


PROUDLY 

Wit h KING (;)HIS GOLDEN SAXOPHONE (;)H IS ORCHESTRA 

(;) NANCY EVANS (;)L ARRY DOUGLAS (;)FRANKLYN MacCORMACK 

The triumphant reward to your search 

for a perfect radio program. Now 

available transcribed -for local and 

regional sponsorship! 

NANCY EVANS • LARRY DOUGLAS Your radio 
oudl~"ce- ..... I thr ill to he-or the-se- glorious voice-s 
fealured i n solos and superbly blended In dueh. 

HIS ORCHESTRA The pre.tige of Wayne King and hi. world·renowned orche,tro bring. added 
preslige to sponsors. His molchlen showmanship . • • his great group of musician, ••• all odd 
logeltu~r to the grond ." holf hour of music on Ihe- oir. 

FRANKL YN MacCORMACK Hi. r 
matic voice serves 01 a perfect inl we' 
.oothing mu. ic of Ihe Wolll King 
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Networks , with exception of MBS, will adjust rates in 1947. No 
real revisions were made during war years. MBS had rate increase 
in August 1946. Individual stations throughout U. S. also will set 
new rates during year , with Westinghouse setting trend. Most rate 
changes will give protec tion for one year to present users of 
facilities . 

-SR-
BBD&O will inherit retail business of United-Rexall sometime in 
1947. This will increase spot business of agency, now biggest 
placer of spot, by some $2,000,000. Spots will be set for Liggett, 
Sontag , Lane , Ren fro, and other United-Rexall drug chains. 

-SR-

NAB researchers estimate that 34,800,000 out of 38,120,000 families 
in the U. S . had at least one radio receiver in use as of January 
I, 1947. Other sets in use (restaurants, clubs, hospitals, auto 
radios, etc.) build the receiver total to over 60,000,000. 1946 
estimate was 3 ,000 ,000 less. 

-SR-

With networks thumbs down on additional detective and mystery pro
grams, trend is toward using whodunit formulas in different cloaks. 
Programs being built include adult westerns, typical of which is 
"The Westerner ," with Jay Jostyn (' 'Mr. D. A.' '). Railroader and 
truckman series also in works. All retain whodunit features but 
settings change. 

-SR-
WNAX has just rGleased diary study comparison between 1945 when it 
was CBS and 1946 when it was ABC. Indicative of what aggressive 
local programing can do is fact that despite network shift station 
continues first in area. Combined nighttime ratings of five NBC 
stations in area produced one point more listening for NBC than 
WNAX alone . 

-SR-
Increase in sustaining scale for actors (AFRA) will eventually mean 
increase in scale on commercial broadcasts. While this will not 
affect nighttime airings , most of which are overscale anyway, it 
will hit daytime serials, many of which have performers at scale. 
All costs seem dest ined to go up in 1947. 

-SR-

Recent Coca-Cola survey revealed that Latin-American advertising of 
U. S . products is s till based on American art and air formulas em
ploying Spanish or Portuguese headlines and copy, and even these 
are frequently uninspired translations of North-of-border selling. 
So ineffectual are these efforts that local advertisers are lifting 
products (imitating non-copyright features) and taking business 
with convincing South American ad-language. Since most export-
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SKELTON 
TURNABOUT ON 
COMMERCIALS . 

advertisi~&departments of domestic agencies operate in re~~ 

(J. Walter Thompson a notable exception) they don't worry about 
losing business. But advertisers are taking stock now'ana' that's 
reason for recent sponsor surveys. 

-SR-
Red Skelton, who usually kids his sponsor's commercials (Raleigh's 
903) did a defense of radio commercials in a Deceffiber broadcast, 
even "903" which was being roundly razzed in trade press and else
where. Said Skelton at sign-off: "Let's give all sponsors a break. 
It's (the commercial) the cheapest box-office admission in the 
world for good entertainment." 

-SR-
WHITE COLLAR White collar union (UOPWA) which has CBS signed, though not on 
UNION ORGANIZING closed-shop basis, now is hard at work on MBS and ABC. Insiders 

AT MBS, ABC 

ONE NET-BUILT 
SHOW, IN "FIRST 
FIFTEEN" 

FCC 
GRANT- SPREE 
IN 1946 

WHY 
LAGUARDIA 
QUIT ABC 

• i . 

ILGWU GOING 
IN FOR 
COMMERCIAL FM 
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at union admit MBS will be first asked to hold NLRB election. 
Sponsors employing CIO unions may expect pressure shortly if 
negotiations don't flow smoothly. 

-SR-
"Suspense" is only network- built program to reach top listening 
status in years. CBS produced and nursed it. In December it was 
fourteenth in Hooperating. Sponsor is Roma Wine Company. 

-SR-
1946 was the big year in FCC grants. By year's end there were some 
1,500 AM stations operating or building; over 500 (mostly 250-watt 
daytime locals) granted during year. FM picture showed 600 con
ditional grants and construction permits, with stations crowding 
onto air as year lapsed; about 100 are now operating. TV, plagued 
by uncertainties on part of applicants, showed disappointing 40 
grants. 1947 looks like even bigger FCC business with nearly 1,000 
carryover applications pending and many more to come. 

-SR-
Ex-Mayor LaGuardia's shift to MBS was not based on unwillingness of 
ABC to continue paying New York's firebrand $1,000 weekly. Mayor 
learned he was not heard in Washington nor Chicago--only 42 of 
ABC's over 200 outlets were taking him sustaining--and LaGuardia 
likes an audience. On MBS he is being offered to local sponsors 
and WOR will carry him (WOR sat in on three-day meeting that 
brought him to Mutual). 

-SR-
Union operation of broadcasting stations hasn't been commercial 
until now, but International Ladies Garment Workers Union is going 
into radio as business, though with plenty of public service. 
Union has set deal with Raymond M. Wilmotte, Inc. to design and 
erect six FM stations which it expects to be granted shortly. Ide; 
is to make engineering on all stations identical, thus permitting 
interchange of personnel, etc. ILGWU bought ground in center of 
St. Louis December 27 and has local unions and non-profit organiza· 
tions buying stock in project. Millinery, doll, musician, and 
department store unions chipped in for New York station. In Bosto 
local co-op added its mite. Having established plan for getting 
sets into hands of members of unions backing each station, ILGWU 
will thus deliver extra listeners for any FM station in six areas 
organization hopes to serve. 

SPONSC 
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"MR. AND MRS. MUS!C'.'.' present radio's pioneer develop-

ment in recorded musie show~';:(.odr'l:lisc-jockeying, if you please). 

It's efl tirely different ~o~aldth.ibig you 've heard, or bought , 

in the past ... original in)tseI£. , . ppt a carbon copy or facsimile 

of any other program." ~ l.. ..., 

As a husband and \H~ 'ie~ord:spinning team, singing star 

Bea .\Vain and her commenta.tOl: husband Andre Baruch dis

pense with the chatter of thc breakfast table to talk across the 

turntables about their most famili]lr topic-music. They present 

America's top tunes, bands and \'~~alists on records, of course! 

But "~IR. A:-;D }.IRs. }'I USIC" gi\"e recordings a brand new appeal 

with such unique features as ... 

RECORDS COME TO LIFE with guest appearances by popular 
band leaders, singers, composcrs and other famous personalities. 

BEA WAIN SINGS with instrumcntalists and during highly
publicized audience shows in the \V~ICA Theatre. 

RECORD MAKERS "ON THE SET"-Bea and Andre visit 
recording studios to interdew stars making tomorrow's hit discs. 

INTRODUCING THE "BETTER HALF" as Bea and Andre 
inten"iew husbands or wh'es of well-known music-makers. 

*Thanks for YOllr barrage of spot annoullcements laun clIing the 

show - Frances Langford, Jon Ball, Milton Berle, George Jessel, 

Kate Smith, Ted Collins, RalplI Edlcards, Joan Edwards, Ella Logan, ( I Jean Sablon, Jack SmitlI, 

i 

I ---

"Mr. and Mrs. Music" go to town ... 
in the year's strongest bid for dominance of 0:ew)'ork's daytime 

audience. The show boasts thc name talent, thc production, 

thc novelty, the hard-hitting promotion· and adwrtising send

off which has made it a great show from its first hroadcast. Bea's 

sultry personality and Andre's mastcr salesmanship combinc 

for perfect commercial balancc. 

"~In . Al\l) ~Ins. }.tUSIC" is available in quarter-hour strips

periods which will sell fast , for we thought of the ach-cltiscr 

when we set the price-and thc pricc is right! nllt that's merely 

part of the story. You should h<1\"C all of the cletails. Chet:k 

\V~ICA Sales or your Free and Peters representati\"C. 

First on New York 's dial 

Represented by Free & Peters 
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COVE~ PI CTl' RE. "The- Sh:Jdow knows ... " how to sell. 
(5_ IJ tory 011 ':lJAe 1-1) 

RESEARCH EDUC ATI O N 

Trend on the part of ratllll,! orgaJ1lzations Ie. E. Hooper, A. C 
:"lcI.,...n of stn'ssinl,! the Iimiult ions of program rating informa
tion IS ill\'aluable to the ind u<; try. Rating fi~rures for rears ha\'t~ 
bel'll prO)l:ctl-d to the nat ion as tho'Jgh they wert: actually pro
gram (irculatlOn indICes. Actually they represent. at the mosl. 
relative popularity in telephone homes in ~n cities (Hooperl and 
relatiw populanty in areas coven-d (not the nation , by :-':ic/sen 
audllllcters (recording machines a ttached to radio recei\'ers in 
till' home J. As long as the figures arc used for what they are 
no ham) can be done and both :-'Ir. Hooper and :-' l r. ~ielsen 

have been spending plenty of cash tt) explain lIooperating and 
:'\Il'isen ratings there are a number of the latter ) to the industry 
Thl' industry m.'l-ds th is l-ducat ion. just as it needs the restrain· 
rn~ reins which the Broadcast :\leasurement Bureau is now hold· 
ing Oil it<; ligures. Hesearch is never any better than the use to 
\\ hlch it IS put. 

COLOR NO LONGER BA TTLtNG BLACK·&·WHITE TV 

CBS has droppl-d ItS early approach to tele\'ision. i.e., that 
color would make obsolete e\'ery t h in~ black and white. During 
December It unveiled a vidl'o rece iver that would receive both 
its sequential color and black·and·white tele\'ision. It also 
showl-d the Fl-deral Communicat ions Commission a fully elec· 
tronic tube that wou ld receive CBS color video in the home, 
ehminating a ll mm'ing parts in its home rt'Ceiver, just as Radio 
Corporat ion of America had done previously with its form of 
tinted visual en tertainment. T hus CBS inferentially endorsed 
Obsolescence Is Obsolete, SPOSSOR 'S report to the industry on 
te!e\'ision in its December issue. 

Both major fac tors in the television research field ha\'e cleared 
the way to air·picture de\'c1opment under present black·and. 
white standard s. :\lany of the stations which droPPl'<i their 
black·and·whi te applications are reconsidering their decisions 
and scveral ha\'e alread y reentered their applications. Du:-'lont 
IS actua ll y pu tt ing full steam behind its production of sets and 
t ransmitters. Its posi t ion in the color controversy is linked with 
RCA's since it is Du~ lont 's basic paten ts which RCA is devel· 
oping for its simul taneous·broadcast a ll·electronic system of 
(olor. 

For the lirst time since 193~ the way is clear for T\' to become 
an industry . Thanks to CBS, it's a battle of color srstems. not 
a battle of CBS vs "te!c\'ision now." 

~ BT RAISES THE CASH FOR NEGRO YW.YMCA 

With all the negatIve" with which the South has been peltlo<! 
recently, it 's encouraging to ,;ee a radIO sta t ion de\'ote time on 
l'\'ery program in its :!O-hour day, for scven days, to help a local 
negro Y\\'-1' \ICA. The station was \ \"I3T, Charlotte. :'\orth 
Carolina, and its time donation was to help raise S;8.000 h I 

eradICate the deficit in the S:!50,OOO buildin~ fund of t he organi · 
zation. Charles Crutchlleld. manager of the stat ion, didn't 
"top WIth giving time to the cause. He built sptocial pro~rams to 
appeal to chantably·minded listeners. and hired a staff of spt.'Cial 
fund 'raisrng experts to help him gather in the nel-ded thousands 

That public service at Its best. It's what makes commercial 
time on a broadcasting statIon worth the buying. It 's carrr ing 
on a local tradition of &:-r.'ice which is unusual for a station 
as power ful as \\'BT with its 50,000 watts .. . but it 's what 
built the station in to the rnillion-dollar operat ion that it is. 

SPONSOR 



~ IAOR E THAN YOU PA Y FOR 

u ' SM's 50,000 watt Clear Channel power beamed into our vast coverage 
~ cea has introduced this station's talent to literally millions of people a ll over 
er t e country. 

Proof of this is the box office appeal of our stars . Our figures over t he last 
s/eral years show that WSM talent annually averages 2,000 personal a ppear 
aces in more than half the United States. To see these performances almost 
ce million people pay a half-million dollars every year! 

(And this figure does not include the quarter-million people who come 
:l: t Nashvitte from an 48 states to witness the Grand Ole Opry - nor t he 

t.:>usands of visitors who comprise daily audiences for WSM shows in our 
o n studios.) 

These statistics give a graphic picture-

I But, there are no figures which can represent the enormous amount of 
g'xl will these personal appearances create. Good will that is transmitted 

r ttit he advertisers who sponsor this WSM live talent. 

The final result is worth thousands of dollars . But t h e cost to the adver-
tlers?-Not one red cent . 

I Smart sponsors look to WSM for the maximum return on their every 

a Ivertising dollar. 

lat 

7lte ~ea in " 

NASHVILLE 

• 
HARRY STONE, Gen . Mg r. 

JACK HARRIS, Asst. Gen. Mgr. 

WINSTON S. DUSTIN , Comm. Mgr. 

• 
EDWARD PETRY & CO. 

National l:epresentatives 



It lzal)l)e1~ed 01~ NBC 

STORY OF . \ R()Y,\L F..-\.\rILY * Thc doings or thc 

Barbollr cbn are as Llllliliar to .'\Illcrican Ltmilies as thcir 

0\,'11 c1ollll'~tic histories. Birth , death, lll;trriag-c, rO\llatlce, 

('ollledy, tragedy-these arc thc raw materials or ramily lirc 

c\'erY"'hcrc, and thcy are the threads " ' ith "'hidl the sLUry 

of Olle ,H(/I/'s FOII/ily j, " '0\ en. 

Thc be,,-ilderillg- ollspring- of Fanny and Ilcnry Barbollr 

110\" h;"e cCIIl;tlly !>c" 'ildcring oll'pring or thcir ow n. Lis 

tClln, ,dlO ,,'Cre parellts " 'hen they fir,t he;lnl 011(' .Holl's 

Fall/ily h;1\ e 110W become grandparellls. ListCIHT:'! who wcre 

111 thcir tCCIlS whu1 thc), first 1>cca111c Barbour rans 

gone throngh thc war listcning to Olll' .Hall·s Fall/if 

Icelalld to 1"-0 .Iima -alld llm,- h;l\'c COl1le homc to Cst 

families of their o\\·n. YOll11gsters '.dlO ,,'Cre not yet 

,,-hcn thc Ibrl>onrs cal11c tc; :'\BC a;'c \lO\\' dose 1'1 iCI 

Pillk) , I l.111k. JO;ll1 , PCllllY and ~larg;lrct-tod.I"s ~( _ 

set of Ol/e .Hfll/·s Fa/llily . . \nd ,,-hile F;lthcr Ibrhour'~ 

)cs'· m:t~ he a little l1lorc " -cary. it is haLll\( cd 1)\ lilli. I 

garct's charl11. and adolesccnt Pillk} 's strllggles to llll 

the ,,-ork i ng of t he ad nl t 111 i nct. 

AJJERICA'S _"0.1 .IY£,[I 



IU! k 1 I !)3~, Carlton E. ~Iorse em ision ccI a ra dio progralll 

IF r1would reflect the American way of life in millions of 

ne l11g homes. In ~Iarch of that year he introduced Olle 

nl • Family O\er a San FranciKo station. 01;e month later 

II( 1,' series mO\ecI to th e :\'BC Pacific Coast :'\et\rork. In 

,0 u:~ it "'ent coast to coast. ' To(b)~" it is broa~lcast over 

If ,Hiol1s of the :\'BC :\'e twork e\'en Sunday afternoon at 

1St ern Time. 

.1 \I ng its fourteen years 0 11 :\'BC, Oll l' J[all 's Fall/II)! ha-; 
I I 

I\d at least fifteen national awards as rad io 's outstandino 
" 

• 
• 

• 

" 

7 ~, 

• • 
t 

dramatic serial. {Tnder the sponsorship of Standard Brand" 

it has helped make Royal Desserts and Fleischmann's Ye;t!)t 

household "'oreIs throughout the country. 

How to grow a family tree? Plant it with the skill and 

craftsmanship of a distinguished author and a fine cast of 

characters. Give it roots ill the 'pmrerl'1I1 facilities of the:\' BC 

l\' en\"cHk. Let it thrive with other great sho,,'s heard on :\' Be. 
The result: a program \rhich for Illore thall fourteen )C';\1 S 

has been pleasing millionslof families, ,dlO in its story s~e 
;j r eflection of their mrn \\'a\ or life. 

.\ I IIY(~' . . . tIL e N{l t i 0 rl {Il B r 0 a (/ cas t i J l g' CO)} l J) a ii)' 
.1 

IIJ~ ' Amlriu 

• 
• I 
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THE BEAR 

AND THE BEES? 

Bees or beors .•• independent ex net
work, you con bet thot in Woshington 

D.C., WWDC is putting on the bite. The 

big bite thot meons big soles ot low 
cost for advertisers. We'd like to show 
you some of our soles success stexies 
before you even moke up your list. 
Thot will be the clincher! 

Keep your eye on 

WW.DC 
Com;ng Soon-WWDC.FM 

'.prtltn'.d Notionolly by 

FORJOE & COMPANY 

II 

II 

II 

11;.r'· "~~· ."irestoll"~ • • Ir. 
A music lover who doesn't meddle with his r.dio prosram 

H E'S as definite as any top executive, in or out of the rubber 
business, yet he doesn't interfere with his broadcast program, 
Voice of Firestone (N BC). 

Beyond insisting on the broad policy that the music appeal to the 
lovers of both good popular music and chamber music, he permits 
Howard Barlow, conductor of the program, to run the airings. 

Although the program's opening and closing themes are composi, 
tions of his 72,year,old mother, Ida Belle Firestone, she has never 
made a suggestion on how the program should be run. The themes 
are part of the program because Harvey Junior liked them ... and 
thought them "good" music. They had to be transcribed from Mrs. 
Firestone's playing since she can't write a note. 

His daughter Elizabeth has never made a program suggestion 
despite the fact that she's a Julliard School of Music graduate and 
recently was the featured piano soloist on the Firestone program. 
Elizabeth received her recognition not from the Voice of Firestone but 
from Xavier Cugat, who introduced her composition, Night, in 1940, 

Harvey Junior is a music lover but ".'as never given the opportunity 
of learning to play an instrument since dad put Harvey Junior's nose 
to the grindstone the day after he graduated from Princeton. 

His advertising department sometimes thinks they spend too much 
money in radio (20 per cent of the budget), but H. F. has a keen 
memory and knows that radio redeemed Firestone from the stigma of 
cheapness in 1928 when they marketed a low, priced line to compete 
in the mail,order brand~. 

He knows that it's tough to bring women to buy other items 
besides gas at a filling station (75 per cent of Firestone dealers are 
filling stations). And he knows that the Voice of Firestone brings 'em 
in and sells the "works." 

He keeps peace in the Firestone family, which can't be too simple 
with the business controlled by mother, Ida Belle, Harvey .Junior, and 
his four brothers. 

SPONSOR 
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SPONSOR AGENCY 

Beaumont Co. J. D. Tarcher 
Brown Shoe Co., Inc.'" Leo Burnett 

Chemicals, Inc. Garfield & Guild 
General Foods Corp.t Youn~ & Ruhlcam 
Grove Labora tories, Inc. Duane Jones 
John lIancock Mutual Life BBD&O 

Insurance 
Emil Mo~ul lIouse of Deilcacles, Ltd. 

Mail Pouch Tobacco Co.t Walker and Downln~ 
j 

St. Geor~es & Keyes BenjamIn Moore & Co. 
Serutan Co.* Roy S. Durstlne 
W. A. Sheaffer Pen Co. Russel M. Seeds 
Shontex Co., Robert B. Ralshec k 

Southern 011 Co. Kenyon & Eckha rd t 

Studehaker Corp. Roche, WillIams & Cleary 
H. II. Tanner & Co. Mason-Gold 
TonI. Inc. Foote. Cone & Beldln~ 

*Expanded network. 

new and renew 

NET 

CBS 
NBC 

CBS 
MBS 
CBS 
ABC 

CBS 
MBS 

ABC 
MBS 
CBS 
NBC 

ABC 

CBS 
CBS 
CBS 

STATIONS PROGRAM (time, start, duration) 

9 Pacific Melody Trail. :'.IWF 12:15-12:30 pm pSt: Dec 2: 13 weeks 
ISS (91 stations added Dec 7 for last 38 weeks of contract) 

Smllln' Ed McConne ll. Sat II :30-12 noon 
II Pacific I\leet the Mlssus. Frl I :45-2 pm pst: Dec 20: 12 weeks 

I\IcCarry and Ills Mouse. Mon 8-8:30 pm: Jan 6; 26 weeks 
6 Pacific Call of the Ran~e. Mon 4-4:15 pm pst: Nov 4: 21 weeks 

58 Boston Symphony. Tues 8:30-9:30 pm; Jan 21. 1947; 14 
weeks (season) 

II Pacific :"Ieet the :"fissus. Wed 2:30-2:45 pm pst; Nov 13; 13 weeks 
45 Fishin~ and Huntin~ Cluh of the AIr. Mon 10-10:30 pm; 

D ec 2.~: 52 weeks 
liB Betty Moore! . Sat 10-10:15 am: M'lrch I. 1947; 13 weeks 
2')0 Cahrl e llleatter. TTh 9-9:15 pm: Dec 10: 52 weeks 
155 The Ad\'enturers Cluh.Sat 11:30-12 n:Jan 11:52week .. 

25 IIp;:c~~~in Myst ery Is My Hobhy. Sa t 9-9:30 pm: Dec 21: 52 weeks 

1\1 EdwIn C. Hill News. I\ITWTF 3:30-3:45 pm (replaces Try 
'n FInd Me. same tIme. same sponsor); Dec 9 to Mar 
7.1')47 (duratIon of present contract) 

13 Pacific Boh Garred - News.MWF 7:30-7:45 pst: Dec 2: 30 weekq 
18 PacIfic Free for All. Sat II :30-12 noon pst: Dec 21; 52 weeks 

155 Give and Take. Sat 2-2:30 pm: Jan 4: 52 weeks 

tPro~m. network. or sponsor chan~e. 
tPro~m has he en on the air hefore hu t Is returnln~ to t h e networks after a sizable ahsence. 

(Fi/ly-Iwo weeks genually mpan$ a t.1'week rnnlruci wi/It nplirtn. f or 3 slur.e .• sire 13-Il·eek renpwai .•. ft. slliJjeci 10 CIlncell,,/ion fli tJu, end of any 13· wuk ~rind) 

SPONSOR 

AmerIcan Tohacco Co. 

Borden Co. 
BrIstol-Myers Co. 

CoI~ate-Palmolive-Peet Co. 

Continental Bakln~ Co .. Inc. 
Curtiss Candy Co. -

E. I. DuPont de l\'emours & 
Co .. Inc. 

F. W. Fitch Co. 
Harvel Watch Co. 
Keiloj,t~.Co. 

Knox Co. 

Lever Brothers Co. 
Lyon Van & Stora\te Co. 
:'.laDhattan Soap Co .. Inc. 
Mutual Benefit Health & Acci-

dent Assn. 
l\'atlonal DaIry Products Corp. 
Peter Paul. Inc. 
RadIo Bible Class 
R. J. Reynolds Tohacco Co . 

AGENCY 

Foote, Cone & Beldln~ 

Kenyon & Eckhardt 
Youn~ & Rubicam 
Doherty. Clifford & She nfield 
Ted Bates 

Sherman & Marquett e 

Ted Bates 
C. L. Mllier 

BBD&O 

L. \\'. Ramsey 
A. W. LewIn 
Kenyon & Eckhard t 

Robert B. Raisheck 

Ruthrauff & R ya n 
BBD&O 
Duane Jones 
Arthur Meyerho ff 

McKee & A lbri~h t 
Brlsacher, Van N o rd en & Staff 
Envln. Wasey 
William Esty 

Richfield Oil Corp. of l\'ew York IUxson-O' DoDnell 
Standard Brands. Inc. J. " 'alter Tho mpso n 

Sterlin~ Dru~. Inc. 
Tillamook County Creamery 

Assn. 
John II. Woodbury. Inc. 

(Andrew.Jerj,tens ('.0.). 

