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American Chic l e ' s ma r ket saturation with J~ngles pays off, according 
to November New York Pulse survey. Chicle's Dentyne was credited 
with being air-advertised gum best remembered. Chicl ets (also 
Chicle's ) came in second . More than 25 per cent of audience sur
veyed recalled Dentyne . Ame r ican Chicle spends more on spo t than 
any other gum advertiser , 

- SR-
How to get most out of a i r comme r c i a l s is pr oblem facing ne t work 
advertisers who in past used multiple pr ograms and now expect to 
sel l mUltiple products via s i ngl e big audience shows. Standard 
Brands. dropping Fred Allen a t end of mon t h, wil l se l l many items 
with Charlie McCarthy. 

-SR-

NAB study of non-network revenue for the 1 , 400 AM stations operating 
during 1947 indicates calendar year gross will appr oach $275,000,000 
as a2ainst $24!,000 , 000 reported by FCC for 1946's 953 stations . 

"\

lB analysis reveals drop in pe r-station revenue. However. 
Lge drop is lessened by f act t hat a number of the 1. 400 sta
Ire not on ai r- whole o f 1947. 

-SR-
Insors were signed for 13 weeks by Milwaukee ' s WTMJ- TV befo r e 
s first telecast . Bulova, Ge t telman Brewing, Socony-Vacuum, 

'rna-Stone , Gimbel Brothers, Boston Store, Ed Schuster. and 
lills sta rted , with the station, Decembe r 3. 

- SR-
Int stores in $5- 10, 000 ,000 and $2-5 ,000,000 sales classifi
increased thei r radio expenditures s l ightly in 1946 over 

>lO,OOO.OOO-and-over group kept b roadcasting budgets static. 
lr in $5-10, 000,000 we r e off, increased in 

Figures j ust released by National Retail Dry 

-SR-

IUSTMAS GIFT ORDER FORM .phia's WCAU i s f i rst station to record all broadcasts for 
ru:.I..ur;u.::. • <He. eu..:; e. Advertisers will be ab l e t o check programs for two years 
ALL PROGRAMS from broadcast. Qua li t y will not be good enough for rebroadcast but 

adequate for reference . 

FM'S 
UNATTENDED 
SALESMEN 

- SR-
Latest technique used by FM broadcasting stations to se l l medium is 
placing of receiving sets in locations where natural and man- made 
static is high and i nterfe rence with AM reception greatest. Signs 
are spotted before receivers calling attention to c l arity of pro
gram, etc. Typically, Cincinnati ' s WCTS instal led sets in two 
street cars and two buses. Another station pl aced sets in printing 
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RE 
• DECEMBER 1947 

American Chi cle' s ma r ke t saturation with jingles pays off, according 
to November New York Pulse survey. Chicle's Dentyne was credited 
with being air-advertised gum best remembered. Chiclets (also 
Chicle's) came in second . More than 25 per cent of audience sur
veyed recalled Dentyne. American Chicle spends mo re on spot than 
any other gum advertis er. 

- SR-
How to get most out of air commercial s is p roblem facing network 
advertisers who in pas t used mu l t i pl e pr ograms and now expect to 
sell multiple product s via s i ngl e big aud i ence shows. Standard 
Brands, dropping Fred Allen a t end of month, wi ll sel l many items 
with Charlie McCart hy. 

- SR-
NAB study of non-network revenue fo r the 1 , 400 AM stations ope rating 
during 1947 indicates calendar year gross wi l l app roach $275,000,000 
as against $241,000,000 repor ted by FCC for 1946's 953 stations. 
Thus , NAB analysis reveals drop in per- station revenue, Howeve r , 
percentage drop is lessened by fact t hat a number of the 1 , 400 sta
tions were not on air .. whole of 1947. 

- SR-
Nine sponsors were signed fo r 13 weeks by Mi l waukee's WTMJ - TV before 
station's first t elecast. Bulova, Gette l man Brewing, Socony- Vacuum, 
RCA, Perma-Stone, Gimbel Brothers, Boston Store, Ed Schuster, and 
Botany Mills start ed, wi th the station, December 3. 

- SR-
Department stores in $5-10 , 000,000 and $2- 5,000,000 sales cl assifi 
cations inc reased their radio expenditures slightly in 1946 over 
1945. $lO,OOO,OOO-and-over group kept broadcasting budgets static. 
Newspaper budgets in $5-10,000,000 gr oup we re off. increased in 
$2 5,000,000 class. Figures just r e l eased by National Reta il Dry 
Goods Association . 

- SR-

Philadelphia's VIeAU i s fi rst station to record a ll broadcasts for 
reference . Adve rtisers will be ab l e to check programs for two years 
from broadcas t . Quali t y wil l not be good enough for rebroadcast but 
adequate for reference . 

- SR-
Latest t echnique used by FM broadcasting stations to sel l medium is 
placing of receiving sets i n locations where natural and man- made 
static is high and in t erfe rence with AM reception greatest. Signs 
are spotted be fore rece i vers call ing attention to cla r ity of pro
gram, etc . Typically, Cincinnati's WeTS instal l ed sets in two 
street cars and two buses . Another station placed sets in printing 
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BLOCK
PROGRAM 
PROMOTION 

ROAD-SHOW 
BENEFITS 
EVERYBODY 

FTC INVESTI
GATING NET
WORK DISCOUNT 
STRUCTURES 

JUVENILES 
SECOND TO 
SPORT FANS AS 
TOP TV AUDIENCE 

AIR WILL BE 
CLEANER 

UP. INS. 
AP WORKING 
ON TV 

Fill SETS AND 
TUNERS IN LOW 
PRICE FIELD 

• 

plants. where static-producing presses make AM radio reception 
virtually impossible. 

--SR-

NBC's "Parade of Slars" promotion for 1946-1947 is based upon block
programing technique with all stars on anyone evening plugging 
evening and each other. First evening to be promoted is Wednesday, 
NBC's anti-Bingsday operation. 

-SR-

Tom Breneman's "Breakfast in Hollywood" 
$110,725 gross profit in seven c ities . 

cross-country lour made 
Profit was divided between 

Community Chest and Damon Runyon Memorial Fund. Actual road- showing 
of program cost Brene~an sponsors (Procter & Gamble and Kellogg) 
nothing and brought them tremendous goodwill and increased audience. 

-SR-

Discount structure of one network is being examined by federal Trade 
Commission to discover if web's volume and frequency discounts are 
not actions in "restraint of trade." Implications are that same 
investigation will be extended to other chains if anything legally 
"actionable" is uncovered. • 

-SR-

Survey just made in New York, Chicago, and Detroit by ad-agency re
veals that next to sporting fans TV's greatest present audience are 
juveniles. New York had most kiddie viewers (32 per cent of TV 
homes during one week) , second was Detroit (24 per cent), and 
Chicago third (18 per cent). 

-SR-

Double entendre on air will be noticeably less during 1947-1948. 
Network meetings with comedians and writers have brought ag reement 
to avoid airing anything that gets church-goers' backs up. Pressure 
came from number of religious groups who noted increase of question
able c racks during 1946-1947. 

-SR-

United Press. Associated Press. International News Service are all 
out after piece of TV pie. AP's newsreel has been seen on air num
ber of times. INS moving news-tape and service has recently gone 
into TV pictorial news field. UP, functioning through Acme News 
(its photographic affiliate). has released still pictures with TV 
script to telecasters. 

-SR-

Price problem in FM radio receiver field. which has held back FM 
development. will be overcome within next six months by nine FM 
tuners and converters selling under $30 and table model FM receiver 
at $40. Pilotuner proved to manufacturers that public. will buy 
tuner or converter and race is on to fill demand. 

SPONSOR 
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Now, for the first time, one Kansa s 
City broadcaster covers the entire 

Kansas City Trade Area 

• • , 
• 

lOW/! 

",,, 

KANSAS CITY 

'. '. -,~ ........ --... -: 

Ol\ I.AHOA1A 

You have many times wished one Kan~as 
City b r oaJ Cll5l1,'r could fu rni sh you comple te 
(o"cragc of Kansas C ity's vast primary (tade 
a rea. You r wish has come Irue! 

fREE & PETERS, INC. \Ve at KMBC proudly announce thaI on 
December 7th KFRM_our 5,000 Wolf! "Firs! 
on You r D ial"' (550 KC) service for rura l 
Kansas _ officially goes on the air. 

The- KMBC· KfRM team is avai lable 10 
spon sors for early morning and noon farm 
se-rvice prognms, a lso al cerlain other limes. 
KFRM alone is 3\'ailable during ilS r e- maining 
hours on Ihe air-at present daYlime o nl y. 

KFRM will be pro,crammed from KMBC 
siudios, from the KMBC Sen'ice farms, and 
from the Kansas Cily li"eslock Exchange 
Building and Olher KMBC program sou rces. 
"Nu« said !" 

KFRM • THE 
NATION. 

DECEMBER 1947 

. " 

NOH~ from thc mOlp how the KMBC-KFRM 
half mill ivoh con lours c""clop western Mis
souri anJ practically all of Kansas. This CO"cr
age was p lanned after a study by Dr. \'oi' , D. 
Dry;lO!, Director of the Depanment of Re
search and Information of Kansas City. This 
study (3 copy will be mailed you on requcstl 
proved lh:H Kansas City's PtimaryTtadcTcr • 
rilory is Ihc arca shown in th e accompany
ing map, 

KANSAS FARM 
PROGRAMMED 

STATI ON 
BY KMBC 

Yes, we chalk it up as anOlher KMBC 
"First."-First to cover a great tude Icrr ilo ry 
by placing a lt3nsmiuing stalion (it's in cen· 
Iral Kansasl a great distance from the Hade 
cen ler and cash in on Ihis econom ical concen' 
!rated trade area coverage. Ask Free& Pelers. 

IN TH E 
FROM 

HEART OF THE 
KANSAS-CIT Y 

3 
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(0 West 52nd 
THE CONTiNENTAL STORY 

In your April issue of SroSSOR, )'OU 

j:l,l\'C an intcTCSting Stran' of our Grand 
Slam radio show . 

Wc would vcr)' much likc to havc a 
copy of this is!lue (or etich one of our 
bread bakerics in the P3Cific Clast 
Region . 

S. E. FU::TCHrlt 

RtgioltClI salts IIk1I1Clgtr 

OJIIlimmlClI Ballillg Cmllp.1I1Y 

Sacra11lNIltl, Calif. 

HOOD'S AGENCY POINTS OUT-
We would like to point OUt to you :10 

oversight on your pan in thc No\'ember 
issue of sroSSOR. In your list of milk 
companies using radio progr:lnlS, you did 
not indicate thm If. p, Hood &. Sons 
sponsor E. B. Rideout at 7:55 a.m, 
Monday through s.,turday, over WEE!. 
Boston, and have done so since 1938. 

You rna)' be interested to \mor.>. that 
the September_October Pulse gives the 
7:45-8:00 3.m. period a rating of 6.4. 
Our cliem is reaching, with their E. B. 
Ridl'OUt r.>."E'ather fo~st. more than 100 
per cent more listeners tll:tn any other 
program enjoys at that time. 

We would likc to funher call to ),our 
attcntion the (act thnt according to the 
September·October Pulse, this 6.4 rnting 
is the top-rated program, net work or local. 
(rom sign-on umil 11:00 a.m, 

We bring this to your attemion because 
we believe it is a splendid illustration of 
sound thinking on th(l part ofl-l. P . l-lood 
& Sons in using radio as a medium , It is 
also an cxcellent example of happy rela
tions betWeen a sponsor and program over 
a period of ninl' years. 

Congrntulations on a swell article on I 
milk companies using radio m; :m ad\'cr
tising medium. 

J"N CII .. nEftT 
Till1tiw)'tJ' 
Harold Cabot & Co. Il1c. 
&51011 

Fit;.",i""" ................ 11 .,,~ .. _II .. ' ...... ij;,d no 
'poU q"".11 ef II I'. II~. ,.. .. io ........ 'llli"~ _ . 
ill tAu nd,.,.." 

MBS NOT TRAVELING A LONE 
By the time your No\'embcr 

reached the desks of your subscribers, a 
few de\"E'lopoK'nts had occurred which put 
an "out-of·date" stamp on your news 
item titled ,\tBS Rtl(>Cl tch Tral'tis Alout, 
That's the thing about this b,,,'" "",-·1 
things kecp happening in complete dis
regard of editorial deadlines. 

With the appointment ofa special com
(P/r4Sr turl1 to pagr 61) 

Midwest 's First Radio 
SPORTS AUTHORITY 
and KRNT Has Him ! 
"ho~ M.n" AI (Oli ~pee ~"O"'"I tht 
gillie-All gimel, beUuit ht 'l pl.," 
111m ,II. He q~.,tetbnhd lo'jo' U"I 
I.moul IrOft Mell tum 01 1939 • , . 
Ier:enl Wuhinqton Reds~lft !1'lrtou!, 
plO ,"d .m,leuI bm!t.U. bubtblll, 
",.iftg. hoch" HI! "blellc bi{~· 
glOlind gUt AI (ouppee 1ft imll1er1litt. 
tremendous udiD .uciltlttt MAU\, 
WtStotER 01 AS( sm' ··Al [~~ppu, ont 
01 Amtriu'! gl t.' Icotbill pl'yen, tel· 
I,jnly ibould be one of A"'t/lcil bt!1 
lpelt! . nnounCtrL" 
Mo pl.y,bHI.YI lI.illbie. but ilk ,OUI 
K.11 IIIU lbou! . I\O'~U REAL au\'
AI (ouppet'l Hightly IO:!S·10:)O 
Spotlscu l! 

SPONSOR 



I 
Ask 

your national representative 

DECEMBER 1947 

You're 011 Ihe vcq;c f)f a d ecision , aUfI 

a 1)I'(lhlclII . \VIUII Inulc pape l's 10 

pick 1'01' YOII I' 1948 s tatioll 1)I'OIllOlioll? 

It 's 110 pl"()I.lclII It) kiss on~ fol' 

p _HII' choice can h:n'f' U 

It.·fling drcc l 011 y01l1' naliollal 

spot ill('OIllC next yeaI' . Bul wilen' 10 " e l 
" 

The HII S W C I' is simple. 

Ask YOIlI' national rcp.'cscllialivc . 

He knows. I-lis salesmen gel al"olllui. 

They learlJ which trade papef's al'c aplH'ccialcII , I'cl.ul 

and .liSt! II SSCf l by huyel's of hl'oad casl lillie. 

His is an expel'l 0pIIlWIl. 

Uon ' l ovcl"look YOIII' lIaliollal I·Cp ..... sclilativ(' . 

SPONSOR 
For Buyers of Broadcast Advertising 

5 
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The Spirit of St. Louis? 

r 
And now these big babies? 

It's nolloo for 0 cry to com

pare the growlh of WWOC 

w ith th e increasing lood s 

planes corr y. 80th started 

s marr. G rew bigg e r . .. and 

bigge r. Toda y WWDC Dnd 

WWDC-fM ore g iants in the 

influen ce th ey w ie ld in thi s 

gre al Wa sh ington mark el. 

If it 's sol es powe r . , . and 

ab ility to lifl your goods 

o ve r g rea' s paces •. , down 

he re the w a y 10 do it is 

1450 o n th e d ial . 

Only one other ,tatlon In 
Washlng.on has more 

loyal listeners 

WWDC 
AM ·fM _ The D. C. Independent 

Mr. S p~o 0:.::,8o::.:,r..:,.: __ 

.1. "'ur" .\I~'lIrCI· * 
Director of Advcrli$in9, Wi'droot Co . 

W ard Maur('( is the home-tow n boy who made good with the hOI11(" 

town timl. but thert"! nothin~ provincial about his thinking. 
Wild root's 3d budgets have soared from 19H's $208,000 to 194i's big

linK' $2,500,000 under the guid:lnCt' of thiS forceful, J7'}'car-old Buffalo 

nd lIl:.n. His faith in Wildroot's advertising is great, and his fahh in 

Wildroot 's radio greater (air selling g~,ts some 75 per ('(111 o( the bud~t) 

Ixcouse, while all other hair tonic sti le:> wt'nt up 85 per ('('m in 1942-oli, 
Wildroot sales shot up 51-1 percNll. " 1:'Iura credits this to hard-hittmg 

tld\'ert ising ,md promotion; adds that four out of live lie\\, users today 

pr~'f{'r the Wild root type of shckum, 

Ward l\tauJ'{'r knows Ihe hair tonic l'Iusim.'ss from all angles. Since 

1929, wh{'n he jOined the firm, he's; pounded roads with snl('S Cfe\\.'S, mel 

grass-roots r('{ailers, stagccl product d{'monstrations, and workcd in almoS[ 

nil \\'ildroOi d(,p3rtm~1Ils. til 19o1O he bee3nK' Ad\'('rti~mg M:magcr. 

Except (or n wartiml' hitch wi th 13uff:'llo's Curtlss·Wright plant, hc,"s; 

workro fast and furiousl), ever sinn' to sell \\ 'i ldroot producl~ 10 evcry 

potential U~r in America, Even ,\ Inurl'r's twO link dau~hle". (agt'd 

thrl'(' fll1d six) c:1I1 5in~ the \\ 'Ildroot rroduct jingles by hean. 

Wildrool is nOI new to radio (tn.:)' ponicip.1ted in NBC's ,\'(ltio/lol 

' -IOlll t Hour as (ar back ru. 1929) but today .\Iaurer and \\' ildrool mer

chandise thrC'(' network shows to dealer.; S.un Spalll! on CBS, KlIIg CoIl! 

Trio Timt!, \\hich had to haw (I ~Ul'st smr policy to get ils spot, 011 NBC, 

;u1d \\,hol's till! 8<1mr of 'hot Sou.!!? Oil Doll Ll'C' plus ~pot camp:li,.:llls on 

KBS and e.l. brc(lks in major markets, Whal ';, left or the bud~ct goes 

into comics, comic books, car card~, is publications, and Si m{"[fopolitan 

par('rs. But Maurer reds it's mdio th[l( reaches his market at lowest cost. 
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ways to 
make a fortu ne! 

IIII}, Mond ay through fr iday. aml thrtt mort times on Satunla ) 

night. Which makes a tOlal of 13 .... a)'5 to make a fortune! 

thai's because each of these 1:\ " Barn Dancc" lnoarlca~l'i offen 

.n I lh eri iser the chan~ 10 talk a huge aurlience inlo beoominft his 

cu! lorncu. Proof? WHV,\ 's morning " lIam n ance" 5Corc:s Ii 

thumping 5.8 lloolH'rlllins o-one of Richmond's three highest 

during the morning ! The afternoon show stacks up a hea rt )' 8\ erage 

Hooper of 5.0 ' . Ann on Saturday night . the "Old Domi nion 

lIarll Dance" chalkl UJ! lUI 8 \ 'Crage rat ing of 8.3 .. . the highest 

Iio0l'er among a ll nigh"tl lme local originations broa , lca~ 1 hy a ll 

Richmond "Iat ion ~ throughoullhe entire week!" 

These ratings supply the reasons why 16 companies no\\ a rc 

l!I polIsoring IlifO' " Bani Dance" • • ,f,~hy you should become the l ith 

!HI. e rt i~(, f to hi re Virgin ia '!! s reatest sell ins forcl!: Sunshine Sue. 

The Rangers. Tobacco Tags. Red Murphr. Puffenba rger Kids. and 

Ihe Ca rler Sisters . 

Th is 5u{'C~sru l SIlIMi . u fT ill on the ai r from 9 10 10 a.m. linn 

IIgoin frum :\::10 In 4::\0 11.111., Monda) Ihrou¥h fr irla)'. ,\lId 1111 

Snlunln) II ll;hl - from 8:00 10 8:55. frOIll 10 ::\010 II :110. ffvnl II :11:; 

In milln iJ!lu - llle) t ntt r taiu anrl sell-a hill iou·fl ullar marl..rt 

,. jlh 1!).; .iRO radio fanli lit'$.t f o r delai ls on 110 .. \\'H\' ,\ '~ " Barn " 

iJOII("t " f; l11 l11alt·o fu rlUIII~ fur )(11.1 ill UI1I' tor morel " f J:\ .. a)~. 

[:.1'1 in lUlU II " ilh ~.1I.1I0n·\\aH \\ It \ ' , o r lIa..!io Sah. 

• I I II .......... . . , .... ~".bo., 10 , ;. ' ...... _ • 
•• • • ••• , .... , ..... . ......... tl". t .... ~-
Iw"., ..... ... ...... TIl ... " I. , .. ,Iw .. .. ..... , 
".,~, .•• _ .. .. .. ".,. I .. ,k. to . 11_ ,· 
. t ••••• _ . 

I .~· I "": "'I" ,., ~" .... ", .. WRVA 
Nir lill101lt1 nllli '(If/O/I.·. I' n. 
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K60 at 50,000 Watts 
Most Powerful Station 
On Pacific Coast! 
The new KGO transmitter, on t.he air Decem
ber 1 , emits a signal of well over 100,000 ll'Glis in 
the San Francisco Bay area! Thus, i t completely 
BLANKETS one of the nation's richest, most 
important markets. 

In addition , li terally thousands of nelt..' rad io 
families a ll over t he West Coast can now tune in 
t ills great new station. Its signal extends a ll the 
way from the Columbia River to the Mexican 
border. 

Don' t overlook KGO in YOUR spot sales plans 
for 1948! And don't. delay- because time on the 
West Coast's mosi powerfu l station won 't wait! 
Call the ABC representat ive in your city- Ioday. 

ABC SPOT SALES 

DIVISIOl'\ 

Ameri ca n Broadcast ing Compa n y 
iX,,,, ) ur\.. C h icag .. 

JJ 11',.1 -IbId SI. C;l'ir ("ura HIJf. ISS J/o .. rtomrn ' -I, 

Los A" s:: .. I~~ , , , IHO J/{~lr1a",J , Ir'r. • D(' ~ r ... il,., Slroh Hldl(, 
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MEATY FIGURES 
on 

MEAT PRODUCTION 
in Big Aggie Land 

" 

Meat i s~MONEY, today , And 
figures here show how fo lks in 
WNAX 8MB Ari a latch onto 
this " meaty" mone y. Fin! 
figure , number of animals 01 

birds in the WNAX 8MB 109£ 
or more area .. second figure , 
WNAX 8MB percentage of 

tot"l in 5-state area of Iowa , 
Minnesota , Nebraska , No. 0 ,,· 
kotd, So. Dakota: 

CATTLE, 12,988,086 ... 747< 

MILK COWS, 3,032,878 71 '7< 
SWINE, 9,422,873 . .. 687< 

POULTRY, 113 ,934,808 727< 

TURKEYS, 4,601 ,951 .. . 737< 

All ~!"' .. b ... d Oft U. S. C.n,., .. 1 
A"lcul l", . I 9H. 0 0" nol iftC llid . 
WN AX 8 M8 co.n, l .. In K. M •• • 
Wy o," I",. Mon',,,, ... d Con.d., 

SUlcly, tn l WNA X BMB Aru culs 
• wide swath Iluou'3l! the dellnl farm 
p.oducing ( ounll'o' in tnl! wot/d. That 
should b,. meal /or thou!ht if you .,, 
proMinS to d o busin ul in SI'3 A'3'1ic 
Lond. G t llhc l.,ctS 4bout. schedule 
01 . dver ti ,;n!! on WNAX from you. 
nu rul Katz M.n 

W N A X I • 
••• II.b l ... ; r ~ 
KR N T "n d 
WMT .. Iho 
Mld·Slu • • 
G,aul>. A ,k rh. 
lC.n A,on<, 
fo, ,.1 ... 

