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O. H . Caldwell, former broadcasting commissioner. estimated last 
mo nth that America spent $2,11 5,000,000 for radio in 1947. His 
breakdown showed time sales of 5350.000,000; talent costs S60.000 ,-
000; e l ectri city consumption $220,000.000; radio receivers (retail) 
S800,000,000; TV sets $120 ,000.000: replacement radio lubes $90 . -
000.000; radio parts SlOO,OOO,OOO; phonograph records 5300,000.000; 
and recei ver repairs $75 .000.000. 

-SR-

Camels is largest user of spot announcements among cigarettes today. 
Other tobacco organizations are pouring cash into day and nighttime 
network broadcasting. Camels is also networking but is spending as 
mu ch for announcements as for one of its chain programs. 

-SR-
Petrillo (as SPONSOR goes to press) is fol l owing usual routine de
laying tactics on new web contracts, Tension is mounting at net
works. Prepa ra t ions are being made for musicians' walk-ou t despite 
hope there won 't be any. 

- SR-

Closing down of number of r adio factories is indication t ha t present 
receiver manufactu ring potential exceeds demand. Production was 
built to fantastic heights during war and U. S. won't buy all sets 
which can be produced. Hoped- for export business hasn't developed. 

-SR-

To combat both local block programing and other networks. CBS, wh i ch 
developed "mood" (block program) fo rmula, is going a ll out to block
program network. First indicati on of t his is notification to adver
tisers that protection on time s l ots will end shortly, First a l l 
out CBS attempt to block-program is Friday night, which now 
throughout the U. S, has gr own to be sport listening night, 
making CBS job mo r e difficult . If CBS attempt to build Columbia 
ratings through comedy block-programing on Fridays works, block- pro
graming can be answer to that chain's fight for top audience ratings. 

-SR-

Sponsor Publications I nc. has purchased the capita l stock of Tele
casting Publ ications I nc" publishers of FREQUENCY MODULATION BUSI
NESS. SPONSOR will continue its estab l ished format and editorial 
content with added emphasis on TV. FM and FAX. Publ icati on of 
FREQUENCY MODULATION BUSINESS has been suspended, Edward Codel , 
fo rme r president and publisher of Telecasting Publications Inc. has 
joined the Katz Agency Inc., national station representatives, as 
head of i t s new television department. 

SPO NSOR. Vol. 2. No.3. J.nuary 19.... PUl>lbhed rI'Ionlhly I>y 5POnsor Public.'lons Inc. Publl~llon office.: 5&00 N. Merv ine 51 .. Phil~delph j ~ .,. 
P~. Ad vertising, Edltor'.'. and Circul.tlon office., 4() W. 5251 .. New York 19, N. Y. 5 .. bKr!Plion IS .OO. year In U, S ., $S.SO elsewhere. A~uP\.nce 

undt. the act 01 J lin. $. 1934 at Ph iladelphia. Pen n$ylvanla , .... ,ho,iud D.cemb •• 2, 1941. 
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OR R E PQR T5. • • 5 PONSOR 
Hooper's national ratings . which will be available some time in 
March or April, will give NBC programs, generally speaking, l argest 
listening indices of any of four networks ' shows. More NBC sponsors 
use full web and NBC stations, averagewise. are older and more powerful. 

- SR-
All major transcription organizations finished pressure schedules of 
musical recordings under wire. Killing pace had been maintained 
until December 31, with one musical aggregation refusing New Year's 
Eve bookings in order to fill six recording sessions that day. NoY." 
e . t. organizations are prepared for Petrillo ban on recordings. 

- SR-
ABC's ai ring of Louis- l'Ialcot t f i ght hi t all competing progr ams, "I t 
Pays to Be Ignorant" Hooper was down to 4 .1, f r om 8.5. Spotlight 
Revue was off 5.0, rating 2.6. "Mystery Theater" rated 5.4, off 
6.5. Gillette-sponsored fight garnered 41 . 5 and was highest - rated 
regularly- scheduled program of 1947. It increased by 5.8 rating of 
"The Sheriff" which preceded it, sending it to 14, pe r fect indication 
of what good p r ogr ams do to airings which precede them. 