JANUARY 19-17 

Dancer-Fltz~erald -Sample 
Botsford. Constantine & 

Gardner 
Rohert W . Orr 

NET 

NBC 

CBS 
NBC 
NBC 
!'IOBC 
NBC 
NBC 

CBS 
CBS 

:'\TBC 

,",BC 
ABC 
M BS 
ABC 

ABC 

l\'BC 
CBS 
CBS 
:'.IBS 

"BC 
CBS 
MBS 
"Be 
NBC 
MBS 
"BC 

.\B<: 
1\BC 

.\BC 

STATIO NS PRO GRAM (time, start, duration) 

153 

154 
132 
U2 
B/I 
13/1 

(,') 

47 
143 

H.~ 

153 
(,3 

215 
21Jf) 

214 

4(, 

14') 
II Pacific 

75 
2')') 

71 
12 Pacific 

205 
145 
14/1 
40 

144 
144 
144 
1')5 

i PacIfic 

202 
1')1 

Jack Benny. Sun 7-7:30 pm: Dec 29: 13 weeks (automatic 
extension) 

County FaIr. Sat I :30-2 pm: Dec 7; 52 weeks 
Duffy's Tavern. Wed 9-9:30 pm: Dec 25: 52 weeks 
Mr. DIstrict Attorney, Wed 9-30- 10 pm: Dec 25: 52 week .. 
Can You Top This? Sat 9 :30-10 pm: Jan 4; 52 weeks 
Judy Canova Show. Sat 10-10:30 pm: Jan 4: 52 weeks'''' 
Col~ate Sports Newsreel. Frl 10:30-10:45 pm: Jan 3; 52 

weeks 
Grand Slam. MTWTF II :30-11 :45 am: Nov 25: 52 wee ks 
\Varren Sweeney-News. Sat & Sun 11-11:05 am: Dec 28; 

52 w('('ks 
Ca\'aicade of America. Mon 8-8:30 pm; Dec 23: 52 weeks 

Fitch Bandwa~on. Sun 7:30-8 pm: Dec 29; 52 weeks 
It's H a n'el Music TIme. Sun I-I :15 pm : Dec 15: 52 weeks 
Superman. MTWTF 5:15-5:30 pm; Dec 30: 52 weeks 
Holiywood Story. Galen Drake. :'.ITWTF Ii :30-11 :45 am; 

Dec .~O; 52 weeks 
Breakfast in Hollywood.~:"ITWTF II :15-1 I :30!am: Dec 30: 

52 weeks 
Dan~er. Dr. Danfield. Sun 3-3:30 pm: contract extended 

to 52 wee ks (ori!!lnal was from Sep 8 to :"Iar 2) 
.\mos 'n' :\ndy. Tues 9-'):30 pm; 52 week,. 
l\lee t the Missus. Thur 2:.~0-2:4s pst: Dec 5: 52 weeks 
Evely n Wint ers. :"ITWTF 10:30-10:45 am; Nov 18: 52 weeks 
Gahri('llIea tt('r. Sun 10-10:30 pm; Jan 12: 52 weeks 

.lack Ha ley- Eve Ard .. n. Thurs 9:30-10 pm; Jan 7: 52 weeks 
Boh Garr",d - ;-..'{'ws. TTS 7:.30-7:45 am pst: Nov 12; 52 week~ 
Radio BIble Clas~. Sun 10-10:30 am; Dec 2'): 52 weeks 
Ah l)ott & Cns teilo Show. Thur 10-10:30 pm; 52 week. 
G rand Ole Opry. Sat 10:30-1 I pm: 52 weeks 
Arthur lIa le . TTh 7:30-7:45 pm; D('C 31; 52 weeks 
O!1 e :"l-1n" Family. Sun 3:30-4 pm; Jan 5; 52 weQk~ 
Fred Allen Show. Sun /1:30-9 pm; J ' n 5; 52 weeks 
Ber~e n anc1 :"lcCarthy. Sun /1-8:3'1 ;Jm; Jan 5: 52 week!' 
Brid" a nd Groom. MTWTF 2:.\0-3 pm ; Jan 6; 52 weeks 
Renni e \\'alker's Tillamook Kitchen. Frl 9:45- 10 am pqt: 

()ec 7; 52 week~ 
Waltt'r Winchell. Sun 'l-q : l~pm; Dec-II; 53 weeks 
Ln\l('II:(Par~(}n" Show. Sun 9 :15-,) '.'0 pm ;))ec II; 5.\ weekq 



SPONSOR AGENCY STATION PROGRAM (time, start, duration) 

Atlantic Reflnlnlt Co. 
B, rdl'n Co. 
Bristol-Myers Co. 

1'. W. Ayer & Son Inc. 
You nit & Ruhkam 
Youn\t & Rublcam 

WI'TZ Philadelphia (Phllco) 
"':-'-BT 1"ew York (~BC) 
\\,~BT l'\ew York (~BC): 
WI''TZ I'hlladelphla (I'hllco): 

Basketball, Wed and Sat nl\thts: DK 21-March 15 (new) 
I Love to Eat. Frl 8:30-8:45 pm: Dec 13; 13 weeks (renpw) 
The Brlstel-Myers Show Tele-Yarletles (replaces Ceo-

I'BC account 
!!!~lcaIlY Speakln\t). Sun 8:15-8:30 pm: Dec 8:U3 

F.I\tln Watch Co. 

Culf 011 Co. 

J. Walter Thompson 

Youn~ & Rubicam 

Benjamin Eshleman 
Marschalk & I'ratt 

WBKR Chlca~o (Balaban & 
Karz) 

Time spots (I min). Sun 8:30 and 10:30 pm: XO'f' 24-Feh 
23, 1947 (ne .. ·) 

Wl'\BT Xew York (I'BC) You Are an Artlst,- Thun 9-9:10 pm: Dec 12: 13 weeks 
(new) 

Matinee for Youth. Frl aft (children's show-new) Sean. Roebuck &. "0. 
Standard 011 ('.0. of JI.·ew 

Jersey 

WPTZ Philadelphia (Phllco) 
WI'BT ~ew York (1"BC): Your EA80 Television Reporter (newared). Mon 7:50-8 pm: 

·I'revloudy HUHralnln~. 

SPONSOR 

WPTZ Philadelphia (Phllco): 
1"BC account 

PRODUCT (or sel\'ice) 

Dec 9: 52 weeks 

AGENCY 

:\dmlral Chrome Furniture Co., I'ew York.. . . Furniture .................... '" ... . Moss & Arnold. Xew York 
Alaska Fur Factory. Anchora\te ....... .. ................ Furs. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .. .. Alaska Ad vertlslnlt. Anchoralte 
Alaska Radio Supply. Inc .. Anchoralte . . ............ . .. Radio. electronic equlpment. ........... Alaska Advertlsln~. AnchoraQe 
Allied Food Corp. of America. New York .. .... ........ . . Food products .......................... J. G. Proctor. :\ew York 
American lIome Foods. Inc .• l'ew york ... ...... ... . . .. G. Wa~hlnltton Coffee ....... ........... W. Earl Bothwell. Xew York 
American Syrup & Sorlthum Co .• St. Louis ..... . ..... . . I'ancake syrup.............. .... ... . Rldl!way. St. Louis 
Anderson's Ready-to-Sen'e FrozQn Foods. Buellton. 

Calif.. . . . . .. '.' ..........•..... . . . ..... . 
Apex Foot "ealth Products Co .. I'ew York ... . 
Apex Productll Corp .. 1"ew york ....... .. . .... . 
Apparel. Inc .. Mebane, N. C.. . . . . .. 
Fred AstaJre nance Studios Corp .• 1"ew York . 

Creen split-pea soup ....... ....... . .... :'olakellm. lIollywood 
Arch supporters ....... .............. .. . Frank Kiernan. 1"ew Yorl.: 
Novelties. toys ........... ....... ... ... Booth. Vickery & Schwinn. !'jew York 
Children's dresses ....... ... ... .. ... .... lIouck. Roanoke. "a. 
[)anclnlt Instruction. . . . . . . . ... . . . J. \\'alter Thompson. :-"'ew York 

Audio Devices. Inc .• l'\ew york ............ .. . 
Barbara-Joan Tolts. I'ew York .. .. ...... .... . . 

. . Recordln~ blanks. master disks .. ...... Booth. nckery & Schwinn. 1"ew York 
. ... Teen-alte apparel.......... ..... ... . .. Moss &c Arnold, 1"ew York 

W. F. Barton & Son. Oakland. Calif .. . .... .. . Hatchery equipment manufacturers' 
a!lent ................... ........ . ... Ad Fried. Oakland. Calif. 

Beleltantl.lnc .. New york ..... . ... . . ....... .. . .. ... .. Women·s shoes................... . . I'orman D. Waters. :-"'ew York 
Belle,'ue-Stra tford lIotel. Philadelphia . .. . ...... ' ..... I lotel. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . Abner J. Gel ula. Philadelphia 
"asa ),1 anana Corp .. Los An~eles ...... . ' ... . . . . . .. Ballroom. .. ..................... . . . Tullis. Los An~eles 
Cleveland-Sandusky Bre1'\'ln~ Corp., Cleveland ...... .. . Beer and ale. ...................... H. Grider. Cleveland 
(,.oburn Farm Products Corp., New York. . . . . . ..... Butter and eltlts ...... ,., ... , .. . . :'olodern Merchandlslnlt Bureau. :-"P'" 
"roft Brewlnlt Co .. Boston., .. ....... Beer........ ... . . . .. ,.......... . Henry A. Loudon. Boston 
I> and S Sales Co .. Philadelphia (mall order). . . . . ...... General merchandise .... , .. . . .. . . . \"Ideor En terprlses. Philadelphia 
Am('lIa Earhart Lult~alte. 1"ewark.~. J ....... . . ....... Lu~~alte... . ............. ..... . ... AI Paul Lefton. 1"ew Yor~ 
Farmer Tarleton's Turkey Ranch. Pike, N. II .... ........ Turkeys ................. .. ,. . . . . . . .. In-Inlt Davis. 1"ew York 
Anne Farrell. 1"ew york . ... . . . .. . ...... ... ......... Toys...... ... ............ Lindsay. :-"'ew lIa'·en. Conn. 
Fueloll and 011 lIeatlnlt Council. Kew york ... ......... lIeatln~ and fuel 011... ... ... .. S. Frederic Auerbach. ~ew York 
Callowhur Chemical Corp .• New York ...... ........... Insect repellent.. ..... . .. ...... . Buchanan & ('.0 .. New York 
(;)addlnl!s Dept. Store. Providence . . . .... , ... , .. .. General merchandise .... ...... • ' Spadea. ="ew York 
Glass Craftsmen. Los Anlteles . . . ... ....... ...... Plastic no"eltles . . ......... .... ..... Jere Bayard. Los Anlteles 
B. F. Goodrich (Shoe Products Dlv.). Akron ..... ...... .. Shoe products. . ........ . . . Griswold-Eshleman. Cie"eland 3 
"'alter A. lIewltt Candy Co., Los An~eles. . . . . . . . . . . . Candy... . . .. .......... , . . . . [)a,'1s & Beaven. Los Anlteles :..t 
Kent Lult~a~e. Inc .. l'ew york... . .. . Lu~~a~e.... .......... Arnold ('.ohan. New York 
Kerr Glass Mfl!. Corp., Santa Ana. Calif.. Glass Jars . ........ Dan B. Miner. Los ."n~elesl 
Koral Labs .. Inc .. Mt. "ernon,:-:. Y.... . . ........ Toothpaste. .......... L. II. lIartman. =""ew .... ork 
Lander ('.0 .. Inc .. :'I:ew York. .. Toiletries.. .. . . . . . .. . ... Rel~s Advertlslnlt. :-'-ew York 
Joseph Maltnln Co .• San Francisco... . . ........... " 'omen's apparel ....... ,. . Harrln~ton & Buckley. San Frand...: .. 
~Iastro Plastics Corp .. :-"'ew york. ... ........ .Clothesplns. II. B. LeQuatte. New York 
McFarlane Wholesale Meat Co., Salt Lake City ...... :'oleat r.ooper & Crowe. Salt Lake Clt~· 
Miami Air Commuters. Buffalo.. . . . Transportation Ellis Ad,·ertlslnlt. Buffalo 
~lInernl Corp. of America. :-'-ew York.. . Radio sets .. ....... .. lIerb('rt Chason Co .. :-'-ew York 
:'o1}Ttle Sportswear.lnc .. :-'-ew York.. Slacks and skirts. . . . . . . . . . Lew Kashuk. =""ew .... ork 
Philip Morris & Co .. Ltd .• Inc .. :-"ew .... ork.. . . Bond Street. Re"elatlon smoklnQ 

:'olu8Cle-Rub ('.0 .• Philadelphia. . . . . . .. . ' 
Xatlonal Superior Fl..r [)re!>Sln~ & [)yeln~ Co .. Chlcalto 
1"a tall(' :-'-Jcoll. San Fr,· r' cisco. .. . .. . . . 
Owen-:'olor~an. New YIlI k ... . . .. , ...... . 
Penonal Glfrs. :'I:ew York . .. . 

tobaccos ...... . 
Liniment ... .. . ...... ..... .. 
Fur dressln~ and dyelnlt ...... . 
\\'onlen's clothes ..... . 
Sports" ear ..... . 
(;lfts . . . 

Cecil & Pre!>brey. :-'-ew York 
Jasper. Lynch & Fishel. :-'-ew York 
Kuttner & Kuttner. "hlca\to 
Abbott Kimball. San Francisco 
John A. ('..alrns. :-'-ew York 
Ilooth. nckery & Schwinn. !'> .. " York 
Rod~ers & Brown. :-"'ew York 

\urk 

Prestllte Products Co .• :-'-ew York. 
Ranco Products Corp .. Los An~eles . .. 
Reliance :'olanufacturln~ ('..0 . (\\"omen's wear) Chk:1~o 
Rkh LahorntorleH. L .. hanon. P:.l .. 

Ice creanl nO"dtles . 
~o\"eltl('s. ~:1mes .. .. 

. \\'om<'n's appard .' 
Allied :\dverrlslnll A~encles. Lo~ :\Il~e1", 
Earle l.ud~ln. Chlca~o 

Proprie rarll''', ...... . Raymond F. "'d .... n. '\ew York 



Radio has been ribbed by eKperts before. Wag Wagner, vice p:esident of 
Olian Advertising (omp3ny , has a better background than~most . He tahs 
it as well as giv;!s it. His " Whi tl-t-t-Sest nickei candy there il-l-rl" , 

" Atlas Prager-pt it? AHa; Prager-g~t it!", and Parldise Wine Song 
are among the mJst-ribbed (and resultful) radio commercials on record. 

lIapt V X ell' l'ear, a brif!, ht nell' sliml' 
For all tlte jolks ill radio. 
Of! with the old, Oil It'itit tile' nell', 
That's the tim!'ly thillk to do: 

THE OLD: 
Edgar Bergen, Fred Allen, Jack 
Benny, Fibber 1\IcGee and 1\lolly, 
Bob Hope, Eddie Cantor, Walter 
Winchell . . . 

THE E\\': 
Edgar Bergen, Fred Allen. Jack 
Benny, Fibber McGee and Molly, 
Bob Hope, Eddie Cantor, Walter 
Winchell . . . 

" \\'hat's Wrong with Radio?" The 
discussions on that subject still go 
on, and on and on. 

Sa leave us call upon ou r muse to 
muse about it. 

""'hat Is Wrong \\ ith Radio?" 
Wltat is ll'Tong /tlith radio.' 

The critics lIlull this questioll . 

,1/any say the status quo 

AUf!, lIlellts their indigestioll. 

What is ll'ronf!, with radio.' 

IVe crudely allSI/'er " .VuUin"

Because ij youse dOll't like the show 

Just slt'I'tc1z a litt/(' buttoll. 

So dml't take radio to task, 

lVithhold your liarslt decisiol/

Besides, it's aill/ost tilile to ask 

" lVlwi's wrong II'itlt telerisioll?" 

According to the crickets. the 
troubles with radio are: the com
mercials, the singing spots. the soap 
operas, the whodunits. the corny 
gags. and in general, anything the 
public likes and everything that 
makes radio payoff for the sponsor. 
Ho, hum, let's have another con
gressional investigation. 

JANUARY 1947 

After the experts get through dis
secting the ills of radio, we suggest 
they start on the subject " What's 
Wrong with People?" 

Twas the night before Christmas 
and all through the house, 

Not a creature was stirring, not 

even a mouse, 
But oh, the radio, oh, them Jillgle 

B ells, that Winter WOllderlalld. 

that Wli ite' Christmas, that 

Sallta Claus Is Comillg to TOWIl 

in every kind of mu<;ical con

veyance ! 

The other night we attended a 
Sinatra broadcast from which all 
those under 21 years of age were 
barred. Now, we've Inen over 21 
for some little sp2ll , belt as we en
tered that radio theater, our step:> 
faltered. our shoulders drooped . and 
we felt like Old Father Time him
self. We noticed a few youngsters 
in the audience, but they probably 
got by the Age Inspectors at the 
door because their worried look<; 
belied their youth. 

A ong For 

inatra 

Galle are the days Il'hell my fail S were 
yO/lll f!, alld f!.ay. 

Gone are the S!I ':)OIlS, the jaintillg 
dead away. 

They IWJ(le /li e riclt, well-heeled witli 

goldell rock." 
And tliouglt tliey'rl' f!,one, tlt ey're /lot 

jorgoUe1l, hohby sox., 
rill croollin', I /() slt'oollill ' , and Ill)' 

head is belUlill f!, lOll'. 
I hear them scream/II' ill Illy dream, 

ill', 110, Frallk, Il O' 

And so to ~each and all of you, a 

happy forty-sen n. 
l\Iay you enjoy upon this earth the 

things that you call heaven. 

l\Iay talent options all be picked up, 

Sponsors' p;"06ram 3 all beslicked up, 
Sales and profits all be pushed up, 

Ranting hlters all b.'! shaoshed u~ 

No.1 
MARKET 

• Winston-Salem 
Greensboro 
High Point 

No.1 
STATE 

• 
NORTH 

CAROLINA 

WSJS 
Winston-Salem 

II ~:: : ;;; -..... ::~ ~ 

. N 

for the 
TRI-CITIES 

• 
REPRESENTED BY 

HEADLEY-REED 
COMPANY 

• .;1 
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I T's taken a heap of mass selling 
to build General ~Iills into one 

of the great food companies of the 
world and to place its products 
high on the shopping lists of millions 
of housewives. 

For the past fifteen years, Amer
ican Broadcasting Com pan)" facili ties 
ha\'c been used to mass sell General 
~dills products by radio to the fami
lies of the nation. 

Today General ~lilJs sponsors 
three complete wt'ekday programs 

12 

on ABC. Convinced beyond doubt 
of the effect that adYCrtising over 
ABC has on national sales, General 
l\Iills renewed all three programs for 
another full year. 

If you han a product you'd like 
to sell to more people from coast 

to coast-whether it's a cigarette, 
a car or a coughdrop why not fol
low the example of General illills 
and other leading American manu
facturers - and ship it to market 
via A Be, America's mass selling 
medium? 

NEWS : [ ; . S. food ad~'rrlist'rs 1l0~l' ill ~·t'St 11I0re of their ad~'erlisillg dollars 
in the American Broadcastillg Company than ill all)' otlzt'r Ilt't~l'ork. 

American Broadcasti ng COlnpan y 
A .11 E R I C .. J • S .H .. J S S SE L L I .Y G .11 E /) I C .H 

SPON~OR 



~a • 

n 
al \ 

; 'l 

)ar. 

Vol. 1 No. 3 o January 1947 

. . an industry now 
Fibber McGee and Molly built it 

C LEOPATRA started it .. . selling wax. But it 
took centuries for the birth of wax as an industry. 
While there may be some who question that S. C. 

Johnson founded the U. S. wax indust ry in 1880, there are 
none who can prove it was a real business before that time 

. and if Johnson didn 't start it, one of his now lesser 
competitorsl did at about the same time. Prior to Johnson 

Brand B .. 
4.9% 

-

Brand D 1.5% 

Brand E 1.4% 

Brand F 1.1% 
Brand G 1.1% ,. 
Brand H 1.0% -
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each fUJllirurc COIl:raIlY made its ()\\Il v.ax and most fre
quclltl} it had a h:cswax base. This was almost identical 
with \\hat Clcop:tra l·S<.'Ci on the Nile. 

\\'ax is a prcservati\'e. During the war pr'lI .. tically all ma
chinery sent o\'erseas v.as v.ax ccated for protection. And 
today plcnty of fruit is l-eing coated with a srecial wax 
to a~' s ; st ill keeping its natural freshness. 

Johnson Wax is not beeswax, although it is a "true wax," 
It comes from the carnauba palm, which !!rows in northeast 
Brazil. (During the war synthctic waxes had to be de\'eloped 
due to the inability to transrort the raw material from South 
America, but most producers of commercial waxes ha\'e 
gone back to natural bases now. ) 

In 1930 Johnson, looking for new worlds to conquer, 
started eyeing broadcasting. I t didn't know how radio would 
sell a service type of product and it stepped into the water 
very hesitantly. It bought Ted Weems and his orchestra 
and started selling wax on a few stations. Nothing much 
happened and the agency, Needham, Louis & Brorby, tried 
a second time with Tony Wons and his House by tlte Side 
of the Road. Tony had a great following and the Sunday 
afternoon show did sell son~e wax, but there was no click. 

Radio, J ohnsoll officials decided at about this time (1935), 
could sdl plenty of wax and they wanted to do a real job. 
They traveled to New York, heard over 75 auditions, and 
went back to Chicago (where the agency home office is still 
located) without a program. As a last resort some agent in 
the Windy City suggested that they listen to a small,town 
vaudeville team, Jim and Marian Jordan, who had ceen on 
radio station WMAQ for se\'en long years sustaining, 
the last four years in a fi\'e-a-week serial called SI1IQekollt, 
the Crossroad Store oj the Air. The serial was written by a 
frustrated cartoonist, Don Quinn, who still writes their 
materia/. Phil Leslie helps with the scribbling these days. 
Jim Jordan played a small town Baron Munchausen who 
told the tallest stories in the corn country and 1\ 1arian played 
the wife constantly called upon to be his buffer. 

There was plenty wrong with the program from the Johnson 
point of view but Jack Louis, agency contact for Johnson 
(he's married into the business also since Mrs. Louis was Miss 
Johnson), and Bill Connolly, Johnson advertising manager, 
felt that they had found the basic ingredients for a successful 
-,how that would reach Johnson \V ax sales prospects. Jack Louis 
bought Jim and 1\ tarian Jordan and Don Quinn and they 
started to build a program. The program in name and 
content celonged to Johnson Wax and for years it \\'as the 
least costly of any top-ranking show on the air. Louis 
named the program, Fibber ,\1eCee alld Mo/ly, although he 
states That anyone of a hundred other names would have 
been just as successful. Louis and Connolly lived with the 
program for years from its first Johnson airing in 1935 on a 
Blue network of 26 stations. 

, irn and 1\ tarian in their first broadcast serial, SlIIaekoJlt, 
pl;yed all the characters on the sho\\'. That wasn't carried 
owr to Fibber A1cCee alld Mu/l\', which instead started out to 
build a numl'er of subsidiary characters (although ,\ tarian 
still plays "little girl" tojay ). One of these characters, 
Gilderslee\,e, has branched Ollt with a program that rates 

(Upper left) Ted Weems and orchestra were first on air for Johnson 

(Middle left) Tony Wons (learning Italian) did wax selling too 

(Bottom left) The Jordans, smalltown duo, became Fibber and Molly 

SPONSOR 
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I1lllch higher (15.6, November 30, 194(1, Heoper) than Fibber 
alld Molly did after 15 months on the air, 7.0. 

At the start everyone had a hand in Fibber McGee anci 
Molly. Agency employees were offered $25 and $50 for an 
idea, and the office boy and otTIce porter increased their 
earnings by submitting plot ideas that were use-:!. Ad-man 
Connolly and agency-man Louis rode herd on every episode 
and watched the listening grow. By April, 1937, the rating 
thermometer said 12.8. In 1944 it hit a 30.4 which made 
Fibber and Molly the highest rated comedy team on the air. 

Not only did Fibber McGee anci Molly become the highest 
rated comedy tcam on the air, but they proved that putting 
comedy shows back to back builds audiences. For years radio 
had thought that no evcning was complete unless there was 
some music, some drama , and some variety shows on a station. 
With Fibber McGee and Molly fo llowed by Bob Hope sponsors 
discovered (later CBS proved it with listener diary research 
studies) that mood sequences, such as a parade of variety 
shows, a group of comedy shows, or a chain of dramas, helped 
each show in the sequence. Year after year Hope and the 
McGees trade firsts in ratings all through the season. Now 
also Red Skelton profits from following Hope, although Red 
is on the air at a time, lO :30- 11 p.m. est , that supposedly 
doesn't have top listening. Fibber and Hope also prove that 
any night that has top programs is a top listening night. 
Early in broadcasting Friday night (the evening before pay
day) was the most desired. Then Thursday with a host of 
top shows, including Bing Crosby's Kraft Music Hall , became 
the night. Now it's Tuesday for comedy shows (NBC), 
Monday for dramas (CBS), and Sunday for variety programs 
(NBC). No one program cou ld have made these top listening 
nights- it's the combination of programs in the same mood 
placed back to back on the air. Likewise a successful program 
is not the resu lt of any single creative talent; it 's a chain of 
such talents. 

Fibber McGee and Molly, as the Jordans and writer Quinn 
will be the first to admit, resulted from the labor of love that 
Louis, Connolly, and many other agency and client staffers 
put into the program, However some four years ago S. C. 
Johnson and Son, being the type of organization that it is , 
presented to the Jordans all rights to the name Fibber 
McGeealld Molly and for the first time since 1935 the Jordans 

Don Quinn, who scripts Fibber McGee, explains to Molly one of his 
gags-a self-explainer for a guy with a broken arm and a tired tongue 

4. 

