year alone the number of TV sets in operation has quadrupled and the number of TV stations
has grown about 150' < .
Many of the new-station owners
haven't the manpower nor the money
to provide advertisers with all the facts
they want. Many of them — men primarily engaged in other businesses —
unfortunately have looked upon broadcasting as a get-rich-quick sideline,
which would not require aggressive
selling based on adequate facts.
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The total $5 billion-a-year advertising "pie" is big. The $500 million-ayear broadcast part of it also is big.
But even if it were divided only among
the AM stations, it would bring an
average gross advertising revenue per
station of only $190,000. And TV and
FM competition is bringing
age down below this figure.
The solution is threefold
crease the size of the whole
the advertising-to-sales ratio
today than it was 10 years

on proof of the kind of coverage they
want.
It's up to the individual medium —
the individual station — to provide the
After its 10 November meeting,
proof.
BMB's executive committee announced
that Association of National Advertisers, American Association of Advertising Agencies and National Association of Broadcasters, which jointlv direct BMB, "are currently working on
plans for a successor organization
which shall preserve the tripartite
function of this important research
V\ hat effect the 15 November action
measurement."
of the NAB Board, which terminated
BMB. will have on a future yardstick
is yet to be determined. It is likely
that if a successor setup develops it
will be labeled more as a yardstick of
station coverage than popularity.
Several committee
months ago
bureau's
executive
had the
asked
each
of the three associations "carefully to
analyze and describe those of its research needs which can best be served
by a tripartite cooperative organiza-

the averThe Four As surveyed hundreds of
: to inpie (and
is lower
ago) : to

increase broadcasting's overall part of
it, and for individual stations to make
the most of their own facilities, audiences and markets.
Advertisers aren't baking the pie for
fun : every slice must be weighed carefully for its ability to sustain and develop sales and profit. More and more
they are spending
their money only

agency executives I sponsor, 7 November I. Virtually all of them were found
to favor continuance and expansion of
BMB. To BMB. however, the Four
A's tion."
under the chairmanship of Linnea
Nelson, J. Walter Thompson Company,
made no specific suggestions on areas
which BMB should cover. The Four
A's said merely that "extension of
service should be an evolutionary development, depending upon the requirements, the development of techniques and the necessary

financing."
SPONSOR
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On the other hand, the 235 members
of the ANA's radio and television
group and its 22-member steering
committee passed a long resolution
covering the entire range of "research
data concerning the physical coverage
and actual penetration of radio and

Leading advertisers want . . .
tripartite research
(directed jointly by advertisers, agencies and broadcasters) to provide data on station coverage:
-*•

Total number of homes in area

2.

Frequency of home or family listening

3.

Seasonal listening shifts

television stations."
These firms spend probably $400,000,000 annually in advertising.
The resolution followed four months
of discussion and depth interviews
with members of the entire group by a
technical subcommittee headed by Joseph M. Allen of Bristol-Myers Company.
The five categories of data sought
by them are:
1. The area covered by a station;
2. Market data;
3. Program audience for individual
stations and networks;
4. Physical characteristics of stations;
5. "Product information that can
be of major assistance in special
cases."
Data in the first category, on station
area, generally would continue under
a tripartite organization such as the
BMB, the ANA said. Information in
the other four categories generally
would be provided by stations and
networks and other research sources.
Under Point 1 advertisers want to
know:
A. Total number of homes that can
listen to a station, subclassified by

Leading advertisers want . . .

&&to provide data on:
ittriepettffettt research
^

I'

Program audience

counties, townships and other subdivisions;
B. Frequency that a home or family listens to a station;
C. Total number of homes that can
listen to a station, day or night;
D. An indication of any seasonal
shift in listening to specific stations.

etc.)
characteristics

r>o

2.

Station

(poiver, frequency, signal clarity,

3.

Otlver data ( sponsor identification, program sales power,
product use, etc.)

At present, the ANA committee explained, BMB "is set up to provide
data under the first three divisions of
Point 1. Since the frequency of BMB
reports is limited (thus far to once in
three years — ED.) seasonal trends for
individual stations are not available."
Studies by C. E. Hooper, Inc., A. C.
Nielson Company and others fill some
of these gaps.
The ANA pointed out that the type
of data covered by the four subfactors,

TTH
ITT

4.

Other market characteristics

"in essence, gives the total potential
audiences to stations in the United
States," and is "essential to the effi( Continued on page 67)
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taberrv on the air
campaign

on

women's

participations
it 'hum in'*

To Webster, the fresh cranberry is: The bright-red,
spot acid berry
of a plant (genus
Oxycoccus) of the heath family; also,
the plant. Cranberries are grown in
low, periodically flooded areas, called
cranberry bogs.
To Americans generally, the fresh
cranberry is one of the nation's most
time-honored dining customs, without
which no Thanksgiving or Christmas
turkey would be complete.
To the American Cranberry Exchange, a cooperative
marketing
or32

Intensive
helps

on

ganization which sells and distributes
nationally the berries of several thousand ACE members, the fresh cranberry is a thriving seasonal business,
and the basis of an also-thriving seasonal advertising campaign. For more
than a quarter-century, the ACE has
been building public acceptance for its
tasty, bitter-sweet product during the
September-January "season" by promoting Eatmor cranberries in various
advertising media. Most recent addition to this list, and one that is already
doing a top job in building seasonal

put

nation's

Eatmor
turkey
holiday

tables

business, is broadcast advertising.
After a limited testing of radio during the last ten years, the American
Cranberry Exchange is today sponsoring its largest air campaign. As compared with some of the air-selling campaigns at ACE's agency (BBD&O, N.
Y.) this campaign is not big. But,
radio is today selling Eatmor cranberries on a limited national basis, and
doing a good job, in most of the nation's major markets.
Like other food advertisers. Amerii Please turn to page 48)
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50,000 WATTS!
50,000
WATTS
DAY AND NIGHT
50,000
WATTS
DAY AND NIGHT
50,000
WATTS
DAY AND NIGHT
50,000
WATTS
DAY AND NIGHT
50,000
WATTS
DAY AND NIGHT

middle of the dial!

at 800 kc.

50,000
WATTS
DAY AND NIGHT
50,000
WATTS
III
DAY AND NIGHT
50,000
WATTS
DAY AND NIGHT
50,000
WATTS
DAY AND NIGHT

*> DETROIT

50,000
watts
DAY AND NIGHT

50,000

DAY AND

^

Now

NIGHT

T-

NIGHT

NIGHT

WATTS
50 000
DAY AND NIGHT
50,000
WATTS
DAY AND NIGHT
50,000 WATTS
DAY AND

„ „ nnn nnn
, .
,
. ''
With a 17,000,000 population-area and coverage in five states,
CKLW, with its 50,000 watt power, is now selling more goods

at less cost, to more people.
CKLW

NIGHT

DAY AND NIGHT
50,000 WATTS
DAY AND NIGHT
50,000
WATTS

day and nicht
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CKLW

DAY AND NIGHT
50,000
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DAY AND NIGHT
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DAY AND NIGHT
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DAY AND NIGHT
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It is inevitable that Lang-Worth
lead with a program

will continue to

service pledged to increased

profits for broadcasters I
Lang-Worth

was

music — which

FIRST with a transcribed library of all Non-ASCAP
spearheaded

the copyright victory and

saved

the

industry millions of dollars. FIRST to separate, on individual discs,
ASCAP from Non-ASCAP for "per program" operation. FIRST°to
stop waste and confusion in the program department by ditching
the elusive index card for "Talendex".
of name

artists. ..authentic program

FIRST to furnish voice tracks

th
ic and pro-

duction aids in abundance.

band Lang-Worth was

FIRST to build "Network

Calibre Programs

fjLocal Station Cost". FIRST to publicize these programs with
gencies and Advertisers. In the past ten months over 2000 individual advertisers sponsored
"Network

Calibre Programs".

141,856

Lang-Worth

quarter-hours

of these

is the most widely spon-

sored library service in the world!
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Always FIRST in the past, Lang-Worth
FIRST IN THE FUTURE ... with
"The NEW

Lang-Worth

TONAL

FIDELITY:

A

STYLUS:

POINTS

OF

SUPERIORITY!

6. SUPERIOR DURABILITY: Laboratory tests prove no wear or loss of
high frequency response until after
the 200th playirtg.
7. SIZE AND

WEIGHT:

8 inches

against
16 ...
2 ounces
against
. . . Vi the
diameter,
M the
area, \2AA
less
than ]-4 the weight!

2. LATERAL CUT: Reproduces perfectly with the same sound system you
are presently using for phonograph
records and commercial transcriptions.
STANDARD

UR COM-

Transcription"

newly developed cutter, important
refinements in processing, and a revolutionary patented process of manufacturing combine to produce a plastic
reproduction with the highest degree
of tonal fidelity ever achieved!

3. ANY

** ■ Dance—"uc».

is . • •

offering these 15 ADDITIONAL
1. GREATER

etr

8. SHIPMENTS PREPAID: ALL shipments and releases (including basic
library and cabinet) sent PREPAID to
subscribers.

Not

microgroove! Tapered like the letter
"V", the groove accommodates standard coarse-line styli of 2Vi or 2 mil
radius, down to 1 mil.
4. UNIFORM LEVEL: Reproduction
of every disc is uniform in overall level.
5. MINIMUM SURFACE: Superior
processing and a special plastic result
in surface noise that is nil!

11.

CABINETS

AND

FILING:

One

Globe- Wernicke steel cabinet (22x25 x32) with roller-bearing suspension,
houses the entire basic library (5000
tunes) and 3 years of subsequent
releases.
12. ASCAP and Non-ASCAP: ASCAP
music never on same disc with NonASCAP. Separate discs— distinctively
colored labels— vital to "per program"
13. SPECIAL THEMATIC MUSIC: All
operation.
"special" and program themes, mood
music,
discs. production aids on separate

9. FREE REPLACEMENTS: Increased
50%. Additional above quota furnished
at 60^ each, transportation PREPAID.

On separate discs, so labeled. Indis-

10. CUEING AND LABELING: Optical
cueing device— simple, accurate. Cue
it in the dark! New label gives title,
timing, tempo, source, copyright and
vocal entrance.

pensable inbuilding
"all instrumental"
or "all vocal"
programs.
15. EASIER HANDLING: Minimum
weight, size, tougher surface, guarantee
easier handling. 1 hour of recorded
music weighs 8 ounces!

14. INSTRUMENTALS

AND

VOCALS:

Samp/es of the NEW Lang-Worth Transcription — covering every category of good
radio programming — are available to you. Use coupon below or your letterhead.

It is INEVITABLE!

Why delay?

LANG-WORTH
FEATURE

113

WEST

57th

PROGRAMS,

STREET,

NEW

YORK

N.

FEATURE

113 WEST

STREET,

57TH

PROGRAMS,
NEW

YORK

INC.

19, N. Y.

Gentlemen:
Send

Inc.

19,

LANG-WORTH

full information

on Lang-Worth

FREE audition samples of "The NEW

Program

STATION: .

Y.
CITY:

Service, with

Lang -Worth Transcription".

.STATE:

Four shots in the filming of a Chevrolet TV commercial

Number One TV Sponsor
Chevrolet and its dealers go all out with
dramatic, variety, sports, and quiz shows
Chevrolet

i> the

Chevrolet
Ford
Pontiac
Buick

most-de-

fj sired car, and the most' purchased car in America
today. Every magazine and newspaper survey made in recent years
confirms this fact. So does practically
§gg

any sidewalk study made by any casual observer on most any street.
For example, the authoritative
American Magazine Market Guide
showed, in a national survey, that with
families who intended purchasing a
care in 1949 the preferences showed
Chewy a more than 2-to-l favorite
over its nearest competitor.

25.6%
12.5%
10.6%
8.8%
10.5%

Plymouth
The difference was spread, fairly
evenly, over more than a dozen makes
to complete the preference picture of
America's car-buying public. Since a
few families, as more and more are
doing today, intended to buy more
than one car and often of different
makes, the percentage total was slightly more than 100f7 , but the leadership
of Chevrolet was clear-cut.

Clip from a dealer-sponsored commercial

'Father Time"

gets a passenger-view

of back-seat comfort

as an animated

As for actual car ownership among
the three-out-of-four families in this
country who are auto owners, a recent
newspaper survey turned up comparative figures. The top three makes of
cars owned in America are:
Chevrolet
19.6%
Ford
15.5%
Plymouth
11. 9 '7 Motors,
To big,
ubiquitous General
such figures make sweet music. Chevrolet has been one of General Motors'
many divisions since 1918 (although
Chevrolet proper was founded by
Louis Chevrolet and William Crapo
Durant in 1911) and for the greater

Chevrolet's three current network iclcrisioi 5

film star

Dane

Clark is starred in this Navy drama,

one of weekly NBC-TV

half hour sefit,..

'

part of the time since then Chevrolet

Chewy

looks to tlealers tor local TV sponsorship

has proved itself the star turn in G-M's
industrial three-ring circus.
Chevrolets accounted for 815,401 of
the 1,628,821 cars sold last year by
General Motors, or about half of the
total. Chevrolet trucks accounted for
412,052 of the 517.484 sold last year
by G-M, or about four-fifths of the
total. Since about 40% of the cars
on the road today in this country were
made by one of the General Motors
divisions, this adds up to some big
business.
Just how big can be seen from the
Chevrolet portion of the 1948 General
Motors earnings. Last year, General
Motors net sales were at the all-time
high of $4,701,770,340. The net income figure was $440,447,724. About
44%, or some $2,050,000,000 of the
sales figure was due solely to Chevrolet, and the same proportion of the
net income figure. Simply, Chevrolet
is the biggest single contributor to the
dividends received by the 436,000-odd
stockholders of General Motors. It is

evision
"Famous

a

weekly
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Chevrolet's advertising is indeed a
"force," since the over-all ad budget
amounts to something between $15,000,000 and $18,000,000 annually for
all media.

offering

thriller-diller,

IKE ALL

obviously important to General Motors, and its stockholders, to keep it
that way.
The biggest single force that keeps
Chevrolet in its spot as the number-one
car in the country, both from a sales
and earning angle, is advertising.

"Chewy" has for years been one
of the nations leading advertisers in
such media as radio, newspapers, magazines, farm papers, Sunday supplements, etc.
(Please turn to page 41

Jury Trials,"

:'A

J

- W

*

Take All," a quiz favorite including

B 1'

id gs appeal to fans of drama, football, variety

_ ■0*3*. ' "
Mary

Healey

and Peter Lind Hayes co-star on CBS-TV

"Inside USA"

alternate weeb

Mr. Sponsor asks...
"Do you think that every other week presentation of major TV programs could be
made to carry enough advertising impact?"
Bruce MacLury

Director of Advertising
Bigelow-Sanford

The
Picked Panel
answers
Mr. MacLury
m
A

*

whethei
%

other

week presentation ofmajor

TV programs
could be made to

Mr.Mowrey

carry enough advertising impact
depends
upon
a
number of varia])le

factorg

0ne

of these is the nature of the product to
be advertised. Another is the type of
program used — whether it is a simple
presentation with comparatively little
publicity or promotional value or an
elaborate production bound to catch
the attention of the press and viewing
public. Still another factor is the kind
of advertising message riding on this
video vehicle. If it is the kind of mes-

this instance a regularly scheduled
weekly presentation would be better,
but the twice monthly show would also
prove effective, because of the supplementary pressure.
However, when repetition is the keynote of the advertising approach — particularly when the sponsor uses such
devices as slogans or stylized visual
gimmicks, the impact of the message is
naturally weakened by less frequent
presentations. This would tend to be
true, obviously, of most low-priced
home products in the food and drug
field.
Brevitv. it seems to me, may still be
the soul of wit, but to apply this to
television advertising without careful
attention to all the factors involved
would invite a costly campaign in
terms of return per advertising dollar.
Be brief, if you must, in the frequency
of your
TV each
presentations,
don't
fail
to make
one doubly but
effective,
doubly powerful, and equal to the task
of making its message stick.
Paul Mowrey
National Director of Television
American Broadcasting Company
For well over a

chances of a class product such as a
fine automobile, or a product or group
of products more efficiently aided by
subtle institutional advertising, when
TV is to be used less frequently than
once a week. In such cases the programming tends to be more elaborate,
more expensive in talent costs, and is
accompanied by intelligently planned
advertising in the daily press to augment and build the TV show. Even in

38

Mr. Stewart

Co.,

Promotion
New

York

clearly and much longer than they ever
were on radio, and it is not only fair to
the advertiser but also to the performer to extend the life of both. It is unfortunate that many advertisers and
agencies are still thinking in terms of
radio and are following the same formula of a weekly show. Television is
an entirely new medium requiring entirely different handling and even the
networks themselves should encourage
bi-weekly programs or even stretch it
to once every three weeks. This would
make it possible for shows to go on
right through the summer, because I
think television will be watched and
listened to during these months where
radio failed to hold its audience during this period.
Furthermore, it will be less expensive and more precious rehearsal time
will be given to each show and better
satisfaction.
programing will result to everyone's
D. W. Stewart
The Texas Co., N. Y.
Advertising Manager

First of all. lets
be sure that we
understand each
other as to the

perhaps much
better if they followed abi-weeki schedule.
u J l
l\

Television has such terrific impact
that the same performer week after
week, regardless of his talents and ability to come up with fresh material, is
simply accelerating his burning out period.

Sales

Things that are seen and heard on
television are remembered much more

year, I have had
the firm conviction that many
of the television
shows on the air
would not onlv
do as well, but

sage that depends upon constant repetition itshould be given sufficient opportunity to pound awav with that
message.
I would be inclined to favor the

&

Carpet

"admeaning
If it is of
agreed
vertising impact."
that this oft
abused phrase, in
this instance,
Mr.

Tuttle

means the dynamic transmission of a sales message

to a receptive audience with a resultant
urge to buy — then we toe the starting
mark together.
SPONSOR

Secondly, we must presuppose that
all elements are in proper harmony
and relationship to one another. The
manufacturer's product is right for the
medium; the program is geared for the
audience to be reached; and the commercials make full use of television's
potency as sales weapons.
That foundation established, I cast
a strong affirmative vote.
In fact the "leap-frog" pattern of
one production every other week — or
even every third or fourth week —
might well be "an aspirin for today's
television headaches."
Radio preaches the gospel of continuity and regularity of frequency.
TV can afford to be a heretic. The
basic differences between these two
media make such a TV digression not
only practical, but in many instances,
profitable.
With the pin-point sales penetration
of television, and its ability to depict
a product visually as well as orally, a
provision for a "leap-frog" television
offering could have a most salutary effect on our advertising economy.
How many advertisers, for instance,
take a four-color ad every week in any
of the mass circulation magazines
simply because space may be available? Few clients will complain about
the lack of advertising impact afforded by a less than 52 week's insertion
schedule.
There can be no question but that
TV's time and talent costs are spiralling
toward heights where but few advertisers dare tread. Certainly then, a
regular or fixed telecasting pattern
that calls for less than a weekly offering makes the medium not only a
more sound but a more possible economic buy.
What effect would such an alternating schedule have on programming as
a whole?
Obviously, it should improve it.
To begin with, it would give talent a
longer professional lifetime. On the
present week-after-week basis most
name performers will wear the welcome off the doormat and will be
"killed" by too many appearances.
Listening to a Bing Crosby radio program every week is one thing, but seeing a Crosby movie every week is
quite another.
Most important, such a plan would
relieve the strain of attempting to put
on a high quality production
every
seven days. It's a colossal pace to keep
(Continued on page 62)
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WHEN YOU'RE SELLING CHICAGO

AND 2S1 KEY MD-WESTERN C0UN1IES ONWCFL!
Your sales story on WCFL goes out to Chicago and 251 Key-Counties
in 5 rich, middle-western states. This actual audience coverage is based
on a 30,000 letter-pattern.
8,289,763 consumers in the primary! 5,421,020 in the secondary!

A POTENTIAL

$15,000,000,000 ANNUAL

MARKET

As the Voice of Labor, WCFL has a special tie with the well-paid craftsman
and wage-earners in this prosperous, industrial area.
For full information, contact WCFL

or The Boiling Company.

WCFL
50,000 watts
• 1000 on the dial
The Voice of Labor
666 Lake Shore Drive, Chicago, III.
Represented by the Boiling Company, Inc.
An ABC Affiliate

39

I he volume of TV advertising in October continued to move forward
from September levels. Total network advertising expanded in this period I
from 285.2 to 350.7% of the base period. Soaps and toiletries, home
furnishings, beer and wine, and miscellaneous increased their share of the
network total, while automotive and food declined. Automotive and food,
as well as beer and wine, expanded in national and regional spot TV, but
jewelry and radio-television-appliances contracted. Percentage changes
in the local retail group were small. Automotive and food showed som
gains, and department store and personal service TV volume was pro
portionately less.

tv trends
Based upon the number of programs and
announcements placed by sponsors on TV
stations and indexed by Rorabaugh Report
on Television Advertising. Business placed
during average month June 1948-May 1949
of report.
division
in each
as base
is used

JUNE JULY AUG SEPT OCT

NOV

DEC JAN

FEB

MAR

APR

MAY

CATEGORY

JUNE JULY AUG
S.O SEPT OCT NOV DEC

JAN

FEB

MAR I APR I MAY

17.2

NETWORK

12.4

13.4

Clothing

0.6
26.2
Radio TV

& Appl

0.0
12.1
18.0

31.7
4.8
22.7

S.O

12.0

1.7
18.1

21.0
5.5

0.5

1.0

4.1

17.2

11.5

1.9

Soaps & Toiletries

11.6
12.9

21.0
4.S
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2.8

13.8
14.6

9.5

3.6
3.6

350.7

S.I

3.1

4.S

2.0
6.8

Gray area: total units of business
lOOo/o

average 12 months June '48-May '49

jf Black area: constant base
"of 10 cities, IS stations

t.t

NATIONAL & REGIONAL SPOT
Conf & Soft Drinks

NATIONAL & REGIONAL SPOT

1.1

2.6

4.6

17.8

0.4
1.2

4.4
1.1
12.1

0.3
14.3
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I6.S
11.7

2.6
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8.1
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4.0
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Beer t Wine
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15.7

15.6

1.0

1.4

11.5

4.4
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1.2
1.7

2.5
1.1
21.5
180

27.6

23.1

4.1
21.7

4.5
14.1
20.6

2.0
Builders & Sup
Home

m.t

1841

202.8

205.1

230.2

Furn

4.6

Gray area: total units of business
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* 100°o
average 12 months June '48-May '4S
Black area: constant base
of 10 cities, 19 stations
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16.0
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4.5
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Home

Furn

HotelsClothing
ft Rest

2.1

4.4
3.0

4.3
2.9

24.5

26.9

25.5

8.5

Personal Services

Radio TV I Appl

5.4

6.8

6.8
13.0
27.1
1.7

7.0

3.5

2.6

12.6

5.0

2.1
26.9
17.3
5.7

14.1
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1.7
1.1
15.4
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"of 10 cities, 19 stations
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1.4
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0.6

3.0

2.6

1.3

40

SPONSOR

1.7'

CHEWY

AND TV

(Continued from page 37)
But, Chevrolet's most recent and
most dramatic emergence as a power
in advertising has been in the newest
broadcast medium — TV. By far the
biggest, integrated advertising operation in the visual medium is Chevrolet.

The Eyes and Ears of the Piedmont
are N on

The TV advertising of the big auto
firm, unlike that of Ford, Buick, Oldsmobile, Lincoln-Mercury Dealers and
others, can be viewed as an entity, because of a simple fact. Everything in
TV that sells Chevrolets or Chevrolet
dealers — from expensive TV variety
shows like Inside U.S.A. to 20-second
TV film announcements — is paid for
out of factory-dealer advertising
funds, or out of the advertising budgets or group budgets of thousands of
Chevrolet dealers. Therefore, since
the dealers are in the act from the
top level on down, there is a unity to
Chevrolet TV advertising that makes
all the various components add up to
a cohesive whole . . . about $1,500,000
worth for time and talent in TV for
1949.
The current TV line-up for Chevrolet of program and spot schedules is
like a great tapestry. When any portion of it is viewed individually, the
viewer is likely to get an incorrect impression of the whole. No one part
of Chevrolet's wide-ranging TV advertising is really representative of what
Chevrolet does in the visual medium.
But the total adds up to the most extensive campaign in TV to date from
the standpoint of reaching most of the
nation's viewers most of the time.
Chevrolet's network program list is
impressive. Keystone of the program
operation is the lush, popular Inside
U.S.A., an every-other-week musical review in the Hollywood manner which
gets high ratings in its Thursday night
slot on the CBS-TV network. U.S.A.
has a price tag of an estimated $20,000
for talent alone on each show, an
Arthur Schwartz-CBS package. Chevrolet's Tele-Theater, currently in the
"Top Ten" of Hooper, is the veteran
of the program group, and is an NBCTV, every - Monday - night, 30 -minute
dramatic series showcasing Broadway
and Hollywood name stars. The weekly estimated talent costs run between
$6,500 and $7,500. Last of the major network visual programs is Chev(Please turn to page 44)
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Serving the
Richest Market in the
South's No. 1 State*
4608

SETS

IN

USE

SALES

HARRINGTON,
NEW

YORK

AS

OF

OCTOBER

1,19491

REPRESENTATIVES

RIGHTER and PARSONS, INC.

CITY: 270 Park Avenue
MU 8-1186

CHICAGO: Tribune Tower
WH 4-0074

Owned and Operated by
GREENSBORO

and THE GREENSBORO

DAILY NEWS

♦Source: Sales Management's "Survey of Buying Power"
■(•Source: NBC Research Dept.

RECORD
1949

Ever need "sudden
service' on SPOTS?
Oometimes you've just gof to get your
spots recorded and pressed in a hurry.
Yet you must have quality too. That's
where RCA skill and RCA equipment
make all the difference.

When you can get RCA "fcnovvhow" — why take anything less?
Send your masters to your
nearest RCA Victor Custom Record

As they do in every recording and pressing requirement! At RCA Victor you get
the benefit of:

Sales Studio:
I 14 East 23rd Street
New York 10, New York

• The most modern equipment and facilities
in the trade, plus 50 years' accumulated
"know-how."
• High-fidelity phonograph records of all
kinds. All types of Vinylite transcriptions.
• Complete facilities for turning out slide
film and home phonograph type records.

MUrray
445

Hill 9-0500

North Lake Shore Drive
Chicago
I I, Illinois
Whitehall 4-2900

1016 North
Sycamore
Avenue
Hollywood
38, California
Hillside 5171

• Fast handling and delivery.
You'll find useful facts
in our Custom Record Brochure.
Send for it today!

¥^^fki^/ce&.

ftCA

CUSTOM

RECORD

MSWV

SALES

^
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WGAC

RTS.. .SPONSOR

-continued from page 2-

THE
SOUTHS
GREATEST
ADVERTISING
BUY!
* $ 100,000,000

paid every twelve months to
workers in the Augusta, Ca.,
area.

* AUGUSTA, GA.
leads the South in per cent
retail sales
1948.

increase

over

* COVERAGE
of this major

market

plus

WCAC's large rural audience
— 145,000 radio homes — are
helping

ADVERTISERS
MAKE NEW SALES
RECORDS ON

WGAC
580

Kc. — ARC — 5,000
Watts

AUGUSTA, GA.
Avory-Knodel
42

REPORTS...

Zenith finds color TV
is still far away

H. C. Bonfig, v.p. of Zenith says there's no color
TV system today with which "both public and radio
industry could live." Color TV receivers built by
Zenith for CBS early this year cost CBS $1,000
each, he pointed out, but cost Zenith $1,700 to
make. . .Frank Stanton of CBS reiterates that color
TV is "ready now. "
NAB Extends Invitation
to FMA
The NAB Board of Directors would like to see the
FMA included in NAB ranks. During the past year
FMA has been functioning primarily as a promotion
and information setup. FMers would welcome a constructive NAB FM program.
Transit Radio
invades Omaha
Transit Radio will move to Omaha in December, when
test broadcasts and public opinion poll will get
under way. . .FM is moving forward in other directions. W0R-FM, New York, has nearly doubled broadcast schedule from 42 to 79 hours a week to meet
"great increase" in FM set ownership there. . .
Storecast system, currently installed in 100
National Food Stores, gradually will be extended to
all National stores in Chicago and surrounding area.
Integrated commercials
get high Starch rating

After two months' analysis, Daniel Starch organization gives highest mark to integrated TV commercials, 80%; followed by dramatic, 72%, cartoon and
stop motion, 63%, demonstration, 25%, service (time
and weather), 14%. Comparisons are based on percentage of viewers who would buy brand advertised.
Lee introduces
hats by wire

Lee Hat Company (Grey Agency) has made a deal with
Western Union under which one can walk into any WU
office and wire order for Lee hat to anyone via his
nearest WU office. Gimmick is plugged on "Robert
Montgomery Speaking" Thursday nights on ABC.
NBC sells package
to RCA Victor
NBC division has sold to RCA Victor division of RCA
"Screen Directors' Playhouse," network-built
package, which will start (through J. Walter Thompson agency) on Friday, 6 January, at 10 p.m.
SPONSOR

.ND YOU CAN lay to this, mates: sale-ing is
mighty smooth when you keep a weather eye on BMB.
It proves that ABC delivers the big city markets as well
AS the towns outside. Long Beach is one good example;
73% of its radio families are ABC listeners, says BMB.

OATING about THE BAY AREA you find practically
every cove is an ABC anchorage. In Oakland, for instance, BMB shows that 87% of the radio families are
regular ABC listeners — and it's just one of 42 Coast
cities where ABC has 50% or better BMB penetration.

On the coast
you cant get away from

ABC

FOR COVERAGE . . . ABC's booming Pacific network
delivers 228,000 watts of power— 44,500 more than the
second-place network. This power spells coverage —
ABC primary service area (BMB 50% or better) covers
96.7% of all Pacific Coast radio homes. And ABC's
Coast Hooper for 1948 was up 9% or better both day
and night.

I ruising UP THE COAST to Vancouver, Washington,
we find that 70% of the radio families in this busy port

FOR COST... a half hour on ABC's full 22-station Pacific
network costs only $1,228.50. Yet you can buy as few
as 5 stations for testing or concentration. And ABC
is famous for the kind of audience-building promotion
that helps slice the cost-per-listener.

tune-in ABC regularly according to BMB. Proof again
that ABC's big-time programs build big audiences in
smaller centers— and deliver the big cities, too.

ABC
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PACIFIC
New

York:

DElaware

Whether you're on a coast network
or intend to be— talk to ABC

NETWORK

30 Rockefeller Plaza ■ Circle 7-5700— Detroit:

1900— Los Angeles : ABC

1700 Stroh Building • CHerry 8321— Chicago:

Television Center • NOrmandy

3-331 1— San Francisco : 155 Montgomery

20 N. Wacker
St. • EXbrook

Drive
2-6544

43

CHEWY

AND TV

(Continued from page 41)
rolet's coverage for TV sports fans and
"subway alumni" of the highlight
games of the Notre Dame 1949 football season. The DuMont package's
time-and-talent rights have been estimated at $100,000 for the five-game
series, or $20,000 a game.
These three program operations are
handled by Campbell-Ewald, Chevrolet's agencv for over a quarter-century,
the precedent for which is found in the
agency's long-time association with
Chevrolet dealers co-op advertising as
an adviser and creative source for
most of the factory-dealer advertising
in newspapers, outdoor, etc., in which
Chevrolet proper has a hand.
A king-sized TV account in its own
right is the Local Chevrolet Dealers
Association, Inc., an organization composed of dealers in New York, New
Jersey and Connecticut. The account,
now spending in the negihborhood of
$500,000 yearly for TV, is handled
out of the New York office of Campbell-Ewald.
The Local Chevrolet Dealers Association is very much the wheelhorse
for the other Chevrolet dealer group?
throughout the country, and the LCDA
group is the most active dealer organization in TV at the dealer level today.
The LCDA, Inc., is currently sponsoring four TV programs in the New
York market, as well as a series of
TV film announcements. The group
was originally the major sponsor of
Tele-Theater, back in 1948, the early
days (although only a matter of
months) of Chevrolet's TV operation,
when the show was called Chevrolet
on Broadway. Today, the dealers in
the LCDA, Inc., are bankrolling Winner Take All, a weekly, Saturday
night, 30-minute quiz show on WCBSTV; Pantomime Quiz, a half-hour kinescoped charade show brought from
the West Coast and telecast Tuesdays
on WCBS-TV; and are among the
participating sponsors (Monday

If frequency of advertising is important to you. you can't afford b
overlook this fact: A budget that will buy three pages in Chicago'
largest newspaper, will buy sixty-five daytime quarter hours on Chica
go's leading radio station. WMAQ.
of five programs per week.

That's a full 13- weeks campaigi

If circulation in advertising is important to vou. here's another fact
Your potential in the Chicago area is 173rr greater on WMAQ thai ...
in Chicago's largest newspaper. That's 1.699.000 additional familie
reached by WMAQ who can not be reached by Chicago newspape
advertising.

nights) on WJZ-TV's Roller Derby.
Campbell-Ewald's basic programing
philosophy behind the campaigns for
the LCDA, Inc., so far has been to
purchase shows with medium-sized
price tags, although capable of pulling
fair-sized audiences because of their
novelty, basic appeal, and ability to
fit into the over-all scheme of things
at Chevrolet. The latest step in this
thinking has been the purchase by the
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LCDA, Inc., of the televised version of
Famous Jury Trials, a show familiar
to most radio listeners, on DuMont's
WABD in New York. Jury Trials,
LCDA's fourth show, is a weekly, halfhour, Wednesday-night re-enactment
of famous courtroom scenes of recent
years. The varied appeal of the shows
currently sponsored by the Local Chevrolet Dealers Association add up to
an audience that is large in its over-all
size, and varied in its viewing tastes.
Rather than by buying a single, large,
expensive show, the LCDA, Inc.,
reaches an equivalent audience with a
greater frequency of impact.
Although the dealer group in the
viewing range of the New York TV
stations is by far the heaviest spender
in the visual air medium among Chevrolet dealer groups, it is by no means
the only dealer TV for Chevrolet.
There is Chevrolet dealer TV in a
growing list of major TV markets
throughout the country, as other Chevrolet dealer groups follow the lead of
the New York group in promoting, primarily, dealer services. Such dealer
groups as those of Chicago, Columbus,
Boston, Miami, and Los Angeles, have
been actively on the TV air for some
time with a wide range of programing and spot operations that run from
sports events, wrestling, boxing, TV
films and western music to low-cost TV
spot announcements.
With the enormous amount of Chevrolet TV now on the air, it is difficult
to think back to a day when there
was no such thing as Chevrolet visual
air advertising.

hen you plan your national spot radio campaign, you'll want to conId ntrate in the nation's major markets. The major stations in these
irkets you'll find are represented by NBC SPOT SALES:
wYork

WNBC

icago

WMAQ
WTAM

rlac (veland

ashington

WRC

"fn Francisco
papi nver

KNBC
KOA

lenectady

WGY

SPOT
New

SALES

York • Chicago • Cleveland • Hollywood • San Francisco • Washington • Denver

But such a time there was, and it
was not long ago, either. However,
even before Chevrolet was considering
what it would do in television, Chevrolet was knee-deep in visual-andsound advertising. Soon after Chevrolet first passed Ford in sales in 1927
(the year Ford abandoned the Model
"T" for the Model "A" and dropped
most of its advertising for several
months) Chevrolet began the first experiments on a wide scale by an auto
firm with "minute movies." These
were shown throughout the country in
small theaters (although some big
ones, here and there, took them too)
while Chevrolet advertising personnel
began to do some serious thinking
along the lines of visual-and-sound sell45
ing of the Chevrolet cars.

Some ten years after the first "minute movies" were being shown on the21 NOVEMBER
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ual air medium and held many long
sessions to discuss its implications for
Chevrolet.

atre screens, Chevrolet was beginning
to think too, as was the CampbellEwald agency, ahout the future of
then-new television, in 1938. Radio
had never proved overly-successful for
Chevrolet, due mainlv to the fact that
both Chevrolet and its dealers felt that
the ear had to he seen in order to be
sold well. When the 1939 Chevrolets
were scanned at an auto show in late

Finally, in May of 194C, Chevrolet
decided that the time had come to experiment ofiiciallv with TV. When it
happened, it was the biggest thing in
television up to that date. The first
of four experimental Chevrolet TV
shows was called Fit For A King, and
was scanned by four DuMont cameras
hired by ABC-TV to do the job at
a six-stage DuMont studio set-up.
Three other programs. Lets Dance,
Vacation Land, and Variety Revue
were presented by Chevrolet during
June, 1946. to the relative handful of

1938. held in New York's Rockefeller
Plaza by NBC, Chevrolet executives
paid close attention to how the cars
looked on TV. Carnpbell-Ewald and
Chevrolet, in the vears that followed
between 1938 and 1946, kept a close
watch on all developments in the vis-

ONLY
THE

ONE
SOUTH

BEND
AND

MARKET

WHAT

A

-

MARKET!

latest Hooper — look at any Hooper —
for eloquent proof.

the Local Chevrolet Dealers Association, Inc., has received publicity breaks
for Chevrolet's TV activities in leading consumer magazines, newspapers,
supplements and in the trade journals,
to the extent where it amounts to a
sort of secondary advertising campaign
for Chevrolet.

adjoining cities — South Bend and Mishawaka —
with a combined population of 157,000.
Total population of the entire South Bend
market is over half-a-million. Total retail sales
in 1948 exceeded half-a-/->/7//'o« dollars!
The rest of WSBT's primary area gives you
another million people who spent 911 million
dollars in retail purchases last year.

Campbell-Ewald's Winslow H. Case,
agency Senior Vice President who directs much of the operations of Chevrolet's TV ventures, said recentlv : "We
are measuring television just as carefully as anv other advertising medium
— by its results balanced against its
costs. The most important criteria
must be number of \ iewers-per-dollar.
plus the strength of the sales impact.
With that as our yardstick, we are
earefullv integrating television into the
overall advertising program, together
with the known and accepted effective-

You must cover the South Bend market. You
do cover it with WSBT— and only with WSBT.

WSBT duplicates its entire
schedule on WSBT-FM-at
no extra cost to advertisers.

5000
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COMPANY

sponsored a western film series, newscasts, Olympic Winter Games, sports
special events, Stake Races, the Easter
Parade, special Christmas shows, football games and an extensive list of
cials.
weather and straight TV film commer-

handles
the efforts
publicity
on Chevrolet's
national TV
as well
as that for

The South Bend market is far-reaching,
prosperous, and growing fast. Its heart is two

H.

vertiser's program list in radio over a
period of twenty years.
Chevrolet (and its dealers i have

TV has proved to be a highly promotable form of advertising, both to
dealers and to the public. The New
York office of Campbell-Ewald. which

Right! Only WSBT covers the great
South Bend market. No other station, Chicago
or elsewhere, even comes close. Look at the

PAUL

Chevrolet's TV case history looks like
a condensed version of a major ad-

Today, nearly 100 times the 1946
dollar volume is being spent to promote the name of Chevrolet via TV.
Chevrolet has found the visual air
medium to be a flexible selling and
public relations tool. It has helped
sell Chevrolets, increase Chevrolet
dealer service trade, and has helped
pack the dealer showrooms when new
models come out.

COVERS

STATION

viewers who tuned them in. These programs, the first ever presented in TV
commercially by an auto firm, cost
Chevrolet about $10,000-$15,000 for
the series, out of a total ad budget for
that year of some $10,000,000. The
percentage of the budget that went to
TV in 1946 was hardly noticeable.
In the three years that have followed,

WATTS
•

•

960

NATIONAL

KC

•

CBS
REPRESENTATIVE

ness of the other media."
That TV produces results for Chevrolet is no longer a matter of doubt.
I /'lease turn to page (>1 |
SPONSOR

How Popular Can You Get?
The campus hero has nothing on WCAO

these

WCAO

local favorites — "Musical Clock" —

days. Smart advertisers take a gander at the

"Hold

Everything"

super-colossal CBS programming job this Fall

Neighbor"

— and rightly figure that WCAO

is a better

"The

Hal

buy than ever in the Baltimore market, ft Ask

Night

Frolic" — and many

bonus

audience — backed

WCAO

local promotion and showmanship.

your Raymer

representative about

availabilities on some of these popular

BASIC
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WATTS

— "Afternoon
Victor

Friendly

Carousel"

—

Show" — "Saturday
others. It's a

up by constant

WCAO

and every program and
announcement on WCAO
is duplicated on WCAOFM (20,000 watts) at no
additional cost to the advertiser!

CBS

— "Your

*76e fyocce Off &cUU*tt<ne'
• 600

KC

• REPRESENTED

1949
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CRANBERRIES
(Continual from

jxige 32 I

can Cranberry Exchange has found
that women's participation programs,
due to their loyal following and intimacj of contact between broadcaster
and listener, produce real results.
ACE is now airing live announcements in a dozen well-known women's
participation programs in ten major
markets. Such distaff-appeal shows as
Martha Deane (WOR, N.Y.! ; Mildred
Bailey (WCOP, Boston); Women's
Page (WJW, Cleveland); and Ann
11 olden (KGO, San Francisco) have
been sending thousands of women to
their groceries, to buy the cellophane
one-pound bags of Eatrnor berries airsold on the dozen ACE-participated
shows.
In addition to this campaign, transcribed ACE announcements are aired
in at least 25 major markets I not
duplicating any of those on the participation list) during the cranberry -selling season, which starts in October
and runs for roughly 13 weeks. Although BBD&O time buyers tried to
spot ACE participations into as many
woman's participation shows as possible, not all the markets on the ACE
list had availabilities of this sort. The
25 markets in which the e.t. air announcements are heard, usually in daytime slots next to women's-appeal
shows, are considered to be the next
best thing.
Although American Cranberry Exchange has an over-all ad budget of
some $150,000-$200.000* in newspapers, magazines, Sunday supplements
(color) and various point-of-sale and
promotional pieces, and radio's end of
the budget is only between IO^y and
15%, still radio functions as a major
item in the ACE budget. The cranberry growers look on radio as a
medium that, due to its varied audiences, delivers minimum waste circulation among a loyal audience on even a
seasonal basis.
Radio does a top job for the ACE in
its premium campaigns. Not every
housewife knows how to cook fresh
cranberries, and part of the job has
been educational. A slick, colorful
recipe book (40
fered on the air
shows, as well as
tising, and radio
and

*A

pages) is being ofin the participation
in other ACE adverhas been producing

SPONSOR estimate,
1949 spendings.

based

on

known

(Please turn to page CTl
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Disciple of Free Enterprise
Caught in the Act
He sings the praises of the "Free Enterprise that the
Founding Fathers farsightedly bequeathed us"' — and
practices what he preaches. Whether he's getting down
to cold snacks in a midnight raid on the refrigerator, or
unfreezing a hot news story in Washington, his prodigious
appetite for facts is working full time.
Said Herbert Hoover: "In these days when our precious
liberties are being menaced by the machinations of
treacherous and faithless men who masquerade as 'liberals'
and 'champions of the people,' his ( Lewis' I lucid, fearless,
and exhaustive examinations of the vital issues of our
time are of profound importance to all good Americans."
His lively 5-nights-a-week broadcast — the Fulton Lewis, Jr.
program — is currently sponsored on more than 300 stations. Itoffers local advertisers the prestige of a network
feature, at local time cost with pro-rated talent cost.
Since there are more than 500 MBS stations, there may
be an opening in your city. If you want a ready-made
audience for a client lor yourself I. investigate now.
Check your local Mutual outlet — or the Co-operative
Program Department. Mutual Broadcasting System.
1 1 10 Broadway. NYC 18 (or Tribune Tower, Chicago 11).
SPONSOR

"We

consider money spent with
WFAA over the last sixteen
years

one

of our most
investments . "

fortunate

PANT MILLING CO . *
President

* NOW

SPONSORING:

Saturday Night Shindig (since 1944)
Noonday News, Monday through Saturday
(since 1938)

0GM
3

Martin B. Campbell, General Manager

820 KC • NBC
TEXAS
Radio

QUALITY
Service

Represented

of Ibe

Nationally

\^v

• 570 KC ■ ABC
by

NETWORK

DALLAS
Edward

MORNING
Retry

and

NEWS
Company

I The Philadelphia Bulletin Stations <
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TIMEBUYERS
{Continued from page 27)
not be based on the personal experience of a given timebuyer. He knows
it does exist and is keenly cutting
down on the effectiveness of his pal,
Joe Doakes over at the XYZ agency,
whom we introduced above.

WHEN business is Harder to Get
* Locate Your Prospects
* Analyze Your Competition

Roughly, every second timebuyer
will tell you that, because his particular agency permits it, he is in the timebuying picture from the very beginning. His opinion carries plenty of
weight within the agency because the
radio staff respects him for what he is
— a market expert. And many clients
are quick to recognize his authority
and value.
It's a rare client who knows the radio ropes. Frequently he comes to the
agency bent on buying his product a
high Hooper and thinking in terms of
"circulation." The former has ceased
to be a purely professional term, so he
latches on to it when he decides to
include radio in his advertising campaign. A high Hooper is a very nice
thing to have, and its stature has been
• The Advertiser,

handsomely reflected by clients' sales
figures. But it may not be the ansiver

zation
Address, Capitali• Products with

to this particular client's needs. As
pointed out in "Can Your Program
Grow" (sponsor, 7 November), the
Mary Margaret McBrides, Housewives'
Protective Leagues and other daytime
women's programs ( to mention only
one category) may not roll up impressive Hoopers, but because of loyal audiences they shine when it comes to
rolling up staggering dollar signs.
Space buying and time buying are
two different things. "Circulation" is
part of the average sponsor's preconceived objectives because it is a word
he is familiar with from way back.
Want to crack the market in certain
areas? Okay, tell the boys to buy space
in the magazines and newspapers in
those areas which have the greatest
circulation. As simple as that.
The timebuyer, given a free hand,
gets the difference between space and
timebuying across, backed up by concrete reasoning. He may, by so doing,
cut the client's initial expenditure. But
he more than justifies his recommendations in the long run. Both client-wise
and sponsor-wise, there has been a
meeting of the minds which benefits all
concerned. The sponsor gets a cleancut analysis of his needs and approach.
how they can best be met. Meeting and
proving them makes the client feel he is
on solid ground, can rely on the agen-
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Trade Names
• Corporate
• Advertising
Executives
Manager
• Sales Manager
• Printing Buyer
• Advertising

•
•
•

Important Facts
You Need to Sell
THE 13,500 LEADING
ADVERTISERS and THEIR AGENCIES
You can generate sales with precision only when you plot your
sales course with facts. And the STANDARD ADVERTISING
REGISTER gives you the pertinent facts you need about the
Companies and their Advertising Agencies responsible for 95%
of all national advertising in the United States.

Agency Handling
Account
Account Executive
Advertising Media
Advertising
Used

• Chara-.ter, Extent
Appropriations
of Distribution

T4e /4^CKCtf
Standard £(4t
source
of information
about 2,010 U.S.
and Canadian
advertising
agencies
with data on their
recognition, personnel, and over
30,000
clients.
Issued three
times

In one handy compact book — you'll find listed and cross-indexed
for instant reference, 13,500 Companies with 50,000 Executives
isted by title, the Advertising Agency handling the account
'.2,500 Brand Names, all subdivided into 47 classifications.

AGENCY
a year LIST
— theis
ARD'S complete
part
serviceofor STANDmay be
ately.
purchased separ-

Once you subscribe to the STANDARD ADVERTISING REGISTER — you'll use it constantly —
and you'll renew your subscription year after year.
The hardest part of our job is to get the "Red
Book" into your hands. So how about this? If
you're a rated company, we'll either deliver or mail
you on 5 day Free Inspection a copy of the
STANDARD ADVERTISING REGISTER. No
obligation, of course. What's
address?

NATIONAL
330 WEST

42nd

your name

NEW

YORK

18,

mation about the
giving full inforSTANDARD ADVERTISING REGISTER and Sup-

and

Services. It's yoursplementaryfor
the asking.

REGISTER
ST.,

Write for colored
illustrated booklet

N. Y

PUBLISHING
•

333 N. MICHIGAN

CO.,
AVE.,

CHICAGO

i, ill.
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the timebuyer,
demands
wants to place future business "What,"
cy,
H ithand
it.
'"has this to do with coverage . . . exIn reverse, a timebuyer hamstrung cept the young lady's, which I admit is
But I want
setup which very attractive indeed.
bj the type of agency
thwarts his or her ability to be of gen- facts. I can't Inn this station on that
uine service to a client frequently has basis. Not and keep my job, I can't."
an unhappy realization that a definite If a station is sending out wastedis-service has been done. Example? basket filler, a re-evaluation of the proThe client has his heart set on a net- motion director's job is in order. If
work program,
for no more explicit publicity is treated as a job which can
reason than that it looks "big." With be handled by the bookkeeper in her
his program worked out. and time set- spare time, that type of thinking can
tied on the four networks, he's happ> .
What
the by-passed timebu\er might
have told him was that he'd be better
off with a spot campaign.
The solution is as obvious as it is
unsolved in a surprisingly large number of agencies. The need for a reappraisal of the job of timebuying is so
urgent, it is startling that some agen-

be largely responsible for a station not
getting its proper share of business,
Merchandising
and
promotion
is a
highly
specialized job. and not one
which can not necessarily be filled by
a person with a flair for writing. The
mere fact that an individual decides to
buy himself a radio station does not
automatically make him an advertising

a fact that the great macies do not recognize it. If a timebuyer expert. ofIt's
the large stations do a sock
is just another person down the hall; jority
if conversation with him is limited to job of selling themselves to timebmers.
"good morning" and "how about that and backing up the salestalk with real7 to 7:15 spot of ABCD?" the agency istic, factual facts. The argument that
setup is costing you and your clients because they are big. they can afford to
Get to know him; get him in do il' Just doesn't stand up when one
money.
on those sessions with the client, and reviews what is being accomplished by
you'll find that the man down the hall the bttle guys. They are the ones, big
is one of the most valuable tools in or little, who are doing creative selling: using farsight instead of hindjour organization.
The "Ours not to
sight: hard work, not wishing. If all
wonder why. ours but to buy and buy
slogan has no place in the advertising the money put into poor "selling."
agencv. The increasing number of uhether by four-color jobs or mimeoBMB.
agencies who recognize that fact are graphed sheets, were put into
the
of
lot
a
observes,
the best boosters for better organiza- one timebuyer
crying
a
to
subscribing
now
stat">ns
tional procedure, and the best hope for
it.
all timebuyers to achieve this rightful towel service could discontinue
crackerjacks
the
are
which
Stations
we're
place in the future. And while
on the subject of specialized impor- of the broadcasting business, merchantance of the timebuyer. the agencv dlsinS and Promotion wise, and the
those
ra- most respected and appreciated in the
lackingto inthem
a personit seems
appoints because
which
dio know-how
which follow a rule of thumb: Work
a simple clerical job, is doing both
on the assumption that the timebuyers
itself and the timebuyer a grave injustice know nothing about us land that goes

There is an encouraging overall im|provement, too. in the type and amount
by
given timebuyers
of cooperation
stations
and station reps. But here,
again, it's a case of where it's good, it's
excellent, but where it's bad, it's plain
awful, with the Southern stations lagging behind, and useable info on worn-

en's and participating programs one of
the things timebuyers remember in
their prayers. For a field which gets its
verj existence from advertising, it is a
source of wonderment how main of

for their stali,m rePs- as wel1
the material is repetitious,
still a
repetitionof is
knowin that
tor
the success
selling.