- SR-
Heads 0 f all fou r networks look forward to ' 48 with optimism which 
reverses most network heads' approach to '47. While the r e were no 
feelings of cockiness, all being certain that there would be real 
battles for advertising dollar, there nevertheless was assurance 
that broadcasting would do its job and get its share. 

- SR-

Canadian independent broadcasting (non-government) was given new 
hope during past month by CBC (Canadian Broadcasting Corp.) grant of 
50,000 watts to Harry Sedgwick's CrRB. CrRB is first independent 
Canadian station to reach 50 KW. 

-SR-
To guarantee premium nighttime spots for civic groups, Portsmouth 
Steel Corp. (Ohio) has purchased 6:30- 6:45 p.m. on WPAY, Monday 
through Friday. rive to 15 minutes will be available to worth- While 
projects in station's area. Gesture will also serve to further 
employee relations. 

-SR-
Study of "Big Sister" published in "Genetic Psychology Monographs" 
by Professor \'/. Lloyd Warner and Dr. William E. Henry of Social Re
search, Inc. , indicates soap operas do have stimulating effect on 
listeners, both as individuals and as members of society. Most 
women listeners researched by Warner and Henry feel they "learn 
while they listen." 

-SR-

Number of stations on air 24 hours daily is increaSing at rate of 
one a month. Latest to serve its all-night area (which is many 
times a station's day or evening listening territory) daily is 
\'ICKY. Cincinnati , which started January 1, though it broadcasts only 
18 hours a day on Sundays. 
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Today's Most Perfect 

Picture of Product Behavior 

~AMPLl O£SIGNlD 6'1' 

Or . lIo'lII t l\4 hoftl,n 

"TEC.HNLCAL ,.,OVLSOR 

I ldw.,~h Dr . Po' 

Pl\NlL CONDUCno eY 

S I I lu . 
A •• i •• " ".,. • 

What every Advertiser wa nts to kn ow! 

T hI.'" Oklahoml Cit)' Consumer 1'~1ll'1 
hJ~ heen \c[ up on ~ continuing b .. si~ :Iud 
(inJIl("c d by \VKY :uuJ Ihe Okl:ihoma 
Puhli~hin~ Complny fO ghe l,.h cnis~~ 
.md marmfulufCfS I h ~ 010$1 p<",f(,("1 pin un
of product hch :n ior mouNn r(',carc h 
Iltl' \hr ... h can ..tn;S(', 

Tht' method, the I'roUu("IS \'o\ (" r"J :l",1 
due s.lIlll'l jl1~ wcre :ldopll'"J after con ~loI· 
IJI;n" \\ ill, [h" counlr"'s !fading :'1;('oci.'s, 
.ld "'-rl i s~: rs ;lnd r(''>Cueh men . 

Four hundred ".lIlliliu, sclcuC"d (or 
}Xrf("C! rC l'rC",~nlJlj'r:tH:U of MClropolil JIl 
Okbhom:l Cil),. m3inuin :l dly.hy-da), 
p",eha$(' fccord for S()I11C ·f" cOmmodil) 

• 

cla,sinGu ion s., , ,'cordi n A hr .11111 , $i/C, numha 
of unil S, price paid ,.m] plan' Hf l'ur("hJ'~ 

TJ.hubdnns ~n' h," ed ' p'Jrlnl), hUI 
spu il l rr pon' {u r ]onsn or shnn<"r (X,i(ld~ 
:If.' , .... :libbJ. :I I ' '''1 (("ninS .Ln~· ph~,t: "f 
;'('1;' il ) ]>os~ihk w Obl~ in {rulll (UTrl lal illn 
"f (he d,·u.kd pUr<ha,e rn""] ~ ;1II t.! hi". 
~r~ phi(" .. 1 info,m:uion :n .,i b hk . 