B:ubasol's tt'sts of the a(tl'r-midnight audience coupled wit h Sr>O:':SOR'S 

cxclusi\'(· A. C. Nielsen report of !it'ts in usc from !l1l" witching hour on, 

havc op"noo the t'Yl'S of :u..lvertiscrs to the 5(.'lIing impact of this marginal 

tiOll' period. Of thl.' ongulal Barb.1sol test group of 1-1 stations, (our 

(WWL, New Orleans ; WISH, Indi:mapolis; WHOT. Sout h Bend: and 

WBS M, Chicago) sold their Barb.1sol-tested shows as across-the-board 

P.1ckab'{>S, withm fivt' \.\'(.-cks of the shave crcam·s unl.'xpected exit. Eight 

of tht> stat ions SWitched from single sponsor operation for the time: jX'fiod 

to a multiple ~ponsor (partlCipat ing) basis. ,\ lost uf I he5l.' repor t I he)' art' 

sold Out and havc a wai t ing list. On WNEW, New York, Barbasol's con

tmct is about to run out but its after-mldmght broadcastinR will continue 

since it's one of the nat ion's Il"IOl't successful all-night operations. KMOX, 
St. Louis, has droppro its midnight program. 

In Boston, WEEI had ;r special SUn'c), madc by PUI5C, Inc" and dis-

cov('f(-d thai many of their Club Midllighf audience act ually s tart their 

"daily" listening wilh the program, Sewn out of 12 listeners to thc 

WEE l program indicaled thai tlley tuned 10 the program afler the)" had 

previously tumed their rcceivcrs off. 

Barbasol, t he !l'St advertiser, is sli ll off the air, except in New York. 

It will ha\'(' no radio plans un t il sprrnll of 1948 at ,h(." earhest. The com
pany's budget is l,loing virt ually 100 per cellt to plug its Primrose House 

line in n(·wspalX'rs and on billboards. 

p.s. (Su " Liltlrinl Lonl Company," SPONSOR, April 1947.' 
W"y Ltmblr\ Pharmacal dropped Ipot b'OrIdcuting . nd rllumed 
to net ..... ork "dio. Wh~t ' l ",pplnld to "OUil of Two Cit ill"7 

National Spol broadcasting is s t ill one of bro.,dcaslin~ ' s most effecti\'c 

of a ll sc ll in~ d('\'ices. The limitation of the vehicfe that Lambert Phar

macal u!it'd (Q!liz oj Tu'O Cities) forced this organi:ation's ",,·ithdrawal from 

spot , nOI spot it!it'lf. In t he 2S markets where Qui: was USl'd. it produCl>d 

defini te sall's results. Unfortunately this program is not a practical vehicle 

wi th which to achit-vc complete national co\'erag(', which is what lamberT 

wants. 

Th(' faull of the program nntionally lies in its b.uic premiSl'. This 

premist· is that coast to coasl Iht're are sulTicient neighboring Crtil'S with 

long-standing rivalri(."s, for series of broadcasts based upon contcsts 

bcIW('I..'1l thel11 to cover the nation. Ther<' just aT('n ' t enough such pairs 

of f('u din· ci t ies. For a product like Listerine Toothpaste. national co\'er

ft ge is essential. Laml:x:rt found t hat Qut all too wdl wh(."/1 disttibulOTS 

and wholes..1ll'rs staned griping about lack of advcrtising in their territories. 

Lambert has retumed to network broadcasting with the CBS-William 

Morris package fC:lIuri ng Abc Burrows and Margaret Whiting. I, will 

usc spot broadcasting to bolster CBS· network coVl'rage ..... here hypoed 

adwrtising imp.1ct is requIred. 

Quiz oj Tu'O Cities continllCS to do a top-drawer jol:1 for Gunther 

Br('wi!1g in Baltimore-Washington, where the ~pollsor States that It'S a 

"s t ron~ pefsonali:l'CI selling (actor.'· It WOIl new sponsors in 51. Loui~ 

suburb and San Francisco-Los Angeles within a month after lhe Lambert 

canccllation. ,\ lIumb.' r of ot her stations are continuing to present ,he 

program on a sustaining basis fedml! that it's bound 10 find a SponSOr 

\.\ ho needs intensified promot iOI1 in their areas. 

SPONSOR 
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ROCHESTER , 

JU>lIn Taft, Jr . 31!;<': !j. 01~rJt("o tl1l' f.lm il }, tlOQ' Jcr( (.11m nt'JI Roeh"" !<r, !Jlrn(). ~ \Vuh tn , f~lhu, hd)' 

he rAI'C'S (om and soylx-J.n), 20 hCJU of catt le, [Ou hOb' dnd 300 chICken, T"o brother, aU('oJ the L'n l\cr"tr 
of Illmois: \'('.Uram. 2~, agricultural muketlll/.: , .1Od Arnold, 1 S, PIC" tlC-rmlTY (0111'( 

JI,l$l in plans to bUild up J rt'ghlcr<.:d IWld, ha, con"51cn[ly been Jmong top" lonus .II (auk ,ho,lS through 
OUI the I\hJwe--1. Thi, r ur at the IIllnm' SIJIC F~H the TJ.ft brOlher. look S('(ond place "nil J H('reford 
'[<."('1 whICh had ... '01'1 m (lin e- (QUill)' fairs, look S("\tnth pllcc "nh J Shorthorn. Alull" a(((\(,' In .lgr,cultural 

.1(I I"lli('\, JU $t m IS presidenT of Sangan10n COUnl)' Rurll Youth, dUllman of thl" agrlculturc romml!tC(' 01 
the Springfield JUnior Chamber of Cpmml'rct Arnold I, ,crllona! "lCe I'rMhknl of F !' A hold, Ih~ 
AmerU:J.n Fumcr JeJ,:rce. 

\xrLS Ill, long pb)'ed In Imporlant pJr! In the T~ft famtlr Me a.nJ In Ihelr bU>lm~' of (.lrmin~ TIle) 
hstcn legubrlr to \'\11.5 Dlnnerbcll Tlml" Jallr market ~ S.I\\" Ihe \X' LS Natlon.!.1 Barn DJn(e ,II til<. ::>tJtl 

.' 

FJII tlus rear. 
It I~ on such f amdl l'\ .I. ' the Taf(~ ,hal \X!LS mICrophone, lun' been (OClI \.eJ for Jlmo,( 2! )ur, To the,c 

fam lh<"lo on farm, JnJ Hl nt l~ and t own~ of ~lLd" C',t Amcrt(:.l. \X' LS h.1\ gi,m thl' entlrlJlnmtnt tht)" 
wJnted and thc mformallon the)" needed Such «'t\ln: hJS nuJl thlm lopl W' 1.5 II \tenef\ JnJ uron 
lopl 1I'lcnCf5 Jepend Jd\"crll\lng reSult, 

J •• ,j. loft. k . a , 13. "p.''''.' '''~ 400· 
"". I"moly ,,,,,. 

890 ki lo( yctes, 50,000 wolls , 
Ame'; (on oR"tIiote. Represen ted 
by John 810ir o nd Compony. 

I" ~ ,O.,'o""k>I. I"U 'a",,, ' .ad. I"" "", 
.,d. Ro," .. ''', ""0"". 
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ON TARGET 
Impact, skillfully delivered and advantoge. 

ously followed up, draws million dollar gotes. 

Weed and Compony's soles impact 

on prospects fills clients' time schedules. 

RADIO STATION REPRESENTATIVES 

NEW YORK· BOSTON· CHICAGO · DETROI T · SAN FRANC ISCO · ATlANTA · HOLLYWOOD 

SPONSOR 



Ninety per cem of the sp:>nSOI'5 \I.-ho change agen6cs 

do so .... ithout real regard for what the newadwrtis- W h S 
"'. o,.,n,,,,;,,,,, ~n do. M;n;"",;n b;n;n. haw chan"'" h"x" y POll S 0 r S without the kno .... kdge ofthe advertising manager of the accounts 
that a change was e\ .. -n contemplau.-d. 

These are just twO outstanding facts rt'\'ealed in a SPO:-';SOR 

survey of more than 160 of the leading ad"ertisers, a great 
majority of .... hom use bro.1dcasting. 

Adv(>rtising is e,'er)'body's business. The prcsident of a great 

=~Z::'~! ~:~~I;;:On:~~~~~:~~~~::~~:~~lli~~:!::~~~: Ch ange Agell cte es tising procedure OI t the drop of a hat. Yet it isn't the executive 
head of a finn vo'ho initiates most or the agency changes. It 's 
often an important stockholder .""ho isn't happy with a financial 
report who nL'Cdles top management into making a switch. 
Sometimes the stockholder's dis like of currem advertising is in
spired by his " friends" who fire in the advertising agency business. 

DECEMBER 19<47 15 
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The 12 Reasons Why Sponsors Change Agencies 

)roadea'l 
Program 
Foilule 

Account 
Stockholder Eltecul iye 

Requesl Establishing 
Own Agency 

Account 

Executive 
Shifts 

Sponsor 
EKeculive 
Changes 

Family Or90"llolion Direcl 
Connections Po litiu Solici tol ion 

hUt'mal ad\'crti~lI\g agency ~ncl 
(l"lations :Itt' 'iCldom 01 the ~t. Agenc), 
lumo\'n" I .. IUJ!hlT thlll1 lOp m.1nai!ement 
at nct .... -ork.~. Tlw numbCT of cXl'Cutives 
\\ 1:0 f('1nnin nt nn nd\{'n ising agenc)' long 
mough to "clljO)" the rrllit ~ of ils pen
sion rl:m~ is microsropic. This is a fact 
a l cn~n tnl' Il'ading Ilgl" ciloo; and is most 
c\'id('IU in Ihl.' radio departlllen ts. 'oI. here 
II IO,),cllrll1t1n like Arthur Pryor, BBD&O. 
or John U. Rel:-cr, J. Wal ter Thompson, is 
o ra ril}" Sinn' ngl'ncy COlHact is Ihrough 
i l ~ (')lCCIHi \'t"i, Ihe f.1c l lIml I n (' lenure of 
tlCCOurll (')I«,uth't.~ ;lIld dcp;lrtmenial 
hcaJs is lIl!oC('ure is " .... ronsibk> for a num
N.>r of acroulI l ch:mJ!L'S II ~as lQJ:ica l 
~hen Bob Orr Idt Ll.. .. ulCn and Mitchell 
Ihilt he ~ould take I'.lth hlln the J ergens
Woodbury t;.u~illl~s he had b."en servicing 
for <.(I mall) }eat~_ At L. &. \1. , Orr was 
llo.'ad man on tht' accOUnt , rod..- herd IX'!"
'<)flally Nt "wr) radIO &':1:111, and look 
each ~U1!t:l><;lru rrOJ!ri111l under his arm to 
CinCIIll1ilU fhl' 1m: kmon OfJ:am:atiou's 
coo~id"r.l llon, Il. ;)(ho pro).!rams. for the 
rtCl'rd, an' the rrno;on fOi ~ronsors' chang
IIIJ: ilJ:l·nci .. ~ far more often thnn cam
raign' 111 ,Ill)' o tha n1l'dlUm Th:H'S 
h.-'cau<;c, a~ "nl" top 1I).!\'tlC}· CH'CU(i\'c ex
plnllwd, " lh('I'\·· .. no llooper for o lher 
mcdill," 

Pcr~n;llltin :m ' " \'i lol focior ill nil} 
(Tl'OU\c hdcl , Advl'rliS1Ill! r lll1 ~ true to 
form rmd M(.C'ann-Fricko;on rcrent ly lost 
ml nCCI1Ullt 111 hn" addl'CI6'i Ln till' ra<;t 10 

•• 

years.) simpl}' because kc}' men at the 
advertiser and agenc}' rubbtod each other 
the .... rong ~ay. The proof Ihal Ihe 
agenC)"s job had nOlhml,! 10 do .... nh the 
chang<> in represenl:1110n is the fnct that 
the accoullt is rrromnl('ndillA McCann
Ericksoll 10 a compcl ilM ba'led upon the 
job t hai Ihe agenc) had been dolnA. 

Tht' gi:1llt nl!t'llcies Aener:1 l1y hold their 
accounts a Ion!! t ime. St>Idorn does .. 
major account lea\'e one of the tOp 10 
agencies Ix-causc of inadequate per rorm
ance. The oJ:enC}' ~ould have 10 ha\'e 
done a bad job OWl' 0 IOIlJ: , long period. 
III a number of ca~ merchnndi~mg and 
promo. ion rtu..'fl of bIg firms h:1ve fclt yea r 
<lfter lear Iha l their alll'nct('<; ~ ef\'n ' t pro
ducing, bUI tldmilllod that lhe) were in no 
position 10 do an) thin!! about Il , Aj.!cncy 
mo\'in~ ck-cisions I'.t're mad<.' a t a hil!her 
Ic\'d. 

What took the fu ll radio part of tht' 
Rarden account a~ar from VOllnJ.! and 
Rubicnm wa" in p.'rllhc f.ICllh:11 Kcn}'Ot1 
and Eckhnrdt who h:\d a ~mll il flo'rt of the 
business /lnstanl Coffec) ~'cr\: nbk to 
bUIld Gnml)' Fellr:1l Borden'<; lO .... l~t C05t 
pl. .... listene r 10 date. Thi~ h:1PJX'nl-d :1 t a 
tllnc whell V&R W:1~ handlinj.! Ill\" Cmny 
S1Il1l11S CBS JirinJ: at nne of Ih{' hiJ:h\'~ 1 
costs PCI' hSll'ner ill Oorden'~ nir history. 
What foJlOl·\'l'CI :11 K&'E , thl' buildmJ.! of a 
prOl-trall1 c:1l1ed Arfh'l r'j" PltrC< 10 I'.·h,c ll 
praclicnlly 1m on\' IIHclll'tl, I .. hi .. tory, 
The current Bordl'll rrol-trmll (Mnrk 

Agency', 
Over-all 
Bod Job 

Personality Block·&·While Produd 
Clash Campaign Ouplicotio· 

Failure in AGency 

Wa mow) isn', high-po .... ·ercd enough fo r 
CBS ,!lid something .... ill be done to l!i\'e 
11 lhe s tature ..... hich 9-9:30 p,m . on a 
I1lnJo r network senns to call for. One top 
program docsn ' l always beget tll1OtW. 
K&E still has to prove itself on :111 
over-all basis to Borden's. 

Some big accounts a rc gypsies and like 
Ford MOlors ha\'e ..... andered from agenc}' 
10 agency . T he latest Ford move, which 
has it sponsoring, slarti ng J :1nuary ~ , 

Fred Allen (under a Ford de:1li'rs l1lalllle), 
wi lh J . Walter Thompson handling t he 
rrogrnnl :lfter the radio p:1rt of the ac
count had mO\'ed from Thorn~n to Ken
yon & Eckhardt, justifies the fact Ihat a 
number of agt'llOes exC1Jscd Ihemselvt.'S 
wht'll asked to bid on the Ford :1C('OOIH 
last epring_ These a~encics (')lp'ain thai a 
big account is IlOt profita"'e unless lheft" 
is nssur.1I1C'1! Ihal it .... ·1 11 s tay 'Aith lhe 
ag .. 'fIc)" for tWO y('ars or more. Ford ha.~ a 
big job to do, ha\'ing d.:filUt('l), shppt.-d III 

Ihe p.."1St fc~ years lUllii the precclll con
"ulller }:!al,! is " there's no Ford in my 
fUlure" Ford n("('ljs an tnSplfeJ ad\'cr
ti"inl! clImp.,ign and most a~('ncies poilU 
out that an account is lougn.. .... t to Imndlc 
I/o'hen II'S under rressure. TIIC Sunday 
aflen100n Forll Tlrtdtcr is an idea l prcstiJ:c 
whidc. one that's t·xrc(u.~d 10 gro\\ III 

public acceplfIllcc- if iI' .. penlllllcd to 
~(;1)' on the a.ir long enough. Ilowe\'er, 
wilh a high - pres..~lIre, fast-lHo\' lIIg , 'chicle 
(Frl'CI Allen) 0 11 the ~,mc nl.'t\\·ork 011 thc 
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When Robert Orr left Lennen and Mitchell 
to Sl.llt hi! own ad-a,ency he took the 
Je r,en s·Woodbury ICcol.lnt alon, with him 

BBD&O impresses prospective accounts with 
pictures of four of its radio clients in its ... 
re,u la! full'pa,e Newsletter advertisin, " 

same night delivering audiences within 
the top five in radio, the industry wonders 
just how long Henry Ford III will be will· 
ing to carry the class presentation- how 
long the account will st:ty ..... ith Kt'ilyon & 
Eckhardt. 

Practically every agency has a giant 
new·business prest'1ltation based upon 
one of the top jobs tha t the agency has 
done for a client, like BBD&O's 500 per 
cent incrcase for Wi ldroot. At some 
agencies, a new presentat ion is designed 
for every prospective cl ient. The think· 
ing back of a custom-tailored pitch is that 
an individual slomt is required to influence 
each prospect. In others the presentation 
is standard-selling the organization. 

A number of agencies feel happier when 
they don't win an accou nt through a 
radio program. Broadcast ing is right 
under the eyes of evcry client executive 
and each stockholder is able to hear how 
his advenising dollars are being spent. 
No program ever satisfied everyone. Some 
top shows nIb big corporat ion backers the 
wrong way at thc vcry momeTll that they 
are selling the greatest amount of prod. 
ucts per ad-dollar. 

Agencies stress, when they can, their 
organizat ions rather than a campaign. 
I t's easy for competition to shoot at an 
individual camp.1ign. It's harder by far 
to knock down an organizmion with a 
long history of advertising success than it 

(Please IIITlile page.J1) 
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When Don Stal.lffer (teft) and S. H . Baylll telt Ruthrauf!' & Ryan fOf Sulliv.n, 
Stauffer, Cotw,U & Bayles, R&R bl.lsineu followed Other Agency bit did too 

Becau!e in on, season h, landed 
.11 the BOfden fadio businen and 
most of Fo.d·s, Bill L,wis WaS rated 
topad-m.n of 1941 by a9"ncy men 

Th" worldwa , all aw.y when thit 
ad was prtced by Erwin, Wuey 
(Nov. 5, 1929), but it b.ou9ht 
..... them $6,000,000 In bill in, 

All r(rthl, ,\Iisted-now thntthe headache's ot'e,. 

LET'S GO TO WORK! 
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eosts: 

From January 1945 on, TV 
v. ill be v.'c ighfd in the sales 
b:lIa" cc b)l most advcrtising 

agenclcs And sponsors \\ ho usc thl' 
medium. As a matter of record. in many 
cnscs II IS being judged competitively 
now. This dl)(.'S not mean that advcr
liscrs nrc considering visun l bro.1dc;ming 
solely on II cost.pcr.vic .... w basis. Tele
vision has other sHies att ributes lx-sidcs 
the number of ViCII.'Cfl>. While the latter 
must be thl' keystone of video as an ad-

• 

\'crtIStng vehicle, agencies and sponsors 
do not discount the point-o(-5.1 1c "dvan
ta~cs that ('ven the words "as~sccn on 
television" lend [0 .1 newly-introduced 
product , or II product rcquir lllJ.: ne\\ sdl
ing impetus. 

The DU:1I1c J ones purchasc (If 39 weeks 
of MisSH S CIXS I\ .Shoppiug for three of its 
cJimts, M:mhatt:lIl So.1p. R. T . Bnbbitt , 
nod C. F. Mueller, \\'as not consulllmated 
on a t CSt b.1sis. The telecast s Will ha\'c to 
dcliwr 5.1/('5 co just ify the slight ly undcr 

Tim. ","",I, . f •• ttfutin, .... Ich comp.n;.,. John r",ulOn ,w,t.d off Ih. Thul,. Guild '. 
DuMonl hi,. IUnl • typic.1 Lon,;n., .pot Sundty ni,hl pf ... nwtionl of "ut dr,"", 

" 

SoAP 

• 

$1,000 pt'r PrDl%r.1nl .... i1ich the sponsors 
are parmg. This is m)C' also of the 
fourth uncicr" .. ritt'l" of the program, Co
bum Farm Products, \1:h ich is fcptC5('ntcd 
by tnc Modem Ml'rchandi:.mJ:! Bureau 
(ad-agency). 

TIle less than $1 ,000 per tdecast is 
Inwer th,ln the a\'t:ra~e cost of a TV audi
ence panicipauOIl program. On the basi:. 
o( fi!:llrt'S submitted by most stallons on 
the air, pre«rntations in this cau:J!or) 
a\,cr:l!:(' $1 , ~ 50, .1llCi range from $ 1, I 00 to 

$2,000 per half·hour broodcast, The fact 
thnt Missus was rurch3$Cd on a onCC-:l
week basis (or :Ill entir(, ycar natur:llly 
m:lde :I ma~imum discount :I\'ail:lhle to 
each of the four spono:ors who pr{'S('nt the 
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Min ilS once ('vcry four weeks on a re
volving basis. 

Sponsors can usc the visual :m medium 
(rom as low as $20 per spot to $7,000 for 
an hour Theatre Guild dramatic scanninlol 
over WNBT (N. Y.). The laller is the 
illOSl cxpt.'I1Si\·c television pack:l!-'C pre;. 
Q1Il)' available for sponsorship. RcmOlCS 
such as fOOIOOll, baskctb.111. pri:c fi~hl.5, 
hockey, and base!>.111 usulllly cost less 
than studio shows because thc cost of rc
hears,,! time in the aggrcg:HC is far higher 
than the fcc for air rune. It's ;1150 more 
rcaSOIl:lblc 10 prescnt II wcs[('m fi lm. 11$ 
Chevrolet docsovcr WABD IN. Y.), with 
JUSt a livc cowboy-commcllt:Hor handling 
lhe introduct ion and commrrciab. thnll il 
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REAM . BUTTER ~E~G=r~~~_A:::~ 
PlfASHERVHOURSHF __ 

is to do a studio presenration. Howc\'er. 
editing a film to fir tmtc purchased, a~ 
well as to cur our the lon~ shon and orher 
poor video sequences, is an expense that 
mUSt be figured when a rqtular theater
si:e motion picture film i<; rented for com
mercial presentation on the air. 

As an index to costs (t ime, talent, and 
s tudio time. if any) SI'O-":'iOR pn,'S(.'1l1s Ihe 
following figures: 

'·"'~,1.",,, (:.. .. u 
'.,. ' ..... ~m T)Pf' \'~" .. l.' c, •• ,' ,,,,II.,,,,. I'<lnlcEpa, 
110" (' i _hou ' ) SL4}II 

lIr~m" (hour) $.I.~1 5, 

\ l u~1c (!;.hour) s 5~ 

)\o;r"'. ( !.,h ""r) $ 11.\ . 
Q"L~( ' "hour) $1. 115 
SfW<'1;o1 t;,·.nu, 11,5l1li. 