' • Mavhe
but they
solid
They facput

themselves in the other fellow's shoes,
and ask themselves "If I were thinking
of buying time on a station, what
would I need to have to back up mv

recommendationa to the client?" Then
thev proceed to give it to him in handy,
concise and complete form, which is
constantlj kept up to date. The timebuyer and rep is relieved of the mis-

them apparently don't believe in it for take of assuming, for instance, that
themselves— or how ineptly it is ban- rate card figures refer to one-minute
died. Heaven knows enough money is rate when that is not a fact. They cut
{Please turn to page 69 1
spent on it.
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Here's the ticket for sales results
in northern Ohio. It's the winning combination of
CBS and WGAR!
The line-up of top CBS shows is the nation's Number
1 listening habit. Outstanding WGAR programs and
personalities rate Number 1 with northern Ohio listeners
according to a recent radio poll. So, when you plan
your advertising for northern Ohio's six-billion dollar
market, don't overlook this perfect parlay for listeners...
CBS — WGAR. Ask your Petry man for the facts... now!

1

I

50,000 watts Cleveland
II
Represented Nationally by Edward Petry & Co.

RATES & RATING
i Continued jrom page 24 I
measure his audience. I his has precipitated its newest and greatest ache,
the "let's-pay-by-the-point-system." The
idea has been proposed at a number of
board meetings recently. Proponents
say: "Why pay the same money for a
two-point broadcast as for an eightpoint program?"
Advertising managers have pointed
out to their policy makers that the
audience is delivered by the show, not

|i\ the station or network, so the point question. "Newspapers guarantee circulations," why can't broadcasters?
system won't work. Managements
have, on the other hand, argued that a The very men who ask the question
number of programs have been bought know the answer. They have become
in part on the point system, with the very conscious of listeners during the
fatuous American Tobacco-Jack Benny- past year, just as they have become
CBS deal being quoted more often conscious of buyers of their products.
than am other. "If it's good for Lucky They want the same kind of thinking
on an advertising level that they are
Strike. \\h\ isn't it good for our operanow
demanding on a sales level. They
tion?" isa frequent poser.
want sales produced on an advertising
With more and more programs being owned by the networks over which cost-per-sale ratio. They haven't gone
they are broadcast, management is in- as far as a per-inquiry deal, but their
thinking is right down the p.i. lane.
Broadcast advertising executives,
creasingly prone to ask the "point"
speaking off the record, stress the fact
that "points" are only indications of
relative popularity of programs. Thus
paying-by-the-point may be just as
fallacious as paying any other way.
For years Hooper's "points" were unofficially (despite Hooper's objections)
tabbed as representing 1.000.000 homes
per point. Recently Nielsen has started
reporting the number of homes reached
with his rating points. Nielsen's reports claim that his sample is projectable to the U. S. in its entirety. That's
open to question. However, his sample
is more representative of the nation as
a whole than Hooper's 36 metropolitan
city sample.

It's still a problem, how-

The Case of the
Satisfied
There's
among

peak

offer you

prosperity

could hope for in a market.

the 1,202,612 farm

folks in WIBW-land.

And, as always, WIBW

For the

eighth consecutive

selling influence you can possibly use to reach these eager-

are overflowing. Guaranteed

to-buy farm families. Let us

prices assure enviable profits.

prove it by building increased distribution . . .

Wheat, for example, is 30%
higher than its 10-year aver-

brand preference . . . and
MORE SALES FOR YOUR

age.
Kansas and adjoining states

PRODUCT.

w
AND

"THE
WIBW

Sponsor
Salt Lake's largest department store uses
KDYL-TV successfully:
One

telecast resulted

in 211 sales by noon of
the day following the
telecast of items ranging
in price from $29.95 to
And everybody knows
$2.95. a great job KDYL
what
does for radio!

W

SERVING

Vs=

is the

most powerful, personalized

year,

barns, cribs, and granaries

(r

everything you

SELLING

MAGIC

• TOPEKA,

KANSAS

CIRCLE"
• WIBW-FM
Salt Lake City. Utah

Rep:
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CAPPER

PUBLICATIONS,

Inc.

• BEM

LUDY,

Gen.

Mgr

• WIBW

• KCKN

• KCKN-FM

National Representative: John Blair & Co.
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i

ever, to accept a sample of some 1,500
homes as being representative of the
nation's over 39,281,000 radio homes.
The Audit Bureau of Circulations
has carefully avoided delving into the
"readership" field which has thus far
been Daniel Starch's. The reason for
this is obvious. Who buys a newspaper or magazine can be determined.

buying habits of the homes reached by
the programs (Nielsen) and in some
cases the effect of a specific commercial (special Hooper studies).
Practically no other medium does
this. The point-system type of payment

just doesn't work on program sponsorship. It's used, however, by practically
100% of the buyers of spot broadcast
What a reader "notes" (reads) is advertising. The time-buyer of the
something else again. Only radio has average advertising agency can estimate, with amazing accuracy, the audireported "noting" (actual listening).
ence that an advertiser is buying with
"That doesn't mean that the listeners
his spot commercials. Most station
heard my advertisements," is a contention heard regularly when advertising breaks are bought on a rating basis
readership is matched with broadcast
listening. The objection has a basis in
fact, but radio research has an answer.

Nielsen's measurements of set usage
checks every minute. Thus it's possible
to discover just what part of the program the audience heard. The advertiser knows the exact minute his commercials are aired and Nielsen can and
does give some of his subscribers not
only a report of the size of the auaience which heard the program but the
size of the audience that heard the
commercials. Radio research is intensive. It not only checks listening to
programs, commercials, but it also
checks the relationship between
the

only. While the quality of station management, the promotional activities of
the outlet may be considered when two
station breaks of equal listening impact are weighed these are secondary.
A spot broadcast campaign is a buyan-audience
campaign. It's a buy-bythe-point campaign.
There is a rub in the point system
even here. Nielsen can tell the buyer
the exact audience he's getting, but
Nielsen isn't delivering City-ratings
except in a very limited number of
areas — New York, Cincinnati, Chicago,
Los Angeles, etc. Using Hooper City-

AROUND HERE WE
REFER TO IT AS

"THE RADIO BIBLE"

The National Research Bureau, Inc.
Picture by Delar, New York
NRB Building
Chicago 10, Illinois
Gentlemen :
We, at WUSN, would like to take this opportunity to tell you what we
think of your fine NRB "Radio Campaigns and Sales Kit". Around
here we refer to it as "the Radio bible".
Our General Manager, Mr. Beverly M. Middletown, is particularly grateful for the Early Morning Chatter which he uses on his morning show.
His only regret is that there are not thirty pages a month rather than
two. Mr. Hoppe. our Program Director, finds your program suggestions
most helpful and our sales department finds "Sales Kit" particularly
usefullent result.
in suggesting promotional material to local sponsors, with excelIn my job as Traffic Manager, with the additional responsibility of keeping copy fresh and up-to-the-minute, I find the problem of last minute
changes and dealine creation of spots solved completely, making what
otherwise
would ofbe our
a nerve-racking
task into
a smooth
running p"">cess.
In anticipation
continued pleasant
relations,
I remain
Most sincerely

N-SALEM

Mark Nagel
Traffic Manager, WUSN
Charleston, S. C.

250 Watts Of Public
Service
Ordinarily, a local station
serves the metropolitan area
only, but WAI Radio serves
all county schools each
school morning with public
service programs which are
heard through speaker systems installed in each classroom.

NORTH
National
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Inc.

FREE
TRIAL

YOU

CAN

SEE IT FOR YOURSELF

1. After you have received the first issue of NRB's economical "one
package for all departments" "Radio Campaigns and Sales Kit", if
you are not satisfied you return the invoice for cancellation and
keep the issue with our compliments.
2. Unless you notify us in 15 days, we will continue the service on a
month-to-month basis. You agree to pay at the rate checked below.
TTn t.n 10M Population
$10.00 per month
Up to 30M
"
$11.00 per month
Up to 150M
$12.50 per month
Over 150M
"
$15.00 per month

TEAR OUT THIS COUPON

AND

MAIL TODAY!

Yes. We Accept Your 15 Day Free Inspection Offer
To: The NATIONAL
RESEARCH
BUREAU,
INC.,
NRB Building, Chicago lO, Illinois
We
and

wish to subscribe
Sales Kit" under

My

Name

to NRB's
the terms

economical,
value-packed
"Radio
specified in your advertisement:

'•'"•"■'•••..•.:•

Title

Campaigns

Ratings can lead the buyer into important errors since Hooper reports the
audience for the full 15-minute duration of a broadcast I 13 rated minutes
to be exact I .
The audience for any program is
not constant. A show may start with
a rating of 15 and end with a rating
of 10. The reverse is also true. A
program may start with a six and end
with a nine. Unless an advertiser is
certain just what each minute of a program rates, it's virtually impossible to
be 100r( certain of the size of an audience purchased.

Most advertisers are willing to accept a limited degree of certainty. It
would be nice to know just how many
pairs of ears were bought for each announcement, but a fair approximation
satisfies even the most exacting merchandising policy executive.

great deal. Mystery programs are low
in their cost-per-rating-point. There's
some question whether a mystery- program point is as good, for instance, as
a Fibber McGee and Molly rated-point.
There's some question whether a point
delivered by a Bob Hope can do the

job for duPont of the fewer points delivered byCavalcade of America.
During the next few years a number
of programs will be bought with special agreements which will increase the
earnings of either the owner of the
package (show), or the star and cast,
ing. It's also possible to have it cost a or both. It makes good sense, in most
cases, to recompense talent for the job

It's possible to research any advertising campaign to death. It's possible
to be so exact that an advertiser may
forget that an advertisement may be
heard or read and have no buying
impact. To buy by the point is good.
It can be stretched into obscure mean-

it does. It's possible to have the highest rated program on the air at the
time the program is aired and still be
broadcasting over the lowest rated network or station. Talent does that.
Broadcast advertising isn't machine
produced.
A so
slidemuch.
rule The
can rest
tellis the'
advertiser just
up
to his creative staff, his agency, and
the brains they both hire.
Low-priced points can be expensive,
High-priced points can do a great
pensive.
job ... witness Texaco's ten-year sponsorship of the Metropolitan Opera
broadcasts.

***

-v/4ucUatce
Aug.- Sept. 1949
MORNING
42.0
AFTERNOON
36.8
EVENING
27.4
First By Far

WFBL

111!!!!"""''!!"'" • '

-

Affiliated with KOMA
60

*»*u'^ili£^&%:!:;;«»XZ£;ZZ22sassx,
..... .mill !"•"•••, ..''•••.!'.. '••''" -■•'.'".'.'." — '"•""•"•'"••....''"
Oklahoma City, Oklahoma

SYRACUSE,

N. Y.

Represented by

FREE & PETERS, INC.
SPONSOR

CRANBERRIES
{Continued from page 48)
results, in an early estimate, on a lower
cost-per-return basis (about 18c-22c I
than any other medium.
Since the ad budget is not kingsized, and since its sales force is limited, the association has been making
a series of recent tie-in ads with other
food companies. ACE has tied-in to
the advertising of food giants like
Pillsbury (a cranberry-raisin pie, made
with Eatmor cranberries and Pillsbury
pie crust mix) and Swift & Co. (a
Christmas dinner, made with Swift
ham and Eatmor cranberry sauce) in
national media, and has received some
cross-plugging in their air advertising.
The results so far have been good, and
the general effect is to enlarge (without much cost to ACE ) the ad campaigns for Eatmor, as well as to augment the ACE sales force.
When the average American family
sits down to a Thanksgiving dinner,
sometime this week, the chances are
much better-than-even that the festive
bird will be graced by Eatmor cranberries.
An increasing share of the credit for
this scene goes to hard-hitting, wellplanned seasonal air advertising. ***

CHEWY

TV

{Continued from

page 46)

Where Chevrolet's expenditures for
broadcast advertising (it was mostly
radio) declined steadily over the
1930's and early 1940's, its TV expenditures have made strong, steady, upward progress.
Chevrolet did not become the nation's fastest-selling car by accident.
Besides having a good product and a
sound knowledge of marketing and
selling autos, Chevrolet has found that
it has had to pioneer in advertising,
thus racking up an impressive list of
"firsts" both for itself and for its ad
agency.
When the gleaming 1950 Chevrolets
begin to roll soon down the assembly
lines at the Chevrolet plants, they will
be backed by one of the most extensive advertising campaigns of all time
for an auto firm.
. . . and one of the major selling efforts will be on the visual air.

i
Example

#10

F

For an advertiser selling books at $3.98
WIP produced last month . . . but good!
Prepared to spend up to $1.40 per
order, the sponsor sold plenty of books
at less than $.60 per order. So of course
he quickly changed his (our week eontract to twenty-six! What do you have
to sell?

WIP
Philadelphia
Basic Mutual
Represented Nationally
Kit W Alt l» PETKY

& CO

Chevrolet intends to keep its position as the industry leader. TV will
help keep it there.
* * *

21 NOVEMBER

1949
61

MR. SPONSOR

FI6URE THE ODD* by KX™
in spite
rf •vQESK <33X2HECS

ASKS

{Continued from page 39)
up. and in many cases, it's physically
impossible.
Everywhere is heard the familiar
cry, '"If only we had more time."
Well. win not?

^

in our time ... its

Certainly all talent — the creative
staff, tlie performers, the technicians,
would openly welcome it and the re-ult> would he happier for everyone,
including the audience.

against a
VICE-PRESIDENT
ever becoming
PRESIDENT
BUT THE ODDS ARE IN YOUR FAVOR when yoo pick Charley Stookey's
"Town and Country" program on KXOK to sell farm products. Persuasive salesman, Charley Stookey, is widely known in KXOK-land, with
legions of listeners from 6:00 to 7:30 a. m., Monday through Saturday. To build sales in the vital-to-advertisers 112 county, 5-state
coverage of KXOK . . . phone, wire, write for availabilities today . . .
or call your John Blair man.

Remember, too, the home viewer
continues to get more critical, more

selective.

The competition for his leisure
hours is keen. No longer is the novelty factor of TV, in and of itself, sufficient to distract him from manifold
other interests such as the radio, the
new book or magazine, the social gathture. ering or the neighborhood double feaTo face this array of divertisements
TV has got to be good. And to be
good — really good — takes more time
than most shows are accorded today.

©30

KC

5,000

WATTS

FULL

TIME

IN BIG

BASIC

ABC

Let's not delude ourselves — John Q.
Public doesn't give a damn why the

ST. LOUIS

program doesn't
measure up, he's only
interested
bis
liking. in the end result being to

FIRST

IN THE

/?
TZ^Cce4MOLINE, EAST MOLINE

QUAD

DAVENPORT, ROCK ISLAND,

AM

5,000 W
1420 Kc.

FM

47 Kw.

22.9

103.7 Mc.

Kw. viiua I

d aural, Channel 5

I V and

Basic Affiliate
of
the No. 1 Network

v:

DAVENPORT,
REE
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&

PETERS,

and his gratitude should reflect in a
healthy growing sales record.
And this, after all, is the bull's-eye
for the properly
vertising impact. aimed arrow of adWlLLSON

M. TUTTLE

V.p., Dir. of Radio, TV,
Ruthrauff & Ryan, Inc.,
Xeic York

GILLETTE
[Continued from

President
Manager

page 291

busiest
city's
of thethe
at one
games ons.
the
intersecti
Before
series
the

IO W A
INC.,

Conversely, if he likes the show
you've had proper time to prepare,
he'll make a date to meet you in his
living room on your bi-monthly visit.
Moreover, he will greet you eagerly

NBC,

Monday through Sunday . . . morning, afternoon, evening . . . WOC
Hooper Ratings average as much as
5.9 points higher than the national
averages for the same programs
Tints the story told by the last FallWintei Quad-Oity and Comprehensive
Hooper Reports. Thus WOC gives
NBC Network and spot advertisers
bonus audiences in this wealthy industrial area . . . proof of the listenei loyaltj
that makes
Cities'
FIRST
Btation, \\'<>C the QuadCol. B. J. Palmer,
Ernest
Sanders,

If he's sampled your T\ wares and
found them wanting, the silence of advertising impact will be deafening.

unit appeared at all. sports events in its
baseball decorations
National

Representatives

In addition to these and other stunts

SPONSOR
,

FOR GREATER

FOOD SALES
Peoriarea food

producers

know from 20 years' experience that WMBD is the key
to greater sales! Big J. D.
Roszell Co., for instance —
Central Illinois' largest dairy
— is among the prominent
Peoriarea advertisers whose
long sponsorship on WMBD
proves it pays. These Roszell
Sealtest dairy foods have
been promoted daily over
WMBD since 1932— 17 consecutive years that have built
WMBD's
popular
noon-time
newscast into
a tradition.
National advertisers seeking
the most for their money can
take a tip from the many
canny Central Illinois merchandisers who know their
market, know their media —
and pick WMBD year after
year!
WMBD

DOMINATES

Peoriarea

See Free & Peters

CBS AFFILIATE
AM 5000 watts
FM 20000 watts
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designed to whip up talk about the
sponsor, the series and the station,
WIP found other ways than its own
air promotion to keep hammering
home the idea of hearing the games.
Fifteen days prior to the opening game
the WIP billboard in Camden, N. J.,
I traffic on Delaware River bridge leads
directly into it ) was painted to plug
the series. WIP placed series pictures
and stories in internal house organs of
industries in the Philadelphia area
reaching about 100,000 people.
The station also arranged to feed
the games directly to loud speaker systems in area factories. They gave Muzak and Wired Music the games via
direct lines. They carried the complete reports, including commercials,
to about 150 public places where television was not shown.
Internal promotion was more than
just routine. In an effort to help wives
to at least tolerate male listening to
the games (if not to join them), WIP
made special pitches to women. On a
Saturday morning gossip program colorful biographical notes and anecdotes
of the players and game were woven
into the usual format. Women's program director Mary Biddle talked
about the game and interviewed wives
of big league players on her daily
morning program for several days before the series opened. Other personality programs plugged the series
throughout the day.
For the special promotion period
before and during the series, the promotion and program departments
worked as a team in making as much
program subject matters as possible
reflect baseball and the world series
in some

manner.

As teasers, high-

lights from each day's games were cut
and played back on all-night disk jockey programs.
In the pre-Series buildup, local
sportscasters all over the country
played an important role in whetting
desire to tune the actual games. These
buildup broadcasts included dramatic
flash-backs to spectacular plays and
decisive moments in past World Series ;
human interest stories about the players on prospective pennant winning
teams, interviews with oldtimers who
played with championship teams of
yesterday; analyses of contending
teams, etc.
Gillette had thirty thousand window
displays made up, twenty thousand of
which they had installed at their own

ut Shaped?

T/uutuwt a toon at
WffTM'S \5mV. ctxtiuA.
WHTN's.5 mv 7m contour
wraps up the rich Huntington
market better than that of
any

other station, regardless of power. Cost is lower,
too. Add to this an FM bonus
on WHTN-FM, most powerful
FM station in the Central Ohio
Valley, and you've got a lowcost, high power medium for
tapping the gold in these hills.
Take a look at the Huntington
Market . . . $300,000,000 in
retail sales . . . then make up
your mind to get your share by
using WHTN
THE

Ann kc

and WHTN-FM.

POPULAR

STATION

1

™

100.5 MC

S3 OOO

WATTS

HUNTINGTON, W. VA.
For availabilities, rates and
other information, wire, write
or phone

PACE-WILES, INC.,
Advertising

Huntington, West Virginia
National Representatives
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expense. Remaining ten thousand were
installed by large chain and syndicate
-tores. The World Series naturally

".NEED MORE
COVERAGE?

gets more promotional and merchandising help than any of the other
sports attraction.
Immediately after the World Series
merchandising deal has been decided
on, meetings are held for division and
district managers and salesmen. These
usually last three days and all plans
in connection with the series are carefully rehearsed.
Original rights to the series were
signed by Commissioner K. M. Landis in 1939 with Gillette president J.
I*. Spang, Jr.. and A. Craig Smith, vice
president in charge of advertising. The
1949 series was the eleventh sponsored
on radio and the third on television
(sponsorship on the first on television
was shared with Ford i .

-4^^Sv^ Does your "listener impressions per dollar" co$l
"smell"? You need KFYR with its choice 550 kil-

KFYR

ocycle frequency, and its 5000

located in an area noted for its excellent ground
conductivity. And also noted for its farm income I
Add 24 years of listener loyalty to these facts,

550 KC 5000 WATTS
NBC AFFILIATE
BISMARCK,

watts of power,

and you'll see why KFYR is your best buy. Ask a
John Blair man.

N. DAK.

It is sponsorship of events like the
World Series, according to Gillette
and its agency, that has kept the company up among the big profit-makers.
Gillette doesn't make cooperative allowances for advertising. Of the great
diversity of outlets that carry the line,
few individually account for enough
business in the territory to justify advertising allowances.
The company carries its own advertising burden. But it sponsors a type
of show that is easier, perhaps, than

SPARTANBURG-GREENVILLE
MARKET!
AIR
The

accent

WARES

OVER

pro-

easily described. It can't be too complicated. Ifit is something practical,
it's advantages should be clearly
stressed. Nevertheless, an item's being

gramming. We've scooped the
so often that most listeners automatically tune to

KQV

when

anything

breaks. Ask Weed
about

this plus

hig

& Company
on

Pitts-

burgh's Aggressive Station.

KQV
MBS - 5,000 Watts - 1410

B0XT0PS
{Continued from page 23 I

is on TIMELI-

NESS in all of KQV's
town

YOUR

any other to promote, and which makes
point-of-sale product promotion possible beyond any other type of broadcast. ***

Represented By:
"'^'^H
John Blair & Company
^ I*
Harry E. Cummines
r
V
Southeastern Representative
I
Roeer A. Shaffer
/l
Managing Director
U,
A**A
Guy Vaughan. Jr.. Sales Manager
~

CBS Station For The
Spartanburg-Greenville Market

5,000 Watts -- 950 On Your Dial

WSPA-AM

and WSPA-FM Are Sold As
A Single Service

useful doesn't necessarily mean it can't
be given a touch of glamor (always a
help I . Even so prosaic a utensil as a
table knife isn't hopeless. Glamor-expert Jones gave one a "gleaming plastic" handle I note the kinship to the
dome of the child's
plastic
gleaming
to earlier I : it was beautireferred
ring
enough to be used on the dining
table,ful etc.
Although far and away the most
spectacular, the women's daytime serials soap
(
operas I are by no means the
onlv kind of programs on which premium offers can be put over.
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a SI*01%SOn monthly tabulation

Contests and Offers
ANIMAL
FOUNDATION
INC

AVCO MFG
(CROSLEY

CO
DIV)

PRODUCT

PROGRAM

Hunt Hub
Dog Food

Confidential
Closeups

Home
Appliances

Who Said
That?

Saturday

Folder

of

feeding

facts

for

5 :45-6 pm

Saturday
9-9:30
pm

do» Grand prise: $10,000 and
complete Crosley electric
kitchen. Second prize: $5,000
and kitchen. Third prize:
$2,500 and kitchen. Fourth
pize: $1,500 and kitchen.
Fifth prize: $1,000 and
kitchen. Twenty prizes of
complete electric kitchens.
One hundred prizes of 1950
custom
model refrigerators.

NBC

Send

name

Write
Given

and

address

to pogram.

a letter, "Why
I Should
a New
1950 Shelvador,"
sponsor, Columbus,
0.

be
to

NBC-TV

NBC

Sal Hepatica,
Ipana
Tooth
Paste

Mr.Attorney
District

Wednesday
9:30-10 pm

BUCHANAN'S
APPLIANCE
STORE

Home
Appliances

Name It
And Win

MTWTFS
1:30-1 :45 pm

CHESEBROUGH
MFG
CO

Vaseline Greatest Friday
Cream Hair
Fights of 10:45-llpm
Tonic
i the Century

BRISTOL-MYERS
CO

CHRYSLER
CORP

Plymouth
De Soto

Hit The
Jackpot

Tuesday
10-10 :30 pm

Booklet

entitled
"The
acle of America."

Mir-

Send

name

$50 credit on merchandise
which must be used within
one week. First three winners
using credit get bonus of 50piece dinner-ware
set.

Listener
program

Schedule

of fights to be presented in future programs.

Send

to hit the jackpot
telephone.

Send

Chance

via

and

address

to program.

must
call the store while
is record
on airplayed.
and
name
the

name

and N. address
T.

KSVC
Richfield.
Utah

to sponsor,
NBC-TV

postcard
with na— e and
dress to p-ogram.
N. Y.

adCBS

ENZO

Gelatin

JEL CO

Popular
Mechanics
Fixit Book

GREYSTONE
PRESS

HUTTON-FUFTY
AUTOMOBILE
CLUB

NORTON'S
BAKERY

DodgePlymouth

Baked
„
„ , , Goods
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that this type of show often permits
the introduction of the premium as
part of the story, or at least to have the
advantage of association with the characters even if not made a part of the

Bait Map C.npyrichi
Noblr O .Wars. In(.

-' ript. During the course of an offer
most or all of the commercial time is
devoted to the premium itself.
New- shows, women's participation,
and other programs beamed at the
housewife are successfully used for
premium offers. Women commentators
who do their own commercials may do
a lot for a premium by a personal
recommendation — much depends upon
the item. In some cases the woman
m.c. hasn't the necessary conviction
and enthusiasm to put over what to her

ACUSE
AM-FM-TV^
21 r it'll i en l nil New York
Counties • 20S.000 It M It
Station Audienee Families

ACUSE
AM-FM-TV
NBC Affiliate in Central New York
HEADLEY REED,

Nafional Representatives

FOR BETTER RESULTS IN THE

Pacific

Northwest

the category of a military secret, although many old figures are released
to the trade from time to time. This
is the phase most publicized. It's not
actually the most important. Not how
many boxtops and coins, but the cost
of getting them is important. Getting
returns may mean acquiring new customers or simply '"strengthening the
faith" of old ones.
There are, in fact, numerous important objectives for which premiums are
common!) utilized. No one promotion

Spokane
Butte

can be accurately judged as to "success" or "failure" without knowledge
of what the advertiser set out to accomplish. Apremium should be tailormade for the individual advertiser. Selection of premiums and plans for the
campaign are specialized problems, and
organizations exist who devote themselves to nothing else. The leading
trade publication of this business is
Premium Practice.

Missoula
Boieman
Helena

Should premiums be pre-tested?
Many big users I General Mills and
General Foods among them I do pretest their items among children on

Great Falls

playgrounds, on housewives in door-todoor surveys, or in test markets \ ia
spot radio. Some independent research
people insist that the 50 to 100 people
to which such tests are frequently lim-

74ei
ffi

Statt<M&

Portland
Ellensburg

THE WALKER

COMPANY

551 Fifth Ave., New York. 7, N. Y.
360 North Michigan, Chicago
1, II

PACIFIC

is a mere premium (she's used to selling products I . One minute announcements are seldom sufficient to put over
a premium offer.
Premium advertisers consider their
returns on radio and other offers in

NORTHWEST

BROADCASTERS

6381 Hollywood Blvd., Hollywood 28, Cal.
79 Post Street, San Francisco 4, Cal.

er of the commercial to sell the premium. Another is that there is too great
a time lag between testing and getting
the offer underway. This latter thinking can best be understood when it is
recognized that an advertiser with a
"hot ' premium i~ mortally afraid that
somebody will beat him to the punch
with a similar item, thus taking the
edge
his own.reason is the difficultv
Stilloffanother
of obtaining enough of a contemplated
item without prohibitive expense. Pre\ iew photographs haven't proved too
satisfactory. G. M. Philpott, vice president in charge of advertising for Ralston Purina Co., St. Louis, is said to
feel that luck and appraisal — executive
intuition, some call it— is about the
most satisfactory approach.
It has been asked frequently whether there isn't a saturation point for juvenile rings, earrings, brooches, and
kitchen utensils for adults. Apparently
not. There are several reasons for this.
One of the most important is that even
the same radio program reaches a constantly changing audience. This is true

BUSINESAS
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BOXVILLE
[e. people-

y.need)i a
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m„ke.ine
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, ,lie
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for&l 948—the inclosed ease
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£
<J<(MtirS;
.Una. output ol
area *as <"<r. ." ''rape income
,
i almost »" '
Shall we V^ui;f«r^'?
"e* of Kentucky

ited aren't enough to yield the right
information.

On the other hand, certain agencj
and advertiser premium people don'l
think such tests can be verj helpful.
One reason given is thai the test conditions don't take into account the pow-
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of even the most loyal class of listeners
— the devotees of the soap opera. A
special study last year by A. C. Nielsen
Co. revealed that during September-October two P&G shows (Pepper Young's
Family and Right to Happiness) each
played to 37% new homes not reached
in the same period the previous year.

• • *

FACTS
(Continued from page 31)
cient buying of radio and television
time. An advertiser wants to know
just what area and how many homes
he can reach for the money he spends."
Supplementing this basic information (Point 2) "the advertiser needs
to have market data on the areas covered by his stations." But "this he can
obtain from many sources, including
his own sales staff, government statistics, the stations themselves, local civic
organizations, and independent research companies."
The advertisers went into considerable detail on their need for data on
"program audience for individual stations and networks" (Point 3). They
referred here to studies of the "Hooper or Nielsen type." Such data show
"the actual average 'delivered' audience and/or share of audience for
stations of networks . . . for various
programs and program types.
This "delivered" audience should be
shown for six, 15 and 30 minutes, day
and night, and for programs. Its cornshould be available by period of time
position, by sex, age and income,
and programs. (Italics are ANA's.)
Turnover factor should be reported by
programs, to indicate audience turnover and cumulative audiences."

SERVICE

know

"audience preference for programs and program types by sex, geographical location, city size group, age
and income, including audience reac-

Fortunately for stations, these
tions."
the resolution said, are "now
nished by Hooper, Nielsen and
ers." Among other reasons, such

lAbteb

data,
furothfacts

would provide advertisers with "an
approximation of the actual (and/or
potential) audience to his spot announcements based on the adjacent
Stations and networks, however, the
ratings."
ANA explained (Point 4) should provide such information on a station's
physical characteristics as: Daytime
and nighttime power in watts; frequency; directional pattern, by county for day and night. ("The field intensity of a station," the resolution
said, "can be verified by outside engineering checks.")
Also: "Clarity of the signal, by
county for day and night. (Mutual
Broadcasting System has compiled this
data.")
Theoffinal
factor under Point 4 is reltype
ative strength of stations inside and
outside a city.
The ANA said that "in most cases"
stations provide these facts. Such information can help advertisers to "determine the relative position of small,
medium and large stations."
Under "other product information"
sought (Point 5) the group mentioned: "Sponsor identification; family use, pantry count, product inventory, or other research data which
indicate program sales power or product use pattern."

**°

°
c*-*' c v**

butter.

This is a success story — about
A short while ago, Mont St.
Hilaire Dairy was distributing
about 4,500 pounds of butter
per week through its retailers.
This past summer — at a time
when some sponsors go oft the
air — the Dairy decided to tell
its story on CKAC. The result?
In less than three months —
using only a quarter hour a
week — sales had soared to 12,000 pounds. As Mr. Gaboury
of Mont St. Hilaire Dairy puts
it— "Les chiffres disent mieux
que les ecrits" — the figures
speak for themselves.
Yes, more and more sponsors
are discovering what a powerful influence CKAC exerts in
Quebec, a billion dollar market
where CKAC reaches more
than 70 out of 100 families.
It's no wonder that CKAC gets
results — at a very modest cost

^

on request
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would like to

per listener.

Producers of television and radio package shows. Representing
talent of distinction.

mFJ m

members

DIRECTORY

V. S. BECKER
PRODUCTIONS

562-5th Ave., New York

The ANA

Representatives:
Adam

J. Young

Jr. • New

York, Chicago

William Wright - Toronto
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Ask
your national representative
You're on the verge of a decision, and
a problem.

What trade papers to

pick for your station promotion?
It's no problem to kiss off, for
your choice can have a
telling effect on your national
spot income.

But where to get

the facts?

The answer is simple.

Ask your national representative.
He knows.

His salesmen get around.

They learn which trade papers are appreciated, read
and discussed by buyers of broadcast time.
His is an expert opinion.
Don't overlook your national representative.

SPONSOR
For Buyers of Broadcast Advertising

The resolution urged that this in-

ask

John Blair & to.
about the

IIw m & Martin
STATIONS
IN
RICHMOND

WMBG-am
W(!0D™
R™
i
T
W
First Stations of Virginia
Buick
and
Luxury Trailer
for station promotion or
market
research
tours
Luxury office on wheels. Has
complete living quarters, newly
painted outside — decorated by
Sloan inside. Includes matching
Buick to haul it. Can be had
tor the price you would

pay tor

a good TV set. Car and 23 foot
trailer.
You

more

successful

hucksters

could have a hunting and fishing
lodge to go wherever game is
best with no hotel reservations
needed,

or

vacations

tor the

family at the seashore or mountains. Two years of resort costs
would more than pay for the entire deal for many years.
Write Sponsor Box No.

37.

formation "in most cases he reported
as frequently as possihle and with as
short a delay between collection and
reporting to advertisers as is commensurate with reasonable and economic
costs." Program audience reporting
"should be handled with an absolute
practical minimum of delay. On the
other hand, station coverage information does not vary (except in the case
of television stations at present) from
month to month.

FIRST
LATEST
ReveCONLAN
als^

"Hence, an annual or biannual survey in this case may prove to be adequate. In cities where television is

WL0S27.4*

■• "C'24.0%

growing rapidly, more frequent re• • •
porting will be necessary."

station's" 26.6%
« "DM18.1%

TIMEBUYERS
{Continued from page 56)

Contact Your Nearest

to a minimum

their share in the time-

Taylor-Borroff

buyer's telephoning and letter-writing
in a search for such basic information
as talent costs, proof of listenership,
market areas.

Office for Complete

They give figures on every program
they are trying to
request" come-on
of a timebuyer's
starts off a train

sell. The
is one of
existence
of events

"prices on
the banes
because it
which are

often exasperating, time-consuming
and fruitless. Everybody gets excited,
with curiosity and high hopes of landing a new account mounting in direct
. . . and, often, unfounded . . . proportion. The hopes, and subsequent disappointment, wouldn't have gone up
in the first place if the information was
given, when the figures finally obtained
are obviously too stiff for the client the
timebuyer had in mind. Neither would
the telephone bills on both ends. Nor
would the timebuyer be given the
added burden of protecting the potential sponsor by not revealing his identity. Being cagey is a wearing job
which sometimes results in the end of

Details

Uotth
Western

BMIHMETIC

SIMPLE ARIT
IN
MUSIC

-k-k-k

LICENSING

BMI LICENSEES
Networks
23
AM
2,032
411
FM
TV
88
Short-Wave
4
Canada
150

TOTAL BMI

They do not take things for granted.
They may look forward to the renewal
of a perennial program, but they don't
treat it as a foregone conclusion.
Rather, like a new account, which rates
the same amount of promotional effort
accorded a newcomer to the market
area. These include a watchful eye,
regular off-the-air recordings for constructive criticism and suggested improvements where the review indicates

1 am-^'

MOST
POWERFUL
Carolina'sRADIO COMBINATION

happy,
tionships.straight-from-the-shoulder rela-

they are needed.
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WLOS-ABC

You are assured
of
. . 2,708*
LICENSEES
complete coverage
when you program
BMI-licensed music
*A$ of November 14, 1949
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agrees with American Newspaper Fubishers Association, which has pointed
out :
"If the plaintiff prevails in ils motion, then for the first time in our
history the press of this country will
be subject to an order requiring it
to ^i\c free access to its columns to
anyone
demands the
Leading who
broadcasters
havesame."
taken a
similar stand. In a recent staff memorandum. William Quarton
of W Ml .
Cedar Rapids. Iowa Ian NAB director
and member of CBS Affiliates' Advi-i r\ Hoard i. emphasized:
"If the courts rule that a newspaper must print any advertising
that comes within the law. then the

Freedom

of radio, too

In the Department of Justice's antitrust action against the Lorain Journal,
for refusing to carry advertising of
firms which advertise in the Lorain
Sunday News and on WEOL and
WEOL-FM in nearby Elyria, the Federal Court in Cleveland must weigh
restraint of trade against freedom of
the press, and radio.
Without considering the merits of
the Government's case on "restraint,"
l and in this instance its merit seems
considerable I the fact remains that
freedom of the press is guaranteed
under the first amendment to the
Constitution.
Broadcasting did not start to become
a major factor in informing the people of this country until 130 years after
this amendment was ratified. But along
with printed media, it has the rights
and responsibilities of freedom.
Without endorsing the action of the
Lorain

Journal's

publisher,

SPONSOR

press becomes a common carrier,
subject to regulation like an\ utilitv
And
if that should happen, bureauor railroad."
crats would determine what we may
read, and hear, and think.
The Sears story
Why aren't top officials at Sears,
Roebuck stronger for radio?
Why should an advertising medium
that has proved itself eminently successful in selling rural, small town, and
urban audiences be relegated to an inferior role by an organization that
specializes in these very customers,
and which spends $35,000,000 in other
media annually to attract them?
Are Sears executives at Chicago
headquarters aware of the rich part
Sears has played in radio's history?
The writer of this editorial has been
baffled by/ the company's recent antipathy to radio. He has reluctantly
come to the conclusion that new people

in the Sears hierarchy, schooled in the
black-and-white advertising tradition,
have not been sold on the exceptional
abilities of radio.
BAB is taking steps to rectify this —
and their case is impressive. Scores
within the broadcast industry can amplify itwith personal knowledge of the
Sears radio record.
For example, do the men who guide
Sears' advertising destinies know that
Sears originally owned WLS, Chicago,
and that the call letters themselves
stand for, "World's Largest Store?"
Do they know that WLS. a part-time
station, has for nearly 20 years annuallv received more than 1,000,000
letters from listeners?
Do they know that Gene Autry
climbed to fame via Sears' sponsorship? For years his 15-minute program was heard by midwest audiences
six mornings a week.
Do they know that some of the greatest town and farm program specialists
in the nation started their radio careers
with Sears?
Do they know the results that radio
has achieved for numerous Sears outlets, or how welcome a more enthusiastic headquarters interest would be to
manv district and local managers?
We recommend to Sears' officials
that they investigate what radio has
done for them and for others, and what
it can do. To sellers of broadcast advertising we urge that they sell their
merits, for if Sears executives are not
sold on radio it's because they have not
been adequately conditioned to appreciate radio. The initiative must always
rest with the seller.
Radio is a natural for Sears. It's up
to broadcast sellers to explain why.

Applause
Radio While You Ride
Somewhat restrained praise is due
the Washington Daily A ews, a ScrippsHoward newspaper, for refusing to join
the chorus of other newspapers in
damning transit radio in buses and
trolley-cars.
Recently the Public Utilities Commission in Washington has been holding hearings to learn what the public
thinks about the matter.
Capital Transit Company and
WWDC-FM had already found, in a
personal-interview stud) bj Fdward G.
70

Doodv & Company, that "eight out of
ten riders find their rides 'more enjoyable' with radio."
The Daily News didn't come right
out and say that transit radio was the
very thing Washingtonians needed.
But it did say, editorialh :
"Thousands of bus and street-car
passengers buy our paper to read
i while they ride). Radio broadcasts
and plugs interfere and compete with
readers of printed news and ads. . .
Therefore, insofar as it affects us.
we're against it.

"But the general public is larger
than the total A ews readership, and
w hat the general public wants should
"If the general public's taste has
sunk
prevail.so low that it really wants to
torture itself with stupid, canned
jive and vulgar commercials,
why
it's a free country. . . ."
sponsor wonders whether the qualitv of entertainment and information
obtained by riders over W WDC-FM is
lower than that provided by the News,
but we're glad to know that the public
still may choose.
SPONSOR

.

KMBC

Kansas City, Missouri

KFRM

Early Fall, 1949

Jn/mt tAe //eant otf flwie/Uca,

KMBC-KFRM SERVES 3,970,100
AREA RESIDENTS
OVER A MILLION RADIO FAMILIES IN
Satisfied Sponsors Are Renewing
"The KMBC-KFRM Team" Features

Best proof of any broadcaster's effectiveness in
the market served is renewal of contracts by sponsors who are pleased with the results of their
program.
The KMBC-KFRM Team,
serving Kansas City's vast
Primary Trade area, has had
numerous renewals by satisfied sponsors since KFRM
went on the air December 7,
1947. Among these enthusiastic users of "The Team"
are advertisers that sponsor
several types of programs.
Farm Director Phil Evans
presents the Grain, Produce
and Poultry markets each
week-day at 12:50 p.m., sponsored by Peppard Seed Company. Peppard has again renewed this important daily
trade area program, this
time for another year!
Western Mercantile Company recently renewed for a
second year their Livestock
Marketcasts with Bob Riley.
Of vital importance to growers, feeders and all involved
in livestock marketing, these
Marketcasts are presented
each week-day at 12:30 p. m.
direct from the Kansas City
Stockyards.
Brush Creek Follies, the
Heart of America's biggest
radio-stage hit, on the air for
an hour and a quarter every
Saturday night on KMBC
(Sunday afternoons on KFRM) is a sell-out to advertisers and to the thousands
who attend the show every
Saturday night ! Summer
sponsors of The Follies included Franklin Ice Cream
Company, Richmade Margarine and Rodeo Meat products. Newcomers to Brush
Creek Follies are Spear Brand
Feeds and Butter Nut Cof-

fee, who snapped up the two
remaining quarter hours of
this great hit show!
General Electric Radio
Dealers will again sponsor
Sam Molen's play-by-play description of eleven "Big 7"
Highlight Football games on
The KMBC-KFRM Team this
fall.
With The KMBC-KFRM
Team's complete, economical
and effective coverage of the
vast Kansas City Primary
Trade area, plus top listener
preference, and with satisfied sponsors renewing
"Team" features, it's no wonder we're proud of the fact
that The Team's audience in
Kansas City's Primary Trade
area is outstandingly first!

"TEAM"

PRIMARY

COVERAGE

AREA

In serving Kansas City's vast Primary Trade
territory, The KMBC-KFRM Team provides a
clear, strong signal to over Four Million potential

listeners! Latest population
figures reveal 3,970,100 *
people living within the primary (half-millivolt) coverage area of The Team. An
estimated Quarter - Million
people area
outsidecanthealso
half-millivot
hear
KMBC or KFRM clearly!
The KMBC-KFRM Team
transmitting stations were
specially designed to provide radio service throughout Kansas City's Primary
Trade area, including western Missouri, all of Kansas,
and portions of the adjoining states of Oklahoma,
Texas, Colorado, Nebraska
and Iowa.
These same population
figures show that there are
1,159,740 * radio families
within the Team's half-millivolt coverage area, living
in 202 counties in the states
named above.
* Sales Management,

Survey of

In providing radio service
direct from Kansas City,
The Team reaches the
$4,739,317,000 area market,
which for years has regarded Kansas City as its
trade capital. This much
needed radio broadcasting
service provided by "The
Team" includes livestock
and grain reports, plus
other informational farm
features, newscasts,
women's programs, also
weather broadcasts, as well
as outstanding educational
and entertainment features.
As an advertiser
interested
in this rich you're
agricultural Heart of America.
To get the most effective,
complete and economical
coverage, plus top listener
affection, choose The
KMBC-KFRM Team!

Buying Power,

1949.

Primary coverage (0.5 mv/m) of The KMBC-KFRM Team is shown in white on
this map. Note the land area covered, in relationship to the rest of the United
States, plus the complete coverage of the rich Heart of America agricultural area.
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from
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THE KRNT

OPERATION

There is no city of comparable size in the country, as far as we
know, that provides such diversified entertainment as the KRNT
THEATER makes possible." . . . "The new managers (Cowles Broad
casting Co. I obviously thought of it not as a local theater but as an
'all-Iowa theater'.*' . . . "Well

over half of its 4.000-plus capacity

is taken up consistently by patrons from outside Polk county." . . .
"It is the cultural and entertainment field that gives the KRNT
THEATER its real glamor and familiarity among Iowa people." . . .
"The nation's first-rank stars and showmen put Des Moines on the
road list' early and almost invariably." . . . "We

think the folks who

are running this 'show-place of Iowa' are doing a good and useful job "
The Stotion Promotes the Theater
The Theater Promotes the Station

ALL

IOWA

AND

LOOKS TO KRNT FOR

ENTERTAINMENTRadio.. Stage.. Concert

The station with

the

fabulous personalities and

the astronomical

Hoopers

*
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In 1948 Havens & Martin dedicated Television Station
WTVR

to the people of Virginia.

How well it's appreciated is expressed
by the fact that today about one in every nine
homes in the metropolitan Richmond

area is TV-equipped.

Yet as Christmas 1949 rolls around, WTVR,
now nearly two years old, is still the only
TV station operating in Virginia.
Nearly 25 years ago WMBG

took the air as a pioneer

radio station. Its record is studded with firsts.
In this postwar era WCOD,
was added

the FM outlet,

to the Havens & Martin group

to provide Virginia's only complete broadcast advertising service.
Linked with NBC through the years, these First Stations
of Virginia have captured the fond loyalty
of a people who fully appreciate pioneering and public service.

Vlf MBG am
WTVR tv
WCODfm

&&&/ Qfya/fhnJ /%y/^
Havens and Martin Stations, Richmond 20, Va.
John Blair & Company, National Representatives
Affiliates of National Broadcasting Company
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Nets fro hypo
daytime listening

All-Radio
Presentation

.
REPORT

5 December 1949
Daytime inroads of independent stations, squawks by affiliates, and
desire for self-preservation are motivating factors in concentration
that net executives will shortly make on improved daytime programing. Desire by important advertisers for better daytime vehicles
also significant ( see page 26).
-SRWhen radio's $125,000 film is premiered early in February the industry will give it a rousing welcome.
Initial showing will be at New

gets big sendoff

York's Waldorf-Astoria before governmental, advertising, and industry
notables.
Advance reports indicate that 40-minute picture, sparked
by Macy's Vic Ratner, will surpass expectations of most optimistic
rooters.
-SR-

Canadian private
broadcasters protest

Long-time fight by Canadian independents to free themselves from control and regulation by their competitor, the nationally-owned Canadian Broadcasting Corporation, is reaching a climax.
Briefs are being
submitted by stations to the influential Royal Commission on National
Development in the Arts, Letters, and Sciences.
Canadian governmental figures are studying proposals to make CBC non-commercial.
-SR-

Radio industry
looks for big 1950

off its stride most of 1949 by net program shifts and TV confusion, radio advertising looms strong next year.
Many advertisers
who wanted to wait and see during most of 1949 are ready to go ahead
in 1950 (see page 24).
-SR-

Three groups act
on BMB successor

Following action of NAB board recommending dissolution of present BMB
and establishment of corporation to replace it (SR, 21 November)
BMB's directors passed resolution urging need for continuing audience
measurement studies.
Resolution also empowers BMB officers to "continue present organization and provide for its dissolution by 1 July,

Thrown

1950," providing
first and second

steps are taken meanwhile for servicing bureau's
studies and for discharging its liabilities.
-SR-

TV time volume
may hit $30,000,000

SPONSOR.
Offices 40

Volume
3.
W. 52 St..

Television time sales in 1949 may total $30,000,000, or three times
$10,000,000 volume of 1948, Joseph B. Elliott of RCA Victor has predicted. . .Radio Manufacturers Assn. estimates 3,750,000 TV sets will
be made in 1950 as compared with 2,300,000 this year.
October TV set
production reached record 304,773, or about 80,000 more than 224,532
produced in September. . .Meanwhile, AM set output also expanded —
from 461,532 to 587,267.
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Jess Willard joins
WCAC, Augusta, Ca.

RE PORTS. .. SPONSOR

A. D. (Jess) Willard, formerly executive vice-president of NAB, has
become president and g.m. of WGAC, 5,000-watt ABC affiliate in
Augusta, Ga.
-SR-

NAB simplifies
committee setup

NAB has reduced number of standing committees to nine, but "broadened
their effective operation."
Committees, with total of 53 members,
now are: Assn. of Women Broadcasteers , BAB, employer-employee relations, engineering, FM, government relations, radio, TV, and unaffiliated stations.
-SR-

Emerson

introduces

low-price FM set

Charge of FM broadcasters that manufacturers have failed to meet
public demand for FM receivers is met by Emerson Radio with
FM-only set, retailing for $29.95.
Now in volume production, new set
will get heavy promotion. . .WDET-FM, Detroit, issues detailed news
release headlined: "Why don't all major Detroit newspapers print FM
schedules?"
-SR-

International
Harvester
Refrigerators use
novel pitch

International Harvester Refrigerators, through Dynamic Electronic
Stores, New York, introduced a new twist in radio sale of home appliances 3 December.
Plan involves use of WMCA, New York, with 14 halfhour programs weekly; listener phone inquiries to station; and fast
home followup by salesmen carrying silver service valued at 3118.50 as
premium with purchase of $189.50 refrigerator.
Sternfield, Goldley
Inc., New York, handles the account.
-SR-

Advertised brands
gain, says Nielsen

" Increased consumer preference for major brands" was cited by A. C.
Nielsen before Grocery Manufacturers of America.
For seven food commodities, he showed, two top brands increased their share-of-market
from 37.2 to 40.4% between 1940 and 1949. . .Although TV reduced
radio listenership 5% in metropolitan areas in first four months of
1949 vs. parallel period of 1948, Nielsen said, radio listenership
rose 4% in medium cities and 2% in small cities and rural areas.

-SRDu Mont TV
affiliates get two
daytime hours

To stimulate daytime TV, WABD, New York, key tone of Du Mont TV net,
is offering its 50 affiliates two hours of live programing from 2:30
to 4:30 p.m., EST, starting Monday, 5 December.
WABD reports success
of own daytime programing for past year.
Among affiliates signed
for service are WTVN, Columbus; WXEL, Cleveland; WJBK, Detroit; WSPD,
Toledo; WHIO, Dayton; WJAC, Johnstown, Pa., and Du Mont's own WABD;
WTTG, Washington, and WDTV, Pittsburgh.
Programs will provide spots
for selling to local sponsors.
-please

turn to page 36—
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The Nabisco
kid technique

"Quick Arrow" does a big job over Mutual.
But Nabisco
makes
it biggermerchandising and promotion

19 Decern!

40 West 52nd
CITY HOOPERATINCS
Would it be possible to obtain several reprints of your article "City
Hooperatings: their frailities and misuses?" This article appeared on page
26 of the August 29 issue of sponsor.
Several of our clients are unduly concerned with the Hooper rating system.
We feel that with your article we can
be of service not only to our clients
but to the radio stations throughout
this area.
L. George Geiger
Radio Director
Thurston Smith Jenkins
Flint, Michigan
• Some
available

reprints
of
on request.