Sound man 's delight, closet o f junk that crashes with every opening, 
is one of many trade-marks that have built Fibber McGee and Molly 

A production get-together with Bill Connolly, Johnson ad-manager, 
conferring with Frank Pittman, producer, and Jack Louis, agency exec 
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owned themselves, Long before that they had fallen in love 
with California while out there doing a number of special 
broadcasts and moved to the Pacific Coast. The characters 
were so well set before they switched that it mattered not 
where they broadcast from, they'd be the same; Jack Louis 
and Bill Connolly had established with Quinn and everyone 
the Fibber McGee and Molly pattern. 

Johnson Wax had built a program which in tum had built 
its sponsor into a corporation with branches around the 
world, with a factory that ra ted an entire section of Fortulle 
magazine, that is sell ing morc than 50 per cent of all the wax 
sold in America. 

They had also built a salesman bcyond compare, Harlow 
Wilcox . a salesman whose air spieling has endeared 
hiIr. to all who dial Fibber McGee (1Ild Molly. Wilcox ne\'er 
kids the product or thc sponsor. His opening and closing 
commercials are straight yet they're listened to as faithfully 
as the program itself. E\'en in the middle, the integrated 
commercial, Wilcox doesn't kid sponsor or Johnson \Vax; 
the laughs are at the salesman himself, not at what he's 
selling. When Fibber tries to belittle what thc selling has 
to say, with " \\'e know all abollt that .," sur\'eys pro\'e 
that the dialers are with Wilcox not with l\ \cCee. The 
commercial identification of the show is 7 ·t.S with only 004 
of a per cent of the listeners gctting the sponsor's name in
correct. Only Take It or Lelll'e It with Phil Baker selling 
E\'crsharp ewry minute, Bob Hawk, selling Camels for R. 
J. Reynolds Tobacco Company, and Lux Radio Theater, 
with thc product name in the program title, havc higher 
sponsor recognition, thc fanner with a 78.9, Hawk with 
an 81, and Lux with an 88.7. 
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IDS DURING OCTOBER "JOHNSON'S WAX PROMOTION 

I n spite of the tremendous following created by Fibber 
McGee and Molly for Johnson Wax in all its forms, and in 
spite of the 50 per cent of the total wax sales, there's stiII 
plenty of competi t ion . J ohnson salesmen are not order takers. 
Simoniz, for instance, is real competition for johnson's CarmI 
- in fact waxing of cars was called simonizing long before 
Camu was a real factor in car care. 

Fibber McGee and Molly are more than the air program 
despite the fact that they've been used for personal appear, 
ances practically not at all. Johnson brass feels that adver
tising should advert ise and that the salesmen should sell. 
In fact advertising manager Connolly can recall only twice 
that Mr. and Mrs. Jordan have tied up with sales promotion. 
That was some years ago in a closed circuit sales meeting 
and this year when they visited Racine, Wisconsin, for the 
60th Anniversary of the Johnson organization's founding. 
But the duo are in every piece of Johnson advertising that 's 
printed. Often, as in the case of the black,and,white October 
schedule, they headline the copy (above) with a typical 
Fibber McGee and Molly crack, and when Johnson Wax goes 
into comic strip stuff (page 16) it's the air characters who 
inhabit the panels. Floor and shelf displays which Johnson 
uses to implement the air advertising use pictures of Fibber 
and Molly practically all the time. Yet despite the all-over 
use of Fibber and Molly, the consumer seldom calls for 
Fibber Wax. 

Because some broadcasters feel that Fibber McGee and 
Molly is a low-cost show now, it's well to establish the fact 
that it isn't-except in the cost per dollar of sales. I n other 
words, building your own show saves money on the way up 
to the top and saves money even when you 're there, but it 
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can 't keep the program at its low start ing cost. As the :.how 
grows in popularity the cast and writers have to be recom
pensed accordingly. Although the program costs less than 
half as much as a Bing Crosby or Bob Hope airing, it isn' t 
the less-than-$4,000 package that it was when it started. 
The last step-up has put Fibber McGee and Molly in the 
$ I2,000-plus class, more than three times what it cost right 
after it had been on the a ir two years. 

Johnson Wax will be spending $900,000 for radio this year 
and around $600,000 for printed advertising In t rying to 
impress grocers that they ought to place emphasis on their 
wax merchandising, Johnson points out that twice as many 
consumer dollars are spent for wax as, for example, cleansers, 
with the dealer profi t margin on wax far greater than on 
cleansers. johnson's yearly statement also indicates that 
there's a greater manufacturing profit margin per doIlar on 
wax than there is on cleansers- about 35 per cent more if 
B. T. Babbitt (leader in the cleanser field ) figures are used for 
comparison. It's therefore interesting to point Ollt that 
Johnson wiIl be spending some $300,000 less in advertising in 
1947 than Bab-O wiIl (see r\'ovember SPO~SOR), 

Fibber and MoIly's broadcasts haven't sold only Johnson 
\Vax, as a matter of record they've sold everybody's wax. 
The wax industry itself has tripled in the last six years and 
while Johnson seIls almost five th1es as much wax as the 
next highest seIling brand, that brand is seIling more, in 
doIlar volume, than it di::l six years ago. Like many other 
firms that are leaders in their industries Johnson \V ax has 
helped carry its brothers' burden. l'inety,one out of every 
100 families use wax in their homes today. That's a great 
accomplishment . Less than \0 years ago the figure was half 
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Functional Johnson Wax administration building which broadcasting helped to build is as dramatic as Fibber McGee and Molly are amusing 

of this. The fine selling job has also created a new problem 
since the only way that the wax business can grow now is 
through increased and diversified use, not through new 
customers. Johnson realizes this and is putting a sizable 
slice of its nct income back into research. From this research 
department came Drax (an unappealing trade name if there 
ever was one), water repellent with which more and more 
fabrics are being coated. Plans are in the works to market 
Drax via Fibber to the public but full production is tied up 
by fabric processor~ for the next six months. From new prod
ucts will come change of copy for Fibber AfeGee and Mollv's 
Wilcox to sell. The wax industry expects that. 

And while the program formula seems casual, it isn't. 
Actually it's blueprinted second by second, line by line. 
No other situation comedy would have dared to drop a 
quartet like the Kings Men singing songs for no good reason 
right in the middle of sequences. It's unorthodox program 
building but it's Fibber McGee alld Molly. Don Quinn. who 
has built the entire 79 \\ 'istful Vista menage, bases all his 
plot sequences on the collar button formula - "man has 
collar button, man loses collar button, \\'Om1n fin:is collar 
button , man gets collar button and the 'I told you so'." 
T hat's a twist on the Hollywoo:l boy-meets-girl formula and 
it works. Practically any Fibber ~1cCee airing can be re
duced to this I, 2. 3. and 4. I t is the exception that proves 
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the rule tsee Ten Co",,,ulIldmcllts Jar Comedy, page 29) that 
situation and gag comedy can't be mixed successfully. 

It's moved a long way from the tall-story teller that Jim 
Jordan was in Smackollt. Fibber doesn't spin tall tales 
although losing that collar button does get him more involved 
than his tall tales did and it always takes 1\lolly to 
get him out of the collar-buttonless condition he finds himself 
in just before the final commercial. 

The Johnson air success story reverses most others. \\'hen 
an advertising manager or agency man says that he's too busy 
to spend the time to build a program and watch over it, it's 
remarkable that he doesn't trip over 1\ layor La Trivia. '" 

One factor must not be discounted in weighing the Johnson 
air success. Jack Louis and H. F. Johnson are not Johnny
Come-LateIies. They think of tomorrow as part of today. 
The agency staff members are not pressure operators. The 
Johnson executives have been with their organization most 
of their business lives; Bill Connolly is in the 20 year club 
as are the salesmanager and most of the other executives. It 
helps long-teml thinking not to have a swordpoised overhead. 

Building a show, Fibber McGee (lIId Molly, built a business, 
S. C. Johnson. anl an industry. WAX anj there 
have never been any "ready-made" shows like F. ,\1. (-< M. 

•. \ D O:l Quinn-FiMI'I' .1I .. cu 0 .. ./ .11 '/1~' char.lo.:tl' r w ho rea lly ~topg at 
nothing t rivial. 
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M R. WILLIAM PALEY, in his 
Chicago speech (before the NAB), 
focussed attention on what he 

asserts is the rising tide of public aver
sion to radio commercials, and asked the 
industry to take steps to change the con
dition. 

He pointed out that when a commercial 
arouses antagonism it is directed against 
"radio," not against the sponsor. This 
could lead some advertisers to the con
clusion that maintaining satisfactory 
public and governmental attitudes to
ward broadcasting is the broadcaster's 
problem. But American broadcasting is 
an organization of three interdependent 
parts: public, advertisers, and broad
casters. This organization operates 
against a background (but not very far 
back) of government. 

In any organization a threat to , or 
sickness in, one of the interdependent 
parts is a threat to the effectiveness and 
existence of the whole. The bell tolIs not 
for the broadcaster, but for the organiza
tion: public, advertiser, broadcaster 
The sponsor's interest in improving the 
situation must inevitably be quite as 
great as that of the broadcaster. The 
solution of the problem will probably 
require both to sacrifice certain rights 

h~' .l'.\TT"'~\\· ~. f·".\'t.t.~ ....... 'th.U. 

and advantages that they have exercised 
in the past. 

In approaching the problem of build
ing better public acceptance of com
mercials, the industry must first recog
nize its own abysmal ignorance. Here 
are a few of the things we do not know: 

I. What parts of the public have 
become distu rbed over commer
cials? 

2. What part does the number of 
commercials play? 

3, How do spot commercials affect the 
situation? 

4 . What percentage of commercials is 
judged by listeners to be disgusting 
or in bad taste? 

5 , How does length of commercials 
influence antagonism ? 

6. Are any of the above important 
causes of whatever aversion to 
commercials exists? 

7. Is the public aversion to commer
cials increasing, decreasing, or re
maining at about a constant level? 

To cap our ignorance of the causes of 
listeners' antagonism, it is necessary to 

ask only one other question: 
With what validity can people report 

the causes of their emotions? 
Anyone who has worked wi th mass 

resentments knows the answer to this 
one. Causes of emotions and the forms 
in which they are manifested are sepa
rate and distinct. 

So in the reports of listeners we must 
go beyond the charges which manifest 
their emotions. When trrey say there are 
"too many commercials," this does not 
necessarily mean t~at number is actualIy 
the source of difficulty. Under some 
conditions, one a day may be too many. 
The words "disgusting" and "bad taste" 
inflate the ego. Through them one 
asserts that he is of that high caste which 
is capable of deciding what is and what is 
not "good taste." 

Possibly alI the conditions \vhich are 
reported by listeners to be the causes of 
their emotion may contribute in some 
part to its development; but it would 
be weIl to look elsewhere for the basic 
causes to examine the structure of 
commercia I broadcasting in the light of 
human tendencies to become emotional. 

The fundamental cause of anger. 
observable in a new-born baby, is inter
ference with activity in progress. If you 
prevent the baby from moving its anTI 
or leg by holding it, he explodes into a 
display of wrath . CaIl it frustration or 

(Please turn to page 39) 

LISTENING PATTERNS (RATINGS) OF 3 POPULAR RADIO PROGRAMS AT 5·MINUTE INTERVALS DURING BROADCAST 

BOB HOPE ONE MAN 'S FAMILY" CAVALCADE OF AMERICA 

5mi 10mi 15mi 20mi 25mi 30mi 5mi 10mi 15mi 20mi 25mi 30mi 5mi 10mi 15mi 20mi 25mi 30mi 
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i I ndicates com mercial an nouncement *When program followed Edgar Bergen. 
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REACHING file 9"e 
IMIDDLE MASSES 

UCKSHOT just won't do the job. To 
sell the "middle masses." a program 
must be aimed directly at them and 

must sell a single product. 
Although participation in home economics 

ainngs are consistently successful. they are 
the buckshot type of programing, spraying 
their advertising attack over a broad ex
panse, It's true that hundreds of these 
s· ws sell millions of dollars worth of prod- ' 

ts each year. It 's the belief of most, 
merchandisers nevertheless that participat
ing announcements do only an immediate 
selling job without creating brand naJP 
acceptance. This ttit,?d IS. to sa the 
least, debatable and with a drop of the hat 
Mo er Parker (Food Fare, WEEI, Bos
ton), Martha an ( 'OR), New ork), 
Ann Sterling (KO:-'lO, ttle. Wash. , will 
arg e the point. And cy're ju~t t ee of 
the hundreds of "girls' who conduc food 
an home part" ipati 
radiO is heard d wh 
of lling. 

ere is. no ·ever of air 
sell ng that c 't be gnorc<i-the kind of 
sell g that I ves a p nl. lastin orne 
ar a-not for the program al e but for 
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uct that sponsors it as 'ell. In 
onal '1'.'3>' it's the feeling tha is oc 
ned towards Johnson Wax when Fibber 

T .. I.~ II • • ~x.·.·eds tin .. · . ·u s t h .. . 

S ... ·i -.. I~ hllel· s.;llIds .. c id •• ·s. 

- - i. s.·lIs I •• ~ .~ .·\\·uud Co H.·.· 

.HcCu (II/(/ .\Iolly IS mentioned. or toward 
DuPollt when C(lm/caele of America is talked 
about. It's not assayable in immediate 
sal<:s alone and it produces sales frequently 
years after a campaign is ended. It's like 
the continuous good-will produced by the 
ftOi ai-arrangement book and film built for 
Coca,Cola. Four years after the last adver
tisement on the booklet was published the 
Coca-Cola organization receives over 100,000 
requests for the booklet per year. 

It·s this feeling that can sell an entire line 
of products although the commercials men
tion ()nl~· one. :\ormally this building of a 
prog-rall1-product identification takes time. 
~everthcless it has been known to ha\'e 
been achieved in 13 weeks when the thinking 
and the follow-through behind the program 
have been adult. An "O\'er-nig-Ill" job, 
but hardly typical, was accomplished by 
the Bluffton Grocery Company of Bluffton, 
Indiana, with a program called Sari '1/ 

E/lllfT. Bluffton had been using The IJ'O 11'0 
//ollle FOTIIIII (Fort \rarne) for a number of 
rears and had obtained "considerable re
sult:; from participation. but only in relation 
to the money expended." It wanted to 
spend more money to do a bigger and better 
job. Its problem was manifold. I. It 

wanted to sell the great "middle ma~~~ .·· 

2. It wantc.o<i direct results. results that 
would be apparen t to the retailers to whom 
Bluffton sold. 3. It wanted a show that 
would compete with big network program 
and shows that were being produced and 
transcribed locally with a sizeable budget. 
.t. It wanted a show that would produce 
sales for its private brand. Decnmod. and at 
the same time not force the selling d0\\11 
listeners' throats. 

. inee integrated comm<:rcials of necessity 
had to be part of the selling that Bluffton 
wanted, it was practically impossible to find 
a daily transcribed sho\\' that met their 
needs. Ther auditioned news programs and 
news digests and although tllerc was plenty 
of feeling in the Bluffton organv.ation in 
fa\'or of the news digest. which included 
entertainment as well as news, it was dis
carded from tlle a\'ailable ide..'ls because It 
was felt that "it would not enjor continuity 
and tllerdore would not build up a loyal 
listening audience that would stick lrom 
day to dar tllroughout the week and rears" 

That left Bluffton nothing to do but 
produce their own program. They talked to 
a pair of characters who were workmg 
around WO\\'O but not togetha. Shirle\, 
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Wayne was playing in a number of shows 
and knew how to reach the "middle masses" 
since she had done it in the theater for years 
with Olsen and Johnson (lIellzapo/Jpi1ll . 
She had a script (everyone in radio has one 
in his or her trunk) written around a rural 
general store but so corny that not evcn the 
most rural of Bluffton grocer customers 
could think the store was patterned after 
his. It took a little convincing of Bluffton 
merchandisers that the show wouldn't jump 
up and hit Bluffton products in the face 
rather than sell 'em, but in the end they 
were sold because the store was so old
fashioned and so far back in the dark 
general-store ages that it just couldn't be 
construed to be anything but what Bluffton's 
merchandising manager calls "mythical." 

The other character at the station was 
Skeets Cross, comedian and ex-script writer 
for lVOWO's Hoosier Hop. Skeets and 
Shirley worked up an audition script and 
called it Sari 'n Elmer. That was only the 
beginning. They had to do the program for 
not only Bluffton "brass" but for the entire 
Bluffton sales organization, and after they 
had sold both the boots and the brass, the 
script was sent to NBC in Chicago for 
checking. Bluffton knew what they liked 
but they weren't taking any chances, with
out a "big-time" okay. NBC's midwestern 
division liked the program ... and so it wa, 
scheduled for 12:15 p.m. Monday through 
Friday on Westinghouse's WOWO. 

Bluffton didn't expect the program to take 
FO! t Wayne and its sales area by storm all by 
itself. Newspaper advertising on the pro
gram was scheduled (below) and spot an
nouncements were placed on WOWO both 
on the Home Forum program, on which 
Bluffton was discontinuing its participation , 
and scattered throughout the program day. 
Window streamers and store cards were sent 
to retailer customers to sell the program. 

(Please turn to page 45) 
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• • • most of it goes unanswered 

T WO-THIRDS of the program 
mail of radio 's biggest buyer of 
airtime is tied into big bundles 

and warehoused , unanswered, to gather 
dust for five years. Yes , Procter and 
Gamble is currently sa tisfied to answer 
just one out of every three letters that 
come to its 29 programs. The only lis
teners who ra te answers (Ire the gimme 
gang. I f dialer-writers don't want some
thing, t he ir letters are si mply put through 
a routine of scann ing and tabulation, then 
~tored away . 

This is the sponsor who lays $15,000,-
000 on dotted lines annually to bring his 
sales message to radio audicnces! 

P. & G. spcnds thousands each year 
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in doing a public relations job. Yet 
P. & G. has been con tent for the last 
five years to ride the crest of war-born 
high product demand , and wide turnover 
in listener and consumer groups. The 
big sonp firm can show a rising sales curve 
and steady listening indices to disprove 
any charge of mishnndling letters and 
losing listener interest. Nevertheless 
P. & G. officials are partially nullifying 
their public relations efforts by allowing 
listener frustrations to pile up in the un
answered two-thirds of the program mail. 
\\'ith the nation once more in n competi
ti\ 'e free economy, P. & G. and other 
sponsors with a Id"sse;: jdl're attitude 
toward audience mail may well be riding 

for a listener fall when the backlog of 
annoyed-nudience reaction piles up. 

J\1a1lY advertisers who do answer mnil 
feel their job is done when the mail is 
acknowledged by postcard or impersonal 
foml letter. Smart-minded nd agency 
executives insist that this is only part of 
the job. I t is the exception rather than 
the rule for an advertiser to handle his 
audience mail to his own best advantage. 

Usually, the job falls to untrained 
typists and receptionists who have to 
decide whether the mail contains pub
licity, copy, radio, or promotional ideas. 
and whether or not a letter deserves an 
answer. The same advertisers, when 

(PIMse tllm to page 4~) 
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Blue Coal 
Balm Barr 
Carey Salt 

-and 
plenty of 
others 
too 

A laugh sinister . . . 
A corny slogan . . . 
That was The ShadOJt', when Street and 

mith, publishers of pulp fiction, bought 
air time on CBS to sell their Detectit'£' 
Story maga:ine in 1931. 

The Shadow was just an mc dreamed 
up to gi\'e an extra touch of showmanship 
to a whodunit half hour. In no time flat 
"The Shado\\' knows . . ." was on the 
lips of listeners and l'efore the year was 
out the formula had becc'me part of the 
BIlle Coal ,\lystcry HOllr on CBS. As 
much as anything else it was the super' 
lati\'e acting of Frank Readick , who 
doubled as The Shadow and the leading 
character in the mystery play itself, that 
made dialers tune in the regular Sunday 
afternoon airing. They put a mask on 
him, dressed him in a long black hooded 
cape, and brought him up the service 
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FRANK REA DICK 

elevators at Columbia to give him mysti
glamour. Nobody "knew" who The 
Shadow was, and that mumbo-jumbo was 
continued for a long, long time . 

The O. L. and W. Coal Company, a 
subsidiary of the Glen Alden Coal Com
pany, tried out The Shadow to sell Blue 
Coal and then dropped him for a while. 
They played around with Peggy's Doctor, 
a daytime serial (rvlWF) on NBC, only 
to have it attain a less than I (CAB) 
rating. They tried Little Italy, another 
daytime serial, on CBS and sold no 
coal with it, and didn't do much better 
withJack and Loretta Clemons on NBC 
in the morning. Even Phil Spital ny, 
before his all-girl HOllr oj Charl1l days, 
failed to reach Blue Coal prospects. 1 t 
wasn't until they brought back Th e 
Shadow, by this time grown from the 
laugh and the slogan into a super-crook, 
that real radio success came to the first 
trade-marked coal in history . 

The Shadow had by now (1934) a maga
zine of its own, rushed out by Street and 
Smith because another publisher had the 
same idea. Until S. & S. had published 
a magazine by that title anyone could 
have lifted the name for h is own publica
tion. Another actor , Jimmy La Curto, 

1!1 BRET MORRISON 

on 

JAMES LA CURTO 

had stepped into Readick 's shoes. The 
laugh and slogan were growing up. 

The partial network idea Blue Coal 
was buy ing only New England and a 
number of eastern seaboard stations
became distastefu l to CBS and the pro
gram moved to Mutual at the same time 
on Sunday afternoons. I t was still on 
the air only for the fa II and winter months 
and Ruthrauff and Ryan, who have been 
the advertising agency handling the 
O. L. & W . account since before the coal
with-the-blue-color idea was born, sold 
The Shadow for the summer of 1938 to 
B. F. Goodrich , with Orson Welles as 
The Shadow at $75 a week, for which 
Orson signed a photograph of himself 
"gratefu lIy yours." Goodrich didn't 
do so well with Awesome Orson and Tire 
Slradow returned to seasonal operation. 
Blue Coal continued its sponsorship and 
began its phenomenal growth in the coal 
field, a field that has shrunk at almost the 
same pace that Blue Coal has grown. 
The Slradow of course only delivered the 
audience, and on ly with one or two cam
paigns has there been any association 
between program and commercial copy. 
One of these, however, was outstandingly 
successful- the "Don't Take Chances" 

JOHN ARCH ER 

BILL JOHNSTONE 

STEVEN COURTLEIGH 

~. 

ORSON· WELLES 



campaign which loglCall) tied into an) 
Illystery show and espeCially a crime 
thrilller. The second tie,in between 
program and commercial appeal, in 
printed media as well as on the air, was 
the "know the coal you buy" slogan. 
That was a natural tie,in with "The 
Shadow knows 

Concurrently with Blue Coal's span, 
~orship of Tile Shadow, D. L. & W. de, 
veloped another fictional character who 
also has become very real on the air and 
in print. J ohn Barclay, home heating 
authority, delivered h is first closing 
commercial in 1935 and has been hand, 
ling the closing commercial all through 
these II years. He established a neW 
tradition in the coal business, a tradition 
of service. He told li~teners, for example, 
how to get more heat per ton of coal out 
of their furnaces. When a Blue Coal 
dealer sends a heating authority into the 
home to check equipment, he's a "John 
Barclay,trained heating expert." 

Barclay also has grown with the pro, 
gram. He was pictured in early adver, 
tising as a tired,looking "expert." This 
year he has had a glamorizing he's a 
smart,looking, hard,hitting modern engi, 
neer and his voice has been given the 
same going,over that his pictures have. 

While the John Barclay" service type" 
of advertising is the regular closing com' 
mercial on The SlJadow, opening sells the 
idea of trade,marked coal and the middle 
commercial is devoted to product sales. 
During the war the middle commercial 
sold conservation and at times made 
deep bows to the men who mine the coal. 
Especially was this true when the hard 
coal miners stayed on the job while the 
soft coal mell walked. 

During the years that D. L. & W. have 
sponsored Th e Shadow, he has dropped 
his cloak of invisibility and Superman 
abilit ies. He has also ceased to be the 
supercrook and is now, at least impliedly, 
a strong ann on the side of the law. 

"Crime doesn't pay" and al1 en, 
tourage of assistants plus the girl friend, 
1\ 1 argot, have been added to the story 
line. The character who climbed walls 
and ate bullets as he fought both crimi, 
l1als and the law has been replaced with 
sort of a mass,appeal Thin Man. 

Down through the years as long as 
I\1l1tual programs have been rated, the 
cloaked crook turned crime tighter has 
gathered ratings that would make many 

D. L. & W. tri ed tear-j erker, " Peggy 's Dodor, 

a n ighttime,show sponsor purr. From 
1940 on the Hoopers run I ike th is: 

Ycar 
1940 
[941 
[941 
19H 
19 .... 
1945 

:\I onths 
Jan ua ry- Fl'bruary 
January-Fl'bruary 
January-February 
January-Fl'bruary 
Jalluary-FebruaQ' 
January-F"bruary 

tUrin$! 
11.2 
14.7 
14.1 
ltd 
[.\.9 
1.\. I 

In 1945 other sponsors. eyeing the job 
Tile Shadou' was doing for Blue Coal, 

Plenty of " Shadow" promotion is used every year. There 's window poster (top left), the 
advertisements in "Shadow Comics" (second from top), a new Shadow-Blue Coal blotter 
(third down). D. L. & W. has even patented a pencil and memo pad giveaway (bottom) 

SPONSOR 

• 



FEATURING AN 
ALL-STAR CAST 

* * * 
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.he" lun u' O. Ru~ U\ "btth· lu,h .tad ludlll.t 
PHI\ In "JWI Pl.un 8.11" .Illd ocht-, r.aJIO hll~ 

1l0,,J,Hf" G,~,., rb~ PC'E:.S) 0.&1,', Ihe- htfo)irn 

F,lIl1uU\ '" • ~t.sr~' Lot .. · on chr ·.'J.l,~dJ II vY"" 
.... ht"\hu.u· ~Iin Gr('("n h~ bun (".nurt"d \'11th 

I ddie Cml", .tnd un m.ny OIhr. uUlw,mdrn~ pr" 
K,.un .. on ,he A'f. 