iXo"her.: in d1\ U.~. I "~.b) is !lllr.' 
.,\.Iibbk to J<ln ' niwrs J Illore )cnS'l i\c 
Iht:flllomcicr and mor~ ,,,( Url le n(onling 
"f proJuCI behavior. \\ 'r; le md .• ~, JU lin!; 
us know how d.e Ol..bhonlJ Cil)' Con_ 
SUrI1('f Panel m~y he helpf ul in til ': ~"lu l ion 
of y"ur p~ni, u]:,. prohJcm . 

• 

.' 

.,-. , . .. " 

HUiOMI Cll1 

CO i SUNlR Hill 

lal l~' !IInlh al 

S[PT[MB[R. \941 

Whol YOU ( on find 0 111 
AboulYo UR Produ tl! 

I. 11k n .... ",..,..no! I" r"'n .. ~ oJ 
"" .. ,,~ ...... f'< ........ , in ~I,'''.r'~~ 
UI.I.",,,, .. l~) 

2. I .... _r .... .,' ".n,J"'j:"/)""'I~ 
,~, ".,h ''''''1'''''''' bu,,"J, 

3. Th. _ ..... , <>I ,,"M •. f'<'" • ...J .. ",,~r 
." ,II ~""""I"',,"' ... -d. 

4. Tfw. ' '''" .• '''' ..... « ot f"'''''''' , .. , ... rtJ 
'" .but: """ ...... ""!'"J,.-, ... " .I 
oI'Iu"""·,,, "0<,, ...... "'~" .... .... 
" ........ "':«< "' ... ·r 

T~., "" .......... "' ... r<..r.", .n ....-Jd .1 .... 
""," " ,,"bI..,.. ... ,,! .... 01,1" ............ 1 '"r-
>I. , • • ".hI,. "'''~ ",., ,0><1., tnt .~< "I'" ' 
""";~~ .h, ' ......... ,..<-.1 .. ", .n ~h~h J'" " 
.",,,.~rJ . 

n" ( llI0~'\lJI\ lI\II ~- TIJi (\R\II~ " (I( " " I' 
" \·Ilil . ' <lU llI \ 1)0 'PRI";" 

JANUARY 19-48 
" .. { . nr" I M .\'\I! \\11 " . ('IOMI\ . \1I1111111! " \1\'\\(.1\11', ,. 
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BENRUS ADDS PROMOTION 

FM MARKH JANUARY 1948 

SEL LING THE SUPPLIER 

SPOT TRENCS 

OIL AND THE OPERA 

CONTESTS AND OFFERS 

TO BUILD OR TO BUY 

TV RESPONSIBILITY 

THE ~ RITER ON THE AIR 

BROADCAST MERCHANDISING 

MR . SPONSOR ASKS 

SIGNED AND UNSIGNED 

4_NETWORK COMPARAGRAPH 

TV_fM_FAX 
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rruo.l •• , ud P"blah .. : ~ ... "'.. R. GI..... ~W'J
TI'MMI"''' I:;\a.ln. C. Cion. f ... IIt ... , J*p~ ~1. """hit •. 
A...,.-iat.- .-..l" .... : fraok HUlniot.-•. 0. .. ," ~;.rI... . At. 
I)" ........ ' lIo ..... d 1I' •• hoIc:.. Ad ... rtioin~ 01 ..... '0.: .... <1<. 
J. UI"",.orbl. Adn.lifin~ ~.".. •• t: fod.,. D. Coopo.; 
ICbi .... ~I.n"" ... K.~ H",wn: II..:. An~.It.} o..nunA.S.oU 
A Co .. U,~. Ihll St.; (~ .. f1&,,,:"«o) Du .... A. l'oolt f,. Co .• 

~hU. IUd,_ Ci,."I_ti"" ~1"'H.t: ~1i1t0ll K.yr. 