FARM

FACTS

this

Hooperatinp:

are

still

HANDBOOK

Congratulations
on
your
"Farm
Facts Handbook."
May
we buy a
iozen copies:
Wallace E. Stone
Commercial Manager
KILO, Grand Forks,
North Dakota
• Copies
rates on

are available
request.

TIMEBUYERS

IT'S EASY,
IF YOU
KNOW HOW!

at

S1.0O

each;

quantity

COMMENT

Everybody in the agency field must
read SPONSOR Magazine . . . because
our sales people have had a great
amount of comment on your recent
articles relating to race programming
and the "Forgotten 15 Million!"
Even on a recent visit to Chicago
quite a few timebuyer friends and advertisers inthe middle-west mentioned
how much they were impressed by the
two articles in sponsor on the "For-

wit
ith 24
of KWKH
spectacular
Here's the
Shreveport

years of successful radio Know-How behind us, we
"fly through the air with the greatest of ease" — get
results in broadcasting to our Southern audience.
Hooper proof — our Share of Audience figures for
for Mar. -Apr. '49:

MORNINGS
AFTERNOONS
EVENINGS

0 The supply is running low, but we can still
handle a few requests for "Reading vs. Listening**
reprints.
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Fri.)

KWKH
39.6%
Next Station 23.3%

V*^

(Mon. thru Fri.) KWKH
31.7%
Next Station 29.7%

(Sun.

thru

Sat.)

KWKH
Next Station

42.5%
28.9%

KWKH
Texas

"READING VS. LISTENING"
We could make darn good use of
150 reprints of the sponsor article
"Reading vs. Listening" based on the
Lazarsfeld study.
Tony Moe
Sales Promotion Manager
W CCO, Minneapolis, Minn.

thru

With 50,000 watts, CBS, and outstanding local programming,
KWKH does just as impressive a job in the rural parts of
this prosperous four-state area as in Shreveport. Write today
for the complete facts.

gotten 15 Million."
John E. Pearson
John E. Pearson Company
New York City

leceir

(Mon.

50,000 Watts

SHREVEPORT f LOUISIANA
Arkansas
CBS
Mississippi
The Branham Company, Representatives
Henry Clay, General Manager

I ;

PACIFIC COAST
RADIO COVERAGE
IS DIFFERENT, TOO!

-T or that matter, even the Pacific Coast is different from
any other area in the United States. It's big, it's almost entirely covered with mountains up to 14,495 feet
high, and its markets are far apart.
To cover this vast, rich area is a different coverage problem. The great distances, the mountains, the
low ground conductivity make long-range broadcasting impractical... yet Don Lee is the only network
that does not rely on lonsf-range broadcasting.
Only Don Lee is especially designed for the Pacific Coast.
Only Don Lee offers coverage that gives each market a local network outlet of the proper size to completely cover that market for the least possible money expended.
Only with Don Lee can you tailor your network radio coverage to your distribution. Von can buy all
LEWIS ALLEN WEISS, Chairman of the Board ■ willet h. brown, President • ward
1 3 1 3 north

vine STREET, Hollywood

d. ingrim, Vice-President in Charge of Sales

28, California • Represented Nationally by JOHN BLAIR & COMPANY

Of 45 Major Pacific Coast Cities
ONLY

10

24

3

8

have stations
of all 4

have Don Lee
and 2 other

have Don Lee
and 1 other

have Don Lee

networks

network stations

network station

and NO other
network station

r
SPONSOR

or part of Don Lee's 45 stations to match your distribution requirements, with no waste.
There are about 14 million people on the Pacific Coast. Only Don Lee sells them where they livewhere they spend their 15/2 billions per year, and Don Lee sells them from their own local network stations
with all the local selling influence enjoyed by such a station.
If selling the Pacific Coast is your problem, remember coverage is different on the Pacific Coast. Use
the only radio network especially designed for the Pacific Coast: DON LEE.
Don Lee Stations on Parade: KXOB-STOCKTON,

CALIFORNIA

Within easy listening distance of KXOB's 1000 watts live 205,800 people who annually spend more than a quarter billion
dollars in retail stores. When you buy the Don Lee network you get localized coverage "from within" this and 44 other
important Pacific Coast markets. Only Don Lee offers this kind of selling impact— where the people live— where they spend
their money.

The Nation's Greatest Regional Network

NAB urges new treaty
on channel allocations
\ AB's board of directors has adopted a resolution urging
"necessity of a new treaty" on broadcast channel allocations, and pointing out that the Cuban government has
authorized radio operations which "'severely damage the
coverage" of United States stations. . . . The North American Regional Broadcasting Agreement is now being discussed at a conference in Montreal.
Radio and film industries
unite to fight censorship

Commerce Department sees
improvement in business
The Commerce Department not only report? that business
was surprisingly good during the recent "strike" period,
but probably it will be better. Among stimulants are a
backlog of orders for steel, aluminum and coal, which will
take months to fill, and Government spending this year at
a $27 billion level, the highest of the last three years.
After a two-month decline. Business Week's index has
turned sharply upward.
Third-quarter profits
declined nearly 16%
But Wall Street Journal has found in analysis of 570 companies that net profits for the quarter ended 30 September
were 15.8r( below the level of the third quarter of 1948.
Among 24 industry classifications, gains from a year ago
were made only in six: aircraft manufacturing and supplies, airlines, automobiles and equipment, chemicals,
drugs, foods, and utilities. Coal and textile industries
showed the sharpest declines. Continued strength of such
big advertisers as automobiles, foods and drugs, however,
has helped to maintain overall advertising volume.
Candy manufacturers
could advertise more
The Commerce Department estimates that per capita candy
consumption this year will be 16.7 pounds as compared
with 18.2 pounds in 1948. The candy industry has never
been able to dispel the idea that candy is fattening, and
the fact that the Council on Candy recently discontinued
its advertising campaign hasn't helped. Among the relatively few candy makers on the air today are M&M, Mars,
Peter Paul and Williamson.
"Big Three" do smaller
part of food volume
The three largest food chains — A&P, Safeway and Kroger
— today have a I'-t smaller share of total food business
than they had in 1939, while regional and smaller chains
have increased their proportion 17'*. Lansing P. Shield
of the Grand Union chain told Grocery Manufacturers of
\merica recently. He expected these trends to be "accelerated." .. . Meanwhile, U. S. News-World Report quotes
Attorney
General
McGrath
as saying that millions of
tousewives would benefit by lower prices, if the Government wins its anti-trust action against A&P.
8

Eric Johnston, president of the Motion Picture Assn., and
Justin Miller, president of NAB. have appointed a joint
committee to cooperate against all forms of censorship and
in other fields of common interests. Broadcaster members
are Gilmore N. Nunn of the Nunn Stations. Kentucky;
Calvin J. Smith, KFAC, Los Angeles; Clair R. McCollough,
WGAL, Lancaster, Pa.; Hugh B. Terrv. KLZ, Denver, and
Michael R. Hanna, WHCU, Ithaca, N. Y.
Truman would halt
another coal strike
As this is written another coal strike in early December —
as John L. Lewis has threatened — appears unlikely. President Truman would enjoin such a strike under the TaftHartley Law. This injunction would be effective for 80
days, or until late February. By that time, it is expected,
depleted coal stocks would have been restored.
FCC asks field tests
for color TV and UHF
FCC has asked CBS, RCA

and Color Television, Inc., to

distribute "a reasonable number of receivers both to technical and non-technical persons" for competitive field
testing of their color TV systems. The tests will start soon,
and are expected to be confined to New York. W ashington, San Francisco and perhaps Philadelphia, where the
three have set up color telecasting equipment. . . . FCC
also has asked all TV producers interested in UHF to start
experimenting in the 470 to 890 megacycle range. Fort\ two new channels may thus be authorized.
Detroit will hold
international fair
Governmental blessing is expected to be sought for the
Detroit International Trade Fair, which has been scheduled for 30 June-15 July. 1951, on the 250th anniversary
of the founding of Detroit. To allow more time for foreign exhibitors, the fair has been postponed from next
summer. It will follow the Canadian International Trade
Fair, which will close in early June. 1951.
DuPont

claims aid

to "little man"
The best opportunity for little business "lies in the horizons opened for them by big business," Crawford H.
Greenewalt. president of the duPont company, told a
House Judician subcommittee investigating the effects of
"bigness" on business. In developing such products as
nylon and cellophane, he said. duPont has helped little
business to prosper. In 1950 duPont will spend $35,000.000 for research.
SPONSOR

TV stole what PM audience from what AM?
In Boston's first year of TV, the evening share of audience for "FM, TV and all others" zoomed from
3.3% in 1948 to 18.3% in 1949. Mostly this is TV, of course, and obviously had to come from AM
station evening audiences —
But what stations ?
Again the answer is supplied by Hooper's May-September 1949 figures with the comparable report
of 1948. All network-affiliated stations individually lost from 2% to 5.8%. And the total, interestingly
enough, approximates

the gain for "FM, TV and others."

On the other hand, one Boston station held its evening audience —

and even gained listeners against

TV competition. This independent station — the Herald-Traveler station WHDH —
power of news-sports-music programming to complement video fare in the home.

demonstrated

the

Now with TV in the picture, Boston's fastest growing station continues to be your surest, best buy in
Boston radio.

Here's what TV did to
Boston Evening Radio Listening...

Share of Audience May through September
Evening Sunday through Saturday 6:00 p.m. — 10:30 p.m.

Network-affiliated stations lost as high as 30%

Network Stations

of their evening audiences, according to these
Hooper figures, in Boston's first full year of TV.
And independent WHDH is the only station that
gained! In Boston, look to WHDH

Homes Using Sets

A

1948

26.2

21.8

1949

25.0

16.0

12.0
9.4

20.7
18.7

14.0
9.8

—5.8

-2.6

-2.0

-4.2

to protect your
Audience change

radio position.

BCD

WHDH
23.8
24.2

+ 0.4

Owned and operated by the Herald- Traveler

BOSTON

• 50,000

WATTS

Represented Nationally by John Blair & Co.
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Manager of advertising and sales promotion
Westinghouse Electric Corp., Pittsburgh, Pa.

For the first six months of 1940 Westinghouse Electric Corporation's gross sales have dropped more than (10,000,000. To shave
the deficit the corporation is relying heavily on the effective planning
of new promotions. This is the job of modest, gentle-looking Harry
Deines, recently appointed boss of the firms annual $20. 000,000
advertising budget. For the past five years Deines competently
handled the Westinghouse account for Fuller & Smith & Ross, the last
three as vice-president of the agency. His superlative administrative
ability and advertising skill pleased the Westinghouse hierarchy.
Much of the corporation's profits is garnered from the manufacture of huge pieces of complex electrical equipment. W esterner Deines
is not awed by these complicated blueprints and technical terminology. In 1930 he received his engineering degree from the University of Colorado. Then he left his father's spacious, opulent
ranch for a ground-floor position with the General Electric Company's electronics department. Fourteen years later he was Divisional Manager of Electronics. Deines had helped make FM radio
production a GE first, and promoted the sale of experimental television equipment during the war. Organizations interested in buying the equipment, which was to be delivered after the war. paid for
it with war bonds.
Of the estimated $2,000,000 spent annually for radio and television advertising, the lions share of the budget goes for the firm's
sponsorship ol its hour-long video drama Studio One. Finding I \
an important asset in hypoing its sales of electrical appliances, the
organization will continue to sponsor the program in 1950. Westinghouse— which owns four AM stations: KEX. Portland: YA OWO.
Fort Wayne: K\W. Philadelphia; and WBZ. Boston — was one of
the first big outfits to recognize the value of radio as an advertising
medium. From 1929-1931 the corporation sponsored a half-hour
evening, variety-musical show over the NBC network. Westinghouse
has continually used radio since then.
During the last five years, philosopher-poet Ted Malone has been

STEINMAN
10

STATIONS

the firm's top-sales producer on radio. Malone has been effectively
reaching the company's best market — women.
SPONSOR

New developments on SPONSOR

p.s

See:

"The

Issue

forgotten

stories

15,000,000"

Part 1:10 October 1949, p. 24
Part 2:24 October 1949, p. 30

Subject'!

Reaching

the

pel the misconception that Negro people are merely interested injazz records and senseless palaver, and set the
criterion for future programing.

Negro market

In selling to the Negro market radio station WWRL
Woodside, New York has found that its programs must
include more than the jive gibberish of a double-talking
disk jockey spinning the weirdest records waxed by
Negro artists. It requires no special type of programing.
When the station used the .amous Symphony Sid, ma«ter
of the glib-word, to conduit its hour-long Afternoon
Swing Session the average weekly mail pull was 700-1,000
letters.
When the program was rebuilt to give it greater allaround appeal, Sid was replaced by affable, articulate
Phil Gordon. In a short lime the average wee.dy mail
pull soared to 3,000-4,000 letters, the new program was
reaching a larger segment of the more than 1,000,000
Negroes in Knickerbocker Town and national advertisers
became interested. Two bought time: Quaker Oats Company and hiver Brand Rice Mills. Inc., I Carolina Rice).
The show was expanded one hour and is now heard from
3:30-5:30 p.m.
In New York City, AM s^alion WLIB is making a I. id
to lap the fertile Negro market with a three-hour-long
morning program: house Thai Jack Bull, 7-10 a.m.,
Monday-Sunday. The show, handled by veieran radio
performer Hal Jackson, is one oi the most diversified
ever produced for this market. During the program
Jackson will comment on sports, read newscasts, tell human interest stories, interview celebrities, play records;
all slanted to reflect Negro life. If successful, it will dis-

§?y

p.s.

jee .

"Spon-.ors demand

fsSUei

May 1948, p. 134

Subject:

Tteatre

TV

ingenuity"

television

Radio Corporation of America has recently completed
a system of theatre television which will be an important
new advertising medium for sponsors. For advertisers
whose best sales results can be secured by directing their
campaigns at certain segments of the public, theatre TV
offers an almost guaranteed selection of various types of
audiences. During week-day afternoons the nation's
theatres are populated by relaxing housewives. On weekend afternoons, movie houses are swamped by squealing
kids. During all of the evenings of the week, advertisers
can reach audiences largely composed of working men
and women.
The new RCA system is divided into two basic and distinct sections: Instantaneous Projection System where
the picture is projected directly on the screen; and the
Kinescope-Photography System which is a method of recording TV shows. RCA is currently taking orders for
this equipment and will cost an estimated $25,000.
To service th~ theatres that purchase any of the two
sections, the National Broadcasting Company will arrange
to transmit three types of program material: specially
built shows requested bv theatre owners; special events
which are carried by NBC but not usually sponsored,
such as the Presidential inauguration; and sponsored
programs which can be cleared lor theatre video.

«^atin slippers and plunging necklines— ten gallon hats and
cowboy boots. College grad at the debutante Ball— ranch hand
and the village belle. Whatever our choice, whatever ou:' fate, we're more
alike than we think. That's why right now, today, America's musicwestern hill country music— is as popular in big New York as on the prairie
where it was born.

Prairie
*Stars

That's why Prairie Stars, presented nitely on WOV by Rosalie Allen,
holds one of the most loyal buying audiences in all radio. For fast action
selling— for product loyalty— for a highly responsive audience
(64% of whom are women) get the facts on who is listening. Ask to see
WOV's newly completed Prairie Stars Audience Audit. It's proof
that on WOV RESULTS IS THE BUY WORD.
Prairie Stars a WOV feature production is one of
5 AUDITED AUDIENCES.

NEW YORK

t

t
Originators of

Audiences
Audited *
Ralph N. Weil, Gen. Mgr.
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New and #•

THE REPORTS

LISTED BELOW

APPEAR

IN ALTERNATE

ISSUES

New National Spot Business
PRODUCT

SPONSOR
Atlam Hats

Hats

Best Foods
General
Electric

Nucoa margarine
Lamp Division

Co

AGENCY
William
H. Weintraub
Benton
& Bowles
BBD&O
H. W.
Jordan

Paints

Gillespie Varnish
Co
Louis Milani Goods
Inc

Seasoning

product

R.

C. W.
Enterprises, Rubber
toy
L.A.
Shampoo
Shontex
Co

STATIONS -MKTS

animals

40 mkts

States

Tobacco

u.iil32campaign
mkts
Eastern campaign

Fairfax
Co

Cowan
& Whit more.
L.A.
Associated
Kudner

Tobaccos

list set

start, duration

5
21;
28;

Spots,

60National
stns; campaign
30
mkts*

week minute
campaign
10-15
programs;

21
di

partlc;

;■:■/• :-■.-.:.■.-.'.*.;.:-

10-12
uk26 wks

8 stns; (4 radio, 4*
Los Angeles
test TV)campaign

current

8-week

cam-

current

5-

paign

mkts
Southwest

Spots
TV
spots;
of year.

TV natl
campaign
8

^Station

Spots;
Dec
Spots; Nov
Spots;
N«\
TV spots

California only

West
United

CAMPAIGN,

cities

abt

Nov.

23;

until

end

at moment.

Station Representation Changes
AFFILIATION

STATION
KING.

Seattle.

Wash.

Independent
Independent
ABC,
DuMont,
CBS
CBS

KLMS, Lincoln, Neb.
KOTV, Tulsa, Okla.
KTSA,
San Antonio,
Texas
WBKB, Chicago, 111.
WBSM,
New Bedford, Mass.
WTAL,
Tallahassee,
Fla.
WTVB,
Coldwater,
Mich.
YSU-YSUA,

San

Salvador.

NEW

NATIONAL

John
Blair
Independent
Metropolitan
Adam
Young
CBS,

Mil

Independent
CBS-MBS

Free &
Weed

Peters

Joseph

Hershey

John
Blair
Joseph
Hershey
Melehor
Guzman

Independent
Independent

El Salvador

REPRESENTATIVE
Sales

MeCillvra
MeGillvra
Co Ine

Advertising Agency Personnel Changes
NAME
James
Alspaugh
Z. C. Barnes
Herbert
Beaven
Madolin
Bingham
James
H. Bolt
Felix Brent ano
William
Brewer
Luther
Bridgman
Inn is Bromfield
George
Burke
John T. Burke
Mark
Bennett
Byron
Robert
M. Campbell
Clinton
R. Clark
James
C. Cum ming
William II. Davidson

FORMER

AFFILIATION

KJBS, S.F., sis
Mutual
Broadcasting
Ssystem,
N.Y..
vp in charge
of sis
Brisacher,
Wheeler,
L.A., office mgr
Munsingwear
Inc. Mnpls.,
adv. sis prom
mgr
Waldie & Briggs. Chi., acct exee

N. Y. Sun
&

Wiswell,

Boston,

acct mgr
exec
adv

Yardley
of London
Inc, N.Y ..
J. A. Zurn Mfg Co, Eric. Pa
sis prom
Brooke.
Smith.
French
& Dorrance,
Detroit
John A. Cairns
& Co, N.V.. vp
ABC,

N.V.,

In next issue: New
National
Broadcast

stn

rel

AFFILIATION

John
Blair. S.F., acct exec
Calkins & Holden,
N.Y., partner
Mogge-Privett,
L.A.. exec
Abbott
S.F., acct
Same, vpKimball,
Lester
Potts,
Same,
Foote,

NBC, Chi., natl spot slsman
William
Esty Co Inc. N.Y.
Morris
Plan, adv mgr
Chambers

NEW

(effective

Rubins.
Newton
& Chapman.
H'wood.
Same, vp in charge of new business
william
Esty, VY., vp
Lee Donnelley,
Cleve., acct
BBD&O.
Detroit,
in charge
VY..

accl

1)

exec

"L." Wolff. N.Y.. radio. TV dir
Calkins
& Holder.
Kansas
City, Mo.,
bead of film div of tv dept
Cone & Belding, S.F., copy chief

Same,
dir
Free t!C Peter-.

Jan

exec
of coop

radio,

acct

exec

media

on

TV

DeSoto

dir

acct

exec

and Renewed on Networks, Sponsor Personnel Changes,
Sales Executive Changes, New Agencg Appointments

—

Advertising Agency Personnel Changes (Continued)
FORMER

NAME
I
I DePaull
i harlea % . Dressei
Norman

I..

Drynan

Mini
Dueovnj
Lawrc
H. Ilunham
Iri-,lraiii Dunne
I da. .ir I . Eaton
Rodne]
I rlekaon
Vrlliur

\» . Firlilen

John
D. Fitagerald
trthur I . Forreal
t arlos
V. Franco
il.im
Gallon
( llfford I. ill
Richard
I Goebel
S. \. Balpern
lerrj Hlnes
Harvej
J. Howelli
Mil i. mi Hurley
Hare < Ivej
John
V Jackaon
I rederlck
II. lonea Jc
Arthur
V. Judson
I . . kr.iFilwin A. Kir*rhner
lh.rr> J Kleefisch
Ed LaGrave Jr
I homaa
I-athnn
Rosemary Leaan
Louis
Mm in
John H Mayer
John
Milton
\. W . Moor,Frank G. Moreland
V \. Nordquisl
Ubert
Plena

NEW

AFFILIATION

Weet-Marqulai
S.F.. mcr
I r.-i a Petera, N.l .. ■!■
■lg super*
' anadian
I aimers,
Hamilton
Robert
Maxwell, N.Y., prod
Benton A Bowles,
VI .. accl exei
Young
& l( ul.i, .,,,,. V>.
I r.u , Mfg I ,,. Plttsb., -I- pr
vr
^.nmi:
^ aRublcam,
N.Y.,
pro,!
ilir. "We
lit,ld
w
E
g
ellatin
oit,
•
and
oper
< o, Detr
« smpb
i-t rill lug dept*.

tlberl l rank*Guenther
Law, S.F., aeel
Redfield-Johnstone
Inc, V. .. vp
I. II Hay hurst, Toronto,
aeel exec
Ken yon A Eckhardt,
N.Y., radio prod
< empbell-Mlthun.
Mnpls.,
arn
exec
I ederal, N -^ .. accl exec
<- Norman
Burk.
Plttsb.,
vp

* BS-1 \.

\\\r\ «X Richards,
IV.Y .. exec -taff
i urt Frelberger and < »., Denver, «-op>

W.l . ehargc

ol

sis

U 0 VI. ^.in
\ntonn.
Texas,
|iruin in*:r
\ oung
X Rubicam,
SJ\ .. radio media mcr
WSIC. Statesvllle.
N.C., man dir

West- Marquis
Inc. I. .A., sr acet
( Itizen, Beverly
Hills, Calif.
Allied,
I \
p<»n mpr
Biow,

J. Kenneth
While
It. <:. Wilson

N.Y'.,

r.

operations
radio

%.■...

and

radio.
t%

t\

dept
chief

exer

^ll>0 Productions
Inc. but
Bom an, St. I,., arrt exec

mgr

Leasing,
Lenhart,

dir, arrt
of radio.

Dei Moines,
radio
^ ork, Pa., charge

Bennett.

CXOC
exec

Same,

of

ro]

\\ alther

Portl.,

«K

Menadier

Inc,

exec
I \ cop\

Boston,

charge

In charge

Same, S. I•'.. accl exec for W estern Beet Sugar
Adrian
Bauer,
Philad. Iphia, ropy dir
Dozier-Graham-Eastman, L.A.. aeci exec
John
Blair. I. .A., acet exer
James
\. Stew art. Carnegie,
Pa., aect exec
Same,
mgr -U prom
and adv
Bill Bon silt. Denver, media dir, traffic mgr
Harrishurg, Pa., copj
Michener & <>** onnor Inc.
John Blair, V> .. acrt exei
nd radio dir
Benton
A Bowles,
N.Y .. script
Joseph
Katz, N.Y., time, huyer
Ted Bates. NaY., media
buyer
Same,
bus mgr of radio and tv dept.
Same.
\ p *K Del chanty.
Thomas
NaY.,
acet
exec

dept

exec

Tharp
& (rill (new),
L.A., ci>-hcad
Walter
Mrlrrrry
Inc.
L.A.
(successoi
Creery ). head of radio and tv dept

N.Y.

(•rant.

head

Ku.il..

igencj
tssoclates, L.A.
w . s. Grant, S.F., nnzr
v> estinghouse Electric Corp, Pittsb., ad* assl
Standard
Brands
Inr.
N.Y.,
Fleischmann
di%
slfl prom
mpr
Ziff-Davis Publication Co, Chi., a«l\ prod mcr

media

lupen

Same,

Doyle,
Dan.-. Bernbach,
V^ .. time huyer
< lark »X Rickerd
Inc, Detroit,
accl exer
Si
i, dir
Blddle,
HI"
Ington,
III., arrt exer
1 1 Ian> i \ane r <X*K <( ...a rlI.y .A.,
Ie Inr,
. , arrt exec
I.\ ii,i eh
media!S" . Y dir

> oung X Rubicam,
VY.
Nail Vssn of Bedding Mfrs, >t. L.
K. II. ( ;ir\, I nr. Des Moines, arrt exec
Goodman,
V> .
Benton A Bowles Inc, N.Y.
Beaumont
«K Ilohiuan
Inr. Seattle,
BCCl
Foote, i one tfC Beldiuc.
N.Y., food arrt

\\( BS, W.
sis
NBC,
VV.
radio dir
Luwri'iirc
(',. (riiniliiiiiHr, N.^..
Benton X Bowles,
N.I .
Benton «X Bowles,
N -^ ., exec

Same,

exec

Harrj
Gatton,
tame, preB
Than* * (.ill (new),
I. A., eo-head
Hlddleston,
Evani
A Merrill.
Seattle,
vp
William
II. Welntraub
X Co, Inr. N.Y., dir
II. J. McGrath, Seattle, accl exec
I ed Itai.s. V* ., accl exec

KiiiliraufT e£" Ryan, S.F., exe<
pi
L. H. Bart man < ... N.Y., exec vp
KOI.. Seattle, accl oxec
Standard Brands Inc, W.
ad* mgr
Newell-Emmetl
Co, V\., time buyer
Bert S. <,ittiiis, Milwaukee
John
\. Calrni & Co., S.\ .. vp
M. Glen Miller, Chi., accl exec
Seldel, N.Y.. vp

Lois Rea
II. N. K. ...I Jr
William
11. ..I Jr
Paul Roberta
Alice Rom
Donald
Seaiiillin
William
E. Schneider
Irene S. Sims
T. L. Stromberger
George Tharp
Hill W.I.I,

AFFILIATION

Lennen
\". Y., vpacet
It
ol lira ii ff*X «XMitchell,
Ryon,
N.Y.,

partner

dir

Smith.

Bull

A

M.

exec

New and Renewed Television (Network and Spot)
AGENCY

SPONSOR
imerican Cigarette &
( „ (Pall Mall)
Vrnold
Maker*
Ine
I Arnold
Bread)
Benrus

V\ atcfa < <,

ItriiMii

,V

Oipar

P.

Williamson

Clark

i ..,1 Edison
I ,,rli-*

< i.r.-lx

In-

*K

I ,.

General
I ime * !orp
( Setfa
I lioin . i- I locks I
i ( dyear
Tire
A Rubber
„
Hamilton
V atcfa
Ideal N„wli»
S

Co
l„>

Co

I incoln-Mercur)
Dealers
Minneapolis
Brewing
Co
I I. rain Hell Beer)
1 1,< n.w- Syndicate Co Ine
Penlck-Ford

Ltd

( Hy-T-1 I,,. (
Pioneer
Scientific
I!
n \n
Metal
Ine ( Lighters I
I nil,, I Ml
I

I States

Inc
' ,»r|,
»„rk-

I obaci o

N.

Biow

WNBT.
WAB1),

Presbrej

Young

N.
N.

WBKB-TV
W M!T,
N.

X

Rubicam

KM

Mlanli,
Kenyon
BBD&O

Wll/.|\
\\ 1 llv. | \

Placed

Eckhardl

direct

BBD&O

KM

( ayton

WNBT,
N
K 1 1 \-l\.

\\

K mill, r

V |. ,

Y.
V

^.

Y.
Chi.

\-l \.

PROGRAM,

■* .

Film

anil, nil- : Ocl

Film

s|

time start, duration

31 j 13

«k-

<r)

: Nov

13;

.">2 »k-

(n)

Film spots;
lilm spots;

N,,»
N„>

10;
2!t:

r.2 »k>
13 «k-

(r)
In)

Film

N,,,

13;

2ti «k-

In)

spots;

Famous Jur> Trials;
I'h 9:30-1(1 pm;
Film .urn. mi- ; (let 21; 13 wks (n)
The Weatherman;

Chi.

Mon-Fri 6:55-7

Ilo. ton
. It.,ll„.

Film

annemts;

Film

spots;

Chi.

N„,
Not

21;

13 wks

'>■ It wks

Mnpls,

I iln i spots; Nov 27: I
Film annemts;
Oet 7:
I..:,. i ,,1 ih,
rown;
*u
1 1> Minneapolis
Lakers

Y.

Voice

,,l the

Ii. inn]
Sand]

Webb;
Dreams!

1

\

Film spots;
Film -poi-:

Dec
No,

I; .".2 v.k- (r)
8; I » v>k- ( ■■ I

\

I •

-;

No>

II:

211

«k-

In)

-;

No,

II:

II

,,k-

(n )

-

N„,
N,,>

1;

2),

v.k-

(n)

I :i «ks

(n)

2<> : IS

~k.

<n)

(r)

«k- In)
12 v*ks In)
«-<< pm;
Nov
I «» : 13 «k- (rl
basketball
games;
Nov, 16; Inl

\

Film

Ic;

2:

(n)

\.1

K II \ 1 \. I
W Mill.
N V
\\ Mill.
\ V

Pi

N„x

pm;

Film spots; N„\
I : 13 »k- In)
Wrestling;
Sal 10 pm to conclusion;
\\ . .ilh.r spots;
N,n.
T: I.I v. k . (n)

V- 1 \ . 1
\.
net
Boston

WT< N-l \
\\l'l\
N

<,!-»■>

. \A ash.

WBKB-TV

BBD&O
.K

^ .

WBKI»-T\
\\ Mil).
N.
WBZ-TV,

W >l Mil \

BBD&O

N
•o

KTLA.TV,
I
\.
\\ llkl!-l\ . Chi.
TABU,

» M!\X -l\
W AIIU, N.

>lo»BBD&O

of

OR STATIONS

J. D. Tarcher
Ted
Bates

Hlll).\<)
Cecil «

< o

DeSoto
Dealer!
I ir~l
National
Hank
Boston

i< Baylc
Bowles

( ampbell-Ewald
BBD&O

C'o

l.auiont

Stauffer

Colwell
Benton &

ha,
(Koola)
Bulova
w atcfa < o
( hevrolel
Dealers
l>.

Sullivan.

NET

>u

7:30-8:30

pm;

Nov

II:

II

-mi 6-6:30 pm;
Nov
II; 1 A .k. (n)
Sal 6:30-7 pm;
Dec 2: I :t v.k- In)

„k-

^

(n)

D,r. Forest

L. Whan and his Wichita
versity staff interviewed over 9,000 Iowa
ilies (I out of every 85 in the State!)
cure the data now available in the 1949

Unifamto seIowa

Radio Audience Survey.*
These families represent a mathematical
cross-section of Iowa's city, town and farm
audience. Thus the Survey is not only able
to make revealing comparisons between urban and rural listening habits, but also gives
typical characteristics of the Iowa audience
as a whole.
In addition to all the standard information
for which the Survey is famed, the 1949 Edition contains much new and valuable data
about changes that have taken place in Iowa
listening habits, since 1941.
Every advertising and marketing man who
is interes'ed in Iowa radio should have a copy
of this remarkable Survey. Get yours today! Write WHO, or ask Free & Peters.
5 DECEMBER
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*The 1949 Iowa Radio Audience Survey is a "must"
for every advertising, sales or marketing man who is
interested in Iowa.
The 1949 Edition is the twelfth annual study of
radio listening habits in Iowa. It was made by Dr.
F. L. Whan of Wichita University — is based on personal interviews with over 9,000 Iowa families, scientifically selected from cities, towns, villages and
farms all over the State.
As a service to the sales, advertising and research
professions, WHO will gladly send a copy of the
1949 Survey to anyone interested in the subjects
covered.

WIHI©

+/©r Iowa PLUS +
Des Moines • . . 50,000

Watts

Col. B. J. Palmer, President
P. A. Loyel. Resident Manager
FREE & PETERS, INC.
National Representatives
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WASHINGTON

30% more

BOSTON

m

NEW

CHICAGO

110% more

YORK

135% more

45% more

a

Mmf mmM. f

foWM

To say that television is growing would

advertisement in this magazine.
Now

be bromidic. To say that in eight major markets television's audience has

you can demonstrate

your

product in your prospects' homes with
a medium thai is human . . . alive . . .

passed that of the nation's largest circulated magazine would be specific.
Such is the case.

.convincing. And

best of all you can

reach more people in the nation's
major markets than your national

Not only has television's circulation
and audience in these eight markets

magazine advertisements can reach.

surpassed the top national magazine,

Like most advertisers, when you buy

an advertiser actually reaches more

television in the eight markets listed

people with the average evening tele-

below, you'll probably select the leading station— a station represented na-

vision program* than through the
average black and white full page

tionally byNBC

SPOT

SALES,

*TIie average evening television program on a station represented by NBC Spot Sales
Nation's Largest Magazine
Metropolitan

Area

Circulation

Noters per av.
black & white
1 page

New York
Chicago

504,713
164,986

Los Angeles
Philadelphia

219,551

Boston
Cleveland

166,641

133,202

Washington

60,279
72,485

Schenectady

28,019

Area's Leading T Revision Station
No. of TV

Viewers

per av.

sets

evening

pro3ram

ad

714,866

304,039
99,388
132,257

875,000
254,000
251,000

207,515
205,064

80,240
100,385

285,000
177,026

232,842
144,628

36,312
43,664
16,880

102,000

83,333

69,600

56,864
31,046

Sources: Magazine circulation— Latest published
market breakdown of circulation of the magazine. Noters— Source available on request. No. of

38,000

TV sets— NBC Research Dept. official estimates
(Nov. l, 1919). Viewers per average evening
program— C. E. Hooper (Sept. 1919)-

NBC
Representing Television Stations: WNBT,
Philadelphia

Nation's Largest Magazine

• WBZ-TV,

Boston

• WNBK,

Leading Television Station

New

York • WNBQ,

Cleveland

• WNBVV,

Chicago

• KNBH,

Washington

Hollywood

• WRGB,

• WPTZ,

Schenectady

NORTH

CAROLINA IS THE SOUTHS
NUMBER ONE STATE

AND

NORTH

CAROLINA'S

SALESMAN is
RALEIGH,

50,000 WATTS 680 KC

N. C.

FREE & PETERS, INC.

NBC AFFILIATE

NATIONAL

* also WPTF-FM

*

REPRESENTATIVE

MUCH

RADIO M.O. BUSINESS IS SEASONAL.

CHRISTMAS

TOYS ARE LEADING

SELLERS NOW

ON

STATIONS OVER THE COUNTRY

Is mail order good for radio?
Tread carefully, for direct-by-mail is no unniixed blessing
The thumbs-up-or-down
question of mail order business by radio might never be a question of concern to the industry as a

over-all

whole if it weren't for one thing. That
is the fact that virtually all directselling-by-radio is on a "per inquiry "
basis of compensation to the station.
Industry leaders, including the official
voice of its trade association, the NAB.
condemn it as bad for both radio and
advertisers.
Despite this feeling and despite the
arguments for upholding the integrity
of the rate card structure in the pur5 DECEMBER

1949

chase of time on the air, the number
of stations from tea-pots to 50 lews
who are willing to consider any P.I.
mail order deal on its merits is growing rapidly.
There are reasons for this trend other than the traditional pressure whenever business gets tight. These reasons have little to do with the arguments of some outlets that the)
couldn t survive without the P.I. deals
the) accept. One reason is that bad
practices of mail order operators which
tended to alienate listener loyalty and
implant distrust of all radio advertis-

ing are rapidly being cleaned up.
Another reason is the discovery by
more and more stations of formulae
of operation which seem to pull mail
and cash and hold listenership also.
Many of them make no secret of their
claim to earn from two to four times
their card rates on P.I. deals. One
of the strong arguments against radio
m.o. business has been that in order
to make a reasonable profit for sponsor
and station, m.o. merchandise had to
be priced above the figure at which
comparable merchandise could be purchased at retail shops readily accessible
19

Some

Do's and Don't* For If Mail Order

to listeners. This is an aspect of the
business which stations themselves are

Business

DO

bringing under control.
In fact, one of the strongest forces

1.

Offer bargains — and they must also SOUND
on the air — in quantity,

2.
3.
4.

price, etc.

Offer staples — items easily recognized
to be sold.

Choose

products

so

it

5.

Use

where

6.

Handle

makes

a

good

behind the "clean-up" trend in the direct-selling-by-air field is the tougher
attitudes taken by stations toward both
m.o. products and the conditions governing the offers. Today, stations are
definitely more sophisticated in their
appraisal of m.o. business. Rules
worked out from experience of longtime successes in the mail order business are being carefully copied or
adapted by newcomers to the field.
Organizations for handling radio
m.o. business, such as that of Donald

described

quality is also a must).

so their use or functions don't have

not too generally accessible

Pack
product
returns).

premiums,

like bargains when

(commensurate

first

in area

impression

of broadcast.

(this

cuts

down

on

possible, to get fast action.

all complaints

and

refunds

promptly

and

without quibbling.

Withycomb and the Mail Order Network of Harold Kaye, are helping to
discourage m.o. abuses in radio byshowing what can be done by adhering
to better standards of practice all
along the line.
Agencies with m.o. business have always sought air-time on stations of
their choice whenever it could be had,

DONi.'T

Oversell.

2
mfm

3.
4.
5.
6.

Offer shoddy

merchandise

Offer "gadget"
Make

or "bad

merchandise

provided a proven audience was available. The Mail Order Network of

buys" in any other sense.

(though

it does go in some

Harold Kaye offers to program the

localities).

"fringe" or marginal time of a station
for a mail order operation in which
M.O.N, supplies the advertisers. Such
marginal time is regarded as that
which the average station does not

slow deliveries.

Pack items so they'll get damaged
Start a large-scale

operation

in transit.

without first testing item.

ordinarilv expect to sell — the hours
after 11:30 midnight and morning
hours up to 6:30 or 7:00 I fringe hours
will naturally vary with the station i .
A number of stations which regard
P.I. business as subversive of radio's
rate structure and therefore harmful
to the industry offer an interesting
viewpoint on handling such business
during very early or late hours not
previously sold, or in some cases even
programed. WGN,
ample.

Chicago, is an ex-

The station, up to late last September, signed off at 1 :00 a.m. and back
on at 6:00 a.m. Then they signed with
M.O.N, to program the five hours between 1:00 and 6:00 a.m. Commercial
manager \Y. A. McGuineas stated his
thinking as follows:
"Obviously, if advertisers believed
there were sufficient number of listeners during those late hours they would
buv time. Mail order features such
as we started September 26. 1949. may
furnish the evidence and adequate

Big Joe's" WOR

20

"Happiness

Exchange"

keeps night owls awake

with

music

and

m.o.

pitches

proof to regular advertisers that there
are listeners between midnight and
6:00 a.m., and those listeners can be
SPONSOR

advertised to with adequate return per
dollar spent."
WGN does not broadcast P.I. advertising during regular broadcast hours,
believing it "not only bad for radio
generally, but also for advertising as a
whole." Nevertheless, he points out,
broadcasters have been generally unsuccessful inselling straight card rate
advertising, regardless of how low the
rate, for the hours between midnight
and 6:00 a.m.
Between the time WGN started its
late-hour broadcasts and about the
middle of November it built up, according to Kaye, a record-breaking
mail order response. This was in spite
of a late mail season in which many
experienced m.o. stations were off,
some as high as 40%.
The new concept in radio m.o. business is to regard the listener-purchaser
as a prospect for many future purchases. This demands a certain technique of operation that can't be slighted without severe penalties to advertiser and station alike. To call this

i

concept "new" doesn't mean that stations like WLW, WLS, WNAX and
many others haven't known and practiced it. As a concept demanding certain rules in product clearance and
selling it has just begun to be important to the average station accepting
m.o. business.

Plastic

apron,

table

cloth

cover

are

part

of

four-item

package

leading

M.O.

Network

- KtY

color

sales

V

It has been the custom (in some
cases still is) for a sponsor to offer
shoddy merchandise, goods in no sense
a bargain. The notion was to make
one sale each to as many listeners as
possible and move on, without regarding the purchaser as a future customer.
This, in the case of dissatisfied purchasers, not only meant one less prospect for the advertiser, but one less
loyal — if not lost — listener for the station.

IT
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CLARINETTE

Just follow ,he
Even If You've
FUN

FOR

EVERYONE

- FROM

(Please turn to page 55)
5 DECEMBER

1949

SO

chance than now to play the tunes you've always favored
have musical fun
that
to now required years of training ' So quick and easy you'll be amazed
and updelighted!

EEHE

■ row

Eoamn

>Oly l

Sound
easy'
It is easy1
No experience needed1 Just follow the wonderful easy to play giant color
key song book included free with this offer A red note m the book
^

Fuee

you press the red key1 A green note means you press the green key1
A five year-old child can do it' Play using both hands right away1

PLAY

THE

VERY

FIRST

TIME

YOU

IF YOU ORDER NOW!

TRY

Blow gently into the specially designed mouthpiece, and listen to
those sweet notes pour out' No special blowing method
no
long hours of practice
no sore lips' The music comes out
right and bright with no effort at all1 How your friends will
admire and cheer ' You II be playing at parlies, parades, picnics.
home get-togethers anywhere, anytime'

$2 98

Sister And Brother i

tener in radio advertising. M.O.N.'s
Kaye, himself a former agency man,
felt he knew all the abuses to which
radio m.o. business was heir. He felt
he could work out a service to stations
and advertisers that would build not

S TO

antl P,ay songs.
Played
Before!

Imagine ' Right from the ace bandleader of 'em all - ARTIE SHAW ! - comes trilling
color keyed CLARINETTE I Everyone knows and loves the fine mustc of ARTIE SHAW
-clarinetist star of radio, television stage, and screen
and now with your
own Color-Keyed CLARINETTE yoi> learn to play real music' Never a better

Other bad aspects have been copy
that sold too hard and too long for the
taste of numerous listeners who otherwise don't overly object to mail order
selling on the air. Copy that promised
too much and led thereby to unwarranted expectations about the product
has alienated the trust of many a lis-

colors
Never

Also FRit!

Mather

Giant 36-page SONG BOOK wo<i>
\\ by itself -completely colo
keyed! Follow the color arrangp
ments, press the color keys or*
toy CLARINETTE. play at one
these
36 musical
all-timepleasure
favorites'
Hours of
with your family and
fnends!

And

plui

Oulog'ophod photo
ill ARTIE
SHAW
io hoi thr.lUd mil-

CLARINETTE
FREE Giant

pottage

■ FREE Auto
Carrying
Case
Soni
Book -FREE

mn't S3thr.lUd
98
if -itf.
»ou
refund

Dad

fveryene Plays!

Shaw Photo

SEND

NO

MONEY

- MAIL

COUPON

{raphes' Artie

NOW

THE HARBERT CO., Oept. 1234
rn 284 Fifth Avenue. New York 1. NY.
Send
SONG
□
□

me U«
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Dov

Ber

Manischewiti,

firm's

founder

There's money in matzos

Manischewitz
rc
stride in radio,
its B.
hit the
Co.
®Bef«>
■'matzos" and "gefilte fish"
were words the average listener might
have caught only in crossing the unexplored territory of the dial which is inhabited by the foreign-language stations. Or perhaps during an installment of The Goldbergs. Lately, however, dial-spinners have heard them between breakfast courses with Dorothy
k
& Dic on WOR, New York, and between records on WMGM. And on
more than 30 other stations across the

10

country. Since only half of these stations are foreign-language outlets, thousands of listeners with a yen for new
horizons in food are discovering for
the first time the delights of gefilte fish
and borscht, and other traditionally
Jewish dishes included in the Manischwitz line of more than 70 foods.

The firm which sets the pace for all
other matzo makers was founded in
1886 by Dov Ber Manischewitz, whose
grandsons run the business today. Dov
Ber probably marveled at his own extravagance ashe shelled out $100 for
the firm s first advertising budget in
1011. He could scarcely have dreamed
that his grandsons would spend more
than S100.000 in one vear for radio
advertising alone, and consider it the
wisest of investments.
The Manischewitz company climbed
to the forefront by revolutionizing the
sale of a product which before had
little or no brand identity. The firm
bought its first radio time more than
20 years ago. and has alread) taken
the video plunge. This forward-looking attitude, not too often found in
family-dominated companies, has characterized the Manischewitz clan since
its \inerican lii-lor\ began. Dov Ber.
patriarch of the family, had studied
for the rabbinate. But in 1886 he left
his birthplace in Eastern Europe and
came to New York to make his fortune. Finding thai < it\ with a surplus
11

Droll Morey

Amsterdam

sold fish, matzos

with music and laughs on his WHN

(WMGM)

disk show
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|10% of Manisehewitz' budget goes towards
widening its kosher food markets via radio
Spots

-■'m

r^sb md tight

^
-,;*.'

now

sell over 70

products

of young men who had the same fixation. Dov Ber moved to Cincinnati with
his budding family. That city, then
as now, had a sizable Jewish community. Narrowing down the fortunemaking possibilities, he decided to
open a matzo bakery, utilizing some
of his highly original ideas about
equipment.
A warmhearted Cincinnati iceman
offered him space above his ice-cellar
for a small bakery and Dov Ber was
in business, with his wife's help. With
the aid of ingenious matzo-making
equipment of his own design, he was
soon turning out acres of thin, crisp,
uniformly-baked matzos which sold
like hotcakes. By 1913 the original
advertising budget of $100, invested
in Jewish newspapers, had been tripled^
and Manischewitz matzos were being
shipped all over the country. Before
the Manischewitz firm began triplewrapping their products to keep them
fresh longer — an important innovation
— matzos had always been baked and
sold loosely; mass distribution to distant points had evidently never been
considered.
Dov Ber died in 1913, leaving three
daughters and five sons, and the boys
took over the business. The young
Manischewitzes stepped up the modernization ofthe Cincinati plant, and
added companion products to the line.
It now includes — in addition to many
kinds of matzos and matzo products —
a complete variety of soups, several
kinds of preserved and stuffed fish,
wines, crackers, condiments, and cleansers, all "Strictly
budget, meanwhile,
in 1914, to $15,000
in 1920, to several
of dollars in 1949.

wra/& tw#£i#fiyr#//vG ywsawe.

Kosher." The ad
jumped to $8,000
in 1915, to $40,000
hundred thousands
They widened their

selection of media to include "AngloJewish ' publications — those printed in
English for Jewish communities — as
well as the Yiddish papers.
I Please turn to page 40)
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Barry Sisters,

singing stars of "Yiddish
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Swing,"

carried

transcribed

on

more

than

20 outlets

^tf^^ There's a new feeling about
fl
ft spot.
^Jl^r Often thought of as a smallbudget vehicle for small results, or as
a kind of supplementary advertising
tool, spot is showing every sign this
fall of taking an equal place with network as a basic medium. Statistics,

Ilie advertiser
rediscovers SPOT

the steady dribble of reports on new
business, a general air of well-being
among the representatives, enthusiasm
among advertising managers and agencies, all indicate that spot won't continue to be the plain sister much longer.
"Spot,'" one advertising agency ex-

ecutive said, "was once looked upon as
the cat and dog of the radio business,
a medium for small advertisers. That
attitude is definitely changing. National advertisers are using it regularly, on big budgets. Some are using it

Latest SPONSOR

The cold
exclusivel
y." figures show that more and
more advertising dollars have been
poured into spot every year since it
began in 1927. The $100,000,000 income in 1948 compared favorably
with the $140,000,000 earned by the
national and regional networks togeth-

survey reveals that

the selective medium

is becoming basic
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er in the same year. And despite a
summer slump, station representatives
feel that the expected 10% increase between September and December will
bring spot's 1949 average increase up
to at least five or six percent.
Another evidence of the new impetus
of spot broadcasting is the almost daily
reports of one large advertiser after
another embarking on spot campaigns.
The list is already long and represents
almost every kind of product. Standard Brands, for instance, which of late
has spent practically no money on spot,
is now going into it heavily for Tender
Leaf Tea and Chase & Sanborn coffee.
Bristol-Myers is a similar story. Kellogg, which dropped Galen Drake and
its nation network "Breakfast in Hollywood," is covering some 75 markets
for All-Bran and several more than
that for Pep. The automobile companies — Ford, Buick, Oldsmobile,
Kaiser-Frazer — are using spot to launch
new models, often with the co-operation of dealers. Crosley put its fall
line of appliances before the public
with a $2,000,000 contest that was promoted on almost 300 stations. Wesson
Oil dropped nighttime network early
in the fall to buy spot time in seven
West Coast markets for a new transcribed daytime series. General Electric has begun a nationwide campaign
of station breaks for G.E. lamps. The
long cigarettes — Embassy, Fatima,
Cavalier. Life, Pall Mall, Regents — are
buying spot heavily, as are the new
cold remedies. Curtis Publications,
Ward Baking, United Fruit, Colgate,
Schaeffer, Schick, Pequot Mills are
joining, or rejoining, the ranks of the
spot buyers. New products will, of
course, continue to introduce themselves to the buying public via spot.
But there is more to the spot story
than meets the eye in the statistics, the
reports or even the new enthusiasm
permeating the offices of the station
representatives. In talks with advertising managers and agency men who
are buying spot, sponsor found evidence of a new attitude toward the
medium, an attitude that can best be
described as enthusiasm for spot
broadcasting as a basic medium — a
new realization of how the long-recognized characteristics of spot, flexibility
and high power can best be used to
solve individual selling problems.
One advertising manager said,
"We're definitely planning to spend as
much on spot as on network.
It's a
5 DECEMBER
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Spot Is
I.

Gaining Impetus

Because:
suppl

gaining a repi tation as a basic, rather than
Spot is
tary, medium.

2. Its ma 'ket impact is solving regional and seasonal sales

2imen-

lems.

3. Advertisers' interest in a flexible vehicle is increasing.
Strong
4. selling
consumer sales resistance indicates the use of a
vehicle.