~ ......... . lir" (1.,I.h .. ".) SI.II'oII. 

SI,IAA,-HI ...... 
~ l~.~.-S; .MII, 
1 .\!\II._S 1.t,a, 
$ I~Q .• $ 1St1. 
~ HIl._ SJ. ftfl(l 
~ 1.000. -$1 .fHIU 
I \;; •• JJ.lHHI, 

..."' ... , ..... ,,~ (', , " "ur ) , lB. , 1113.·1 'M 
"'JKH~ (I.mlnu,.' • ~ ;.i.S , 1<1 .-$ ". 
'!'1m .. "'po.,. (111-

_""'<10'" , J'.!iII • 111,_ $ .. 
\,.,1 .. ,), (' j . h"".) , ..... , is .• iI n~ 
W"'''h ....... , .. ". 

(lIJ.IoII •• C'('" "ol ) , ". ",., .. 
w"m .. n'. loll ....... 

( '" hull') , .. :;3 , NI _.S ' ,"~ 

'rI.~. ~I"''''''''''''''' .. ,. ....... " /,_ "'I.no.ol. "'." 01,_,,,,. ,,_ .. ".I ,uI",1 .t,,,,,, .... _ ~ ....... ' Fo- ... J 

Tlnll' cost ~ 1I<'\"e ~lOe up rc';"'1nl~ 011 

W~BT ami WABO. in Ncw York. 
\\'\\'j-TV in [A'UOII, and KSD_TV in Sr. 
Loui~ , r nln"ll1itter·time fC'C~ "'h:n 
they're cal lin~ T\' lime on the aif ilt thiS 
writul~) ""i ll Cl)ntllHIC 10 s:o ur a" non .. : 

rCC<.'i \'('rs cC)1l tinuc [0 flo'" uno l11"rkl.' ( ~. 
By thl' ('nd of th is month DCCl'1l1o.:r) 

( P/eaM turn fo Jx!f!f J91 

NA TIONAL BOOADGASTIIIf; CO~If.~.\"1 IH~ 
GENERAL US;;MY 

30 ROCKEFEllER PLAZA, W"" YORK. N. V, 



Bankers' Mystery 
• • • 

e Bankers have long memories. 
•• When broadcast advertising is 

discussed they automatic.,Hy 
turn back the calendar to the great bank 
hro;ldc.1sting fiasco of 1937. At that 
time a group of banks sponsored the 
Philadelphio Orchestra under the din~c· 
tion of Eugene Ormand), O\'CT NBC's 
Blul.' Network. T he program was heard 
in 25 markets and .... "(Irked itself down 
from an initial rating of 2. It \\.'3S a 
classic Ca$c of the misuse of broadcasting 
as a puhllc-opiniol1.forming medium. The 
musk was highbro ..... , the comml.'rciais 
were Wall StT<-et backslapping at its 
worst, and the ultra-conSCTv3tivc ultra
institutional selling rubbed everyone who 
heard the pr('$('ntation the wrong way. 
Banks were not in the best repute in the 
late thirties and this series, with under
wri ters like New York 's Chase and First 

Buau le banking "~mai nl a mYltery to mOlt of the United Stales, the Land Title .nd Trust National of Chicago, did n't help the 
Company of Philadelphia tlied tele~il;on on WPTZ to explain lome of itl opelltionl banking cause at all, 

FitSl National B.nk (Portl.nd, Oregon) put on a three-d.y show of Scotch thrift, "Slying 
for what you want to buy," .nd broadUd the e~tnt o~er loul dation KALE, It paid off 

'0 

The idea had been promoted by a 
Chicagoan who sold it to a group of banks 
with .... hich he had "conne<:tions." It r/?; 

fleeted bank thinking back in 1937, At 
th:1t time 145 banks were on the air and 
only 59 of these had a good word to say 
for radio. There WCfe 16,000 banks 
serving the United States in '37 just ilS 

there arc today. What ther \Oo'anted of 
ad"crtising then was more confused than 
it is no .... · ... and it's st ill wry foggy. 

In 1937 music, colllbirK'd with fami ly 
dr.1mas of the horriblc-;('xample "image, 
i.e .. ho\Oo the children starn'CI bN:au"c Illa 
and pa hadn't PU! an)'thing by for a 
rainy day, occupied Q2.5 per cent of all 
bank time on the air. One and thre('~ 

tellths rer c~·t1t of nil l;I:lnk :ld\'cnisers 
UM'd Spot :1ntl0Ullo.·rnClits. ill 1937 as 

:1j.!nill'-t J5.6 reT CCnt using them today, 

The Goth ic-rol Ul11lls-in-marbled-ha lis 
tn'll.' of banking ;.rructur{' is s.low]}· but 
su rcly passing frol11 tIl<' financial picture, 
rhysically as .... dl as mentally, 

( I'lcas(' I llrII ta pagt 5i) 
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BEFORE 
YOU DECIDE ON 
1948 SCHEDULES 

• • 

DETROIT t4ltea • ut the 

L OCA TED on, and bounded by L.ke Erie , L, ke Huron and the Dehoit River, 

CK L W bea ms its 5,000 watt d ur chl nn el si gn. 1 vi. the Wiler roule to • ten-million popul ation a le. 

with . r. di o- homes and buying-power perce ntage second to none in A merica . The power of 5,000 

watts day an d night. A middl e-of· lhe-dial frequ ency of 800 kc . That, coupled with the lowest 

late o f a ny major sl.tion in this mark el, ha s mad e and contin ues to prove CKL W the Detroi l A rea 's 

Number One rad io buy . 

Gllarditlll I1ldg., Ddroil :!f) 
J. I~. Campt(III, I'ru idorl 

,Id"m .1, }""" "'a, Jr .. Inr .• .r(ll" Uri" 
(I. X SID", .. (' Co., e""".!i,,,, Nfl' 

• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • 
5,000 Walls Day and Night-800 kc.-Mutuat Broa dcasting System 

DECEMBER 19-47 " 



, 
I 
I 

011 the Ai .. 

Ie iSIl ~ . tile t"sic t'Ult 

.·OIIiUS - hrund SIICC ... ·SS 

.troll.Oj ion 

I Nilll.'!y-cight pN cenl of 
• America's families woo drink 

cofrl.'c dady (and surveys indicate that 
91 94 per cem of all U. S. A. famil ies do), 
drink COtll>t' with their breakfast. Ncver# 
tllelcss. according [0 SM~SOR'S crOSS
~ctiol1 findings, only 5 per cem of the 
Ilalinn's co(f('(' ronst~'rs who use bro.1d
casting employ tile brh.k morning IliT [I) 

purvey their product . 
Outstanding uset of mdio's risc·and· 

~hilk' hour is J. A. Folger of Stln Fran· 
ciscu. Wilh a newscaster, Fr.1nk Heming
~·il). pos;,cs..o;cd of an inspired sellse of 
humor :mJ an ability to mimic front-page 
pt'1'l'OIl<lJit it"S, Folger has increased jls 

:.alcs ISS per ccm during Ilk' P."lSI four 
) ~'':lr''. During this IX-riod Fol~cr spent 
75 (t'ms out or l'very I1dvl'nisinf;! Jol1ar in 
raJiu, m'er [ill.' Don Lee Broadcasting 
~)'~[{'I1l , alllJ since ,January I, 1C),n, over 
the huemlOuntain NetlO.'ork, 

" 

:,.' I,ro:uo h 

In contrast to Folger, the nation's 
coffee roasters .... 'ho used broodc.1sting 
(sampled by SroSSOR'S industr)' cross~ 

section} on the ;)vcrage spent 35 per cent 
of their salcs-promotion budgets on the 
air to build brand loyalty. Brand loyalt)' 
is the primary objective of coffee pack~ 
ager5 occause, as leading coffee authori~ 

til'S admit, the 111}"nlan Clm detect little if 
an)' difference in taste between mass 
coff("('S, 

Nmiollnlly there's no c(llfee that equals 
the combined sales of the leading local and 
regional brands. The national leader.. arc 
Ei!;hl O'Clock (A& P) (Iud ~Iax\.\·dl 

House. LcadinJ! regional brands iLlclul.le 
Hills, ~t. J. B., Bunemut , Quah'r, Del 
Monte, Americrm Ace, Boscul, Folgl'r's, 
La Touraine. ~1artinson's, Sa\'arin, 
Nash's, Roundy's, nnd Beechnut . With 
the exception of l\ 1. J, B. and BccclulUt , 
all the regiollal leaders :md most of the 

locnl and regiunal runners· up usc broad
casting. 

RUllrll'r'up III national sales is Chase &: 
Sanborn which is a consistent contender, 
although seldom a leader, in praclica1J)' 
e\'ery market. Brand name recognillon 
for C&S is unusual1)' high but a high per
centagt' of rl.'spondl.'llts 10 surveys con· 
ducted by nl'wspnpers and indcpendl'flt 
rt'S('arch orl!anizations rccoWlizrd the 
C&:S nalll{' but "hnd tried tht' brand bUi 
hadn't round the bknd to their liking:' 
It 's undl'rstood that mo\'('s ha\'{' been 
made by Stnndard Brands during the past 
year to com'Cl this taste nl.'gllcive. ann' 
this has been achieved the coffee industr), 
gl.'nerally believcs as will take its place 
with the Il.'aders. At present bulk sales to 
hott'ls and institutions keep up Chase & 
Sanborn \'olume. 

Local and regional coffees do not de
pend so[l'Iy upon spot announccmellls to 
get across their ad-appeals. A lillIe under 
2J per ccnt of the industr}', as represenu'd 
by Sl'Ol'o'SOIl,'S cross-section, use spots to 
the exclusion of all other fonns of broad~ 
casting. An equal percentage usc spots 
III conjunction with programs of one fonn 
or another. More than half of all the 
coffee companies on the air use spot, 
r('gionnl. or network programs to the ex
clusion of spot annOUllccml.'l1ts. News 
leads all other program types, " 'i th musi
cal and qui: presentations tying for 
second place. Serial dramas do not run 
anywhere ncar as high as might oc ex
pected of sponsors who must depend upon 
women almost I.'ntirciy to tum the desire 
to buy into actual sales, ani), 4,i percent 
of co(f(!(" sponsors arc using da),time 
serials. Included in this percentage, how
ever, arc Ceneral Foods (Maxwell House) 
:lOd K rogl.'r Crocer), and Baking Com
pnny (Spotlight Cotft'e) . 

Program typC5 used to sell coffee and 
the percen tage of each type indicate that 
a great deal of the adVertising isaddressed 
to others than the housewife. 

( :',rr.·" I· ... ~ . .. n' Tn .... 
P~.~~n l "~~ 

Tn'" urTo.,,1 
:.~ .. ~ l~,CI 

~I ,,~'" 15.0 
Qui/. 15.0 
1'.I .. k'II"~.ln~ 10 •• 
t '"lk ~ I u,i<' 't.~ 

",.I~I. I .• 
I 'p tl., . )' 1.7 
\\'" ",.,,' ~ 1',lItlet",,,;,,>! 1.7 
"I'<'''~ .1,0 h,,,, I ~ 

1\",I<1OI I:I" .. k 1,1, 

'11 ",~ Sl>l,, ~t~ \. .. 
,\1 1. , ,\ 11· .... . h ... I(., ... >,,~ I ... 

Thl.'f'l' W:l$ a time when food ad\·crti5<.'rs 
(and th;'lt includes coffee roastt'rs) fought 
for availnbil itks on Thursday and Frida)' 
I.'\'enillgs with the id('a that the ~h05t 
w;'llks on Saturdnys and that's the day In 

SPONSOR 



.... 
K.le Smith (Mutu.1 (oope,.llve pro9"m) iI 
wld.ly promoted by O ld M"ulon Corfu 

which the housewife spends the greater 
pan of her funds for food . 

That is not I I'U(" today, for although 
I1lOI'e coffee is bought on Saturday t han 
any other one d3)' in the w~k, the coffee 
sales on that day an! less than 26 ~r cent 
of t he weekly tOlal. Coffee Is sold c\'ery 
da)" in the ""'Ct'k, no d ay producing an out· 
standing propon k>n of its sales. In a 
Transilads Survey housewives Indicated 
that [hey bought their coffee on the 
following days : 

C: .. llu nuyln lt by "aya 

1'~ '(e"I.lIe 
u f lIu )' I" 1I 

111.7 '0 

elN't & S.nbcxn" Ch"Ii. MCUllhy .chien:d 
• n . 1I·lime lop .. hen W. C. Field. whited 

Till, .... 1I,~1I I~ '1'0 'I'll" 
q ll.\IiUI II .... ;~II! 

~- • I 

nW~ ';;_~~2~ ~J 
, • ' .~ == .~- .,. .. ... . .. . . 

DIS'lAY III IMlllE '1i1nDI 

....... _ . ...... '::-.• ~ •. '.~'.~'.~ .• ::';:"~. ~.~"~.~.~.i:-~.~ .. ~' .. 
;~;;.;; a,_ I (iii I -l~ 

'\ ... II U II.I: ' 'III "In III 1111., 1'1t" 

R~gioNit bl.nd, 01 coffu f~' I1,1 I ~ I h~il 
,i ... d, " Lee & C.d., do with Q u, k.r 

Fo,b~, Food StOf~ Quit If",~t, Ih. KXOK 
t~" ilofY . nd winl sp~d,1 . Iort di'pl.y, 

Turlod",y 
w .... nes.by 
ThuriObJ' 
Frkby 
s.ru, d:.o.y 
Sunda)' 

l~ .!"" 

11 .7' 
n .'· 
IS.'" 
u .... 
I.' " 

Sunday's Charlie McCarthy pmgram 
seems to ha'~ stimula ted Monday coff~ 
buy ing to a slight deg~ bu t most mer
chandisers attnbute the higher Monday 
purchases to t he fact. that the supply is a 
little likelier to run out on the weekend. 

The fact that colfee buying is not re· 
stricted to any one day in the l'.'C('k 
accounts for the fact that 26. 7 per cent of 
SPONSOR'S sample of coffee advert i5{'rs usc 

FoI9~'" , i' ·off~fI IIkt bell.point PUI drtw 
ntl,l., , twl'·million l. b. 1s lhi. p"l lummt/ 

FREE · TAKE ONE! 

REGAL BAll-POINT PEN 
from fOlG IU ' S 

'01 SlUOI HII AHO 
(OUl OU .. ... "', ,.. 
... wo"',,.. 

only 

.......... ..... 11,_ 
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I '0 ..... . CO"" .... , ,_,~, • ~"""'" : I ._ _ _ 'telo, •• " 10'''' .,"1 , 
I _10M" '-" ... _ ..... ' ,_ . .. , .. oo,~ • • I '0"" .. _ ___ .. _ ,_ • ,~ .. _ , ,, ' , 
f '0"" ... -" ...... 

I .'-='~~"~'-'====;=; 1 _ ... , 
I "" ,- " "'- I --- --------- -._---

across-the·board (Monday through Fri· 
day) bro,'wJcastin8. AftY-5C\,en and six· 
tent hs per cent o( the users of pmgmms 
air t hem daily. Another reason gi\'co ror 
the daily use of the med ium is that sina
coffee is sold on a rcminckr basis it's 
nettSSar)' to keep hitt ing the consumf'r 
.... i th the cu rrent s logan. 

Slogans an! high in fa\·or wi th colftt 
ad·men and they use them a t the drop of 
a hat-becausc t hey've (ound t hat they 
sell. They credit Maxwelil-louse's "CocxI 
to the last drop, " "A cup of J FC ..• is a 
cup of GOOD colfee," Chase & Sanbom's 
"shllde grown navor: · Polger's "When I 

(Ple/lse Jurn to pagt -10) 

"W. Ih. P~opl~" hit ntw h. ighh '01 Sink • 
when G,b~ H~'tt~f IMd thi' , i. nl .. hi. 9", .. 1 
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. spot 
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. tr.ends .. 

B .. "d upon numb", ol.poh (p rograms and .n 
nounccm,,"h) pieced utI! mo",h by .11 .pon 
son indu"d by ROf.ball'lh R"po.t on Spot 
R.dio Advc rli,ing. Spoh indued dl,l,;ng S"p
'ember ore uied.l. bal" .nd ch'rl"d u 100 

Spot businl'SS was up in October 2.9 points over September ucspill~ the 
lact th.u Ihe trend was down in a number of industry classifications. 
r-ood. rCncclillg the gmin and meat markeb, was off 1.2. SPONSOR'S 
miscell:lnl'ollS classification, which includes farm products, motion p ic~ 
(Ures, cO.II, 11\('11'5 clothing. (,IC .• was off 27.0. Createst drop /59.38 
points) \HIS in the tobacco group because a number of ca mpaigns con~ 
duded Juring the month. Soops~c1cansc rs. [Qjlclrics held it s own de
!l pitc gloom in the cosmetic business. Biggest ga in was in the beverage, 
(onfectiollcry index which jumped 90.2 poim s due.' to Coca-Coln's return 
\0 the local program fie.'ld over 245 stations. Three out of five sections 
in the country show('d ;10 increase in SpO t plncemcnt. The.' Sou th 
\\':IS o ff 7.6 :lnd New En gl;md off 2.S point s. 

1947· 48 AUG SEP OCT NOV DEC JAN FEB MAR APR MAV JUN JUL 
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80sed upon reports from 27.4 ' Sponsors 
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Trends by Geographical Areas 

" 

New England --
Middle Atlantic ---
Mid-Western ---

Southern ---

'fo, lh" rolol " ,pon,or i , 'ega,ded a . a "ngl,. ca'po,ole "n'I,ry no "'01\", haw 
many d i~e",. cl i.i,ian, il ",ay includ" . In 11,,, indu,l ,y 'epa'to . ho w" •••• Ihe 'Ome 
.pa". o. may b" 'epa.red .. ncle, a number al clo .. i ~<al io n,. 

NATIONAL TREND 

Trends by Industry Claniflcationl 

Food --
" 
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100,000 VISITORS YEARLY SET NEW 
ATTENDANCE RECORD FOR WFBR! 

Advertisers get huge " PLUS" 
from word-of- mouth praises! 
Every weekday-wee k in, week oul-crowds of eager Balti
moreans flock to W F B R (more peop le yearly 11'101'1 live in 

Sa vannah, Georgia!. These 100,000 people from all wolks 

of li fe come to W F BRio see broa dcasls, visit modern studios, 
look at highly merchandised product displays and receive (I copy 
of "Let's tislen"-W F B R's chotly, informative house orgon cmd 

p rog ram highlight guide. They leave with heightened interest in 

all W F 8 R programs. 

The hundred thousand represent, at no ellira cost 10 you, an 
intensive loyally fodo r 'hal can', be duplicated in Baltimore 
radio. They're the reason we ' re known as ... 

ABC BASIC NETWORK. 5000 WATTS 

REPRESENTED NATIONALLY BY JO H N 

M D. , IN BAL TI MORE , 

BLA I R & COMPANY 

DECEMBER 1947 " 





WORI( FOR A COMIC 

IIO\\' I11<1II Y l' hild rl'lI lwll,l'l'Cli h~lnl ill tlr., l Tnill'11 Slah '.~ :oillt,C ! !J;lO - l lu' Il', ll IIH "h' I Il 

he re j,. Ihal thtn' IlI"l' lI1illiul1 :- IIf hu~ .. 1I1Iti ~irl .. of .. ,·IJOul aw' l lllli 111,'11 ,11,,1 \\flllII'll ill 

their 2()",. \\ hu IU\ I>: SE\ ' CII K;\O\\~'.\ "OlttO \\1 'fIIOUl H\\)IO . 

NBC ito 111f' fin·1 ru d to 1Ic{\\OI,k to u",c thi " pupu lar h:l·htl iq lll·IO Id lllt)\\ radio \\\11'1..,. ••• all mtlio. 

With llil' fin .. , p l' illlil' !:; of 1.2's0,000 copie::. \BC',. ('\)lI d, · buol.. . 0\ Tllf; liN . \\i l l !"t'.wh 

of Illl"Mlion-li 11I,..1 lII ujur il y (If lot lay's Jj",ICllillg "udil'm'I' ,IIU/ tHllwrrtl\\ ' ", pull,ltli.11 nl/l"ulllt'r,:. 

\ ,..., \ j", of Un. lin 

Cors'''r"';.,,, o)f \"wr;,'n 

• • 

I\ ~ I E I(I CA'~ ,no I \"-:T\\ 'OI(" 

the National Broadcasting Compoll)' 



Tlu~ diHe."elice h etw eml 

NIELSEN'S ~~TOP TWENTY" and 
'I( What Niel sen's nc~·ly.re. 

. , I,·:tscdo "Top T .... enty" means 
is that in the sampled arl"3, 

these 20 programs h:tve the blggcst audio 
ences . /\ 5 released by the Columbia 
BrO.1dcasting System, his figures also pur
pon 10 indicate the programs that deliver 
the biggest :ludienc(.'$ per advertising dol· 
lar. This " numbtor of listCfU'rs per 3dver· 
tising dollar" is based on figures from the 
best available sources on network l ime 
cost plus the COSt of the progrnm. 

Nielsen rq>OlU that his 1,400 audi
meters measure 6) ptr cent of the 
lS,OOO,ooo..plus radio homes ofthe nation 
Audimeu:rs (measuring <k\'ices attached 
to radio rt'CCI\'CtS in homes) 3rc inSl;]lIed 
in the Nielsen arr:lS as indicated on the 
map on this pag,e. The! 1,400 measuring 
devices in :actual pr3Clitt arc Cut do\\11 to 
1.260, since 10 per emt of the tapes from 
the 3udimelcrs arc nOt usable. This 
means the audience in 22,050.000 homes 
(63 per eent of the U. S. A.) is measured 
by 1.160 rtudinleters. These audimeter 
' T(l I~ In.w P"". '~""""", n ... 1 n .... ""h""b,-•. 

(PltlJlr 114m to pagt '9) 

TUI' T\\"";N"TY 
(O ctobtr 5- 11 , 19.(7) 

Avtr"t 
AuditfiCt HOMU 

P,O" .M R.tin,1 
1. l ux Radio Theater' 23.1 
2. McGee & Molly' 19.7 
3. Bob Hop" 11,1 
4. Amos 'n' And y' 11.9 
5. Mr. District Altorney 11.7 
6. My Frie nd Irma' 11.5 
7. Aldrich Fami ly 16.5 
I. Screen Guild" 16.0 
!. Red Skelton' 15.9 

10. Charlie McCar thy" 15.2 
11. li le 01 Riley 15.0 
12. Jack Benny' 15.0 
13. Big Town 14.9 
14. Truth or Conseq 14.6 
15. Burns and Allen 14.5 
16. Talent Seo uls 14.4 
11. lone Ranger 14.4 
11. Fred Allen' 14.1 
11. Inner Sanct um 13.9 
20. Krall Music Hall 13.9 

Pt. S 
301 
m 
236 
215 
m 
459 
N.D. 
N.D. 
301 
208 
353 
214 
497 
317 
262 
443 
818 
N.D. 
449 
319 

"Thont P'0S'.MI _ ... '"I' ... ytd by N itrltfl 
.nd H OOp., Ofl tht Uln. nl,hh. 

.--------------' 

... _, .... 