(\lI .. n PIt'"11 ItI::Tl>o<>i •• "I"'a ... l .... k.o ..... th .~ ,I., ... 
..r Mrll C ........ , Ih. ".,... .... ~ ~I""I.~ ,f"moo. 

CONGRA TUlA TlONS 
You Ml' (Trti'l inly to 1'-1: longr;HulatloJ 

Oil your Dt'Cl'mocr b~ut'_ II is liu'ri'lily 
rach-d \\. il h Infu-rmm,n' d;n:l. 111 (;'let, I 
.... ou kl likl' 10 h;'l\'c 1\\. 0 mort' col'il's, il 
}'vu cuuld scnd Ihelll to nit'. 

H AIti_roy B . H UWCOTT 

,\ fcdill (tiTcrtOT 

F,t:,:crnl<l Adl'crtl~i"s: A;;1cItCY 
Nclt' Or/C<llIS 

1 .... o(l ld hk(' to I:lkc this opportulmy 10 
tell you how I l'njo)' " I'O:>'SUII . \\'11('11 I 
was in New York I:hl lIlonth for a 131\\13 
oo..1rd nweting. I hcard. 011 two or tlH<.~' 
ncc:lsions, thl' n:mll' of your hook tnl'n
lio IlL-..d . 

A. H . WPEMTO:-; 

A(il't'Ttisillg wanaR<'" 

Dr. Pepper CoO. 
Oal/IIS 

I ..... ould apprecj:l[c it if you would 
ch:llt!!l' the ;'Iddrcss for (uturL' m:liling to 
Illy home so th:lt I wi ll not miss any 
copies of your e!>\('Cm('d public.ltioll :lnd 
will hav(, tilllc 10 elljo)" it iLlIl\)' leisure. 

[\lERY M . LEWI S 

£xeclltiu \'p 
Broll"fl (~ \\',tltamswl Toh. ,cro CiJrp. 

LoIIISl'i//£ 

I am g:ttherillg ~)l1Ie Hlformalioll OIl Ihe 
idea of "plarmt'd progralllin~" or "block 
bro.1dc:lslmg" by mdio ~ latiol1 s. 

I ,lilt rl,fcrring. of coursc. to thc idea of 
!>I:lt ions ..1rrmlgillg t hl' ~ubjcci matcria l 
11\(') put olllh(' .lir ill :ln orderly, pli11l11l'd 
f:lshio11. for Ih(' conveniencc of hStt'1ll'rs 
;lIId of ad\·crliscrs. 

I sh:l ll aPPll.'Ci:ltc \'ery much any in
fortWlI ion ynu can givc Ille on thc gto\\.th 
of Ihis ide:l, ils pre~nl dcwlopm(,lIl, its 
uSt.' by Ihc major nelworks. and Ihe 
IlmT1l~ of :III)' 5 1:ltion ~ that h:l\"L' u!'Cd the 
idca ind(·I ..... ·ndelltly. 

JOII:>' R. ,\1 " 0.::, .1M. 

Dirrc/Qr 
Puf>/ic RrllJlioJls l.oIl IlCil, N. }'. 

... "'1' .... 111 up''', .. , .... lIIod, I''''''". ~,;''' ; .. ,I. '"/" .. 11 
1"",1.' (.I,,/~ I!,j,") ,,~,rI fkl., /~~; ,..",._ 

COMPLETE f iLE WANTED 
Would it I:x- possible to obtain a COI1\

plclc fi lc of 51'0:-':5011 for ou r :lgcllcy 
librar)'? SOmC'lIO .... · in thc Inn'cls of our 
agcnc), copy, the 1ibmry h:ls suffered. mId 
M r. E\':lIIs particularly i~ most cager 10 

(Pledst Iliril 10 page 6) 