5.

manufacturer

advertising

probcooperation is increasing.
hard-

Dealer-

caseTheof getting
message for
across."
account our
executive
a large

Forward-looking buyers of advertising

are no longer saying, "Sure, spot's
flexible and hard-selling" — and then
forgetting about it. They are conscientiously analyzing the specific problems that are facing them, analyzing
medium. Don't ask me why we never the media that are available and then
realized
before."
What itdoes
this new attitude stem matching the results. It is undoubtedly
from? Why is it developing at this true that as more and more careful
time? Basically, the attitude is rooted scrutiny of media becomes the rule
in the economic facts of 1949 that are rather than the exception, many advertisers are going to come up with
bringing pressure on every aspect of
American business. It is news to no- the decision that spot is the medicine
body that the business of selling is not for their special ailments. If they have
what it was in war and perwar years. regional or seasonal problems, they
Instead of shortages, there is high man- will probably choose spot as a mainstay. If uneven distribution is the
ufacturing production; in place of a
trouble, spot will look good to them.
seller's market, there is high consumer
sales resistance. There is a problem of A single ailing product in an otherwise
moving goods that should sooner or successful line may indicate the use of
later make everyone engaged in selling spot; so may a new line, a new product, or the need for dealer good will.
examine his methods with a magnifying
glass. They will have to make sure that But whatever the choice of media is,
the methods they have been using are the effectiveness of the advertising
effective, that they do not dismiss new buyer's decision will depend on how
methods, or old methods, without anal- thoroughly he has studied his own
yzing all their possibilities. They will own situation and how completely he
understands the function of all the
have to digest the meaning of the state- media.
ment made by A. C. Nielsen in an adIn line with this, there should be a
dress to the Grocery Manufacturers of
new scrutiny of the material that goes
America a few weeks ago.
over the air. Several of the people
"Your advertising," he said, "is not
contacted
by sponsor felt that this is
measured solely by the amount you
already
taking
place, that the approach
spend, but also by the skill with which
to advertising is definitely changing
25
is thisit."
kind of thinking that is to the user's viewpoint. Phrases like
youIt spend
responsible for the new spirit of curi- "first in sales in the U.S.," "Largest
in the world" will disosity about ways and means, the de- manufacturers
(Please turn
to page 43)
termination tonot overlook a single bet.
food advertiser said, "Our product
varies both in geographical and seasonal use and we need a highly flexible

What's wrong
with daytime
programing?

newest name

net daytime
experimental

orbit
is screen
NBC
show
may

star Eddie
precipitate

of this gross loss of $5,788,546 was
due to general economic conditions,
a substantial portion of the drop was

Networks have vital rebuilding
to do. and little time to do it

Network radio is suffering from a
crick in the kilocycles. Wrestling for
position against many media, network
radio has strained its muscles, and the
wrench is most apparent in broad day-

ir, the
whose

gaps must be filled — through programing. The four networks showed a total 4.3 percent decrease in gross timesales for the first nine months of 1949.

light. For it's in the daytime that network radio is weakest.

as compared with the corresponding
period of 1948; their gross income
from this source went down from last

Nothing is more vital to the networks now than the daytime pattern.
There are holes big as fists, and the

year's $144,899,999 to $139,111,453
when this year's figures were toted up
to the end of September.
While a part

caused
by television's inroads.
Television, however, is still primarily a nighttime medium and is likeb to
remain so for some time to come. 1 f
the networks are to make up for losses
from time sales due to television or to
am other factor, they must do so in
the daytime. Their onlv chance to accomplish the daylight comeback is
through fresher, smarter, more vigorous daytime programing.
DaUime radio must be the "crossreference" between the two broadcast
media, between the aural and the
visual sides of the business. That
term "cross-reference" comes from
Dr. Frank Stanton, president of CBS.
who has told SPONSOR: "Daytime radio is more important now than it has
ever been, due to televisions gigantic
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1.

IDEA

AND

employed

rveoiuHH'tttlations . . .
PROGRAM

SCOUTS:

by baseball teams
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suggests

scouting, a technique

and big buyers of spot, can be used

vertisers, agencies, and networks
talent.

On-the-spot

in uncovering

close

long

by ad-

grass-roots ideas, programs,

\iiother of radio's topmost executives put it this way: "Except for
expansion."
extraordinary special events — say the
\\ orld Series, or the Presidential in-

analysis of affiliate station programing.

auguration— TV's impact on the daytime audience. Mondav to Fridav. is
2.

EXPERIMENT:
spend time or

3.

ANALYZE

There's been too little creative spark, too little desire to
money
in experimenting
with new program
forms.

OUT-OF-HOME

AUDIENCE

ests and tastes of the substantial

1.

AFFILIATE

PROGRAMING

tribute most to network
National

recognition

AWARDS:

programing

of station

PREFERENCES:

daytime

out-of-home

Those

network

Study the interaudience.

affiliates who

should be encouraged

program

ingenuity will go

negligible. TV's impact begins
l<|| at dusk weekdays, and knicks
what into radio on Saturday
noons, sometimes on Sundav

to be
someafterafter-

noon. The rest of the schedule1 — the
con-

and rewarded.
a long way.

weekday daytime hours — is radios.
Radio must take advantage of it."
And. just to make it unanimous.
sponsor was told by the general manager of a network affiliate: "It is ob-
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a

Albert,
trend

udience

kid strips

participations like "Ladies Be Seated" are listener builders during day

vious that the daytime programing being sent us must be improved. The
morning does not arouse much enthusiasm— and the afternoon is vying for
the same dubious distinction."
Daytime, Monday to Friday, the networks too are often in the weakest
position. Across the country, many a
local station piles up the greatest
amount of listener loyalty during those
hours, running far ahead of the competition offered by the chains or piling
up ratings that the nets would envy.
Smilingly, network affiliate often run
ahead of their networks.
In Hooper's last local May-throughSeptember measurements. KLZ had a
40.4 share of Denver's broadcast audience in the hours of 8-10 a.m. KLZ

irly a.m.

waker-uppers
programing.

are
part
Affiliates

of
do

daytime
this job

feature the late afternoon.
one

a Choctaw

In this

princess is quizzed

is a CBS affiliate, so comparison with
the network's morning audience rating
is called for. The net's share of audience between 8 and 10 a.m., according to Hooper's latest figures as of this
writing, averages 23.0.
In KLZ's case, as among many other of the successful local stations, it is
program pattern that makes the difference. KLZ hits the jackpot by serving
farm interests and stressing news in
addition to running the entire gamut
of CBS network programing, including daytime serials. Other locals accomplish the feat through block programing, through specializing on the
wants and needs of their special hometown audiences, through understanding what the local listeners are most

homemaker

programs, once numerous, are few
now.
Betty
Crocker
is favorite

eager to hear. And the stations leading in local popularity are not necessarily the network affiliates, nor always
the outlets with highest power.
Memphis' 250-watt. independent
WHHM is as strong in its area as Boston's WEEI is in the codfish metropolis. WEEI with 5,000 watts is a CBS
affiliate that does very well by itself —
but Boston's WHDH, another independent, isgiving all the competing
outlets a run for their money, and so
is Worcester's WNEB.
Down in Nashville. WKDA

rears its

head against the two local. 50,000watt, NBC and CBS powerhouses, WSM
and WLAC. With independent status
and only 250 watts, WKDA took No.
( Please turn to page 60)

feature the fall afternoons. The football
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is the latest network

innovation
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Greatest

Story

Ever Told

owes

radio

life to

Goodyear's

Litchfield

Cavalcade

of America

was 2nd

to

"Greatest

Story"

in

radio

awards

Take a long look at

Sponsored public service
Freedoms

Foundation awards prove that radio ean forget

its commercial service inferiority complex

"Don't taint radio's public service
with commercialism" used to be standard advice to broadcasters as they entered the field.
"You can't do a profitable advertising job with public service radio" is
still a potent advertiser and agency
concept.
This bugaboo, largely promulgated
1>\ FCC sentiment, though of late
somewhat tempered by that body, has
kept many advertisers of! the air with
logical campaigns. The situation improved when the FCC relaxed its stand,
but not much.
But today radio can look for a substantial improvement in the feeling toward sponsored public service. And
it can thank Freedoms Foundation,
which on 21 November gave cash
awards totalling S72.000 (plus 203
u < >1<1 medals) for the best contribution-- during the last two years to the
American waj <>f life, for pointing the
wa\ .
28

Of the 15 radio awards handed out
by General Dwight D. Eisenhower on
that day, embracing the whole field of
public service radio, sustaining and
commercial, the first prize went to

rubber fabrics, and many other rubber products, it was the first commercial program aimed at a mass audience
using no commercial copy beyond the
introductory "The Greatest Story Ever
Told, presented by the Goodyear Tire

"The Greatest Story Ever Told." sponsored by Goodyear Tire and Rubber
Company over ABC: the second to
"Cavalcade of America," sponsored by
E. I. duPont de Nemours Company,

and Rubber Company" and the signoff "This program was brought to you
bv the Goodyear Tire and Rubber

over NBC. The third went to "The
Bon Bon Show," a uniquely significant participation program sponsored

For this Goodyear has budgeted an
approximate SI. 000.000 annually since
Company."
1947
and is well satisfied with results.

by a wine company, a furrier, a furniture store, and a cosmetic manufacturer over WDAS. Philadelphia.
Thus, in the eyes of a nation and

In three years of broadcasting Paul W.
Litchfield. Chairman of the Goodyear
Board, and Jim Ellis. President of
Kudner Agency. Inc.. who brought

the advertising fraternity, radio's sponsored public service comes into its
own.

"Greatest Story to his attention, have
realized the full commercial impact of

"The Greatest Storv Ever Told."
now an American radio institution,
came on the air 26 Januarv 1947 as

a program based on The Bible. Nothing that Goodyear has done has come
close to this series in building intense
enthusiasm, lasting goodwill, and appreciative sales. While reaction to the

an adventure in advertising. Sponsored by a companv that sells tires.

program is excellent in the cities, it's
SPONSOR

in the rural areas where the church is
closer to the people that Goodyear has
gained most. Here Firestone auto and
tractor tire sales, traditionally the
leader, is feeling the effects of its competitor's unique campaign. In both
city and rural areas the deluge of
"Greatest Story" commendation by
civic, business, and religious groups
has added up to increased acceptance
of the Goodyear line. The days of
Christ are depicted so creditably that
the Anti-Defamation League, a division of Bnai Brith, sent out 300.000
cards to its members urging them to
listen. Practically all denominational
leaders have endorsed it at one time
or another.

i

In September, 1947, sponsor took
cognizance of Paul W. Litchfield's contribution to commercial radio by se-

George

(Bon

Bon)

Tunnell,

inspecting

furs

sold

by

one

of

the

sponsors

on

his WDAS

show

lecting him "Sponsor of the Year." In
doing so we wrote: "He recognized
the vital need at this time of spreading the doctrine of 'peace on earth to
men of good will.' He was named
Sponsor of the Year for this reason
and for still another. An industrial
empire runs on profit. Although a
$l,0003l000 a year broadcast program
might spread the guidance of the
greatest teacher of all time, it still has
to sell Goodyear tires and rubber
products.
It does."
duPont's "Cavalcade of America,"
longtime historical and achievement
dramatic series broadcast over 152
NBC outlets, fills a distinguished role
in U. S. radio. Its second award by
Freedoms Foundation, whose president
is Don Belding of Foote. Cone, and
Belding, is no surprise. For in addi-

Bon Bon congratulates

Howard

T. Reynolds, who won $1,500 for best original tune for program

tion to being highly educational, "Cavalcade" ishighly entertaining. If its
budget is heavy, so is its audience.
The duPont dynasty is peculiarly
vulnerable to governmental anti-trust
suits, as recent events prove. And the
imprint of "Cavalcade of America" on
the American home may yet prove the
best advertising investment duPont has
made.
Although "Cavalcade'' normally
originates in Hollywood, where it has
ready access to the stars who headline
its weekly half-hours, it does a good
deal of traveling from time to time.
Not content to just build good-will and
appreciation of the multitudinous duPont products with Mr. and Mrs.
America, duPont uses the show to cement employee relations.
{Please turn to page 44)
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In a pickle ?
Advertisers who know their onions
know there's nothing like the warm and
friendly salesmanship of home-grown
talent to solve their sales problems
in local areas.
As in the case of one of the nation's
largest tobacco companies.1" Thanks to a
Radio Sales Account Executive, they
bought WBT's big star, Grady Cole, and
built their entire promotion campaign
around him in the Carolinas. Now?
Sales are driving ahead of the pack . . .
and this big cigarette advertiser
has found that using local live talent
gives his coast-to-coast campaign
extra momentum.
Illustrates why national spot advertisers now use more than 750 local live
talent broadcasts each week on the
stations represented by Radio Sales...
in 13 of your most important markets.
f Another real-life story

RADIO SALES
Radio and Television Stations
Representative . . . CBS
Radio Sales represents the best radio station — the CBS
one of course — in Boston, New York*, Washington,
D. C, Philadelphia*, Richmond, Charlotte*. Birmingham*,
St. Louis, Chicago, Minneapolis- St. Paul,
Salt Lake City*, Los Angeles*, San Francisco, and
the West Coast's leading regional network. (*And the best
TV station in these markets.)
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Sponsors find that small fry go hook, line
and sinker for video premiums
over-all

rhej re easy to muff.
Still, the almost fantastic

promotional advantages enjoyed by
premiums offered on television have
been corralled by a number of advertisers. Premium-happy kids are the
object of the great majority of today's
premium offers. But the promotional
plusses applj just as emphatically to
premiums offered adults.
One reason advertisers give for holding off on "plus'* offers to help move
products is their desire to learn more
aboul the medium before devoting
commercial time to premium offers.
I his makes sense. Nevertheless, pioneering users of the visual air have
dt'\cli>|)C(l sonic sound

guidcposts for

using premiums effectively. There's
no reason numerous sponsors can't
take advantage of what the trail-breakers have learned.
The video does the selling. Just
pointing a camera at something is
worse than useless.
Filling the air

with words about the object doesn't
help either. The real pitchmen of
video will tell you the introduction
and "selling" of a premium on television has to be carefully planned so the
audio and video don't cancel each other out.
Another phase of the planning
makes sure the item offered is tied in
with the characters, the action and
mood of the show. and. where possible.
the product being advertised.
\\ hen Whitehall Pharmacal Co.
wanted to offer "Injun Hats'" on DuMont's Small Fry Club, the agencv
I D-F-S. New York I gave m.c. Bob
Emerj I who owns the show I a free
hand in building up the offer. Merely
to relate in words the points covered
in "selling" a premium by an expert
like Small Fry's "Big Brother," Bob
Emerj isn't enough. You have to see
him in action. Still, it's important to
be aware of the thinking behind the
selling.

The most important thing, according
to Emery and others experienced in
making video offers, is to tie the offer
into the show as closely as possible.
Making the premium a part of the
show lends it a pulling power it
wouldn't otherwise have. That's because the youngsters identify themselves so fervently with favorite characters.
Bob Emery is, of course, the main
cog in Small Fry. so he told the kids
about the Kolvnos "Injun Hats. ' Ki<K
go best for things they can play with,
handle or manipulate with their hands,
things with some variety in their use.
The Indian hats were of felt, made in
such a way they could be worn at any
angle on the head, worn as a mask
over the face, or worn at the back of
the head I this went over great with
many kids — pulled an extra Kolvnos
carton from those who wanted to wear
two faces).

Copy writers for television are main-
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ly former radio copy writers, and their
first tendency is to write too much
copy for a video demonstration. ( This
is a major complaint of the experienced video pitchman). Emery carefully avoided using an avalanche of
words as he demonstrated the hats to
youngsters in the studio for the benefit
of those watching at home. He let
the camera tell its story as the small
fry showed off the hats. Then, at
points which didn't distract from the
video demonstration, he told them how
they could play with the hats.
They could thrill and chill their
friends; use them for games; hang
them on their room walls as masks
when not in use. They could make
people look at them twice — coming
and going. And the hats were made
of real felt, just like Daddy's. After
the planned eight offers (twice a week
for four weeks), demand continued so
heavy that Whitehall had another batch
made up and after a two-week hiatus
made the offer three times a week for
two more weeks (a total of 14 offers
in six weeks). The requirements were
25 cents and the face of one Kolynos
carton. Twenty-five thousand youngsters and their parents (who wrote for
those too young to write for themselves) sent for the hats.
It's easy, in the heat of putting over
the premium, to forget the premium
is only a means to an end — promoting
the product. But even the business
of demonstrating the premium can be
5 DECEMBER

1949

REAL TO THEIR YOUNG

FANS.

THIS SET OF PICTURES

FOR

15 CENTS

WENT

LIKE MAD

made to include product references.
The Indian hat promotion included a
jingle, sung by the kids on the show,
to the effect that Kolynos tastes like
candy.
This same technique was used to
promote the product on Howdy Doody
(NBC), Bob Smith's puppet show. In
making the premium toy television set
offer for Colgate's toothpaste. Howdy
Doody demonstrated and talked about
how much fun the set wps. The miniature toy had a circular film with five
pictures in sequence featuring characters from the show. The sequence is
viewed by turning the film with a finger while peering through the tiny lens
in front of the set.
Other members of the cast made
remarks about the set, each in character. Mr. Bluster, for example, was
completely negative about the whole
nonsensical idea. But. when finally
persuaded to peek through the lens,
he began to succomb. Teasers of what
viewers could see on the films (five
different films went with the set) were
shown via enlarged replicas. One of
the sets ended in a Colgate toothpaste
commercial. However, despite the time
given to building up the offer, the
Hoody Doody family never let people
forget the sponsor and his product.
A toothpaste jingle was woven into the
action. Other product mentions were
worked subtly into the scene so that
the product got its quota of selling
(Please turn to page 52)

TV set.
Colgate scored big hit with miniature
Kids quint into set, see shots on film like this
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Consolidated Gas, Electric Light & Powei
\U-.\i ^ : Placed direi I

SPONSOR
, iPSULl

I KS\ HISTORY:

During

the past

three

months that the "Homemakers' Roundup" has been telecast direct from the Home Service Bureau's kitchen each
Tuesday afternoon at 3 o'clock, we have found that mam
Baltimore housewives tire interested in seeing and hearing
about new cooking ideas and seasonal suggestions. The
mam letters uuil tel, -phone calls requesting the menus and
recipes used on the program indicate an increasing audience. Television is certainly a direct method of showing
the ease with u Inch excellent meals can he prepared.

Baltimore

WMAR-TV

PROGRAM:

"Homemakers' Roundup"

SPONSOR: Hughes-Peters Inc.
VGENCY: Placed direct
CAPSI IK < W! HISTORY : Several months ago HughesPeters Inc., Cincinnati, distributors for Emerson television

ami radio sets, purchased a quarter-hour portion of a TV
show, "The Song Shop," a live WCPO-TV presentation.
During the 15 minutes, Emerson TV sets were stressed
anil at the end of the month {September) Hughes-Peters,
Inc., said they had sold 1,000 Emerson TV sets and had a
back order of 2,000 sets. All of this was attributed to "The
Song Shop" headed by Paul Dixon
Em erson commercials.
WCPO-TV,

Company

decided to test its offer with one-minute demon-

sales. Although this service has not been featured the
past three weeks, the president of the firm wrote, families
are still sending their pilloivs to us in direct response to
this atlvertising.

A few months ago, Sher-

"Music Album"

PROGRAM:

"Talent Hunt"

SPONSOR:

CAPSULE

Wilson & Company

CASE

AGENCY:

HISTORY:

The

Not named

meat-packing

firm is

one of a group of five sponsors of "Uncle Jake's House"
a sort of TV rumpus room in which Cene Carroll tells
stories, reads moppet mail, and congratulates birthdayers.
Wilson plugs its Ideal Dog Food by way of two charac
ters, "Specs" (dog) and "Clarence" I cat I . Some idea of
what "I ncle .lake's House" has done for Wilson can be
gathered in the statement of a Wilson Company spokesman who says that television is responsible for opening
several hundred new dealer outlets in Cleveland alone.
WEWS,

Cleveland

PROGRAM:

"Uncle Jake's House"

Kiirm v i ii \su s

IOOII
Frigidinner

< \-l

Oklahoma City

FOOD

their products through the TV show to justify their sponsorship. As a result, during the first four telecasts, they
sold jour Hammond organs, three Spinet organs and three
deep-freeze units i approximate total sales of $17,000).
On the strength of this there ivas a 13-week renewal. All
talent is local.

l VPSUL1

Operating

strations during "Talent Hunt" i 8 :00 to 8:15 p.m. Tuesday*. \o other media was used. After the service was
plugged on three weekly shows the firm reported more
than 2,000 orders at 75c per pillow, or at least $1,550 in

man ('lay began sponsoring a fifteen minute telecast called
"Music Album on Friday evenings, 9-9:15 p.m. After
three or four telecasts, they could identify enough customers— new customers, that is — who hod heard about

SPONSOR:

< I I \\l\«,

cleaning and rejuvenation service, Oklahoma

Goldthwaite-Smith

PROGRAM:

"The Song Shop"

SPONSOR: Oklahoma Operating Co. AGENCY: Lowe Runkle
CAPSULE CASE HISTORY: To popularize its pillow

>n sir si i*i*i n s

KI'IV San Francisco

PROGRAM:

Cincinnati

ad-libbed the

who

.

WKY-TV,

AGENCY:

I I I .1 \ ISH»>

LAUNDRY-DRY

V
T
results
SPONSOR: Sherman Clay & Co.
( VPSULE CASE HISTORY:

AMI

HISTORY:

AGENCY:

Rothman & Gibbons

Frigidinner manufactures a

frozen

dinner which can be placed in an oven and be
This product had
ready for serving in twelve minutes.
hem advertised in the Pittsburgh area and the
manufacturer decided to use T\ us the only advertising
medium,

i hall-hour of local high school football highlights was ihoum one Saturday afternoon before the
\orthn esterii-Pitl game ami their phone number shown

fot hi' seconds and announced once The result was >"
calls during the game, and 250 calls aftei the game.
Frigidinnei has since started a one-minute spot and has
averaged more than 150 phone calls per announcement.
PROGR \M: Spots
wDTV: Pittsburgh

SPONSOR: The Baker Companj
I \PM II « \SE HISTORY: The

\(.1.\<A : Nelson-Willis
Baker Company util-

izes the "Idea Jackpot" program to sell its household appliances and kitchen utensils. Wes Farmer, hobbyist, inventor and a former editor of "Mechanix Illustrated"
gives video viewers an expert demonstration of the company's wares. In addition. If es discusses needs and wants
of manufacturers for other new ideas. The combination
of II and Mr. Farmer's
Company satisfied with
advertising recipe. Is
and pastry rollers sold
demonstration.

kitchen technique has the Baker
what is apparently a successful
a specific example, /lour sifters
out at the store the dm after a

W l< N-TV, Minneapolis

PROGRAM:

"Idea Jackpot"

Du Mont programs
shown live on
these stations
WAAM

Baltimore, Md.

WNAC-TV

Boston, Mass.

WBEN-TV

Buffalo, N. Y.

WGN-TV

Chicago, III.

WCPO-TV

Cincinnati, Ohio

WEWS

Cleveland, Ohio

WTVN

Columbus, Ohio

WHIO

Dayton, Ohio

WJBK-TV

Detroit, Mich.

WICU
WLAV-TV

Erie, Pa.
. .Grand

WJAC-TV

Rapids, Mich.
Johnstown, Pa.

WGAL
WTMJ-TV
WNHC-TV

Lancaster, Pa.
Milwaukee, Wis.
New

Haven, Conn.

WABD*

New

WFIL-TV

Philadelphia, Pa.

WDTV*

Pittsburgh, Pa.

WTVR
WHAM-TV
WRGB

Richmond, Va.
Rochester, N. Y.
Schenectady, N. Y.

KSD-TV
WHEN

St. Louis, Mo.
Syracuse, N. Y.

WSPD-TV

if you

WTTG*
WDEL-TV

want to

Toledo, Ohio
Washington, D. C.
Wilmington, Del.

Programs shown on these
stations by Du Mont
teletranscription

cover the country...

KOB-TV

Albuquerque, N. M.

WAGA
WBRC-TV

talk to Du Mont. 99% of the

WBTV

television receivers in the country

WSAZ-TV.

either live or by teletranscription.

I

WFBM-TV

s

"•"wo

Dallas, Tex.
Greensboro, N. C.
Houston, Tex.
. .Huntington, West Va.
Indianapolis, Ind.

WMBR-TV

Jacksonville, Fla.

KTSL

Los Angeles, Cal.

WAVE-TV
WMCT

America's Window

on the World

York 22, N.Y.

Louisville, Ky.
Memphis, Tenn.

WTVJ
WDSU-TV

515 Madison Ave., New

Charlotte, N. C.

KLEE-TV

over the Du Mont Television Network,

V

Atlanta, Ga.
Birmingham, Ala.

KBTV
WFMY-TV

can receive your program

E

York, N. Y.

WKY-TV.

Miami, Fla.
New
. .Oklahoma

Orleans, La.
City, Okla.

KMTV

Omaha,

KSL-TV

Salt Lake City, Utah

KPIX

Nebr.

San Francisco, Cal.

WTCN-TV

St. Paul, Minn.

KING-TV

Seattle, Wash

*Du Mont owned and operated
COPYRIGHT

1949.
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LABORATORIES.
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stations.
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Baltimore
Television
means

WMAR-TV
's
Marylandon,
\sision
pioneer telev
stati
\\ MAR-TV consistently
covers an area from
Washington, P. C. to
Wilmington, Delaware,
and from Pennsylvania
to the Potomac River.
WMAR-TV is the television station of the Sunpapers of Baltimore. It
is on Channel Two, and
carries the programs of
the CBS network to televiewers in the entire
Chesapeake basin area.
WM \ R-TV's coverage
of political campaigns,
sports and special events
— civic, patriotic, and
cultural— is unequaled in
this rich, productive area.

Represented by

THE KATZ AGENCY
INCORPORATED

ATLANTA ■ CHICAGO ■ DALLAS
DETROIT ■ KANSAS CITY ■ LOS ANGELES
NEW YORK ■ SAN FRANCISCO
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REPORTS...

-continued from page 2ABC loses $482,000
in 9-month period
American Broadcasting Company and subsidiaries have
reported estimated loss of $482,000 for the nine
months ended 30 September — after reduction for
recovery of Federal income taxes. For first nine
months of 1948 ABC's net income, after taxes, was
$440,000. Although the company's revenue from AM
broadcasting rose 1.4% this year, TV costs were
primarily responsible for current loss.
Nation's TV sets pass
3,000,000 mark
Number of television sets in U. S. reached 3,025,000 on 1 November, Hugh M. Belville, Jr., NBC's
research director, has estimated. During September
and October 715,000 sets were sold. As of 1 October New York led in TV set ownership with 800,000,
followed by Philadelphia, 228,000; Los Angeles,
213,000; Chicago, 195,000, and Boston, 146,000.
NAB issues FM set
ownership study

NAB has mailed to FM station members new edition of
1948 study, "Procedures for Determining FM Set Ownership by Communities, " prepared by Dr. Kenneth
H. Baker, NAB research director.
"Voice of Democracy" contest
attracts 500,000 students
More than 500,000 high school students in 1,800
communities in continental United States, Alaska,
Hawaii and Puerto Rico have entered broadcast
scripts in this year's
test, sponsored jointly
Commerce, NAB and RMA.
the 250,000 of 1948 and
first contest, in 1947.

"Voice of Democracy" conby U. S. Junior Chamber of
Number of entries is double
20 times the 25,000 in the

DuMont 40-week sales
reach $29,507,000
Net sales of Allen B. DuMont Laboratories for 40
weeks ended 9 October totaled $29,507,000, as compared with $17,374,000 for parallel period ended
10 October, 1948. Net profit, after taxes, in this
period rose from $1,421,000 to $1,676,000 . . .
WABD, key station of DuMont TV network, now claims
to lead all New York stations in spot billings . . ,
Phillips Packing Company will sponsor "Easy Aces"
over 15 DuMont-af filiated TV stations starting
14 December.
SPONSOR

BUSINESS
1JW4HWLTC

AS USUAL
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L. >-./-

.AM „ .jt. -.. ...J.i in yi / / , Hi,,,'iT'f' V' 'it'i

:

Look

into Lang-Worth

for the ONE Program Service that's always ONE step ahead of the rest!
While the presses roll on The NEW Lang-Worth Transcription,
Lang-Worth still offers MORE for every member of your staff!
FOR THE PROGRAM DIRECTOR ... In Program Scripts for
this month of December alone: 35 Special Christmas
Shows! 10 Special New Year's Shows! Including a fullhour Documentary "Production" Program — "50 YEARS
IN REVIEW — A Cavalcade of America's Music Through
Half-A-Century of History!"

FOR THE DISC-JOCKEY . . . Information that puts the
answers right at your finger-tips. Popularity dates on
tunes, copyright, source (movie or musical play), vocal
entrances, tempo, rhythm, timing — all on label copy as
well as in "Talendex". All instrumental selections on
separate discs from vocals.

And all year 'round: Individual Network Calibre Program Series covering every category of listener-interest.
In Talent: A constant flow of new Name talent, to
sweeten up the old standbys. Added in the last 4 months
of '49: . . . RED NICHOLS AND HIS FIVE PENNIES
—HENRY BUSSE AND HIS FAMOUS SHUFFLERHYTHM BAND— RAY ANTHONY, HISTRUMPET
AND HIS ORCHESTRA! Coming up for the New
Year: The famous Victor Recording Artist, RUSS CASE
AND HIS ORCHESTRA.

FOR THE LIBRARIAN . . . The easiest, most comprehensive
system of cataloguing and filing ever devised. Simple

FOR THE SALESMEN . . . Selling aids, publicity, pictures,
mats, promotional material, etc., in addition to a breakdown list of sponsors currently using Lang- Worth programs in markets throughout the U. S. and Canada.
FOR THE PRODUCER-DIRECTOR . . . The widest and most
versatile library of distinctive program themes, special
production aids, spoken intros and signatures, mood
music, bridges, backgrounds — in addition to the exclusive
Lang-Worth "Synkrodisk".
FOR THE ENGINEERS . . . The most revolutionary development in sound reproduction — The NEW Lang- Worth
8-inch Transcription — offering 15 additional points of
superiority. If you haven't heard it yet — send for your
audition sample.

numbering, the compact "Talendex" and "4000". And
a sturdy, unbreakable 8-inch transcription that weighs
ONLY 2 OUNCES!
AND

FOR

YOU,

THE

MAN

WHO

PAYS

THE

BILLS . . .

Lang- Worth more than pays for itself!
Tested Hoopers, endorsed sponsorship of programs and
talent, prove that the monthly charge for your Lang- Worth
Program Service is just a drop in the bucket compared
to what it brings to your bank.
For the one really progressive,
visionary Program

LOOK

Service . . .

INTO . . .

LANG-WORTH
FEATURE
113 WEST

57TH

PROGRAMS,

STREET, NEW

YORK

Inc.

19, N. Y.

"A Quality Service — Complete and Compact"
.

Mr. Sponsor asks...
"Do you believe radio's eost per 1000 compares more favorably with printed media
costs today than it did ten years ago?"
Newman

McEvoy

Media

Director

Newell-Emmett

The
Picked Panel
answers
Mr. MeEvoy
With no more
than a passing

Circulation and readership of printed media have increased also, but not
in so dramatic a fashion. Milline
rates have risen in proportion.
The men who sell radio time must
make their medium competitive with
— and complementary to — other media, ifthey would have a proper share
of the advertising dollar.
Edmund H. Rogers
Senior Partner
Gray & Rogers
Philadelphia,
Pa.

glance at the
stack of charts,
Yes. It's difficult
to compare costs

surveys and statistics that would
have to be sifted

per 1,000 ferent
for media
difwhen there arc

before

a documented opinion
could be stated
more
or less

so many other
considerations

equivocally, our conclusion here is that

which are impor-

Mr. Rogers

radio's cost per thousand does have a
better position in comparison with
printed media costs than was the case
ten years ago.
Exactly what that measure of improvement iswould be difficult to establish. Any definite statement would
send defenders of both media into the
trenches for a long exchange of Hooper
vs. Starch reports and other ponderous variables that would further cloud
an already murky comparison.
Advertisers who want to sell goods
make proper use of both media, depending on their particular product,
markets and distribution.
It should be pointed out, however —
if expansion may be used as a yardstick— that radios annual revenue has
doubled its volume in that ten year
span, that radio stations have increased
in number from 704 to 1912 (AM
stations) and radio sets in use from
45 million to 71 million. Card rates
to national advertisers have increased
o„|\ 2095 .
38

Mr.

Brisacher

tant, so 111 isolate some circulation figures to

substantiate my answer.
Obviously the national picture of
radio has changed tremendously since
1939. It has become a greater part of
family home life. It accounts for a
greater share of home entertainment.
A recent "Fortune" survey disclosed
that over 50' < of all the men and women interviewed, when asked what the)
enjoyed doing most, put radio on top
of the list. Radio set ownership has
increased well over 65' r . Home listen-

Company,

York,

N. Y.

are comparable I , we know that circulation has grown there, too — more than
15%, in fact. Rates have also gone
up, but rates of all media have risen
since 1939 in rough proportion. Newspapers, of course, have been with us
for generations. Radio in 1939 was an
extremely lusty infant of 16 years.
Came the war. and people everywhere
turned eagerly to every means of communication that would keep them informed of the latest happenings. The
listener training, if such it can be
called, that radio audiences subjected
themselves to during that period did as
much as anything else to solidify the
place given radio in the home and increase not only its audience but the
hours per dav that it listened. Now, of
course, in the larger metropolitan areas
television is beginning to dilute the audience somewhat. Nonetheless, today
the greath increased size of the radio
audience and its increased attention indicate to me that radio costs per 1.000
compare more favorably to printed
media than thev did ten vears ago.
Emil Brisacher
President
&
Staff
Brisacher.
Wheeler
San

Francisco.

Cat.

Any answer to
th i s question
must, of course,
take into account
the considerable

ing has increased over 50 rV . Toda\
94 out of 100 homes own a radio. 41 ' <
of those homes have two; 14 % have
three. There are. in addition, some
10.000.000 automobile radios which
constitute a huge bonus audience during the earlv morning and early evening listening hours.
Looking for a moment at newspapers
< which I will use to speak for all media
in tlii- case, since attendant conditions

New

population
growth
in This
the
last
decade.
has been reflectMr. Walker

numbers

increased
rad;0 ed in\mme$
an(]

of radio sets as well as in

magazine and newspaper circulation.
In 1939 there were 704 radio stations on the air. serving about 27.500.SPONSOR

000 radio homes. Now there are about
1900 stations and the 1949 BMB figures give 39,281,230 radio families, an
increase in potential radio family consumer groups of 43%. During a comparable time total newspaper circulatino was up something like 34% and
magazines, although they varied widely, averaged out at about 41%.
Another factor of considerable importance as far as radio is concerned
is the fact that these radio families listen more hours per day now than they
did ten years ago. Recent studies
have shown the present figure to be
over five hours a day. Thirty-five hours
of listening per family per week is a
lot of listening!

Watch

New WDSU

No Other New Orleans Station
Offers Such Complete and Exclusive
Coverage of Sports
Mel

Leavitt, former

network

sports-

caster, is the bulwark of WDSU's
eye-witness coverage of the

Although figures on comparative
network costs and local time sales are
not readily available to me. I do know
that national spot cost has increased
during the 10 years to something like

great
major

sporting events — boxing, football, racing, wrestling, basketball, et al. Sorry
you couldn't secure sponsorship of these
sales producing programs — they were

331/3%.

sold 100% solid. Kick-off of WDSU's
sports coverage for 1950 will be the
telecast and the broadcast of the Sugar
Bowl Grid Classic on January 2, before

Based on the available thousand
homes per dollar spent, this would
mean that radio's cost today is less
than it was ten years ago without taking into consideration the extra factor
that all families listen more and are

the

85,000 fans in Tulane stadium. Sorry, already sold to Gillette
— but there

are

more

great

sport

features

to come

in

1950.

therefore exposed to an extra two
hours per day of advertising impressions. Considering this, radio's cost
per thousand today is considerably less
than it was a decade ago. Now as to
comparison with printed media, I have
at hand some statistics which show that
magazine cost per thousands is about
the same on an average and that the
milline rate of all daily and Sunday
newspapers has increased a little —
about 3% to be exact.
I believe that in view of this, radio
is definitely a better buy by comparison to printed media than it was ten
years ago. and I believe furthermore
that the trend is continuing.
After all. John Public and his wife

Ask Your JOHN

BLAIR Man!

have only so many waking hours to devote to all entertainment, whether it
be radio, newspapers, magazines, movies, TV or whatever. Radio listening
is definitely on the upgrade, with few
exceptions, and unless someone can
show that John and his wife are spending twice as much time reading all
printed media I would conclude that
radio's cost per thousand is the star
performer in today's advertising sales
race.

EDGAR Partner
B. STERN, JR

ROBERT D. SWEZEY
General Manager

LOUIS READ
Commercial Manager

Russel Walker
Manager, New York office
John E. Pearson Co., N. Y.
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MATZOS
( ontinued from page 2.'5 1
Dov Hers sons an- credited with
Inning introduced the use of matzos
in this country as a dail\ staple in
Jewish homes, rather than as merelj
a Passover essential. This was a part
of the company's trend toward creating
a vasth -widened market for a product
which up to then had only a seasonal
appeal for one religious group within

the community. While the Manischewitzes are well aware of the sales

dousl\ to production costs, is intensified when the Passover products are

potential represented by the non-Jewish
market, their interest in that market
remains secondary to their basic aim:
to produce a line of Kosher food product* manufactured in strict accordance
with the Hebrew dietary laws. Their
rigid adherence to these laws is emphasized in all Manischewitz advertising
copy, for broadcast and print. The
dietary control, which adds tremen-

being prepared. The entire manufacturing operation, from the moment the
wheat is harvested in the fields, is carried out under the sharp eyes of rabbinical representatives.

"Gonna trade it in
next week!"

The atmosphere of religious sanctity
surrounding the production of Manischewitz food products demands a dignified approach to all problems of merchandising and advertising. This is
enough to give pause to the most resourceful advertising agency. An agency which has been given plenty of
pauses in the last 30 years is A. B.
Landau. Inc.. of New York, which has
directed all B. Manischewitz Co. advertising since 1920. Herman Younglieb,
who has been president of the agency
since 1925. has handled the account
ever since his agency took it over.
"The Manischewitzes are receptive to
any dignified radio idea," he says.
In attempting to build for their
clients radio shows which would sell
with dignity, the Landau agency was
faced with another problem — one
which has worried every advertiser
pitching at the foreign language market: the audience tends to dwindle
through the years as fewer members
of each generation speak and understand the native tongue of their parents or grandparents. Nonetheless, in
Jewish families as well as in Italian
or Polish or German households, the

X up, by golly, us Red River
Valley yokels in North Dakota
keep right up-to-date. And with
an Average Effective Buying Income that's $1729 higher than the
national
comes easy.average, big spendin'

youngsters usually inherit a strong
feeling for the traditions and culture
of their family's homeland. And. more
to the point, a fondness for the traditional family dishes. It's easy to appreciate chicken a la cacciatora without understanding a word of Italian,

WDAY,

Fargo, persuades our hayseeds to buy more knieknacks,
luxuries and essentials than any
other station in this area, because
they listen to WDAY more than
five times as much as to any other
station !

YES, FOR FIVE CONSECUTIVE
MONTHS (DEC. '48 THRU APR.
49) WDAY HAD THE NATION'S
HICHEST SHARE OF AUDIENCE
HOOPERATINCS — MORNING,
AFTERNOON AND NICHT!
WHAT'S MORE, WDAY'S RURAL
COVERAGE IS EVEN MORE ASTOUNDING!
Let us or Free & Peters send you
all the facts, today! You just
wouldn't believe any one station
could pile up such a record
against any competition!

and you don't have to speak \ iddish
to have a deep regard for gefilte fish.
The Manischewitzes are quite aware
of this, of course. This awareness is
reflected in all of their advertising,

FARGO, N. D.
NBC

- 970

KILOCYCLES

5000 WATTS

h Free & Peters, isc.
r*&-

Enhutof

N<nl«fiol R</-r.r«<ai..o

which pays due respect to traditionalism and the elders, yet doesn't neglect
the youngsters who will form the backbone of tomorrow's market. "Gefilte
Fish Like Grandma Used to Make" is
a theme of their announcements.
Manischewitz made its radio debut
20 years ago on WEVD, New York,
w ith a half-hour program in ^ iddish.
Although the program's format has
changed several times in those years,
from news and commentary to discussion-tvpes. the show still remains on
WEVD.
This is in line with one of

40
SPONSOR
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FROM WHICH

ENERS
ST
LI
BC
KA
WROTE IN RESPONSE

TO A PICTURE OFFER
ON 3 "NOONDAY
JAMBOREE" SHOWS

That 50,000 watts on 680 kilocycles
covers a big hunk of Texas is no
problem at all to prove by engineering measurement. The half millivolt
line on the above Texas map shows
that. That KABC in San Antonio
with 50,000 watts on 680 kilocycles
covers the area from the standpoint
of listeners is just as easily shown
by a glance at the shaded area on
the same map. For those are the
counties (138 of them) from which
eager listeners wrote in to receive
a post card picture of KABC's popular "Noonday Jamboree" cast in response to an offer made on only
three programs. Power, physical
coverage, programming, responsive
listeners. They make up a combination well worth investigation with
your John Blair man.

S^T'fl

680

50,000
WATTS

KILOCYCLES
SAN

m

AMERICAN
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die firm's radio < redos <>l Btanding fast
with an audience it has built up pains-

share cil credit for the program's BUC< ess to the agency g musical director,
Sam Medoff, who has batoned the show
takingly ovei a pei i<>d "I \ <-ai -.
since it started.
Ten years ago the Landau agency
The Manischewitzes got direct and
came up \% i1 11 a program idea which
has proved bo fruitful for the Manis- dramatic proof of the show s selling
chewitzes thai it's -till on the air. and power when they used Yiddish Swing
on the same station. The show is exclusively to introduce one of their
"1 iddisfa Swing," launched in 1939 on
WMCM (then \\ UN i. Yiddish Swing
offers music, comedy, and variety,
blended into an artful combination of
traditionalism and modernity that
bridges the gap between the Old World
ami the New World. Landaus president. Herman ^ ounglieb, gives a large

SOUTHWEST

products for the general public — TainI am Crackers. The crackers, backed
by radio plugs and by the potent
Manischewitz name, caught on overnight, and have since become one of
the firm's national leaders. On another
occasion, a cook-hook of time-honored
Jewish recipes, some
of which
had

VIRGINIA'S Pi&H&eA,

RADIO

STATION

BUSINESS

a good/

never before been written down, was
offered free to all Yiddish Swing listeners who wrote in and asked for it.
Two thousand requests came in the
first week, so the Manischewitzes decided to make it tougher. Listeners
were asked to send in three box-tops
for each cook-book. This brought 6000
requests for cook-books; the agency
was completely snowed, and was obliged to end the offer before cook-book
mailing became its full-time function.
The WMGM venture marked the
firm's first hi^ step forward in radio
toward the general audience. Up to
then, the Manischewitzes had thought
of radio in terms of the foreign-language station programming for the
Jewish-speaking audience. Since the
war. however, the firm has turned more
and more to English language stations,
and today its purchases of radio time
are divided about equally between
English and foreign-language outlets,
with about 17 of each included. But
the Manischewitzes have always used
English language stations to augment
their foreign language outlets — never
to supplant them. In New York, for
example, to its lineup of WBNX,
YVEYI). and YVLIB. which air many

January through September, 1949, the Roanoke

foreign-language programs. Manischewitz has added announcements on

Market appeared among
U. S. three times:

\\ OR. W MCA. and WFDR-FM.
The firm favors live announcements

the Top

Ten in the

5 th in March
8th in April
6th in September
**

''Roanoke, same nine months, was a Virginia
Preferred-City-of-the-Month every month. Business
is UP 4Vz% over the same period in 1948!
WDBJ

is a preferred medium in a year-'round preferred market! Ask Free & Peters!
Rand-McNally

** Sales Management

over transcribed spots, but uses a fewtranscriptions. Landau's Younglieb.
who personally supervises the preparations of all Manischewitz copy, has an
open mind on length of spots, and prefers to tailor them to the show. He is
a firm believer in the integrated commercial, which sells with firm persuasiveness without jarring the mood of
the program.
The Manischewitzes have already
used a few video spots on a test basis,
and it seems a safe bet that before
long they will he TV regulars.
As they and their agency see it. if
merely talking about Manischewitz
foods on the air can produce pangs
of hunger in thousands of potential
customers, showing them on the video
screen in full splendor will melt any
remaining sales resistence. I he appetizing possibilities seem endless. And
the third-generation Manischewitzes
who run the business toda\ lune never
been slow to exploit a new sales approach, cherishing a> the\ do their
firms reputation as the most progressive in its field.
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SPOT
(Continued from page 25)
appear from radio commercials and be
replaced with material designed to convince the consumer that the product
has quality, provides an attractive
service and is priced well.
Among station representatives, there
is also the belief that the new attempt
to woo the consumer will, as one of

spi/r/iNorfftz

MIAMI

them put it. "'minimize the irritating
commercial." Announcements will be
carefully planned and jingles will be
more polished. The jingles used on
spot to advertise the Ice Follies, for
example, were written by the composers who did the music for the show
itself. And as an understanding and
appreciation of spot broadcasting
grows, one other change may be looked
for. Spot will undoubtedly continue
to be used extensively for chain breaks
and announcements, but it is almost
inevitable that the amount of participa
tion and full sponsorship activity will
increase.
Besides the pitchforking being done
by business conditions, there are a
number of additional forces at work
that make the future look bright for
spot. The growth of dealer-manufacturer co-operation, itself one of the results of the need to move goods, is one
of these forces.

It's now one of Dixie's Key
Markets
. and, a Miami's
still
growing .--. with
steady flow
of solid, forward-looking new
settlers; business and industry.
Yup, Miami's taking its place
with the biggest and best of em!
Of course WIOD's keeping
pace, too . . . just as it
always has. For detailed
information . . . call our Rep
George P. Holliugbery Co.

James M. LeGate, General Manager

5,000 WATTS • 610 KC • NBC

"Dealer co-operation," one New
York station representative said, "has
been one of the biggest things in my
life this year. Dealers have a big influence in placement and they've
brought me a lot of business this year."
In addition to the changes in state
of mind that have stemmed from an attempt to solve a current problem intelligently, spot broadcasting has benefitted, rather freakishly, from less
healthy attitudes. Unfortunately, at a
time when manufacturers are tearing
their hair about the cautiousness of the
buying public, many of the advertising
buyers are showing the same kind of
cautiousness they are trying to break
down in their customers. Many of
these manufacturers are buying spot
time because it is so easy to get in and
out of. It is sadly true that the flexibility ofspot makes it an ideal vehicle
for the neurotic advertiser. Other advertisers, too, are using spot — again
because of its in-and-out possibilities —
as a way of marking time until they
find out which way the television cat
is going to jump.
Daytime spot is also

AAARWET

IVTIG
rum

sos/rnERN new m<
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Paul W. Morency, Vice-Pres. — Gen. Mgr. • Walter Johnson, Asst. Gen. Mgr.— Sales Mgr.
WTIC's 50,000 WATTS
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& CO.

to

WMT always gets down
Colfax (IOWA)

The cold facts are these: Colfax
and 1058 other communities in
W.MTland (within our 2.5 mv line)
add up to a potential market of
1,121,782 people in the heart of the
richest farming area in the world.
Iowa's 1948 per capita income increased more than that of any other
state. WMT's 600 kc signal gets
down to Colfax — and out to all of
W.MTland — with a wallop that
makes listening easy.
The warm fact is that WMT's
programming makes listening easy
and desirable. Exclusive CBS outlet for the area, WMT offers a loyal
audience and a rewarding audience
to advertisers who want results
;<*.v*.C~The Katz
from their radio dollars.
man has full details.
-<«£!£>.
- ^-x~vw*?»ts.

WMT
CEDAR

Day & Night
NETWORK
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"Cavalcade" has gone to Wilmington, Richmond, Charleston, West Va..
Newark and other duPont factory

If the average listener thrills to
story of America, its heritage and
velopment, so much more does the
erage employee. The warmth and

the
deavvi-

tality of radio makes "Cavalcade" the
proper vehicle for the double-barrelled
utility to which it is put.
"Greatest Story" and "Cavalcade"
point the way for other large advertisers whose problems and budgets
warrant institutional campaigns with
Business
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For a complete picture of the full scope of the 19191950 Edition of CONSUMER MARKETS, send for
Full Explanation Folder. Copies of CM are $5.00 each.

Consumer (Dark

I Continued from page 29 i

displays that acquaint the duPont employ ee and bis family with the na'ure.
importance, and diversity of duPont
manufactures.

SRDS CONSUMER MARKETS
organizes in one place the basic
state, county, and city data that
sales and advertising executives
constantly use in appraising markets for consumer products.

l>l< \TOR's shown here, provide
much supplementary information
useful in proper market evaluation.

PUBLIC SERVICE

employees, these personal appearances
serve as a showcase for other duPont
products. Into the theater lobbies go

Time-saving
market data
source book

This easy-to-use source book cov<i- completely the detailed statistics that reliably picture markel i haracteristics. conditions and
trends in every important market
area in the U. S.. U. S. Territories and Possessions, Canada,
and the Philippines.
In addition, media Service-Ads.
like the YOUNGSTOWN VIN-

* • *

products bearing the duPont trademark are familiar to any one group of

RAPIDS

5000 Watts
600 K.C.
BASIC COLUMBIA

how bright its future will be.

areas, where as many as 10.500 employees have crowded into local theatres to watch the show from rehearsal
to broadcast to rebroadcast.
Since no more than 5% of the

r-^3V.\<iXSV.

-O*3^^-

being bought by some advertisers on
the basis that it is not seriously threatened by evening television shows.
sponsor believes that this kind of
fearful thinking will not last and is
not intelligent. However, experience
with spot broadcasting, whatever drives
the advertiser into it. will give him
first-hand knowledge of the special
contributions that spot can make to his
business. These special contributions
will enable spot to stand on its merits
with the other media. How intelligently
advertisers assess them will determine

A Section of Standard Rate & Data Service

Walter E. Botthof, Publisher
333 North Michigan Avenue, Chicago 1, III.
New York • San Francisco • Los Angeles

long-range objectives.
But what of the sponsor, whether
local, regional, or national, who wants
to cash in on public service with a
small budget ?
"The Bon Bon Show." third radio
winner of the Freedoms Foundation
awards, presents a pattern that may
sweep the country. Of the three top
award winners, this station-produced
program may be the most significant.
"The Bon Bon Show " was conceived
during the sweltering days of July.
WD VS. 250-watt Philadelphia independent, had a hunch that the 375,000
I Please turn to page 58)
SPONSOR

The average 16-mm sound projector
introduces an appreciable amount
of distortion into the playback of
the usual bilateral variable area
sound track.
Recent surveys have indicated
that the amount of distortion so introduced bynonuniform illumination of the scanning light beam
ranges up to 30 per cent. A maximum of 10 per cent is generally considered allowable in 35-mm reproduction.
The new Maurer multiple track,
by replacing the usual single track
with six. reduces the amount of this
projector-introduced distortion to
values of about 5 per cent — which
is very good performance.
No changes in processing or in
projection equipment are involved.
The only change is in the recording
galvanometer.
The

very substantial improvement is quickly evident to the untrained listener as well as to the

engineer.