AII.llt /hl/)1I 1,1,1), V.nc .. iLum. ,Iw' ,ill.lill 
,,, }n\l,'n 1\ ",i.hout NJIDI in pLl\m.: ,h LS t)'P~' 
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R"Ilt"u"'U.hl', .u .lld Dr lcmrlt" R~11l' C •. .,"'l -', 
L.uIC I.ml~ .. n "nJ fJII ... hl.:,h D.tv .lI~ Lou O,Jlt 

"PEGGY'S DOCTOR" 
The ,,",lion of eh" I", "'IIIA 11'\( ",HI b ",In, ... hl·n)). I· I" ~It K • 

... h'&IHholUl t-.ue m,-'(trlon \'111 '" ,,, eh 1l'f hll., .IUI ., I"fol,(lU "I 
IIld Or h'mph: in .1 \01.111 1\.,., \ '\000. 11"ft; hc mu , ,.nd 1.111, In 

..... Jl.\t: ,,"h (he hc.lllliful I"l·~J.:' O.d. ull!ul dJ.ujI,hu:t of (h~ JI II h I 

_ r:~:~fl(I(Ct\'l\ ~1'~~:C'c:(\O ... I:. '~~I:'~:t I~·f\l ;~{~a ~;;r:-:IC\:I~:fC2~~C C~~f (~::I .; 
-- fh:fb} And rtpknl1h ,hot· (.&nlil\. (uilt''' 
,-
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- young ~)n. \ "nc. (U n"'rho f'l~\ Jnd P"W·50 dc"irc 10 .lId h('. '"mil, 
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OVER N. B. C. RED NETWORK EVERY MON

DAY. WEDNESDAY AND FRIDAY AT 1.15 P.M. 
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~ ~ \\ TH ll,lmun;i \""UR ~allV lIr Uek /1 \\J.'. ~.~;~~, 'H;~ .... x., ,,,,d, 

... IF THEY 
EVER FIND OUT 

c:. lo nd that the tears wet Blue Coal without selling, despite fact that stars Rosalind Green , James Meighan, and Allan J os ly n were featured 

)~ 

moved in and bought sections of the 
nation which were open for sponsorship. 
Their ratings show up like this: 

Sponsor 
Acme 
Carey 
Blue Coal 
Grove 

Year 
1945 
1946 
1946 
1946 

Months 
Februar y 

January- February 
January-February 
Jan uary- Fe bruary 

while as 1946 ended they were: 
Sponsor 

Barr 
Carey 
Blue Coal 

Year 
1946 
1946 
1946 

Month 
December 
December 
December 

Ratin~ 

6.9 
9.6 

10.3 
9.2 

Ratin~ 

9.7 
8.1 

12.6 

The Shadow's story isn't alone the story 
of Street and Smith and the D . L. & W. 
Coal Company. It's the story of in-

JANUARY 1947 

numerable local sponsors who have, from 
time to time , bought the show on e.t .'s. 

Back before actors or writers received 
anything extra if a show was recorded at 
the same time as it was being broadcast, 
Street & Smith had the program tran
scribed. These, along with other e.t.'s 
tied up with S. & S. magazines, Dr. 
Savage and Lotte Story, were distributed to 
stations without charge. In 1938 Charles 
Michelson of Michelson and Sternberg, 
exporters, bought 26 weeks of the records 
for Australia and the publishing finn 
came to the conclusion that maybe 

the disks could be sold- and ~ 1 ichelson 
snagged himself a contract. He was to 
represent Street and Smith in the sale ot 
all air rights to The Shadow except the 
Blue Coal territory. 

Some of the stations who bought the 
e. t . 's at that time are still broadcasting 
the program. Among them are KT AR 
(Phoenix. Arizona) for Thomas Brothers, 
auto supplies; KTSt..,\ (EI Paso, Texas) 
for Union Furniture ; and WDNC (Dur
ham , North Carolina) for West Durham 
Lumber Company. 

Besides the transcribed version of the 
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progralll it wa~ opened for sale on .\lutllal 
~tatHIIlS, and the flr~t to sponsor The 
Shadou' live on the network olltside of the 
Ea~ t was Pet "\ilk on KllJ (Don Lee in 
Los Angeles) . Then some sponsors 
bought the ~how regionally. There was 
a candy company that had it for a while 
in the Northwest; Pcnn Furniture bought 
it in Altoona, Johnstown, and Lewiston, 
parts of Pennsylvania that were soft~ 

coal~m inded and therefore were not pa rt 
of Bille Coal's market. Grove Labora~ 
tories bought The SJwdou' in eight mar
kets for its Cold Tablets in 1939 and this 
convinced it that it should buy all it could 
of the program. Grove did its best 
regional job with The Shadow in 1945 46 
but had to drop the program dlle to 
problems within the Grove organization. 
\\'hen the problems had cleared, The 
ShlHlow had a new regional sponsor and 
Grove turned to other fields (mostly spot 
broadcast ing) . 

Before Grove Laboratories bought 
The Shadou' Acme White Lead and Color 
\\'orks bought a 50-station section of the 
.\ lutllal network to reintroduce it s Linex, 
a combination varnish-polish product 
which hadn't been ready when it was 
originally marketed and had flopped on 
its first presentation. Linex was nation
ally distributed and although The Shadow 

did a good job for AC1l1e it wa~n't avail 
able on a nationa I basis. So Acme shifted 
to ,\h"ck Carter (another Street and Smith
inspired program) which didn't do as 
well for it. Nick Carter is sponsored by 
Old Dutch Cleanser now. 

\\'hen Acme bowed out, Carey Salt 
bowed in. In the 1l1eantime Balm Barr 
had taken the Grove Laboratories 
stations ; and the fall 1946 line-up is 
Blue Coal, Balm Barr, and Carey Salt 
Carey, the midwest subsidiary of Inter~ 
national Salt Company, has been worried 
every so often about the "blood and 
thunder" of The Shadow, the executives 
being religious folk as are most of the 
residents of Hutchinson, Kansas. Three 
letters came in recently (just three) 
lamenting the effect of the program on 
the younger generation but before the 
Carey brass had many seconds in which 
to worry, Street and Smith promoted a 
letter from New York Police Com~ 

missioner Wallender for the program 
commending its "crime doesn't pay" 
aspec t and everyone breathed more 
easi ly in Hutchinson , Kansas. The 
Carey Salt commercial recently reminded 
all and sundry in the Middle West not to 
forget their financial pledges to the 
"Church Canvass." That too made 
Kans~s happy. 

Despite any distaste for the crime 
element in The SJlQdou', Carey Salt 
doesn't hesitate to merchandise the 
program to the hilt. They've just com
pleted a "best letter" contest which 
awarded a $100 men's and women's 
wrist watch weekly and have started a 
"Farm book" ofler. Each of the 75 
Carey salesmen carries a merchandising 
portfolio, patterned after the Blue Coal 
merchandising screen-like presentation. 
This folder is "sold" to ewry jobber 
salesman in the 22 states reached by 
The Shadow for Carey (map below). 
The "Shadow" ring, the G-"1an finger
print set , and the spatula-paring knife, 
which have been part of Carey-Shadow 
merchandising plans, are shelved for the 
time being. Material shortages and the 
heavily oversold condition of Carey's 
Hutchinson and Winnfield salt refineries 
are the dual reason for this. 

Carey business has increased fourfold 
in the last few years. The Shadow docs 
the job for them because it reaches the 
entire family. That includes the farmer 
and Carey Salt is sold for farm uses 
practically as much as it's sold for table 
lise in the Middle West. It includes rna 
and that's good for table salt business. 
Of course junior and sister are bonus 

(please turn to page 50) 

The Carey Salt-Shadow network covers midwest and southern agricultural markets where Carey sells table salt and others used on the farm 
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Only 
AVERAGE 

PROGRAMS 
PROFIT 

from Rebroadcasts 

R EPEAT broadcasts, * long a fetish 
with sponsors, who feel they de, 
liver bigger aud iences, actually 

do deliver more listeners if the program is 
"average." I f the program is a top, 
ranking commercial or falls within the 
lowest one,third in rating, repeat broad, 
casts mean less than nothing . . . in 
size of audience. 

Actually, top programs wi thout repeat 
airings rank 13.4 per cent higher than 
programs which spend money for late 
transmissions on the Pacific Coast. 
Typical of the programs without repeats 
is Kraft Music Hall which had a 14.3 
November 30 Hooperating. Just as 
typical of the programs with repeats is 
Blondie which had a 13.7 during the 
same rating period. Top programs 
(top third) ranged from 29.4 to 11.4. 

The "average" show, tanging in rating 
from 11.1 to 7.8, requires a repeat for the 
West Coast. SPONSOR'S check,up re, 
vealed that during the period covered 
the middle group of repeated shows ran 
63.2 per cent higher than the programs 
that tried to reach their maximum audi, 
ence with one coast,to,coast a1l"1ng. 
Crime Doctor, heard in the East at 8:30 
p. m. est and in the West at 8 p. m. pst, 
rates 10.6, while Saturday Night Serenade, 
which is heard sans a repeat, rates an 8.2. 

In the lowest one,third, the shows that 
do not repeat for the West run 10.6 
per cent higher than the segments that 

*A "repeat broadcast" is a rebroadcast. for \\'est 
Coast a udie nces. of a program heard earl ier in the 
East a nd },Iiddle \\'est. 
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do, thus duplicating t he performance of 
the shows in the top third. There is an 
indication in this that listeners who want 
specific shows will listen at any time. 
The lowest third apparently is com, 
posed for the most part of shows that 
appeal to specific audiences, audiences 
that will I isten- rega rdless. Typica l of 
these programs is Policewoman with its 
6.1. T ypical of the programs that repeat, 
but which theoret ically wouldn't lose 
anything if they didn't , is Twenty Ques, 
tions, with a 4.7. 

hit both coasts at prime listening hours 
are expensive luxuries for them. 

The "repeat or not repeat" question 
cannot be determined on one survey. 
However, the amazingly higher ratings of 
the shows in the average group that re, 
broadcast for the Pacific Coast is proof 
positive that repeats a rej ust ified fo r these 
programs. The fact that t he shows that 
go coast, to,coast with one miking in the 
top and bottom groups do better than 
the shows that repeat also means some, 
thing-that repeat performances aimed to 

This fact is made even more ClppClrent 
in the case of the Walter Winchell and 
Jack Benny airings, which not only do a 
repeat for the West Coast but also are 
heard on the Pacific with the first broad, 
cast. I n the November 30 report from 
which the current "repeat study" 
was made, \Vinchell without the second 
broadcast rClted 21.8 and with the dual 
airing he hit just 22.7. That means that 
the second airing added only 0.9 to his 
listening index and there's no 
proof that he wouldn't have had that 
0.9 on his first broadcast if listeners knew 
that the only time they could hear him 
was at t hat hour . . certainly he'd 
have had some of it. 

In the case of Jack Benny , the pro' 
gram gained 2.2 points from its dual 
presentat ion, being upped from 25.7 to 
27.9. 

(Please turn to page 37) 

The Ten Conllnandlnents [or COlned~r 
by Ernest Walker 

A udience Response Analyst 

1. Thou shalt not wait until quality and quantity weaknesses develop 
into habits. 

(A radio progra m does 1I0t fail in one broadcast. It s death is 
heralded lOllg before its ratillg reaches zero.) 

2. Thou shal t not mix characterization, situation, and gags in undue pro
portion. 

(The successful program producer predetermines the e,xtellt 
to which each of these thrre ingredients shall be used. ) 

3. Thou shalt not expect funny lines to be written . 
(L t'rzes only becollle f un llY when th ey are ddi~lerrd by an 
actor whose characterization has ball so set that for him to 

dditl('Y th em makes th elll f unny. ) 
4. Thou shalt not rush new characters into a prog ram and expect belly 

la ughs. 
(Ample ti llle must be allowrd in rach program to establish 
ill tlzr listener's mi nd the characters who werrn't there brforr. ) 

5. Thou shalt not expect situation comedy without suspense. 
(If su spense is strong thell th e gag requir('llzcnt is l07.i.' (two 
to thrre laughs a lIlillute). If a situation is weak (no sus
!x/He) thell it's gag coml'dy and froll/ three to five laughs a 

minute are requirrd. ) 
6. Thou shalt not permit situation laughs to fall be lo w 60- 70* per cent 

of maximum volume. 

7. Thou shalt not permit gag comedians to sell their material a t less than 
70-S0* per cent of maximum response . 

S. Thou shalt not permit more than 12 seconds to lapse between gags, 
nor more than 22 seconds between situation laugh s. 

9. Thou shalt not tread the dangerous ground of mixi ng situation and ga g 
comedy. 

tSituation buildillg rrquires time alld ",hot gags are scattered 
I'll a situation, thus ddaying suspense build-up, both situ.ation 

alld gags are frequently lost.) 
10. Thou shalt not forget to keep a running check on the q uan tity of com

edy in a program, the quality of the comedy, the performers' comedy 
ability, and the comedy timing. 

(No olle thing constitutes the success ill broadcasting. Es
pedally is tlzis true ill comedy.) 

*100 per cent is the maximum volume that can he recorded on 
t he \\'alker or any other ~ound meter. 
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Monthly Tabulalion of 14vertiling by Calelories 
'--.-~==~---------

SPONSOR 

American Oil Co., 
Baltim ore 

A tla ntic Refining Co., 
Philade lphia 

Champio n Spark Plug 
Co., Toledo 

Chrysler Corp . (De 
So to Div.), Detroit 

Cities Serv ice Co., 
New York 

Continental Oil Co., 
Ponca City, Okla. 

Electric Auto · Lite Co., 
Toledo 

Firestone Tire and 
Rubber Co., Akron 

Ford Motor Co., 
Dearborn, Mich . 

General Motor s Corp. , 
Detroit 

General Motors Corp. 
(Chevrolet Motor 

Div.), Detroit 

General Petroleum 
Corp. of Calif., 

Los Angeles 

Gulf Oil Corp. , 
Pittsburgh 

Has tings Mfg . Co., 
Hastings, Mich . 

Intern ational Har' 
ve ster Co., Chica go 

Pennzoil Co., 
Oil City, Pa. 

AGENCY 

Joseph Katz , 
Baltimore 

N . W. Ayer, 
New York 

MacManus, John and 
Adams, Detroit 

BBD&O, 
New York 

Foote , Cone and 
Belding, New York 

Geyer , Cornell and 
Newell , New York 

Ruth rauff and Ryan, 
New York 

Sweeney and James, 
Cleveland 

J . Walte r Thompson , 
New York 

Kudner, New York 

New York 
Campbell-Ewald, 

Smith and Drum, 
Los Angeles 

Young and Rubicam , 
New York 

Keeling , 
Indianapolis 

McCann-Erickson , 
New York 

Fuller, Smith and 
Ross, Cleveland 

PRODUCT 

Amoco Gasoline, Oil 

PROGRAMS 

Professor Quiz (ABC), Thur 7:30-8 
pm , 86 stations 

'. 

Atlantic Gasoline , Oil College football (in season), 90 sta- Loca l sports, on e M iami 

Champion Spark 
Plugs 

De Soto cars 

Cities Service Gasoline 
and Oil 

Conoco Gasoline, Oil 

A uto-Lite batte ries, 
spa rk plugs 

Fi restone Tires 

Ford cars 

Autos 

Chevrolet cars 

Mobilgas, oil 

Gulf Gasoline , Oil 

Casite, Hastings Piston 
Rings 

International Harvesters, 
tractors, farm trucks 

Pennzoil Gasoline and 
Oil 

tions in east, south , midwest station 
Football telecasts (in season), WPTZ, 

Philadelphia 
Basketball telecasts, WS nights, WPTZ 

Champion Roll Call (ABC), Fr i 9:55-
10 pm 

Highway s in Melody (NBC), Fri 8 :30-
9 pm , 72 stations 

Dick Haymes Show (CBS), Thu rs 9-
9:30 pm 

Voice of Firestone (NBC), Mon 8:30-
9 pm 

Voice of Firestone Televues, WNBT, 
Mon 8:15-8 :30 pm 

Ford Presents Dinah Shore (CBS), Wed 
9:30-10 pm 

Madison Square Garden Events, 
WCBS-TV, weekly 

Henry J. Taylor (MBS) and 11 inde
pendent sta ti ons, MF 7: 30-7:45 pm 

Feature Films, WABD, Sun 8-9 pm 

Mobil Touchdown Tips (NBC), M on 
6-6:30 pm pst, 7 Pacific stations 

We the Peop le (CBS), Sun 10:30-11 pm 
CBS Television News, WCBS-TV, 

Thurs 8:15-8:30 pm 

I Deal in Crime (ABC);. Sat 8:30-9 p m 
Michael Shayne (MB~) , T ues 8 -8 :30 
pm , and Don Lee Network , Wed 7-

7: 30 pm p st 

Harvest of Stars (NBC), Sun 2 :30-3 pm 

Half-hour e.t. programs, 17 stations in 
3 eastern states 

Nationa l spot campa ign, 
15 sec e .t.'s 

Newscasts, 2 sta tions 

Li ve spots and local 
prog rams, 164 stations 

Spots, one stat ion 
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SPONSOR AGENCY 

Phillips Petroleum (0 ., ,Lambert and Feasley, 
Bartlesville, Okla. New York 

Pure Oil (0., 
Chicago 

Leo Burnett, 
Chicago 

PRODUCT -

Phillips "66" Gasoline 
and Oil 

Pure-Pep Gasoline , 
Tiolene Oil 

.-. PltOG.!l~MS 

Kaltenborn Edits the News (NBC), 
MTWTF 7:45-8 pm est, 34 stations 

Richfield Oil (orp., 
'Los Angeles 

Hixson-O'Donnell, 
Los Angeles 

Richfield Gasoline , Oil Richfield Reporter (NBC), SMTWTF 
9 :30-9:45, 10-10:15 pm pst, 14 

Pacific stations 

Richfield Oil (orp. 
of N. Y. 

Shell Oil (0., Inc., 
New York 

Sinclair Refining (0., 
New York 

Skelly Oil (0., 
Kansas (ity 

Socony· Vacuum air 
(0., Inc., New York 

Standard Oil (0. of 
(alif., San Francisco 

Standard Oil (0. 
(Ind.), Chicago 

Standard Oil (0. 
(N. J.), New York 

Sun Oil (0 ., 
Philadelphia 

Sunset Oil (0., 
Los Angeles 

The Texas (ompany, 
New York 

Tide Water Associ
ated Oil (0. (Eastern 

Div.), New York 

United States Rubber 
(0., New York 

Western Auto Supply 
(0., Kansas City 

Hixson-O'Donnell, 
New York 

J. Walter Thompson, 
New York 

Hixson-O'Donnell, 
New York 

Henri, Hurst and 
McDonald, Chicago 

Compton, 
New York 

Richfield Gasoline 

Shell Gasoline , Oils 

Sinclair Gasoline and 
Oil 

Skelgas (gasoline) 

Mobilgas, oil 

BBD&O, Gasoline and oil 
San Francisco 

McCann-Erickson, Gasoline, Oil 
Chicago 

Marschalk and Pratt, Esso Gasoline and Oil 
New York 

Roche, Williams and Blue Sunoco Gas, Oil 
Cleary, Philadelphia 

Hillman-Shane- Sunset Gasoline, Oil 
Breyer, Los Angeles 

Buchanan, Texaco Products 
New York 

Lennen and Mitchell, 
New York 

Campbell-Ewald, 
New York 

Bruce B. Brewer, 
Kansas City 

T ydol Gasoline, 
VeedolOil 

U. S. Royal Tires, tire 
cords, tubes 

Accessories, Davis Tires 

Arthur Hale (MBS), TIhS 7:30-7:45 
pm, 40 stations 

Alex Dreier (NBC), MTWTFS 8-8 :1 5 
am pst, 25 stations 

Victor Borge Show with Benny Good
man (NBC), Mon 9: 30-10 pm 

Mobilgas News Service, 6 eastern 
stations 

Standard Hour (NBC), Sun 8:30-9:30 
pm pst, 18 Pacific stations 

Standard School Broadcast (NBC), 
Thurs 10-10:30 pm pst, 21 Pacific 

stations 

Esso Reporter and Esso Weather Re
porter, 49 eastern markets 

Your Esso Television Reporter (NBC), 
Mon 9-10 pm 

Lowell Thomas (NBC), M TWTF 6:45-
7 pm est, 31 stations 

It Couldn't Happen (CBS), Thur 8:30-
8:45 pm pst, Pacific 

Eddie Bracken Show (CBS), Sun 9:30-
10 pm 

Metropolitan Opera (ABC), Sat 2-5 pm 
Regional 15-min newscasts in Texas 

and Montana 

Boston Blackie e.t.'s in 12 midwestern 
markets 

New York Philharmonic (CBS), Sun 
3-4:30 pm 

Television Quarterback, WNBT, Fri 
8:15-8:30 pm 

Serving Through Science, W ABD
Dumont, Tues 9-9:30 pm 

Occasional Tele-films, WABD-ABC, 
time not scheduled 

Circle Arrow Show (NBC), Sun 10:30-
11 am, 56 regional stations 

-SPOTS .,' , 

Local newscasts, spots, 24 
midwest stations 

Spots, one station 

Spots, 10 stations 

Local news and sports
casts, 38 stations 

Local newscasts, 6 stations; 
e.!. spots and chainbreaks, 

90 sta tion s 

Spots, 32 east, midwest 
stations 

137 news, sports, local 
prog rams, 21 stations 

Spots in 22 eastern mar
kets 

News and sports, 7 sta
tions; live spots and chain

breaks, 2 stations 



New York Central commuters have been conditioned by broadcasting to breakfast at Nedick 's in the terminal concourse 

A LOSS LEADER 

L oss leaders have bu ilt grocery Bread had done it ... milk had done 
chains and departmen t stores, so it ... candy had done it. So why not put 
it's not too surprising that they've Vitamin B- 1 in an orange drink? Nedick's 

bui lt an orange drink chain too. What agreed to take the chance, and a vitamin
takes the Nedick's tale off the beaten plus orange drink was born. 
path is that they sell the breakfast t hat Nedick's and B-1 bowed onto the kilo
loses them a cent and a half with every cycles with a modest spot campaign. 
sale via words that l1y through the air. Geller had a series of spots transcribed, 

Back in 1934, the Coney Island-born and started placing them on New York 
drink-stand chain was abollt bankrupt. A stations at times when the sidewalk trade 
group of businessmen, headed by l\ 10rris would hear them. Radio executives 
Wertheim , A. l\ 1. Rosenthal, and R . T. laughed knowingly when they heard the 
Johnson, bought the business at bargain transcriptions - the B-1 copy, ~edick's 

counter figures and plans were born to put big selling point, was preceded by a 
the drink stands back in the black. cuckoo-clock sound effect. Geller was 
Those plans started with shopping for a too busy holding up the sales cur\'e to do 
medium-sized agency that knew its way any smiling the sales had started to 
around radio. climb ... and climb. The white-elephant 

First one, then another, agency had the orange drink business began to look like 
account. Together they added up to it was solid gold. 
zero in sales increase. The 1110ne), behind Nedick executi\'es, Weiss and Geller. 
the new l\:edick's trio wanted something Vitamin B-1 , and radio teamed on a sell
done, and done quickly, otherwise ing job that trebled the business between 
Nedick'swouldcontinueawhiteclephant. 1941 and 1946. 
Then j\ lax Geller of the Weiss and Geller With radio ringing cash registers, 
agency landed the account and things Rosenthal and Geller went shopping for 
began to happen. another good air gimmick. The)' decided 
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on the "Ten-Cent Breakfast," and agreed 
to offer it at <I loss. Again came the 
razzing from the hucksters. But the 
customer who came to breakfast for a 
dime turned into the man who came for 
lunch and evening snacks of hot dogs 
and hamburgers. 

By this time, the Nedick's radio spiel 
was reaching listeners programwise. After 
making a counter survey of the people 
who plunked down their dimes at the 
drink stands, Geller and Nedick's decided 
on a public-service type of radio fare 
consisting mostly of sports, sportscasts. 
and newscasts. 

From April 1945 to September 1946, 
for instance, Nedick's used the CBS 
World News Roundup over \V ABC (no ..... 
\\'C BS), New York. This didn't prove 
to be the right business answer, and 
Nedick's cancelled. Currently, the story 
is principally sports. The B-1 message 
and the Ten-Cent Breakfast are sold to 
audiences with college basketball games 
from j\ladison Square Garden o\"Cr \\'H~. 
This series started during the 1945-46 
season, covering more than 30 games. 
This year, it is running from December 
1946 to March 1947. 

The games are promoted heavily by 
Nedick·s. Every Nedick stand has 
posters plugging the thrill-by-thriII ac
count of the games, and a schedule give
away is at the stands for the asking. 