WWSW deUvers "More L. P. D." 
in Pittsburgh ! 
That's More Listeners Per Dollor in 
this rich industrial market you 
can't afford to o\'erlook. 
These are the facts . • WWSW leads 
Pittsburgh stations in sports ... in 
public-ser\'ice features ... in on· 
the-spot co\'erage of local events 
. .. in value for your advertising 
dollar. 
WWSW belongs on your station 
list. AUo ..... us to pro\'e it ! 
'":r;,, t 'PR.JOE fDr ~";d~ ..... • 

SPONSOR 
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(KCMO lh millivolt contour map - 50,000 waHs non-directional) 

Mid-America is mo ny markets in one - metropo litan, urban and ruro l. And KCMO , G reater Kan

sas City's most powerful stotion for Mid-America, covers th is entire a rea .•. reaching out for 

beyond the % mill ivolt contou r to a moil a rea (based on first 3 months' o pera tion) whic h includes: 

100 counties in Missouri 

79 counties in Ka nsas 

42 counties in Nebraska 

70 counties in Iowa 

19 counties in Okla homa 

30 counties in Arkansas 

23 ccunties in Illinois . .. plus 

1 Bother stotes nol tobulated. 

This is 150 counties more tho n the 213 counties in the V2 millivolt a rea. 

With 50,000 w otfs doy, non-directiona l, a nd 10,000 wotts night, KCMO, 
a nd on ly KCMO, offers you one-station, one·rate coverage of this important 

industria l and agricultural area. ~?~'::.:~~~;;;~~ 

Notiona l 
Representolive: 

JOHN E PEARSON CO. 

• • • • • • • • • • • 
IGI. mop <GII. tu r 
l ' oGdcG,' ;ng MGg.u in. 

J .... NU .... Ry 19.(8 

Kansas City, Mo •• Basic ABC for Mid-America 

, 



GOOD MUSIC IS A HABIT Good m"'jc lonns good lis'e<,lng h,bot, , ' 

;lttnlch mnsic lo\'(' rs ... kct.'ps them listening , .. knit s them inl o all 

IIltelll!l'iy loyal. responsi\"{' au dience. ~Iore than half a million music-1m ing 

(a01111(') III Iht.' :-':cw York melropolit an area Nne habitually to 

w Qxn-\\'QxQ ... compr ise "A City Wilhin A City" in the w orld's n chest 

:lnd gr(,:ll('st marhl. ,\ H"COrd number of ad\'ertisers, using tilt' 

c: " n t .. <I 

(Continu~d/rom paRt 4) 

han- a complete file. Also, do you pro. 
duCt' binders for a year's filc? 

DoRaTHY C"":-'-TRELL 

ACCount £:xtcutit'f' 
AlbeTt £t'On.s Adt'tTtising 
Fort Worth 

,,,,,It i. ...... NIT ..... ,., INJI IN 1: ... 11" 0"" ...... fit" /w, ... 
"...." 1....,..'11>1 "f' f<> "'I, .\'0 ",,,do-.. 0 ... , .. "" '"' 

TRA NSCRIPTION CORRECTIO NS 

JUSt a note to let you know how very 
much I enjoyed the transcription article 
in the November issue. 

I A couplc of corre-ctions you ought to 
knOllo' about: 
( I ) Singin' Sam, not the Mullen Sistcrs, 

does thc commercials in the Singin' 
Sam series, 

(2) Co.plain Stubby and 1M Burrantn"s is 
no longer handled by Transcription 
Sales, (Now distributed by Larry 
Finley,) 

(3) Recorded announcements by talent 
on al l Transcription Sales features are 
availabJt> for clients' use not only as a 
part of the programs proper but as 
spot announcements on the same and 
other stations in the purchased pro. 
gram markets, There's no addi
tional charge for spot use, 

(4) On the Wings 0/ Song series, Emile 
Cote and the SercnadeTS are avail
<I ble to do personal appearances for 
clien ts in purchased program mar
kets, 

Again, congratulations on a mighty fine 
article in a mighty fi ne maga:ine . 