The new Maurer Recording System, incorporating the six-track galvanometer,
will be commercially available early next
In line with the Maurer policv of protecting; its customers against obsolesence
year.

U rile for mure complete information.

J. A. MAURER,
37-03

16-mm

5 DECEMBER

1949

as far as is possible, all owners of the
Maurer Model E Svstem will be invited
to convert their equipment to the new
six-track recording, at a cost which will
not exceed the difference between the
initial costs of the two systems.

INC.

3tst Street, Long Island City 1, N. Y.

Professional

Production

45

Equipment

The biggest program

payoff in all radio is the mystery-drama...
consistently delivering to advertisers more
customers-per-dollar than any other classification.
Now available is one of the best ... a proven
performer, with an audience in the millions,
winning high ratings against one of the most
publicized long-run hits on the air.
It's The Ad rent tins of Philip Marlowe. . .
fast, tense, expertly written and played
stories about the best-known detective-hero
of them all. Even before radio, Philip Marlowe
had already won an audience of millions
in Raymond

Chandler's best-selling novels

and big-star, major motion pictures.
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In the Rose Bowl,
WHEC
In Rochester
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WHEC is Rochester's most-listened-to station and has
been ever since Rochester has been Hooperated!
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Note WHEC's leadership morning, afternoon, evening:
STATION

STATION

STATION

STATION

STATION

WHEC
41.6

B
20.6

C
8.9

D
8.4

E
14.5

F
4.2

36.1

25.5

8.2

14.3

10.8

36.0

24.8

7.0

10.3

11.5

STATION

MORNING

d sinCe.

8:00-12:00 Noon
Monday through Fri.

never been topped

AFTERNOON

p««g- ,
ener
peraun
EC e list
Hoo
Sr ,7,
°P^JS
cided
Ho

12:00-6:00 P.M.
Monday through Fri.

EVENING
6:00-10:30 P.M.

leadersmf

Sunday through Saf.

SEPTEMBER-OCTOBER

HOOPER,

Only
2.3

Station
Broadcasts
till Sunset

1949

latest before doting time.

*#»

BUY

WHERE

THEY'RE

IriHWi
G A N N E TT
RADIO

LISTENING:-

O U P

N. Y.
5,000 WATTS
Representatives: EVERETT-McKINNEY,
5 DECEMBER

Inc., New York, Chicago, HOMER

GRIFFITH CO., Los Angeles, San Francisco

1949
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TV PREMIUMS
i Continued from />«£<' 33 i

without seeming to dominate the seem-.
So effective are good kid premiums
in sampling the product or otherwise
stimulating Bales, that most users would
eladh feature them more often if the\
could j;ei good ones. It is, of course,
impossible to tailor every premium
used, especiall) for ever) show on
which it is used. There just aren't
enough good ideas to go around. Yet
tin- i- the ideal wa\ to boost returnand >/i\f the product its most effective
promotion.
The tov television set is an excellent
example of a made-to-order premium.
so, the original gadget wasn't
Even being
even
peddled as a premium when
an official of Ted Bates, who handles
the account, saw it. He pounced on
the idea of converting the little peepbox into a toy "television set" as a
premium lor the Colgate segment of
Hoody Doody. Sponsor and agencypeople got together on the idea of using
characters from the show in a humorous sequence, ending in a surprise.
Fifteen cents and the usual tear from

the product carton were set as the
pi ice of the premium.
The idea wasn't developed, however,
without a test. Testing the item is generally regarded by premium experts as
the number one step in a successful
promotion. In this case, about a dozen other candidates along with the
miniature television set were given a
test in the homes of over 200 children.
The group was selected to give a good
cross-section of children's ages and
economic status of their families.
An interviewer called and first explained to the mother the purpose of
his visit without letting the child in
on the secret. Then the child was allowed to take the box of premium
items into a room by himself and, without any coaching or supervision, select
the one he would rather keep. Other
items included Howdy Doody buttons
and badges; a Howdy Doody statuette
whose head wagged; a Howdy Doody
balloon (several types) ; pencil with
Howdy Doody head; Howdv Doody
figure with a magnet, etc. The little
television set was an overwhelming
choice.
Each child, as a rule, made a thor-

oughgoing check before deciding his
choice. The average time was about
ten minutes. The company is said to
feel this was the most successful premium offer they ever had. While
neither the company nor the agency
will confirm it. gleanings from independent sources suggest this promotion probably pulled two or three times
as well as the average network premium offer. This "average" is an unknown quantity, numerically speaking,
for boxtop returns are top-secret stuff.
A sponsor would rather his competition think a successful offer failed rather than invite a sucessful imitation.
The 25.000 returns on the Small FryIndian hat is considered hish in thQ
trade. I This figure, incidentally, is the
only one the sponsor ever released on
their premium returns.) There is not
yet a wav to make an accurate projection of Small Fry's l or any other TV
network show's I total audience, so as
to compare returns against number of
listeners. It is carried at the moment
in New York. Chicago, and Boston.
The Small Fry Club has about 148,000
members, with a backlog of letters of
about 18.000 I processing takes about
three weeks! awaiting processing.
On

pre-testing of premiums, says

Katherine K. Fristrom of Leo Burnett's
l Chicago I merchandising department.
"If it is not done, the manufacturer
may be surprised at what the American child tlrn'ss of the item even
though the promoter thinks he has a
In addition to lai pretesting the
sure-fire idea.'
premium; I hi weaving it into the
show, letting characters in the show
handle, demonstrate and approve it:
Icl selling the product while selling
the premium. T\ premium experts
offer two other pointers. Make the
initial order the very minimum possible, even though it is admittedly onlj
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as a guess based on previous experia flop. ences. Itwill cost less to hold up deliveries while reordering than to harxcsl
Fifth, seasonal timing and other ticins can help boost returns. The miniature television set. for example, was
offered just as school was opening and
kids were especially eager to show off
new acquisi ions. Word of mouth advertising can break, as well as make,
a child's premium even more quickb
than it can one for adults.
The same kind of excitement or "surprise" value that makes premiums so

SPONSOR

Gives "Clear Sweep"
television coverage of the
San

Francisco Bay Area
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This is a success story
butter.

- about

A short while ago, Mont St.
Hilaire Dairy was distributing
about 4,500 pounds of butter
per week through its retailers.
This past summer — at a time
when some sponsors go off the
air — the Dairy decided to tell
itsstor) on CKAC. The result?
In less than three months using only a quarter hour a
week sales had soared to 12,000 pounds. As Mr. Gaboury
o| Mont St. Hilaire Dain puts
it— "Les chiffres disent mieux
que les ecrits" — the figures
speak for themselves.
Yes, more and more sponsors
are discovering what a powerful influence CKAC exerts in
Quebec, a billion dollar market
where CKAC reaches more
than 7" out ot 1 nil families.
It's no wonder that CKAC gets
n suits at a ver\ modest cost
pi r listener.
CBS Outlet In Montreal
Key Station of the
^

TRANS- QUEBEC

radio group

CKAC

MONTREAL
730 on the dial • 10 kilowatts
Representatives t
Adam

J. Young

Jr. • New

York,

Chicago

William Wright • Toronto
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inin li fun for children also works to
make women like radio and television
oilers, i Men. as pointed out in the first
article, don t go for premiums.)
"Women
take a childish delight in
presents, bargains, surprises, extras.
Charlotte
Montgomery
reminded the
Premium
Advertising
Association
of
America at a recent meeting.
While glamour can help a premium
on television just as on radio, the basic
items that pull and pull anywhere in
the televiewing sections of the countrv
> still items that are "hands to use.
«*are
Scissors, mixing bowls, refrigerator
dishes, dish covers, spoons, etc., nevei
cease pulling. An item cant be too
prosaic if it is genuinely and pleas
antly usable by the housewife.
The Alpha Beta Food Markets made
a single offer of a "Jadeite" mixing
bowl on KTLA, Los Angeles. At the
time there were about 45.000 television sets in the area, of which about
U)' i were in the territories of their
stores. Four hundred and fiftv -seven
housewives wrote in for a card thai
entitled them to buv a pound of oleomargarine at39 cents and for 46 cents
more received the mixing bowl valued
at $1.25 I $1.64 worth of merchandise
for 85 cents ) . Three hundred and ninety-two women presented their cards at
'he Alpha Beta markets.
Ansonia Shoe Co., New York, on
the Faye Emerson Show I WCBS-TV )
made two offers at the end of the show
of a card entitling women to a 10' <
discount on merchandise purchased at
the store. More than 1.500 women
responded to the offer. Glamorous or
not, if a woman is convinced there's
value in a premium she can use. she

SPARTANBURG-GREENVILLE
MARKET!
AIR

YOUR

WARES

OVER

can be impressed — and moved in profitable numbers to respond.
The size of a premium isn't important as a factor in a television demonstration— the lenses of the camera will
take care of that. It is true that much
experimentation is needed to produce
both good product and premium commercials. Live premium demonstra'ions, however, permit more experimentation. They are obviously the
best bet for self-liquidating offers
which ma) not recur in exactly the
same form, if at all.
With television's advantage in demonstrating and ■"selling" premiums as
well as products right in the home.
premium advertisers should expect record returns from this form of advertisinu.
* + *

.fftl
John Blair & Company
"""^
Repres
Harry
E. ented
CumminssBy:
*
Southeastern Representative
,
Roger A. Shaffer
/]
Managing Director \
Guy Vaughan, Jr., Sales Manager

.

CBS Station For Theburg

Spartanburg-Greenville Market
5,000 Watts - 950 On Your Dial

WSPA-AM

and WSPA-FM Are Sold As
A Single Service

SPONSOR

MAIL ORDER
I Continued from page 21 1
only listenership and business, but repeat business.
His plan called for signing with one
station in each market to which he
would supply proved programing
(where necessary) and products which
met standards he believed would keep
the confidence of the purchasers. He
rigidly controlled copy claims and
stressed underselling as a key to longterm success. His "network" now consists of about 60 stations.
There is no way of ascertaining exactly how many stations are amenable
to m.o. business. One agency has a

10-minute segment the first announcement and first recording would be cut.
The commercial time here is a shade
over the NAB code allowance.

ing, closing, and middle commercials.
Usually about nine sponsors are handled during a period of l'/2 hours,
when the entire schedule is repeated,

Perhaps the king of all m.o. operations is WCKY. Cincinnati. It has

with new music. At 11:00 o'clock a
new show starts with new sponsors and
products. In this later period new
products and sponsors are tested.
VVWVA, another phenomenally successful m.o. station, works a similar
ning.

been widely reported in the trade
( wholly without confirmation from
WCKY I that when they started their
all-night Hillbilly jamboree lit gets
underway at 8:00 p.m.) the station
upped its average income around
$8,000 a week.
The Jamboree is programed in 10minute segments of hillbilly and western music. Each sponsor gets a segment and a total of 500 words in open-

program, but starts later in the eveOne of the worst black eyes m.o.
sponsors have given radio is from the
careless way in which complaints on
merchandise, have been handled. Often
they

haven't

been

adjusted

at

all.

list of over 400 such outlets. It's likely there are even more. This, of course,
doesn't mean all these stations are open
to just any business, but that they have
and will take what seems to them the

right P.I. deal.

Radio mail order sessions have a

typical type of programing. For the
more sophisticated metropolitan areas
the tuneful, "listenable" Martin Block
kind of music does best. For predominantly small town and rural markets the hillbilly tunes generally go
best. The best of juke box hillbilly
tunes are strong favorites. Things like
Careless Hands, Room Full of Roses,
Jealous Heart, Mule Train, etc.
Of course there are exceptions. Participation shows of all kinds are frequent choices for an m.o. item, as are
news shows. The typical m.o. session,
however, is the musical program with
a personality who has the gift of arousing confidence in whatever he recommends. There is something, according
to mail order experts, in the theory
that these selling personalities are
"born." But it is still possible to take
an ordinary, even a poor, m.o. salesman and do wonders with him after a
little concentrated instruction by an
expert in the art.
M.O.N, supplies not only library music for its affiliates who need or desire
it, but e.t. commercials as well, though
they prefer a station to use a live announcer where they have a good pitchman. M.O.N, will train a station's salesman to handle M.O.N, products on the
air. A typical 15-min. segment is handled by opening with a 15-20-second
teaser introduction followed by music.
The middle commercial runs 2-2l/iminutes and the music is followed by
a 40-50 second closing reminder.
In a
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COLUMBUS— A COMBINATION OF INDUSTRY,
STATE GOVERNMENT AND EDUCATION . . .
The situation of Columbus is unique in the nation. Though the
industrial output of this city is between $500 million and $600million, industry is not the full strength. Columbus is also the
seat of the government of Ohio. Here are state departments
and state institutions employing many thousands of people. Columbus is also the center of learning for the state. The Ohio
State University with its registration of 22,000 has an important
part in the cultural and business life. Industry, government,
education, all give to the economy of Central Ohio and Columbus a balance that is profitably favorable to those who sell in
this rich market.

CARLILE'S FURNITURE STORE— 70 YEARS
IN COLUMBUS— 25 YEARS ON WBNS
Carlile's are old in years but young in ideas. It was only natural
then, that they should be among the first to use the facilities of
WBNS when this station started broadcasting 25 years ago.
W. A. Carlile installed a studio in the store and invited the public to come in and watch this novelty called "Radio." The response ran into the thousands . . . and they have been coming to Carlile's ever since because this store has continued to
as one of its principal mediums of advertising.
use WBNS

WBNS IS THE MOST IMPORTANT
RADIO SALES TOOL IN CENTRAL OHIO—
If you desire to do a profitable selling job in Central Ohio you
must include WBNS in your advertising program. This is easily explained bya look at WBNS programming and coverage figures.
163,550 families in this area are WBNS listeners. The programs on
this station have been built to fit their needs and wishes. Test
flfter test has proven that they respond to WBNS advertising . . .
and respond in a big way, much to the deCOVERS
0
light of sa'es and advertising
manage.

T

IN COLUMBUS.

OHIO

POWER

5000 D*1000*N

CBS

ASK

JOHN

trlTRAL OHA2:

IT'S

BLAIR
55

74

eQ

FOR BETTER RESULTS

TON-SALEM

Pacific

IN THE

Northwest

Station^
Ellensburg

TO WRITE YOUR
SUCCESS
STORY

bab) chicks for Black's Poultrj Co. of

Columbia, S. C.

Whatever your product or
service, give WAIR the opportunity to put your story
before the people of this
locality. WAIR listener confidence, built up over a
period of years, assures profitable reaction, making good
material for i SUCCESS
STORY
OF YOUR
OWN

Butte
Spokane

Today, more agencies are willing to
handle m.o. accounts. Some smaller

Missoula

ones are specializing in them. Not all
agencies who handle this business are
strangers to the 4As. In fact, seven
of the toji fifteen 4 A agencies are reliably reported to be interested in placing business with several outstanding
m.o. stations.

Bozeman
Helena
Great Falls
THE WALKER

COMPANY

551 Fifth Ave., New York 17, N. Y.
360 North Michigan, Chicago
1, II

PACIFIC
NORTH
National

Rep:

NORTHWEST

BROADCASTERS

6381 Hollywood Blvd., Hollywood 28, Cal.
79 Post Street, San Francisco 4, Cal.

CAROLINA

Avery-Knodel,

Inc.

IN THE UTICA-ROME AREA

fV/BX\%

~~

"When I'm makin <z my initial screen of stations in
a particular market and getting the technical data

helpful...

FIRST by FAR

I need from STANDARD RATE," says the Time
Buyer in a large Chicago agency, "I check all the
ads that appear, too."
Service-Ads, like WIBX's, for example, are particularly useful to Time Buyers. They supplement
and expand the SRDS station listings with additional information that helps buyers buy.'
Note to Broadcasters: The SPOT RADIO PROMOTION HANDBOOK reports what radio advertisers and their agencies want to know about statinn<- and where they get such information. If you
don't have a copy, order one from us. The price:
$1.00.

10.18
12.00
11.43
19. M

dXkiwlBX
UTICA 3. NIW

The

SRDS
Television
lished monthly
in

TOM

Section
is now
puba separate
volume.

Inc

RATE

&

DATA

SERVICE,

The National Authority Serving the Media Buying Function
Walter
333
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Almost no station today will accept
P.I. merchandising without first inspecting asample of the product; finding the price represents good value:
ascertaining that the product doesn't
conflict too closely with similar merchandise being retailed b\ stores in the
same area; getting a guarantee to refund purchaser's money on his complaint. For a station not to insist on
these things is to subject itself to possible sabotage of its listenership. Fewer and fewer stations today are shortsighted enough to risk that.
M.o. business even has a geography

time buyer finds Service-Ads

STANDARD

The station insists that products it offers he at least comparable to prices
in such standard retail outlets as Sears
and others. Products include such
solid staples as car tires and seat covers. Between January and April of this
year. Jamboree sold over 4,000.000

Portland
HOW
OWN

\\'(!K^ broadcasts even half-hour an
overall guarantee to handle promptly
and personally am complaint whatsoever on the merchandise sold on its air.

ILLINOIS

of selling. In the metropolitan East
listeners take more selling. Here, also
"gadget t\pe merchandise generally
has its best sale, though as a rule it
doesn't sell on a broad scale. The
far West likes a solid serving of facts
and specific descriptions, not much
selling. The mid-West usually responds
better to a blending of the two approaches. Ifan item is to be pushed
to the hilt in all three areas of the
country better results are likely to
come from scripts which take these
facts into account.
As every experienced m.o. station
knows, it is possible to educate listeners
into responding to mail-pull and direct
selling pitches. But one has to start
with the right programing and personalities. It is true, and for obvious
reasons, that the more powerful stations
ordinarily get the best mail order returns. But exceptions are numerous.
WHWB, Rutland. Vt., for example, is
a one kw station with an exceptional
dominance of its area.
More poyverful
SPONSOR

stations from outside don't come in too
well. In recent weeks the station has
offered M.O.N, items in fringe time
with remarkably good results.
Outlets who are determined not to
compromise their published rate cards
with P.I. business under any circumstances often take mail order business
at card rates, and the distinction should
be clearly drawn. It is true that many
agencies will gladly pay card rates for
time on a station with a proved mail
order record — or pay for a test where
an up-and-coming station looks like a
good bet. As managements change the
quality of a station as a mail order
puller varies. This makes constant
checking and testing necessary.
Overwriting a claim can make a

posed they were getting nylon socks.
The copy was changed to sell the cotton, referring only briefly and casually to the nylon reinforced heels and
toes.
Complaints virtually ceased.
Harold Kaye, who censors all copy
used on M.O.N, stations, points out
the value of an experienced mail order

copy rewritten on M.O.N, standards,
rejections dropped to T/< .
While it may be said that items under $3 in cost, and items not too complicated ordinarily do better than
others, there are numerous exceptions.
To mention only one in each case, H.
K. Simon Agency, New York, has a
Chronograph wristwatch selling for
$8.95 on 60 stations. It is not unusual
for an average station to pull 30 to
40 orders a week.

copywriter in cutting down on rejections of merchandise where the trouble
isn't with the value of the item but in
the erroneously induced expectations
of the listener. On an offer of nylon
stockings a test using agency-written
copy averaged 18% rejections. With

Casper Pinsker Advertising has pulled about 100,000 orders for a vestpocket adding machine costing $2.98.

C

good buy sound suspicious. A slightly misplaced emphasis can cause unnecessary complaints. A current
M.O.N, offer first described men's cotton socks with emphasis on the nylon
reinforcements. Since people tend to
hear what they want to hear, stations
got complaints — many
listeners sup-
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YORK

•

CHICAGO

MUSIC,INC.
•

HOLLYWOOD

The machine, which adds up to 99
million, is definitely on the complicated side. Yet the agency found selling
points and a way to put them over
simply enough to make listeners order
it. Returns average only around 31-.',
— very low for an item of this nature.
It
will soon go on more than 100 stations.

F

-04rfucUeace
Sept. -Oct. 1949
MORNING
41.3
AFTERNOON
37.2
28.6
EVENING
First By Far

WFBL
SYRACUSE,

N. Y.

Represented by
FREE & PETERS, INC.

\\ Idle radio selling techniques will
necessarily be modified on television,
the same headaches, perhaps magnified, will exist for the newcomer to
mail order selling: how to select items,
censor copy, evaluate price, use premiums, build audience acceptance, etc.
Huber Hoge & Sons, one of the country's biggest mail order agencies, feels
that television is one of the greatest
potential moneymakers of all time.
They're now TV-testing several items

for Fall.

Right now. however, Hoge is using
more than 500 radio stations for a
dozen m.o. clients.
The radio industry is disposed to
call radio mail order an entirely legitimate method of doing business. But
its leaders will not grant that any
method of compensation for it other
than straight card rates is acceptable.

• • •

PUBLIC SERVICE
{Continued from page 44 1

OneVoesh-

colored population in its area would
welcome a daily program "of, by, and
for its own people." The broadcast
that the WDAS management envisioned
would include local negro news, serious, pop, and bop music, talks by negro civic and cultural leaders, forums
on topics of special interest, participation of negro sports, stage, and screen
celebrities and embryonic stars, a dayto-day perspective of the negro world
found only in the negro press. Philadelphia had no such program.
WDAS executives discussed its idea

Feature
Availability

zn
National

58

Jim Monroe & The
News 6:00-6:10 P.M.
Tues., Thurs. 8C Sat.
Radio reporting at its
beat with Mid-Amcru.i's favorite newscaster. Write, wire or call
today!

Representative ~ John

E. Pearson Co.

with the Philadelphia Fellowship Commission and. at its recommendation,
with social agencies, judges, doctors,
civic leaders, employment agencies,
union officials, business men, bankers,
and a number of average householders.
Out of this came a general program
skeleton and a decision to select a

The answer
was Georgewho"Bon
Bon"
1 unnell.
a Philadelphian
for years
was a featured vocalist with the late
Jan Savitt's Orchestra heard over NBC
and CBS. Many theatrical engagements had given him stage presence;
he had frequently recorded for RCA
and Decca; and his harmony group
was well-known to a high percentage
<if the population in and around the
Quaker City.
With Bon Bon's help a one-hour variety production was evolved based on
the concept of good entertainment and
public service without regard for prejudice or bias to race, creed, color, or
politics. It began life in mid-August.
The broadcast time is 11:30 to 12:30
noon Monday through Saturday.
"The Bon Bon Show" was sponsored
from its initial broadcast. Instead of
selling daily participations of 15 or
30 minute segments, WDAS instituted
individual sponsorship of each day's
program. The Spatola Wine Company,
experienced in selling the colored market, bought Wednesdays and Fridays
on a long range basis. A cosmetic
manufacturer, a furniture store, and
a furrier purchased the remaining
days. Whether the policy of individual daily sponsorship will continue depends on the analysis of the first 15week test period, soon to be concluded.
It's still too earlv to indicate results, but the cooperation, publicity,
and promotion that the show is receiving from countless quarters augurs
well for sales. All four negro newspapers repeatedly urge listening to
"The Bon Bon Show." and have even
thanked the sponsors by name in their
editorial columns. Hundreds of thousands of leaflets, folders, bulletins, and
signs promoting the program have
been issued by colored organizations.
Several sponsors have carried tie-in
copy in frequent newspaper advertisements, prepared window displays, purchased billboards. One mailed 100,000 cards to dealers and customers.
"Bon Bon"" Tunnel! has made over 100
appearances in Philadelphia stores.
In publicizing the program to the
negro community \\ DAS stressed the
necessity for meaningful public service

negro mc who met these four requirements: 111 prominent in the negro

ingredients. This careful indoctrination, and the obvious pride with which
the colored audience views the show,

community. (2) familiar with showbusiness. 1 3 1 exemplary character.
1 1 1 good microphone presence and
diction.

has kept canned propaganda and useless publicity at a minimum. To date
close working arrangements have been
established with the negro Flks. the
SPONSOR

They Love Us
in Alberta
Opening the huge stack
of mail every morning at
KDYL is always a pleasure, but even our office
girl was thrilled by a recent letter from Brocket,
'way up in Alberta, Canada, ordering a produced
advertising on "The Old
Corral."
A thoughtful postscript said, "'The Old
Corral' is the finest program there is. We listen
to it every morning."
What more do we need
to say?

National Colored Children's Bureau.
National Postal Alliance, The Community Chest, The Fair Employment
Practices Commission, The Philadelphia Service Organization. YMCA. and
other bureaus operating for better race
relations.
Today, the basic makeup of a onehour show contains the following components:
( 1 I Vocal and instrumental music
by white and colored bands.
bop.
all the way from classical to
1 2 ) General news from AP and
Overseas News Service.
( 3 1 International, national, and
local news of negro interest.
I 4 1 "Inquiring Reporter" - — telephone-contact queries on topics in or allied to the days
news.
(5) Negro social, religious, fraternal, and club information.
(6) "Name-guest" interview, alternating between civic leaders
and entertainment world, white
and colored.

Salt Lake City, Utah
National Representative: John Blair & Co.

(7) "The entertainment
whirl"what's doing in town.
I 8 I "Mother-of-the-day" — recommended by listeners I winner
receives box of bon-bons and
dedication of her favorite
song) .

X

SPOT
RADIO;

ACTUAL

with the
revolutionary

ALTEC
21 B
MINIATURE
MICROPHONE
SIZE1

It achieves uniforaiitl1 of response .. . provides greater
tonal fidelity. . . it is omnidirectional. . itis blastproof, shockproof . . . there is no false bass
build-up . . . more net acoustic
gain before encountering feedback . , . tiny size contributes
to remarkable versatility of
positioning . . . extends the

(9)

sells the millions that buy

ASK
YOUR
JOHN
BLAIR
MAN
REPRESENTING

LEADING

RADIO

STATIONS

JOHN
BLAIR
Offices In: Chicago, New York
Angeles
Detroit, St. Louis,SanLosFrancisco

«, ^»*»MDANY
* WmrWIf

Patriotic moment

1949

of "Thanks

fidelity of sound transmission.

for America."
( 10 I "Reminder for today" — a philosophical thought.
"The Bon Bon Show" has already
achieved another distinction. Howard
T. Reynolds, songwriter and pianist on
the program, received $1500 from
Freedom Foundation for his new
song "Speak Up For America" originally presented on the show. He was
one of the ten winners in the "Unclassified Awards" division along with
Judge Harold R. Medina. Cluett Peabody & Company, Kiwanis International and others.
"The Bon Bon Show" happens to
embrace negro public service. But
the opportunities for local and regional service ripe and right for sponsorship exist in many directions. It takes
keen judgment to determine what's
appropriate for sponsorship, what's
not. That's a judgment that every
sponsor interested in public service
broadcasts and every station must exprrisp
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1G1 Sixth Avenue
New York 13.N.Y.
1161 North Vine St.
Hollywood 38, Cal.

DAYTIME

WHHM
MEMPHIS

INDEPENDENT—
but not aloof!

PATT

McDONALD — Manager

PROGRAMING

{Continued from page 27 i

nor Moore has paid off to date — alI daytime broadcast-audience place lothough all three of these may come
through.
callj in the last May-September Hooper report.
The network daytime reliance on
The status «.!' \\ \K\Y. New York, is serials and audience partieipationers
well known. This independent, operat- as their chief bulwark has not been an
ing in perhaps the toughest, certainly accidental development. That part of
the most crowded, market in the counthe daytime pattern rests on solid retr\ received L6.3 percent of the daysearch. The trouble with that research
lime share of audience in Hooper's — as admitted by the prominent social
L949 August-September tabulations for scientists who conducted it— is that
the I ig town.
usually it shows only what audiences
Just one more example is little, 250- do not want. There is an admission
watt, <la\ time-onlv \\ IBR l formed)
on that point in a condensation of the
\\ ( I . \ i at Baton Rouge, Louisiana.
famous NBC morning-serial survev
During four daytime periods, in the which was made in 1944. Dr. Paul
ratings for January-April this year, F. Lazarsfeld and Helen Din rman.
WIIJK outranked the three local net
work alliliates against whom it must writing about that survey in "Communications Research: 1948-1949." declare:
compete.
In all the cases — with high power
or low. with network affiliation or

;

IM)KI'l:M>FM
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5
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iii'prt'si'titatixTs

"AMERICA'S
WESTERN

FINEST
ACT"!

The Texas Rangers, stars of
stage, screen, radio and television, early this summer made
a personal appearance tour in
the Midwest. They are pictured
here in Oklahoma City, when
they were commissioned honorary Colonels of the State of
Oklahoma by Governor Roy
J. Turner.
The Texas Rangers transcriptions, used on scores of stations
from coast to coast, have
achieved Hooperatings as high
as 27.4.
Advertisers and stations — ask
about our new sales plan!
Wire, write or phone
ARTHUR B. CHURCH Producfions
KANSAS
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CITY

without it — it is program pattern that
makes the difference. The local stations have been flexible. The networks,
in spite of some efforts to improve
the daytime picture in the last few
years, have on the whole hewed to old
formulae.
The network daytime patterns are,
by and large, like stars fixed in the
sky. Daytime serials are the backbone
of NBC and CBS. Audience participationers are the daytime staples of ABC
and Mutual. Hugh M. Beville. Jr..

mm

6, MISSOURI

fect, iBut Jack Berch is not yet in the
Godfrey class, while neither Albert

director of NBC's research department,
concedes that "the serial has been the
most stable element in the daytime
program pattern." NBC has tried other
elements. It experimented with the
Fred Waring show. While that one
proved to be a good program, as far
as critics were concerned, it simply
failed to pay off. It cost too much to
hold sponsors interested on a costper-point basis. CBS tried too. and
with greater success, when it brought
Godfrej to the coast-to-coast audience.
But neither CBS nor NBC has develany other
program
I lull.opedThe
closest
ABC with
has Godfrey's
come to
offering real morning competition, outside the audience-participation field,
is with the "Beth Crocker" program.
NBC is now trying again, with the
Jack Bereh show and the earlier (9
a.m. i Fddie Albert program. CBS is
also making an effort to holster the
daytime log with the Garry Moore
pitch taking up a full hour in the afternoon,That's
i
where Stanton's "crossreference" idea is being put into ef-

"Dissatisfied radio listeners are in
general more eager to describe what
th \ do not like about existing programs than to describe in any detail
the kind of programs thev would preIt is only experimentation by the
networks, sponsors and agencies that
will show what the audiences might
prefer. The positive approach must
come from the industry, it can not be
expected from the audiences.
That 1944 NBC survey showed, for
instance, that in the morning (9 a.m.
to noonfer."
I the serial-storv audience is
made up of only 29 percent of the potential women listeners.
There is another survey, besides
NBC's, which is more optimistic. This
is one completed for CBS in 1948. after
an 18-month inquin which enlisted
the services of such big-time researchers as Lazarsfeld himself. Elmo Roper,
Dr. Raymond E. Franzeen and Dr.
Carl L. Rogers. This study showed
that the majority of women — 54 percent— did listen to the daytime serial.
But then, offsetting the CBS statistics,
is a more recent stud), conducted in
two central Illinois counties by Charles
H. Sandage. professor of advertising
at the Universitj of Illinois. Here,
the picture is not so pretty.
Sandage shows that in one of the
areas. Champaign Count), the average
percentage rating for women s listening to sex en available daytime serials
is only 4.9.
In that CBS report on serials, it was
hard to find am criticism against the
davtime
pattern.
The report simply
SPONSOR

showed that the majority of the women
"liked'' the serials. It showed for instance that, in selected cities, the serial
listeners could have tuned in competing programs. In Dubuque, Iowa, the
women tuning in on serials had eight
competing programs that they could
have
heard.
But it is on the basis of the reasons

loving women. These 138 got their
own coincidental check — they received
'phone calls on two separate occasions,
once when the NBC Symphony was

playing on its home grounds and receiving local broadcast. Of the 138
music -lovers — exactly 100 were found
to be tuned in to other programs while
the longhair fiddlers and tootlers ocgiven by women who do not listen to
cupied local transmitters!
serials that the networks have develHere are some of the things the netoped those additional elements in the
works are not doing in the daytime:
daytime program pattern.
They are not taking into account the
Programers, on both local and na- local desires. True, that is something
tional levels, know, however, that not the local stations can do best — since
all audience criticisms must be taken a network must think of a national
as gospel truth. There is always dan- audience. But the networks are no!
ger in relying too completely on what finding enough new programs, new
is known to some people in radio as formats, new personalities that could
the Cleveland
Critique.
attract national and local daytime audiences at the same time.
That Cleveland Critique was just a
The nstworks are not taking into
bit of a fiasco. It happened three years
ago. A local radio editor had called account early morning listeners. Local
on his readers to say what they would stations that are successful are always
prefer on the air. Here was supposedly cashing in on that audience.
a positive approach. Three hundred
Except for an occasional, rare try,
of the dear ladies took pen in hand usually more or less by accident, the
and, almost unanimously, demanded networks are not taking into account
more music — classical music. But the out-of-home listeners. The recent
someone at WHK got hold of 138 of Pulse-WNEW figures (sponsor, Nov.
the names from among the 300 music- 7) showed that there is gold in those
out-of-home mountains, if programs
are tailored to their preferences.
Mr. Advertiser:
The networks are not — again, with
YOU CAN DO IT AS
rare exceptions — taking the semi-urban
and rural and farm audiences into conWELL (Maybe Better)
sideration. Here, the Sandage report
AND FOR LESS
throws additional light on the pos-

with
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sibilities. Sandage shows that "farm
reported greater listening than

either urban or village women."
Important sponsors have shown,
more and more of late, that the networks have big daytime value. Cigarettes have been moving more solidly
into the network daytime picture for
two years now. Pillsbury has signed
up to join the Godfrey parade come
spring, General Foods has bought Edwin C. Hill on ABC, General Mills has

transcribed
available

• JOHN
CHARLES
THOMAS
260 15-Min. Hymn Programs
• SONS OF THE
PIONEERS
260 15-Min. Musical Programs
• RIDERS OF THE PURPLE SAGE
156 15-Min. Musical Programs
• STRANGE
WILLS
26 30-Min. Dramatic Programs
• FRANK
PARKER
SHOW
132 15-Min. Musical Programs
• MOON DREAMS
156 15-Min. Musical Programs
• BARNYARD
JAMBOREE
52 30-Min. Variety Programs
• DANGER!
DR. DANFIELD
26 30-Min. Mystery Programs
• STRANGE ADVENTURE
260 5-Min. Dramatic Programs
• CHUCKWAGON
JAMBOREE
131 15-Min. Musical Programs
Send for Free Audition Platter and low rates
any of the above shows to:

TELEWAYS

women

contracted for the same network's
"Modern Romances." Further daytime
billings are reliably reported under
consideration by General Foods, General Electric, and Campbell Soup.
There are many other sponsors
ready, willing and able to sink solid
cash into daytime shows on the networks. What they need is: programs.
To provide those programs, the networks need: a daytime pattern that
will offer something new. fresh, perhaps even boldly experimental. * * *
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AM-FM

F

Covers the Prosperous
Greater Wheeling
Market From

BELLAIRE,OHIO
Consult the Hooper

Area

Coverage

Index, 3-County Area 1949, and see
how well WTRF covers the Wheeling
(W. Va.) Metropolitan Market. To see
how economically,

See THE WALKER

WE'VE

BEEN

CO. Today

PRODUCING

Motion
Pictures
FOR

MORE

THAN

39

YEARS

industrial . . . sales . . . animation . . . public relations . . .
training . . . theatre ads . . . from
20 seconds to 2 hours in length.
A Few Current Productions:
•

Federal

•
•
•
•

John Deere
U. S. Army Engineers
Commonwealth of Virginia
U. S. Navy

Reserve

Bank

• International Harvester
• Atlantic City C. of C.
• Northwest
Airlines

Write or wire for information

Jieid Jr. (J\ay
FILM INDUSTRIES,
208 So. LaSalle

INC.

2269 Ford Pkwy.

4,111.

1949
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doing.
mark. too. Exclusive of the Tennessee broadcasts, close to 100 stations
scattered throughout the nation have
told SPONSOR that they are spreading
the seed of optimism in their individual areas. The power of radio is helping the U. S. recapture its full economic strength.

SPONSOR
SPEAKS^

And in Cleveland another valuable
service campaign was introduced by
John Patt of W'GAR.

This one has

more of an industry flavor. W'GAR
has embarked on an ambitious "Give a
Radio Campaign" which has now been
adopted by many members of the Ohio
Association of Broadcasters. The OAB
has agreed to furnish each participating station with special copy promoting the sale of radios. While the

"Service Medium"
In a year of adversity and confusion radio is demonstrating a growing
predilection for service beyond the call
of duty. The signs are multipK ing.
In Tennessee the Tennessee Association of Broadcasters, headed by F. C.
Sowell of WLAC, Nashville, have instituted a"Let's Sell Optimism" campaign over 38 of their stations. Not
only are they flooding their state with
a minimum of 152 announcements a
day of cheery business information,
but they're publicizing the bright side
of the picture with printed notices to
business and civic leaders throughout
the state. Results aren't all in, but
it's evident that Tennessee is getting a
big lift.
And in other states the "Let's Sell
Optimism'"

campaign

is

finding

its

RMA's "A Radio in Every Room"
campaign, headed by W. B. McGill of
Westinghouse Electric Mfg. Co., has
done a hangup job annually, this is
the first time that a real radio-set-selling impact has been delivered bv the
stations themselves.
There's a growing maturity in radio
station circles today that augurs well
for the industry. Much is being done
on a unified basis for the general
welfare. It makes radio a better advertising medium. Radio may be labeled the "service medium" soon.
After BMB:

A Prediction

Predicting what will replace BMB.
if anything, is an illogical occupation
at present. But we'll take a stab at it.
And maybe you can check us nine

months from now to see how we're
First, we predict that another radio
measurement will follow.
We believe this because advertisers
and agencies have decided that thev
can't afford to be without a gauge for a
medium whose individual units are
hard to measure. And because broadcasters realize that they'll be at a distinct disadvantage without a common
measuring denominator.
We predict that the next measurement may not be very dissimilar to
BMB in technique.
But we predict that its use will be
different.
We believe that it will be used to
determine station coverage, not station
popularity. We understand that BMB
was originally intended as a coverage
device, but drifted away from that concept. Thus what may develop is a return to the original premise, with the
Nielsens, Hoopers, Conlans, Sindlingers, and Pulses doing the popularity
studies.
This won't give the radio measurement as much utility as is claimed for
the Audit Bureau of Circulation. But
radio compensates for that by supplementary research that goes beyond the
analyses that have been created for
printed-media measurement over mam
years. And this research will improve.
We predict that broadcasters will
continue to foot the bill. But with the
definite understanding that the measurement for which they're paying will
pay its way . . . and then some.

Applause
BAB

Sparkplug

The Broadcast Advertising Bureau's
contribution to a keener understanding of the sponsor's problems and
practices is being dramatically demonstrated inMaurice B. Mitchell's inspired talks at NAB District Meetings.
From Dallas to Boston, his weighty
word- have left an impression that will
spark many a new broadcast sale.
Mitchell's subject. "How to Get a
Larger Share of the Advertising Dollar." could also have been titled "How
to Know Your Advertising Prospect
Better."
62

A notable portion of his time

was devoted to an analysis of the advertiser's behavior in producing, distributing and marketing his products.
His recognition of the importance
of guiding station sales strateg\ in
the direction of sponsor and agency
understanding is a tribute to the newing.
found maturity of broadcast advertisMitchell does far more than that, of
course. His highly stimulating presentation constitutes, in fact, a short,
hard-hitting course on successful selling, taking in the more essential radio
ingredients. After listening to him.
one goes away feeling that broadcast

advertising is even greater and more
effective than most of us realized.
sponsor has long advocated the type
of radio education that the NAB is
now furnishing the industry: its edithinking.torial pages today reflect the same
NAB President Justin Miller is to
be commended for giving BAB the
dominant position at these meetings in
the face of many other urgent industry problems. In so doing, he is rightly placing dollars and cents factors
first tive
in selling.
this new radio era of competiSPONSOR
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Allied for full fidelity reproduction
Silver nitrate processing of superior quality.
Genuine "Vinyltte" brand plastic pressings...

Non-flexible phonograph
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MANUFACTURING

41 N. Las Palmas Avenue, Hollywood 38, California • HOIIywood

5107

records handled specially for speedy delivery
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SHOE

the booWel "Upper Midwest

FITS.

In this rich, stable area, where the ebb and

Food Sales" arrived at WW IX, we said, "this

flow of industrial strife are only headlines,

shoe fits us." The hookh I prepared for the
Twin City Food Brokers Association by Roland

61% of the population is rural. Radio is
basic . . . and radio is WNAX. A 1948 diary

S. Vaile, professor of Economics and Marketing, and Edwin II. Lewis, assoc. professor of

study, made

Economics and Marketing at the University
«)f Minnesota, describes the tremendous market

in 80 counties representing the

five states covered by WNAX, showed that,
of the 43 stations mentioned, listeners liked us

developed in the states of Minnesota, North

best 94.7% of all daytime quarter hours —
78.9% of all evening quarter hours. Call

Dakota

your

and South Dakota — three of the fi\e

States in Big Aggie Land.

man

for

full

particulars.

We'd be pleased to forward the brochure on

It seems that the agricultural folks are loaded.
For instance, the brochure

Katz

says the average

retail sales per family in 1918 in this Upper
Midwest area was $3,804. as opposed to the
national average of $3,131. In 1948, farm
folks in all of Big Aggie Land — the 308 counties within Minnesota, the Dakotas, Nebraska
and Iowa — accounted for nearly $3-hillion in
net farm income. Big Aggie Land is the
world's richest agricultural area — served tinly
by WNAX.

"Upper Midwest Food Sales" to you upon your
request.
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ABC

introduces

'short" contracts

Thirteen-week contract cycle, basis of network radio for more than
two decades, has ended as far as ABC is concerned. Net has sold
Doubleday & Co., book publisher, four weeks before Christmas and
Radio Offers, mail order concern, on four-week basis, being renewed
week by week. (Both placed through Huber Hoge agency. ) . . .ABC
will break another tradition next month, with daytime mystery.
-SR-

Antihistamines
invade spot

McConnell

says TV

won't replace AM

Whatever American Medical Assn. and Better Business Bureaus may say
about their effects, antihistamine "cold cures" are expected to continue as potent advertising factor. Among brands now in spot radio
are Union Pharmaceutical's Inhiston (Cecil & Presbrey) ; Whitehall's
Anahist (Foote, Cone & Belding) ; American Home's Kriptin (Duane
Jones) ; Grove's Antimine (Sullivan, Stauffer, Colwell & Bayles) ;
and Bristol-Myers' Resistab (Kenyon & Eckhardt ) .
-SRNBC's president, Joseph H. McConnell, predicts 3,000,000 TV sets will
be installed in U.S. homes by 31 December. But he adds: "Television
will never replace radio because both are complementary to each
other. "

New England
net formed

Stations report
more pressure
to merchandise

-SR-

New England Broadcasting System, of 21 stations, has been formed to
sell area's 5,000,000 population on single rate card-single ordersingle billing basis. Kettell-Carter, Boston, is ad representative.
Slogan is "Buy the Boston station of your choice — NEBS delivers the
rest of New England."
-SRStations coast to coast are worried over sponsor and agency insistence
on increased merchandising and promotion support. Perennial problem
is big again because some stations have been making extravagant
(often unrequested) merchandising promises in order to secure business.
-SR-

Drug chains plan
new Du Mont show

SPONSOR.
Office* 40

Fourteen major drug chains, operating as Drug Store Television
Productions, have signed for full-hour variety show on DuMont TV web
Tuesday evenings, starting 17 January. Drug chains also have started
second 26-week cycle of Saturday evening "Cavalcade of Stars." Two
shows, both handled by Stanton B. Fisher agency, are expected to
bring DuMont network $2,000,000 revenue in 1950.
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RCA will offer
LP record player

Sports now
tailored to TV

RE PORTS.

End of CBS-RCA long-playing record battle
RCA Victor will introduce next year record
Record's 33 1-3 rpm. disc. Until now RCA
industry with 45 rpm. platter, as well as
rpm. type.
-SR-

.. SPONSOR

is seen in announcement
player to handle Columbia
has been fighting rest of
making conventional 78

TV is affecting the playing of sports events. In Baltimore, lacrosse
will be telecast over WBAL-TV on league basis with ball blown up
double-size and playing field reduced to meet camera's demands.
-SR-

Magazines
use video

"Ladies' Home Journal" will make TV debut week of 2 January with
five-minute dramatized film (through BBDO) on WJZ-TV, New York;
WENR-TV, Chicago, and WMAL-TV, Washington, all ABC stations. . .
First three sponsors of cooperative telecasts of ABC-Time, Inc.
"Crusade in Europe" will be Detroit Edison over WXYZ-TV, StrombergCarlson over WHAM-TV, Rochester, and Pilot Life Insurance over WFMRTV, Greensboro, N. C.
-SR-

Coy sees new
radio net probe

FCC chairman Wayne Coy told an Amherst College group in Massachusetts
recently commission "has long realized desirability" of another radio
network investigation.
He recalled last net probe, nearly 10 years
ago, which led to split of NBC's Red and Blue networks.
New study
would ascertain how FCC's regulations are working, and might probe
network relations to talent bureaus and recording firms.
-SR-

Three-in-one
transmission

Pioneer broadcaster Clair R. McCollough has found a way to cut
corners on his AM-FM-TV WDEL operation via three-in-one offices,
studios, transmitters.
Unique phase is the construction of TV tower
atop one element of four-element WDEL radio installation, construction of FM tower atop another.
-SR-

CIO

owned

FM

outlets get
sponsors

Open sesame to advertising is being found by one class of FMers —
union owned outlets. WDET, Detroit, reports 19 sponsors (all local)
after several months operation. UAW-CIO FM station is aided by
350,000 members in motor city area.
-SR-

Richmond

church

has radio-TV
studios

Built into one of Richmond's newest churches is an impressive radioTV studio. Idea is to make at-home congregation many times larger
than at-church.
-SR-

Pillsbury plans
two CBS shows

Pillsbury Mills, Minneapolis, has bought 3:30-4:00 p.m., five-a-week
period across board on CBS, starting 3 January through Leo Burnett
Company, for 25-minute sponsorship of Art Linkletter's "House Party,"
and new five-minute series starring Cedric Adams, commentator over
Columbia's WCCO, Minneapolis-St . Paul.
—please turn to page 34—
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ONLY Intermountain Network is specifically
tailored for the Intermountain area.

If

ONLY Intermountain Network can gixe your
program and product merchandising at the
point of sale . . . where the people live.
ONLY Intermountain Network gives you
"CONCENTRATED COVERAGE WHERE
THE PEOPLE LIVE."

'■V
23 HOME

TOWN

':-< MARKETS COMPRISE
$y'"''•t
THE
INTERMOUNTAIN
NETWORK

•

s

t&.

The Intermountain area is covered with rugged mountain
ranges, some of them almost 14,000 feet high. All of them
have low ground conductivity.

UTAH
i'i-'

KALL, Salt Lake City
KLO, Ogden
KOVO, Provo
KOAl, Price
KVNU, Logan
KSVC, Richfield

The people live in fertile valleys isolated from each other
by great distances and these rugged mountain ranges. It is
impractical and wasteful to use longe range broadcasting to
reach these isolated markets.

IDAHO

'C;
"
V.-:

KFXD, Boise-Nampa
KFXD-FM, Boise-Nampa
KVMV, Twin Falls
KEYY, Pocatello
KID, Idaho Falls

"•:':':

■?■*?;

"CONCENTRATED

WYOMING

■■•>»

.'**.

KALL
of Salt Lake City
Key Station of the
Intermountain Network
and its MBS Affiliates
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KVRS, Rock Springs
KOWB, Laramie
KDFN, Casper
KWYO, Sheridan
KPOW, Powell
KOVE, Lander
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network stations to match your distribution —
without
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Nabisco goes after
the moppet market

National Biscuit Company

sells Shredded

Wheat
via "Straight
Arrow"
kid show, finds
itself with
bonus adult
audience

Is there a radio
man in the house

Sponsors and advertising agencies are learning that an expert in the radio setup closes
hiatus between sponsor - agency - dealer;
builds good will and sales

Sales proof of
TV commercials

Look Hear survey gives detailed facts on
who buys what products for the first time
as direct result of video commercials

38
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singing sellers
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Radio is
getting bigger

Nevins oranges
corner top market

Facts of the case reveal that broadcasting's
TV-inspired confusion has ended, and
medium is hitting a longer, faster stride

Radio advertising establishes brand name
with buyers, and brings highest prices from
wholesalers for the Florida fruit
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Radio works
for railroads

In addition to "Railroad Hour," spot and TV
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They're hitting the nation's eardrums, and
ringing the nation's cash registers
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The waiting
farm market

Farm income and demand

for electrical

appliances hit an all-time high, but radio
is generally missing the boat

40 West 52nd
NOTE: COVER PICTURE
It occurred to me, as one of your
overseas subscribers, that you might be
interested in the publication of an article concerning the radio program,
"Pacific Holiday" which I recently
completed in a journey throughout the
Pacific Islands.
I believe that this was the first occasion on which anyone had visited the
Pacific Islands to make a program,
and according to Mr. William Stancil
of Stancil Hoffman, it was quite certainly the first time the Minitape had
been used for the purpose.
M. D. Chapman
24 Milson Road
Cremorne Point
Sydney,

NBC DAYTIME

Australia

THINKING

I found the article on "What's
Wrong With Daytime Programming?"
very stimulating and it parallels some
of the analysis which has been going
on in our own organization. In fact,
I found the entire issue of uniformly
high quality and interest. The magazine is certainly a useful tool for all
broadcasters and a helpful source of
information for everybody concerned
with radio and television.
Joseph H. McConnell
President

Keep Your

OMAHA-DES MOINES
Sales On An

"EVEN KEEL"

KMA
with

Shenandoah,

Our BMB Area is 184 Counties in
Iowa, Nebraska, Kansas, and Missouri. The dominant trade centers
for this area are Omaha and Des
Moines.

HOWEVER

FIRST

in Everything
that Counts!

SEEING vs. LISTENING
We would like very much to get a
copy of Lazarsfeld's report published
last February under the copyright of
Columbia University's Bureau of Applied Social Research on "Seeing vs.

Mi

Would it be possible for you to get
Listening."
a copy for us or tell us how we can

m
get it?

Katherine Messick
Russel M. Seeds Co.
Chicago,

|anl

HOUSTON
950 KILOCYCLES -5000 WATTS
NBC and TON on the Gulf Coast
Jack Harris, General Manager
Represented Nationally by Edward
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Illinois

• The ANPA Bureau of Advertising advises it
will now release the full unexpurgated report on
request.

Retry 1 Co.

ADVERTISING

BONER

Could you possibly make mention in
your next issue of an extremely regret( Please turn to page 60)

....