Bill Stem sells B-1 and hot dogs on 
\\'1\:BC in a five-minute sportscast acrosS 
the board at 6:40-6:45 p.m. Stem, who 
started selling Nedick's last September 2. 
is an old Geller salesman, having worked 
on the old Twenty Grand show for the 
\\ '. and G. account, Axton Fisher To
bacco, back in 1940. Ten-cent cigarettes, 
unlike ten-cent breakfasts, were dead 

(Please turn to page -12) 
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Carnation Co. Vick Chemical Co. Oakleigh R. French & 
W algreen Co . Borden Co. Associates 
N. W. Ayer & Son, Inc . Atherton & Gresham Stanback Co., Ltd. 
G ruen Watch Co. Benrus Watch Co. Baker & Hosking, Inc. 
Leaf Gum Co. General Mills, Inc. Mayers Co. 
Buchanan & Co., Inc . H. M. Dittman Advertising Lake-Spiro-Shurman, Inc. 
Biow Co., Inc. Campbell-Ewald Co., Inc. Helbros Watch Co., Inc. 
General Foods Corp . L. H. Hartman Co., Inc. Foote, Cone & Belding 
Ralph H. Jones Co. McFadden Publications, Inc. Joseph Katz Co. 
Miles Laboratories, Inc. Paramount Pictures, Inc. Mutual Benefit Health & 
Imperial Oil Ltd. Maxon, Inc. Accident Assn. 
McCann-Erickson, Inc. Devereux & Co. Schenley Distillers Corp. 
Canada Dry Ginger Ale, Inc . Alfred D. McKelvy Co. Gardner Advertising Co. 
Seeman Brothers, Inc. Adam Hat Stores, Inc. Willard Tablet Co. 
BBD&O, Inc. J. D. Tarcher & Co., Inc. Procter & Gamble Co. 
Grove Laboratories, Inc. S. C. Johnson & Son, Inc. Garfield & Guild, Advertising 
Pedlar & Ryan, Inc. Tullis Co. Ward Baking Co. 
United States Steel Corp . Ford Motor Co. Marschalk & Pratt Co. 
Speidel Co. J. Walter Thompson Co. Falstaff Brewing Corp. 
Interwoven Stocking Co. House & Leland Scripto, Inc. 
Hutchins Advertising Co. E. I. duPont de Nemours & Bulova Watch Co. 
Buchanan-Thomas Advertisin g Co., Inc. Kenyon & Eckhardt, Inc. 

Co. LaRoche & Ellis, Inc. Abbott Kimball Co., Inc. 
Duane Jones Co., Inc . Olian Adv. Co. Gillette Safety Razor Co. 
Roche, Williams & Cleary Wade Advertising Co. Ex-Lax, Inc. 

• A c,-oss-section of the top-flight rdel,o-mineleel delvertlsers dnel dgencies who sub~cribe to SPONSOR 
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1\ Jr ILLlO~Soflines roll off presses 
..l V .1. each week about radio pro-

grams, and the products that 
make them possible- millions of lines un
seen and unheard-of by sponsors and 
agencies. At the networks the story of 
station publication activities is being 
noised about but, in most cases, it's still 
in the rumor stage. 'Yet the effect of 
these station organs is greater in many 
areas than the combined impact of the 
printed radio word of all the newspapers 
in the area served by the broadcaster. 
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These direct lines to listeners fall into 
four general categories : retailer bulletins 
program logs, fan newspapers or maga~ 
zines, and home service magazines. 

Retailer bulletins, or "briefs," tell mer
chants and dealers which products are 
sponsored on what programs and which 
new programs are to be utilized for a 
given product in the area. Through these 
briefs retailers and dealers are advised in 
advance when a new product is to be 
featured on a show, pemlitting them to 
stock the item before the radio-inspired 
demand materializes. T hese briefs, which 
in most cases go to grocers and druggists , 
also build good-will wi th sections giving 
capsuled news and facts on market condi
tions, trends) and successful selling ideas. 

They are reproduced inexpensively and 
mailed rree every month to leading busi-
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ness men of the community. Station 
WING, Dayton, Ohio, produces a typical 
monthly bulletin which goes to 1,000 
grocers and druggists. Variation of the 
idea is the four-page tabloid-size news
paper which gives program and other 
news about food and drug products adver
tised on a station , but doesn't include 
general market or selling tips. Typical 
is the Food and Drug News which KGO, 
San Francisco, sends monthly to 3,000 
retailers and dealers in its area. Some 
papers, like the M erchandiser of WOA I, 
San Antonio, are published quarterly. 

Program logs may not look so interest
ing as the business publications, but de
tailed monthly schedu les such as that of 
WQXR, New York , place sponsors before 
thousands of readers. WQXR 's schedule 
is a booklet which goes to 38,000 sub-

:."f'd.~ • ./ 
-,,-, VII! ~..... .. ...... 

HE SlRf }! /' \UI k. lUlU /I L f \ [ 

~~*-Ud 
_... -r-..,.#. 

u .... DI:"AnaC'c '~'IDTA''''' CI:"DI 

scribers for $1 a year. More than 5,000 
copies are picked up at studios monthly 
at laC. a copy. Sponsor ads run free. 

It's rOLitine for most stations to issue 
simple weekly or monthly (or both) pro
gram logs without sponsor identification 
which go to agencies, advertisers, news
papers, and others. But more important 
to advertisers are those printed for cer
tain groups which contain information 
other than listings. Example of the 
special log is Listen and Learn, a four-page 
folder which KMOX, St. Louis, sends 
monthly during the school year to 1,000 
schools and educators. Obviously its 
potential impact, through the combined 
influence of teachers and others, is far 
beyond the thousand who actually re
ceive the brochure. Five hundred thou-

(Please tllm to page ./6) 
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"What can be done to regulate incongruous 

station' break commercials so that they don't 

destroy the mood sequences of programs?" 

Henry H. Re ichhold 
president 
Reichhold Chemicals, Inc . 

The Picked Panel answers: Argument between sponsor and station 
management as to which of them "owns" 
the air time is irrelevant. Congress 
settled that when it created the FCC as a 
licensing body in the public interest. The 
responsibility for good programing-and 
I stress that that means all programing. 
sustaining, commercial, spot announce
ments, and package shows-is partly that 
of the advertiser but chiefly that of sta
tion management. The station, not the 
advertising agency or the advertiser, has 
been granted by the FCC a free license 
to a valuable franchise for the use of the 
air wa\·es. 

To begin with, 
it's purely a sched
uling matter, and 
the station's re
sponsibility. Any 
good timebuyer, it 
goes without say
ing, tries to get 
maximum circula
tion for his ac
counts; and while 

he checks adjacent advertisers for product 
conflict as a matter of course, he can 
hardly be expected to get very far into 
such intangibles as "mood sequence." 

I 've found station representatives and 
stations themselves extremely helpful in 
preventing too much of a clash. It 
doesn't take the intelligence of a Daniel 
Webster to know that it's bad selling to 
drop a lush perfume spot into the middle 
of a hillbilly show. The representative's 
assistance has been in passing along the 
infom1ation about some of the local shows, 
so that you can determine the general 
suitability for your client. 

To be perfectly frank about the whole 
thing, I think that the question's pretty 
academic. Radio has a sophomoric 
tendency to take itself too seriously where 
things like "mood sequence" are con
cerned. I don't see any tremendous ad
vantage in, say, a solid block of comedy 
shows, just because they are comedy 
shows. People have a tendency to lose 
interest in anything after awhile, and an 
overdose doesn't mean that it's a correct 
dose. fl.laybe a good, bouncy commercial 
spot between, say, two symphonic pro
grams is a good idea-it's a change of 
pace, anyway. 

The sponsors of the shows themselves 
don't bother too much about "mood 
sequence" on their individual programs; 
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they interrupt them for selling messages, 
seldom geared to t he program material, 
and then, like as not, toss in a hitchhike 
or two for good measure. 

As far as I'm concerned, I don't care 
whether they're laughing or crying, or 
how long they've been doing it, just as 
long as there are enough of them and 
they're my client's logical buying audi
ence. 

f don't care whether or not it's a tearful 
Hooper- I only avoid the fearful ones. 

RA YMOl"D E. NELSON 

President 
Raymond E. Nelson Incorporated 

The question of 
regulating station 
break commercials 
is only part of the 
larger question of 
improving radio 
commercials. 
There can be little 
difference of opin
ion but that there 
is room for im

provement, not only as a measure of relief 
to a long-suffering public but as a means 
of increasing the effectiveness of the 
sponsor's message. Advertising agencies 
dislike to be told and with reason that 
they do not know their business. I t is 
easy, obviously, to make destructive 
cntlClsm. Yet, with all resrect for the 
brains, ability, and achievement of the 
advertising profession in publici:ing 
American goods and services , I submit 
that repetitious announcements having 
little or no relation to program content are 
both needlessly irritating and wastefully 
ineffective. The incongruous station 
break commercial is a conspicuous of
fender in this respect. 

Cooperative effort is needed to imprO\ e 
radio commercials. A joint committee 
comprising membership from both the 
advertising and the radio crafts might 
study this problem with profit to all 
concerned. Station WMCA would be 
happy to cooperate to the utmost of its 
ability in such a project. 

NATHA~ STRAt·S 

Presiciellt 
Stdtioll H'MCA 

The station 
break is an ana
chronism dating 
back to the day~ 
when plen ty of 
cushion was re
quired between 
programs. Today 
with srlit-second 
timing only a mo
ment is needed for 

station identification. The rest of the 
station-break time really belongs to 
adjacent sponsors. Until broadcasting 
companies return to their rightful owners, 
there is little that can be done about that. 
The problem of the program commercial 
is to hold attention, that of the station or 
chain break commercial is to get atten-
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tion, while the listener is talking or about 
to twist the dial. 

That's the reason for the strident, 
interrupting devices of gongs, whistles, 
ricocheting bullets, and assorted sound 

I effects. That's the reason for the shout
, ing and irritating repetitions by the 

announcer, the banal ity of most musical 
gimmicks. Probably the best regulation 
is self-regulation. The AAAA or the ANA 
or both might award Oscars in reverse
demerit citations each year for the most 
obnoxious, banal, and generally irritating 
spot commercials, as revealed by an 
opinion poll of the long-suffering public. 
The press would certainly publicize this 
with glee. And why not have Wakeman 
and Henry Morgan make the awards in 
a special broadcast. 

LLOYD C. COULTER 

vp in charge oj radio 
McCann-Erickson, Inc. 

Many sponsors 
break up the mood 
of their own pro
grams with com .. 
mercials that are 
not well integrated 
with the program 
content. Many 
commercials with
in a show, includ
ing cowcatcher 

and hitchhike spots, are noisy, loud , and 
not in keeping with the rest of the broad
cast. In other words the mood of many 
commercial programs is frequently broken 
long before the station break is reached. 

Some sponsors and their agencies do 
strive to keep the conunercial and pro
gram content in keeping with each other. 
In that case it's up to the individual sta
tion manager to set lip a policy which 
avoids objectionable spots between two 
programs. Any such policy could not be a 
general one. It is almost impossible to 
set a series of patterns throughout the 
country. Each case must be handled on 
its own merits, depending upon the 
sponsor's product, copy, and adjacent 
program content. 

ADAM J. YOUNG, JR. 

Station Representative 

AVERAGE PROGRAMS PROFIT 
(Colltilllled from pagl' ;29) 

Although it seems logical that an 
airing at peak listening hours in each 
time zone should produce more listeners, 
the slide rule proves that it doesn't with 
the top and bottom thirds (programs). 
To collect upon rebroadcasts, the pro-I gram has to be-just average. 
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IT ISN'T 
BEING 

SNOO TY-

1tP~ 

70 ~eep Ate ~e4t ~ 
tJ«, Statiovt W F B 1M 
• Distinguished Company-that's about 

the best way to describe your fellow spon

sors when you join the clients of WFBM. 

WFBM is proud of the fact that the 

city'S best stores are on the station. The 

three largest Indianapolis department 

stores buy more time on \X'FBM than on 

any other local station. Also, to \X'FBM 

goes the lion's share of local Building 

and Loan, tire dealer, furniture store and 

theatre radio advertising. 

Your messages will be heard by good 

company, too. WFBM, the first station in 

Indiana, has been recognized as the 

"prestige station" for twenty-two years. 

WF BM 
BASIC AFFILIATE: Columbia Broadcasting System 

Represented Nationally by The Katz Agency 
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E IGHTY per cent of all contracts 
for sports broadcasts are indi, 
vidually negotiated by the agency 

or sponsor with each station. That's 
because sporting events ar ~ basically local 
or regional in their appeal and with few 
exceptions a coast,to,coast network just 
doesn't add up to good commercial 
sportscasting. 

Ninety per cent of commercial sports 
a;rings are handled over independent 
stations rather than network affiliates 
because these stations are in a position to 
cancel out schedules at the expense of 
regular contract advertisers while net, 
work affiliates are not in position to do 
that on a regular basis. And sports re' 
quire solid blocks of time-time with 
cushions on both ends of the time block. 
Time consumption of sporting events 
differs with each type of event. The gen, 
eral rule, throughout the nation, is for the 
following blocks to be set aside for each 
type of event : 

Sport TiltH' Block 
Bast'hall lY2 hours 
Baskdhall I hour pt'r !lame· 
Boxinll Y2 hour t 
Foot hall 2 hours 
1100·k(·y Y2 to r hour 

• TaQ ga mt"S are II sually broadw'l in a Ilco·hollr 
block. 

tOni), lite f"alll,," !J01I1 is broal/call ill litis Ii"" allli 
,,-hOI prelims are incilldnl lit,' lime block may rllll as 
high 05 1U0 hOllrs. 

IS 

s -1'0 I.· ~~ S 

Despite the time blocks it is generally 
understood that if a con test runs over the 
scheduled time, there will be no extra 
charges, nor will there be a rebate if a 
contest runs short. Exception to this 
unwritten rule is the National Broadcast, 
ing Company which handles sports in 
15-minute units. 

There is no standard contract for 
sports so stations generally use their 
regular facilities fonn and add plenty of 
riders. There is one set of clauses where 
the advertiser con trols the e\'ent to be 
broadcast and an entirely different set 
where the station has the event and the 
sponsor buys time and contest in one 
package. In the first case the advertiser 
is frequently in the driver's seat and can 
and does demand a specific announcer, 
and protection on both sides of the airing 
against competitive advertisers and in 
some cases against any sponsor in those 
spots, i.e. , both the warm,up and the 
afterpiece have to be sustaining. 

Where the station has contracted to air 
the sporting event itself and has sold it 
to a sponsor the riders run the entire 
gamut from full protection as mentioned 
previously to multiple participation. In 
the latter case a number of advertisers 
are really paying the bill despite the fact 
that only one pays for the blow,by,blow 
account and the two others pay for the 

framework in which the event is placed 
on the air. In some ways this type of 
contract, where the station controls the 
broadcasting of the event, is a simpler 
document than the paper which is signed 
between the station and the sponsor when 
the advertiser holds a personal contract 
with the college, school. or sporting club. 
That's because the latter type of contract 
usually provides for the underwriter's 
paying line charges and other special fees 
in addition to the time charges. 

In both fomls of contract the station is 
usually caught holding the bag if "an act 
of God" cancels the contest scheduled to 
be broadcast. Only in unusual circum, 
stances does the sponsor pay anything 
when the program is rained out. The 
maximum payment (in contracts checked! 
ran to 50 per cent of the time charge. 

Contract provisions on airing commer, 
cials have changed of recent years and no 
longer does the average radio,wise agency 
write commercials and insist that they be 
aired verbatim at specific intervals. The 
tendency today is to outline the copy,line 
for the commercial, and let the sports, 
caster work them in at what he feels is 
the proper frequency and with the proper 
integration with what's happening on the 
field, or in the squared circle. This makes 
for less listener irritation and frequently 

I Please trem to p(lge -/6 ) 

_,-I c:tll\. • ... ·a""- "I'~ I"SrOa(lLd'"",,, .. ,_ 
.Iqer~, \\I'. ~ .~~" .. " or lL-u.v .. ~ . _ ." . ~a1l1C program, hanllle s ~ from any and all lia. 

a;.!l'S, coste or expenses, including lawyer's fees, arising from or occasioned hy the broadcasting ot _ 
program". Thi~ indemnity agreCl11cl1t is intended to include, without limiting the foregoing, claims for del .. . 
of character, 1.)IJ"ine"s or property, and infringement of copyrights and/or \'iolation of trade or news right .. . 

() The" Broadcaster shall not be held responsihle for failure to hroadca~t for any periods "'here c::uch failu 
dlle to government regulations, storms, strikes, lockouts, power, tran~l11issiol1 or ml:chanical difTiculties, or any I 

call~e \\,hat;;oe\,cr beyond its control. The Broadcaster will l'ndea\'or to pn'sent pr()gram~ at the cxact till1e ~( 
'ded, but does not guarantee that a ginn program will be broadca~t at the ~pecifil'd time. If for any rea~or 
'roadcaqer does not complete the program in its entirety, the Advcrtic::er shall recein' a pro rata refund nr 

'rg<, for time. The A(I\'ertiser agrees that in the event of tl1(' omisc::ion or postponcment of any broadcast 
'dcaster ... hall not be held responsible for any dal1la~(' beyond the cost of the particular broadcast omittl' 

"' ('(I 
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DR, CHAPPELL 
(f'olllilllll'rlfrolll I ,agf' itl ) 

any other name you like, but throughout 
life we tend to react with anger when un
completed activity is interrupted. And 
the more intent we are on the activity, 
the more we tend to be irritated by inter
ruption. I f the interrupting event is 
either meaningless to us or is in itsel f 
unpleasant, the tendency to anger is 
strengthened. 

I f, now, we examine the structu re of 
broadcasting in terms of this basic prin
ciple, we find cause for listener resent
ment rampant. Listening is an activity. 
The better the show, the more intense the 
activity is and the greater becomes the 
probability that anger will be evoked if 
it is interrupted with a commercial. If 
the commercial is of real interest to the 
listener, the effect of the interruption 
may be counteracted, in part. If it is 
of no real interest there is no counter
action. Frequently, commercials are 
introduced by design into that part of the 
program where listening is most intense. 
The result is maximum irritation. 
. Some very good dramatic shows de
signed for women, and listened to in
tently by both men and women , inter
rupt the action with complete disregard 
for the men. Men are non-existent to 
them. True, the men are not going 
to buy the products or try the "lather 
cocktails" or "patch tests," but they are 
listeners, and their emotions, ungrateful 
and irrational as they may be , will toll 
the bell. 

I t appears from these considerations 
that it might be possible to reduce 
listener aversion to commercials con
siderably if, in those programs where 
the commercial cannot be integrated 
or where the total listening audience 
is not given real interest in them, com
mercials were presented before the action 
starts and after it stops. 

But, you may object, that might be 
sacrificing advantages the advertiser now 
rightfully enjoys. Possibly. We rarely 
get something for nothing. But it must 

, be noted that how real this advantage 
actually is, is one of the things nobody 
knows. Mere number of I isteners is not 
the answer. The number in a receptive 
state of mind is. The real advantage 
may lie in an opening and a closing COI11-

mercial with no interruptions. 
There is nothing new or revolutionary 

about any of these thoughts. The de
signers of Cavalcade oj America , who in 
many ways have manifested in radio the 
pioneering spirit they exalt in their pro
gram, have presented for years a half 
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hour of drama uninterrupted by com-
11Iercia ls. And their pioneering in com
mercial production has resulted in their 
holding their full audience througl: a long 
closing commercial. 

I n view of the complexity of the 
commercia l problem and t he possible 
rela tion of interrurt ions of listenin g to 

listcller< emotion, it would be well to 

consider this factor carefully before 
starti ng on a witch hunt for "disgu'ling" 
anu "bad taste" cOlllll1erci;lIs or j limping 
to conclusions that "spots" arc the cul
prits, that all commercials shoulu he 
"inside" rrograms, or that they arc too 
long. 

wuz yOU 
BURNt 
IN 
REO 
• 
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OPEN HOUSE 
Radio SIal;on ll'CCO, .H i1lneapolis , -'I;nn. , 

SaillTdays, 9:30 -/0 p.m. cst 

PROGRA M : Taking a columnist-co11lmen
tator and turning him into a quiz master 
i.:m't the easiest joh in radio but \\'CCO has 
done it with their number one newscaster, 
CL>dric Adams, and built a topnotch audi
ence participating program around him. 
Cedric doesn't talk down to his victims and 
his stature isn't diminished by the studio 
crO\\d's calling him Cedric which gives you 
some idea of just how good Cedric is. 
Second plus for the show is that the prizes 
are all products for sale at the sponsor's 
tScars) - that gets away from the free
plug-for-the-prizes that haunts so many 
quiz-program builders. Extra added bit of 
good programing is the strip-tease routine, 
in which the contestant undresses a manikin 
(wooden) as each question is answered 
correctly. Each garment so taken off the 
dummy belongs to the quiz participant. 
During the broadcast reviewed, the young 
lady undressing the girl manikin took its 
girdle right off. The questions (all the way 
through) are well planned and a t least one 
of them makes use of the vocal talents of 
Bob L'lrkin, the singer on the show. It 's a 
top-drawer job, production- as well as 
program-wise, with a special bow to " 'allace 
Olsen, musical director of the station, who 
leads the orchestra and does a couple of 
songs, instrumentally, during the pro
ceedings. 

COMMERCIA L: Because the gifts are all 
on sale at Sears the plugs arc painless. 
Frank Butler, who handles the commercials, 
is smooth and there's no question but that 
the show sells. In the press they featured 
Scars' Infant Sleepers at Sl.lO and at the 
same time on the air Dr. Denton's at S1.65. 
Two thousand of the latter were sold and 
many newspaper ads that were sent in with 
mail orders carried a notation "we want the 
sleeper ad\'crtised on OPI'll l/oltse if it is 
avai lable." The O/Jen /loltse type of quiz 
is the answer to any department store's 
problem of selling without over-spieling. 

TIME: This has only been on the air for 
Scars Sl11ce October 5 so proof of the time 
pu II Isn't at hand yet. Previous sponsor, 
Butternut Coffee, hit as high as 11.4 for the 
January-April period. It 's early in the 
morning but the audience is filling the 
studio hy !) a.m., a half hour before broad
cast time. 

has been used, newspaper space bought, and 
store-wide promotion has been utilizl>d by 
Scars. Since it's producing cyerything 
that's expected 01 it no\\', there seems little 
use for the station to over-extend itself at 
this time. (A merchandising program has 
been planned and will go into the works 
when needed. ) 

CREDITS: This is a station-built program 
which proves what can be done with local 
shows. E\'erything's as smooth as could be 
desired wi th Wallace Olsen, Rob Larkin, 
Frank Butler, and Cedric Adams all due for 
deep bows. 

THE EARLY MORNING FROLIC 
Radio Sialion CK L W , Delroil-Windsor, 

Daily, 6 9 a.m. esl 

PROGRAM : This show is 13 going on 14 
and it 's as fresh as it was in 1938 (five years 
after it was first heard ) when the boys, Joe 
Gen t ile and Ralph Binge, started going to 
town commercially. It has everything that 
every other rise and shine program has but 
you'd never kno\\ it. The time, the weather, 
and the commercials bear no resemblance to 
any other known form of madness. The 
helly laughs are not extra-added attractions 
but the commercial basis of the program. 
If anyone else but these two a ttempted a 
skit in which they try to bring a 12-foot 
monster to life and fail to mo\'e him until 
they dose the Frankenstein conception with 
Dr. Caldwell's laxative, he'd be barrl>d from 
the air. With Gentile and Binge (that last 
name is real - not a gag) it even entertains 
families like A. G. Ruthven's (he's U. of 
l\ Iichigan prexy ). 

COMMERCIAL: This is one across-the
board series (daily) that is, with the excep
tion of recorded musical interludes that are 
whisked on and otT, 100 per cent commercial 
and not e\'en the Federal Communications 
Commission has thought of squawking. The 
boys are apt to shock their sp:msors in 
e\'erything but the cash register - where 
they still ring the bell. with such things as 
downhill eyeglasse~ ("They make the job of 
mailmen. salesmen, and policemen seem 
downhill all day-long. ") Spots are sold on a 
S~O-a-time basis and the waiting list is long 
and drooling. 

TIME: Early morning competit iOIl is usually 
mn-of-the-mill and while there arc some 
good get-'em-uppers in Detroit thi~ show is 
really stitT competition. It not only get~ 
its audience but it holds it. 

PRO MOTION: ;\othing unusual has been PROMOTIO N: Dick Jones. commercial 
done to sci I tIl(' program, though air time manag-cr of CKL\\'. doubles a" pre~s agent 
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and promotion man extraordinary for this 
show. There's been a steady flow of copy 
about Gentile and Binge in the newspapers 
(they're always doing something that's good 
copy). Time , Vo~lte, Band Leader, and 
Liberly arc just four of the national publica
tions that have stOPPL>d being national long 
cnough to plug the Gentile-Binge combina
tion ... and that of course means CKL W 
too. 

CREDITS: Joe Gentile and Ralph Binge are 
the duo to whom all the crl>dit belongs, 
although J. E. Campeau, who graduated 
from salesman to manager of the station, 
has hackl>d the boys up every time (since 
1938) that they needed it-you can't be nuts 
before the mike without a station manager 
who's nuts with you. 

COMPANY -S COMING 
Radio SIal;on WOW, Omaha, Jlonday 

Ihro/lf!,h Friday, 12:30 12:45 p .m. est 

PROGRAM: This, a light zany 15 minutes, 
is far better than the writing on the pro
gram. It is planned to reach the home 
while mother is cooking. Russ Baker does 
the scripting but he's better as me and 
Ray Olson, two-time Davis Award Cup 
winner, is delightful as is the singer-stooge, 
l\ Iorton " 'ells. The fonnat is just a couple 
of guys between a couple of songs by a 
thl ee-pieee musical combine and one of 
three singers who slip in and out of the 
progran1 on ditTerent days. 