- " til UII 

~u DlNOfI '$. OJ II .. 10''''1'0' &.00111'0., 
~I 1000I0I1 '$. OJII.Io.I"OI ... CO<I . .. .. .... 

~H 

"' 
11.11 

"" 

-'" 
. , ,. 

H 



H 

HOOPER'S ~~FIRST FIFTEEN" 

The 36 Hooper Survey Cities 

Areas Covered by Nielsen 

• 

lloopcratings <lTI.' popularity 
. mdices, not circulation rt

ports. Hooper's" l7irst nr· 
t{'Cu" IS a mnk order tabulation of the top 
progmllls tclcphonc-chcckl-d ill 36 cities 
in Ih(' U. S. These 36 cities have bl'C'l1 
scl('d:cd becauS(" throretically the)' have 
equal service from (':leh of the fOllr nt'[· 
works, i.e., the four nct'A'Orks can be 
rn-ard with equal cl.1rity in them. 

Il00000r:uings indicate the populari t )' of 
pr~rnl11s in urban tl'icphOJK' homes only. 
The phme IJOOK'S in each area 3ft' checked 
011 a random Msis withOl..II thought 1)5 to 
striuiflCltion (education, inC'Ofll{', {amd}' 
site, NC.). TIle interviewer takes ~ 
n:lll~ after another from tt\c phone books 
in her area and checks prograrm the last 
13 minutes ou[ of ('vcry IS. Checking a 
15·n11nu[(' progrnm bro.1dcast in all 
Hoo~ ci t ies. inter\'K·III .... rs make 73S 
calls. For a half-hour program lAiO 
calls arc attempted, (or a one-hou r pro
gram 2,940 mils. With these enll!! 
Hooper attempts to repon upon the popu
larity prcrcrcnccs of the 29,085,542 

(Please lurn 10 page 60) 

. ' .UST "'.,..:.:X 
(O(.lob~ r 1-7, 19 47) 

P,o,.am 
1. Bob Hope* 
2. Fibber McGee and Molly· 
3. Lux Radio Theater· 
4. Jack Benn y" 
5. Amos 'n' Andy' 
6. Red Skelton' 
7. AI Jolson 
I. Charlie McCarthy' 
9. Walter Winchell 

10. Mr. District Attorney 
II . fred Allen' 
12. Screen Guild" 
13. Bandwagon 
14. Bin, Crosby 
1 S Greal Gildersleeve 

(nol released) 
16. My Friend trma· 
17. Trulh or Consequences 
18. Jack Carson·Eve Arden 
19. Duffy's Tavern 
20. Take" or Leave " 

R. lin! 
23.0 
23.0 
21.6 
20.6 
19.8 
19.2 
11.1 
17.9 
17.1 
17.5 
16.9 
16.7 
16.5 
15.8 
14.7 

14.2 
13.9 
13.1 
13.6 
13.0 

'Thn~ p'0')f.m ..... ~,~ ~u ..... ~y~d by Hoop~, 
and Ni~lttn on th~ '.m~ ni , hl" 



THRILLING CHORAL SERIES 

The best from Tin Pan Alley, Hollywood 
and the Classics by the Superb 
Sixteen-Voiced SERENADERS 

,\"1' ~"II " ;", " ,""I""r the "ill~i lll! ;':fUIIJ' I"itll 

Ih,' lull)!,· ... , "<IIllillllllll" n T orcl 1111 th e uir uf 

all~ nll'HI orgOinizalioll . .. alllHI~t 60n hru:Jci. 

";1,,1,. o\er CB,S. En'ry 1IIt,'lIlhcr i,. a !olar ill his 

HWII ri::i.1 wilh a IIU('kt,::fUlllld uf lup-s hol,' 

I'll rt i (,j JIll I ion. 

Sen:: n I r-cigh I "'('11lI fa I (. lift'TIl-lIli lIul C cl,i""d,',. 

ltrc aqliJahlc , ('liCIa a I'rllg ralll gell! ,lin'etctl hy 

";lIlil,' e .. I.' IIl1d " 'ilh \\ 'arrl'll S"cI-lIey ,,( :\' ('l\' 

York "hilhufillmli,' fanl(' IU'liul! :IF; CIIIIIIIICII

talur and 1I111,.i('lIl 1111,,1 . ()"cll ill~. ill",ic!r. and 

dll ... iug c nllilucrc iul s. 

:'\u finer IllI1 !iieal tal"'"1 ufit,. typ.: exists tod:IY. 

W I:\'GS OF SOiXG b lJ prll/.!rum scri('s wilh 

I r CIII(' IICiIIIi S l1olH1lnf illl,)cal, Inude Jlossi ble )'Y 

the ~kil1fu) sclc<:ticJll of c!i\('r,.ificc) lllu,.it'lIl 

Ilulilhers. 

\Vrite for lIuditiull dj"c. dellJi)s 

Oil sp<:ciul <:(HIHlIereiu);, hy :'\1r. 

Cole and :'\lr. S\"ccnc~' , :.Jlld 

olher fuets . 
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An outstanding High-Hooper Show with 
the famous MULLEN SISTERS and 
CHARLIE MAGNANTE'S Orchestra 

There is only one Singin' SaUl and what a selling jail 

he has done for scores of sponsor s . . . a lld can do for 

you. Singin' Sam sells beca use he gets th e ratings and 

gets the rcsponse. 

wow Omaha 18.] at 6:30 P.M. 

WTAM Cleveland 12.4 at 6:00 P.M. 

CKEY Toronto 12.9 at 7:30 P.M. 

CJAD Montreal 14.8 at 7:30 P.M. 

And according to tbe Conlan sur\'ey, the percentage of 

tune-in at WISH in Indinnapolis was doubled in firs t 

three Dlonths 011 the air ... 14.6 to 30.4. 

Yes, Sam is doing a spectacular j ob. lIis fifteen nunule 

shows have heen heard on Ol'er 200 s t:ltions for scor es of 

sponsors. 

Write for audition disc and full details on special com~ 

mercials by Sam , ul'aibbilities, e tc. 

r---------------
T ranM.:ripliuu :;,,10:5. I"t:. 
I Li \Ve~ ( lli g h S ln'c , 
:; I,d,,~ r, c ltl . Oh i" 

J'J ca~("" ,. .. ".1 . >le COIl'l,I.· I" , ]; • • " nil 

o S ing;', ' :;Il m 

o \\ i "g~ .. r Son g 

;'I\11.I1 C .••..•••••••••••••••.•• 

:;t rcct . 

. :;II1IC . 
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Bl\l~oard 
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IN RADIO 
~I.o 

XL STATIONS 
PACIFIC OORTHWEST BROADCASTERS 

FOR 
OVER -ALL PROMOTION 

REG IONAL NETWORKS 

1947 

w.~ • ... _ ....... '. II~~" .... ' P'$ 

THE 

DECEMBER 19-47 

of more 

promotion for 

your products. 

* 
14. I,plul ...... pr. oj ,"" 

·· •• r.. 'o.u·' Ito., "0' " '0' 
Y'" ., NO EXltA COST 

-
'. 

_ MERCHANDISABLE AREA 

c::::J BONUS LISTENING AREA 

SERVING 2Y> MILLION PEOPLE 

" 



The 

I·if~ked l·ulI.~ 1 

.nlls,,·e rs 

lUr. I' h ... l e r 

Every year, 
sometimes more 
frequemly, ques~ 
tions come to an 
advertiser's mind 
and he naturally 
tums to his agency 
for an answer. 
Sometimes these 
questions arc fa
miliar t o us. 

Sometimes they are brand new. But, old 
.or new, we approach ewry quest ion with 
the obligat ion that the answer should be 
as complete and accurate as our facilities 
make possible. 

We were one of the first agencies to 
.offer radio as an advertising medium to 
our clients . As th is medium has de
\'eloped OUt services have expanded. In 
add ition to our regular program depart
ment which covers production, script 
editing, timebuying, client contact, and 
sales, we maimain a rad io commercial 
copy department, a radio research dc~ 

partment, and a radio publ icity and pro
motion department. The act i\'ities of 
each of these groups come under the 
supervision of ilS department head and 
OUt radio planning board. 

There arc many services \Io'hich our 
clients expect and get through these ex
tensivc facilities at BB06:0. In handling 
11 net ..... ork programs and a great amount 
of spot radio we keep up with the ever
changing radio piCture and fccl that we are 
well-cquippcd to render the many services 

s ... 
H \Vlla t ~hollld :1 I'udio ad vcl'lisc,' expcct ill tllc 

way o f serv ice fl'oll1 Ih e r a fliu 11c p a ,'IIIIcnt o f 

his ad vcl'l is ing agency?" 

Adria n J, Flanter I )'Jnrl ilill9 M<lII<I~r 
Bt/lrUI Wale" Co., /lle . 

which an advertiser expects from an gi\'cs the advertiser the maximum audi
agency. ence among his truly poten tial CUStomers . 

ARTIIUR PRYOR, JR. 

Vp in Charge oj Radio 
BBOOO, Ntw York 

If I owned a 
railroad I would 
not employ en~ 

gineers and expect 
them to be ticket 
sellers, switchmen, 
brakemen, can
ductors,or do any 
thing other than 
the special job for 
which I had hired 

them. (True, perhaps they could do 
these other jobs in an emergency, which 
would be an advantage.) 

By the same token, if , employed a 
major adVertising agency to handle my 
advert ising ... from the radio department 
I would expect: programing. Period ! 

In most major agencies today, the other 
highly specialized and skmed work can be 
done far better by the .separate depart~ 
ments, such as publicity, promotion, re
sea rch, and merchandising. By the use 
of the agency's entire facil ities, , would 
expect my advertising to produce its best 
results. Therefore, I definitely say a 
radio department '5 chief function is pro
graming. If the radio department has 
some knowledge of these other jobs and 
can be useful in those directions too, that 
is all to the good. 

Advertisingcoordination usually comes 
through an account executive whose dose 
client contact keeps him aware of all 
policy matters. And the account execu
tive supcn'iscs ,il l the requirecl radio 
service functions, because naturally there 
must be dose cooperation in all of these 
departmental jobs. But none should 
overshadow the main advertising objec~ 
th'e-a good program, whether it be net
work, spot, or whatever, so gcared that it 

By way of postscript, another reading 
of Mr. Flanter's question leads me to 
suspect he's suggesting that many func
tions besides programing should beencom
passed in the magical 15 per cent dis.
coum . I f that is so, 3,000 .... ,ords instead 
of 300 are necessary to give him his 
ans ..... er .. . unless it suffices to say that 
agency net profit (and particularly from 
radio) is inordinately 10 ...... 

BUY:>:E B urCHER 

Radio dirtelin' 
Nnl'tll-Emmetl, N. Y. 

J think that a 
client has every 
right to expect 
from his advertis
ing agency's radio 
department a com
plete service as to 
the planning and 
execution o f all 
radioacti,rities. As 
background for the 

planning. the radio depanment should be 
expected to keep itself infonned on the 
over-all radio picture-that is, current 
shows, a\'ailable talen t, talent trends, the 
statuS and standing of netllo'Orks and sta
tions, the listening habits and prefer~nces 
of the public as to day-of-\\'eek , types of 
shows, etc. 

In connection with the execution of 
radio plans, a radio department should be 
expected to be equipped to carry ou t com
plctel}' such radio plans as are made; 
specifically such things as the buying of 
time, handling of any and all contractual 
negotiations for radio lime and their 
subsequent problems, the building andlor 
buying of shows, buying of talent, and the 
handling of any talent problems, con
tractual or otheTIIo'ise, the writing of com
mercials, and the actual direction of 
shows-and by shows I mean ewrything 

SPONSOR 
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from minute spots to one-hour progmms. 
All these t.~ings should be handled by 

the agency, although the)' may not all be 
the actual work of the agency. The writ
ing of scripts, arranging of Illusic, direct
ing of shows, etc., are highly specialized 
creatiw func tions, and it is nei ther rea
sonable nor practicable to expect adver
tising agencies to h:lve such specialized 
creative talent on staff and available at a 
moment's not ice, I say it isn't reason
able, because it isn't economical. For 
example ... suppose a dramatic script 
writer were hired on a staff basis, out of 
every 12 months he migh t well be needed 
for only three. Further, it isn't practic
able to do thiS, even if it were economical, 
because the best creative talent in radio 
remains free lance. 

Coing beyond radio. clients have a 
right also to expect their agency's radio 
department to be knowledgeable in such 
other fields as promotion, publicity, re
search, merchandising, and so forth, so 
tha t in working out radio plans a nd ideas 
these other phases of advertising can be 
properly related. 

Radio departments should know how 
to use research data, where to find re
search facts, where research can help out 
on a problem, and how to go intelligently 
to research pt.'Ople for help. Radio men 
should be broadly infonncd, and be able 
to cooperate with other departments. 

Bu t- and here's my point. As I see it, 
all t hese other non-radio functions are 
specialized, and should be handled by 
specialists. The radio department shou ld 
not be expected to take over research, 
promotion, or other phases of advertising 
activity, however closely allied with a 
given radio effort they might be. 

FollOWing this line of thought, even in 
those cases where radio consti tutes the 
major part of an advertising effort, 1 don't 
think the radio department should dom
inate or dictate advertising policies in 
other directions although it goes without 
saying that they may profitably be con
sulted concerning them. 

Thus in all cases the C. H. Q. of the 
advertising campaign should still be the 
account executive, the plans board, or 
some such central group responsible for 
t he over-all well-being of the account, 
whose job it is to get the best possible 
advertising, whether this be in radio, 
prin ted media, outdoor, etc. Only in this 
way can the pict ure be seen in its proper 
balance, and the work of the various 
specialists in the related fields be properly 
utilized, 

FRANCIS C. BARTON, JR. 
Vp, director oj radio 
r"'tderal Adl'ertising Agellcy, N. Y. 
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A~1~~ 
THEY LOOK UP TO .. · 

U It doesn't show up In media dara , but cer

rainl), prestige is important in selecting a radio 

station. No doubt pmtige Joes influence man}' 

adverrisers in choosing WFBM. Around Indian

apo lis people are looking "p to WFBM-hm·e been 

for [weory-two rears! \'(/FBM won itself a faithful 

audience as a radio pioneer-the first station in 

the srate. And WFBM·s been building its audience 

and building it s prestige with both listeners and 

advenisers ever since! 

Incidentally. \'I;' FBM ·s audience Ii faithfu l 
(as we said). If you'll Jo II. link "Hoopcrom
ing," you'lI notice that W'FlJi\ f is CO>/IiJlnll/y 

r,ll"d jim in InJianapolis in ovcr·all liStcn
ing audience-Jay and ni!;hr the) elf ·round. 
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Symbol of Thoughtful Giving 

Among lho~c YOli want to r c m c mhc r thi ~ C hri s hnas 

:Irc bume who seck a he l t c r uudc rl'l tandil1g 

of hroadcast ad,'c rti s ing. They may be 

r, pnn sors, prns p cclhc s pon sors, uch'cr ti si n g 

agen cy cxcculi\Ocs, or your OW11 m;~f)c iut cs. For su c h 

\\c o ffe r a unique g ift •.. Lwch c cOJlscclIlh'c 

111011 thl~' issues o f the one IlHl~azinc d esig ll cd 

1000/0 for Im yers of broadens t a(h·cr ti ~i n g. 

ThC" h andsome gift card reprodu ced 

ahlH'c acknowlcdgC's 

~CHlr thcHlE!'htflllncss. 

lor Buyers 01 Broadcast Advertising 

SPECIAL GIFT RATES: 25 subscriptlons or m OIl, $3 eacn, 15-24, $l .50, 5-14, $4, 2-4, $4 .50, One, $5. 

SPONSOR 



I ... ... M.ry l u T1'I'101 bro.dcul h., p"" Mille p.o! •• m di, .,cl 'rom thl Ipon lor', 
• • • • ' lut 1c1lch,n OV" SI. Louil' KMOX. Th. novt:lt.,. plYllound .fllch p.oducld 

1I0ll1e economics progr:nns, 
conceived in the t('St kitch(.'fls 

of radio stations, advert ising agencies. and 
advertisers in the late twCtl ties and early 
thirties, havc during the curn.'f1t decade 
almost passro (rom thc comrncrdal bro;ld· 
caSt scene. TIlt' duo that remain in net· 
~'Ork radio, Mary La Tay/Of and &tly 
Crodn'. like their few local romentpor. 
ar ies in Oklahana City, Chic:lgo. and 
points north, east, soUlh, and west, have 
cOl'1linutd to gnther Siz.1ble audiences. 
11lat'S because t~)' have been able to 
keep up with the limes. Although they're 
a ll in part based upon the skillet-and. 
s:lUccpon apPf'OllCh, they're no longer Lily 
Tish·ish. 111ey'vc added entertainment 
[0 the infonllntioo they bring to the 
microphone. 

Everything from quiz to drama :lIld 
name guest s tars is currently fou nd on a 
home economics pro~r:nll. Sponsors have 
discovered tlmt kitchl'tl personalities ilnd 
a mike with the rattle of polS and pnns 
offstage do I'IOt make a 1947 program. 
Not only must the authorit}' be abk> to 
talk to her listeners liS though she \!o'ere in 
rhe s .. uTlt' room lind a personlll friend but 
she must be a modem, not a hoover
aproned rei ie. 

When rndio was )oung and sponsors 
\!o'tre tyros in the field of bro.'Jdcast advet# 
tising. almost all major food odvenise:rs 
took a fling at selling 11M: housewife via 
the cookery routine. There were Pills
bury's Kilehm OOMlIPS and R . B. Davis' 
M)'s~y Cht} on CBS. Borden hod jallt 
Ellisoll's MaRie Rrcipa and Krafr Mrs. 
Coudiu Fortcasl School oj Cooking on 
NBC. General Mills started Betty 
Crocker on WCCO, Minneapolis, and 
moved it to NBC in 1927. Pct Milk came 
to the air wit h Mary ue Taylor in the fa ll 
of 1933, spemling $26,400 of its $358,600 
1933 advertising budget fur thc program. 
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Since thcn , only Belly Crocker and 
Mary Let' Taylor have continued tmtion
ally to deliver radio-inspired nles for 
their sponsors. Most local test kitchens 
in radio s tations have since removed the 
white tile and anc)ellt Kelvin.'Jtors. 

Home economics sessions reached their 
zenith in the fsdd of multiple! lIponsors. 
h's a simple maner to "sell" a number or 
rood items as the air instructor tells the 
house ..... ife ..... hat to do ..... ith them. Ne\,er
theless most advertisers howe found other 
participating programs (women's gossip, 
news, disk jockey sessions. quiz, hreakfast 
club, Mr. and Mrs., and musicnl clock 
broodcasts) deliver at :I lower COSt per 
listener. 

Bett)' Crocker is General Mills' house
name. There have been as m.11lY as 20 
Crockers on the air at one time. either 
regiomll lyor loca lly. She's never photo
graphed and ..... hen the picI ure of her 
appears in advertisemenrs it's n piece of 
"art." As the years have gonc on, she 
has been modernized and never permitted 
to become do ..... dy. 

Mary Lee Taylor is the PCt MIlk hOUliC 
name. Unlike Betty Crocker, ti"" Tn}'. 
lor has been one person on the air down 
through the years. Mrs. Sus.1n Cost of St. 
Louis. Amating though it lila) 5C.'C!fn 
Mrs. Cost looks )OlQlger, "lOre "ivadous 
today than she did in NO\'enl~r 1933 
when she appeared berore the KMOX 
mkrophooe and broodcast for the first 
time as Mar) Lee Taylor. 11\t' SI.'t'l"et of 
the program's success is th.'Jt Just as Mrs. 
Cost appears (in her pictures) to ha\'e 
gro ..... n )'ounger ..... ith the years !to tms tht' 
script diSClrded the Sluff). stilted verbi
age of years ago for the Simple down-to
earth dialogue of today. 

Typical of the 1933 continuity is John 
Cote's " Pardon me ir 1 Sl'Cm to speak 
indistinctly- my mouth is .... ·n!erinf!." 

\Vltut 

Kee.ts 

n Ilollle 

EeonollIies 

Alive? 

WI7 M. ,y Lu T.ylor It ill hilpi 
winl lans kitehln cI.UI' 



\\ hill' Cull: handkd Ilk cummcrciab 
l\1ary L~'C stlHl:d noisi ly in;l mixing bowl 
lUlU told housewivcs at grl"U length ho ..... 
to Ill:lkl' a plum pudding ..... ith rCI Milk, 
naturnlly, It ..... :lsn't mspircu radin but 
thl' dist:lrT side of t he home liked it, ~nt 
ror i\I;lry LL'E' Taylor recipes and bought 
Pet "lilk, 

5.10)(; tjl11~' eXCl'pl Pet Milk, of courS('. 
She hnd to g('t aWOl} frolll straight exposi. 
tion and she did develop a .... 1Irm, chmty 
style- ns she and the nnnouncer kicked 
around an idea, 

Although &:tty Crocker hilS bc<.>n no 
olle person, thl' progr:lm's devdopment 
has lx'l'n much the same l1S Pct Milk's. 
Hl.'lIy Crockrr \o":IS (ir..t a local opcr<lIion, 
then :l Ill'twork sho ...... ttwn otT the nir, and 
now it's a two-web prcscnulti(m (NBC 
nnd ABC). Today, lktly Crock" runs llS 
two shows, five minutes on NBC in the 
middle of 3 block nf General Mills day. 
time serb Is, ;1lld a Monday.through. 
Friday half-hour "magazine" on ABC, 
Crocker is still ;'I drop in the bucket of 

As the years rolll'd by, ," 'ory Ut Taylar 
becaml' the old(>st continuolIsly,spollsnf('d 
sho\O,-011 CBS and SUS,IIl Cost was le:lming 
things. She discovered, for example. that 
a gorKl recipe ¥.'llsn't enough, It hlld to 

use ingredients thin were plentiful
S('nsonllblc crops, She h;'ld to suggcst 
nltemati\'es. for not everything is avail· 
able in all sections of till' country at the 

SIJtHlsors Plull Code of 
O"TII as Stations Vote 

AlthouJ!h the effective date for the 
Standards of Practice for broadcasting has 
nQt been SCt duc to the ract that they have 
been referred to til(,' rnem~rship of the 
National Association of Broadcasters for 
approval, stations generally nrc putting 
their houses in order in the expectat ion 
that the Standards will be pa5Sl'd, 

The Code, as the Standards are gener~ 
ally referred to, is tighter than present 
practices on commercial time but more 
liberal than the restrictions originally pro· 
posed. Maximum commercia l tifll(' is set 
as follows: 

t::Omn,.,.:!"I,.ln" .. 
P1-ol\,r.lrll. I'~rlod llay 

(~Hnu.~~) ( ~lInu. u) 

S I :IS 
10 1:10 
IS J:OO 
15 ~ :oo 

.Ml 4 : IS 

XI!!.hl 
(~lI nu. ra) 

1:00 
1:00 
1:30 
1:4S 
3:00 

4S S:~ S 4 :,\0 
U 1,00 6:00 

Participating programs which in the 
past have been exempt from conunerdal 
time regulations will be bound by the 
above sdwdules. Station breaks (periods 
between programs) will not be figured as 
part nf the program tifll(' :lnd aT(' exemp t 
from lhcsc regulations, Also exempt will 
be one hour a day ..... hich stations can use 
for shopping guides, milrket infornlation, 
and otlll'r informative programs, since the 
NAB has come to thl'condusion that such 
programs do perform a public servin', 

Nl' WS programs of 10 minutes or less are 
restricted to t ..... o comml'rcinls and other 
nl'WS programs are subjcct to the rcgubr 
commcrci:l l limitations, 

Doubk spotting (two commercials be· 
tw('en programs) is prohibiu'd except that 
time signals of 10sccnnds in length arc not 

to be construed as spot announcements. 
Attempts by the net"''Orks to get 

together and fomlUlate a net ",'ork code of 
their own have broken up. This is 
because there is definite fee ling among 
some of the webs that they should not set 
themselves up as a supeHribullll1 more 
important than the NAB. In other words, 
the networks are part of broadcast ing, and 
although not active members of the in· 
dustry association (they're associate memo 
bers) they want the public and the adwrl 
tising profession to know that they're part 
or radio and don't consider themselves 
radio itself. 