73.2% of this population live on
farms or in small towns (under
10,000 population). Conlan and
mail pull
prove
KMArural
is and
the dominant station
in this
small
town area. Without KMA you lose
impact, miss the prosperous farm
and small town families.

AND

NBC, New York

Buy KPRC

Iowa

we mean prosperous! Iowa-Nebraska Agricultural Income Increase,
1948 over 1947, was the highest in
the nation. The 1949 estimate indicates another increase due to larger marketings, veterans' bonus.
Get

All

the

Facts

From

Avery-Knodel,
Inc.
National Representatives

KMA

Shenandoah, Iowa

Di

&

Look for the
thsponsorsat's where the
listeners are!
America's biggest advertisers
well know the sales power
of the microphone.

¥
SoAP

L

They also know which
microphone in Chicago
delivers the biggest impact.
That's why more of them use
WBBM than any other station
in Chicago.
(And the smartest local
advertisers follow their lead.)
The picture is clear:
where you see the advertisers
—that's where you'll find
the listeners.

Showmanship Station
Chicago's

WBBM

50,000 watts

Represented by Radio Sales
Columbia Owned

-W

«■

Forecasts oj things to come, as
seen 03 SPONSOR'S editors

Bristol-Myers to fight
FTC order on Ipana
Advertisers intend to combat vigorously the growing efforts
of TC to crack down long-established advertising claims.

Outlook

Among them is Bristol-Myers. To the FTC "order" on
Ipana toothpaste claims, used by B-M for the last 20 years,
Lee H. Bristol said that the great majority of dentists have
found that "massage of the gums was beneficial" and that
"Ipana was valuable in stimulating circulation in the gums
during the period of massage."

Sumner Slichter sees
larger output in 1950
\ moderate rise to an annual rate of gross output of
$265 billion by 1950's second quarter is predicted by
Sumner H. Slichter, professor of economics at Harvard.
But the rate of private investment in the first half, he
believed, will be "moderately below the levels of 1949."
He also foresaw larger deficits in governmental budgets,
and a decline in the rate of corporate and personal savings.
Business indexes
rise sharply
Business indexes moved up sharply in November and early
December from their three-year low mark of late October,
as production gathered momentum with the ending of the
steel and coal strikes, and are now about at the level of
last September. Reflecting the increased confidence, stock
market prices probably will enter the new year at their
highest averages since 1946.
Executive of Swift
defends advertising
Swift & Co. in 1948 spent more than $17,000,000 for advertising— but this represented only 0.72 per cent of sales,
Henry B. Arthur, research economist of the big meat packing company, told a Senate subcommittee investigating the
"spread" between what the farmer gets for his products
and what he pavs for them. Mr. Arthur said advertising
"performs a definitely useful function in raising the standard of living."
Craig sees 3,200,000
1950 video set output
Production of 3,200,000 TV receivers in 1950— or more
than double the number of those now in use — was predicted by John W. Craig, general manager of Avco's
Crosley division. By 1953 he estimated total number of
TV sets in use in the U.S. at 20,000.000, with some 700
stations then on the air.
Christmas trade
may dip slightly
Fifty-five per cent of 167 department and specialty stores
surveyed by Retail News Bureau expect their Christmas
sales volume to be smaller than a year ago. Forty per
cent, however, expect gains, and 5 per cent think their
volume will be about the same as in 1948. . . . The Federal
Reserve Board finds that Thanksgiving week sales of department stores were 5 per cent below the parallel period
of last year. . . . Fred Lazarus, Jr., president of Federated
Department Stores, believes that over-all department store
\olume in 1950 will be generallv unchanged from 1949.
8

Margarine may expand
as advertising factor
The 63-year-old legislative battle between margarine and
butter may end soon after the 81st Congress reconvenes in
January. A bill to eliminate long-standing restrictions on
margarine has passed the House and is "first order of
business" for the Senate. Ending of Federal taxes and
license fees on this product would take the battle out of
the hands of legislators and into advertising media, where
the advantages of both products would be promoted more
intensively. . . . Ohio has become the 32nd state where
sale of yellow margarine is now permitted.
Media generally
won't raise rates
Except for TV in areas where number of sets available
may expand rapidly, advertising media are not expected
to boost rates materially in 1950. A few individual magazines, such as Better Homes & Gardens and Outdoor Life,
have raised rates with larger circulations, but others are
increasing discounts. BMB reports from study No. 2, now
being released, will give some radio stations legitimate
reason for upward rate adjustments.
Lorillard to increase
cigar advertising
The example of American Tobacco, in launching last fall
a network program, Leave It to Joan, for Roi-Tan cigars,
may have inspired 190-year-old P. Lorillard Company to
increase cigar advertising expenditures from about $125,000 in 1949 to $300,000 in 1950. Muriel, Headlines,
Majors and Van Bibber will be emphasized, through Lennen & Mitchell. . . . The Cigar Institute, New York, recently
appointed Benton & Bowles, but advertising plans have not
been announced. Cigar sales this year will total about
$500,000,000.
Matches advertise
to fight lighters
Despite the widespread use and promotion of lighters, consumption ofmatches in the U.S. in 1949 reached the highest mark since the industry was established in this country
a century ago, said Robert G. Fairburn, president of
Diamond Match Company. In 1949 Diamond launched
its first general consumer advertising campaign, in newspapers and magazines — which also promoted such items as
Diamond paper napkins and towels, toilet tissue, pulp
dinner plates and clothes pins. . . . Because radio is the
predominant medium of the big cigarette companies,
broadcasters ask, why shouldn't the match companies also
take advantage of it?
SPONSOR

Public Service Institutions
the Draw-Power of these

Constantly requested for
community events, fairs, charity
programs — ail the places where entertainment experts have their choice
of the finest talent — these and two dozen
more WLS radio stars are in demand
all over the city of Chicago and the broad
Midwest around it. This demand shows the
way audiences feel about them — and that's
why advertisers, too, find these WLS
folks and our production staff can create
anything from a simple one-man show
to a giant network production.
Yes, they're public servants,
DOLPH

HEWITT

RED

BLANCHARD

LULU

8ELLE

AND

SCOTTY

popular personalities . . .

in PRODUCT ALE MEN
on

890 KILOCYCLES, 50,000 WATTS, AMERICAN AFFILIATE, REPRESENTED BY JOHN BLAIR AND COMPANY
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These stars and shows too!
The Music of Manhattan

The Church
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and hisClou
Memorable
Norman
Music

of Waltzes
FestivalFranko
Edwin
Goldman

Slim Bryant
and his Wildcats

Golden
Jimmie

Listen To Leibert

in the Wildwood

Band

Gate Quartet
WakeJyn

Ridin' the Range

...and many, many others!
Christmas
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Managing Director
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Milwaukee,

Wis.

At Blatz, Verbest's first job was to increase beer production for
national distribution. Then he had to sell it. The offices of the com-

,t»»**'

STEINMAN

Company,

a regional basis, that the company's top brass felt confident their
product could compete with the nation's leaders. After a protracted
search for an able executive to handle the proposed new operation,
the job was given to the former salesman, financier and merchandiser.
Verbest came to Blatz a seasoned brewery executive. As a receiver
for a Clinton, Iowa, bank, he was sent to save a failing Mankato beer
plant. The bald, clear-eyed administrator worked with swift efficiency in unscrambling the financial jumble. Two years later the
brewery was functioning prosperously. Impressed with the spectacular job he did for the Iowa outfit, Verbest was invited to rebuild
and rejuvenate the collapsing Keeley Brewery of Chicago. He did.

r£*

New York
Son Franciico

Brewing

When Frank C. Verbest became president of the Blatz Brewing
Company in 1946, he was given $16,000,000 with which to make
Blatz a national concern. Blatz was so successfully selling its beer on

pt

Represented

Frank C Verbest
President

Mr. Sponsor

•
Chicago
•
Lo» Angele*

STATIONS

pany bustled with activity early in 1946. Verbest hurriedly summoned the city's best construction outfit to build a new brewhouse,
I Kittling plant, stock house, and other facilities. By the middle of
1948 Blatz could look forward to an annual output of 3,000,000
barrels of beer. To introduce his product on a national scale, \ erbest launched a sweeping nation-wide print campaign. In addition.
Blatz made extensive use of billboards. Sales did not climb with the
rapidityfective
thatmedium
pleased
Blatz's
fiery market.
president. He needed a more efto reach
the mass
Last September. Verbest bought Ed Gardner's package Duffy's
Tavern, currently heard over 148 stations of the National Broadcasting Company. Thursdays from 9:30-10 pm. The 45 year old president had secured an excellent time segment, since there is no other
variety-comedy show on during this half-hour. With sales figures
beginning to set new records, Verbest supplemented his AM program
|i\ contracting to sponsor the roller derby over 14 stations of the
ABC network. Blatz had found its best mediums. In 1950. radio and
TV will receive the bulk of the firm's $6,000,000 annual ad budget.
SPONSOR

19 DECEMBER

1949

New and renew
THE RfcPORTS LISTED BElOw

ap^aR

in ALTERNATE

ISSUES

QQftf New on Networks
rp

SPONSOR
A F of L
Anahist
Chamberlain
Sales
General
Mills Ine

■too
NET STATIONS

AGENCY

Co

Hallicrafters
Co
Pillsbury
Mills Ine
Proeter
& Gamble
R.C.A.
Radio
Offers
or Dou •I'll. IV
(Alternate
weeks
unless
specified otherwise)

Direet
Foote, Cone & Belding
BBD&O
Dancer-Fit zgeraldSample
Sorensen
& Co
Leo Burnett Co
Dancer-FitzgeraldSample
3. Walter Thompson
Huber
tlogf

R. J. Reynolds
Stanley
Home
Pr
Texas Co.
William
Wise

William
Charles
Kudner
Thwing

&

W.

Arthur

Meyerhoff

K.

Wrigley

Esty
W. Hoyt
Altman

PROGRAM,

time, start, duration

ABC
MBS
MBS
ABC

60
478
126

Frank
Edwards
Commentary;
M-F
10-10:15
pm ; Jan. 2;
Counter-Spy;
Th 7:30-8 pm;
Dee 1
John
B. Kennedy
News;
Sat 7:55-8
pm;
Dee. 24; 52 »k>
Modern Romances)
M-F
11-11:15
am; Nov 14; 52 wks

MBS
CBS
NBC

150
143

Hollywood Quiz;
Sat 5:45-6 pm ; Dec 10; 52 wks
House
Party;
M-F
3:30-3:45
pm;
Jan 3
Lorenzo Jones;
M-F 4:30-4:45
pm ; Der 12; 52 wks

NBC
ABC

164
55

NBC
ABC
ABC
CBS
CBS
CBS

159
273
235
27
53
173

52

wks

Screen
Director's
Playhouse;
F 10-10:30
pm ; Jan 6; 52 wks
M 11:30-12 noon Buddy Rogers Pick a Date; Nov 28 (one time
for Radio Offers); Tu 11:30-11:45 am Buddy Rogers Pick a
Date Nov 15 to Dec 5; Sidney Walton Nov 15 to Dec 5; W
Buddy Rogers Pick a Date 11:30-12 noon Nov 16 to Dec 7; Th
Sidney Walton 10:45-11 am and 3-3:15 pm; Nov 17 to Dec 8;
F Buddy Rogers Pick a Date 11:30-12 noon (Dec 2 only for
Radio Offers); Sat Shoppers Special 9:30-10 am Nov 26 to Dec
3 (Radio
Offers)
Cotton
Bowl
Game;
2 pm to conclusion;
Jan 2 (one day only)
Boys Town Choir;
Sun 5-5:30 pm Dec 11 (one day only)
Metropolitan Opera; Sat 2-5 pm; Nov 26
Get More Out of Life; Sun 1:30-1:45 pm; 4 wks; Nov 20 Sat
2:30-3:00
pm ; Jan 7; 13 wks
Life With Luigi; Tu 9:30-10 pm ; Jan. lO; 52 wks

Ipllll

QQBf Renewals on Networks
SPONSOR
Bristol-Myers
Bristol-Myers
DuPont
General
Foods
General Motors
Mail Pouch
Tobacco
Miles Labora'-rie,
|r
Radio
Bible Class
Sterling
Drug
Texas
Company
W. K. Wrigley

AGENCY
Doherty,
Clifford
&
Shenfield
Young & Rubicam
BBD&O
Benton
& Bowles
Kudner
Charles W. Hoyt
Wade
Stanley
T. Boynton
Dancer-FitzgeraldSample
Kudner
Ruthrauff

&

Rvan

NET STATIONS
NBC

165

Break

9-9:30

pm;

52

111

wks

Metropolitan
Gene Autry:

235
171

H. H. Butler Stores, N. Y., adv mgr
NBC, N. Y., vp in charge news and special

Scott Donahue
George H. Frey
John
D. Hymes
John
J. Kelly
Robert L. Klaus
Francis
C. McCall
Gordon
Mills
Robert
N. Pryor
S. John
Sehile

WPIX, N. Y., asst sis mgr
NBC mgr of Eastern
sis
WLAN,
Lancaster, Pa., asst mgr and
WCAU,
Phila, publ dir
TV Digest, managing ed
NBC,
N. Y., dir of news
and special
Kudner, N. Y.
WCAU,
Phila, prom
dir
KUTA,
Salt Lake
City, sis mgr

Adolph J. Schneider
Walter Scott
Rocco
L. Tito
S-lvester L. Weaver
Frederic
W. Wile, Jr.

NBC,
NBC,
CBS,
NPC

N. Y., dir of tv news
N. V., sis dept
N. Y.,
tv,
vp prod-dir

NBC

tv, asst

•

W

ABC
CBS

Al Alperstein
William
F. Brooks

vp

Bank;

Mr. District Attorney;
W 9:30-10
pm;
52 wks
Cavalcade
of America;
Tu 8-8:30 pm ; 52 wks
Juvenile Jury;
Sun 3:30-4 pm ; Jan 1; 39 wks
Henrv
J. Taylor;
M 8:30-8:45
pm;
Dee 19; 52 wks
Fishing & Hunting Club of the Air; Th 8:30-8:55 pm ; Dec 22
Queen
For A Day;
M-F 2:30-3
pm ; Jan; 52 wks
Radio Bible Class; Sun 10-10:30 am; Nov 27; 52 wks
Bride & Groom;
M-F 2:30-3 pm; Jan 2

and

comml

NEW
events

mgr

events

special

Opera
Sat afternoon;
Nov. 26;
18
Sat 8-8 :30 pm ; Dec 24; 52 wks

mm.

wks

mm

'Personnel changes)

FORMER AFFILIATION

to

The

time, start, duration

NEC 165
NBC 152
MBS 225
ABC 264
MBS I 12
MBS 434
MBS 300
ABC 222

National Broadcast Sales Executives
NAME

PROGRAM,

events

AFFILIATION

Pan American
Broadcasting
Co, N. Y., sis prom
mgr
Same, vpwork unit
in charge of news and special events of radio netSame, acting sis mgr
NBC
tv sis dir
Same, mgr
Same, tv comml
rep
WCAU,
Phila., prom
& publ dept
Same,
dir of news
and special events
for tv organization
NBC, N. Y., acct exec sis dept
Same,
dir of prom
& publ
Rocky Mountain Broadcasting System, sis vp (new 6-station
organization in Idaho, Utah, Montana, Wyoming
and Nevada)
Same,
mgr of operations of tv news
and special events dept
Same,
Eastern
sis mgr
MBS, N. Y., asst dir of prod
Head of NBC tv network
organization
NBC tv prod dir

In next issue: \ew National Spot Business; Metv and Renewed on Television;
Station Representation Changes; Advertising Agency Personnel Changes
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Sponsor Personnel Changes
Joseph
I dward
Ralston

M.
II
II

\\ allaCC

I.

NEW

FORMER AFFILIATION

NAME

Same,
vp in charge pub rcl
Same,
a>*sl to pre*
K< \ Victor division, Camden,
N. J., adv dir
•"•amt- , ad*
mgr
(Sal
Hep a tic a, Brnex
Brush less Shave
Ingram
Ammonium
Tooth
Powder
and
"Break
The
radio
show )

Bristol-Myeri I o, W. *.. vp in charge adv
Lightoller Inc, N. V, sis mgr
M«< uin-Eriekaon, N. Y., accl exec
Bristol-Myers Co, N. Y., u-*i u<l* mgr

Men
B Blltser
< »»l»"
Drew

A. J. DuBoii
I rling G. Fossum
Donald S Frost

Petri

floward

^wift

Wine

Bristol-Myers

Gorman

&

Co,

Co,

V
Co,

^ .. vp
V

< hi..

V.,

J--I

asst
mgl

adv
"f

food

Gaines

depl

MBS,
N. x .. vp
( hlcago Cinema Products Co, Chi., adv mgr
Jacob
R upper l Brewery,
V Y,, sis head
for Ne
rJngland territory
Western Airlines, L.A., essl t <» prei
Morris I■'. Swanej
Inc, Chi., accl exec
Dorland,
N. ^ ., acet exec
i extron
Inc, PL Y., adv mgr
i ooper Alloy Foundry Co, Hillside, N. J.. sis mgr
Bristol-Myers Co, V YM a->>-t adv mgr

Arthur
F. Kelly
Humid
D
Me v... nj
Marlon
Sherwood
G«orge
F. Swartz
Jack
% irioriiitIt ..-. r C. Whitman

Dog

Foods,

Kankakee,

III.,

assoc

adv

mgr

and

for

Gaines

Dog adv
Foodsmgr
Same,
Victor
Products
Corp, HagerstOWn,
Md.. gen
>l- mgr
Manager
of Jergens-\S oodhur>
business
in Florida
Steulien
Gla*s, Inc. N. \ ., prom
dir
Ekeo
Products
Co, Chi., adv and sis prom
mgr
Jacob
It upper t Brewery,
\. ^ .. vp in charge
of sis

Zcnltfa Radio Corp, Chi., sis prom mgr
Borg-Warner Co, Cincinnati, retired .1- >)> rp
tadreu
Jergens < «». Cincinnati, retired as sis vp

David
H «-ri^ l.^
1 N Guild
j -v BewiM
E. P. H. J«me»
Hilton
l* Kanter
Barman
Kats

Cream,
Bank"

Jacques
Mfg Co. Chi., gen -1- mgr KC foods «i iv
StewVitalia)
art-Warner
Corp, Chi., gen mgr ele- trie division
Same,
adv
mgr
< Trashay,
Am men's
Antiseptic
Powder

mgr

dog

AFFILIATION

Western
Airlines, L.A., sis vp
Richmond
Radiator Co Inc, adv dir
United
States Time Corp, N. ^ ., ad\
Same,
asst to pres in charge
adv
Same,
gen
sis mgr
Same,
adv
mgr
(Ipana,
Bufferin.
District Attorney"
radio show
and

and

prom

mgr

Mum,
Minit
'"Lucky
Pup"

Rub.
"Mr.
tv show)

New Agency Appointments
AGENCY

SPONSOR
Acme Breweries, S.F,
Idler Shoes. N. Y.
American Limoges China Co, N. Y.
American
Rice Growers
Cooperative
Houston,
Texas
American
Safety
Razor
Corp, N. Y.
American
Stove Co, St. L.
Artistic Foundations
Inc, N. \.

Association,

Norlto Co,
Nu-Enamel

Co,

("hi.
Corp,

Plastic packaging
Paper
Medicines
Macaroni
Honey
packer
Ironized
Y east
Cardui
Insecticide
Sportswear
Coffee
brewers
Retail bakery
chain
Cat food, frozen
fish fillets
Heet division
(gas line anti-freeze)
Paints
Chemicals
Buildersclothing
Men's
Packer of smoked
meats
Cosmetics
Electric
appliances
Upholstery
division
.Meat products
Antihistamine product
Stuffed
toys
Razor
blade
sharpener
Steel
products
Insurance
Frozen
meat pies
"Cooleroller" rolling
Food
"Tartan"

Chi.

Brush

pin

* Tawn"
Tobacco
Paper
Dog
food
Orange
Juice concentrate
Hair
products.
Mavis,
Nestle
Colorinse,
Nestle Baby
Hair Treatment
Potato
Chips
(Chi. advertising)
Norito

Pennsylvania
Sugar,
Phila.
( Division
of
National
Sucar Refining
Co for Quaker Cane Sugar)
Fd Pinaud
Inc, V * .
Pittsbnrgh
Plate Glass
Co, Balto.
(Baltimore
Division)
1 he Reelon
Corp,
S. F.
Restaurant «f the .Month Inc
Rolls Razor
Inc, V \ .
Rogers
Park
Drug Co, Baltimore
Srhlaparclll
Stockings,
N. Y,
Serve!
Inc, Evansville,
Ind.
Silhouette
Corp, St. L., Mo.
1
I 9
tin's Sons Inc, Phila.
Stool I Bah Service A. Sales Co, Rockj
Point,
I opmosl
Pat Ling Co. N. Y,
l nited Statt - Vrmy
& Air Force
Virginia Maid Hosiery Mills, Pulaski,
\ ..
Washington Loan & Trust Co
it i» u , mat < a Inc. N
*
Villard Sales A Service Inc, Phila.
Rohan
Uiiii..,,, Kood Co, L. A.

Levy,
Greer,

Razors
Gas ranges
Swinuuits

Chi.

powder

Paint.
Sugar
Pinaud

A.

Irresistible

Blue

Djer-Kiss
Brushes
Glass-fiber fishing
Dining
service
Razors
Poison
ivy
lotion
Stockings

rods

I.

Popcorn
oil
Steel sashes
kit.li.ii-M.nl.
Iteeruiting
Hosiery

seasoning
food

product*

Bank
Aluminum
moulding \ ir condll toning
Spaghetti,

macaroni

Waltz

New
ark
Hawkins

&

Allen

Inc,

Houston,

Texas

National,
N. Y.
kr H pun k & Associates, St. L. (effective Jan 1)
Thomas
&
Delehantv
Inc,
N.
Y.
(effective
Jan 1)
Benham,
Phila.
Scott Inc, Milw., Wis.
Dorland
Inc, N. Y.
Harold J. Siesel, N. Y.
Jordan
Co, L. A.
Dancer-Fitzgerald-Sample
Inc,
N. Y.
Street & Finney
Inc, N. Y. (effective Jan 1 )
Gardner,
St. L.
William
Lawrence Sloan, N. Y.
Dancer-Fit zgerald-Sample,
Chi.
Arthur Pine Associates, N. Y.
James Thomas
Chirurg,
Boston
1! ui hr an IT & Ryan,
Chi.
J. Walter Thompson,
N. Y.
BBD&O, N. Y.
S. R. Leon Co Inc, N. Y.
Sterling,
N. Y.
Tracy,
Kent,
N. Y.
J. M, Korn,
Phila.
Doyle
Dane
Bern back
Inc, N. Y.
Levy.
Newark
Jim Henderson.
Greenville,
S. C.
Sullivan,
Stauffer,
Colwell
& Bayle- Inc, N. Y.
Arthur
Pine A*«o~iates
His, Buffalo,
N. Y.
W eiss & Geller In. , Chi.
N. W. Aver & Son Inc, N. Y.
Jordan
Co, L. A.
Levy,
Peck, Newark
N. Y.
J. D. Tarcher,
Ellington,
N. Y.
Charles W . Hovt,
Gray
& Rogers.
Mac Kens ie Inc,
Wei-s
& Geller,

N.

Y.

m

N. ^ .
Phila.
Mnpls.
N. Y.

L. H. Hartman,
N. Y.
R. T. (TConnell, N. Y.
Merger of Mitchell-Faust
with Schwimmer
Scott, both
Chi.
Harry
B. Cohen,
N. Y.
Merger
of M itchell-Fau-t
with Schwimmer
Scott, both
Chi.
Fletcher
D. Richards
Inc. N. Y.
Weslev
Associates.
N. Y.
Dorland
Inc, N. Y.
YanSant, Dugdale & Co, Balto.
Hoefer,
William

Dieterich
Warren

&

Brown

Inc,

S.

F.

Anderson, Davis & Platte Inc. N. Y.
Joseph
Katz Jacobs,
Co, Baltimore
Bozell and
N. Y\
Buchen,
N. Y.

Electric
equipment
Stationery
L.

(or service i

Foote, Cone & Belding, S. F.
Frederick
Clinton
Co Inc, N. Y.

Beer
Men's
shoes
Dinnerware
Rice

Associated Plastics Co, Phila., Pa.
Badger
Paper
Mills Inc. Peshtigo,
Wis.
M. J. Breitenbaek
Co, V Y.
Buitoni
Products
Inc. N. Y.
B-Z-B
Honey
Co, Alhambra.
California
Hi. Centanr-Caldwell
Division,
N. Y.
Chattanooga
Medicine
Co, Chattanooga,
Tenn.
Cook
Chemical
Co, Kansas
City, Mo.
I ..r.il Inc, N. Y.
Cory Corp. Chi.
< u-hman's Sons Inc., Long Island City
Davis Brothers
Fisheries
Co Inc, Gloucester,
Mass.
De inert & Dougherty,
Chi.
Devoe
& Raynolds Co, Inc, N. Y.
E. I. duPont
de Nemours
& Co, Wilmington, Del.
Milton
L. Ehrllch
Inc, N. Y.
I ashion
Park
& Stein Bloch,
Rochester,
N. Y.
Julian Freiricb Inc, N. Y.
General
Cosmetics
Corp.
Phila.
\ C. Gilbert
Co, New
Haven,
Conn.
Cimbels
Department
Store, V
^ .
Greenwood
Packing Co, Greenwood,
S. C.
111. Grove
Laboratories
Inc, St. L.
Guild M fg Co
II.. Holden
Co, Buffalo,
N. Y.
Inland
Steel Co
Insurance Co of North
America,
Phila.
K i Tin in Food
Products,
L. A.
Kitchen Sales Corp, Newark
Frances
II. Leggett
& Co, N. Y.
McKesson
& Robbins Inc, N. Y.
McKesson
& Robbins
Inc, N. Y.
Mail Pouch Tobacco Co, Wheeling, W. Va.
The Matthias
Paper Corp, Phila.
I In Morton
Dog Food
Co, Mnpls.
Nedlclt's In*-. V Y.
Ne-ilc-Lc
Mur
Co, Mcridcn,
Conn.
Nicolay-Dancey

PRODUCT

O'Neil,
Adrian

Larson
Bauer.

&Phila.
MeMahon,

Chi.

<Flint,
romu Vell. V N. Y.
Grant,
I ■• rin in-Chi.
li mi
Castleman
kal. Ehrllch
& Merrick
James
Thomas
Chirurg,
Crav
A Rogers.
Phila.
Jordan
Co, L. A.

&
N.

Pierce.
Y.

V

Y,

and
and

Thirty thousand seven hundred people entered
the recent Early Birds' Contest . . . people who make
their homes in 1,080 cities and towns in North and
Central Texas and Southern Oklahoma. You can't type them
for they include doctors, lawyers, politicians,
housewives and youngsters . . . every one who
wakes up to radio in the growing Southwest.
They're loyal, too . . . have listened
to this early morning variety show
Station WFAA
1100 Santa Fe Building,
Dallas, Texas.
Gentlemen:

for six to nineteen years. If you'd
like to know more about this contest
with proof of sponsor identifi-

Please send me complete statistical data on "The
Early Birds" contest.

cation on "The Early Birds,"
just paste the coupon, at left,

NAME

on a penny postal,
ADDRESS-

fill in your name and address,
CITY_

PREMIER

-STATE

STATION

OF

THE

SOUTHWEST

and mail it to

Martin

820 KC

B. Campbell,

• NBC
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CBS evening programs
have the highest average
rating in radio today.
CBS average Hooper: IO.O; the next closest
network, 8.1; and the remaining two networks an

HOOPER

ANDN

CBS has most of the most
popular programs -nearly three
times as many as all other
networks combined.

average of 5.9. On Nielsen, CBS rated 10.7;
the next closest network, 8.6; and the remaining

Hooper gives CBS 1 1 out of the "top 15"; the next closest network, 3;

two, averaged 4.8

and remaining networks, I. Nielsen gives CBS 15 of the "top 20";
the next closest network, 4; and remaining networks, I

That's why advertisers agree CBS gives them the bigges'

NIELSEN

DO

AGREE

Source- Eve. network
commercial programs,
1948-1949
Hooper— October 1-7, 15-21
Nielsen — First Oct. report
(average audience basis I

Aw the past year, radio listening
shifted heavily to CBS and
away from the other networks.
Hooper
a 20%

shows

a 15%

increase

in listening to CBS

drop for the next network;

two, combined.

Nielsen

shows

drop for the next network;

a 16%

and

over last year;

a drop for the remaining
increase

for CBS;

a 14%

a drop for the remaining

two

The average program that
remained on CBS increased
its audience over last year.
The average show that didn't
switch to CBS from the next
network lost listeners.
Hooper
went

shows

up 3%;

the average

program

went down 15%; Nielsen shows
network down 10%

audiences

that stayed on CBS

those that stayed on the next network
CBS

up 3%;

the next

at the lowest cost in all advertising.
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Lincoln

offers you
coverage of
Population
Families

674,500
200,000

Radio Homes

172,880

with an

See I
IsSlie:

Buying Income
of

click?"

dimensional

TV

p.s

Cities Service's current three dimensional animated film commercials on the television portion of its show Band of America, NBC,
Monday. 8:30-9 p.m.. is proving more effective than the program.
In Boston, Newark and Harrisburg 75' \ of the dealers surveyed
considered the commercials outstanding. Most of them stated that
business has increased since the 20 second films, featuring the
bumptious Hadley and his nervous wife, were put on the show.
Artist Jack Eisner created Hadley for TV film producers Roberts
and Carr. Bob Roberts showed the figures to Hal James, radio director of Ellington, who immediately spotted their commercial value.
Although the figures appeared haught\ and aloof. James reasoned
that, with clever dialogue. Hadley and his wife would be more
entertaining that offensive. And, according to Daniel Starch, if a
commercial is entertaining, it is usually remembered. James was
right, the commercial was an instantaneous success.

Seel
IsSUe:

Coverage
Equal to

of the

60 % Buying Power
of the

81% Radio Homes
of the

ENTIRE STATE
OF NEBRASKA

KOLNA^
Paul R. Fry, Gen. Mgr.
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commercial
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film commercial three
Cities Service's

SlibieCt'

$1,071,583,000

Natl. Rep: RA-TEL, Inc.

your TV

10 October

By year's end Cities Service will have spent SI, 500.000 for national radio and television advertising. In 1950 the company's annual
ad budget will be increased and a greater portion allocated to its
radio and TV activities. If the general enthusiasm and favorable
comments and letters continue, Cities Service may seriously consider
developing its appealing animated characters into a full program.

Effective

World Insurance Bldg., Omaha,

"Does

stories

Nebr.

Subject'

"Are

giveaways

12 September

good

programing"

1949, p. 25

ducer
giveaway
New

show

smash

sales

pro-

One month after Seeman Brothers launched the novel giveway
show Tune-O, WMCA (New York City I. Monday-Friday, 1:30-2
p.m., it sold more White Rose Tea and Coffee than in any other four

p.S

week period in the history of the company. Seeman's promotion
men always appreciate the advertising impact of the giveaway program. However, thev feel that these shows lose much of their effectiveness bycovering too wide an area. Listener interest wanes as
it becomes apparent that the possibility of any single individual being
called is very negligible. The firm's top brass and agency chiefs
from Weintraub. guided by veteran radio director Chuck Lewin, conferred about a new type of giveaway gimmick that would minimize
the element of chance and increase home audience participation and
skill. When the huddle ended Tune-0 was created.
The program encompasses all the elements of the standard giveaway and more. 2,000,000 special cards were distributed to the
28.000 White Rose Tea and Coffee outlets in the area. On one part
of the card there is the numerical pattern for a bingo game; the
other part lists 250 sing titles with corresponding numbers. After
the song is played on the air. the listener checks the number of the
song title and works out Tune-0 I like bingo). First person having
Tune-0 calls the studio.
Prizes range from S500-S1.000 daily.
Dealers and grocers are clamoring for more cards. The 2.000.000
originally issued are already in use. The show receives an average
of 1500 calls and busy signals per broadcast. Seeman Brothers has
streamlined the giveaway program into a solid selling vehicle.
SPONSOR

• LL the horseshoes in Santa Anita won't
guarantee good luck to a Coast campaign based upon a
"plus market" that actually doesn't exist. So be sure to
keep an eye on the superstition that only one network
reaches most of the Coast towns outside the big cities.

your buy ON BMB and you won't need a rabbit's foot to bring you extra value in Pacific Coast radio.
BMB shows that ABC delivers 96.7% coverage of the
entire Coast. ..big markets and small, from little Lemoncove in the Sequoia's shadow to bustling Long Beach.

On the coast
you cant get away from

ABC

FOR COVERAGE . . . ABC's booming Pacific network
delivers 228,000 watts of power— 44,500 more than the
second-place network. This power spells coverage —
ABC primary service area (BMB 50% or better) covers
96.7% of ull Pacific Coast radio homes.
FOR COST... a half hour on ABC's full 22-station Pacific
network costs only $1,228.50. Yet you can buy as few
as 5 stations for testing or concentration. And ABC
HECK UP WITH AN ABC representative if you want
to "get lucky" in Coast radio. You'll learn that 22 stations
on ABC's Coast network are strategically located to
cover not only smaller towns outside metropolitan centers, but the big buying, big city audiences, too.

ABC
19 DECEMBER
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is famous for the kind of audience-building promotion
that helps slice the cost-per-listener.

PACI FI C

Whether you're on a coast network
or intend to he— talk to ABC

NETWORK

New York: 30 Rockefeller Plaza • Circle 7-5700— Detroit: 1700 Stroh Building • CHerry R321— Chicago: 20 N. Wacker Drive
DElaware 1900— Los Angeles: ABC Television Center • NOrmandy 3-3311 — San Francisco: 155 Montgomery St.- EXbrook 2-6544
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Our man Jamison is a character . . .

By this we don't mean that Mr. Jamison is the sort of fellow
who panics the office by returning from lunch with a lamp shade
on his head . . . ( although, of course, he likes a good joke as
well as the next man).
What we do mean is that Jamison is an invention of our imagination
. . . based on our many years of successful experience as broadcasters'
representatives. (We thought we'd better mention this, because
we've received quite a few phone calls for Mr. Jamison since we
started him off at the first of the year).
Jamison is really a composite of the qualities that make the
services of Weed and Company so valuable. He serves both ways.
He serves the men who provide radio and television facilities . . .
he serves the men who advertise over them . . . and he does
both superlatively well.
That makes him a symbol as well as a
character, we figure. Anyway, we're mighty
proud of Mr. Jamison and the qualities
he represents. And we want to say so now, at
the end of his first full year with Weed
and Company.
This is a most appropriate time to say
one other thing, too . . .
A VERY

MERRY

CHRISTMAS

to all our good friends among
the broadcasters, advertisers
and agency men of America.

Weed
n d

radio and television
station representatives
newyork
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O

IT!
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boston

francisco
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Letter from a jinglesmith
An expert's uninhibited hints on how to do a successful singing commercial
ly now,
As youspopnrsoobra:b
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ever, still include the creati
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of radio and televis
c
mercials and, of course, singing commercials. To tell you of all my experiences in this zany field would take
too much time, so I'll just give you
a few.

You mention Whiz, so I'll tell you
first about that. This is not a singing
commercial, although several singing
ideas were presented to that company.
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Originally I got up a spot for them
which consisted of interrupted nursery
rhymes, like this:
Little Miss Muffet sat on a tuffet eating of curds and whey.
Along came a spider and sat down
beside her and said: "What do
you wanna eat that stuff for? Get
a Whiz
Little
Jack Candy
HornerBar."
sat in a corner
eating a Christmas pie.
He put in his thumb and pulled out
a plum and said, "Boy, what a
mess!
I'm going to get me a
Whiz Candy Bar."

This spot was regarded as cute by
the public and we found out it was exciting comment, but didn't have enough
name reminder value. People just remembered it was advertising some
candy bar. So, I struggled with numerous gimmicks and devices for making the name register, including trying
to make a Whiz sort of sound. Suddenly I hit on the spoken line:
Whizzzz — best nickel canxly there
Izzzzz!
Then I wanted a repetitive device, so
I added the line, spoken bv a second
voice :

Brother, you can say that again!
\nd the first guy answered:

Okay, I will! Whizzz—best nickel
candy there izzz!
This spot caught on very quickly
with the public all over the countr\.
with people even taking the trouhle to
repeat the gag line, "Brother, you can
^a\ that again."' and it translated itself into health) sales from the potent
reminder effect.

For a second product of Beich Candy Company. Pecan Pete, I used a
singing commercial in the Mexi style,
as follows:
For a wonderful candy treat,
Dont forgot to get Pecan Pete,
Because Pecan Pete, she's pop-udar,
Ev'rybody love thees candy bar,
Don't forgot to get Pecan Pete.

Part of the gimmick in this commercial was the Mexi-type phrases, especially dont forgot to get. This spot
was used with good effect in a program
sponsored by Beich for both Whiz and
Pecan Pete.
For a wine. Paradise Wine, I used a
Papa no want no other wine but
singing commercial based on a song
We thought
popular in the Bahamas.
that it was a native chant, but found

Vhiz —

best nickel
candy there izz

mil that it had been written by a couple of American song-writers and had
to pay a yearly fee for its use to the
publishers. But it was so catchy that
it was worthwhile paying the small
amount involved. The original song
was, "Mama no want no peas, no rice,
no cocoanut oil!" We originally used
it tli i- \\a\ :
Papa no want no other ivine l>ut
Paradise Wine.
Mama no serve no other nine but
Paradise Wine.
When you order wine today,
Soj like i id pa always say,
Papa no mint no other wine but
I'u Kit Use Wine.

Papa will have no other
wine but Paradise wine

get the Mills Brothers to record the
spot, in this manner and with Mills
Brothers tricks:

Have a drink, have a drink, have a
drink, have a Green River.
Have a drink, have a drink, have a
drink, have a Green River.
Delicious, different, goodness knows,
Green River, where refreshment
Have a drink, have a drink, have a
drink, have a Green River.
flows.
Of course, just seeing the lyrics in

Papa will have no other wine but
Paradise Wine.
Mama will serve no other wine but
Parailise Wine.
When you order wine today say what
papa likes to say:
Papa will have no other wine but
Paradise Wine.

print doesn'tbut
givetheyoureminder
any idea devices
of the
treatment,
mav be somewhat
understood.

The finest

candy you

ever ate —
This was used as a spot and also
used in a number of programs as a
theme. The public went for it in a big
way, and for the product, too, as a
result.
I might say here that I feel the tendency is much more toward singing
commercials today than spoken spots,
although spoken gimmicks are used
frequently in singing commercials. The
reason for the trend toward singing
spots is that they are much more readily accepted as radio entertainment and
are almost like popular songs in their
appeal. There are. of course, many
super-sensitive souls who just don't
like any commercials, even including
singing spots, and who like to condemn
them as juvenile because such opinions
make those who utter them feel sophisticated.
For a soft drink called Green River.
I used a chant that's a kind of musical
version of the hawkers at ball parks:

to the bar

Originally we used to get many letters and complaints about the spoken
commercials, but this is not nearly as
common today. I recall one spot which
an agency I was with asked me to present to a lady who was an official of
the sponsor's company. We did an audition, live, and called in several girls
to try the repetitive line so the sponsor could express a preference. The
lady, in a whisper to me. asked, "If
we're going to irritate the public, can't
we irritate them pleasantly?"
It is my feeling that any spot or song
which sets out deliberately to irritate
is bound to fall by the wayside. If
there is irritation on the part of some
listeners or viewers due to the fact that
they hear it constantly and can't get
awav from it. the same thing may be
true of popular songs, but I believe
now in making the singing commercials entertaining and easy to listen to.
They should always, however, have a
good reminder gimmick or device.
One singing commercial which attracted a great deal of attention in the
Middle West and did a great job saleswise was originally a spoken line I for
a beer I :
Atlas Prager, got it?
Atlas Praiier. get it.
l//n< Prager, best beer in town.

Vfter this < ommercial caught on and
was rolling for a while, an official of
the sponsor's firm became sensitive
about the cockeyed grammar and insisted that we change it. So, we purified the grammar and were lucky to

22

Atlas Prager,

got it?

Atlas Prager,

get 11
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There was a peculiar voice inflection
given to the delivery of the line get it!
which caught on immediately and
everybody was saying it. In fact, they
clowned about it on floor shows, it got
into a movie, and a school-teacher told
me that when she was in the process
of explaining something to her class,
she inadvertently asked. "Got it?" and
just about the whole class yelled: "Get
it!" And I've even had parents tell
me that their offspring in uttering their
first spoken words said "Whizzzzz" instead of the usual Mama or Papa.
The Atlas Prager spot was done as a
muscial spot during a musician's
strike, so we used a group who simulated musical instruments like the Mills
Brothers. Later, we recorded the song
in many different versions, even a Chinese type musical treatment. There
were also a Samba treatment, a Dixieland version, a polka, park-band waltz.
etc. This gave interesting variety and
a shot-in-the-arm to the commercial after it had been used in the same form
for a number of years. The disc jockeys

Letter from
a jinylvstnith
Wag

Wagner's letter to SPONSOR began as filler for our analysis of singing

commercials
Since

(see 2 January

Mr. Wagner

field we

1950 issue).

is a pioneer

naturally asked

in this

for his opinion.

But back from Chicago, where he maintains his office at 75 East Wacker Drive,
came

this most

unusual

and

useful ac-

count of a jinglesmith in action. We're
so impressed that we're delaying our
roundup story one issue. We
publish
Wag's

letter just as we

got it.

most entirely reminder, a spoken line
will be used with some sell in it. even
if it's just a slogan or one featured
selling argument. In other words, we
want the spot to do a reminder job and
a selling job. too. In the longer spots
I 20, 30 and 60 seconds) we will put in
some strong selling copy in addition
to the song, possibly beginning and
ending with the song or gimmick, with
the selling copy in the middle.

'Have a drink, have a drink,
have a drink,
have a Green River

particularly
loved
all the different
treatments.
For another beer. Edelweiss Beer, I
For another beer I used the "Skater's
used a song by no less a composer than
Waltz." Generally. I feel it's better to
Strauss. To the tune of his "Artist's use original melodies because in using
familiar melodies which already have
Life'' the following lyrics were sung:
lyrics, the public is apt to remember
Drink Edelweiss, it tastes so nice.
or keep thinking of the original words
It tastes so nice, drink Edelweiss.
To quench your thirst, remember
ss.

Drinfkirstgood old Edelwei

A spokerl
follows :

line precedes

the song,

For a wonderful candy treat,
dont forget to get Pecan Pete
as

Drink Edelweiss Beer,
It's a case of good judgment.
In some cases where only the name
is featured in the song without
mentioning what the product is (although the product is generally so well
known by name in the territory that the
public knows it's a beer or what have
you) a spoken line such as the above
is delivered first to make the song
which follows perfectly clear. In some
instances, too, where the gimmick is al19 DECEMBER
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and miss the commercial message.
Where the song has no known lyrics,
however, as in the case of the Strauss
waltz or the Skater's waltz, the familiarity ofthe public with the melody
is all to the good. There are some
melodies, however, which the public so
reveres that to use them for advertising
messages is almost regarded as sacrilege, and we avoid those. I do, at
least.
I did one spot some years ago for
Broadcast Corned Beef Hash in which

I used a drum background (no tune)
to the announcer's jingle and the announcer did the thing in time with the
drum rhythm. This was most effective.
It went like this (picture the drum
beat ) :
You wanna serve a meal with zip and
dash?
Get a can o' Broadcast
Corned
Beef Hash.
Saves you cookin, saves you cash.
Get a can o' Broadcast
Corned
Beef Hash.
Broadcast Corned Beef Hash! I Voom) .
This particular sponsor brought a
record of the spot home with him and
picked this one among a number of
others submitted because his maid had
done a cute shuffle to the rhythm when
he played it.
The way the spot is done, sung or
spoken is of utmost importance. I will
work for an hour or more, if necessary, to get exactly the delivery I want
on the gimmick line or phrase, even
the spirit of the song.
Copy is also of great importance. I
generally try to suit the copy to the
{Please turn to page 59)

Drink Edelweiss,
it tastes so nice
23
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That extra push takes
National
Biscuit Company
has been in radio with hoth
feet since 1930.

over-all

In that bleak \ear Nabisco launched
a musical program for Wheatsworth
breakfast cereal on NBC. It's a safe
bet that the network had more than
an identical set of initials to offer in

I SHREDDED v

that early experiment, because Nabisco's stake in radio has grown steadih
through the \ears. The firm's current
appropriation for radio and television
is about $3,000,000, roughly half of
its annual advertising budget.
One of Nabisco's star salesmen is
\rthur Godfrey, who hawks Premium
Crackers, Graham Crackers. Ginger
Snaps. Ritz and other National Biscuit
products on his morning show over
CBS from 10:15 to 10:30. five day?
a week. The Godfrev show takes a
$1,000,000 annual bite out of the Nabisco budget. An estimated S800,000 is
earmarked for miscellaneous radio and
I \ advertising of other Nabisco products. In this category are radio spots
for Nabisco Milk-Bone I for dogs ) on
stations in \kron. Detroit. Cleveland.
Louisville. Pittsburgh. Youngstown.
and two or three other markets. These
operate on a flexible schedule. The
conipanx also sponsors Red Ryder, a
half-hour weekh
transcribed Western
Telecast

4

Straight

of dog

Arrow

show

sells Nabisco

himself — a

Milk-Bone

near-lifesize

store

display

aster merchandiser
Ps National Biscuit Company's $3,000,000 radio budget a long, long way
drama, for Nabisco bread in cities
where its bakeries are located — Wilmington, Watertown. Charleston. Buffalo, and Elmira.
Nabisco views spot radio as an invaluable adjunct to the network shows
which are the backbone of its radio
structure. Spot's special virtue, from
the company's viewpoint, is its great
flexibility. Nabisco finds spot especially effective when the goal is a concentrated impact in specific and often
isolated market areas — as in the scattered upstate New York areas where
Nabisco's bakeries are located. Spot
has won a permanent place in the
firm's radio tool chest.
Nabisco has used television only tentatively thus far. Aside from a few TV
spots in the New York area, the company's principal
video buy
has Club
been
the annual
Westminster
Kennel
dog show in New York's Madison
Square Garden. Nabisco sponsored
this top-drawer event last year on
WCBS-TV, for Milk-Bone, and will present it again in February over WORTV. (Nabisco is convinced that TV
will one day play an important role in
its advertising picture. But for the
present, the firm hankers for "moreviewers-per-dollar" than the medium
can offer.)
TWO

YOUNG

"S0UAWS"

Nabisco's newest baby, Straight Arrow, is also its biggest investment. The
show's three weekly half-hours on Mutual represent $1,200,000 in gross annual billings. By October, when it was
less than a year old nationally. Straight
Arrow was the top-rated kid show, with
a spectacular Nielsen rating of 7.5.
Further, the program stood eighth
among multi-weekly programs in Nielsen's Top Ten national listings, marking the first time a kid show had
cracked that select bracket.
The story of how this infant prodigy
got where it is serves to point up Nabisco's masterful approach to radio
advertising. Its essence is all-inclusive
merchandising follow-through, co-ordinated at every point with alert and
imaginative publicity and promotional
support by the network. In the case
of Shredded Wheat, the product which
is sold on the Straight Arrow show,
Nabisco turned to radio in an effort
to open a wider market for one of its
basic items. The Shredded Wheat
package, with its familiar Niagara
Falls trademark, has been a fixture on
American breakfast tables for many
years. But Nabisco's directors felt
that there were untapped sales potentialities among children — and that this
market was well worth a special sales

TURN OUT FOR STATION POWWOW.