The quality of the "humor" may be noted 
in a typical routine which had Russ Baker 
trying to steal a bone from a dog (it had 
some meat on it ), ending with a line to the 
etTect that it could definitely be stated at 
that time that the "program was going to 
the dogs. " 

COMMERCIA L: l\lost of the advertismg is 
straight yet the show simply screams for 
some light-comed)' sales treatment of the 
sponsor's "E\'er Fresh" line of frozen and 
ready-to-cook poultry products and butter. 
Highlight of the selling is the cooking hint, 
which is \'ery nicely handled by Russ Baker. 
It's serious but there's a wee smile in it as 
Baker does it, 

TIME: ;\ocm is a goad tllne to talk food. if 
you can catch your audience. Company's 
Comi1/~ has an Omaha rating of 10 which 
at lunch time means it has caught on. 

CREDI TS: The boys who do this ,how are 
top statT members of '\'O\\'. Russ Baker 
is head of the station's newly organized 
tele\'ision department. Ray Olson is pro
duction manager of the station. The 
sponsors, C. A. Swanson and Sons, feci 
the\' have a happ)' bu)' in Company's 
C01;/ill fl., which is a swell title e\'en if It 
shouldn't happen (company come) at noon. 

TELE -VARIETIES 
lI'.\'BT, Sflll }'ork, SBC-Tl', Sundays, 

8:15-8:30 p.m. fsl 

PROGRAM: The first scannlllg of this 
series (December 8 mdicatl>d what every-

SPONSOR 



one knew in advance. There's no program 
without talent, and vaudeville before the 
video camera must be even better than it 
is acro~s the footligh ts. The second pro
gram dropped the "don't buy names" 
routine and came up with both Senor 
Wences, star magician and ventriloquist 
(the headliner) and Bob Hawkins, im
personator. Opening spot was given to an 
acrobat, in this case a baton twirler , Connie 
Stevens, who was okay if you like the 
prancers who lead the bands. Wences was 
slightly terrific before the camera. His 
stunt of turning his fist into the head of a 
dummy and using it as his Charlie l\fc
Carthy was grand. His talking head in a 
box was just as good as it is in the night 
clubs. His juggling while being heckled by 
the dummy and the head without a body 
was why families leave their homes to go to 
theater and club. Fred Coe, the director, 
was right in there with the cameras and 
although some of the juggling, being of a 
vertical natu re, couldn't be caught quickly 
enough the camera handling was good. 

Most of the impersonators who have been 
on television thus far have been between
the-act stage waits. Bob Hawkins isn't. 
Someone must have told him that on 
camera you have to look like as well as 
sound like the performer that you're imitat
ing. He did. While few of the stars he 
presented were away from the beaten path 
of impersonators, they were fun . . . from 
Bing Crosby to Frank Morgan. Where 
there's real talent, the camera sees it and 
scans it, ergo without performers with 
ability there'll be no looking just as without 
sock artists there's no listening. 

COMMERCIAL: Bristol-Myers'Minit-Rub 
selling has grown up. Instead of only 
slightly amusing commercial film cartoon 
strips, there was well written continuity and 
a dramatized sneezing proposal with a 
Minit-Rub "moral ... sneezing ne'er wins 
fair lady nor snares attractive male. 

PROMOTION: None at the moment. 

TIME: Tele- Varieties has plenty of radio 
competition, with Charlie McCarthy right 
smack against it. It's good enough to stand 
that competition. 

CREDITS: First show was a \Yes l\1cKee 
(Young and Rubicam ) mistake. Second 
show was under his supervision but Y & R's 
10hn Heiney did the production. Fred Coe 
although a youngster is still an NBC-TV 
dIrector that can handle anything well 
and does. 

LET'S CELEBRATE 
lI"l'.:BT, New York, NBC- TV, Sunday (De-

cember 15), 9-9:30 p.m. est 

PROGRAM: Everything was here but a 
polished scanning. Although it was an
nounced that image orthicon cameras were 
being used to lessen light requirements in 
the audience section of the studio (this was 
an audience participation program) actually 
everyone involved technically knew that 
these cameras are not good indoors. They 
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were used because there wasn 't enough 
light in the new studio, not experimentally. 
The audience looked like Times Square on 
\ ') day. 

All the stunts were really visua l and swell 
fun, from the wife who had to puncture all 
the balloons which puffed up her husband 
in a size 50 union suit, to the boy who was 
given the Borden cow, Elsie, to take to the 
Diamond Horseshoe. Typical of what was 
wrong from a video production point of 
view was the fact that when the boy's heart 
really sank down to his shoe tops, there were 
no close-ups. 

Mel Allen, mc , came through as the per
fect drunken host at a celebration, which 
wasn't what was intended at all. Frank 
Fay should sue him for infringing the 
Harvey copyright. 

COMMERCIAL: Using Elsie the cow in a 
gag sequence helped put across the Borden 
commercial without much pushing. Since 
the same stunt employed dancers with 
Elsie masks, the cow-milk selling was visual 
and fun. 

TIME: Nine p.m. Sundars is in New York 

not a bad hour to put on an audIence par
ticipation scanning. Broadcast offerIng''' at 
that time are no t top audience pullers. and 
so they 'll look in, if they have a receiver. 

PROMOTION: This program wa'> played 
up by agency and network as "experI
mentaL" It wasn 't. 

\\'hen the t ic-in wi th the forthcoming 
,\larch of Dimes campaign was dragged 111 

by having mc l'\ [c! Allen telephone a polio 
victim (who however is never seen I, they 
reached into the empty-idea pocket and 
came forth with the Calvary Brothers. 
slow-motion pantomimists. They enter
tained the youngster, who had a TV re
ceiver at his bedside. It was okay for the 
about-to-be-operated-upon youngster bu t it 
was zero as general entertainment ... and 
it didn't help the polio campaign. 

CREDITS:\\'es l\IcKee of Young and Rubi
cam produced the sho\\', Ray Harney wrote 
it, and NBC's Ed Sobol directed it. Since 
the cameras weren't suited to their job, let's 
blame them instead of the human clement 
this time. 

YEAR 

192:t Betty Crocker started 
selling menus and cooking informa
tion for General Mills, via recipes, 
on September 20. First network 
used ,vas \\,EAF and 12 other 
stations. Betty Crocker was f1rst 
enacted by Adelaide Finch (there 
have since been more than 50 others 
who have played the role). General 
Mills was later to be the first major 
sponsor of a daytime serial (Betty 
and Bob) and the number one 
cereal-flour firm in the nation. 

I ttL. 7 Eleven programs:<nine 
coast-to-coast and two Pacific Coast 
shows) sell 13 General l\fills prod
ucts. Of the over-SS,OOO,OOO bud
get, radio gets $6,500,000. Betty 
Crocker ili heard on both NBC an d 
ABC, and daytime serials and 
children's programs sell plenty of 
cereals. The corporation's favorit e 
program (nearly 13 years old and 
pictured below) is flymn s of all 

Churches. 
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LOSS LEAD ER 
(f 'o"/i",,,.,1 (rom 11I!ll"·I!) 

ducks in 19-tO, and the show expired 
quieti). But Geller didn't forget St<.'rn'~ 
neat job, ,II1J bought him again when 
Nedick'~ wanted a sportscaster. 

Nedick's also carries the vitamin gospel 
to listeners on \\ 'CAU's [[eadlines at 
[[ollie. and with a tr,lIlscribed sports show 
on WTTl\ 1 Trenton. One newscast is 
used on a Washington, D. C, station, but 
Nedick's is said to be shopping for sports 
in that market. 

Nedick's has consistently spent the 
higgest chunk of its advertising dollar in 
radio, and with business having trebled in 
the last live years has never had to revise 

its advertising budget, which is figured 
on II:! per cent of next year's sales ex, 
pectancy. 

C,eller has things pretty much his way. 
There's no ad,manager at Nedick's. 
Having tried to tell two agencies how to 
run things and flopped on sales, the boss 
trio now believes it best to let the agency 
handle the radio end. 

Geller's advertising approach undersells 
for Nedick's. On the \\ 'HN basketball 
series, commercial copy is merely out' 
lined for Connie Desmond and i\ larty 
Glickman, who ad,lib mentions of B, I , 
the Ten,Cent Break fast, and the all,beef 
frankfurter. Resu lt is a brand of sales 
talk keyed to surrounding action, differ, 
ing from the usual line of sports,show copy 
which is wri tten in the air,conditioned 
sanctity of an ad,agency ... and sounds it. 

Nedick's isn't particularly worried 
today abollt its competition, most of 
which comes from wildcat stands, small, 
chain operations, and rhe "Chock Full 0' 

i\.'uts·' chain in New York . N edick's sells 
its service in Philadelphia, Jersey City , 
Newark, Baltimore, Boston , Brooklyn , 
Washington, D. C, and through 43 stores 
in New York City. Radiowise, the 
competition is even less. 

Radio has made Nedick's synonymous 
with drink stands in New York. There 
was even a Nedick's stand on stage during 
the recent Broadway production of all the 
TOIt'll, nnd stock movie shots often have 
the sign somewhere in the background. 

Yet ano t her trick is up the Geller, 
Nedick s leeve. A promotion campaign is 
in the making for a new soft drink, a 
carbona ted version of the Nedick orange 
drink. i':edick 's hopes to tap the millions 
of consumers who listen to Nedick pro, 
grams in areas where there arc no 
i':edick's stands. Nedick's , not content 
with being the ora nge drink vender to the 
i':ew York walk,in trade, is out to follow 
the Coca,Cola t radi tion- "bottle it." 
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drullk 7cfl~tl * 
He Lives W ith His Prog ram 

H E'S a one,show producer. He follows the. theory t~1<.It a 
producer should live with a show from Idea to aIrIng. 

Frank Telford flutters over the Molle A1ystery Theatre like a 
mother hen, selecting scripts, conferring with writers, hand, 
picking casts (mainly from newcomers) ... and sweating it 
out on coffee,and,benzedrine. 

The pay,off is indicated in both rating and sponsor identi, 
fication figures. The audience is now deli\'eled to Molle and 
Double Danderine at a cost of less than $200 per point. Dc, 
spite the success of his show, now running 5.1 points over the 
average of his opposition, he puffs twic e as much when re, 
minded that in 1933 he was AlI,City halfback at Detroit's 
Northwestern High. . 

Telford got his first break in radio after kicking around for 
several years in theater stock companies. He did e\'erything 
from acting, writing, and sound effects to polishing micro, 
phones on se\'eral \vXYZ shows, including The Lone Ranger. 

He tried to sell Uncle Sam the idea of airing an anti,Hitler 
series in 1940. No dice. December 8, 1941, saw him back in 
Washington, this time with a better reception. His docu~ 
mentaries You Can't Do Business «'ith Hitler and This Is Gur 
Enemy did a top,notch wartime job selling anti,fascism. 

Young & Rubicam bought him early in 1944 to do produc, 
tion on \Fe the People but he was shifted to A1ystery Theatre 
soon after. His CBS show The Fighting Senator was a flop 
commercially last summer- he didn't really care so long as 
he was panning intolerance and civic corruption. 

Duffy'S Tal'em is his favorite listening. For months Tel, 
ford knocked himself out trying to hear it because Du.tfy's 
was aired the same night as A1ystery Theatre. Duffy'S mo\'ed 
finally to another night, and peace, as far as it can be found 
by an ad,agency executive, descended on the Telford menage. 

He 's the perfect example of what can happen when an 
agency picks the right man. gi\'es him one job ... and a free 
rein in doing it. 
·Seen with Ann Rutherford 
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NAME 

John H. Connor 

John C. Doorty 
Elmer C. Dvorak 

flarold N. Elterlch 

Haynes FInnell 

E. J. Frank 

Bryant H. Gardner 

A. N. HalverRtadt 

Gilford R. Hart 

Gerry Olinger HInkle 

Alfred Howard 

J. Peyton Kane 

Allen C. Kaye-MartIn 

Emery M Lewis 

Harold S. Luther 

Charles AllIson Monroe 
Howard K. RIchmond 
Edward F. SchmIdt 

Joseph R. Sheehan 
.Tane Talcott 
Del Wakeman 

Joe Wells 

NAME 

A.D.Adams 
Scott B. Anderson Jr. 
Norman F. Best 
William J. Bona 
Jean Brehme 

Clarke R. Brown 
rhnmas M. Brown 
Edward R. Carroll 

Horace Cleveland 

Lee Cooley 
Walter OweIl 
John J. Daniels 

Henry Dorff 

E\'erett E. Dot(,11 
Louis Einstein 
.101'1 H. F.ttln~er 
Rialn(' Fah .. r 
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signed and ullsigned 

FORMER AFFIUA liON 

Gallowhur Chemical Corp .• New York. assIstant 
to preslden t 

BBD&O. New York. accoun t executive 
A. E. Rittenhouse Co .. I nc .. Honeoye Falls. l\"ew 

York. RaIl'S and adver tlslnll dlreot()r 
Grant Advertlsln~ (In ti. Div.). r-,'ew York. vp 

WIlliam B. Remln~ton 

Procter & Gamhle. Cin cinnatI. media dir('ctor 

White LahR .• Inc . • Newar k. N .. 1.. advertisln~ 
manal!er 

Joseph Magnln S t or es. San Francisco 

Retail Furniture Ad ver tlsln\t Inst .. advert bInI! 
managpr 

S & W Fine Foods . Inc .. San FranciRco. adv('r
tlsln~ mana~er 

Kaye-Martin Prodns .. New York. pr('sldellt 

Brown and Williamson Tohacco Corp .• Louis
ville. vp In charl1e sales. a d vert IRing 

General Food Sales Co . • Inc . (General SeafoodR 
Corp.). New York . m erch andlslnl1 manal1er 

J. Walter Thompson. New Yor k 
Bloomingdale Bros .• Inc . • New York 
American Home Foods . I n c .• New York. adver

tising dept. 

Bu tIer Brol'l .. Chlcal10 
Mal1navox Co . • Fort Wayne. rnd .• advertising and 

!!ales promotion mana~er 
Wells Advertising. Inc .• Da ll al'l 

FORMER AFFILIA liON 

Fr-ee lance radio writer 
Pittsburg (Calif.) Post Dispa t c h 
Royal Air Force 
W. W. MacGrud er. Den ver 
Associated Advertlslnl1. Los An~eles. account 

executive 
Lake-Splro-Shurman. MemphIs 
Luber-Finer. Los An~eles. advertlsin~ mana~er 

American Broadcastln~ Co .. New York. produc-
tion department 

J. M. Mathes. :'\ew York . account executIve 

Ruthrauff & Ryan. New Yor k. radio department 
Bo Bernstein. Providence . R . I .. radlod!'l}:lrtment 
.John C. Dowd. Boston. a ccou nt executh'(' 

Grey Advertisln~. :-ie \\' York . account ('x('cuth'(' 

Army ,~ Ir Force 
Los Anl1eles Examin er. ad v(' rt i sin~ q",lpsn'an 
Kuttner & Kuttner. C;h ka~tl. acctl"n! p~pcuth'(' 
P",ra TI C;orp .. :"ew York . '1(>CT('t"r)' ano aov('r-

tl~ln~ mana\t('r 

NEW AFFIUA liON 

Gallowhur Ch"mIcal Corp .. I"pw York. vp In chRrl1e RaIl''' 
and adv('rtlsln~. merchandlsln~ and Rail'S promotion. 
plaRtic specialtIes 

Shulton. Inc .. New York (soap manufacturer) 
A. E. Rittenhouse Co .• Honeoye Falls. vp In char~e salel'l 

and ac!vertlslnl1 
BrIstol-Myers Co. (Inti. Dlv.). New York. adveTtl"lnlt man
a~er 

Union Oil Co. of C.alifornla. Los An~eleR. advertlAlnl1 and 
puhllclty head 

~a-Churs Plant Food C;o .. Marlon. OhIo. advertll'lln~ 
manager 

The Chemical Corp . • Sprln~field. Ma~q .• advertll'llnl1 and 
Aales promotion mana~('r 

Procter & Gamhle. Cincinnati. manal1er radIo and medIa 
dh'lslor,s 

White Labs .• Inc .. Newark. ~. J .. vp In charlte advertlRlnl1 

LillI Ann Co. (women'l'I apoareI). San Francisco. advertll'llnl1 
and art director 

Hamilton-Ross Industries. Chlca~o. advertblnl1 and sales 
promotIon manal1er 

S & ,,, Fine Foods. Inc .. San Francisco. director advertlsln~. 
sales promotion 

MacLevy C:orp .. MacLevy Slpnder17lnll ~alons. Npw York. 
advertlslnl! and merchandislnl1 director 

Brown and "'\11lamson Tohacco Corp .. Loull'lville. execu
tIve vp 

General Food Sales Co .. Inc. (General Seafoods (".orp.). New 
York. advertIsIng and merchandislnl1 mana~er 

Liebman Breweries. New York. advertlsln~ manal1er 
Elizaheth Arden. New York. advertlslnl1 dir ector 
American Home Foods. Inc .. New Yor k . assistant advertls

Inl1 manager In media selectIon. plannlnl1. administra
tion. hud~et control 

Rose-Derry Co .. Newton. Mass .. advertlslnl1 manager 
Macy's. New York. women's appar el adver tising manal1er 
Ekco Products Co .• Chlcal1o. advertlslnl1 dir ector ' 

H. L. Shaw & Sons. Inc .• Portsmouth. N. II .• advertlslnl1 
manager 

NEW AFFILIA liO N 

Hlckev-:'\Iurphy-St. Geor~e. l'o"ew York. account executive 
Ad Fried. Oakland. Calif .. account executive 
ErwIn. 'Vasey. Seattle. media and research dIrector 
C;rav & Co .. Denver. account executh'e 
Harry J. Wendland. Los An~eles. account executive 

Olhn .\d\,.,rtlsinl1. St. LouIs. media director 
.-\nd!'r~tl" .\dvE'rtlslnl1. Los Angeles 
Rochl'. Williams & Cleary. assistant to head of :'\ew York 

radIo department 
.T. :'\1. Mathes. :'\ew York. \'P and account executive In charge 

tlf textllps. home fumlshln!ls. and apparel 
'lcC;ann-Erlck~()n. ~ew York. television director 
Ho BernstE'ln. PrO\idence. R. I .. account executh'e 
C;orv Snow. Boston. business manager and account execu

tl\'(' 
.\Ifrpd .J. ~i1herst"in·Bert Goldsmith. :'\ew York. account 

p:,(p~1Jth'e 
Inll'llls-\f1nit('r. Boqton. aCCtlllnt ('xecuth'e 
R,j"mnno Kpanp -\\1ency. LOR -\n~eles. account eXI'<"lItive 
I.p",pr rr"rrl~l1n. :\('W York. account executlv(' 
RRc!Ctl. ',."\' y ... rlc :t('ctlunt qllpervlqor 



NAME 

Wesley Fnrmer 

John 1\1, Farr.'11 

(;, II. Ferllu80n 
Alfred C. Freemnn 
Sam Fuller 
Llln .. , Gllhert 

GUll Iiall 
Bl·tsy lIatch 
Gcorlle R. 1I0it 
Mark I!l.'lacs 
Haddon W. Ivins 
Adam K. Johnson 

Georgl' E. Kelly 

William Lyddan 
Malcolm C, MacDonald 

Angus 1\laclntosh 

Charll's McDowell 
Sherman 1\1. McFedrles Jr. 

R. E. Ml'lISer 

Donald Murphy 

A. W, l"eally 
S('an1us O'lIanrahan 
Stuart I'otter 
.Iames A. Richardson 

Henry P. Ritz: 

E. G. Schultz 

Stuart Stevens 
O. II. Sutter 
Iial D. Thoma~ 
lIarry L. Timmins Jr. 

:"athan A. Tuft~ 

Jame .. II. Turner 

Ilelen Bridge l'nderhlll 

lIarry W. \\'alker Jr. 
Welles R.. Wiley 

Da"e G. \\'olavl'r 
Robert B. Wolcott Jr. 

IIarry Woodworth 

FORMER AFFILIA nON 

.\rmy 

Calkins & IlohJen, Chlcallo. account e:u'cutlve 

BBI>&O, San Francisco, vp In charlle 
Malco Co .. l\1I1l1H'npolls, advertblnll dln'ctor 
Sherman & Marqul'tte , :"ew York, radio director 
Frnnklln Bruck, ;'I;ew York; Paris & """art, ;'I;ew 

York 
Allied Advertlslnll Agencies, Los Anlleles, copy-

wr It l'r 
Gall lIall Advertlslnll, Hollywood, president 
Abbott Klmhall, l"ew York, account executive 
Scott-Telander, l\fllwaukee 
Army 
O. S, Tyson, :-'ew York 
Smith, Bull & l\lcCreery , San Francisco, account 

executive 
Alle2heny County (Pa.) Parks, director 

11111 Advertising, New York, account executhe 
Paris & Peart, New York; T, A, l"ewhofI, BaItI-

more; account executlvl' 

C harles McDowell and Stafl, Boston 
Union 011 Co .. Los Anlll'les, advertl~lnll and puh

IIdty chid 
Glasser-Galley, Los Anlleles, Ileneral manaller 

and radio director 
Reincke, Meyer & Finn, Chicallo, account ex-

ecutive 
BBO&O, San Franl'isco, vp and account execllthe 
Pacific Shipper, San Francisco, editor 
Camphell-Mlthun, Chlcallo. account executive 
Knoilin Ad"ertlsIr1Il, San Francisco, account ex-

ecutive 
1I0use & Leland, Portland, Ore,. account execu

the 
HouOJe & Leland. Portland. Ore .• account execu-

the 
Ste"ens, Lander & Younll. Los Anlleles 
Terrill Belknap Manih. :"ow York 
KOMO. Seattle 
CharieR II. Burller. l'ew York. "p 

Rutitraufl & Ryan. lIollywood. vp and directorof 
radio department 

l\lltchell-Fallst. Chlca~o. vp and accoun t execu
th'e 

St. Georges & Keyes. New .. York, account execu
tive 

W, F. Coleman Co .. Los Anlleles 
Sunset Electric Co .. Seattle. advertlsinll and sales 

promotion manager 
1I0ward Swink. Marlon. Ohio 
IIIuon-O'Donnell. Los Anlleles. publicity director 

BBD&O. New York. account executive 

NEW AFFlLlA liON 

Botdord, Constantlnl' & Gardner. Los Anlll'les. account 
executh'e 

Western Ad,·ertlslr11l. I.os Angeles, memher of plannlnll 
hoard 

BBD&O, San Francisco. 'West Coast manager 
!l.felaml.od-lIohbs, MlnneapollOJ. account executive 
Sherman & Marquette. lIollywood, radio dLrector 
='orman [). \\'aters. l"ew York. account executive 

Allied Advert 181n~ A~enc\es. Loll An2eles. accoun t C:lecu t Ive 

Stevens-llall. Hollywood (nl'w). partner 
Advenlslnllllousc. New York. account executive 
L. \V, Ramsey. account executive 
Doremus, :"'ew York, account executive 
Mlhlc & Smallen. ='ew York. account executive 
Ford & Damm, Sacramento. In char~e of new branch 

W, Earl Bothwell. Pittsburgh. copy chief and account 
executive 

Booth. Vickery & Schwinn. :-'ew York. account C:lecutlve 
S. R. Leon. ='ew.York. account executh'c 

Ward Wheelock. Philadelphia. radio dLreclOr (Phlladl'lphla 
office only) 

\Vood, Brown & Wood, Boston. account executive 
Foote. Cone & Bcldlnll, Los AnlleleA. account executive 

Rem Prod uct Ions. (new), head 

G. M. Basford. Kcw York. account executh'l' 

BBD&O. Los Anlleles, Ileneral manaller 
O'lIanrahan P:tclfic Allency, San Francisco (new) 
Stuart Potter. Chlcallo (new) 
James A, Richardson, San Francisco (new) 

Schultz & RItz. Portland. Ore. (new) 

Schultz & Ritz. Portland. Ore. (new) 

Stevens-Hall, Hollywood (nl'w). partnl'r 
Julius J. Rowen.l'ew York 
Alaska Ad,·enlslnll. Anchoralle. radio director 
Sudler & lIennessey. l"ew York. !lilIes director. and Arranz 

& Sudler. ='ew York. account executh'e 
W. Earl Bothwell. head. Wl'st CoaAt branch (new) 

Ruthraufl & Ryan. Chlcallo 

Youn~ & Rublcam. ='l'W York. account l'xccuth'e 

Lockwood-Shackelford. Los Anlleles, account executh'l' 
West-Marquis. Seattle. account executh'e 

Lee Oonnelley. Cleveland. account executh'e 
Hixson-O'Donnell. Palm SprlnllA, Calif. (new branch), office 

head 
l\forse fnt~rnatlonal. :-:ew York. account executhe 

hew 11~ 11~ (CollfilllletljrornPagclO) 

SPONSOR PRODUCT (or service) AGENCY 

Roberts Dulry Co .• Omaha .... 
Rockmore (".0 •• ;'I;ew York. 
San Benito Co .• Inc .• ='ew York .. 
Seaboard l\ff~. Co .• Inc .• :-'ew York. 