There is a growing sentiment among 
SPOIlSOrs that the advertising profession 
might well establish for itself a code of 
broadcast practices and thus increase the 
effectiveness of air advertising. To this 
end a sUI'\'ey of advl'rtising practices is 
currently bl'ing conducted for a number of 
key sponsors. When the report (highly 
confidential) is submitted nnd digested, 
the sponsors who art" underwriting the 
survey will suggest to the Associntion of 
National Advcrtisers (ANA) and the 
AmeriC:l n Association of Advertising 
Agencies (AAAA) that these t ..... o organi; 
~ations set up their own bro.1dcast Stand; 
ards nf Pmctices, 111is would be an in· 
spiration for the st:nions :lnd take the 
pressur(' o/r the NAB. Howe\'cr, no such 
selflimposcd cock will be submitted to the 
associations involved before June I. 

1\1 present most a~encies :Ire adapting 
their opl:rations to \o'"hat the)' call the 
"interim code"- tlw tinll' IimitatiOlls im· 
POSl-d in the Standards IlOW being voted 
upon by the NAB membership. 

I 
eM advert. s.n~ . whICh is currentl }' 
$ 11 ,000,000 a year uf which 72 per ant is 
spent in radio. 

Mary J.(e Ta)'/ur carries half the ndverl 
tising burden for Pet Milk, Instead of 
a dozen programs, like General Mills, Pet 
has two, Taylur and Saturday Night Srrt· 
limit, the latter in its 11th year. Last 
}'t':I( Toy/or received its lall'sl nlterntion, 
To give it that "new look" half the pro
gram is giwn OVl'r to a complete dramatic 
15 minutes, with a Oaudia·like heroine 
(thl' seri .. s is adapted from the novel 
}'oung Wife). ThIS pmgrnm formula 
ch:lnge ..... ;JS insisted upon by CI3S which 
fdt that a strnight home eC()nomics show 
in a seqUl'nce that included Let's Pretem/, 
Adt't'Jlfurers' Dub, Theel/I'!' oj Today, Stllrs 
Ol'ff f ilJlfywood, l·tC., would lose its :mdi· 
ence, Both agenc)' and client bridled at 
the Ill'twork's insistcnCe but Columbia 
..... as proved right. Mary Let Toy/or has 
kept its kitchen fal thfuls and practically 
doubled its rating. Befon.> the face.lifting 
it was gathering a 1.5 to 2.0 Hooper. 
Now it r:lngcs from 2.5 to 4, The drama 
and the infom13tion are well integr:lled, 

Belly CrockCT has also recent I}' under· 
gone rejuvcnating ;J lterations. The NBC 
spot is JUSt five minutes in length in the 
midst of an hour of General Mills enter
tainment- Tt)(io.y's Children, H'ontan in 
White, Tht SfbrY oj Hofty Sloan, and 
U ght oj the World. The ABC CrocktT is 
really a 30-minute women's \'ariet)' pro
gram with ne'ol.'S, fashion information, 
guest Stars, a quiz ..... ith pri:es. and finally 
the kitchen session. TIle new Crock" 
show (A BC) made its bow March 1947, 

What Mary Ut Telytor has ac(Om; 
plishcd, in conjunction widl Pet ~1ilk's 
Saturday Night Serenade, is tangible and 
checkable, In the past decade Pet Milk 
sales have gone up IJ I per cent while the 
entire canned milk market has expanded 
only 40 per ant (excluding government 
sales in both cases). 

House n:lmes with solid consumer fol. 
lowings arc invaluable. Beny Crocker 
and Mary Lee Taylor have pro\'ed that, 
They've also proved that there's nothing 
wrong with [he home·service type of pro-
J!raming as long as it keeps up ..... ith the 
times. The only thing wrong ..... ith test 
kitchens is that the}' tend to bcrofll(' 
dall'd. The primary thing that t he 
American housewife wants new is her 
kitchen-ask any builder. What goes for 
the listener's home goes for her listf'fling 
also, Her cooking instructor must be as 
up.to- tne-minu te as tomorrow's head· 
lines. If the kitchen m('Otor is, she can, 
:!oS ~tary Lre Taylor docs, deliwr sail'S per 
c:ln or package at tess thlln one' cent rer 
dollar of sales. 

SPO NSOR 



TV COSTS, 
(Contil1ued from page 19) 

there will be morc thim 100,000 te levision 
sets in homes in Metropolitan New York. 
ll1is means an "available audience" of 
600,000· in this area. When the event is 
imrx:m,mt enough this figure jumps to 
cnomlOUS proportions. 1111.' World Series, 
according to a C. E. Hooper survey I was 
seen and heard by 3,%2,336 people over 
television, which is more than six times 
the year-end TV "available a udience" 
figure. One way to become "socially 
prominent" is to own a TV receiver. 
(Although such prominence, needless to 
say, brings more than its share of ex
expense. "Friends you never knew you 
had become bosom comp~mions," accord
ing to one set owner. "And the crut of 
hospitality runs high, if you're not 
careful.") 

Duane Jones' clients expect to get, as 
previously noted, dollar·for-dollar results 
from their telecasts. It 's questionable 
whether Babbitt will sell B..b·O, via T V, 
at the cent-and-a-half per can that sound 
broadcasting COStS them. To do this, 
television would have t o market 50,754 
cans a month. Th is isn't entirely im
possible, s ince MisSI( s is to originate each 
-s ... ~l<V!n ptr rtui .. u ~ an "<rt:I>I~d "" ""!J<' 1<HIi,y 
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te l..~':lS t in a giau t market :lI1J visu:l l 
credits for a ll sponsors will be used Oil 

ewry amng Nevertheless it is hardly 
likely at this stage of TV devdopment 
that such sales results can ),et be achk<vcd. 
Missus GOt's A-Shopping is a da)'t.ime 
program and the dayt inll.' nud ience, ex
cept fOf an evellt like the World Series, is 
onl)' a smatt pcrcenwge of the t.otal tele
vision homes. It is possibll.', however, 
that through Bab-D's point-of-snk pro
motion TV won' t cost them much morc 
than the radio which has brought them 
their success (SPONSOR, Novl1llber 19-16). 

Just using televis ion won't be enough 
fOf any sponsor. That, att agl11cies using 

MAKI NG 

FRIE ND s 

the ml'liiulll agree. Coupit'd with intelli· 
!:lellt sail'S prolllf)liOIl, however, it IllIs 
:Jlre<ld), product.-d resulLS. Pabst Blul.' 
R ibbon Beer has sponsofl.'d tI number of 
football games in the New York market, 
o\"er WNBT. After the first. program 
they reponed that Pabst 1m an all· t ime 
high in the s:lle of their brew in the 
tavenlS and clubs of Creater New York. 

Swift is finding an improved acceptance 
for its brand nallle in New York through 
its sponsorship of the Swifl I-Iollle ScTt'ice 
Clt,b which during November it extended 
from a ooe-5tation tell-cast to the NBC 
Television Network. 

~T'II!a.se Wm to page -17) 

ON 

THE F AR M , 

TOO 

\VSIIT cov~rs a tru e CTO!;s·seclion of i\ 1Ilcri<";)"s inrlusl rial.a.2:rinrhuraJ I'0l'ul:ltrnn. 

With iucreased pOlYer, WSBT gives increasci! service to farmcrs as ,,'cll as city 

folks. One examp!e of this service is " Farm Report," the newest WSBT l'rngram. 

11 is aimell Ilircct!y al the rich farm market of In.li311n and southern j\liclligan. 

WS I3T makes fricn,ls c\'erywllere it goes. TUllay, wi th hwrcase(1 l'O"'cr and 

in o.: rca"cd sen-ice, it is llIakin(:j them fa" t- in the ci ty (111(1 on the farrll. 

,. A II l 

960 KIlOCYClES 

CO l UM' I A NUWOIliC 

H . _AYMER 

5000 WAItS 
co .. NATIONAL RE"RE~EN TA'I""E 

39 
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I COFFEE ON THE AIR 
(Coli lill utdJrotn page 21) 

lin} COFFEE. I mean Foll!cr's," :lI1d Uke 
SloStans, wi th Oli1king ~ub.!l l nmial contn· 
bution\> to the sale of the- brands using 
them. The good slogan:. leave \\ hat 
Robert I-I. Iknnctt. sak~ and advcrtising 
manager for M:\)Iwell IlouS(" Coffct' ti t 

Genera l Foods, calls B "f:wombk dim.1tc" 
of fl'C linj:! about the bmnd. lie consid .... rs 
Ihis r.1\'ornblc p!>},chulogical rl.'tlctlOIl vi tal 
in [uming ad\'cni)ing mto sales. An he I 

(('('Is that broadc;1sting performs an ou t# 
s tanding m ission ;-.) a \'chid!.' for s logans 
to en'ate a beachhead for st rnight selling, 

" laxwclillou:.(' u)Cs tWO daytime strips. 
the lung.proved I'()rlw FIlets Lift and the 
l'xlX'r irnem al marringe of ncws and $O.1p 
opt:ra , U'rudy lVarrru, T Il('S<: fivc.days
a·week slogo l1 c:lrric~ do their job for 
/I. \axwel l as well as for a number of o ther 
General Foods prodUC'h, Gene-ral Foods, 
1!cncrally speaking, doesn 't kct'p olle flro
gram sell ing thl.' ~1n'lC product through 
the years. It makes 3 hahll of selling 01'1(' 

of its products to a program 's aUdlC'llCC 
and tht'n assigning to that program the 
rcsponsibili t )· of bemg ~ood.will amb.usa· 

I dor for anot her G F baby, This is not 
true, of COUtse, of irs Max",el l I louse 
Coffee T ime on Thursdays at 8:30 p,m. 
T he s tor), of fl, l;uweJl I iousc and night. 
t ime radio wi ll lx- touchl'd upon later in 
this link ing uf radio and coff('C, 

Broadcasting IS one of the ",arld's 
greatest distr ibu ton> of premiums, There's 
hard ly a da) t imc seria l that haSll ' t at one 
t ime or anOthl't used a self. liqu idating 
otTer , and whilc thIS type of sd ling went 
down d uring the lI,ar it's on the ..... a)' back 
very strong in the cuff('c fi eld riglu now, 
These self. liquidat ing uffers a rc (, lIti rely 
diffe rent from tl1I.' big COIH~tS that the 
S0.1PS, cleanscrs, and drug products con· 
l inue to usc. 

T ypical of ",'ha t can be dont.' for coffec 
through broadcasting and a popular pre· 
mium (not a ll Otfch arc popular, ,1S was 
indicated III SI'OSSOR'S November 19.;6 
rcport on Bab.O·s Ad· S$$) is a recent 
cxperience or Folger'S, Durinf:: this past 
summcr " radio offl,b ... as their al:l·!lC). 
Raymond R. ,"organ, call .. them. pullt"d 
close to a hair milhon returns, Thl! Offcr5 
included ball poin t p.:m, cook books, and 
diction.uics, ill retum ror "c\'id(,llc('·M· 
purchnS("" o f a can of Full:l'T's and from 
10 to 2S CCllts, ncrordlllj: [0 Ihe offer, 
Sumnl('r is n :.Iump JX"Tinti In coff\'(' $.11('$ 
:lIld thl' offt,n, \\crc madc 0111) (I\"(:r radiu 

This spnng will "('(' Ill(~t rCl;ional 
brands using prcmium off{'r~ or olle kind 
or all()( hcr and CV{'11 t ill' "couron worth 
onc penll)' in each and c\'l'r) cOIn" is 

( Pfcast tllrtl f() P'lK" .jJ) 

COVERING 
KEY METROPOLITAN 

MARKET AREAS 
WKAP 
KVET 
WSID 
WOHl 
wm 
WTlP 
WGTL 
WS8C 
KSIX 
WJ8K 
W88C 
KNUZ 
WlAN 
KWKW 
WNEX 
WHHM 
WMlO 
WMIN 
W8NX 
WlOW 
WDAS 
KAHV 
WWSW 
WHI8 
KXLW 
KONO 
KUSN 
KEEN 
KFMJ 
WWOC 
WHWl 
WTUX 

Allcnlo\\ II 

Aus tin 

Bil l Ii 11II1Tt· 

Bu,. tu ll 

Cha r! eS lf)II . S, C. 
Charles toll . W, V;I, 

Clw rl () II, ' 

Chica"o o 

Corpl! " Chri ,. t i 

Dc lTlJil 

Fl in t 

1I 0 liSl uil 

l .a uca :) l l'r 

Los 1\ 1I " e1 CS c 

2'1 aeon 

~l cJllrh i s 

.\1 ihl a uJ.. .·l· 

l\ l ioll . -S t. Puu l 

t\Ch' York 

Norfolk 

Philadel phia 

Phocll ix .. i\l c s a 

Pittsburgh 

Pro\ id, 'm'I' 

St. LOlli s 

Sa il t\1I 10 1lio 

San D icf!o 

Sail l os.' 
T nL .. a 

" " a;;lI .. D. C. 
\\ ' il kcs -lla r rc 

\\ ' i l ll\ i ll~ I O Ii 
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COFFEE ON THE AIR 
( Co!lti"u~d fronl page .JO) 

sdll'dulcd for a New York alld Midwl'~ t 

regional brand. 
Proof of purcha5(' is also bccol1lill~ a 

standard request with regional and local 
coffee broadcasters who usc quiz prll~ 

grams. No matter how successful a show 
is, the sponsors are switching back to 
their pre-war habit of wanting to S<.'C re
sults in temlS of <lctual snlcs. A success
ful program like Forbes Food S tore Qlliz 
(KXOK , 51. Louis- SI'ONSOR, March 
1947) during the WM and the immed iate 
postwar period did not ask for any proof 
of purchase with the quest ions scnt in. 
When the progmm returned to the :liT t his 
fa ll after a summer himus, listeners were 
asked to send proof of pu rchase, or the 
usua l fncsimilc, with their suggt'Stcd quiz 
questions. This hasn't cut down the 
number of questions. The prizes have 
increast'CI. The mnil has also. Awnrds 
like innt'rspring mattresses, rHdios, 
vacuum coffee mnkers, nre sure·fire 
pullers, 

Another indicmion of wh;lt a quiz. Ctlll I 
do for a coffee is reported in a KXOK 
success story. The General Grocer Com
pany hHS used a tciephone quiz. in which 
the questions originate with the listeners . • 
Somewhat like Tello-Test in formu la, $5 
goes to the person send ing in the question 
and $5 goes to the person giving the COr
rect answer on the telephone when called. 
Ench time the question goes unanswered 
both the sender and the person cHlIed 
have the opportunity of winning extrn 
five dollar bills since that's the amount 
added dai ly until the person receiving the 
station 's call comes up with the correct 
answer. One hundred thousand pieces of 
mail were received the fi rst year, The 
quiz sold an amazing quantity of M:m
hattan Coffee-this despite the fact that 
Forbes was a lso selling coffee on t he same 
station, and that there arc a number of 
other good stat ions in St. Louis, 

Folk music appears fl lso [0 be program 
material that coffee lovers want to he;!r. 
As shown in the types of programs used 
by roasters, fo lk music represents in the 
SPONSOR cross-section 9.8 per celH of all 
programs used by coffee firms . In the 
South and Southwest , r:mge and maull
tain music gmher solid coff{'C-drillkin~ 

audiences. Griffin G rocery Company of 
Oklahoma City reports. for instance, that 
it htlS consistcllt ly sold all the coffee 
(polar Bear) it could produce using 
Cousin Jack Beasley's wcstem music over 
stations KaMA in Oklahoma City and 
KTUL in Tuls.1. While it didn 't go over
board in promoting Cousin J ack it d id 
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usc Ill'wspapcr ads :lIld singing commer
cials [0 Jircct attention to its proJ:rams 
and product. 

One objcctive uf the nation<ll coffee 
assodatiun at prcs...·nt is, aillong others, to 

lut the }'OunJ: milrried market, the <lgc 
gTOIlp under]S, since nnly 16 per cent of 
this ~roup Me said to be consistent coffee 
drinh'rs. Howevcr, this c<lmp;!ign ha~ 

nOt as Yl't influencl'tl collCe ro;ISh 'rs and 
lIlerchandis ... rs to :my [.(rc<lt degree. There 
arc very fl'w programs nn the a ir dirl'ctcd 
to the younllmarrieds :lIld thl' 20 30 age 
group. The CoffL'C J\dvenising Council 
({'('Is this is a virgin market and mu~t be 

Chicago's 

w - I -
-lS 

tapped . Pcak drinking is in the 40-[()-4S 
age bracket, although one-third of the 
35-40 group are also supposed to be 
three-meals-a-<!ay coffee drin kers, 

Indicati ve of the fact that " tastc" is 
not the conclusive factor that it's sup
posed to be in coffee preferences is the 
fact that Chicago, long rated as a "heavy 
ro.1st" m:uket, i.e., .1 user of t he dark
roosted b!.oan in~tead of the light , changed 
to a light-bean territory when Hills 
CoITl"C' invaded Ihe market and refused to 
acrept what local roas ters cla imed, th:ll 
the Windy Cit y insisted upon heavy 
coffee. 

N - D 

T spo t on the diol-560 k.c . 

circulatio n bu y-according to Hooperotings, 

o in music, In news t in sports, 

studi o facilities-new in the W ri gley Building , 

p 111 public service features . 

in noli onol spot billing. 

s slol ion choice-for ma ximum returns per dollar. 

Of the three lruly national brands, the 
A&P group, /l. laxwell House, and Chase & 
Sanbom, the latter tWo haw used broad
casting consistently ;md the former 
haven'! used the ai r to any extent since 
1936 when they sponsored Kate Smith. 

1\1axwell House is rated as the firs t big 
national brand. They'\'{' used broadcast
ing sinn' 1932 when Ihey presented the 
Max\\'cl il-iouse Concert ovcr NBC. Since 
that Ilme thcy ha ve h,1d a parade of 
notable programs and a few bloomers. 
Their radio calendar looks like this: 

I'cor-ca n ' \I'ch I~~ ' ,," 
;\ I " ... ,~U I It,u~ .. 

C .. n('~" Sill: J~n-~ I ~t '.12 
1'" .... 1II,·nder. ells . ' l ~c_ J un '31 

S h " .. I" ~'1 !'. 1I f: O~I 'H_n .. . ' J1 
(;.~,d ........ " ~IIC:: ~o .. 'J1_OcI '40 
I\,,, ... ' h,p"" ". C:: IIS 0." ·~ O.Ap, '4) 

(.:on,·r'l'lm" !'. IIC !'.(J¥ ' 4 0_S~p ' 4J 

1 u l'l"" S lIe A"1l ·H _' .. ' p'~ 5 

Til l " "',," ~ IIC Sep 'H_!s~p '45 
lI .. rn . /I.: Allen !'.lIC Stop'45.( .. "rr cnl ) 

Sc~"",J "'r •. II"""" 1:11" Ja" ' 4"·;\" .. '4lIo 
Ih.uly \Iarc"n i.:IIS Jun '~1 ,«' .. rc .. ,") 

Of these programs the Afa:r:u'ff/ HOIISI' 
SholdlOOt is perhaps the best-known. In
spired by the great Broadwa)' musical 
show of the same name, al first the CaSI 
was headed by Charles Winninger, also 
from the Brondw<lY caSI, as the lovable 
Captain Henry. Later (in its decl ine) it 
became 11 vehicl(' for Lanny Ross. Show
boat is rOlled as having done more for 
l\Iaxwell House than ;:t n), other of its 
programs, although some of the Maxu'('ll 
1i0llsI' CcJlI'I' Tillll' shows, the title being 
an omnibus tag which has included a 
number of formulas, have had great foi

I lowings, espeCially the Frank Morgan 
series. 

General Foods did more promotion rOl 
its S/wu'boat than it has for nearly <In) 

! ot her program except for the premiere of 
ils Cood Nl'u's, ..... hich was the first net-

I work progrnm in the $2S,OOI)..a-week
talent -budget class. This was, at the out
set , a package sold by Mctro.Goldwyn
Mayer and broadcast direct from the 
/l.1GM lot. It was the !:reatcsr all-star 
clambake that mdio had heard up 10 that 
time and MC,\! bowed out soon a fler the 
firs t few programs. Howevl'r, to intro
duce it, G:neral Foods used huge space 
and played up all the grcat ,\iC,\1 names 
scheduled. It could ha\'(' been great. It 
was a gigantic bust. Out of it , however, 
j::n:'I\' a number of proj:: r<l l1ls that Ccneml 
Foods h<ls carried on, like Baby Snooks, 
ltS Fr:mk 1\1orj::an opus, and others. 

Geneml Fo()(b' rccorJ of succe!OSful 
I'ehic\e~ ror l\ iaxlwll Hou$(.' as well as for 
Sank" and Postulll ralcs an industry blue 
ribbon. It has backed wr)' few lemons. 
TI'k.'re weTC of course McCarry ami His 
,\tOIl51'. Tll'Oon <I QUI', and Kate Hopkins, 

(PI.'<IS" fIInl fo p..1J.:1' 00) 
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E. 11. . I :O U~r'" 
I" ... ~~. (:01.110 " . 
.MIlo 1)«",,1. 
J " hn Ekhll " .n 
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MII' on J . Fr Wmll n 
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J Ac k C.~IIO .. ' 
Wlm~", v. . 1I .. Id ~n 
I:hatle. Ih •• c h kb. 

,\II~n lIuhha ,,1 
Roo.-" lIu~~~, 

\ "olph. L.;;& • .., .. : 

J .-an ........ In 

J, .. ~ph II ..... "'",,,. : 
I r"",1d 1..1> lnll.lolfl 
1..0 .. 1 ... 1.. .. ,,1 ... 
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S he."." K . R ... IIl"'~ 
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COFFEE ON THE AIR 
(Qm/llluef/ JYOIU fnlJ:C ·N) 
which werr vlllillnt tries but lIot lIudiCIlCC_ 

~'IH·r- . 

Sank:,'f, s:n~atcs l comribl1(ion (0 broad; 
casllllg hi)tol), was 11'(', rile PooPlc. which 
it sponsored for four }ears. 