GODFREY

GETS

Up to 1948, when Straight Arrow
began a test campaign on the west
coast
pitch. Don Lee network, there had never been a Shredded Wheat radio program. The popular breakfast cereal
had been sold mainly via printed
media, with radio used sporadicallv
on a participation basis. And none of
the Shredded Wheat advertising had
ever been angled toward a particular
segment of the buying public. In
choosing radio for its initial pitch to
kids, Nabisco followed this line of
thought, according to R. Stewart Boyd,
advertising manager for the company's
cereals and dog food products: something was needed to spark the enthusiasm of Nabisco's vast sales organization— biggest in the grocery field, with
more than
3,000 advertising
employees. campaigns
Nabisco's
admen
envision
as supporting their salesmen in much
the same way that an artillery barrage
works for ground troops in "softening
up" their objectives. They feel, too.
that such campaigns provide a "dramatic background" for the point-of-sale
attack of Nabisco's crack sales corps.
The adroit manner in whigh Mutual
threw its weight behind this concept
as the show approached its network
(Please turn to page 55)
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in

honor

of

Esso's

14th

year

Is there a radio man in the house?
$*

»*

How radio specialist in your advertising
department can often save you money

over-all

The young college grad
from Wisconsin was

amazed. Everywhere he traveled in the
rural South, barn dance music was the
rage. Pass a tavern door, you'd hear
that stomping beat; go to a barber
shop Saturday night and "swing your
partner" echoed above the sound of the
snipping shears. That's why the young
man wrote back North to his employers, the Penn Tobacco Company:
"Let's sponsor the Grand Old Oprv on
WSM in Nashville."
That's why Penn's brand, Kentucky
Club Tobacco, shot up to a leading
sales position in the South in three
months — shot up from nowhere to the
tune
music.of Grand Old Opry's barn dance
The young man's name was Wallace
T. Drew. (He's now an advertising
manager at Bristol-Myers). Tom Flanagan, then president of Penn. had hired
Drew to do just this kind of thing.
Hifl job was to be the eyes and — especially— ears of the Penn Tobacco Com26

pany out where it was spending its radio money. Drew traveled constantly
those days in 1937, recommending new
programs as Penn moved into new
sales territories, checking the effectiveness of old ones.

manager D. C. Marschner are the men
largely terestresponsible
for Shell's new inin radio. I
Lier was not a radio or an advertising man when he started out four years
ago. But he had been with Shell for

Nowadays there's a growing number
of men in companies from coast to
coast who do this kind of work. In
firms which buy time heavily these men
are actually the advertising managers;
in others they are assistant advertising
managers or assistants to the media director. Should you hire one? The information presented in this article was
gathered to help you make a decision.
When the Shell Oil Company began
using radio extensively a few years
ago, it moved Ed Lier from its touring service to advertising. He became

eleven years, knew the company's problems intimately. He picked up radio
know-how as he went along. His job
at the beginning of the year is to help

"media representative — radio," taking
over from a billboards specialist who
had been overseeing radio as a parttime responsibility. He works under

get the most out of this sizable investment. Lier traveled an estimated 15,000 miles, an average of five days each
month. A J. Walter Thompson representative. John Heiney, once with
WTOP. Washington, always goes with

Shell's media director, C. W. Schugert.
S hugert and Shell ad and promotion

prepare a schedule for Shell's 15-minute programs — mainly news, occasionally sports. He gathers availability
data from station reps and Shell's
agency, J. Walter Thompson. Then
Schugert, a J. Walter Thompson representative, and Lier sit down together
to thrash out a final decision.
This year Shell had 44 programs on
stations east of the Rockies. To help

SPONSOR

him,

insuring hand-in-glove
tion with the agency.

coopera-

To Shell, promotion of programs
among dealers themselves is very important. Knowing they are backed up
by effective radio ups sales morale,

Migratory birds— these radio specialists
To qualify for the fraternity of ad dept. radio specialises, a man must have the energy of a migratory bird. And

keeps dealers' eyes from roving to other gasoline company affiliations. For
this reason Lier is always anxious to
arrange this as well as other types of
promotion with station managers. He
finds that by meeting them face to face

J lull's exactly what most radio men in sponsoring organizations are. Case in point : Ralph Foote, one of the best
known men who do this kind of job, was away for two
weeks, came in for two days, then hastened off for another
two weeks of living out of a suitcase all during the time

and explaining Shell's needs, he can
gain their cooperation.

this article was in preparation. That's why no detailed
sketch of his operations appears here. But, as advertising

Example: KSTP in St. Paul printed
folders with a pop-up insert describing

manager

Shell's news program. The station
mailed these to dealers throughout the
territory. WAPI in Birmingham printed and displayed 450 street car advertising cards for the Shell program
there.
One type of commercial on most
Shell news programs involves an interview with a local Shell dealer. To start
a program doing these commercials,
Lier and Heiney always appear on the
spot. Lier lines up a group of dealers
after consulting with the local Shell
district manager. Then Heiney interviews six dealers, writes copy for the
interviews. The interviews are recorded while Lier and Heiney are at the radio station. In this way they make
sure the interview commercials get off
to a start in the right pattern. Later
on, the district managers, having been
properly briefed, can send data about
other dealers to Heiney; he then writes
the copy from New York, sends it back
to the station.
To make sure all the Shell programs
stick to a tested format governing the
spacing of commercials and news style,
Lier and Heiney spot check each of
them once every three months. The radio stations make off-the-air recordings
at this interval and send them to New
York. In this way Lier and Heiney can
also check for diction faults or lackluster delivery of commercials.
Another oil company which buys radio time heavily — and has a man
charged with specific responsibility for
overseeing expenditures and results —
is Esso Standard. In Esso's case, the
radio man is Vernon G. Carrier, an assistant advertising manager. He has
other duties as well, but his main media responsibility is radio. Esso considers this type of work so important
that Carrier has a full time assistant
working on radio exclusively.
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of Beech-Nut Packing — and as a man

with plenty

of radio know-hov — he's probably out on the road as you
read this piling up more argumen
the question this article asks.

s on the "yes" side of

rier says, "to be cold when all you see
Esso's radio policy has remained unchanged basically ever since 1934 from the sponsor is a formal letter.
when its 5-minute Esso Reporter pro- But when a man comes to visit you pergrams began. The number of stations
sonally, ayou warm
Carrier,
warm up."
and friendly man
started small, grew over the years to a
24 times a week on 42 stations basis himself, has warmed up many a station
($1,500,000 in 1949). Carrier travels manager, helped Esso get a valuable
at least seven weeks out of the year,
program promotion.
would spend more time on the road if
Example: Many radio stations take
he could spare it. He manages to stop booths at the local county fair; very
in at each station Esso has scheduled
often it's the Esso Reporter in that disat least once a year. This maintenance
trict who's selected to perform side by
of a personal relationship is essential, side with the prize steers, chickens, and
{Please turn to page 40)
he believes. "It's human nature," Car-

2£"Acf/Vated,z6z*.
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SHORT- WAVE

CUSTOMER:
being featured in a radio interview on

<5itbert Forbes' News Program
WFBM next Wednesday:

over station

March 17th at 10:00 p. m.
PSecwe listen in if you can and let me know
how you enjoyed theSincerely,
program.
. E.-W. Perkins
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Madison and Southern

Complete Shcl lubrication

Service
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TIDE TOPPED ALL OTHER BRAND PRODUCTS

PURCHASED

FOR THE FIRST

TIME AS A DIRECT RESULT OF TELEVISION COMMERCIALS,

First-time customer
Over

1 .000 members

of TV Crirfes Club name brands

they've bought after viewing commercials

^j^ Nearly 487( — 47.9% to
^JMBtJ/J be exact — of the men and
^^^ women who returned
questionnaires in a survey made late
last October admitted that a television
demonstration or commercial influenced them to buy a product they
never bought before. The studv was
sponsored by a commercial television
column, "Look Hear," now appearing
weekly in the New York Daily News
and Herald-Tribune.
Men and women- — responses were
divided about equally between them —
named the brands they had purchased
fur the first time as a result of learning about them on television. A chart
accompanying this story lists them in
rank order. The brands named were

of over 1,000 men and women is
almost uncanny correlation with
rank order of brands found by
Starch TV commercial report on

the
the
the
the

"brand acceptance" factor. Not all
the brands appearing in the Look
Hear survey are to be found in the
monthly Starch report. But brands
common to both lists follow an amazingly similar pattern.
The survey was a project
Critics Club" sponsored by
This column, started the
last September by Maxine
the two New York papers

of the "TV
Look Hear.
middle of
Cooper in
named, is

designed on one hand to be "a connecting link between the TV sponsor
and the TV audience," as Miss Cooper

chosen spontaneously. That is, the respondents were not given a list to
check from, but were simply asked to

On the other hand it is available to
puts it.
sponsors as an advertising and promotional medium. The first advertiser-

list them if they answered "yes" to
the question: "Have am TV rammeriala or demonstrations influenced vou
to buy a product you never bought

sponsor to buy the services of the column is Consolidated Edison. Look
Hear has commitments for expansion
to several other major metropolitan
dailies when additional advertisers
make that feasible.

before?"
\ notable facl about the rank order
• if the list compiled
28

from

the answers

\ promotional feature of the column

was formation of a TV Critics Club.
Members could write in their views
and desires on programing. They had
only to write and ask for a membership card in order to join.
In return they received, in addition
to the membership card, a printed
sheet explaining benefits of the Club
in detail. Program views would be
sent on to the interested parties; some
commitments would be printed in the
monthly Club news, which each member received free.
The notice also included information on obtaining TV tickets, and
promised further information from
time to time in the Club news bulletin.
The questionnaire for the survey reported here was one of the Club projects. Two thousand names were selected at random from the approximately three thousand members I membership is now about five thousand)
by The American Management Council, independent research firm which
handled the study.
Questionnaires were mailed with a
stamped return envelope alone with
the club bulletin, which urged memSPONSOR

ACCORDING

Question; Have any TV commercials or demonstrations influenced you to buy a product your never
bouyht before?
47.9%
Yes

47.3

No
No

46.5%
Men

4.8

51.9
1.1

Women

answer
100.0%

*One

questionnaire

filled out by both

No

answer

husband

and

.5
100.0%

wife.

Both*
Z> TV

RADIO

CRITICS

CLUB

SURVEY

bers to take advantage of this opportunity to express their program preferences and describe their viewing
habits.
Perhaps surprisingly, only a few
more women than men 1 51.9% to
46.5% I returned completed questionnaires. One husband and wife filled
out a single questionnaire together.
"No answers" accounted for only .5%
of the returns. Even more surprising,
perhaps, was the 42.2% of single men
among the total of male respondent*
(57.8% of all male respondents were
married I .
Percentage of married women responding was 74.5; 24.6% were single; .9% were widowed. Overwhelming majority of the replies came from
the Bronx, Brooklyn, and Manhattan,
divided rather equally between them.
The mail indicated that the majority
of respondents were in the middle income brackets, although breaking
down the sample by education, income,
and other classifications is a future
project.
As will be seen from the table heading this story, P & G's Tide led the
list of products first purchased by respondents because of TV influence.
During the month of the survey Tide
had been getting 12 20-second spots
on WABD. WNBT. and WCBS-TV.
The spot is an animated cartoon,
stills from which illustrate this story.
The Lipton products, like most of
those on the list of 25 named by respondents, have been on the air for a
number of months. Arthur Godfrey
handles the commercials live, of course.
There were five broadcasts during the
month of the survey.
The
deodorant
Heed,
a Whelan
Drug item, is a filmed demonstration
on Cavalcade of Stars I WABD ) , aiTed
on Saturday night. None of these first
I Please turn to page 51)
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Percentaye of respondents who bouyht products for
the first time as the result of television commercials
Food products
Cigarets and Tobacco
Soaps
and
washing
powders
Tooth paste and powder ..._
Auto accessories
__
Deodorants

__

59.1%
23.4
14.7
12.9
12.9
11.2
8.3
6.8

Shaving
products
Electrical
appliances
Beer

6.6
5.6
5.4

Hair preparations
Coffee
Miscellaneous
Candy
Rugs

drug

items

3.7
3.7
l .9

Rank of brands purchased for first time as a result of
TV commercials
Rank

Brand

No. of Mentions

1

Tide

54

2
3
4
5
6
7
8

Upton's Soup
Lipton's Tea
Heed
Texaco products
Old Gold Cigarets
Kraft products
Gillette

48
43
36
32
31
31
30

__

9
10
11

Chesterfield
Cigarets
Colgate tooth paste and powder
Philip Morris Cigarets

28
22
18

12
13

Electric Auto-Lite products
Sanka

17
16

14

Ipana

15

15

Hi-V

16
17

Borden's products
Ballantine Ale and Beer

14
13

18
19
20

TV Guide (publication)
Wildroot products
TV Filters

13
13
12

21
22

Stopette
Schaefer

10
9

23

General

24
25

Reddi-Wip
Betty Crocker Mixes

Orange

Juice

Beer
Electric

Appliances

15

8
8
8
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study

Radio is getting bigger
Broadcast

;»<l\ ertising's confusion era is largely ended

Cooler head*, and dollar
signs, are finally prevailing.
Advertisers are becoming more and
more aware that both radio and televi-

over-all

sion are tremendously vital media — the
most intimate, hard-selling ever developed— and that both are with us to
sta} .
Because statistics are beginning to
add up. because several months' time
has given them perspective, because
television is working out its operating
problems in fast order, thoughtful advertisers realize that the confusion
about air media that has existed during most of 1949 is artificial. It is no
more valid to argue that television will
send radio down the path to oblivion
than it is to argue that magazines mean
tin' end of newspapers. The intelligent
advertiser knows, for example, that the
man who reads Quick or the woman
who reads Seventeen will not stop reading a daih newspaper.
And just as he

has for many

years appraised both

newspapers and magazines as necessarj and distinct components of the advertising job. so he regards the air
media. Advertisers are learning more
about how to use the vital power of
two basically powerful media.
Polling advertising executives, agency men, station representatives and network managers. SPONSOR heard varying comments, spoken with varying degrees of emotion, that added up to the
same story. No longer disconcerted by
artificial comparisons, the advertiser is
taking a realistic view of both radio

i\ just to merchandise the fact that
they re in it. The inherent strength
of both the air media is a truth that
has been true throughout the so-called
confusion about AM and TV; the difference isthat the advertisers are now
beginning to recognize that truth.
Statistical!) speaking, the advertiser
has good reason to wonder why everyone himself
(
included I was so readv ,
up until a few months ago. to 1 urv
radio alive. As the analyses show,
radio has not been static during the
growth of television. Since 1946. the
number of radio homes has increased

by a resounding five million: the numand TV. using them singly — or in comber of home hours of daily radio lisbination— according to how well each
will do his particular job.
tening, by42 millions. And these figures do not include the still largelyOne agency man put it this wav :
out-of-home listening.
"There are far fewer people saying unmeasured
'lets wait and see,' or 'let's climb on
"We are telling our advertisers."
board this thing and see what hap- said an executive of a big New York
pens!' " In the words of a station rep- agency, "that radio is a tremendously
vital medium and that it is here to stav .
resentative, "they're not jumping into

There's no question about our enthusiasm for TV — we have ten network
shows. But television is no longer being regarded as a toy; we and our advertisers are beginning to look at both
radio and television Irom the point of
view of value, circulation, cost and impact.'" In line with this thinking, television costs were mentioned, particularly by agency men, as an important
factor behind the new. more sober attitude toward the medium. A few were
choleric about the rapid rise in rates;
some were concerned about the lack of
standard rate cards, echoing the conclusions made in the recent report by
the Broadcast Advertising Bureau on
television station rate practices.
It was an agency man, too, who put
his finger on another statistical truth.
Returned

"People used to come in here and tell
us how many hundreds of thousands
of television sets were being sold. The
funny part is that while they were saying it, home radio sets were being sold
in the millions!" -In the millions is
right. The Radio Manufacturers Association estimates that 5,550,000 sets
bearing AM bands will be made this
year by its member companies alone.
And they believe that the output of
non-member manufacturers, plus automobile radios, will bring the total to
8,000,000 for 1949. The output of television sets is growing in leaps and
bounds, but the estimated television-set
production for 1949 — 2,600,000 sets
for the entire industry — still makes 8,000,000 look like a lot of radios. And
not until next year will figures be
available on the number of television
combination sets that also carry AM
bands.
Program activity, too, is evidence of
the level-headed approach. And station
representatives and agency men are
agreed that radio budgets are increas-

to

network

advertising,

for four years, with ABC's

A

AL^^mA

OW66tnC3ri

popular

after

being

program "Thi

out of the broadcasting
Adventures of Ozzie and

Soap (Manhattan Soap Co.), after a year's absence from big-time radio
Mary
Margaret
McBride
stanza on NBC

advertising,

ing generally. "It's no longer a job to
sit down and convince somebody when
we feel that radio is the most for his
money," a timebuyer said. "The confusion about media in general is disappearing fast among the experienced
advertisers, and companies that are interested in meeting marketing problems are turning to radio."
The Rosefield Packing Company
(Skippy Peanut Butter), whose use of
spot made peanut butter a brand product, is increasing its station coverage.
Grove Laboratories, a large and consistent spot advertiser, took over Pitch Hair
Tonic last summer, and in September
added a network split-sponsorship to its
(Please turn to page 44)
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Cough
"Sing

Drops, as
It Again"

part of new campaign,
resumed
program
in return
to network

its participation
after
a year's

on CBS'
absence
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ORANGES

BEING

HARVESTED

IN A TYPICAL

GROVE

NEAR

ORLANDO,

FLA.,

FOR

SHIPMENT

levins squeeze play
Basic emphasis on wholesalers brings
Florida orange brand top market prices
In newspapers and in trade
spot ads Egan, Fickett & Company, citrus fruit distributer-, had been telling wholesale bu\ers in the New York trading area and
the public at large that Nevins oranges
were a good buy. But nothing happened to get excited about. In fact.
nothing at all seemed to happen.
The trade was pretty blase about
what could be said about oranges from
poor, ordinary, to premium fruit. The
public
Then didn't
towardseem
the toendcare.
of the heaviest
shipping season for Nevins Florida
■ ranges — this was about the middle of
December. 1948 Egan, Fickett, on the
advice of their recently acquired
icy, Moore & Hamm. Inc.. New
^ ork. invested in dairy announcements

32

for a week on three stations, WJZ,

TO

NEVINS'

EXPANDING

MARKET

ing do a job in helping obtain top
prices consistently at the dailv fruit
auctions. Part of the functions of a
citrus fruit distributor is to advise the
client on dates and quantities of fruit
to ship. Egan further undertook to
promote advertising designed to establish the Nevins brand with consumers,
and with dealers, as synonymous

with

quality
In thisfruit.
project they were up against
several tough problems. First of all,
the Florida orange crop is promoted

WNEW.

and WOR. Response was instantaneous. Housewives telephoned
their grocers for Nevins oranges. They
looked at the name stamped on orange
(rates and on the skins, or asked the

by the Florida State Citrus Commission as "Florida oranges." The
oranges of California growers, on the
other hand, are all promoted by the
California Fruit Growers Exchange

clerk
for Nevins" Indian River "oranges
1>\ name.

under the "Sunkist" brand name. The\
will spend up to two and a half million
dollars in 1950 (depending on the si/e
of the crop I to make housewives and
other consumers Sunkist conscious.

Immediate as the response was, it
was by no means overwhelming.
Nevertheless, it was good enough to
persuade Egan. Fickett to recommend
in turn to Nevins officials in Titusville.
Fla., that the bulk of their advertising
appropriation go into radio. Since
Egan. Fickett had already proved
themselves to be aggressive operators.
Nevin okayed what was to them an
experiment.
Egan was trying to make advertis-

But a Florida grower, if he wants
to promote a brand name, must do it
himself. And he has to do it with
funds over and above the two cents
per case ( for oranges I assessment for
the Citrus Commission promotion.
Nevins, like any other Florida grower,
had the problem of bucking the lavish Sunkist promotion in establishing
SPONSOR

'Hurdy

Gurdy"

oranges

are introduced

to public with help of real thing

his own brand as an asked-for item on
the New York shoppers list. Only if
that happened could the company be
sure of commanding top prices at the
daily auctions of the fruit barged
across the Hudson from New Jersey
freight and truck terminals.
There was another reason that
espressed Egan to make advertising the
tablish the Nevins brand. Unlike
price of a can of soup, the price of
oranges at the market is influenced by
the current demand. This meant that
in order to make the most of their
fruit they had to top the market prices
consistently at the early morning auctions of the New York Auction Co.
(largest of the two firms handling
citrus fruits) .
The Egan strategy was a twinpronged effort designed to make consumers willing to pay a premium price
for Nevins fruit and to make dealers
happy to pay top prices for it at auction.
When a buyer goes down a row of
sample cases of fruit, slicing into a
piece for inspection, he makes up his
mind right there what he will pay for
it. He jots that down together with the
lot number, then heads for the bidding. It's at this point that Egan de(Please turn to page 53)

Dramatic

Brand

poster promoting

name,

plugged

Nevins' WOR

by posters, was chosen from

program

1500 suggestions

were distributed to all dealers in N.Y. area
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WGAC
580 kc, Augusta, Ga.,
OFFERS

YOU

MORE COVERAGE!
More daytime coverage area
than any 5,000 watt station
in the Southeast.

MORE FAMILIES!
185,000

MORE RADIO HOMES!
156,000
THAN

ANY
In

OTHER
This

STATION

Georgia-South Carolina

MARKET

SALES

NEW

RECORDS

ON

WGAC
580 Kc. - ABC - 5,000 Watts

AUGUSTA, GA.
Averv-Kiiodel
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George Heller, national executive secretary of
American Federation of Radio Artists, has been
named to the same post in the newly-formed Television Authority — which embraces Actors Equity
and Chorus Equity associations, American Guild of
Variety Artists, American Guild of Musical Artists,
and the radio actors group.
Two West Coast unions
— Screen Actors Guild and Screen Extras Guild —
have refused to join the Authority.
WBT sues CIO
for $500,000
Jefferson Standard Broadcasting Company, operating
WBT and its FM and TV affiliates in Charlotte,
N. C, has filed a $500,000 suit there against the
Congress of Industrial Organizations, charging that
the CIO "has wilfully and maliciously slandered and
libeled the plaintiff by writing and publishing"
certain letters.
The letters assert, among other
things, that WBT "refused to give labor organizations any 'freedom of expression on the air'," and
that the stations have shown "no good faith in
dealing with the International Brotherhood of
Electrical

Workers,"

AFL, as bargaining

agent.

Frank Mullen Joins
Fairbanks TV firm

Johnston, director of NBC's video film division,
have become executives and substantial stockholders
of Jerry Fairbanks, Inc., Hollywood, which has made
plans to become the "largest TV program
and distributing organization."

producing

Hooper offers sales
impact ratings

ADVERTISERS
MAKING

from page 2—

Heller will head
TV Authority

Frank E. Mullen, former executive v. p. of NBC and
president of the Richards radio stations, and Russ

Rich

$500,000,000
ARE

-continued

REPORTS...

C. E. Hooper, Inc., has introduced periodic "Sales
impact ratings" of network radio and TV programs.
By parallel diary studies on a national crosssection basis, Hooper attempts to show 1. Listening
or non-listening in a home, and 2. Current use or
non-use of advertised product in that home.
CBS and NBC add
new affiliates
The battle between NBC and CBS continues unabated,
in power and coverage as well as in programs and
promotion.
Effective 1 January, CBS will replace
K0Y, Phoenix, KTUC , Tucson, and KSUN, Bisbee,
Ariz., with K00L, Phoenix, K0P0, Tucson, and KCKY,
Coolidge, Ariz.
CBS now has 185 affiliates. . .KIT,
Yakima, Wash., will become NBC's 172nd affiliate.
SPONSOR

We've Scored
I

this year
in Power!
(50,000 WATTS)

US

in listener
acceptance!

BIG

in business!
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In the past decade, AM radio has done an amazing job of coverage and results in the media
field. In view of the high and continuously mounting costs of similar media to the advertiser,
AM will be the most attractive
listening is now at an all-time
points for AM throughout this
creased audience at the lowest

buy for years to come. In the Detroit Area, "at home" radio
record, plus the 100-and-one "away from home" listening
region. CKLW, with 50,000 watt power, is tapping this incost per-radio-home in this market. Our 1949 business (local

and national) is UP 28%. CKLW's market is now 17,000,000 people. Buy it in 1950, and save!

middle -of -the -dial
at 800 kc.

Adam J. Young, Jr., Inc.
National Representative
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F ree & Peters, inc.
Pioneer Radio and Television Station Representatives
Since

NEW
ATLANTA

DETROIT

19.12

YORK
FT.

WORTH

CHICAGO
HOLLYWOOD

SAN FRANCISCO

EAST, SOUTHEAST
WBZ-WBZA
WGR

Boston-Springfield
Buffalo

WMCA

New York

KYW

Philadelphia

IND.
NBC

KDKA

Pittsburgh

NBC

WFBL

MIDWEST,

CBS
NBC

Columbia, S. C.
Norfolk
Raleigh

WPTF
WDBJ

50,000
5,000
5,000
50,000
50,000
5,000

Charleston, S. C.

WGH

CBS

CBS

Syracuse

WCSC
WIS

NBC

ABC
NBC
CBS

Roanoke

5,000
5,000
5,000
50,000
5,000

SOUTHWEST

WHO

woe
WDSM

Des Moines

NBC

Davenport

NBC

50,000

ABC

5,000

Duluth-Superior
Fargo

WDAY
WOWO
WISH

NBC
ABC
ABC

Fort Wayne
Indianapolis
Kansas City

KMBC-KFRM
WAVE

CBS
NBC

Louisville

WTCN
KFAB
WMBD

Minneapolis-St.
Omaha
Peoria

KSD

St. Louis

Paul

ABC
CBS
CBS
NBC

5,000
10,000
5,000
5,000*
5,000
5,000
5,000
50,000
5,000
5,000

KFDM

Beaumont

KRIS

Corpus Christi
Ft. Worth-Dallas
Houston

WBAP
KXYZ
KTSA

San Antonio

ABC
NBC

5,000

NBC-ABC
ABC

1,000
50,000

CBS

5,000
5,000

MOUNTAIN
KOB
KDSH
KVOD
KGMB-KHBC
KEX
KIRO

AND

WEST
Albuquerque
Boise
Denver

NBC
CBS
ABC

Honolulu-Hilo
Portland, Ore.

CBS
ABC

Seattle

CBS

50,000
5,000
5,000
5,000
50,000
50,000

Mr. Sponsor asks...
"What are the factors keeping sponsors
out of Television?"
Norman

When he gets the answers to all
those questions, and after listening to
a lot of cost-per-thousand double-talk,
he's liable to believe television's a verj

The
Picked Panel
answers
Mr. Anderson

expensive pig-in-a-poke. One can't
blame the television stations for charg-

To answer

that

question I could
be facetious and
>a\. "Mo-t clients believe only
the Big Money
Boys can afford
the choice box
seats, and all
Mr. Miller

R. Anderson

good seats in the
bleachers are al-

ready filled. Besides, what is the actual price of a seat at the game, and will
the game be worth the price of admission?
Speaking seriousl\. I think main
potential sponsors believe costs are too
high in relation to the number of viewers of sets available in a particular
area, divided b\ the number of television stations broadcasting in that

ing all the traffic will bear. They've
sunk millions and want to get it back
as quicklv as possible, but $2,000 an
hour, for instance, in an 800.000 set
area where there are seven stations

Manager
General

of Certo
Foods

In the first place, the Company has
no special desire to be numbered
among television's pioneers, preferring
to restrict its pioneering to improvements in the art of fine glassmaking.
Second, Steuben Glass appeals to a
rather special type of audience consisting of people who have both artistic
appreciation for fine crystal and the
means to purchase it. Steuben has
watched the tremendous expansion of
the television audience in 1948 and

sharing that potential audience is
wholly unrealistic.
1949. especially its penetration of lower-income groups. We realize that the
And that's not the whole stor\ but
degree
of
saturation
of television ownspace is too short to elaborate. Forership
is
still
highest
in the uppertunately for us. we've been able to income families but that
the middle
find some reasonably realistic answers
and
lower
income
families
already
for two of our clients who are at present successfully using television. An- form the greater part of the total television audience. This, in itself, might
other client has his hand in his pocket
— whether he's about to withdraw his not be a deterrent to the use of television by Steuben, but we have also
wallet or bury it deeper, only time will
tell. The world is full of gamblers. noted what we believe to be a marked
Aren't we all?
tendency on the part of advertisers,
stations, and networks to slant their
Chester H. Miller
Director of Radio & Television
Calkins & Holden
Xeu } ork. V. Y.

programs more and more toward "popular" mass appeal. Some of the leading television advertisers, in fact, have

The management
of Steuben Glass

dropped excellent programs of relatively high intellectual or cultural appeal in favor of other shows, which
may reach larger audiences but which
can hardlv fail to scare off many of the

area. Also, there's the problem of
figuring actual costs in advance. Who
can reasonably approximate costs
when card rates change every six
months and those changes are not uniform as to amount or dates of change?
W bat will be the costs of a sponsor's
program requirements; camera rehearsal time, sets, costumes, etc.. from
week to week? Is there a fixed cost for
what he asks? Shall he use live talent or film commercials? }\<<w expensive a program will he have to
sponsor to be permitted. b\ the major
stations, t<> associate with the Big Boys,
during the choice evening hours? Must
he buy a full hour or a half-hour to
!<it in the reserved section?

Sales and Advertising
and
Minute
Divisions,

has been interested in television
since the time
when the onl\
receiving sets in
existence were in
the homes of a
few upper-income
families. At that
time the audience was so small that
Mr. James

Steuben did not feel justified in incurring the expense of the sort of program which was being considered.
Some years have passed, but Steuben
has not yet made use of television
advertising, for a number of reasons.

people who enjoyed the previous "upscale" programs. Frankly, we are
waiting to see just where this interplay between the audience and the
program schedules will come to rest.
Thirdlv. since Steuben Glass is
available to onl\ a small number of
exclusive outlets in the chief centers,
our coverage must be selective, geographicallv as well as economically
speaking. This in turn would tend to
hold down the amount we could budget for our program.
To summarize, before we can go
into television, we shall have to be
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satisfied that we can reach a sufficient
number of people of the type we consider to be our logical prospects, at a
cost which can be borne by our relatively small advertising budget. We
are open-minded and our management
is alert to televisions potentialities, but
there are signs that the medium may
snowball into circulation and rate
brackets completely unsuited to our
specialized requirements.
E. P. H. James
Director of Promotion
Steuben Glass, Inc., N. Y.

Television broadcasting stations
have failed to
tell potential advertisers that effective television
sponsorship need
not cost tens of
thousands o f
dollars. Television has the misMr. Barrett
leading reputation of being a very expensive medium.
It is the fault of television stations
and networks that this notion still
frightens off many potential TV advertisers. True, large evening productions such as plays and big name variety programs cost tens of thousands of
dollars. And it is true that with the
use of sight as well as sound, televisions productions have added the expense of costumes, sets, and all the
props that radio provided by audio
illusion. But it is also true that television need not be expensive to be
effective.
Television broadcasters have failed
to explain to local and retail advertisers that they do not have to pay
$2,000 to build a commercial film in
order to test television. Today there
are available high rating shows where
live commercials can be done in cooperation with the talent appearing on
the show. Each week these live commercials can be changed until the right
formula is found. Then the local retailer can build and expand until he
arrives at the best level of television
advertising in ratio to his retail size.
Television, when properly used, can
provide local advertisers as well as national advertisers with the greatest
l Please turn to page 55 I
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fj£N7Y WHEN YOU'RE SELLING CHICAGO
AND 251 KEY MID-WESTERN COUNTIES ON W C P L !
Your sales story on WCFL

goes out to Chicago and 251 Key-Counties

in 5 rich, middle-western states. This actual audience coverage is based
on a 30,000 letter-pattern.
8,289,763 consumers in the primary/ 5,421,020 in the secondary!
A

POTENTIAL

$15,000,000,000

As the Voice of Labor, WCFL

ANNUAL

MARKET

has a special tie with the well-paid craftsman

and wage-earners in this prosperous, industrial area.
For full information, contact WCFL

or The Boiling Company.

WCFL
50,000 watts
• 1000 on the dial
The Voice of Labor
666 Lake Shore Drive, Chicago, III.

Represented by the Boiling Company, Inc.
An ABC Affiliate

RADIO MAN
(Continued from fxige 27)
layer cakes. The reporter does an actual broadcast once a day from the
station s booth at the fair, garners local interest as well as an occasional
slice of cake.
lis gaining the manager's friendship.
Carrier establishes a cooperative working spirit. Frequently managers will
write in to tell him when a better time
spot opens up. Then Carrier can switch
his schedule so that the Esso Reporter
follows or precedes some outstanding!)
popular local program. This, by the
way, is always an objective for Esso.
In return for courtesies received
from radio station managers. Carrier
is always careful to help them out.
During his visits he makes sure that
they are receiving payments proper!)

i
Example

#20

f

and
getting
on time.
ready
to take
care copy
of any
gripe He's
that might
come up because a representative of
the local Esso organization and a man
Humphrey Ireland, of the H. B.
Humphrey Company, Advertising,
handling the account of Greystone
Press, writes us . . . "Want to congratulate you for the fine mail count
you are giving us on our Mr. Fix It
show.
Dollar for dollar WIP is showing up
as the best buy we have made for Mr.
Fix It in the past year, and we have
bought time on about 150 stations and
three networks for the same show."
What do YOU have to sell?

from Esso's ad agency, Marschalk &.
Pratt, always visit the station with him.
Carrier does not have a radio past.
As he puts it. "I'm not a reformed tapdancer or announcer." Instead he has
a long background of twenty years
with Esso. This means he has intimate
knowledge of the company's products.
He puts this knowledge to work in
handling the radio situation. He knows,
for instance, that in the fall when New
England division managers

WIP
Philadelphia
Basic Mutual
Represented Nationally
m.

KHW Allll PETIIY

& CO

want to

push anti-freeze, Southern salesmen
ma\ want to push tires. For this reason, the greatest flexibility is allowed
in selection of commercials throughout
the Esso territories. Division managers write in to suggest the choice of
radio copy for their own areas and
Carrier approves or disapproves their
requests on the basis of his familiarity
with the local problem.
Carrier gains this familiarity
through two types of travel: his actual
trips out in Esso territories, and travel
within the huge Esso building at Rockefeller Center in New York. Several
times a week he travels down from his
office high up on the thirty-first floor
to sales headquarters elsewhere in the
building where men from each of the
sales divisions deliver up-to-date reI nlike Carrier, another one of industry's radio specialists
ports.
broadcasting
background.
an Flanter. advertising
Renrus Watch Company,

does have a
He is Adrimanager of
who literally

40
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Smalt tathf

It became the talk

of the town... when our man-about-town, Jim Grady,
aired his newsboy's worldly-wise comments on the
opening of the San Francisco Opera on his new kcbs
morning show, "This is San Francisco."
So much so that San Franciscans from all over the
Bay Area went out of their way— all that day and
the next — to buy papers from the newsboy's out-ofthe-way stand. Total sales in 24 hours: 2,475.
More than three times more than he had ever sold
in a similar period.
Small talk? Perhaps. Or a mighty significant bit of
information on how the new local live programs
on the new kcbs are moving people to move goods
in the nation's seventh-largest market.

pre* up in radio. He had traveled the
country fm years, knew radio station

men everywhere when Benrus brought
him in to step up its radio advertising.
Success of the Flanter-Benrus tech
tuques w;i- reported in the January,
L948, issues of sponsor. ($20,000,-

000 Benrus Sale- via Station Breaks.)
Now take a look at the specific ways in
which Ranter operates to gel the most
for Benrus' radio dollar.
In contrast to the situation at Shell
or Esso, the Benrus radio schedule
changes constantly. Benrus is always
seeking to add good time spots, drop
second-best t" Bulova positions.
I hat s

wh\ Planter feels he has to he out tra\eling the country at least three months
in the year. He will string together a

Example: in one area radio reception down in a large valley may be

the J. I). Tareher agen<\ .
When Flanter wants to cheek the

weak; taking a taxi trip through the
valley tips Flanter off. Or. Flanter may
discover his time spots on a certain
TV station are completely marred h\
snow where the\ are supposed to come

\alue of a particular time spot in an
area, he talks to dozens of local residents, to Benrus dealers, people in the

in strong. "You have to cut to the
(ore of the apple to see if there are
worms." Flanter comments.

street, and especially local radio columnists. He checks the local papers to
see what kind of promotion stations

YA ith a time spot schedule like Ben-

month-long itinerarj and set out with
Leonard Tardier, account executive of

are getting. He learns facts ahout coverage that maps and surve\ figures
won't show .

rus', seemingly minor details make the
difference between effective and wasteful use of radio monej .
Example: a station ma\ skip a Benrus time signal one da\ due to a special events program. pa\ the company
back with an inferior time spot the
next day. Flanter keeps an eye cocked
on such credits, sees to it that Benrus
gets what it paid for. He is by no
means critical of radio station manage-

SOUTH
NOT

BEND

IS A

ment, does not regard himself as a Benrus watchdog. Still, he knows that station managers are human and that a

MARKET-

change in time schedule which makes
little difference to them may mean a
lot to Benrus.

JUST A CITY- AND

WSBT COVERS IT ALL
South Bend is one of the biggest, richest,
and most responsive markets in America. Its

WAVE
OR
RN
WESNT'TE
AI

heart is two adjoining cities — South Bend
and Mishawaka

— with a combined

population of

157,000. The entire South Bend market
contains more than half-a-million people. In
1948, retail sales were over half-a-£/Y//o« dollars!
WSBT — and only WSBT — gives you

EASTERN^1

thorough coverage of this great market. Plus this,
the rest of WSBTs

other crossroad ^«
Kenlucky,
eitherl • ol minded for the

primary area gives you an

additional million people whose retail

Seville

purchases last year amounted

norti
^
and
ctional-m.na
southern
're dire
We
andmicy
onUSa
£j»~

to $911 million.

Tra;nda^cep«

You need the South Bend market. You get
it —

all of it —

ft h
Wonderful market.
d f.lks
•
h.£
families
^ A\ E
g,andard of l»vmg

only with WSBT.

audience.
.-.u-JjP-—
around
oa»VuP,
!TvtheersreSa
•»
deli>ers
it really
. Lf l
in Kentucky
SL
the map
^SZob TradSo don't groP^a »m * ^
WSBT duplicates its entire
schedule on WSBT-FM—at
no extra cost to at/i erasers.

PAUL
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Good time spots for Benrus are often
those before top-rated programs. Frequently Flanter will snap up a spot on
the second or third rated station in
town if it comes before Crosby or Winchell rather than take a second-rate
spot on the towns highest touted station.
The money saved for Benrus piles up
when Flanter gets out on the road. Recently he was able to save the company
$25,000 at a single radio station by
simply rearranging the schedule of
spots there. Flanter says: "A man with
radio know-how can do the same kind
of thing for any sponsor. An advertising man on a company's staff with a
good knowledge of the product and of
broadcasting takes the guess out of
buying time."
Perhaps the dean of all radio specialists isBulova Watch Company's advertising manager, Clarke (Fritz) Snyder. Originally he traveled the country visiting radio stations for Esso, setting up their "reporter" programs. Later on he did a similar job for SoconyVacuum. In recent years he was with
the Biow Agency, which has had Bulova as an account for twenty-five years.
Then three years ago he switched
horses, began working under the Bulova ensign.
Probably Snyder's chief responsibility at Bulova is to keep up the company's network of time signal franchises. As sponsor revealed in an earlier article I What Makes Bulova Tick?
March, 1949 ) , Bulova's sales success is
based on its extensive time signal advertising. (This year Bulova spent approximately $3,500,000 on radio and
TV time signals.)
For years Bulova radio time buying
has been founded on a policy of direct
approach to station managers. Though
Snyder himself no longer travels about
the country on this mission he continues to supervise other men from the
Biow Agency who make the personal
contacts Bulova has found so helpful
in its success.
This all makes the picture look very
bright.
But is there another side to the story?
To find out. sponsor spoke to radio
reps and agency men. Most of them
were agreed that having a radio man
within a sponsor's own organization is
extremely helpful. One old agency
hand remarked that when a sponsor is
continuously briefed on the radio situation by his own man, there is more
19 DECEMBER
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time available for constructive planning activity between sponsor and
agency. No agency man regarded radio men in sponsoring organizations as
potential thorns in the side. In all cases
sponsors and agencies seemed to have
worked out satisfactory methods of cooperation— usually by having the sponsor's and the agency's man travel together.
Some reps remarked that with the
good surveys available now, traveling
around the country is not as necessary
as it had been when Wallace Drew, say,
did it for Penn Tobacco.
But all were

agreed
that ait firm
couldn't
but
benefit when
had radio
men help
actually
country.
going out and getting the feel of the
On the other hand, one rep pointed
out that nowadays district managers
are highly trained to funnel information about radio back to the home office. An answer to that one, as an ad
man put it: "Salesmen aren't likely to
be objective. They'll scream for radio
backing whether it's worth the money
or not. They want every lift they can
getBoiling
— by hook
crook."
it allordown,
the case for hav-

RADIO CAMPAIGNS AND
SALES KIT HELPS KEEP
STATION
COSTS LOW
Haverhill.
November
NATIONAL
NRB Bldg.

RESEARCH

< liii rijro 10,
Gentlemen :

Illinois.

BUREAU,

Mass.
3, 1949

INC.

How any one particular feature of your "Radio Campaigns and
Sales Kit" can be singled out for individual praise is beyond me. Here
at WHAV we seem to find the entire service to be of great help. When
the kit comes in I am always interested to see if any of our newspaper
ads appear in the station managers section. After that, I must admit,
I am often inclined to "borrow" ideas other stations have used in their
paper promotions. The idea section at the front of this portion has also
served us in good stead. Many is the time we have used it for reference when a potentially good advertiser wants a "different" type show
and wants it in a hurry, as most of them do.
The copy planner, calendar of events, and section on monthly specials are all carefully surveyed by sales and copy departments for ideas
that may be useful in the coming months. At present the copy itself is
probably what is serving us best. Being a small station we are naturally
interested in keeping our expenses as low as possible. This means
a one man copy department and means that that one man has a lot of
copy to turn out each and every day. It is a great help to be able to
turn to your copy section for variations on the standard
approach.
On the whole I'd say the kit has been of great service to us and I
sincerely hope you will keep up the good work, striving for still further
Sincerely,
improvement
all the time.

One more reason tor using NRB's
"Radio Campaigns and Sales Kit"

faS-K^P

Sales Manager.
WHAV,

WHAV-FM

Low Cost Service For All Departments
Write today for further particulars on NRB's "Radio Campaigns and Sales Kit" now being used by more radio stations
than all other services combined. The coupon mailed today
will bring you a sample copy of this money-making COMPLETE radio service.

TO:

The
NATIONAL
RESEARCH
BUREAU,
NRB Building, Chicago 10, Illinois

INC.,

Please send us a free sample and further particulars on
your NRB "Radio Campaigns & Sales Kit."
My Name
.Title
Station
City & State
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mg a radio specialist within each spon- RADIO IS GETTING BIGGER
sor's .id department looks good. Such (Continued from page 31 i
men ma) be advertising managers like
Vdrian Flantei "i I harles Snyder of schedule: The Shadow, over 400 MuBulova .Hid Ralph Synder of Beechtual stations. This year, Luden's re\ni Packing (to name i w < > others);
sumed its winter participation in CBS's
the) ma) be assistant advertising man- Sing It igain, after a year's absence.
I lie Manhattan Soap Co. (Sweetheart
agers like Vernon Carrier or media
assistants like Ed Lier. The) ma) 1><- Soap) maintained its daytime network
old-time radio men, quick to learn new- Lore anil Learn, but is now bark as
i omers, or oldtime compan) men. But well with Mar) Margaret M< Bride,
the) have one thing in common, the which it bad dropped for a \ear. After an absence of nearh four \ears. the
abilit) t" save a sponsor money. * * *

H. J. Heinz Co. returned to network
radio in October with the Adventure:,
of Ozzie and Harriet over 270 ABC stations. These are a few straws in the
wind, with man) more that could be
mentioned.
Besides the statistics, the element of
time alone is parti) responsible for the
new conception of the individuality of
radio and television. "We have gone
far beyond
the of
point."
the advertising manager
an oilsaid
company
that
has been a consistent spot advertiser
for the past 15 \ears. "where you go
nto tele\ ision for glamour or prestige
reasons. Our radio has been successful and now we're concerned with developing a good television show and
Inn finding out bow well it's achieving its objectives. Each has its place."
Radio is benefiting greatly from the
growth of a steadier attitude toward
media in general and toward television
in particular. There will undoubtedly
be manv television casualties, or seeming casualties, during 1950. But the
bulk of television next year will come
from seasoned advertisers who are
aware that thev are still pioneering,
but who have an educated faith in the
medium.
Most 1950 advertisers will be yvell
aware, as one advertising manager put
it. that "vou can't be a Solomon in
nine weeks, and this kind of thoughtful approach, eyen within television,
will be all to radio's good.
Radio, like the newer medium of
video, will continue to grow in 1950.
For. as a New ^ ork station representative said. "Radio itself is a new medium and it has tremendous momentum. It takes a long time for any
medium to reach its true level of results, costs and proper uses. and. compared to the printed media, radio and
television are both young."
This thoughtful, mature evaluation
of the newest medium's abilities and
problems are all for the eventual good
of both television and radio. And the
increasingly apparent attitude leads to
the question :
\\ here do the continuing growth and
changes leave today's advertiser? In
1950, the) will find him continuing to
search out the best wavs to use the air
— not looking for a magic formula. He
will be continuously studying both
radio and television and applying the
findings to his own problems. In 1950.
the smart advertiser, having survived
his media confusion, will not be tossed

-if

about

as he was

in

1949.

***
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Only a
combination
of stations
can cover
Georgia's
first
three
markets

THE TRIO OFFERS
ADVERTISERS
AT ONE

LOW

COSTS

• Concentrated
coverage
• Merchandising
assistance
Listener loyalty
built by local
programming
Dealer
loyalties
— in Georgia's
first three
markets

Represented, individually and as a group, by
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KATZ

AGENCYJNC.

New York • Chicago • San Francisco • Dallas
Atlanta • Detroit • Kansas City • Los Angeles
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• When station WTTV

,wentuoon the air (it was

like to see their friends, relatives and associates on the air. WTTV programs are intimate,

the second in the state) Bloomington, Indiana
(population 20,000) became the smallest city in
the country with its own Television station. Not
included in the population figure is the Indiana
University enrollment, a bonus of 13,000.

"folksy" and somewhat like a small town newspaper, as compared to a metropolitan daily.
WTTV goes in heavily for sports, and this
season is televising all of the home basketball

It was the culmination of two years of diligent
pioneering in a new field. With the exception of

games of Bloomington's two high schools. Many
sports, musical and dramatic programs come
directly from the I.U. campus. Newscasts and
some commercials are done LIVE, while other

two projectors, all equipment— including transmit ers— was built by the staff of WTTV engineers. And, at only a fraction of the cost of other
TV operations!

presentations — using local talent — have included everything from Canasta lessons to Car-

And, what kind of programs do they put out?

toon lessons. And, it's going over BIG! All of
Bloomington is proud of itsTV station, for when
WTTV went on the air, there were only 83
stations in the nation.

For the most part, they're LIVE talent. They
frown on the canned stuff at WTTV. They draw
from the talent — and there's lots of it — at Indiana
University in Bloomington. They use hometown

Station WTTV

folks on the air frequently, for here in Bloomington, everybody knows everybody else. They

LET

OUR

NATIONAL

REPS.

is a sister station of WTTS—

which in less than a year on the air — has become the leading AM station in the area.

GIVE YOU

THE

COMPLETE

STORY

WTTS

WTTV

A Regional Station
on the Air 20 Hours
a Day.

— -

Represented Nationally by
WILLIAM
G. RAMBEAU
CO.
360 N. Michigan Avenue, Chicago
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Owned
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Operated
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by

•

Sarkes

BLOOMINGTON,

and Mary

INDIANA1

Indiana's Second
TV Station.

Tarzian
National Representatives
BARNARD & THOMPSON, INC.
299 Madison

Avenue, New

York
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FIRST-TIME BUYERS
{Continued from page 29)
four brands appear on the Starch report, because of a lack of sufficient
competing brands on TV to offer viewers a choice.
Texaco products, fifth on the Listen
Hear TV Critics Club list, also tops the
Starch TV commercial report in brand
acceptance with the Starch four-city
sample (New York, Boston, Chicago,
Philadelphia). The Critics Club at
present functions only in New York.
"Brand acceptance" is the Starch
measurement that most nearly corresponds to the measurement represented
by the TV Critics report on what they
bought the first time because of exposure to TV commercials. Starch
respondents — both viewers and nonviewers — are asked which of several
brands they would buy if they were
going to buy. If, for example, 40 viewers to 29 non-viewers favor a certain
brand, the difference represents the
"brand acceptance" figure.
In some cases a commercial may be
so disliked that among the sample
viewers Starch has found a lower
brand acceptance than among nonviewers. It is important to note the
distinction, however, between the
Starch question of which brand a person would buy, and the actual report
of the Look Hear respondents that they
actually did buy the products named
in the list accompanying this article.
An exception to the similarity in
rank order between the items on
Starch's brand acceptance scale and
the Look Hear list of items actually
purchased is Philip Morris Cigarets.
Philip Morris commercials are both
spot (10 weekly) and network, and
vary greatly in nature. While it ranks
not too bad (11th in list of 25, with
18 new trial users), Philip Morris was
at the bottom of the October Starch report on brand acceptance. The commercials were among most disliked,
and viewers in the Starch sample were
less favorably disposed to buy the
brand than non-viewers!
Starch data on Old Golds was inadequate for a report, but Chesterfields stood highest among cigarettes
on the brand acceptance scale, viewers favoring the brand 22% over nonviewers. Texaco products topped the
Starch brand acceptance scale with
viewer favor 100% greater than nonviewers. While fifth on the Look Hear,
19 DECEMBER
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SERVING THE RICHEST MARKET
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and PARSONS. INC.
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John Blur & Co.
about the

Havens & Martin
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Want to
SELL
the Utah
Market?
This is quoted from a letter
from a sponsor who wanted
to SELL GOODS— and who
knew exactly what his radio
time purchases did for him:
"Thanks for the great job
you have done for us. You
might be interested to know
that for us, you are one of
the 3 best stations in the
country, and we used over
The unusual thing about this
is it isn't an unusual story for
KDYL!

WC0D-™
First Stations of Virginia

125."

Salt Lake City, Utah
National Representative. John Blair & Co.

DEPARTMENT

MIDS
"i> Music Co.

SPONSOR

\.G\ NCY: Lowe Runklr

I \|'-l I I ( \-l

HISTORY:
The
company
co-sponsored a high school football game at a total cost oj
10. Before the second half it teas announced that

,i /"> rpm 7 -i mli RCA record would be reserved free for
. person calling during the third quarter only. Resuits: more than 200 calls came from more than 120
miles nam ami III operators acre tied up. Additional
prospective customers called the store the following day,
and main came in person to report that they were unable In gel calls through the dm before.
\\K\

fV, Oklahoma Cit)

PROGRAM:

Football game

SPONSOR:

CAPSULE

D. II. Holmes Ltd.

CASE

AGENCY:

HISTORY:

Placed Direct

This sponsor, a large de-

partment store, was not satisfied with the results of quarter-page newspaper ads and window displays in promoting the sale of G.E. dishwashers. A one-shot TV commercial was used on their regular variety program. The
demonstration

involved a medium

close-up shot of an

illuminated transparent model dishwasher in action. Seven dishwashers retailing for $150 each were sold the
next day and the sales manager
demonstration.
WDSL-TV,

SPONSOR:
CAPSULE
Mercury

attributes it to the TV
PROGRAM:

New Orleans

AITTO

TV
results

STORE

IM

VI I It

Paul T. Henson Company
CASE

HISTORY:

dealer wanted

Spot

AGENCY:

This

Placed Direct

Syracuse

Lincoln-

to acquaint the public with his

"Car A Year" plan. After only five one-minute spots he
was unable to handle any additional orders. In two and
a half months following initial spot 50 new Mercurys had
been sold — over $100,000 in business for less than $200
spent on TV. In addition, the company compiled a list of
100 potential purchasers.
WHEN,

Syracuse

PROGRAM:

Spots

^, —

IH isA« I >li\ I STORE
SPONSOR:

The William Hengerer Company
AGENCY:

Placed Direct

CAPSULE CASE HISTORY:
This large Buffalo
departmeni store has had its greatest success in TV with the
aid of St. ^ ick. On Mondays through Fridays during
late \ member and December at 5:15 pm, the store has
sponsored "A Visit With Santa." Children are invited to
write i<> Santa Claus and toys and other gifts are displaced on the program. The department store's publicity
director, upon receiving 1000's of letters the first week
\uid the results "quadrupled expectations."
\\i:i N-TV, Buffalo

1 1 HMii
SPONSOR:

I'. \.