Dairy products ... 
Boys' liportswear 
Tiara Champallne. 
Work clot heR 

~e"enth Army, Atlanta . ... Recrnlth11l 
Six O'Clock Co .. :'IIorrlstown, Pn. .. . Pie-crust and muffin mixes. 
Spertl. Inc. (drull and cosmetic dlv.), Cincinnati Drnlls and cosmetics 
E. R. !'qulbb & Sons, :"'ew York. . . . . . . . Dental Crt'am 
Stylepark Ilats. Philadelphia !\fen'/I ha ts. 
Sylmar Packlnll Corp .• Los .\nlleles . . . Chopped ripe olh'e!'! 
l1nltl'd In,'enlors und Sch 111"'''S of America, Los .. \nlldes "'orld In"entors' F.xpo"itlon, July 19·17 
Van Cll'ef & Arp"'s. Inc .. New York 
\'Idl'o ""'e"lslon, l'ew .... ork . .. 
The \\'alkH Co .. Mlddll'horo, :\fnss . 
War Assets Admlnl~tratlon (Rellion 2). Alh;my . l' . Y •. 
Arthur Wlnarlck. ='ew .... ork. 
.... ucca Vllla~e, Pulm SprlnllR . Calif . . 

J('well'rs .. 
Senlct' and Installation 
\I("lIlnll p:lll", Ice hailS 
Surplus property . .. 
"air tonics 
neSl'rt deve!opn1ent. H'~tl estate 

Stuart Potter. Chicallo 
Rohert Isaacson, l'ew York 
Thompson, S;l\'ll & ValentI. ;'I;ew York 
Rohert Is.:.tacsnn. l'l'W York 
Easthurn & Sil'Ill'I, Athtnta 
Duane Jones, :-;e,., York 
R1lthrauff & Ryan, Clnclnn:ttl 
nnn&o. :-;ew York 
l\1('trton Freund, Phlladelphl:t 

. . I>avls & Heaven, Loll Anllele~ 
!\fakellm. "ollYwood 
~:dwln Bird \\'1I,;on. :"ew York 
!\Iakellm. :-;ew \'ork 
Llnd"ay .. \dHrtlslnll. ;'I;ew lI:nen 
Kudner Alll'ncy. :-;l'W York 
Blow. :-;.'w York 
Pl'ck .\d,·ertI1Inll. 1.01 Anllde~ 



·-ublie ity ill i \ c f ion 

\VOnC~ESTEII. ~l l\SSl\C ' •• US.~TTS 

usually used to otlset Ilegative pre!>s av 
ceptance by stations. This is not true to 

allY degree ill this area the advertising 
linage looks very much like the publicity 
tabulation. 

A ONE,NEWSPAPER,PUB , inch tabula t ion of actual space gathered 
LlSHER town, without an by the stat ions and networks. 
NBC local outlet, that 's Wor, 

cester, Mass. If a public relations expert 
happens to have a program on CBS, all's 
well in his heaven. I f on the other hand 
his client is an ABC or r.tBS time user, 
woe is the space grabber. If his retainer, 
payer is an NBC sponsor he has an 
alibi- that's all. 

Fifty per cent of the newspapers in the 
area served by Worcester stations, ex, 
cepting those in Worcester itself, ignore 
broadcasting in a big way. Twenty,five 
per cent run logs only, 12 per cent run 
only network logs (sans station identifica, 
tion), and another 13 per cent run logs 
with an occasional INS (International 
News Service) or other syndicated radio 
column. In some logs Boston stations 
get an important play; in others, with the 
exception of WBZ, they are forgotten . 
Boston stations most frequently men, 
tioned are WBZ, WEEI, WNAC. WHDH 
and WCOP. 

Not every weekly and daily in the 
Worcester environs was checked in this 
survey so that the report is a "rank 
order" study rather than a fractional, 

MIDDLE MASSES 
(Cordilllledjrom page 1!1) 

.. . And in order to make certain that the 
retailer would be conscious of the program 
the continuity was planned in such a way 
that one retailer's store was and is mentioned 
in each commercial section of the show. 

All this brought an early commercial 
acceptance fo the show and it helped to sell 
Deerwood coffee from the very start. That 
was the major job given the program ... to 
sell Deerwood coffee and through the Deer
wood name the other products that carry 
this Bluffton brand name. It's done that-

I Deerwood Coffee is sold out almost as fast 
as stocked in the Fort Wayne trading area. 

V. S. Bauman. the man behind the show. 
has his own ideas about broadcasting. Un
like many other local or regional advertisers, 
he is basically program-minded. His slant 
is, "Too many radio advertisers make the 

i mistake of buying the time instead of the 
I program." 

He also points out that the talent cost for 
the Sari 'n Elmer show exceeds the time cost. 

Deerwood Coffee still is the single con
tinuous commercial on the program, for the 
Bluffton executives go hunting every so 
often and they realize that buckshot seldom 
brings down the doe . .. although they spell 
it dough in the "middle masses." 
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P\ ' BLI CIT'\' I,"CIIES Slallon- :-.: .. 1 

Slalloll-
Local "l'l \Iont' TOI"I 

,"el 
," .. I 

WTA(;-CBS 211 116 % () 114 % 
1.oca l \lo,1t' Tolal 

WTA< ; -CBS ·UO 
WORe-ABC l() 2% l'J% 

44JV, H 1.\7% 
WBZ-:-;8C .\ 111 5 18 
WORC -ARC /I II 10 

WAAB-!\lHS (, I .. 0 12 
WlIZ-:-'8C II () 0 II 

W:-'Ell 9' 'I 
WAAR -MBS 5 7 () 12 

*/f)I/Z inchrs of this i s Oil CHS C I r TI . 
*.t\ nPlolltlritlR Ih, perld; 11K upollng ", Ihl.\ """ 

slotioll. 

It has been indicated in previous re, Publicity and advertising,wise, it's 
ports tha t paid~space (advertising) is good to be on WTAC in Worcester. 

Shirtsleeve Scientist 

This farmer is a good example. He's 

IJlann ing a long-range crop rotation, 

contour and strip planting that will 

increase soil fertility, control erosion 

and conserve moisture. It is the use 

of sound, scientific methods that has 
increased his yields and made him 

wealthier than C\'er before. 

. \ 5 a farm station, WIBW kecps 

-

The modern, scienti~c farmer 

who makes up the bulk of WIBW's 

~ve-state audience is • f.r cry from 

the "by heck" characters of the 

comic strips. 

al'rea~t oi \ h(' n('\\ ('~t agricultural 

methoJs: and findings. We take tht> 
lead in telling our farm audience thC'ir 

llses , limitation" and local value. 
Because we do this so thoroughly, we 

enjoy the farmer's respect and confi
dence ... which is so quickly trans

lated into SALES - FOR ~ WIB\\' 

.-\D,'ERTISERS . 

;~ 
WIIW, Top.... G ...... I ... _.... KCKN, K."I., Cit" 

REPRESENTED BY CAPPER PUIILlCATIONS, INC. NEW YORK. CHICAGO. KANSAS CITY. SAN FR&N:ISC O 
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THEY'RE PUBLISHERS TOO 
(f 'ollti 11111'1// rO/ll P"Y' ./,j) 

sand would be n~arer the number it 
actually affects. Listell alld Leam com
hines the regular monthly station schedule 
with notes on educational features and a 
special educational log. Pictures of CBS 
stars are also used in the four-pager. 

Another type of special log is the 
weekly schedule of news, sports, and 
weather reports sent weekly to farmers 
and ranchers. KGHL, Billings, Montana, 
calls its mailing News and Weather. 

Program schedules otTer numerous 
possibilities for sponsor as well as station 
tie-ins. An example of these is the com
bination used by WHO, Des j\loines, 
which prints its weekly schedule on the 
back of a throwaway listing specially
priced articles available at the Jack Sprat 
Food Stores. It goes into 275,000 homes 
every week. WCCO, J\tlinneapolis .and 
St. Paul, was one of the first to use this 
idea while Sam Kaufman was sales pro
motion manager. KSTP in the Twin 
Cities has taken over the WCCO deal 
now. 

In many areas the sponsor's only 
medium for giving listeners detailed in
formation about his show is the station 
fan magazine or newspaper. 

The KMA Gllide: of Shenandoah. Iowa, 
which goes to 20,000 hmilies at $1 a year, 
is an example of a monthly fan m1gazine 
which is sold. I t takes advertising. 
Typical of the tabloid-newspaper type of 
fan paper is Mike Notes, an eight-page 
monthly publication of WDA Y, Fargo, 
N . D., which also is $1 a year. Started 
this past October, its circulation is 
already 5,600. 

Some .stations go in for package publi
cations such as the deal which Harry S. 
Goodman, New York transcription finn, 
has worked out with the American 
Broadcasting Company and 14 affiliates. 
It enables the stations to reach listeners 
with program information in a slick, pro
fessionally-produced eight-page magazine, 
The W AAA * Listeller, every month at co
operative prices. Local copy is sent by 
each station to Coodman in New York, 
and he uses it for half of the station's 
edition of the magazine. The WTHT 
Listener (Hartford, Conn.) sells for SOc 
a year, but the majority are given away. 

Listell (no connection with Goodman's 
Listeller) is an example of a tabloid fan 
paper published by a station in coopera·· 
tion with a sponsor. WSAZ, Huntington. 
and the three stations of Evansville on 
the air, Evansvi lle, Ind. , WGBF (NBC), 

"Each ('(Ii lion "f ntf I.i<'",,,, i .. known hy it~ sla
t ion'~ (all Irlt('r ... 
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\vEOA (CBS), and Wi\1LL (FM ), use the Food Fair products and with the Food 
same general formula for their two publi- Fair demonstration booth in Faneuil 
cations. This is because name and format Hall. A Boston firm has just published 
are the property of The Creasy Co., the magazine's Grandma Sex articles in 
Louisville, Ky., which owns the two local book form at $2. 
food chains concerned in the deals, Occasional publications based on per
Triangle Food Stores pays for publication sonalities or feature material on a pro
of the \VSAZ four-page Listen except for gram are issued by stations, In some 
the schedule page, and, similarly, United cases, as that of the WLS, Chicago, 
Retail i\ 1erchants of America for eight- Family Album, the publication becomes a 
page Evansville Listen except for schedule grand annual ~eminder of favorite pro· 
pages. The back page of each paper is an grams. The AlbulII, with its pictures of 
ad for the food chain or a member store. stars, station personnel, and stories about 
(This is an expansion of the single-page- their activities, was first published in 
log throwaway, which gives readers addi- 1929 and has sold 40- 60,000 copies every 
tional information about programs and year for 50c each. 
their sponsors on the back of a price list.) Station publications are good station 

In a promotion tie-up with local the- business and when their millions of lines 
aters in the area, free tickets are given to about radio and its programs are really 
persons whose names appear scattered in tapped by sponsors, agencies, and the 
the editorial copy of the \\,SAZ Listen. networks, anything is liable to happen
This is featured on Triangle's daily and probably will. 
broadcast. Participating theaters have 

exclusive right to advertise in Listell and TIME IS FLEXIBLE 
do. The other paper has a similar theater 

(roll/inuedfrom page JR) 
tie-in but in its case the names appear in 
the advertisement on the back page. 
Listen is distributed free to 25,000 homes 
through 110 Triangle stores in Hunting
ton's area. while in the E~ansville area 
it goes to 20,000 hoines through 135 
URMA stores. 

Mrs. America doesn't live for daytime 
serials alone, as the women's directo! of 
any station can and does testify. She 
not only listens loyally to her favori'te 
heroine in search of happiness but also to 
her home service broadcasts, and she 
reads the latters' printed magazines and 
bulletins. Simpler types are usually sent 
free on request; others cost something, $1 
being the usual top for a year's subscrip
tion. There's a tremendous \'ariety in 
presentation, etc., but most home service 
magazines include articles and notes on 
homemaking problems other than cook
ing. plus fan articles. 

An example of the personalized, homey 
slant is KItchell Klatter , another KMA 
organ. It's as intimate and old-fashioned 
as its title implies. Forty thousand 
readers not only pay $1 for the 12 issues, 
but write for it. There's a preponderance 
of pictures, news, letters, and stories by 
and about listeners. Kitchell Klatter sells 
advertising. 

In contrast to Klatter's homely slant is 
the sophisticated treatment and modern 
layollt of WEErs Food Fair (Boston), 
which goes monthly to 5,000 for $1 a 
year, with a thousand more mailed free 
to agencies. advertisers, etc. I t accepts 
advertising (which is free) only from 
sponsors of the Food Fair program. The 
magazine ties in with retailer displays of 

gives the sponsor many more times the 
sponsor identification than he'd receive 
if he tied the station down contractually 
to a tight commercial time schedule. It 
does make checking very difficult but 
sports spomors want their checking at 
the point-of-sale. If the broadcast sells 
products, it's good. If it doesn't, the 
number of commercials broadcast have 
nothing to do with the case. Some adver
tisers, like Atlantic Refining, which 
sponsors the leading football games in the 
East, key their broadcasts to point-of. 
sale by having the listeners pick up sports 
schedules or forecasts at dealers. 

One thing that sports sponsors ha\'e 
learned is that with \'ery few exceptiom 
listening indices of stations have \'ery 
little bearing on who listens to sports 
programs. If the event's a big one, fans 
will listen to any station that can be 
tuned in in their area, and have been 
known to listen through static that would 
make any other kind of listener tune 
another station quickly. There are ex· 
ceptions where stations have developed 
sports identities for example, WHN, 
New York. As long as the station has 
power to reach the territory which the 
sponsor is out to reach, it is the average 
agency's feeling that the program will do 
the rest- if the events are top-drawer 
sports. However, when day-by-day, 
week-by-week sports programing is sched
uled, the station and the station's audi
ence do mean something. That's where 
the contract haggling begins ... and the 
riders come out of the salesmanager's 
drawer. 

SPONSOR ' 



a SPONSOR monthly tabulation 

I Contests and Offers 

• )ponsor Product PrograIll 
Day & 
Time 

Offer 
Closing 

Terms Net Date 
(If Set) 

---------~------I--------I-------I------------------ I---------------------------- --------- -
" RICAN MEAT INSTITUTE I nstitutional Fred Waring TTh Recipe for Fred Waring Stew 

Show 11-11 :30 am 
Write sponsor NBC 

CARNATION CO. 

CAREY SALT 

Carnation 
Milk 

Carey Salt 

Carnation 
Contented 

Hour 

The Shadow 

Monday 
10-10:30 pm 

Sunday 
5-5:30 pm 

Baby book Write sponsor or station NBC 

$100 g ol d wrist watch each for man &. Write letter -entry of 100 words or Ie,s o n new MB S 
woman uses of Carey Salt to sponsor at stations 

--

-- -------1 
L"TE-PAlMOLIVE-PEET Palmolive Can You Saturday $11 cash Jokes sent to program and used win $11. Sender 

Shave Cream Top This? 9:30-10 pm loses $2 (up to $8) each time joke is t opped 
NBC 

--_.-----
CONTI PRODUCTS Castile Treasure Thu rsday 3 days in New York for two as sponsor's Name titles of the 2 selections played . popula r 

Shampoo &. Hour of Song 9:30-10 pm g uests and classical; tell in 50 words or less wh ich 
MBS 

_ _ _ ___ ______ S_o':P ________ __ :I----- --I---------------- -I- --- --...:..preferred &. why --------
'ONTIHENTAL BAkiNG Wonder Bread; Grand Slam MTWTF Misce llaneous p rizes. Chance at $100 Send 5 questions abou t music to program. New CBS --

Hostess Ca ke 11 :30-11 :45 am s a vi ngs bond bon us York -------- ------- -------11------1------------------1-----------_·_----
G. N. COUGHLIN Chimney Your S~orts Sunday $5 or $50 Send to Leo Durocher, ABC. New York . a ques · ABC 

Sweep Question Box 1 :15-1 :30 pm tion on any sport or game. Each question u sed 
wins $5; sender of best question of week wins $50 

- ------ - - ---- ---- --------I--------~-------I-----------------I--- ----
CUDAHY PACKINS: Old Dutch Nick Carter Sunday Q ui c k u t stainless slicing knife Send 35c &. pictures from 2 cans of product to 

Cleanser 6:30-7 pm Old Dutch Cleanser 
MBS 

- ------ ------ ------- - - ------ -----------------1-----------------1--
EQUITABLE LIFE Insurance Th is Is Your Friday Chart to help estimate needed family Send postcard to sponsor c l o local station. or ABC 

ASSURANCE SOCIETY FBI 8:30-9 pm income for yea rs before youngest child phone local representative 
finishe s high school 

- ------- --------1----- --------1------·-----·-- ------------------1--1- -----1 
.. ENERAl · ElECTRIC Household GE House MWF 4-4:25 pm Booklet, " Pl anning Your Home for Send 25c to dealer. or to Art Linkletter. Box 4. CBS 

.. ENERAl FOODS 

appliances Party Bette r Li ving Electrically" Hollywood 

Baker's Choco- When a Girl 
late; Calumet; Marries 

others 

MTWTF 
5-5:15 pm 

Booklet. " Wa lte r Baker's Chocolate Send coupon from Baker's Chocolate package &. NBC 
Recipes" 15c to address on coupon 

----------------·------1--------1--------1--------------1-----------------~---I------.. ENERAl MILLS Softasilk Betty MTWTF Booklet, " Bett e r Meal Planning for Send 10c to Betty Crocker at sponsor NBC 

ORWITZ 8. OUBERMAN 

Cake Flour Crocker 2:40-2:45 pm Happin ess" 

Junior Miss 
Fashions 

Judy 'n Jill 
'n Johnny 

Saturday 
12-12:30 pm 

Successful appl ica nt s play Judy &. Jill 
one bloadcast each. receive regular fee; 
permanent selections m a de f rom group 

at end of con test 

Write program, New York, for application blanks MBS 
&. full information: judges audition successful 

applicants 

-----------1------1-------1------1-----------------1----------.----------------
Jean Sablon Saturday Booklet, "DuBarry Home Course" Write sponsor c/ o local station CBS RICHARD HUONUT Cosmetics 

7:15-7:30 pm 
-------~------·;------I--------I------------------------I----------------------------1---- ------What's Doin', MTWTF Gas range to "outsta nding mother of Write letter-entry about outstanding mother ABC HUNT FOODS Tomato 

sauce Ladles? 2-2:25 pm week. " Gift to w inn ing let t er writer to mc ----------- ------- ---·---·1--------------11---------------:--11------
LEWIS-HOWE CO. 

"'ARS, INC. 

MILES LABORATORIES 

Tums 

Candy 

Alka-Seltzer; 
One-A-Day 
Vitamins 

A Date With Tues 8:30-9 pm 
Judy 

Dr. I. Q. 

Quiz Kids 

Monday 
10:3C-l1 pm 

Sun 4-4:30 pm 

Date book Write sponsor NBC 

Up to $250 cas h pi us bonuses 
---- --------------------1-----------------------·1---- ---------

Send program Ii statements to be answered yes NBC --
or no: send 9 biographical identIty clues to 

famous personality. Judge selects winners 

Zenith portable ra dio; Zenith console Send questions to program. If used. '''tener NBC 
radio-phonograph gets portable: if Quiz Kids are stumped, listener 

gets radio-phonograph ----------1------1------1------- -------.-------- -------------------- ---------
PET ""Lk SALES Pet Milk Mary Lee Sat. 10:30-11 am Booklets, " Meals Me n Like;" "Your Write sponsor or program, local station CBS 

PROCTER l GAIlBLE Crisco 
Taylor Baby" ________ 1----------------------1--- _________ _ 
Young M1WTF Crisco cook book Send 10c to sponsor CBS 

Dr. Malone 1 :30-1 :45 pm ---------1--------- ------- ------- ------------------1------------------·1---1-------1 Send question to program_ Judge selects winner ABC 
daily 

QUAKER OATS Aunt Jemima 
Pancakes: 

t.'. uffets: etc. 

Ladies Be 
Seated 

Electrical househ Old a ppliances M1WTF 
3-3:15 pm 

(rebroadcast 
6:30-6:45 pm) 

--------~-------- -·-----I------------------------I--------------·-----I--~----- -Sat 1-2 pm 4 teaspoons by International Send 1 Instant or Regular Ralston box top &. MBS RALSTON PURINA Farm feed &. 
cereal product~ 

Tom Mix 
50c to sponsor 

---------- --------1------- ------------------I----------------i--i--- ---
Exploring the Sunday Booklet on sub ject of each broadcast 10c each, 13 for $1. Address sponsor. New York MBS £VUE COPPER l BRASS 

lSON ART METAl WORkS 

Institutional 
Unknown 9-9:30 pm 

------1--
Ronson 
Lighters 

Twerty Saturday 
Questions B-8:30 pm 

Lighter to sender of subject used. Two 
table lighters if st udio contestants are 
stumped. Grand prize table lighter 
with matching silver plated cigarette 

Send to program subject about which 20 ques 
tions may be asked. Wins premium if used 

MBS 

-----------1------_·1-------1------1---------------_·_-1------------·--------1---------
TEEN-TIMERS, INC. Dresses &. Teentimers Saturday First pri ze t welve Teentimer dresses Look at week's Teentimer styles in local shop . NBC 

c hest 

cosmetics Show 11-11 :30 am (one for eac h month of year): nine Send entry-letter up to 75 words on .tyle favored 
pr izes. o ne dress each and why to sponsor 

Mar 15 -- -P';';'-eu-m-- -M-,-e-tr-o-p-o-'it-;;;- ---s-a-t-u-r-d-a-y-+A-'b-u-m--o-f- V-ic-t-o-r--R-e-d-S-e-a-' -o-p-e-r-a-ti'-c Send questions to Opera Forum Qu iz, C I O ABC 
products Opera 2-5 pm records to listen e rs whose questions are sponsor, New York 

TEXAS CO. 

used on program _________________________________________ · __ · ___ !--__________________ i __ l __ ___ -I 

U. S. CHAMBER OF I nstitutional Voice of Saturday Booklet , " Co mmunist I nfiltration in Send 10c to sponsor's Economic Research Dept. . ABC 
COMMERCE _____________ B_u_si_n~~ ___ 7,_-_7_:1.5 __ p_m __ I!-------th-e-U-.-s-.'-'--------I----____ W_a_sh ington . D. C. 

U. S. RUBBER Institutional New YOI k Sun 3-4:30 pm Copy of in te rmission talk on science Write sponsor's radio depa r tment. New York 
Philharmonic 

CBS 

ESTINGHOUSE ELECTFlC- -Household - -TedMalo;;-;---~ $5 to $50 ca$ h ABC 
I appliances 11 :45-12 am 

I J. B. WILLIAMS Shaving 
crean"; 

Lectric Shave 

Prizes for original poems sent to program 
selected for Malone's Betwee'l the Bookerds 

page in RadiO, Mirror 

-W-ill-ia-m-L-. - -S-u-n-5-:4-5---6-p-m- - -M- o- n-'t-h-'-s-f-re-e-su-p-P-I-y-O-f-L--e-ct-r-ic-S-h-a-v'-e I----W- r-j t-e-s-p-o-n-s-or-.- ,-o.."ca'-,-s-t-a-ti-o-n----- I -C-B-·S- - - ----- --I 
Shirer 

WILLIAMSON CANOY Oh Henry True 
Detective 
Mysteries 

Sunday 
4:30-5 pm 

$100 reward from "True Detective 
Mysteries" 

Notify FBI and True Detective Magazine of in
formation leading to arrest of criminal named 

on bro.o;Ic.ast 

MBS 
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This is the poll seaso" . 1\lotio" Picture Daily's 
program tahbing (first of the radio trade 
paper surveys each year) gave NBC 12 
firsts, CBS 9, ABC 3 (two won by Bing 
Crosby), and r-.ms 1. The Cle/'elat/d Plai" 
Dealer check (November SI"ONSOR) gave 
NBC 8 firsts. ABC 4. CBS 3, and MBS O. 

Westinghouse's Christmas Safety Campaign 
was a variation of the usual yuletide razzle
dazzle. Instead of White Christmas all the 
stations owned by Westinghouse- KDKA, 
KEX, KYW, WBZ-WBZA, WOWO-ran 
jingles which stressed the fact that "Santa 
lo\'es safety." Bill Galleher (KYW) and 
Gordon Hawkins, education director of 
Westinghouse Radio Stations, disked the 
appeal. 

WL W latest addition to its " FIX File" is a re
port of 156.246 "merchandising contacts" 
during the first six months of 1946. This 
includes 15,340 actual dealer and district 
representative calls made by WLW mer
chandising men. 

BMB issued new m.ps which will avoid mis
use of BMB data and announced that it's 
going to control rules and regulations for 
the use of 13MB fiRUres. 

Fuhion news for gr.ndmothers may be the 
basis of a new column by Tom (Breakf ast i" 
Hollywood) Breneman. A recent survey 
indicated that he has the grey-haired follow
ing of the nation. All that Breneman 
needs is a good ghost writer who knows the 
50-70 styles. Dialers really feel he knows 
fashion ever since that screwy-hat cam
paign. 

KMBC is fighting tr.ffic de.ths as Kansas 
City's death toll rises. All the station's 
stand-by breaks and SI.OOO in prizes (raised 
by the Women's Chamber of Commerce) 
have been thrown in to combat the street
crossing grim reaper. Kansas City used to 
have a top record for traffic safety but 
that's been lost somewhere. K~mc is out 
to bring it back. 

Parmelu Cusack has opened an office where 
he'll double as art director-designer. Cusack 
until recently was art director for NBC. 

WTlC's fire prevention promotion drew entries 
from 85 schools in 43 Connecticut cities, a 
total of 550 posters designed by students to 
sell fire prevention. The best sixty were 
shown in Hartford's leading art gallery 
(Avery ~ lemorial ) and the winning poster 
is being reproduced for state-wide showing. 
Four hundred dollars in U. S. Savings 
Bonds were the prizes. 

Lipsticks for editors or their wives, went forth 
from jean Sablon in December. Sablon 
asked that the editor's favorite color (or his 
wife's) be sent him on cleansing tissue. 
Two hundred pieces of tissue came in and 
were handled by the Hudnut (sponsor ) 
agency, Kenyon and Eckhardt. 