5wnd:mi Rr:mJ" fur il~ Cha;.c & Sail
born ColfC(', brokl' inln r;II.11O :lIm{l51 :IS 
soon ns SB canle into lx-ing in 1929. LIke 
M:llcwdl J lou<;(>, It s(;lrtcd with :, music:,] 
cnscmbl{'. C&S had a choral ~roup from 
.scptember ]Q2C) [0 September 1930, fiCht 
at Amcricn's J:fC:lt heo1dachc limc. J IS 
first ~rt'at success was Eddie C'lIlOr, who 
sold Chase & Sanbom COffl'(' for fIVe 
)CilrS, 31 thl end of which C:mtor dccid{od 
to bow OUt fOr grcc~r sponsorship. Thc 
Chllsc l'lo. 5:moom limctllblC' looks like 
this: 

1· ... I1..~'" \\"10 \I,,, t' 
(:1"",,1 '1'.-1"·" ..... "11( : SI'P 'l'I.S"I" '.\1) 
Ed<Jl., c,.",,,. :>:111: (1,-, 'l'I. I) • .., ',\I 

I("hl" .. n 
(and 1:1",.,. .. lI .. r) _"lie Sun",,.. r 'J I 

O"..r:., C:lllI.J ,!It ; Ill" 'H· M,,. 'j5 
\1:>1<>1 11 .. ..-... ~ u<: \ l:. r 'j5.S,' p ' j " 
C;",,.j \\ lit C :Un" ~III : ~ I' '.I"·U", .,t(; 

Uo \ 'nu \\'~"I ." n~ 
.. ".\nne? ..... lIe I)"" ',,,".;\1 .. \ ',17 

\" .. ,<'I'~-Jkn~r" X III . ~by ',I'· I)~c ',I" 
110'1\1.0, ,,.\1(1:.0 r, h)' ~II( , J"" ·~ O·(rurrc" . ) 

U" .... 1)''''1 ": lIe J"" ' 4J· J ll n 'U 
ells 

Thl'} also h:1\"e a record or which to IX" 

pmud, except ror nile trouble producer, 
Coo./ Will Court, which W:'lS rorced off the 
air due to pressure or bar groups, and 
Opi'rlI Clli/c/, to which no one seemed to 
hSlel1. 

Tlwir one auempt :11 a daytime 5<.'r ia l, 
Tile Opell Door, stOlFi.! ror a short time 
on NBC, shifted tQ CBS and then Went 
uff Ihe air in June 190101, It's nothing or 
which they'rc proud, 

Ilowcl'cr, any line·up th:1I includes 
C:mtor, Bowes, and Charlie f.,IcCanhy, 
all at Iheir peak, i~ something or which 
allY sponSOr may well be proud. It'S a 
credit ;llso to J. Waher Thompson, which 
h:l~ h,1d till' ,ICCOUIlI all along, ;llld the 
agency's mdio vp John Reber, who has 
livcd with the account rrom Ihe start. 

Radio is also credi ted part ly with the 
upsurge or public interest in insli'lnt 
coffee, although there's no question but 
tha t the war. inspired increased produc· 
tion or the conCentrate is primarily re
sponsiblf', Having developed t he racili· 
tics to produce inst ant coffet' the indust r)' 
naturally wanted to see ir a market could 
be crea ted for it . Instant coffee is not, or 
course, a new or " war-born product , 
Both G. Washington and Barrington 
Hall survived World War I, although 
Ilei thf'r is-among the first three today, 

Today's nat ional leaders are big users 

365 DAYS A YEAR! 
l owa'~ cwin marJ..,·I>-rural anti urJ,an 
-Ilhe ~'UII a hU"\I - "pre-enl" ",,'rr 
day \\jlb tile higl..-_l l11"r capha inronlf 
in II,,: U. S. \ ,! 
There'. IIh,a)'~ II hliJitla)' LU)' in~ ~I,irit 
in lo\\a'" l\\il] n.llrl.,eb \\here Ii_trn, 
in!! to \\ ,\ IT i" a habit 365 da)~ a 
)ear. (Ju.1 a~ il ha. hr"n lor a 
'1narler of a .rn l ur~·,) 

:\.1. Ihe KDI1 nlan for .Ielllils. 

CrOAiII' .A,./OS 

'00. St .. ,o" ... ilt 'y loy.1 I,;"~II. ' 
".ip .. . Now ." lh nIh l",1 

.A$lC COLIlIoWIA HUWO. ", 

JO OO woll , '00 k . . . Dot elld III, M 

or broildcilsting. In salt's rank, Nt'scafe 
is firs t, Borden's second, and Maxwel l 
House third, Nescare is using the Pewl 
W/tifeman Qub (ABC). Borden's ..... as 
introduced on Coullty Fcir and that pro-
gram ror one YCilr represcnu'd almost the 
entire ad\'crtising ror til(' produc t. Such, 
hO"''l'vcr, was the program's impact that 
it brough t the product up to second place. 

Chasc & Sanborn also have their instant 
corr~ on Charlie McCarthy and in tcle. 
vbion .lind theirs is one or the six brands 
of soluble coffec which most food mer· 
chandisers reel will survil'e. These six 
which ""ilI remain (unless something un· 
roreseen bycolftt men at the prescnt time 
upsets the bean cart) arc: Nescare, Borden, 
Mnxwell Housc, G. \Vashington, BaITing~ 
ton Hall and Chase & Sanborn. 

Coffee men point OUl that the big 
problem is to deliver an instan t coffee 
which tastes, to the coffee.drinking pub. 
lie, the same as t heir regular brew. Tha t '5 

why instan t brands (cxcept Nescare) on 
the air stress, besides the convenience, 
that theirs is real coffel.', 

In the most recent market surveys con· 
ducted by leading local ncwspapers and 
radio sta tions in eight markets, f., laxwell 
House has the lead three limes, Hills rour 
times, and Bu tternu t once. The top 
three accord ing to the surveys, and their 

I 
JX'rcentages or the mark .. t, appear in the 
rol lowing order: 

'" II Ull er -
nul (~ 8,~) 

11111. (,IS) 

~1:u" ... 11 (16 . 1) 

J ti ll . ( l-I . I ) 

11111. (J 1.") 

1I111~ (n.R) 

Omah a 

'"' Follter ·. (JJ.l) 

~I. ";au' 
n.Oler· 

nU l ( I 9,~) 

1 .. .J la .. "p<>II ~ 

ICUlM(I.\, I ) 
" h U" .Jr lp h la 

H .... ll i (1 1) 
~ ...... Ynr k 

A& I" (22) 
.'i:u:T".Hnen 'o 

;\ IJII (IJ,B) 
t' ru na 

;\un (U,,~) 

~I t>d .. ~,o 
~ fn"-r ll ( 1),1) 

,,' 
11111. ('.7) 

F,:,I\1.e r '. ( 18) 

I'h .. "nl. (~. ~) 

.\ "'0 ( 11 ,&) 

~ "'r'ln lOO" (' .~) 

~ln .. ·~ 11 ( 13. 1) 

;\lu .. ·,, 11 (I~,J) 

:'U II (1.1) 

'111(' figh t ror Ihe sale or the 01 J I pounds 
t hat t he a\'em)!c ranI II}' buys a month is 
scheduled to be intensified, Nobody in 
the coffee fidd wants to go back to the 
time \l'hen Bra:il to hold up the market 
had to dump thousands or bags or coffee 
into the ocean. 

The j;lt'lleral reeling in the coffee field is 
t hat broadcasting can do the sel ling job. 
Arter all. it is credited with hal' ing made 
a major contribut ion to increasing the 
U. S. coffee consumption 66 per cent in 
the past 10 ycars. 

SPONSOR 



TV COSTS 
(Co ulinutdfrom poge 39) 

How· to-do-it selling is n:lIurnlly bcLtcr 
with sight and f;()lInd tho, n it is with sound 
alone. 

11l(' s takes are high in TV but adv{'rtis
ing executiv('S fed that it .... 'iII dcliwr I. 

sales miracle for the men who rea lly study 
hew. to lISC il. , 

WHY SPONSO~CHANGE I 
(Co ntillllwJrom page 16) 

b to tea r apart a radio program, I 
Nevertheless when it conll'S 10 closing. 

it's seldom that a contract is signed with· 
out the ndvcrtising agency's suggesting a 
complete campaign. Probably Ics.<i thlm 
one-t hird of ndvert ising agency changes 
arc consummatro without a c;nnp.1iJ,: 11 
outline. In most cases these camp,Ligns 
are paid for by the prospective clients, 
Vcry few important agencies at present I 
record programs or do finism-d a n for an 
advertiser on spec. Lesser agcnck'S m.1Y 
go all oot to land new business and fre_ 
quently invcst as high as $25.000 on a 
presentation and suggestl"d campaign. 
Advertisers who have these presentations 
made to them know that if they " buy·' 
the agency they' ll actually pay for the 
campaigns in some:- way or other. 

T WCfHy#/lvc per cent of all agency 
changes tlr<' accomplished "';t hout apr<'
sentation's being made. These come 
about generally through a "suggestion" 
by a major stockholder or financial inter
est in a firm to a top corporate executive 
that a change is called fo r. Such a note 
was wrieten by the president of a motor 
finn to the key executive of a radio manu
facturing finn in which he had n siz.'lble 
financia l interest. T he note read, "You 
old -~. give the bearer of this note your 
advertiSing account. ,. 

When Major Bowes sold Chrysler his 
Original Amateur HOllr he asked the 
motor man through what agency the 
business should be placed. Chrysler told 
Bowes to select his own since he'd have to 
work with it , 

Bowes in tum asked C, "Doesn't your 
sen_in_law work for Ruthmuff and 
Ryan?" 

C answered "Yes." 
Bowes then 5.'lid, "Why 110t keep it in 

the fa mily?" 
Which explains why R&R billed a 

good slice of the Chrysler advertising 
budget for a number of years. 

Full p.'lgc advertisements in the New 
rork Times, when t hey had soolCthing to 
say, have been known to swing accounts 
to the agency that used the full page. 
Erwin, Wasey, foll owing the financial 
crash of 1929, ran a fu ll p.1ge headed 

DECEMBER 1947 

Find the Sponsor whose statIon plays Sdnta C laUS to ils adver
tise rs 12 months d yedr! He's the merry-maker who WaS sma rl 
enough to sign up wi th Rochester's 

new live-wire , up-.nd-•• -'em s'.'ion-W VET 
BASIC MUTUAL STATION 

ROCHESTER, NEW YORK 
5000 WATTS 1280 KC 

NAT/ONALL Y REPRESEN TED BY WEED AND COMPANY 

PIONEERING SINC E 

1942 
• 

an edlaO£Wld c:1aim 

antlte 
~ ew" JltaJid 

Sf. 11> ... ' I ... .. "J .... 

• 
Il>t <1 ... 1;/1&11;1;., .... 'il. 

O . R. Wri,hl, Silt! Mlnl,.r 
Port.r BId,., K,n)11 CIty, Mo. 

• 
E. l . DILLARD, GENERAL MANAGER 
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BLAIR 
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• GREENSBORO 

• HIGH POINT 

2.5 MV/M 
MEASURED 

SIGNAL 

"No .... ,'th,n the Ilt'ad;'lch(" s nver let 's ~o 10 r * 
work." The dircct lraccahk rl.'Sult s of the 
page were millions in new billing (or the 
aI,:CIlC)'. The first account 10 rome inw 
E, W through the ad vms the SUfllrtidY 
Eltllill1: l'lJsl. More n.'Cl'll lly, fX. ut"Ch & 
Shea, Inc., took a page In tl'll ",\ TrUlh 
About t\dv(,rli5in~," ilnd is pres...·IIII)' it 

Ix'Chi\'e o f ;JCllv,ly makins: p(('S(!fwllions 
to new accounts. Accounts point OUI 

that it wasn' t thc usc o r fult p.-.gcs 111.11 
s ta n ed the now of busim'SS in Inc caS4: of 
WaS(')' or D&S bUI Ih(' ad s Ihcf11sclvl'S 
and perfcct I imin!: in e:lch casco 

Sponsors' cbanl:,'e o f agcncit'S inspired 
by newspaper or m:ag;lzinc advert ising is 
less than 3 per cen t of the annual lurn'r 
O\'C( of aC(OunlS. Advert isers like :lgcn
cies to usc spac(' 10 scll the Ide;'! of nd\'{'r
{ising because mOSt of thc$(· OIds go iTHO 
publicOltions t h"t rcaeh stockholders OInd 
thus make it cas ier ror OIdvenising
minded execut ives to kc('p the nlOneymen 
sold on IIo'hOlt they're trying to do, SpOlCC 
in FortulIl' and trade: media is generally 
classified "s " insurance" on OIccounlS in 
the house. [}(>spite the rilct that most 
agenc)' copy is apPOI rently geared to 
straight selling, . , the straight sellinJ! 
kttps the business in thc house sold. 

In a majority of cases i1d\'enisins is a 
[op-Ie\'el matter with polky set by the 
board of directors. The board doesn' t 
s top witn polk}' ('lIner. In m:lJIy CilSt'S 
the actual program is pl,,),(.'<1 for the 
policy makers in the bo.lrd rOOm and tht-y 
make the finill decision. This doesn 't 
take Ihc curse off a program thlll later 
fai ls to fi nd an audience. The more posi
tive a corpor:lle din'etor is tha t n show is 
JUSt right for his firm, the more he will 
blame toc agency who sugJ:es,ed t he pro-
gram ..... h(.·n it doesn' t produCl·. T herefore 
programs tha t fai l also h;"JV(' agellc)'
changing repercussions. No mOl t ter who 
okayed the \"ch icle, ll' h(,11 it boss down a 
Ilew deal is called for . Onl)' Ihe old-line 
agencies wi th plenty of dircctor and stock
holder contacts ha\'e client rel;Hlons tlmt 
sur\ 'i\"(,' bro.ldcasts that don't produce. 

Program StiltS hilVl.' brought about 
agency changes in a number of C;lSCS. 
Before Bing Crosby s igned with Philco 
there were four agencies th:n would have 
landed million-dollar.plus blllin~s if 
Crosby ..... ould hOI \'(' signc.'<I Il'i tn them. 
J. Walter Thompson'§ rc~lIining plln or 

* * * * * * 
A STAR 

MARKET 
of the SOUTH 
* The People 

(omb;,..j· 1,000,000 
Urbdn only; 131,000 

Johnson City .34,000 
Kingsport .33,000 
Bristol. 30,000 
EI;zdbethton 20,000 
Greeneville . 8,000 
Erwin... 6,000 

* Radio Homes 
W JHL is the only lull time 
(egiondl stdtion servin~ 
this Med. Thir ty.two BM~ 
counties with 85,020BMB 
(ddio homes. W JHL is the 
"most listened to" in ten 
O/Its 32 BMB counlie~. 

* Buying Power 
Highest income brdckel 
SfOUp in South . 
Richest dnd most thickly 
setlled rurdl commun ities 
in South. 

* Industry 
PldSlics 
Textiles 
Bookbinding 
Hdrdwood Aoonng 
Hosiery 
RdYOn 
Silkmills 
Furniture 
Foundries 
And mdny others 

* Agriculture 
T ObdCCO: 100,000 000 

pounds sold dnnud(ly 
Bedns; World's Idrgest 

mdrket 
Ddiry 
Poultry 
livestock 

* Tourists 
Hedrt of N A recredtion 
dred. GdtewdY to Gradt 
Smoky Mountdins. 

Jo hn E. P~anon Co .-R~ps . 

* 

.IOK, W J H L ,ooow.", 

Joh nson City, T ~nn~ssee 

the Ford broildClls t accoun t is dir('Clly 
traceable to its being able to ddi\'er Fred 
Allen. W hen J ack Eknn )' Ihrew Ihe 
blame for a dl'C/ining Hooper on Y&R 
SOnle years ago lind kr, the .1gency, he 
helped Ruthri1uff ,1nd Ryan Innd II solid 
piece or the AmC'ricnn T obacco Com-

A BC Full Time. 

pany's business. Bob Hope, Edgar * * * * * * * * 
SPONSOR 



" Surtt, Wtt liktt 
mistltttott-but 
WOC~ 
l is ttlS gttl us 
without it!" 

CH ICAGO 

~ 
OU ", O.CITIES 

, " 

DAVENPORT, ROCK ISLAND 
MOLINE , EAST MOLINE 

Only \\'OC delivers 5.1 tisfactory 
year-rount! NBC service to the 
Quad-Cities , . _ the lal'}!C$1 
metropolitan area between Chi
caJj.o and Omaha, and between 
Mmneapolis and 5,- Louis. 
Appr:lxlIn3tely 218,000 people 
work and live here ... make it 
the -lOth retail market in the 
nation. 

5,000 Wi lli, 1410 ICc. 
S .. le NBe AI5'"' ' 

S. J. Plr ... " "' ... ".'" 
8 .. ,1 LolIIl",", M .... ' .. 

DECEMBER 1947 

lk'rgcn, Fibba AlcCft 111111 Molly, Walld 
Winf.:hcl l, and a lUullh,:r of o rlK'r s in .... 
wl'lOS\.' progrnlllS rt'gularl} make the 
Hooper "First Firll'('n" all an' in tlK' pelSi. 
fioll of being :lblc 10 move an an:oulll 
fmlll one ag('lIe), to another. When 'flir 
Crt/" Gilt/tTs ltrt·t W:IS lifted OUt of till' 
M(Gte program f:lll1ily. thl- Nct.-dham, 
Louis & Brorby a~'t'ncy landed flo1rt of Iht' 
Krnft Food Company account .... ·hh the 
program buill around thl;' charach'r. 
Whill', as indicm£'CI b.. .. fore. acroun ts Ihm 
arC brough t 10 an ngcllc)' through :t nl'W 
progrmn call nlso lx' lost to tha, agl'llC) 
Iluough mK)ther program, NL&B has 
held the Kra(1 busitl(:ss all a lnng and t'X
JX'Cls to conlinue to hold II as lon~ :I ~ 

1 Gildt'Tskel'r cont inues to clllt'rtain an 
audil'llce. I OIlC' grem dnngcr agencics face when II 
new program is sold to a client or brings in 
a new account is kccpinJ.! the ciit.'IlI sold OJ[ 
the vehicle while iI's allract ing an audi
(>J ICC. As indicated in SroSSOk'S report on 

I 
j ohnson's wax-scll ing on tilt- nir IJanuar) 
1947) Fibber AlcCn (1/1,1 " 'lolly (II the OUt

$('r was no ball of fire, If it hadn't bcc11 

I 

I 

for agency partner Jack Louis ' uniqlK." 
posit ion wi th t Il(' S. C. J ohnson Comp.'lny 
sponsor, it is very pmb.'lble thnt till' 
ngency would have ~t the acroUI1l and 
Fibber would have had to look for allot her 
b<1nkroller. It ·s possible that ,IX" ream 
"'Ould never hnve rcnchcd the top. 

Some nccounts Stay with aj:!('nci(os re
gardless of progrnm or campaign. For the 
mOSt part the~e arc accounts which have 
interlocking dir('Ctorates or where I here 
nrc mUlUal financial intel'l'Sts in ag\'Ilcy 
nnd account . These lalleT:lrt> not IICCt'S

sM ily houS(" agencies, which by agreement 
are forbidde n to collcct the usual IS per 
cm l agency discounls on busin\'SS plnccd 
for their owners. No OIIl' is surprised that 
Coca-Cola stays PUt at D'Arcy, Listerine 
at LImbert nnd Feas1cy, Vick Chemical 
al Morst' I nll'mal ional, Barb.1sol nr 
Erwin, \Vasey, Gcneral Mills a, Knox 
Rl'eVCS, Campbell Soup at Ward 
Wheelock, or BulovlI Watch at Biow, to 
mention II few ua:ount-agenc), faithful 
twosomes. 

Such accounts art> in til(' minority, 
There art' a number of other accounts 
which Stay wilh rheir agcnck-s for a long 
time, or rravel wi th theIr accoun t execu
tives from agellC}' to agency (like Corni
nental Bak ing which t raveled from 
BBD&O to BelHon and Bowles to Ted 
Bates wilh Tt"<i Ba les. who was its ac
count ext'CUlive before he opened his own 
shop). Solid service and dose personal 
and business fril.'l1d ships bct .... l"Cn com
pany a nd agenc)' cxccuth'cs ccmcnt 

( P/tClse "'TII 10 page 56) 

"THE AMBASSADOR 
OF GOOD WILL" 

• • • • • • • • • • • • • • 

LOOKING fOR SOMETHIN G 

!!!:!t IN ~ ~1 
HERE IS A SHOW THAT 

IS!::!!Y!' AND DiffERENT ! 

'" OUUIU·~OU. Of lAUc.Pts. 
~ ",,"0 GOOO WIU 

h ...... ~' ......... 'ol>1 ....... 001 

George Givot 

flfTY,TWO OPlN.H'O OUUIU·IIO\J. 
'.",NK.,IIO ,.oe..u.tl 

,. 
• 



No. 4 
in 0 series ... 

CB It'ad, nil nt ilt'r lH'ilHlrk.; ill ddin:rius 

tit: !!!:!! alldil' I It'I'~ ill 1(l\\e,..! co~ t 10 ~Hhl·l'li~l·r,. 

CBS :H'hicH'" 1111" dfci'li\cllc",. lJ y llIeau"!lf 

~u pt: r"l y IIa lallc(·t! f.leil il ie!> aud cumJ1lt:1ClI l'''~ 

uf cu" cruJ;t' ,ambitll,d \\ i lll (US' .. hilil~ lu 

pro\' itl c tuh crt i!>cn wilh progrtUlU Ilml 

oS illllli hlllcolli'> ly \\'i" hlrgc a lld icuet'i'> 

t.ml c1clh'c r olli s la llllillg ratlio ",alnt.' .. . 

CBS JUCl) Ihis with a " Package Prugrant" 

upc ra li nll tl llII1:l lchl..,d ill IICl\,'ork radi u. 

For cxn lllplc : " )Iy Friclul (nu:I" olllll 

Arth ur Got1frc~· ' .s HT"lclli 5c·unlt"·', . . 

hut I. CnS·hlli!! , CBS'prol lllccd .. . hutll 

ill tlldr lin.;\ Spull ti>OI-ci l .sc:l~on ... an' 

1'/lIlk Ctl hy i'I' UI !llIIun g the tup':llldiclIl'C 

!<itow!o in a ll n e twork r:ll iio. 

1\1111 :d nll ~ 'o'itll Ihil' ... ·;)Iy Frie nd Irma" 

rlll1k~ third, HTulcnt S":OIl I ~~' fir,'" ill 

Illllllhcr IIf homcl" Ilclin.' rcl l per dnlbr. 

'!l it' rC:I :-III1" \\ h)' CBS i~ ahle 10 I"upply 

"lie" pc rfl lrlll;IIlt'I'" fur it:- :111\ I'rl i,o.cr~ a rl' 

f.,cluallr l:'IlI l1ll1Hlrizctl III a lIew,.llIlly. 

'10 :ol'C the ~ I ud)'." 

Autilu St'l lIlt' ullIIll::-1 ill r:ttlio \';.11111· ..... 

SEE CBS ••• 

THE COMPLETE NETWORK 
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STANDING UP 
UNDER THE TEST 

o 

* 

DECEMBER 1947 

ROCHESTER (N.Y.) 

Tied for 9th place among all cities in U.S.A. 

in the 1947 Test Market Survey! 