EO\'\'A RD H OCHH AUSER, JR. 

£astern Ditision Managn 
Transcription Salts, Inc" l\', y, 

LOCAL PROGRA MS 

Wc·re sort;)' that WKNA missed a list
in~ in your November tabulation of ad
\'('rtising b)· categories. Perhaps the 
questionnaire failed to arrive, 

Ch<-cking the tabulation ..... e find that 
onl), San Francisco, Chicago, Yakima, 
Los Angl.'ll'S and Fort Worth ha\'e aCl"'O&S-

,alt·). producing imp.let of good lIlusic, are lapping this vast sourCt' uf the-board programs of JO minutes or 

purchasing power . Their increasing sales are proof I longer, We thlllk that WKNA's accom-

WOXR 
plishnll'nt ill joining this list of l a r~e 

that good mu sic is a pawt'rfu l sell ing forct' . For cities is notewort hy. 

grea t('( sa les, use wQxn-wQxQ .. , the stations The Valle}" Bell Dairy of Charleston 

I·· . L 1 I d ' 1 1 ~ponsors '·The Valley Bell Swap Shop of 
( I)tUlf'UI sne( or goo mUSIC am t W news '" I f"I, """,0" \\ 'Q \'(>I'" h h F 'd 12 '" 

l;> • '. , ...... • th(' AIT Monda), t mug "n ay :"..,-
build ins of Tht.' :-':t'W York Times. RUlli{) S"J/ion ~ IIf rhr ."<'11 r.,rk r"'lt' (1'1('fJS(' IMII to puge 12) 

• SPONSOR 
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t:n",r",." PruS: en 
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Plcb II",,; 
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I'harm"",,1 dl_') 

\\'I III"m I I . Wis .. 

SPONSOR 

Ar>p"lachL~n C..,,,15 1,, (, 
lI. o. h".I",,,<I "I K:llI"'a) 

Trnln",cn 
' Cbampl"n Sp:-.elo. 1'1,,11. Co 
r"m~"ouh JUdi" /I; Tc1~,lslon 

Corp 
FctTy_)I"ne S"e,J (;0 
t 'ord :0.1"",. e" 
{;cncral t;h'cork t,;o 
I.a ",t.~n l'h"enm",,1 C:o. 
I, ,,d"ns In ... 
l'hLllp ) lotTh & Co I .• d In~ 

nelV and renelV 

PRODUG AGENCY 

]'"Q'l1.rip C,..,11 &. 1·r.·~I"cy 

Ck""",-o. IIB1J&'O 
1)"11",11,,,,1. Cluh Iluh ... 1l"l1.e I\: Sun 

IIru",o_."clt,,'t 11110&0 
I). ~~ n 's I'Ul. S"e~' '" Finne> 

' "It!!.I,,',, 1>:1«' .. Inc~ Kuehn'"'' &. Ky.'" 

STATIONS CAMPAIGN, I"'", d ... ,.tion 

" I1·H 
ltI-.'fl 

'" ]fI_~ 

" 

L I. 'PO'" J'-In I: U "I.:,. 
'~I''''s In ",,,ncn ', p" .. I ... ""oI"n.: feh I: L._~2 "I;,~ 
15_mln ... ". I,n>\l;r:",,; J"" I~, 1.1 "h ("I.h 1_,,1;, ,'",,_ 

~"l1,"I"n d"u~c,) 
L. sp"". be,""I;,,,: rd,_ \1;,.; ~·51 "'1;,> 
1.,1. 'POlS. h ... "I;" In UI',,,,dl,,t """,,,,,Itn In rural 

",,,rkct.:J,,,, I ; ~1 "k, 
1..,. "!'Ots. l>r,·" .... In nhl;btlln'~ 3'''II11bUl.l~", J .. n 15: 

1.\ "I.~ 
Tc .... one ~·ull .. r, Smith"" It .. " 10-15 I: " d ) 3.m. 'I~" pr<>!l;","'s In oo"thern m:tekt-.~; I-'oh 

I: IJ·51 "k, 
Raf' " "han,I"'" K, ,,,he. WllIIa"" &. 