" Colorado Speaks" has won another aw.rd for 
KLZ. For the third consecutive year KLZ 
won the Denver Ad Club award for the best 
local program of the year. Colorado Speaks 
is the station's bid for better newspaper
radio relations. 

Agencies and clients meet Carolina Jlayridr 
in a two-disk album which has gone to 1.000 
of them from WBT, Charlotte, N. C. The 
station recently opened its folk-music shin
dig for sponsorship, in IS-minute or larger 
segments, from 9:45 -11:30 p.m. Saturdays. 
and took this manner of introducing thl' 
cast to prospective bill-payers. Each 
Carolina Jlayride star doc" a number for 
the album. 

Words built from letters in the sponsor's name 
produc(.--d over 500 entries in a contest 
sponsored by Filene's Department Store 
over WTAG. Worcester. ~lass. The idea 
was to see how many words could be pro
duced, sans proper names. abbreviations. 
prefixes, suffixes. or foreign words. The 
winner, a woman, received a suit from 
Filene's at a recent broadcast. The idea IS 

an ideal way of dri\ring home a sponc;or'" 
name without shouting. 

It wasn't a form of criticism but Ted Husing 
(WHN ), now a disk jockey, received an 
ancient Columbia Graphophone from Benny 
Goodman as a reminder of what happens to 
spinners of cylindrical disks (they're mostly 
dead said B. G.). It all happened at a 
typical musical party at New York'" 4(XJ 

Club. 

WSJS built a Children 's Chorus and found all 
the 13 elementary schools of Winston
Salem, S. C .. WSjS's home to\\TI, thrilled to 
cooperate. In one program the station 
reaches into the home of every child in its 
primary area. 

WSAl's style expert visits the fuhion centers 
just as the key fashion experts of the news 
services and newspapers do. Kay Hamilton, 
whose Time for Calling is sponsored by 
Alms & Doepke, Cincinnati department 
store, will spend a january week in New 
York. disk her report while seeing what's I 

new in fashions." and ship it home for airing 
on her show. This adds materially to her 
air acceptance as a style authority ... and 

"C. C. D. A.!-C. C. D. A.!-C. C. D. A.!-and rememher, children. 

to her audience. 
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C. C. D . A. means Christopher Columbus Discovered America! 
Yes , C . C. D. A. means Christopher Columbus Discovered America!" 
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SPONSOR FAN MAIL 
(Coldinlledfm'lI I (lye 2:1) 

making a mail pull through the medium 
of paid space advertising, set up special
ized mail departments, or turn the job 
over to a competent direct-mail firm . 
When it comes to radio, the operation for 
the most part is handled sloppily, or is 
delayed so long that the letter no longer 
has current interest. 

That is not true of mail handling at 
networks or big independent stations. 
T here, audience mail, with the exception 
of unanswerable crank letters, gets 
prompt attention. Replies are made 
within a week in most cases, although 
each of the networks receives from two 
to three million letters a year. 

This has been the case almost since 
radio first became a big national adver, 
t ising medium. Networks continue to 
bend over backwards to do the job, but 
radio advertisers, acutely conscious of 
their mail in radio's early days, have not 
kept pace. 

Network handling of mail indicates 
that the usual agency alibi that thor
oughness cannot be maintained with 
speed is another classic bromide. Slow
downs in mail-answering are caused 
by complicated and ofttimes unnecessary 
routing of the mail between the net
works, agencies, and clients. 

The other "out" most frequently 
heard is that the mail handling does not 
pay its way. It can. One enterprising 
drug sponsor, rather than plug several 
products on the air and risk losing com, 
mercial impact, contents himself with 
heavy air selling on one product and 
inserts leaflets in program mail answers 
to advertise other products. 

Conti Products, shampoo and toilet
ries manufacturer, uses its mail pu1l of 
some 3,000 letters per week to build a 
mailing list of consumers already sym
pathetic to the product and program 
for sampling and consumer promotion . 
(Cost of compiling this list is $ 150 fo r 
10,000 names.) 

Listener letters also serve as sources of 
air commercial and testimonial material. 
One agency routes all letters that men
t ion product use or name through the 
copy department. Agency theory is that 
it enables them to keep copy in step with 
current listener reaction. 

The delay factor according to most 
mail handling authorities is the triple play 

I network to agency to sponwr. I t is in 
this movement that letters get side
t racked, delayed, and mishandled. 

In this respect , the P. & G. system, 
under which one-third of the mail gets a 
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written reply, is () model of confusion. 
Program mail for Procter and Gamble is 
bulked by the network, sent over to the 
agency for a mail count, thence to P. & 
G. for a brand, program, and content 
tabulation . It then goes back to the 
agency for further handling and routing, 
and fina lly returns to P. & G. and the 
warehouse. Handling of mail that should 
be answered in a matter of days some
times takes as much as two to four weeks. 

This may be con t rasted with the sys
tem worked out to handle the mail on 
Twellty Questions for Ronson Art Metal 
Works, Inc. Originally set up by 
Mutual and a New York di rect-mail firm 
n1.med Playette, mail on Twellty Qt~es

tions, which often tops 35,000 a week, is 
forwarded daily by Mutual to Playette, 
where a staff of 28 tra ined readers go 
through most of it the same day and 
answer it the next . Weekly sessions are 
held at the agency, Cecil & Presbrey, at 
which time network and agency pro
ducers and the program mc are given a 
detailed analysis of the mail by Playette. 
Letters outstanding in the way of pub
licity or copy ideas are brought prompt ly 
to the attention of sponsor, or agency 
personnel. 

Both Ronson an d Cecil and Presbrey 

Member of 

Mid ·States Group 

are confident that the job is being done, in 
taking the 35,OOO-letter burden off the 
agency's back and placing it with a sys
tematized organiza t ion awake to the 
problems of audience mail. All mail on 
Twell tyQttestions receivespersona I answers. 

Proper handling of fan mail, like in
telligent creation and spotting of com
mercials, takes time and energy. It's 
much more fun to write a "clever" play 
or continuity and have it played by 
name stars than it is to create a commer
cial that will sell the sponsor's product. 
It's easier to do either than it is to turn 
the fan mail that costs on an average of a 
dollar a letter to obtain into product fans. 
P & G, like so many other sponsors, can't 
see the stars because the sun in the 
sky, but it's the little stars in the form 
of mail that can and should make broad
casting payoff with bonus sales. 

With wartime excuses a thing of the 
past , and competition the next major 
factor in national economy, improve
ments in hand ling, faster routing, and 
more tho rougher reading, will have to be 
established. Otherwise, advertisers and 
agencies alike will feel the pinch of 
annoyed-listener frust ration in radio 
seIling. Listeners will be turning their 
dia ls . . and their dollars . . elsewhere. 

••• the station that reaches 

the BUYERS· in the rich 

Eastern Iowa Agricultural-

Industrial Market. At 600 Kc's 

- Iowa's Best Frequency. 

• 54,8].1 pu famil, ~Duli.,~ buying 
;"cf)m~-Salu ,"fanag~mml 1946 Indu 

Represented by 

KATZ Agency 



CRIME PAYS 
«('olll illu/,d ff '111 pag" .!s) 

listeners for bath the s1 1t and Blue Coa l 
businesses. It 's mother and sister, how, 
ever, who are the major interests of 
George Barr who sells Balm Barr Creme, 
Whipped Lotion and Creme Shampoo in 
the Sou th and through the Don Lee 
network on the Pacific Coast. Arthur 
l\ leyerhotr & Company, the ad,'ertising 
agency on the account , has also bought 
Tire S hadow on transcriptions for 10 
ind ividual sta t ions where Mutua l time 
or where The S lradow wasn't available 
on the network . These stations include 
\\'0\\'0, Fort Wayne, Ind iana; WSAM, 
Saginaw, l\lichigan ; KXEL, Waterloo, 
Iowa; and KCLO, l\1ason City, Iowa. 

Barr bought Th e Shadow because he 
d idn ' t want to wait for an audience ; 
a lso because the Iisteners-per-Iistening, 

t: :: . ", :'" . ..yt# -:;-.. .?--, 

1ft igh-Po,~er~dA 
Uoney 10 it! 

\ lU@ Quality 
~~~1JAt 

is th e ccmb ina ti o n tha t 
WRN L in Richmond offers. 

With a high-average 
per capita income-

RIchmond $1 ,445 
U. S. • $1 , 117 

Plus a high-average pe r 
cap ita re t a il sales-

RIchmond • $ 563 
U.S.. $321 

Your WRN L advertising 
m eans greater sales r eturn 
for each advertising dollar. 

St't for Th e S hadou' have frequently 
topped any other program on the air. 
A t times, it has risen to a 3.3 when the 
average program has 2.5 listeners per set. 
Barr, like Carey and Blue Coal, at the 
moment is spending practically all his 
advertising cash on the air. What the 
three major sponsors of The Shadow 
spend to bring the show to their custom
ers is an indication of what the program 
is doing for a beauty preparation, a fuel, 
and a home-and-farm product , since 
only the first, Barr, isn't number one in 
the territory he serves. 

Spunsor 

Barr 
IUuc Coal 
Can'Y 

RadIo 

$135,000 
$26.l.000* 
$175.000 

OtherAd 

$20.000 
M5,OOO 
$35.000 

*Includes S20,()OO for radio program advertising 
in newspape rs a nd S I ~.()O() for radio in Canada. 

There are other mystery programs on 
the air that are good but none of the 
day timers touch The Shadow-in fact 
no program tops the daytime ratings 
so often as this inexpensive package. 

There's a Shadow Comics as well as a 
The Shadow magazine now. Each of the 
magazines carries double-page spreads 
listing the stations which carry the pro
gram for each of the network sponsors 

Balm Barr uses 90, Blue Coal 35, 
and Carey 84 stations. 

The Shadow is a big business within 
itself. I t has a family of free lance pro
gram writers who do t he air show. It has 
Charles Michelson who devotes most of 
his working day to handling the show for 
Street and Smith. The parade of Shad
ows includes not only Readick, Welles, La 
Curto, but also Bill Johnstone, John 
Archer, Steven Courtleigh, and Bret 
Morrison. When the show hits the air 
from Mutual Broadcasting System's 
New York studios, the set-up is slightly 
on the fantastic side. The Shadow cast 
is in one studio. In another studio Don 
Hancock and the actor who plays John 
Barclay stand ready to do the Blue Coal 
commercial. In a third studio is Ford 
Bond and two actors who do the dra
matized commercials for Balm Barr. 
And in a fourth studio there's Dick 
Willard ready and able to give with the 
Carey Salt farm and home selling. The 
master control at l\ lBS during the 
Slradow airing always has a good case of 
the jitters. Blue Coal's commercials are 
routed to New England and the area it 
covers. Balm Barr and Carey Salt 
selling is routed to Washington, D. C, 
where ' it's rerouted so that Carey 
Salt commercials go to the l\ liddle 
Northwest and Balm Barr to the South. 

piped to Hollywood where Pierre Andre 
stands ready with special commercial 
announcements for the Don Lee chain 
section of Mutual. Everything actually 
runs as smoothly as a well-oiled clock 
but that 's only because MBS engineers 
are ambidextrous and are becoming 
accustomed to monitoring one switch
board per eye. 

There are still a number of legal ques
tions on The Shadow air show. Ruthrautf 
and Ryan feel that the program belongs 
to Blue Coal. Street and Smith are 
certain that the program as well as the 
magazine belong to them. R. & R., who 
produce the show, are paid $250 a week by 
Street and Smith to make certain that 
there's nothing in t!1e Shadow script that 
would otTend the other sponsors. That 
fee helps to pay for the split-second 
timing that permits the four announcers 
to come out on the nose. In the last 
exchange of letters between agency and 
the publishers, H. W. Ralston, vp of 
Street and Smith, underlined the S. & S. 
claim that The Sitadow is Street and Smith 
property. Every show that is aired 
stresses this. 

I dea on how some listeners react 
to even the e. t. versions of the program 
can best be understood through the fact 
that when Lustig's Shoe Store sponsored 
The Shadow on WFMJ in Youngsto~n, 
Ohio, the advertising manager, Sid 
Kline, was credited by Youngsto~n's 

younger generat ion with being the black
cloaked gent himself. The result was 
that while the program was on the air 
Kline had to disappear for a half hour, 
so as not to disillusion the moppets. 
Lustig's program is off the air now be
cause no Shadow transcriptions have 
been recorded for two years-the net
work show covers so much of the nation 
that it hasn't been economiCal to con
tinue disking the show for the few open 
territories. But they're repeating avail
able Shadow e.t.'s in many territories 
that haven't heard the early episodes ; 
116 weeks of transcriptions are avail
able and since in a town like Youngs
town these e.t.'s brought the sponsor an 
audience rating of 16, which is better 
than 94 per cent of all network shows, 
local advertisers buy it-even if it isn't 
The Shadol(l of today. 

The Shadow also answers a question in 
the minds of hundreds of timebuyers
Mutual Broadcasting System can deliver 
a top audience at a low cost per thousand. 
if the program, time, and competition are 
right. There's the first coal company in 
the East, the first salt company in the 
Middle West, and Balm Barr in the South 

The program itself Sc.1ns commercials is and Pacific Coast, to prove it. 
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W HILE the Federal Communi
cations Commission was 
weighing the relative merits 

of CBS color and Columbia's plea that 
standards be set for the airing of multi
chrome pictures, the program end of TV 
took further bows during December. 
John Wildberg, lawyer and theatrical 
producer, founded a televisional produc
ing organization and joined DuMont in 
an advisory capacity. 

The Caples Company, advertising 
agency, which has been producing a 
"soap opera" at night on W ABO (Du
Mont), checked its audience and dis
covered that a considerable number of 
viewers had looked in on all the episodes 
it had telecast (eight at time of check
ing). Not only had a sizable number of 
receivers been tuned-to W ABO for the 
drama but there were more men in the 

tions as part of the service which will be 
made available (at a fee) to users of 
Hogan (Radio Inventions, Inc.) or Finch 
(Finch Telecommunications, Inc.)"equip
ment. 

The problem Of programing ·has raised 
so many difficulties from a serviCe point 
of view that managers of stationS-owned 
by the same interests have frequently 
been on opposite sides of the FAX pic
ture. WKY's P. A. Sugg, for instance, 
being in the home town of a Gaylord 
newspaper, The Daily Oklahoman (which 
owns WKY), has access ' to ' all the ma
terial of the publicatio~ ' and has been 
very pro-FAX. On the other hand, Hugh 
Terry of the Gaylord station KLZ, being 
in a town (Denver) which is anti-radio as 
far as the press is concerned, hasn't been 
even casually interested in the medium. 
With the parent FAX organization, how-

audience than there were women, which ever, setting up a program service (even 
may indicate that if men could hear day- if it is only a feature, not a news, service 
time serials, they'd join the soap opera to start) all advertisers and stations will 
audience too. Only a small percentage of have enough material to do experimental 
the viewers thought that the serial was transmitting. 
poor-even the barrooms liked the con- Features that are being planned for 
tinued-at-this~time-next-week play. Finch FAX include illustrated fairy tales, 

Indicating just how effective TV can How to be a Cartoonist, and a number of 
be in spot news coverage, both NBC and humor and adventure strips. Art for 
DuMont covered a fire disaster in New these strips cannot, for maximum effec
York's Washington Heights and had the tiveness, be the same as that developed 
pictures on the air the same evening. for daily newspapers or the comic pulp 
Both brought the horror of the building magazines, especially since the latter 
collapse and subsequent fire vividly to almost all use color and FAX, for the 
every set owner in metropolitan New time being at least, will be a black-and
York. U. S. Rubber sponsored the white medium. Since the strips can be at 
DuMont telecast which was an American the most four panels wide, the story must 
Broadcasting Company film-news cover.. also be told more quickly, which means a 
age, and a check-up revealed that there change in writing technique. 
were very few sets that weren't tuned to Problem of what will be and what will 
either WNBT or W ABO. not be good advertising is also in the ex-

Year-end statements by radio receiver perimental realm. Some advertising 
manufacturers indicate that the bottle- agency men who are already preparing 
neck to rapid FM growth (December copy for the medium (for their own 
SPONSOR) may be broken far sooner than amazement) believe that full-page ads 
expected because of the fact that the (SY2 by II inches) will hold a maximum 
public in many areas just won't buy of attention in the medium, which of 
straight standard broadcast receivers. course transmits one page at a time. 

These year-end statements are acting Others feel that advertising placed on 
as springboards for the Frequency Modu, straight news or feature pages will com, 
lation Association meeting January 10 in mand 100 per cent attention. Still others 
Washington, when once again the FM feel that "sponsored features" or comic or 
station licensees will get together to sell " adventure strips will be the answer. 
the nation on frequency modulation. While still a final group feel that adver
There'll be more than 500 at the meeting, tising in FAX should be entertainment 
which has the blessing of the Federal with the commercial worked into the 
Communications Commission. For the "program." 
first time since Frequency Modulation Both the Finch and the Hogan or, 
Broadcasters, Inc. , became part of the ganizations are now in the field-testing 
National Association of Broadcasters, phase of FAX development and the pro
there'll be some action for the FMers. graming service which is being made 

Comic-strip advertising will come of age available, on an "exclusive in your city" 
in facsimile. Already comic strips are basis, will aid advertisers to get their feet 
being tested on FAX experimental sta- wet in the medium. 
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~~PEA.KS 
It's Time to Sweat 

T HE rising cost of talent is one of 
the major problems that faces 
broadcasting. One of the reasons 

for this rising cost is an unwillingness on 
the part of most agencies and advertisers 
to build programs to ride along with a 
program while it's building- to burn the 
same midnight oil in reaching radio ears 
that they burn seeking the ideal copy 
slant for black-and-white copy- to re
place dollars with creative brains. They'd 
rather buy a star or a program that means 
something to an audience from the first 
mike day. The "prestige" of a Crosby 

Anyone can get out a good first issue
the trick is to get out ewn a better second 
one and to keep up the improvement. I 
think you 'w done a swell job in this 
direction and have slanted it (second 
issue) more tu the sponsor than Volume 
I, Number I. 

PHILIP FRA1'-K 

Exec14til'e SecretLlTY 

or a Hope, a Shore or a Sinatrcl frequently 
outweigh ' all other considerations. 

It's not necessary to dip into the U. S. 
Tre;lsury to use broadcasting profitably. 
The story of Johnson Wax which built 
Fibber McGee and Molly (page \3) and 
Blue Coal which stuck by The Shadow 
(page 24 ) can be duplicated. It takes an 
organization that's willing to seek out an 
advertising man with radio know-how and 
that's willing to give him a free hand in 
developing a program property. Execu
tives who claim that they can't wait to 
build a program might be reminded that 
they usually seem able, after buying an 
expensive program that lays an egg for 
them for 39 weeks, to start with another 
top-budget show trying for that audience 
all over again. 

The executives who refuse to stand by 
a program that doesn't deliver in the first 
season are the same men who are willing 
to coax a product along for 5 to 10 years. 

Ford takes a year or so to tool up a 
new line of cars, but he's unhappy because 
Dinah Shore hasn't established a listening 
habit for him in six months. Old Gold is 
said to be worrying about Frank Sinatra, 
despite the fact that he now has his best 
show fomlUla since he first permitted a 
mike to hold him lip. P. Lorillard's 
memory must be short since it took 
several times five years to get Old Gold 
to first base with smokers. 1 f Lorillard 
threw cigarette brands overboard as 
readily as they've thrown out programs, 
they'd never have come through with a 
winner. 

True, Ford and Old Gold have bought 

Since SPONSOR is edited for sponsors, it's 
indicdt iv e of whdt the publ icdtion is do ing 
when d sponso r tells d stdtion mdndger whdt 's 
in dn issue before the stdtion mdn'!lger sees it 
himself. 

The editorial content of the first two 
issues indicates an approach to a continu
ing study of the things which have made 
broadcast advertising so eminently suc-
cessful. 

Broadcast AteaS14relllt.'lIt Bllretl 14 , Inc, . 
\\'ILLlA~1 S. HEDGES 

b uy Issue hds just go t to be better thdn its 
pred~cessor since Ind ustry co o perd ti on in
credses by led ps dnd bounds ... dnd w e 
hope SPONSOR reRec ts thdt coope rdt lo n. 

I heard about your Ff\l story from 
Ray Streeter (ad-manager) of the Carey 
Salt Company before I even saw it. 

Vp National Broadmsting 
Company, 11Ic' 

Thdt, dS Mr. Hedges w ent on to point o ut in 
his letter, is Pdrt 01 the bdsic c redo upon w hich 
SPONSOR WdS fo u nd~d . SPONSOR o ists 
so thdt brOddcd st ddvertis ing mdY b~ Incr~dS
ingly mor~ dfectiv ~. 

BEN LUDY I t occurs to me that inasmuch as this 
General Manager reporter (author of the Hi Brown Know 
\VI BW-KCKN Th( Prod14((T profile) indicates 1 didn't 
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top-budgctcd shows, programs they feel 
they can't alford to keep on the air unless 
they produce listeners at once. Maybe 
they should have followed the Fibber, 
Shadow, or even the Buffington (page 20) 
fOlmula, bought an idea they were sold 
on, and turned it over to a man who 
knew his radio business. 

There are hundreds of low-cost pro
grams on stations throughout the nation 
that with half the effort that went into 
Fibber or The Shadow would build into the 
"First Fifteen." Programs like Littlt 
Women (Commercial Reviews, November 
issue), have everything that's needed to 
make them great. These programs aren't 
polished products now, but the way to 
fight the high-cost program is to use 
brains and sweat to replace master-mind
ing. If programs cost too much (and any
thing that produces seldom costs too 
much) it usually can be traced to the men 
who pay the bills, not to the stations or 
the networks. The story of Lever 
Brothers, who were complaining about 
program costs one week and went out and 
bought Joan Davis for $18,000 the next, 
is a case in point. Joan is 18th on the 
last Hooperating. Inner Sanctum, the 
19th show, 0.3 of a point behind it, costs 
less than 20 per cent of what Joan does 
per broadcast. 

High-budgeted programs are that way 
because it's easier on the nerves to buy 
names than to build them. Red Skelton, 
Mr. D. A., Screen GIlIld, and Suspense all 
cost less than $10,000 and all are in the 
"First Fifteen." Do they deliver buying 
audiences? They do! 

have enough ~nse:to recogni:e a budding 
genius when I saw one, it may be that I 
can sue him for defamation of character, 
or something. 

ARTHVR PRYOR, JR. 

Vp in charge of radIO 
BBD&O 

The " reco rds" ind lcdte thdt Arthur Pryor, jr., 
WdS just one of d mult i tud~ of /ldvertls n9 
dg~ncy execu t lv ~s who couldn't "s~~ " HI 
Brown in broddcdst ing's edf ly ddYs . The 
pdfdde I nclud~d J ohn Reb~r, J. Wd tt' 
Thompso n vp ; C1df ence Mesne r, NBC vp 
H ubbe ll Robinson, Foote , Con~ dnd Beld in9, 
"Ti ny" Ru ffne ri dnd Dou gldS Co ul ttr . 

Congratulations on the terrific feature 
"Right with Eversharp," in your Decem
ber issue. I should like 60 copies of this 
issue at your earliest convenience. 

HARVEY S. aLSO!'.' 

.\1agazint Rt/>ttlting Rawr Company 

SPONSOR 
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Last month \VL W announced 
a United Nations Essay Con
test. Open to all members of 
our audience, we used this 
means to try to determine 
how \VL \V could best con
tribute to the interest in, and 
understanding of, the United 
Nations. 

To the three persons submit
ting the best answers (in the 
opinion of the presidents of 
the state universities of Ohio, 
Indiana, Kentucky, and West 
Virginia) \VL \X1 awarded a 
4-day, expense-paid trip to 
New York by air to witness 
important sessions of the UN 
Assembly. The party left Cin-

cinnati December 2, accom
panied by a \VL \V represen
tative. 

The results of the contest far 
exceeded our expectations. 
The subject, while extremely 
important to us, was not one 
of mass appeal. Thus, we 
were both surprised and 
pleased when nearly 500 es
says were submitted-not just 
from students and teachers, 
but from listeners of all ages 
and in many walks of life. 
NIost important, we received 
many practical, well-con
ceived ideas and suggestions. 

The three winners were... 

Miss Lucille Foreman, 
teacher 0/ Journalism and 
Americal1 Literature, 
Harding High S,hool, 
Marion, Ohio. 

Miss Heddka Lucas, 16-
year-old high school stu
dent of Cuyahoga Falls, 
Ohio. BoTtI in Czechoslo
f'akia, ,\I iss Lucas and ber 
parents fled across wester" 
Europe iust abead of the 
Nazis al1d arrit'ed ill 
America in 1942 after sur
f'i"ing two ship torpedo
ings. 

Edward R. Barttell, Dean 
of DePauu' Uni,'ersity, 
Green Castle, Indiana, and 
now in his 201tb year as a 
member 0/ that school's 
jawlty. 

The suggestions and ideas offered in the essays are being studied 
now and will serve as the basis for a series of broadcasts and 
activities which we sincerely hope will stimulate the interest of 
our listeners and contribute to their understanding of the con
cept of the United Nations. 

ILl 
THE NATION ' S STATION 

B R 0 A 0 CAS T N G COR P 0 RAT 
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Cleveland's Chief Station 

relieves many an advertiser's burden 

- gIves him the sales support that 

builds handsome profits. Better local 

programming and the drawing power 

of top-rated national shows have 

earned a ready, responsive audience 

for WJw. When planning your adver
tising budget, remember Cleveland's 

Chief Station can give you the aid that 

brings increased sales and makes 

lasting friendships. 