Ranked 1st in New York and Middle Allanli t 

States among all cities of all sizes! 

Tied for 5th ploce omong all cities in U.S .A. 

in 100,000 to 500,000 population group! 

Ronked lst in New York and Middle Atlanti c 

States in 100,000 to 500,000 group! 

STATION WHEC 
Hooperatings show more people 

listen to WHEe than any other 

Rochester Stationl 

This WHee advantage hold s good 

morning, afternoon and night_ and 

has ever since Hooperotings were 

instituted in Rochester 4 years ago! 

Rochester and WHEe-What a Com

binotion for a test campa ign! 

'SOURCE- Fourth TeSt Markel 
Sune>' conduned b)' ''Sales Man. 
agement" ma,!ll3zine releHed 

Sep!. 1, t947. 

TH E STATION THAT COOPERAT ES 

55 
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Make Ha'lin 
North Carolina· 

The South' s 

No. Q) State 

With WPTF 
North Carolina's 

No. Q) Salesman 

Has More Farm Income 
Thon An y Southe rn Store 

Except 
North Carolina IUelf. 

North C;lrolina 
WPTF Primary 
Kentucky 
Flor ida . 
Georl ia 
Virlinia 
Tennessee . 
Mi5Si ssippi 
South Carolina 

1111.60' .000 
640.895.000 
490.185.000 
413.118.000 
419 ,583.000 
383,111,000 
361 ,111 .000 
333,518,000 
159.915,000 

FREE {, PEl ERS,ln<. N.boft.1 R. " ... "' . ..... 

,. 

WHY SPONSORS CHA NGE 
(Colll imcl"'djrolll /Hlge .,9) 

(rcqucnlly J:i\'l"Il short ~hrlrr . The com· 
mercial is our business. The creation of 
the progrnm shouldn't be," 

rd;nioll"hip\ that withsHmd c;lnlraign The reaction OrOI'll' 3~1C)', Young ilnd 
fouture, Ruhbm, [0 CBS's package.building (30 

As Ion~ .1'" there's 11 working undcr# be"l be appraised by the faci that it 
standrnJ,! Ntwl"t'n l1gellcy and dic,t[ (as bought that chain's My Fritlld /rma (HId 

rhl'rc i" With Inn'" of the bi~ agcnci('s) Arthur Goc::l(r('y's TO/I!'II $rouls. 
the failun' of 11 sin~h~ prOJ!ram or cam_ With sonl\.' of th" best res<:an::h brains 
p.1i).!!! doe~ 1101 tlfrccl th~o\'''r.all relation. in busin('ss, agencies still admit that tid· 
ship~ ~incl.' bmh rcali~e th:n tlll'rc b \'erti~jng is at best only p.1rtially a science. 
1110.1.1'1)'5 the pu~ibilit)' af a C:lnlP.1igl1's Ad\'ertj~r.; trUSt only success. TI1('Y look 
lutting the wrong nme just as thc.·re is the upon their agencies :"IS collections of 
possibllilY of :"In "dwniscr's linc not t>cing creat ".1.' minds. They know that Vety 
ge:ucd tn 111(" markl't for which il I!o fel>. of these minds feel any real affection 
manufactur('<I, far Iheir f'irms-thilt in mOSt cases good 

Ilo\H!wr, most ;ldv('niSC"rs are not in copy, art, and campaign men will and do 
the position oflx'ing able to tilke lightly shifl when greener fields prcsclII then1~ 
the failure of an advcrtising ('.1mpaign 01 selves. When they're fort.\.'C! to change 
iI producl, I!"cn nil ";,U'xpcl1sive" radio agenci('S they don't worry too much - the 
program on :I coa~t.to-com,1 network will programs and the l1{'cessary crea tive 
CO!'t $3SQ,OOO a )'e:u for time and talent. tnlent will go along with the "hirl. 
t\ national ~pot J"'Iro~r:m1 with adequme There is also a dcep-rooted r(oeling 
co\'{'ra~e will run $100,000. In;1 gre:iI among old-time advCTtising men that no 
numhcr or c:l!ieS thb kind or money reprt"~ account should stay 100 long \.I'ith the 
Sl'ut" ('ilher the entire :ldvertisint:! appro- 5.1n1e ageuC)', or, ir it stays al :m a~q', 
priation or a si::able part or the firm's with the same creative group, Radio, 
l">udgl't (l'Xcept or course in the c:lSC of copy, and art men, they clnim, are worn 
indulotrinl ginnts), Pressure on:ln ngency OUt working 100 tong on the 5<1 me account 
is terrific, despile IllI..' fact as indicated, and a new deal is called ror reAularly. 
that more Ofl(11 than not the oo.1rd of TIt:lI nlso accounts ror 5On1(.' client moves 
dirl'Clors nnd the president orthe nccoullt rrom agency to ngency, 
have okaYl-d the.- clImpaign, No one can Asked whr his corporation had anum
[nke the railure or n network or national beror small agencies handling his account 
spot C:llTlrmign lightly, When a radio Insleadoroneorthebigfive,thechaimlan 
campaign fails, agency n"lm rush in with of the board or a great focd organit.ation 
alibis. When thl' :.lOr)' isn't S!ood enough said," I '\lC invested hours listenmg to pre· 
til(" client sl:"lrt:. looking ror a new ngt'flCy. ~crlla tions from alt the biggC'ot a:h'Crtising 

This is one or the reasons why somc agencies. Ir 1 were to illlerchange the 
:'l d\.ert l ~i nJ: a~l"c)' men have "dcomed names or the org:'lniUltlons I am arraid 
the rctum of tlK' webs to the program- thm I'd never h: able 10 ij('ntify Ihe 
packa'!"'{"prociucing business. As til(' opt'r- agenc}· through its presentation, The 
atill ,l! ext.'Cuti\'e or one of the two top ' bIg agencies, by and large, all conte rrolll 
<l,l!('I1Ck's in rooto billinj:! pur it: the same ('.1.11. You can't t('IIII1<'01 np.1T[ 

"Networks 11;1\,(' the raciliTies and the- ir you don·t kcep the label on the can, 
stafrs to tl.'St programs No agenc)' has We couldn't exist that way and I can't 
either facilities or <; tnrT rlCk-quate to nssay see hadng our advertisin~ handled b)' 
propNly the public interest in :1 show· carbon copies of successful ad\·ertising," 
\\'h .. 'n Wl' produce our own programs rull~ Althouf!h Bill lewis or Kenyon & Eck
blnwn we become .. howmcl1 with no place hardt (rated ns Ihe most suc~sful agency 
10 sncnk-previ('\\· our \\'ar~'s, Th(' sooner S.1.lesmnn in the raJio field b)' his com
nj:!l'ncie> permit the networks to de\'elop p"Ulor;) S,1YS that his fonnula i~ "get a 
cntl'rtnilllllCIIt p.1cktlg-cs, the sooner the piccc I)f a big account'::; bu~incss, do a 
radio ~'nd or the ad\·ertjsin~ busin(,<;s \.I·ill 10\1 -cn:.t producti\'c job for the client, and 
a,,~\U\le a lillie stahility. then watch [he account f:rol>.','· the ract 

"This doesn't mean that [he ngl'nci('~ remains that til(' gr('<It majorit)' or ad"er~ 
'muqn·t live lI"uh thc program Oller it's ti~jnj:! aCCOUnlsdon't shirt thm way, It's 
bought r()r a dient. It JOt.'Sn·t nK'nn that onl' .1.gl'ncy's failure. not another':. ~uc· 
thl're i~n ' t a ~re:lI a(('n III \Ihidl a~llcics cess. that lII~pirl" account InQ\'Clllent5-
muq work for n radio adl'crtiser. So nnd agenc)' nbihl)' 10 handlc the business 
much aj.!~·ncr tillle hns heen spent d('wIOJ"'l- unforlunatd}' has very little 10 do lI'ith 
in~ pTOj.!ram" that the commercial ~ide i~ tlw casco 

Too man}' exccutiws hn\'e rheir fingers 
in Ihe promotion pie. There's 1I0thinl! 
con~tmll in agency business but change, 

• II /11/' ..... /0, .... ,," 1."/'/1 \ .WIII. \/o.,..h I.q 1;1. (;,,1/;'(1. 
1~ .... "f.I4~"'/.",'"'' ~",I ,,/I ... , .. ~I .. ,.. ",,/to,1 / ...... 
~" ... , •. III<- .. ,,/ ... J"'" /,,1 If , .. ,,,,,1 "" •• tIro"!;,,. "1 ,"'" 
M ..,_.,,,, , .... "I ",,,/. /,1 "'"It ,,'no 

SPONSOR 



BANKERS' MYSTERY 
(Confl/wed from page 20) 

. Whik til('opcn mind is slowly replacing 
the hide-bound t hinking of a dcc..1de ago, 
90 per cent of America's banking institu
tions continue to use no r:ldio advertising. 
A consider:lble number of these arc too 
small to buy radio advertising and an 
additional number :Ire locollC'd in towns 
which don't have their own radio stations 
or else have no radio outlets which cover 
the population that the bank aims to 
serve. Nevertheless, more than 50 per 
cent of the nation's 16,000 banks could 
use broadcasting. That only 1,600 do use 
it may be tmced chiefly to the fact that 
most bank advertising men admit that 
the medium stumps them. To this 
ignorance of how to employ the spoken 
word on the air for selling b,1nking 
services must be added the fac t that most 
banks frankly don't know what they 
want to sell. I n the AI11('rican Bankers 
Association 1947 survey, ABA l11emocrs 
were asked what they expected from ad
vertising. Of the over 2,000 respondellts 
1,000 said " sell" and 1,059 said "educate 
institut ionally." While an institutional 
job and direct selling are not incompat
ible, advertising that achieves both at the 
same time is the exception, not the rule. 
One stat ion sales manager after another 
comes back to his desk tearing his hair 
after trying to sell a bank on using mdio. 
To quote one commercial stat ion man
ager, " I find b.1nkers hard people to talk 
to about aJvert ising. I understand re
tailers and their problems. I don't under
stand bankers and their problems, and no 
banker I have ever talked to yet has been 
able to {ell me what he wants his adver
tising to do for him." Another stated his 
gripe about bankers in terms of banking. 
He pointed out , " If bankers would only 
think of the broadcast dollar as they do of 
their investmen t dollar, in terms of money 
that will draw interest only if it's left 
where it is month after month, we'd all be 
happy. Instead they want to invest a few 
dollars in the medium and expect them to 
blossom forth in no time a t all. They elC~ 
peet results through consistency in their 
own business but they refuse as a group 
to be consistent about advertising." 

There are some banks which, running 
contrarywise to the general trend . have 
prcxluccd better than satisfactory results. 
The Northern Trust CompmlY of Chicago 
has been on the air for 17 years. Its pro· 
gram, The Northerners, built along lines of 
the old Revellers singing group, fills a half 
hour weekly over WGN. Continuity of 

effective despite the mixing nf institu
tional and commercial copy. There is 110 

heavy seiling. The program do<'s the job. 
The City National Bnnk of Oklahoma 

City, Oklahoma, isonl}' the fourth lnrgcst 
bank in that city, but it 's growing month 
by mO[lth. It has found that mysterics 
ddi\'cr good banking prospects and is now 
using Tlte S/z(lciow. It has employed ncws 
co-ops and IS-minute t ranscribro mrs~ 
tcries like Philo VOllee from time to time. 
City National sPl.'nds one-th:rd of its ad~ 
budg('t in radio ilnd another good slice of 
the bankroll promoting its broadcast ad. 
vert ising. T he b,1nk advertising mannger 

St:ltes his credo in the followint\ manner, 
" Radio advcrtising can' t run itself. 
Availabilitk'S must be carefull y ch«ked. 
Opposition must be cnrcfully watched , 
not only when the prngram is fi rs t spon~ 

sored but throughout the l'ntzre run of th" 
progrnm, lx."C;IUS(" in enost cases competi .. 
tion changes many times even during ;z 

I ]·\\'('Ck camp,1i!ln. I3nnks must not get 
into mdio advertising ulll rss th('y are 
willill!: to spmd m ough to make cerlain 
of a good impression on thc audience. 
Commercial flir·copy must always sell 
bank "iCrVicl'S in slllfl ll d OSC'S." 

Contras ting with the Oklahoma City 

COMMERCIAL TELEVISION 
' ... Uu. CAPITAL DISTRICT ARE,A 01 Uu. 

EJmpi'Le .stale 

* Notional Telev ision Service 

* Modern Studio Facilities 

* Ex perie nced Personnel 

* 8 Years of Program Origi nation 

* Over 40 Package Shows Immediate ly Ava ila ble 

Rales on Requ est 

Represented Notionally by NBC Spo' Soles 

WRGB SCHENE C TA DY S, N EW YO RK 

GENERAL~ELECTRIC 

effort has delivered proved results year I 
after year. The commercials are highly _ _________ _ _ ___ ________ _ _______ _ 
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jfOTEL~TR"'ND 

The Id e. 1 H ote l 10' Re st and 

Re lnalion . Beauillul Rooms . 

S.1t Waler Baths. GI.u in· 

cl osed Sun Porches , Open 

Sun Decks atop. Delightful 

Cu isine, Garage on pre mises. 

Ope n All Ye.,. 

Finlfl (;rill ""'/ C...,l.wil, ..... "J:I, 
,.·lIfWilt I1t~lt:r()," "I lilt I-:Iilt 

E.chll i ... ., Pcnnt.,. I .... ni. I\ .... nuc 
Ind Bo..dwl lk 

bank is the Fidelity Savin~ and Lot'" 
Bank of Spokane. Washington, whose 
advertising nmna~er SlatCS succinctly, 
"W(' prefer sJ'\(ItS. We havc tried pro
granlS .md dOfl' t fcti the)' do as well." 
(Fideli ty's "pob .. re on KXLY and 
KFJO.) 

111(' W:ltertown N:nlOfla l Bank, up 
ncar the C-mooian border in Ncw York 
st ate. h.1S cre:ned a one-man documentary 
sellin,:: vehicle. W;l(ertO\l.l1 lies in his
torical terri tory and the program gathers 
outst<Jflding listening. It·s endorsed by 
the schools :lnd Chambcr of Commerce, 
l..oc::ll businessmen approve of it sinct it 
sells the arca they serve to itself, Sinct 
schools, C of Cs. and local businessmen 
represent a solid slice of a bank's pros
pects for depositors and borrowers, ;'InY 

local program that can ouract them is 
bound to help a fi nnndtl i nd veniser. 

Proof thtn banks do not n('('(j the inst i
tut ional :md stuffy type o( program is 
best evidenctd by the broadcast advcr~ 
tising operations of two sou lhern banks. 
the Rapiclcs National B.1nk of Alexandrill. 
La .• and the &ok of Charlotte of Olar~ 
Iol te. N, C. The fanner uses local high 
school sportscasts and wins the business 
of the studen ts' dads besides innuendng 
the future bUSinessmen of /\ koxandria. 
The Charlotte inst itution docs its besl to 
avoid s todgincss by bu}'ing an hour-and
Lhree-quanefs disk-jockey Sl!SSion Ofl Sun· 
day aft MTlOOnso\'er WBT. Only popular 
musk is played; Carle. Lombardo, and 
Herman arc typical of the d isks plactd on 
the turn table. Feeling thnt the t)'PC of 
music tells the lIor), of a bank that isn' t 
s tand-offi sh . t he commercials 3rt' instil u
t ional. TIlerc 're plen t)· of Illail requests 
for listeners' f:l\'ori te disks. T his is an
other c~ \I.'here the I)'pt' of program docs 
its 0 .... '1 selling. 

Contras ting .... 'i lh the m.1SS level of the 
Charlotte bank's usc of radio is Ihe pro
gram of First Na tional Bank of Boston, 
Sunday III 4:]0. This bank has 5pL'1lt 

$150,000 a year for thrcc }'cars to ~I 
the Boston Pop5 under the direclion of 
Conductor Fiedler The firs t year the 
commercial copy on the program was 
instilutional. TIlt !i«Ond year the ropy 
had a "frtt Clltcrpri",," slall t. Currentl)' 
it's using r{'<olrain~:d ~ traij.!ht <;('Iling tlnd 
Coorg~ I licks-IlkI.' tnlC!i of btluk officials 
\I.'hn h."we rtscn frnm the ranks. Since 
both the fine music of the Roston Pops 
and the r:'irst NatIOnal tlrc integral P.1tllo 
of the Nel'o En~land (0\\11 , it 's ea~y 10 set 
how the)' J:,o tOl-'ethcr. The appropri:ltioll 
of the Firsl Nmiollal for r"dio alon(' is 
al lllo~ t one_third Inrl!,er thall Ihe :WCT:ll!(' 

advcrtisin~ budgel nf:l bank of 115 si:(', 
T his Inlier fis:ure. accordl11g 10 the Fintln_ 

mIl Advertisers Associatkm, 110 SI(>6,"1 2. 
Among the 1.600 banks using bl'03d

casl ing the program prcferellcc is for 
news. seven to one. Sportscasls run 
second.' This over"all pl't'fermcc for 
progrnms is \'crificd by iI reeTnt (Octo. 
ber 1947) survey of the b.1nks u!olng nel
work coopcr.tt ive prGJ:rams. The break
dO\l.'n, by program types. rtln as follows: 

II,\ :'IO I( S USISG XETWORK CO.O I'S 

I'n.vam T)pr I'u C.n l 
Se .. _u. ~'.5 
f'on.r.... t7' 
0,,11 1.3 
C" ' 'Un l Mblr. 1.3 
M,flerle. 1,3 
Women', Commenl • .,. 1.1 
5",," _110 I ,lt 

Bnnks were among the eurlicst users of 
nctwork cooperat ive programs, Fulton 
Le ..... is' fi rsl sponsor \I.'as the American 
National Trust of DcIwer. Colorado. over 
KFEL. They st ill sponsor him, 

I\ lthough banks M\'C a long ..... ay to go 
10 begin, as a group, to usc broadcasling, 
credit must be given to the American 
Bankers Association (or t rying to educate 
its members to the medium. From ABA's 
first fling a l producing a program for 
loca l sponsorship (during the same year 
t hat the ban king group fa iled SO mi~

ably on the Bluc Network 1937) 10 

date. the association has alw3Y$ served 
iu members ..... ith ei thcr transcribed pr0-

grams or scripts. Presently they have a 
series of 52 live-minuw transcribed pro
grams on the agenda, These ..... iII be used. 
the)' hope, as d ramatic spots in locally
produced bank programs. ,\ lost of their 
previous transcription attempts have re
sulted in defici ts for ABA but thcy expect 
Ihat this new vent ure \I.'ill be in the black. 

/I, brm k.·s greatest problem is to decide 
.....ha t It has to scll. ~loney IS still the 
most diffirult of all commodit ics to btly, 
Bro.1dCllSt ing is no help to confused tllink
ing on lhe part of an ad\·ertiscr. h 's 
dirCt't and a pl.'rsonaJ medium. Because 
ne .... '$papers are rclati\'ely impcrsonal 
mediums. almost 100 per celli nf the 
banks usc them. 

Only 27 per cenl of the small banks (up 
to $5,000.000 in deposits) usc rtldia. This 
pt'rceSlL1ge rises to SJ per cent for the giant 
banks of ovct' S4OO,OOO,OOO in d~ILS. 
The rub is (hal there are 10.i87 of the 
fomlCr d~orb."1l1ks and onl) 31 O(lhe 
laller. 

Banks imd radio h,we a 11)1 tt) kam on 
how to gel along \lith each Olher profil. 
ably. 

-'''''''fI''I, ... II" 111·1. 
I II /"/-fII"'lr""", i. ~;,~/'" 1 ...... 1,,...,' .... " •. 1"" .... ' ........ 1 
1 ... ' ................. 1 ~"'''''.I ••• / .",""". ,...,,/, ..... III 
~,.I.,I/tr< ... _ .. ",., .. d. 
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NIELSEN 'S TOP TWENTY 
(Colltiml/'djrom page 28) 

homes are located in the following st:ncs 
in the following manner: 

S Ial ... Au-Jrn,eu,..,. 
'O",n<"Clku, 
-New y.."k 
N~ ... J .. , ..... y 

l·""n.yl~a"l" 
Weu V!r'-elnl" 
"""Iuck)' 
Uhlo 
"Il~hljlan 

1",.IIana 
· \\'IKon~ ln 

1111"0'" 
· ;\11&-0"",1 
t:a., and Mld .. ',"u . 

- North C .. roH,," 
'Sou/h C:l ro lln" 
·CWI!!.la 

" ". 
" .. , 
" '" '"" " ••• 
" '" " 
" • ,., 

M' 

SOulh . ..•. , _ ........... ... .. 41 

' I..on l. la"a 14 
· Oklaho"'" 1) 
"Ten. 44 
South ..... " ... .••.•••••• . •• •• , I!Q 

CaUfo ... '" 127 
Wa.hlnlUo II 25 
O~Il'1O IS 
1'a"IIi<'. • . •• . ... . .. ... lit 
T otal nuulmcler home •.. . .. 1138 . 

&'Causc SO many sponsors judge re
search coverage by the sample located in 
big cities, Nielsen reports the location of 
his audimetcr homes in big population 
centers as follows: 

C U )' 
N~", York 

Manha!!"n Jl 
KinA." oH 
Queens 22 
IIronK 2l 
SI:"en ,.bnd J 

C hlcall.o 
Los i\"lI.elu 
I:klttoh 
"hUadclphb 
S:> n Franc lKo 
j'!tUburth 
C leveland 
SI . Loula 
MII ... auk~e 
BIll. dly IOlal. . 

" " ~ 
" " " " " " . .... ·138 

Roughly therefore one·third of N iel. 
sen's audimeters are located in 10 of the 
nation's top 13 cities. Baltimore, number 
7, Boston, number 10, and Washington, 
number 11, are not covered. 

111is city rank order is based upon the 
last U. S. Census (1940). The population 
of these 10 areas represent 21.791,924 
individuals or 16.6 per cent of the 131" 
669,275 recorded individuals in the 1940 
Calsus. This 131,669,275 U. S. popula. 
tion is supposed to have increased ·to 
140.386,509 by January I, 1946, and the 
increase in the tOp 13 cit ics is supposedly 
in proportion to the over.all increase al· 
though the West is recorded as having in. 
creased more rapidly than the rest of the 
nation. 

TItuS 
covered 

16.6 per 
by more 

DECEMBER 1947 

., 

cent of the nation is 
than 32.0 per cent of 

Nielscn's 'lUdimeters. I lis other 68 per 
cent must cover 46.4 JX'r cem of the na' 
tion, since according to Nielscn's st;lte. 
ment he is covering 6] per cent of the 
U, S.A. 

The audimeter records on a t:lpc the 
minute·by. minute usc of thc radio re. 
ceiver to which it is :utachcti. It Ill.,kes 
no attempt to give the number of listeners, 
nor dOL'S it report actual [isten m~ . It 's 
merely a record of a receiver being tu rned 
on. R('Cellt ch(.'ck·ups by advertising 
agency rcscarch dep., rtll'll'nts indicate 
that this lack of definiti ve infomlat iOIl on 
who is listening is not important for night. 
t ime ratings, since scts arc seldom turnl'<i 
on at niglll without someone's lis tening, 
Similar daytimc fig ures arc probably 
somewhat innationary, since houscwivl'S 
do turn on tlli'ir radio fl'Ceivcrs and leave 
them on over an extendL-d pt.' riod while 
listening only sporadically during the 
period. 