Ck"ry 
Sh •• ..!d .. d \\I"~II \lcC"nll-~:rl('1.:"", 
I·I .. I'~ !-tithe II,..,,' \\ IUlam t;, t~· 

11''' ''$ Ulo'" 

Shlnh",'k h,·"d:.trhc 1",'.1",,,,, , 

n·.w 
1.\·;0 

5- 101 

25--IU 

'" 

L •. >1""'. hrc:oh. 1.....,.1 prOllr:,ms; (up"n,Jlnll ('"fTO", 
c"mp:oltn) Ja" 15: 1.\-51 Ilk. '''1'''' pro4,."n". m"mlnl1. h""<5; f"h I; Il·.l~" k5 

1' .. 1. '1''''' In '·~I',,,,,JI,,11. c:ln'I'~I~" I" &O,-,tl ... ,,~'~n, 
",:"h.~: J:-." I ~: 51 "'1" 

~_"'I" ~.f. I"'>t"' .. ". In "ll1.h"I",,· ",.,.lbbllltl~~: "-et> 
I; 13 "k~ 

1"'I~r ""n:okl. 15·",ln C,I.: h·b_""r: 1.'.52 "I.:. 
I',,,,d~r~ 

eh"." & ~'''h .... " J. \bhee "fI, ,, n,p,, .. n 5_1" L. ~pO'~ In 'c~' rn"'l'al~" (m"y eo!",,,,J 1.1,,'r); Jan 
coffe,· 

J\1u.-1...,,,nN Ted lIae~" 
:o.1"1"1l."ehw 

.\"adn I ),,,,~c.-F; I ~Il""~ 1.,1-
S~ mpl,' 

lI<)(Ik" Ilu""r 1I"1l~ & Son 

AGENCY 

Ibehnle 
\H1li3m Von Ichl" 

.\I;lc~I"nu ., John .... \,I~nu 
Wa.,,1<-!';"'" I.,·elcr 

;\bc:o. I"",,,. Juh" ... ,...,1",,1< 
J . \\~Ia. Th .. mp,,,n 
Ynun~"'" \l.ublcu'" I."",..., .. & I'cad,') 
J . ~1. :o.1 :\l he s 
m ... ,.· 

NET 
.'1 liS 
.\lIC 

\ lie 
\De 

~ 

U-l" 

1"_40 

j·15: "'\\k .• 
I.'. sPO"" J,,,, 12: 9 "ja 

E ... ~l'on. h.""I.5: J"n-I'<"I,: 13 "I;,s 

15·,,,1,, '''''. proW'l>n'~: J;", 15; IJ "Io.s (,11.10 l_"k (''d". 
rella.lon d:IU""') 

STATIONS PROGRAM, lime, ft.rI, du •• lio" 

" '" 
~IS 

" 
'" '"' '" 1 ... -

" '"" 

"'Ivln l1..tl"e ....-~"s; \1'1'''-''''' 7,15-7:10 I'm: i>c<" I ; 5l ,,·k . 
!lowlh, r"lolhdm ....-,,"s; o,;a,5,45.' pm: ..... 0'· 15: 51 ,,~. 

Ch,,"'plon K,,11 C"ll; Frl ~,5~_ID nn" ."''' 1, 11 "k. 
\1"lr"I'OU",,, \u,Jhlo".ol .h" ,\lr; "on ~:,10-5 I'm: Jan 

.. , 1\1 "k~ 
Ca.dcn (;"',,: .~'" 10_10:15 ""'; J"n 17; 16 wk. 
he" \ 11~n; Su" ~ . IO_" pm: J:ln ~: 51" k. 
Ilou,c I'IIU)': \IT\\ TF .1:.10_.1,55 pn,: lIe(' I: 51 " .... ~ 
,..be flueru"'; ...... 1,~5_~ 1''''; Jan .1: 51 "''', 
Strlk,' Ie KI~h: .... un 10 .. \11_1 1 I'm: "<n' I: 52 " .... 
1101'»('(' II .. ltll; Su" 10,.10·11 1"'" II<-c 7 