PROGRAM:

AGENCY:

Placed Direct

' U»S1 I I. CASE HISTOR1 :
This San Francisco furnitare dealer specializing in a TV Contour chair decided
In try television advertising for results. One quarter-hour
and one five-minute telecast were used to demonstrate and
illustrate the rien type chair and no attempt lias made
at direct selling. So mam calls and new customers were
id that the stock of chairs is depleted. Future telecasts are planned as soon as a run shipment of chairs
> ceived.
KI'IX, San Francisco

SPONSOR:

CEEANEXG

PEAXT

Monumental Storage

AGENCY:

Emery

& Rug Cleaning Co.
CAPSULE

CASE

HISTORY:

We

ran a series of one-

minute spots which, in effect, took televiewers through
our rug cleaning and storage plant. Although, according
to our National Association, the rug cleaning business
had taken a 10' i dip throughout the country our business has shown an increase. Since TV was the only advertising medium addition, tie can attribute much
crease to the new medium.
WMAR-TY,

Baltimore

of the in-

PROGRAM:

Spots

"A Visil With Santa"

m: ihaijic

Vshford

REG

I'Koi.K AM: Demonstration

DEPARTMENT

STORE

SPONSOR: Department Store— Z.C.M.I. AGENCY:
Evans
CAPSULE CASE HISTORY:
In this instance, TV was
used exclusively with gratifying results. Three items from
the houseivares department were featured in an announcement which resulted in 211 sales: 27 Proctor Ironing
Tables at $29.95; 78 rotary graters at 97c and 106 buffer
attachments for standard electric food mixers at $2.95 —
proving quite satisfactorily to the department store that
video announcements would move low and medium-priced
merchandise off their shelves swiftly and inexpensively.
KDYL-TV,

Salt Lake City

PROGRAM:

Announcements

it should be remembered
Cooper's TV
the products.

that Miss

Critics actually bought

Kraft's Velveeta, with a Starch
brand acceptance of 21%, ranks with
Kraft products on the TV Critics list
just under Texaco products. Other
Starch-reported commercials rank on
his brand acceptance scale in about the
same order in which they are found
in the TV Critics list.
A complete analysis of Miss Cooper's data reveals that spot announcements do an amazing job for the
money expended and suggests that
networks are under-pricing them in relation to the cost of programs. Much
of the case for higher program costs.
of course, rests upon the greater expense in producing programs. Several companies are specializing in production of TV film spots, including
Ben Harrison & Co. for Tide.
Analysis of the dialing habits of the
TV Critics sample indicates they are
highly selective in their choice of listening fare. The data supports the
findings of Radox in Philadelphia, and
analyses of Pulse, Hooper, and other
studies that individual program appeal
exerts greater influence — at present —
than block programing. The Schwerin

Research Corp., leading commercial
qualitative program research firm, has
also published data tending to support
this view.
In answer to the question, "Do you
generally prefer radio or TV commercials?" Critics Club members chose
TV commercials 90.5%. The rest scattered their answers between radio
(3.6%), both, neither, and no answer.
Food products were far and away
the leaders in percentage of respondents who bought products for the first
time as the result of TV commercials.
They had 59.1 % based upon the total
number of respondents who bought
products as the result of TV commercials. Cigarets and tobacco were
next with 23.4%, followed by soaps
and washing powders, 14.7%, auto
accessories,
12.9%, and deodorants,
11.2%.
Strung out below these leaders were
shaving needs, electrical appliances,
beer, hair preparations, coffee, miscellaneous drug items, candy, and rugs,
in that order. In most cases a single
brand dominated its group category
overwhelmingly.

HOOPER

REPORTS*

WAIRadio leads in WinstonSalem with the HIGHEST
rated Day, Night and Sunday Afternoon Half Hours.
"Continuing Fall-Winter 1948-1949
Report

NORTH
National

Rep:

19 DECEMBER

CAROLINA

Avery-Knodel,

1949

Inc.

ACTUAL
SIZE

with the
revolutionary

ALTEC
21 B
MINIATURE
MICROPHONE
It achieves uniformity of response .. . provides greater
tonal fidelity . . it is omnidirectional . .it is blastproof, shock-

Further details and analyses of the
individual product groups will be the

proof . . . there is no false bass

subject of part two in this series. + * *

gain before encountering feedback .. . tiny size contributes

NEVINS
WINSTON-SALEM

you itcabentter
do

(Continued from page 33)
termined to make radio pay off.
The agency recommended Box 13,
a mystery-adventure strip transcribed
with screen star Alan Ladd as the
hero Dan Holiday. They bought it
because it reached a family-type audience with slightly more women than
men listeners, and because it was easy
to promote.
The ad budget for Nevins is determined by an allowance of four cents a
case for oranges and grapefruit
(oranges get the main promotion).
This can vary drastically, depending
most often on what weather does to
the crop.
The

build-up . . . more net acoustic

to remarkable versatility of
positioning, . . extends the
fidelity of sound transmission.

earlier radio announcements

caused definitely traceable effects in
making housewives ask for Nevins
oranges. But the Alan Ladd program
offered additional opportunities not
only to impress shoppers with the
brand, but to let dealers know that
shoppers were being impressed.
When the contract for Box 13 was
signed, Egan lost no opportunity to
let the approximately 500 buyers who

1G1 Sixth Avenue
New York 13, N.Y.
1161 North Vine St.
Hollywood 38, Cal.

NEVINS
(Continued from page 54)
foregather at the auction know what
they were doing. The station wrote
each about the forthcoming sponsorship and each buyer also got samples
of the various merchandising pieces
provided the retail outlets. Similar
promotions are planned for the new
transcribed mystery-adventure strip
The New Adventures of Michael
Shayne, on WOR.
To help get wider distribution and
also to test pulling power of the show,
kids were offered a "singing lariat"
for three wrappers. The offer was
made only 6 times and pulled over
2.400 requests. Other premium offers
will be made this year on Mike Shayne.
First is box of 36 miniature plastic
sabers for spearing hors d'oeuvres.
The response to the mystery strip
made it easy for Moore & Hamm to
recommend radio to introduce the new
"Hurdy Gurdv"' brand of Grade A
fruit. They designed an old-fashioned
Hurdy Gurdy Man as a central feature of the trademark and actually
sent a real Hurdv Gurdy Man to visit
food fairs and some of the larger markets when the brand was introduced.
Hurdy Gurdy fruit wasn't introduced on a program. It got an advertising appropriation just big enough to
allow a concentration of radio and

Their Atomic Interview
Was Radio-Active
One of the biggest stories of the year broke Dec. 2 when
Fulton Lewis, Jr. interviewed Major George R. Jordan,
former air force Lease-Lend inspector at Great Falls.
Mont. Major Jordan charged that Russia obtained atomic
bomb secrets, plans and uranium from the U. S. in 1943
and 1944 through orders from high officials in the
White House. Tw<> investigations I by the House Committee on Un-American Activities, and the Joint Congressional Committee on Atomic Energy) were immediately
started as a direct result of the broadcast.
Preceded 1>\ two months of checking of the story by Lewis
and his stall (including prior reports to the FBI), the
interview is one more example of the Fulton Lewis, Jr.
role as a public servant, uncovering situations and getting
them corrected. His program
ence, network prestige, local
talent cost. Though currently
300 stations, there may be an

offers a ready-made auditime cost with pro-rated
sponsored on more than
opening in your locality.

Check your Mutual nutlet — or the Co-operative Program
Department, Mutual Broadcasting System, I IK)
lbuadwav,
NYC
1!! (or Tribune
Town.
Chicago
11).
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television participation announcements
during December, 1948 (they actually
started Sunday, 28 November) .
Shows used were : Comics on Parade,
a kid show (WPIX, 5:30 Sundav
night); The Fitzgeralds (WJZ-TV,
7:15 Monday night) : Walter Kiernan
(WJZ, 6:35-7:00, Monday. Tuesday,
and Friday morning). The new brand
and the shows on which they were to
be introduced were announced in newspapers and the New York Daily Fruit
Reporter.
people
aren't among
worried Florida
about
theNevins
factional
division
growers which has prevented their
getting together on a concentrated radio campaign for Florida fruit. The\
feel their first footsteps in broadcasting have already given them an important toe-hold in brand-name competition in the New York market -one of
the nation's toughest.
\s long as Egan. Fieket-advertised
fruit keeps bringing premium prices
in the auction room, they've no
intention of taking it off the air, visual or aural. This is only the beginning. * * *

SPONSOR

MR. SPONSOR ASKS
[Continued from page 39)
sales

results

per

advertising

dollar

spent.
There are a few additional reasons
why sponsors who should be using
television have not started yet. Too
many advertisers are comparing the
cost of TV directly with the cost of
other media. They blatantly forget
that the sales impact of sight, sound
and motion can be 5 to 100 or more
effective than sound alone or static pictures on a page.
Among certain advertisers there has
been the feeling that there is not
enough television circulation to honor
it with a part of their advertising budget. In January 1950, with one out of
four homes in Metropolitan New York
equipped with television, and with circulation in other parts of the country
keeping pace, circulation deterrents
will no longer prevail.
The television broadcasting industry
must make advertisers large and small
realize that TV can be customed built
for them and that there is great flexibility in the cost of effective television.
Halsey Barrett
Manager Spot Sales
DuMont Television Network
Your question is
somewhat misleading. Sponsors are going
into television at
a very healthy
rate of speed and
frankly, in keeping with the industry's ability
to handle them.

Mr. Hitz

NBC's picture is extremely good.

For

SERVICE

year ago.

[ose }6o,ooo,ooo?

Edward R. Hitz
Eastern Sales Manager
NBC-TV Network Sales

Mr. Sponsor Ashs
Sponsor welcomes contributions to
this panel. Advertisers having timely, interesting subjects they would
like to see discussed in "Mr. Sponsor Asks" are invited to send their
questions to the editor.

you did if you overlooked WHTN and WHTN-FM
in the Huntington Market . . .
for WHTN delivers more than
one-fifth of this $300,000,000
market (no station has as
much as two-fifths)... and at
a lower cost - for - coverage,
too. Add to this an FM bonus
on WHTN-FM, the most
powerful FM station in the
Central Ohio Valley, and
Maybe

NABISCO
{Continued from page 25)
kick-off is illustrated in a note sent to
the network's affiliates (409 MBS stations air Straight Arrow) by F. Carleton McVarish, manager of Mutual's
audience promotion department: "The
success of Straight Arrow on Don Lee
was due to the cooperation which Mutual station managers gave to the local
Nabisco representatives. The key to
a nationwide success of the show is
again close cooperation between Mutual station managers and Nabisco
representatives in
ing out promotion
You are expected
bers of the giant

planning and carryfor Straight Arrow.
to work with memnationwide Nabisco

DIRECTORY

you've got a low-cost, high
power medium for tapping
the gold in these hills. Take
a look at the Huntington
Market... then make up your
mind to get your share by using WHTN and WHTN-FM.
THE

POPULAR

STATION

\£\\\ _^ Q

■

■

|

■ M iiiiJ

800 KC

'

*

™

'

I 000

•

■

WAT11

™

1005 MC

S3 000

*ATTS

HUNTINGTON, W. VA.

V. S. BECKER
PRODUCTIONS

Directory Rates

Producers of television and radio package shows. Representing
talent of distinction.
562-5th Ave., New York

example: We have only three halfhours open between 7:00-10:00 pm
during the entire week excepting Saturday. Surely you would agree that this
would hardly suggest that advertisers
are staying out of television.
Realizing the newness of this business and the rapid growth which has
taken place on the part of both the
viewer and the advertiser, it would be
safe to say the volume of business now
appearing on our network exceeds
substantially the projected figure of a

Luxemberg 2-1040

on request

only clear channel AM station
Huntington's

For availabilities, rates and
other information, wire, write
or phone

PACE-WILES, INC.,
ADVERTISING
Huntington, West Virginia

19 DECEMBER
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sales organization — headed by 28 district sales managers in key cities and
241 agencies or branches across the
nation — to make Straight Arrow hit
the sales bulls c\<- at which Nabisco

IN SOUND
REPRODUCTION

_i_

LANS WORTH
CW
Network*1
at Co

Got My Sleeves
Rolled Up . . .
. . . and am all set to produce results for a radio
station, tv station or radiotv operation looking for a
merchandising and promotion man. Experience includes general promotion,
merchandising, sales promotion, publicity and advertising layout.

If you need aggressive,
well planned promotion,
write
Box 77
c/o SPONSOR
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is Both
shooting."
Nabisco and

Mutual

have

leaned heavil) on the Indian angle in
their promotional and merchandising
lie-ins, recognizing its appeal to childish imaginations. Each Mutual station
carrying Straight Arrow is supplied
with a running stream of background
information on all things Indian. One
such release listed the Indian population of each state. Another explained
how the main tribes are broken down
into different racial stocks, and gave
other data useful for localized promotions by individual stations.
Every Mutual station manager was
sent a Nabisco merchandising kit which
included the following "suggested letter" to be sent by them to chain grocery store buyers: "We are anxious
for your cooperation in setting up
mass displays of Nabisco Shredded
Wheat, along with banners and posters
to sing the praises of Straight Arroiv
to your customers — and in reminding
you to have a plentiful supph of Nabisco's Shredded Wheat on hand when
children and adults alike start clamoring for it as a result of the many new
Straight Arrow promotions."
The kits also contained matted layouts for Straight Arrow newspaper ads
to be placed in local newspapers. The
network suggested that they might be
placed on the comic page, as well as on
the radio page, for added impact.
Mutual added this thought in another
of its promotional letters to stations:
"The Indian knew about visual display.
He used smoke signals, sign language,
and war paint to get his message over.
. . . Schedule Straight Arrow displays
in all your studio-owned locations . . .
and in car cards, billboards, posters,
and automobile bumper streamers."
Straight Arrow was a once-weekly
half-hour show when it began on Don
Lee in May, 1948. Nabisco credits
the program with increasing Shredded
Wheat sales by about 101 in the six
months it was on Don Lee alone before expanding nationallv over Mutual.
A contest aimed at finding a suitable
name for Straight Arrow's horse, which
was promoted during the test run.
pulled 40.000 entries, each accompanied by a Shredded Wheat box top.
The boy who thought up the winning
name. Fury, pocketed a SI. 000 cash

prize, after spurning an alternate prize
of a palomino horse just like Fury. To
each also-ran. Nabisco sent a feathered
Indian head-band as a consolation
prize. These consoled so effectivelv
that they were used again as the first
premium offer when the show went national, on Feb. 7, 1949.
In its expanded network format, the
Shredded Wheat show is heard Tuesday and Thursday at 5 p.m. and Monday at 8 p.m. The reason for this irregular spread, according to Nabisco,
is that Straight Arrow is not aimed
exclusively at youngsters; the company
feels that the later show on Mondav
night attracts many adult listeners who
have not outgrown their taste for horse
opera, or for Shredded Wheat.
The second offer of the now-celebrated Indian head-band, made during
a three-week period after the show got
underway on the full network, brought
a half-million requests, each with a
Shredded Wheat boxtop. Next, Nabisco tried its first self-liquidating premium— a small Indian war drum for
a Shredded Wheat boxtop and 25c.
This pulled pretty well, but not up to
the head-band figures. The third offer
was a Straight Arrow tie clip for one
boxtop and 15c. The response to this
lure, Boyd admitted candidly, was
"terrible." The offer was made last
summer, and was one of the factors
that prompted
Nabisco's decision
to
interrupt
its sponsorship
during the
hot weather. (Straight Arrow remained
on Mutual as a sustainer for 13 weeks,
until Nabisco resumed its sponsorship
in September.)
The current Straight Arroiv premium
is another self-liquidater — a bandana
and "slip ring" for a boxtop and 15c.
Returns thus far indicate a satisfactory response. Nabisco's considered
opinion on premiums is that "you
dont get the results you used to." The
day is past, the company feels, when
almost any trinket, enticingly described
on the air. will pull hundreds of thousands of eager requests and a carload
of boxtops. Nabisco believes that,
while premiums are often a valuable
means of spot-checking a show's appeal, sales and ratings are the best
yardsticks
for measuring overall effectiveness.
Nabisco is comforted by the fact
that it owns the Straight Arroiv show
outright, feeling that this puts the company in a better position than some
of its competitors who control only
limited rights to similar shows. WithSPONSOR

COST

PER

THOUSAND

6:00-6:10 P. M
FOR
CLEVELAND

MONDAY
REGIONAL

WHK

6:00 -6:10 PM
HOOPERATING
AVERAGE

®

5.3

HOMES
PRIMARY AREA

©

HOMES
REACHED
DAILY

®

NET.

FRIDAY
STATIONS

NET.

B

5.1

952,244

874,385

705,393

50,469

54,212

35,975

$60.75

$91.13

$72.04

$1.18

$1.68

$2.00

COST PER
1000
HOMES

AVAILABLE

M.-W.-F.-see your

REPRESENTATIVE

ABOUT

® Hooper— Fall-Winter 48-49
Winter-Spring 48-49
© Based on coverage patterns on file with the FCC;
and Homes,
Sales Management Survey of Buying Power 1949
® Projected rating for primary area

1949

THRU
NETWORK

6.2

COST FOR
10 MINUTE
PROGRAM
(MAX. DISCOUNT)

19 DECEMBER

HOMES

THE

raymer

6:00 PM

NEWS

C

cfeb

•y
c.*>#

least once during every installment —

and eat well —
as evidence of
this is the fact
that there are
17,969 retail
food stores in this great Province.
And, of this number, 13,914 are in
CKAC's primary zone — those areas
where CKAC has 50% to 100%
coverage. But here's something
more important still — these 13,914
stores in CKAC-land account for
82.5% of all retail stores in Quebec.
Yes, CKAC is Quebec's own station. Ittakes you into 450,000 Quebec radio homes, which is more than
70% of the total number of radio
homes in the Province.
It's no wonder that CKAC gels
results — and at a very modest cost
per listener.
CBS Outlet In Montreal
Key Station of the
TRANS-QUEBEC

radio group

CRAG
MONTREAL
730 on the dial • 10 kilowatts
Representatives:
Adam

J. Young

Jr. - New

The characterization of the show's
hero. Straight Arrow himself, is one
of the shrewdest two-way stretches to
be found in radio. When everything
is peaceful out West, he is just plain
Steve Adams, a cowboy-rancher. But
*'in times of stress" — which means at

he emerges in his ancestral garb as
viv«0Straight
Arrow, fearless Comanche

People in Quebec like to eat,

^

j out answering to anyone but its stockholders and its listeners, Nabisco can
handle the program in any manner it
sees fit, and manipulate the characters
at its own discretion. Moreover, Nabisco runs no risk of losing the show
to a higher bidder, after having spent
much time, money, and effort in building Straight Arrow to its present preeminence.

York,

Chicago

William Wright • Toronto

warrior, and terror of varmints everywhere. Few kids resist this parlay of
cowboy-and-Indian in one.
Nabisco's Straight Arrow profits
have been fattened by the income from
a growing list of related sideline businesses not even anticipated when the
show started. This revenue has taken
on such proportions that Nabisco has
set up a bureau called "Straight Arrow
Enterprises" to weigh and count the
money. The bureau controls all licensing rights for Straight Arrow puzzles,
games, clothes, archery sets, pictures,
crayon books, and other oddments on
sale at thousands of dime and depart-

WELL

(Maybe Better)
AND FOR
LESS
with

TELEWAYS
TRANSCRIPTIONS
The

following
shows
now

AT LOW

transcribed
available

COST!

• JOHN
CHARLES
THOMAS
260 15-Min. Hymn
Programs
• SONS
OF THE
PIONEERS
260 15-Min. Musical Programs
• RIDERS OF THE PURPLE SAGB
156 15-Min. Musical Programs
• STRANGE
WILLS
26 30-Min. Dramatic Programs
• FRANK
PARKER
SHOW
132 15-Min. Musical Programs
• MOON DREAMS
156 15-Min. Musical Programs
• BARNYARD
JAMBOREE
52 30-Min. Variety Programs
• DANGER!
DR. DANFIELD
26 30-Min. Mystery Programs
• STRANGE ADVENTURE
260 5-Min. Dramatic Programs
• CHUCKWAGON
JAMBOREB
131 15-Min. Musical Programs
Send for Free Audition Platter and low rates
any of the above shows to:

on

TELEWAYS ^c^
8949
Phones

Sunset Blvd., Hollywood
46,
CReatview
67238 — BRadshaw

Calif.
21447

ment stores, including Woolworth's,
McClellan, Grant. Kress, Kresge, McCrory, and G. C. Murphy. (Mutual
affiliates are urged by the network to
"tackle local outlets on buying a spot
on your station after or before Straight
Arrow, to plug their Straight Arrow
merchandise.) A new comic book,
"Straight Arrow Comics," is slated for
release next month. Nabisco is dickering with a major film company in
Hollywood, where the Mutual programs originate, for the sale of movie
rights to the exploits of the intrepid
Comanche,
to be produced in serial
form.
Nabisco's solid support of Straight
Arrow, fore and aft, is typical of the
painstaking care and sober thought
with which the company handles each
of its manifold radio enterprises. In
the specific case of Straight Arrow,
Nabisco took a program format as old,
basically, as radio, and proved that
it can still do an amazingly effective
job in building and holding an audience, when buttressed by smart, upto-date selling methods.

58

Mr. Advertiser:
YOU CAN DO IT AS

KQV's

Herb Morrison threatened to blow the lid off the

town's

smoke control ordinance by selling 83,116.55

worth of pipes during 14 recent broadcast days. What's
more he did it against top Network competition at 9:00 A.M.
Herb can do the same thing
for a steady sponsor. Ask
Weed & Company for details.

KQY
MBS

— 5,000 Watts — 1410

• • •
SPONSOR

JiA&i 9n fcvsiruj. Way

jINCLESMITH
(Continued from page 23)

WSJS

mood of the song and the uses of the
product. In selling a candy bar to
teen-agers, for example, I used a song
with a boogie-woogie beat and the copy
said in one instance, "The finest candy
you ever ate — to the bar." The kids
literally shrieked when they heard that
copy line, as I played it to various
groups.
In the line of copy, mentioned above,
I created a few phrases and words to
suit the product or song in the case of
Atlas Prager Beer, such words as tasteelatin', thirst-abatin', etc. And we had
such phrases as "when guests come,
meet 'em, greet 'em, seat 'em and treat
'em to that bubblin', beamin', bountiful beer — Atlas Prager."
Generally, I'd say the techniques
vary with the product. Some require
slow, easy -flowing music and lyrics,
others require peppy, bouncy, commercials, still others straightforward solid
sell. But a reminder gimmick that can
be quickly and easily spoken or sung,

Qominai&A (tfm&ion-Sabun!
(Gives Bonus Coverage of Greensboro

1st
1st
1st
1st
1st

and

High Point)

by

in Listening (Hooper)
in Network (NBC)
in Power (5000 watts)
on the Dial (600)
on the Air (1930)

Naturally, it follows that WSJS is
FIRST in Advertisingl-Local-General-Nerwork.
Your FIRST and BEST Buy!

Affiliated

Represented

with
NBC

(^ WINSTON-SALEM

and which
you ofcan't
out itself
of your
mind
because
the get
device
or

THE JOURNAL-SENTINEL

(£)

STATIONS

HREA
EEDDLE CO.
Y-

because of the way it's said or sung,
is most important.
I could go on and on, but I haven't
the time. As to results in figures I
can't give you anything like that in
this quickly prepared letter, but I can
tell you that a brewery using nothing
but spots rose from a position near
the bottom to one of the top companies
in the regional picture, and that Whiz,
using nothing but spots did a sensational selling job all over the country.
Practically all the other companies for
whom I had the pleasure and work of
preparing spots reported a very definite sales improvement due to the potent reminder value of the spots, singing and spoken.

NEED MORE
COVERAGE?

I don't believe that a spot should be
irritating in its nature. And I don't
pay too much attention to those who
regard all spots and all singing commercials as obnoxious. They're a part
of the advertising and selling picture,
they make the advertising easier to
take in many instances or at least they
lessen the impression of intrusion upon
a free show. They're here to stay, and
the results they've obtained prove beyond any question that the public accepts and welcomes them, in spite of
the critics and the fashion for ridiculing all commercials.
I hope this is helpful to you.
Wag Wagner.
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Then you need KFYR and its five thousand watts on 550 kilocycles. Power,
plus a choice frequency, amazingly
high ground

conductivity and 24

KFYR

years of intense listener loyalty make

550

time-buyer who

KC 5000 WATTS
NBC AFFILIATE
BISMARCK, N. DAK.

KFYR

the natural selection for the
wants to make sure

he picks the best buy. Ask any John
Blair man.

tO West 52nd

In the market for
smooth-as-silk clubbing?
Ihere's no need to risk the irritation of a dubbing job where the

When you can get RCA "knowhow" — why fake anything lea?

levels aren't quite matched ... or
the timing is a little off. Not when
you can have the benefit of RCA

Send your masters to your
nearest RCA Victor Custom Record
Sales Studio:

Victor "know-how"! At RCA you
enjoy all the advantages . . .

I 14 East 23rd Street
New York 10, New York

• The most modern equipment and facilities

MUrray

in the trade, plus 50 years' experience.
• High-fidelity phonograph records of all
kinds. All types of Vinylite transcriptions.

445

Hill
Lake

9-0500
Shore

Drive

Chicago
I I, Illinois
Whitehall 4-2900

• Complete facilities for turning out slide
film and home phonograph type records.

1016 North
Sycamore
Avenue
Hollywood
38, California
Hillside 5171

• Fast handling and delivery.

You'll find useful facts
in our Custom Record Brochure.
Send for it today!

^^h&/fo&f__

mm

North

v/s/av

CUSTOM

RECORD

SALES

{Continued from page 5 I
table mistake which occurred in the
preparation of the J. A. Maurer, Inc.
advertisement "Another Big Step Forward." in the current issue of Sponsor.
This advertisment relates to a new
type of multiple variable area 16-mm.
sound track recently introduced by us,
and contains a statement that when
this type of sound track is reproduced
on a projector which has its reproducing light beam rather badly out of adjustment, the distortion that results is
much less than would be obtained with
the types of variable area track that
have been in general use. Unfortunately the distortion figures given,
which relate properly to percentages of
intermodulation distortion were stated
simply as "per cent distortion" (about
four times as bad, if interpreted as I
believe most engineers would interpret
such a statement), and the copy was
written in such a way that the reader
might draw the conclusion that this
very poor performance was characteristic of 16-mm. projectors in general.
Because of one of those unusual combinations of circumstances that seem
to arise when a mistake is afoot, the

FIRST IN THE
/?
\Z^Ue4-

QUAD

DAVENPORT, ROCK ISLAND, MOLINE, EAST MOLINE

AM.0:: fm

47 Kw.
103.7 Mc.

Basic
Affiliate
of
the No. 1 Network

TV

22.9
Audio.

Kw.

Video.

Channel

13

Kv

5

NBC,

FREE

&

PETERS,

National

appreciative of anything you can do to
bring our apology and regrets to the
attention of the manufacturers whose

John A. Maurer
President
}. A. Maurer, Inc.
Long Island City, N. Y.

FARM

FACTS

HANDBOOK

I want to commend

IOWA

INC.,

feel very much embarrassed that this
blunder occurred, and we will be most

products
mav possibly be involved, and
their
customers.

ANOTHER
"FIRST"
- WOC-TV—
first TV station in the Quad-Cities . . .
first in Iowa! WOC-TV local pro
grams are viewed on nearly I 000 sets
In the Quad-Cities . . . hundreds i
<•
in the 75 air-mile radius which retal and au ral i eception,
i
ial
(non-intei con
1 . brings top net work prog
to tins Win TV audienci
Network,
national and local advertisers reach a
rich industrial . . . agricultural area
through WOC-TV,
Col. B. J. Palmer. President
Ernest Sanders,
Manager
DAVENPORT,

copy for this advertisement was not
submitted to me for approval, and it
was only by accident that I saw a proof
of the plate on the very day that you
were mailing the magazine.
As Mr. Gaynor can tell you, we made
every attempt to make the proper
changes, and succeeded in doing so in
the cases of several other magazines
that were later in going to press. W e

Representatives

\nu on \our

clearcut presentation of hard facts in
the farm radio picture. I have marked
with heaw red pencil several portions
of the text, and especially cited your
lu>\t»d editorial on page 28. You have

60
SPONSOR

no idea how much good this publication is going to do for those of us who
have been butting our heads against
the stone wall of urban indifference to
he importance of the rural market.
We have been fighting an uphill battle with most of the odds stacked

Base Map Copyright
Noble £? Swars, Inc.

against us for so long that many of the
!lFDs have lapsed into a state of resignation to the fates. Your Farm
Facts Handbook is going to prove the
shot-in-the-arm that is needed to put
the farm department back on the right
'rack in the minds of programmers and
sales departments, and will help pave
he way for some of us who have been
fighting for "showmanship" in connection with farm department activities.

ACUSE
AM-FM-TV
NBC

Affiliate in Central New

HEADLEY-REED,

National

York

Representatives

BMI

Again many thanks for this fine service to American agriculture.
Phil Alampi
Radio Farm Director

PAHDON,

LICENSING

BMI LICENSEES
Networks
23
AM
2,038
FM
410
TV
88
Short-Wave
4
Canada
150

SUH!

WSOC, Charlotte,
North Carolina

TOTAL BMI
CANADIAN

sponsor's fine exposition of the shortcomings of Hooper ratings was con-

*As of December 13, 1949

gratulated.

BROADCAST MUSIC, INC.
580 FIFTH AVE., NEW
NEW

YORK
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SALUTE

On checking through the minutes of
the last Western Association of Broadcasters meeting at Banff. I find that

You are assured of
complete coverage
when you program
BMI-licensed music

There's No Limit
On Results When
You Buy . . .

1

12: NOON

Featuring Johnny
COMPARE

KNUZ
Net. A
Net. B
Net. C
Net.
Ind.
Ind.
Ind.

William Guild
President
Western Association
of Broadcasters
Lethbridge, Alberta
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Blocked on both sides by an
hour of number one rated
quarter hours, "West's Best",
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AMERICAN COWBOY
Goodman
rating. .
rides the nerd with
Johnny
a 5.8 Hooper
COMPARE

but "suh," Charlotte is still south of
the Mason-Dixon line and is in North
Carolina instead of New York.
E. J. Gluck
President

LICENSEES.. 2,713*

But...

Y.

I was very much interested in seeing
that you printed my letter on Page 7
of the November 7 issue of sponsor,

IN

MUSIC

Congratulations on the fine presentation entitled Farm Facts Handbook.
You have rendered a real service and
those of us who are in the farm broadcasting field appreciate your splendid
efforts.

WJZ, N.

SIMPLE ARITHMETIC

SEASON
IN TEXAS .

Jim Chapman
Farm Director
WTAM
Cleveland, Ohio

AM-FM-TV

2t rich Central New York
Counties • 205+000 It M It
Station Audience Families
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KNUZ salutes the world's
largest Woolworth store
and National Biscuit Company's new seven million
dollar plant, both recently
opened in Houston!
'Source

194-9
Hooper Report
MAY
THDOUCH S£PT.

k-nuz

9th Floor Scanlan Bldg.
Houston, Texas
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The case against the CBC
Radio and TV advertisers can profitably note that the governmental obstacles that have seriously hampered Canada's nearly 100 independent broadcasters may shortly be removed.
Nothing is settled yet, but the long
smouldering resentment against a system which allows the state-owned Canadian Broadcasting Corporation to be
both competitor and overseer to the
private broadcasters of Canada has entered the action stage. Legislators,
newspapers, and the average listener
are attracted by the inequity of the
situation and want to help the independent broadcasters do something
about it.
In briefs to the Royal Commission
on Arts, Letters, and Sciences at Ottawa the Canadian Association of
Broadcasters and many individual
broadcasters have recommended that
the CBC return to its original non-commercial concept, that it be operated as
a government subsidized project, that
its control and regulation of independent broadcasting be abolished, that
private commercial
broadcasters
be

permitted to organize national and regional networks.
The CBC has never been a dominant
commercial factor, but in numerous
ways it has felt competitively urged to
hamstring the privately owned stations.
Hence the edict against formation of
networks by any but the CBC, the restrictions on power which only recently have been somewhat alleviated, the
seizure of desirable channels, the unworkable requirement that in areas
where there is more than one TV applicant that all get together in a joint
operation, the constant bickerings and
snap decisions on matters large and
small.
Over the years we have observed the
CAB and its member stations wrestling
with these frustrating problems, and
we have admired the steady progress,
public spiritedness, and continued patience constantly demonstrated in the
face of them. The equilibrium of the
private broadcasters is in no small
measure due to one man. Harry Sedgwick, the remarkably able president of
CFRB, Toronto, who formed the CAB
and guided its destinies for as main
years as he could permit himself to
hold office.
The current indignation over CBC
inequities is partly due to a CFRB action. In September 1948 the CBC, together with the Canadian Department
of Transport, ordered CFRB to relinquish its860 kc frequency and move
to 1010. Although a boost in power
was authorized, the new channel neutralized the wattage increase. The
move cost CFRB $600,000, and the incident was cited throughout Canada as
an example of CBC despotism.
The CBC, whose personnel includes
many capable broadcasters, is caught
in the meshes of an incongruous setup.

TV Critics Club
Ask any broadcast advertiser.
He'll tell you that a fellow can make
a fortune with a gadget to really tell
how the listener, or viewer, is reacting
to his advertising.
Now comes the TV
which may do just that.

Critics Club,

The TV Critics Club (see First-time
Customer in this issue) is an ingenious viewer's pulse-feeler concocted by
Look Hear, a syndicated television column now appearing regularly in the
New York Daily News and New York
Herald Tribune, and aspiring to
branch out to 17 more key TV markets in the near future.
Look Hear is a commercial venture (its first client is Consolidated
Edison) which offers a merchandising
paper titled "TV Critics Club News" to
readers of the column. So far 5,000
readers have responded. Recently
some 2.000 received an elaborate questionnaire containing some important
commercial questions. To date over
57%

have responded ... a remarkable number. And sponsor finds the
results more than interesting.
Look Hear has an idea that shouldn't
go unnoticed.
It won't ... by us.
Daytime programing
Since the publication of "What's
wrong with daytime programing" (5
Dec. issue) SPONSOR has received assurances from key executives at networks that the daytime fare will substantially improve. That's important
news not only to daytime advertisers
and net affiliates, but to independent
broadcasters as well. A daytime shotin-the-arm will benefit all.

Applause
KVOO

and farm service

Last issue we commented on the increasing maturity of radio public service, and what it means to the advertiser.
Before the issue was out. and the
field could read what we had to say,
in came a letter from Bill Way, vice
president and general manager of
KVOO. Tulsa, which expresses better
than we did what we had in mind. Mr.
62

Way's letter came in response to one
from us calling his attention to the
truly outstanding cooperation that Sam
Schneider, KVOO farm director, had
rendered SPONSOR and broadcast advertising buyers in the preparation of
sponsor's recently printed Farm Facts
Handbook For Advertisers.
He wrote: "We appreciate your comment on the cooperation of our farm
department.
I want to assure you that

this is by no means unusual for our
farm department's cooperation where
the field of agriculture is concerned.
As Sam Schneider pointed out, we
feel the challenge we have to assist
agriculture and the farm radio industry. Anything we can do to put agriculture on the map is in our line —
whether it be through our broadcasts
or through assisting others to recognize agriculture."
SPONSOR

earned U%

PHIL

SERVICE

KEN

EVANS

BOB

PARSONS

The KMBC-KFRM Team fulfills a vital daily
need in thousands of rural homes in Missouri,
Kansas and surrounding states.
The Team maintains a full-time Farm Service
department, under the direction of Phil Evans,
nationally known expert. Innumerable experiments and developmental projects conducted on
the thousand-acre KMBC-KFRM Service Farms,
are passed on to rural listeners.
Evans is ably assisted by Ken Parsons, well
known agronomist. Together, these two experts,
with their up-to-the minute daily reports, keep
rural listeners informed on latest developments in
this important business of farming and agriculture.

RILEY

Third member of this trio is Bob Riley, full-time
marketcaster, who spends his entire working day
at the Stockyards. He presents the market news
several times each day direct from the Kansas City
Livestock Exchange.
Other program features are presented by The
Team specifically for the farm andience. As a
result, The KMBC-KFRM Team is a welcome
guest in the homes of those who live in the great
Kansas City Trade territory.

The Team has the largest and finest
group of artists ever developed by any
Midwestern radio station. Pictured here
is Hiram Higsby, master of ceremonies
and entertainment star, heard on the nationally famous Brush Creek Follies,
Dinnerbell and Western Roundup. ..just
a few of the top-notch entertainment
programs that are a daily feature of The
KMBC-KFRM Team.

The KMBC-KFRM

« 1940 Cemul

7th Oldest CBS

Team Serves 3,659,828* People

Affiliate
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OF

OWNED
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Jeep sales boosted by spot and rural appeal
Phillips Oil builds $500,000,000 volume via radio
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Cities Service three-dimensional TV film commercial

Jan.
Jan.
Mar.
Mar.
Mar

17
31
14
14
28

Apr.
Apr.
May
May

11
25
9
9

May 9
May 9
May 23
July
July
Aug
Oct.
Nov.
Dec.

broadcasters problems and developments
Union headaches in TV
Why radio does not promote effectiveness
BMB dilemma
How stations merchandise
Fax a logical ad medium?
Platter, wire or tape recording-panel
Will there be 3,000 stations in 1955
You can't do business with Argentina
WKRC, KMOX strong on merchandising
Function of trade assn. in broadcasting
Direct mail selling and broadcasting
Relationship between reading and listening
Radio is getting bigger
WCOP. WSAI aggressive merchandisers
Blueprint for federated NAB
Puerto Rico broadcaster's problems
Cause of network shifts by big advertisers
Why FM has not become efficient ad medium
Per inquiry advertising
Code not too well honored first year
Cost-per-thousand rate structure panel
Rate card violation is bad long-term practice
Radio's role in employee relations
Cutting rates without cutting prestige

PUBLICATIONS

1949

INC., 510 MADISON

Saturation advertising in broadcasting
Selling the undergraduate
Do sponsors want BMB
What factor i- merchandising and promotion
in choice of stations

automotive and lubricants
Opera TV debut for Texaco
Nash-Kelvinator package
The automotive picture, part 1
Why they call it Berlesday
Used car dealer techniques
Sale of tires, accessories through radio
Gas and oil refiners use radio effectively
Harold R. Deal. Tide Water Assoc. Oil Co., profile
Baseball sponsorship booms
Chrysler revamps dealer-sponsored series
Olsen & Johnson for Buick on TV
Case history effectiveness of automotive radio
Latest automotive radio development-

VOLUME
3
JANUARY
1949
THRU DECEMBER

Feb.
Feb.
Feb.
Feb.
Mar.

4
18
15
24
21
19

14
14
28
28
14

Mar.
Mar.
Mar.
Mar.

14
28
28
28

Apr.
Apr.
May
May

11
925
23

June 6
June
June
June
June

6
6
20
20

July
July
July
Aug.
Aug.

4
18
18
15
29

Sept. 12

Should time cost- depend on piogiam latin;:Is mail order good for radio

AVE.,

N.Y.C.

Oct. 24
Sept.
Nov. 712
\o\. ii

Nov
Dec. 5;

[.12

clothing
pl5
p32
P21
p60
p32 p26
P26
P12
p30
p50
56
p
p30
p38
p26
pl6

pl9
p36
pl8

P20
p44
pl9
P22
p46 p32

p30
p32
p60
p42
P42 p42
p26
pl4
p28
p32
pl4
p38
p24
p84
p88
p24
pl2
p20

G. Vernon Cowper, Bates Fabric-, profile
Suit and cloakers saturate air

p26

pi 6

Ohrbach's invades Los Angeles
Jan.3
Jan. 31
17
Lee hats repeat to local dealerBeck's shoes come to big time TV
11
H. Woodruff Bissell, Handmacher-Vogel Inc. profile Apr.
Apr. 11
Vpr.25
Men's clothing war
Little radio activity in clothing field
Drew Pearson switches to Adam Hat-. Montgomery
signs for Lee
J. B. Beltaire. Frank H. Lee Co., profile
\dam Hats takes Pearson
Selling teenagers in Galesburg

\pi 23
\ug. 1

p40

pl924
p

July
18
Aug. 15

I'll

Aug. 29
Oct. 24

I>96
I'll

pl2
p2p2l9

commercials and sales aids
Weather is commercial
Commercials with a plus
One-shot commercials
TV Commercials for large and small screenEarly morning commercials
Cuticura's singing commercials
Daytime serials on local-retail basis
Commercial impact of daytime serials
How's your sponsor identification
Public interest approach to sales
Per inquiry advertising
Sponsor identification
Per inquiry advertising
Pinpoint programing thru selective
Good hunting for breakFaltering farm commercial
TV station break
Farmers like many commercials
Is TV-AM more effective per ad dollar?
Commercial radio in Europe
Does your TV commercial click?
Every other week TV programing
Is mail order good for radio

Jan. 3
Jan.
Jan. 31
31
I.- i

i i

pl9
pl4
p30

Jan. 31
May 23

p22

May 23
June
June
June
July
July
July

6
20
20
4
4
18

July 18
Aug. 1
July
Aug. 18
1
Aug. 15
Aug. 29
Oct. 1026
Sept.

p2p7l6

p.32

p38

pi 4

p28

p27
p34
p21 p26
p30
p27 p24
p20
p29

Dec.
Nov. 521

p30
pll
p48
p36
P38
p26 p30

Cities Service three-dimensional T\ film commercial
Letter from a jinglesmith

Dec 1(>
Dec. 19

pl8
p21

Borden's < < ■ u 1 1 1 > Fair promotion
Margarine radio campaign sparked

Name

Dec l(>

p28

Bast ball sells f I
Set ial- sell in summer

brands bought after viewing T\ (cinnnrMi.il-

May
May
Apr.
May
Ma\

9
9
911
23

1 1. in j Schachte, The Borden Co., profile

confections and soft drinks
Petei Paul formula
Holt \\ ouili nil.

i I "l.i. profile

Pepsi ■( ola .iiM- '" twork radio ;
\\ hiteroi k. Hires drop oul
1 istenei contests boosl sales curve for Petei Paul
Sift iliink sales up
Squirt sells -"ft drink- with kiddie show
Squirl Bevi ragi I o. finds I \ profitable
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< ommercial impact <>f daytime serial
Squeezing the most oul of Bing
Food industry adjusted inventor)
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contests and offers
( Giveaway s, big business
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New trends in radio & T\

giwaways

Smaller direct-result sales promotions replace
giant giveaways
\re giveaways good programing
lw tm n of the boxtop
TV premiums
New giveaway show smash sales producer

Feb. 28
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June 20

Dec. 5
Dec. 19
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drugs and cosmetics
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May 9
May 9

Cuticura clicks with singing commercials

May 23

Dr. George A. Hunting. Noxzema, profile
Dayton drug chains 15,000 programs

June 6
June 20

Edward L. Mabry, \ ick i hemical ( !o. profile
Kail forecast in drug advertising
Block programing

July
July
July
Aug.

Robert J. Piggott, Grove Labs., profile
Chesebrough and the common touch

18
18
18
1

\ug. 29

farm radio
Farm listening ta-te- are -imple
1 ai in research study
Farm service programs
Farm machinery', teed and seed sale- high
Huial listeners worth cultivating
Faltering farm commercial
I'M' sales I -Nil bj spol and rural appeal
Farmers like many commercials
Farm case hi-torie-

Jan. 3
Jan. 17
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July
Aug.
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18
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Aug.15
Sept. 26

p32
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Tune-0 shovi smash sales producer
Nabisco: master merchandiser
Nevins squeeze play — oranges and grapefruit
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Vug. 29
Sept. 26
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Dec. 19
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Cereals and hov< they're sold
Donald Danforth, Ralston Purina Co., profile
Genera] Baking uses selective radio foi Bond bread
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Jan. 31
Feb. It

I ■ Rosa follows Skippj pattern
Gem ral Baking < o. use of selective radio
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Mar. 28

Margarine makes good
Borden's and General Foods
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pre-broadcasl promotions
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pl6
p24

p25 P22
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Radio sells securities
Carrol Meteer Shanks. Prudential, profile
Insurance top year 1948
opportunity fur banks

P8Equitable

opens dour to 7.000 -ale-men
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July
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20

p26

p21
p32
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miscellaneous products and services

Class Wax

amazing story

\\ holesalers' lament
Department stores
Selling furniture the Canadian way
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food and beverages

( Iranbei iy on the air

T\

P25 p80
Joseph M. Vllen, Bristol-Myers, Profile
Baseball sell- di ugs
Serials sell drugs

Squirl Beverage Co. find- T\ profitable P.S.
Holiday Mix makes Lstate debut \ia radio
Return of the box top

Jul) 115
Aug.
July 18

insurance and finance

July 18
Sept. 2112
Nov.

The Squirl -lant
Mail pull record for La Rosa and Willi
James Vllen Barnett, Level Bros., profile

June 6
June 6

Who

uses radio locally

Blackstone washing machines sales via co-op deal
Selling diesel engine- \ia outdoor show

Jan. 3
Jan. 3
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Jan.
Jan.
Feb.
Jan.

P27
p28

3
17
14
17

Feb. 14
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pl6

Sport equipment and hardware stores use co-op radio Feb. 14
E. James McGookin, Revere Camera Co.. profile Apr. 11
Ronson's second ait -how
Toni broadcast plans

Apr. 11
Apr. 25

How to sell a napkin

Apr. 25

Baseball -ells beer
Can radio do effective job for brokerage firm
FM and stmt casting

May 9
May 23
May 23

p26
p32
p29

Daytime serials on local-retail basis
Charles H. Percy, Bell & Howell Co., profile

Max 23
July 4

p32
p32

Pen and pencil business decline

July 18

101 Chicago laundries sell via radio

Aug. 1

plO
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Getting your share of dealer co-op dollar
Aug. 1
Radio, new dimension to resort anil trawl advertising Aug. 1
Dealer co-op advertising
Aug.15
Does hard liquor advertising belong on the air panel! Aug. 15
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p26

p30
pl8
p.34

pl8

Dealer co-op advertising
Gardening programs have sales payoff
Radio & TV sell magazines

Aug. 29
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p26
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Highbrow music sells beer
Victor M. Ratner. R..H. Macy & Co.. profile
Air-wick to use TV for first time
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Oct. 21
Oct. 24

I>26

Nevi Premium beer wins Washington
H. F. Michton, Ideal Toy Co., profile
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Nov.21
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There"- money in matzos
Frank C. \e:l><-t. Hlatz Brewing Co.. profile
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programing

Mr. & Mrs. Duos for TV
TV block programing
Live & E. T. breaks and announcements
Network programs for local sponsor
Farm service programs
Why sponsors change programs
Program producers lament
Status of film recording
Early morning programing
Horace Heidt's road shows for Philip Morris
Talent lament
Giveaways, big business
TV in daytime
Letters tell how your program sounds
Building a TV newsreel
Why they call it Berlesday
Happy Gang's zany humor pays off in Canada
Folk songs popularity
Program effect on change in agencies
Summer outdoor radio events sell
Baseball sponsorship booms
Serials hot listening in summer
Summer replacements problem
Folk music produces where other programing fails
TV program form to fill place of radio disk jockey
How's your sponsor identification
Kid disk jockeys
Suspense, test-tube success
The public service approach
Shows with specific appeal are large mail
order pullers
Sponsor identification
Squeezing the most out of Bing
Networks fight to build listening
Novel kiddies show sells soft drink
Disk jockey phenomenon
Prestige programs
Foreign language programs
Disk jockey show its own best promotion
What makes TV program tick
Juvenile TV shows
TV developing program types of its own?
Should client share cost of
agency prepared TV show
What to do when program starts decline
Should time costs depend on program ratings?
Every other week TV programing

publicity and promotion
Kenyon & Eckhardtand
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Jan. 17
Jan. 31
Jan. 31
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Mar.
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Aug. 15
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Vdmiral < '.<>] p.. profile

Blackstone \\ ashing Machines sell via co op radio
Frigidaires transcribed co-op programs
\\ In filai k-toni -u -pi-ncli .1
p adv.
Selling TV sets via TV
W. Paul Jones, Servi-1, Inc., profile
James E. Peters, Blackstone Corp.. profile
Radio sells Muntz TV sets
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June 6
June 20

July 4
July 4

Vug. I

radios, tv sets, electrical appliances
Ross D. Siragu-a.

May 23

public service

Public service opportunity in TV for banks
Making TV part of community life
Prestige programs
Sponsored public;service

I'll

May 9
May 9

What's wrong with daytime programing

Farm service programs
Broadcasting develops good community relations
Public interest approach to sales
When presses stop rolling
Public served when presses stop
Regional nets minus land lines serving
statewide needs
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Jan. 31
Jan. 31
Feb. 14
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Feb.
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Feb.

\ycr press agentry pays

Network- light to build listening
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research

Farm listening
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Sponsor pays more for TV. gets more
Statistics on summer listening
Buying decisions come in summer
Relationship between reading and listening

Apr.
May
May
Apr.
May

25
99
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Don't underrate 13-19 year old buyer
Radio is getting bigger
The national rating problem
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How'sbigyour
The
plussponsor identification
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June 20
July 4

Sindlinger — How many listen in and win
Farm research analysis
TV research organizations
BMB dilemma
BMB meets a crisis
Blueprint for a coverage map

The national rating problem
Out-of-home listening
Independent's impact proved
Ratings, take your pick
U. S. radio audience grows
Research portfolios for sponsors
City Hooperatings, frailties and misuse
Seeing vs. listening
Foreign language radio statistics
What makes TV program tick
Reading vs. Listening, Lazarsfeld findings
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July 18
July
Julv 18
IK
Aug. 1
Aug. 15
Aug. 29
Sept. 12
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Sept. 12
12

p29

p32

p24
p24

p24

P23
p26
p26
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p21
P20 pl9
p46

Sindlinger's Radox new rating device
Are ad budgets big enough?
Ten billion a year negro market ignored
How radio rates in TV homes
Increase in radio homes and acceptance shown
The. forgotten 15.000.000 Negro audience

Sept. 26
Oct.
Sept. 1026

Oct.
Oct. 24
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Oct. 24
V v. 24
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p26

The big plus I % bonus in out-of-home listening )
Do sponsors want BMB
You can predict TV costs
Should time costs depend on program ratings
More facts wanted
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Nov. 21

p24

Reaching the Negro market
Advertiser rediscovers spot
TV critics club members name brands bought
after viewing commercials
Radio is getting bigger
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Dec. 19
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Radio made us -a>- Muntz
^ mi ran predict TV costs

soaps, cleansers, toilet goods
Gilletti

l!"» I games sponsoi ship
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Mar. 31
28

Chevrolet, numbei oneTV sponsor
Every othei week TV programing
Theatre tele^ ision

I ewis F. Bonham, Mennen < '■<>.. profile
Sei rel life "l a 3oap opej .1
( olgate Pal

\|n. 11

live-Peel using,! anada's

Happy (".ant:
Soap opera foi enjoymenl and psychological release
S i ials sell soap in summer
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Soaps using more spot
Richard N. Harris, Toni Inc., profile
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The Gillette score
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television
1 onfusion in what may or may not 1»- 'lone
TV block programing
'I \ stations capitalize on promotion advantages
Applauding T\ entei pi ise
TV commercials for large and small screens
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I he big headache with unions
TV in the day time
'1 12 j eai olds appeal for T\
Joseph M. Ulen, Bristol-Myers, profile
Building a TV newsreel
W hy they call ii Berlesday
What make- Bulova tick
Adjusting rates on radio-TV sharing audience
New advertising dollai - for T\
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Beck corner to big time TV
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Inc..
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Men's clothing w .1 1
Toni TV plans
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Summer highlighting showcases foi fall buying
Polaroid paradise
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\\ li.ii makes TV program tick
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tobacco
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I nited State- Tobacco Co., profile
Fatima come- back
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Million- more call for Philip Morris

time buying
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More facts wanted
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Should time costs depend on program ratings
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watches, jewelry
\\ illiam Helbein, Helbros Watch Co., profile
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