Selection of N RI hOIl1<!S, as Nielsen 
calls the families covered, is, as far as is 
humanly possible. based on strat iflCatia l 
as to income, education, and a number of 
other factors which Nielsen's orgimizatioll 
has found to be important. 111at th is is 
almost impossiblc to accomplish in a 
bro..,d sense, at least at Prl'SL11t , is indi· 
cated by the fact that the fi rs t require. 
ment in placing audimeters must be popu· 
lation. When ti'll're are hundreds of 
counties represented by one audimeter 
each it can be seen that st ra tiflC:lt ion 
other than for population is a tough as

THE KAY LORRAINE SHOW 
53 trdnscribed musicdl H hou rs 
with SpeCidl Christmds progrdm 

Announcer, Frank Gallup 
"So.tbi,d K .... Lo".in I ... h.d.l.d '0' Ih. 
bl" •• J , .1 b.ild,ul> .I"c. DI •• h $ho,." 

- WALTER WI NCHELL 

II ~il~ •• • Wi ..... . . . f 'Iwn • • . • 

JUwi.'1 S. (Joc.dman 
RADIO PRODUCTIONS 

19 E •• I 5l,d Sl 1'1 . .. Y.,,~ , N. y , 

s ignment. However, within the limita' l ::~~ 
tions impost.-d by size of sample, Nielsen 
does take income, education, etc., into 
~onsideration in installing his audimeters. 

N ielsen's " Top Twenty" is based upon 
average audience, Since the "average 
audience" ra ting fig uf(' is JUSt one of the 
figu res containl'<i in the NR I "pocket 
pil'Ce" sen t to subscribers it is important 
that it be explained. "Average" in the 
Nielsen use means listening in the average 
minute; i.e., if the program is 15 minutes 
in Imgth the number of N RI homes 
listening in each minute art' addccl 
together and divided by 15 to obtain the 
average for one minute. (Teclmically 
Nielsen may use some other and quicker 
method of arriving at this "average I 
minute" figure but in effl'Ct this is the 
significance of this rating.) Other ra ting I 
figures which Nielsen reports are "total 
audience," i.e., receivers t uned to a pro· 
gram at any time d uring its broadcast; 
and a ra ting figure which reports lis lCner· 
ship in areas in which the program can be 
heard, 

T he other figure which is released with 
'Slnlu coec,d .>nlr in pari ~y .. "di,...wn.., ;net"",w et 
by boIh 1N.Iu~it~",I .. nd Ih~ P"I'II/aIiIJl' ""'P' . 

. The Best Buy in 
Central Iowa 

KSO's New 
5000 Wall Transmiller 
IS Now In Operation 

• Another reason why 
KSO is the best buy In 

Central Iowa. 

MURPHY BROADCASTING COMPANY 
sooo WinS-BASIC CBS 

Oes Moines 9, Iowa 
" '. 

Kingsley H. Mvrp,",v 
PRESIDENT 

He~dlv-Reed Co. 

NATIONAL REPRESENTATIVES 
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THE JOE HERNANDEZ SHOW 
iii 3.1 Hooper 

in 

OCTOBER! 

Nightly .•. 3,000,000 listener, in 
Southern (.lifor"i., vi. KMPC! 

1,SOO,000 lisleners in the San 
Fr.nci sco iHy re,ion , vi. KYA! 

M r. SpoMor, or M, . Account 
Executive, th is is the show that 
del ivers, sill nig hts each week , 
thloughout the yu" 

The Joe Hernandu R.dio Show, 
fululing Thoroughbred Racing, 
il I"tlilab le fOf the Sin Fran · 
cisco, Oakland, Si n Diego, 
Portl.nd Ind Seattle Markets!! 

The Bloodslock Agency 01 Calilo,"ia 
954 So. L. Bre. Sheet 

Los Angeles 36, (a lif. 

YORK 0373 

5 , 433 , 574 People 

REME MBER what 

they hear on 

PHILADElPHIA'S PIONEER VOICE 

WIP 
BAS I C MUTUAL 
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Represenled na',onally 
by EDWARD PETRY & CO. 

,he NR I " l Ull Twcnt)" I!<> the NIH 
homes reached per "d.Jl1l1llr. This is 
tJrri\'l:d at hy pmJ~'{ tin~ the reports or the 
1.260 auJuucH'r5 In IhI.: (11 per Ct'nI of the 
U. S. rq'l(lrtcd UI'I(otl b) I\ IU. No aHempt 
is Inade 10 rcl;IU'I~ numhcrClI ;\:IU t:lPf.~ 
(0 lhe area C'Owred .... lIhin the "'RI tern .. 
Ulr) b) an) r1I.:t .... ork. The tol:ll NR I 
are:! j " u!!(:d in eac.h .:a5t. The ('Oo;t (actor, 
accordmg to thl: j\;ld-a1 Clrgani:mion, 
t.akes cart' of til<: pani:ll networks, i c., i( 
t~ II(· t .... nrk is sl'IIOlIl the tot;'!1 emt b kM 
300 th l)) 1:\,laoces the 10 .... numr.cr of NR I 
homes reporll'd li ~ tcninJ.l. Thus the 
"homcs-pcr.doll;u" tiJ!urc 'hou ld be cor
rect. In reponmg the NR 1.horncs-pcr' 
ad-doll.1r, Nielsen usc:> the " tnt;'!! audi_ 
ence," not the ".1Vcrnge nudiC'llCe." In 
OIher words, cv('r)'hod), "ho hears any 
IXlrl of a progmm is figured as II pmArnm 
listener when number of NIH hornl~ per 
dollar is reponed. 

Nielse:n'S "Top Twcn t),,' \\l1hOUI pro
jection is a report of Ihe listenlllg in 1,128' 
homes selected by Nicbcn as rcprewnt:l
tive of 63 per cent of the nmien's rndlO 
homes. Tbe cost factor, indudc..-d in the 
repon, is the number of homes per dollar 
reacht."'C! by each progmm listen III the 
"Top T"cnt)." Then: rna)' be p~rams 
tha t ream mort homes pu dollar but 
.... hich do not reach the "Top T .... cnt) " 
pinnack---the audJen« may be sm;'! lIcr 
bu t the C05t m:l)' br ('\'1:11 sml1 lkr than 
that . 

Nielsen's rating s):ittt'll1 is critici:ed 
because he is hea\' II) ..... cil!hted III the O\'cr 
500,000 popu lation ci ties; other critics 
qUC5tion his audinlCtCr distribution. Ae
ceptantt of NRI conclusions IIlllst be 
based upon tile fnct thm Nielsen has been 
in the fCS<':lrch field for n number of rears, 
and has unqucst ioned integri t )'. It is 
11Otc .... ·orthy that he has built :In organi: :I
tion to ..... hich dients ha\'c paid $40,000,-
000 for rCp1rts. 

At the \'t:r)' k!ast NR I givcs an accur.lte 
report of setS in use in I, I 25 r;'ldlO hornl'S 
located in areas lIIc1udin~ 6] pet cent of 
the U. S. populati'ln. At the lx'St it's an 

I occurnt(' index to the circ:ul:luon of a pro
I gram 111 the area cm·cn.-d. The truth, as 
adverti5111g restarch nk.n SC\: it, is ~1I1e
.... here in between the t\l O. 
'n" tloLfl'P'NWt ..., ....... " ,It .. N""" ,,:~ .owI ~ I lUG ."",_1< .. , .......... '" ,,,J/ .... 'A /_dUMI_" ,,-, ,_~ -..,. ,.... ,~J,,., "It ''''',1"/,,;,. 
_~ .. __ .. ".·"w 

HOOPER'S FIRST FIFTEEN 
(Contilluedfrolll pelS/: 29) 

I people (19·10 census) h\'lI\g in the 36 
Hoorcr cities. T o Ihis fiWlre must tx· 
added the nOIl_ur~an ropulntion \\hich 

I 
Hool'<'r intc rviewe~ phOlIC while cm·crillg 
their ci t)' :lrens. AccorJing to Hoorcr's 
field s t:l tT this rnu{:hl)' increases the ropu, 

lat icHl ~mpled b) OI'le·tlllrd IQ,695, ISO). 
making the tOial number $.lmplcd 3E1,~ 
780.722. 

With the a\"eraw Amerioll family 
numhcnng .. lightly OWr (our, thh wnuld 
mean about 9,697,000 families in t~ 
Ilnop:'r are:l.!>. Since il5 telephone mils 
are made each 15 minutcs in the are<b in 
.... hich t he.sc families li\'e. a qu.,ncr.hnur 
rmgram rating is Mscd upon OI~ roll for 
t'ach 11,194 families (;15 IOto 9.697,000) 
In the case of longer p~rams the r:uio of 
phonc rolls to populatIOn dccrca~ Dud 
wllh a 3(}.minute airing onc famil) in each 
6,597 is called. 

In the rn<;c of daily progmm:>, of fi\e to 
15 minUles, on whien only on(; ratmg i!> 
rcrorted for (he enl ire w('('k, 3,675" C3l1s 

arc made, (,:lch ca ll rcpl't'SC'nt ing 2,63S 
homes. 

Hooper's ratings MC b.lsed upon tot:ll 
homes, not radio homt.'S. and arc therdorc 
likely to be 11 lillie lower than other 
rntin~s whIch a re ba~d usuall) upon 
OOIl'lC'i \l,lth rndie recch·ers. (Accordfn~ 
to the Broadcast .\1casurement Burel1u 
9O.,$'" U. S. homes have radio rl"ct'i\'cr:>.) 

A q~ion frequent!) rni<;£"d by "pM_ 
SOI'S and a~oenC) I'X('CUll\es i!. ho .... accu

mtt a gauge of program popul:uit)' al? 
Hooper's tabulations? 

Hooper not unn.illurnlly has been mter
csted in this questKln also, and has rom
pan"d the ratin~ which he mak~ 111 SOf1lC 

8) Cit ) areas with his J6.cil) Ot:t\\ork 
figures that come OU t of the hopper t 110 ice 
a mont h. Nov.-herc has Hooper found 
nlOre than a 0.6 difrercoct oct\l('t!!I the 
reports fmm his Sl citieS and hb rcgular 
36 areas. This, research men poin t out, is 
belo"' the normal pcnnissible statistlcal 
".mallon. Hooper releases, \\"1th alter
nate reports, a ~raph sholl in):: the plus· 
and-m inus margin of error ((J \\hich hiS 
reportS:lre subject. \\'ilh a dayt imc slrip 
rating of i (a\·erage for a tOp so.lJ\ opera) 
and the normal numbt-ro( tdcphollt cal ls 
made for a fi\'e#a~wcck 15-minUlc rro-
12mm (3.6i5) the rntin::: is su ... ject to .. 
plus or minus s ..... ing of 0.9. In other 
words, the reponed rntin~ of 7 m ght. in 
fact, be a 6.1 or a i .9. 

HooJ'('r reportS to tilt: trade and cnn
~umcr pr($S t .... ice a mOlllh the "FlOC 

Fifteen" ni!!lntimc netwOrk pro~rams .. nd 
once :! month the "Top Ten" da}umc 
programs. A report rna) rome as much 
as 17 or as little a~ II d:l)":> ;)ftcr 3 pro
gram airing. The rc['Ott l<i<iucd on the 
I th of the month ro\'ers the first week of 
Ihe month; the report Issued on the lOlh 
covers the third week. This is Hooper's 
grell tCSI as,,<;(' t since it enables sponsors to 
asccn.lin quickly the popUlarity of their 
programs. 

SPONSOR 



(Conlillut'tfjrolll /hlfZt' 4) 

"Iittcc whose objC'Cti\'c will Ix- to sugb'CSt 
ways or making a brC'tter :'III-around Bi\ IB, 
w!! welT \"Cry glad to ~ able to sign an 
wlcondition:11 subscription contract with 
the Bro."Kkast t\leasurl'nX'nt Bureau. We 
hnn! also re-signed with I looper ror the 
regular Hooper:lling service. We had no 
desire to "travel alone" but there were 
some matters [Q be straightened OU t. nnd 
v.-e had to allow suft'lck-m dme ror every_ 
thing to be worked OUt satisractorily. 
E"crychlng now sccms to be in apple
pic OI"dcr. 

Next item. Our usc or tile recall tech
nique in prcscnting rnlings ror the World 
Series games was based entirely upon the 
pr:ICtical problems im'olved in getting an 
cslimate or the audience effectively 
reoched by a broadcast that lasts 5Cveral 
hours. The instantaneous or coincidental 
telephone survey is userul ror most pur
poses. but we believe it is not as well 
adapted to the job or gelling a line on the 
World Series audience as is the r«:'I1i 
method. which en:lbJcs one 10 get an indi
cation or the tol31 number or people v,'ho 
heard any part or these long broadcasts. 

The mechanics or the mathematics or 
this lire best demonstrated in the Nielsen 
studies. Nielsen shows the difference 
Irtwecn the audience ror the average 
minute and the tOlal audience ror any 
given program---one being a momentary 
picture, mo\'ing minute by minute 
through the period or the broadcast, 
while the other is a cumula tive picture. 

While we are talking abou t thc oon
tents or your November issue, I should 
also like to make some rercrence to your 
editorial on the relative importance or 
promotion, publicity and certain other 
ph:lSCS or commercial broadcasting. In 
the radio field as a whole. promotion and 
publicity have perhaps not always been 
given tile import3m poSition thcy deserve 
in the minds of top manogernelH. but we 
like to think that Mutual lIo'as among the 
piCltlt.'t1'.5 in corrccting this astigmatism I 
Mutual has had a vice president ill charge 
or promotion ever since Bob Schmid was 
elected to that position on May 1, 1945-
and a vice president in charge or pub. 
licity since Abe Schechter was so desig
nRted on March 14, 1946. 

E. P. H. JAJoIES 

V, 
MBS, N. y, 

I 'II (II dIa,.". '!1 ,..,blici/JI I. ,Ii!f,,.,nl/rom 0 p..o
I,<ill> ....... ,d/1l" /ilk !If .p. II "'''' tI ... 1,,11., IQ ",Aid 
._-, 'if, .. ,,1 in t/w:" p1'f>ln', on 1M 10'. ol.flllu .~ 
01 pubiullJo 0/ do, lid ......... 
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Hit TUlles fo r December 
(On Rt(~d'l 

A GIRL THAT I REMEMBER "MI) 

Tn Btft,~.--Vk. to-un. V .. I ... L ........ o-Mio. lto'! 
To •• , T ... ~.r-Col. 119.1 
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·~PEAKS 
P.S. 

With this issue, 51'0:-':5011. ill(ruduC('S a 
new tradition in tmdt paper joumalism. 
The' stork'S printed on its pages will not be 
pcnnittcd to btocomednlcd. It 's ou r duty, 
..... e feel, to keep you infomted of evcry 
major development in broadcast adver
tising as it happens ---{'veLl (or especially) 
if it hnppt'ns to one of our stories. 

And so P.S. (page 12) was born. With 
Ihi~ secUon, eadl momh, SI'ONSOR will 
brin~ previous issues up to dale. It will 
report, for instance, what happened to 
Tuu/oners on NBC IMilrch 1947 issue). 
It will tell why Balm Barr :md Carey Salt 
ceased to sponsor Tilt Shadow (February 
1947 issue). It will report what happened 
,\ hen Revere Copper and Brass stoppcd 
Explorin& tht U,lknou'" (April 1947 issue). 
This month Ajter;MitlulglII Audience 
(May 1947 issue) and Listerillc LoL'fS 
Com/NIIIY (April 1947 issue) are brought 
to date. 

We feci it makes a good story better 

• 

Good Commercial Taste 

whl,'l\ you are kept infonned of just what 
is happening day-by-day, when we con
siuer every SPO~~OK analy.sis a living 
thing and ),ou ar(' abreast of changing 
facts uf broadcast advenising ]jfe
with P.S. 

Spot Needs a Nam e 
What's spot advertising? 
That seems like a simple question, yet 

most adverti~ing ag('l1cy men failed in a 
recent surve} to answer tile qucstion 
correctly. 

The reason? 
It's the confusion between spot an. 

nouncemelHS and the broad field of spot 
advertising. When a much·used word 
means mote than one thing there's bound 
to be bewildennent. 

Paul Raymer reCl"tly surveyed the 
advcrtising field and came up witll 
·'St.·lective advertising" as a suggcstion. 

It's time for a ne ..... name. S[>O~SOR wilt 
scrve as a cle,lring house. What have you 
to suggest? Let's wipe ou t the confusion 
conceming spot. 

A new name ~'i1I help. 

The Spot Figures Please 
Nowhere in the field of radio are figures 

more difficul t to obrain than in the field of 
spot broadcasting. Nowhere in the field 
of a ir ad\'ertising are they more csscntial 
to spoosors and theif agencies. While 
network figures are simple to chart, spot 
broadcasting, being scattered throughout 
the .J8 s tates and Canada, can't be ob. 
tained by chl'Cking each station without 
prohibitive expensc. 

N. C. Rorabaugh, through his monthly 
reports on spot business, has gone further 
than any olher organization in reporting 
spot placement, but e\'Cn his figures are 
only a cross-section rather than an netual 
100 per cent report . Every month more 
agencies nnd sponsors break down and 

okay tlw relea~ of their spot advertising 
to Rorabnugh but it's a slow process and 
the results leave much to be desired. 

With this issue srO~SOR Starts a Spot 
Trnlc4 report (page 2.J) based upon Rora. 
baugh and developed throu~h an exclusive 
mathematical fonnula deviS(>d by a num
ber or advertising agt'nCy and network re. 
~archers. All that Spot Trnrds purpons 
to do is to chart monthly spot business of 
the advertisers who report to Rorabaugh. 
In most categories the sample reporting is 
an ndequate cross-scction. 

Two answers to Ihe industry's obtain
ing a truly representative report are 
possible. Most logical would be a move 
by the National AssociatiOn of Radio 
Station Representatives to have its mem· 
bers (through whom the greater part of all 
spot bosmcss is placed) report their 
monthly business. Since the report would 
cover business that has already been on 
the air, the representatives would lose no 
competitive advantage by releasing such 
infomlation. 

The other answer is one that lies with 
each sponsor himself. Every adveniser 
cou ld notify his agency to report (after 
the fact) the spot :advertising Ill' has used. 
Since it is vital that each sponsor know 
what's on the air in every Illarket , his oym 
release of the infornlation can bring him 
reciprocal facts of what the other tlnns in 
his field are doing. 

In cither cast an organization is in 
existence ready, C\'CI1 :anxious, to correlate 
and report the infomtation available, the 
N. C. Rorabaugh Company. Spot is a 
vital fom1 of advertising. The more that 
is known about it, rhe more effectiVely it 
will be used. It·s up to the Nntional 
Assoc:iation of Slation Represt'ntatives to 
part the iron curtain. If this isn't done, 
it's up to the sponsors themselves [0 tell 
their :agencies (as so Illany have done 
alrcady)-"REPORTI" 

Altlt l anse -------------------
A l1ulllbcr of ~ponsors this season have chosen tu present 

programs with a minimum of adwrtising. 111is docs not mean 
that the ~ponsors in question have decided to present their 
pmgram!> as public service vchicles. Rather, they have con
cched the shows in such a manner that the program and the 
~ponsor over a period of time will become idemified wilh each 
01 her and will not require nggressivc commercialism. Typical 
nf thIS type of prcscnt:ltion MC the Ford The(lfcr nnd the 
P,lUst thol RtJre~he$ au the Air. 111e title in both cascs is 
tied to [he sponsor. Each has won critical acclaim for its 
ad\'crtisinR appro:Jch and .... hilc neither has achieved top
rnnkinR Nid<;Cl1s or Ilmpers they h:lve been building solidly 
if con!'Cr"atively. 

Both !>ponsors have or .... ,11 havc other \'chidcs on the air 
and will U!'C them for straight competith'e advcrtising. They 
realite that radio can be used for $Clling and for goodwill and 
arc using it for both purposes but lIot on the same program. 
Goodrich Tire SN the pattern for goodwill programing last 
season (S[>()~SOR, :"1:ay 19.J7) and it's ~preading-for the good 
of radio and ad\'ertising and the sponsors who underwrite the 
prcscntations-as well as the li~tenmg public. 

Broadcasting is all things to some people and some things 
to nil propl!.'. Ford, Coca·Cola, Goodrich, and an incrcasing 
number of barker-less sponsors dl""Cf\'c that extrn round of 
applause thnt isn't heard in the s tudios or in the homes. It's 
the applause that's heard on the cash register, for not trying 
to do e\'erything with one sho ...... 

., SPONSOR 



OUR CONVENIENC E IN ORDERING SPONSOR AT THE SPE CIAL CHRISTMAS RATES 
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25 Subscriptions <lind more , $3.00 (a. 
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., my ~allo: . ______________ ====:-::= 
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dd.ul ______________________ _ 
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And le"d me a bill 
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C RO S LE Y 

SOUTHERN YANKEE 
A Southern gentleman and a Yankee scho lar ... thal's MEL 

ALLEN. winner for the second successive yca r o f the Sporting 
News Award for his "oulsmnding play·by·play description of 
the Yankee Baseball Games on \X' INS." 

Now the versatile Mr. Allen turns to olher n.'Cords as he as
sumes (he role o f a d isc pcrsonalil)' on his own 2·5 p.m. dai ly 
p rogram. 

The MEL AllEN SHOIr' is important n OI on ly because Mel 
can deliver an audience-witness the 11.000 letters in tWO wccks 
he 3\'cragcd on simple req ucst (or all star tcam nominations
but also because it's the (jrst of the \\'IINS new bloc program
ming fo rmal. 

Both listener and adncriscr benefit (rom the MEL ALLEN 
51 JOW' for it call s for long range pl:lnning and I iSlcning. Thus 
\X' INS continues its efforts to scn e mClropolilan Ncw York [0 

t hc full est of ilS ability. 

BR O A O CASTING C O R PORATION INS 
N • W y 0 II K 



IIll 0 ~EJl. Pte"denl 

BASIC 
~. " 

ABC Network 

"'~~Il{;~.n.., 
P!j~1I'( 

" , /lIlQI{r£ll£a 

DRAWING POWER is SttlfNti OWER! 

They S3Y Christmas comcs but once a 

P ::lf. TruL', but the YC:lC 'round progra ms 

o n C!cvc:l :lnu's Chief Station deliver 

profit packages for you. Constanriy alert 

co cha nging trend s in broadcasting, 

Wl)\'\'· ... skill ful programming and mer· 

ch:tndisc promotiun assures n.:sponsivc 

audicm:c!), :l[[ran rcspcncd adn.: rriscrs . 

.. For lisl,n,,, IInJ tid, trliurslllil." 
for ,,,Itr'/Ili,,m,tr' "'IIIIrIl. ~hiIiIJ' 
If'} Ir' If;lnd, jor ('o",pltU COl tr. t'. 

CLEV E LAND 85 0 KC 

5000 Watts 
REPRESENTED UATIONAl l Y BY MF/A n lEY . R EED COMPANY , 

," . ,,:.\ :,' . ,- (.:, 
_) I-
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