• ELk"cJ,dO/J1!1rod. 
(Po/ty--N<o .... d .. 9.~",lIy """',I< a IJ· ..... A C>t\U'a<ltfli/J. opiion<!"" J .unu .... fJ·uw~ ",.,...,t.. II', . uhJ~IIQ «I..uI/ioli<ln .. 1 IN- end o! .. "v 'J-1flH~ Pl'rlnd) 

SPONSOR 

. '",,,rlcan E~pecsx C .. , 
An~ho r - l1 ock l" ll; (;lau O"rp 
A.mour & Co 
IIrISlol·) I)·cI"< C .. , 

Con ll"c".alllakl,,1l; Co 
C".tls. can,J )' ( ~, 
E. I. du Po". d,· ;\'cnoo"r! l.. 

Co In ... 
... W. Fh ... h C.., 

JA.\'VAR Y IN8 

AGENCY 

J. \1. \I,nhe. 
\\,1111"", II. W,·I".,.,."h 
F,~ .. o. Cono & IIcl<Jhlll; 
\ · .... n~ & \l..,h1<-a", 
lI"hcrt)·. Cliff"r,J ........ "'''ticl ,J 
TNI na. c$ 

T ed n". o. 
1;. I .. ~1Hlt-. 
111II)II.(l 

I •. \\'. Ram.~) 

NET 

" lie 

CBS 
ells 
.... ne 
;.; lie: 

STAnONS PROGRAM, lime, sl.rt, dur.tiorl 

'" '" 1'17 
1M 
IH 

'" '" 1.'11 

" 
'" " 

\ n. 1',,1': We,J 1<:.V1.Q pm, lIe.- ,'J: 1.1 "" • 
Crl" ... I'horotr-.. phcr: Th ~,30_IO 1'"" ",,' I: 51 " .... , 
I)"""" 1o." lid': I"h 1_1;.1(11'''' ("I. I, min): 1)<"<' J. I.I,,"~ 
Ihdh', T:\Ht"', Ilc,J ~·~;,IO pm, lie ... U; 52 ,,", . 
~I •. IIbuk, .1'''""",: \\cd ':,10-10 1'''0, I>.,c H: 51 " .... 
C"" \ nu T",p Thl. 1; .·ri ',.1/1·\1 1'''': J"n 1; 52 "t.:~ 
1\;,,). K)"~ ' ; ... ,. 10·10;.10 I'm: J~n 3; Sl"k, 
Il"nnl$ I),,); \\ "d ~_":.10 pm; J:o" i: 52 ,,", 
spo'" """,.r .... 1 01 Ih,' __ \lr; Fr' IO,JO- I O,~S I'm: Ja" 1: 

.n ,,~, 
J ".,I)' {~I"'''''; , ... 9, .111· I /I pn,; J'1n .1; ~1 " I. ~ 
{;,:o",J <; Iam: ) ITWTF 11:·IO_II,4~"m; ;\,,,,, 1~; 51 "h 
II a .. ,," ''''''''''') '",.,,': .... II·II:(\~ a",; U,·(' 2~; ~l ,,~~ 
C",·"t.:"d,' 01 \m,·rl,.,,; \lnn ~.~ JII pm: Ilee 11; ~1 " .... 

I·,,, ... h Ib"d""'4<>n: "un 7:.10-8 I,m: II,·c 1~: 52 "'" 



SPONSOR AGENCY 

c."n~r.I ~>Ot>d" ('SI." lien"'" &. 11" .. le. 
\n,I,~ .. Jer~,,", ('SI 1("1",,, \I 0 .. 

L~9r. II,,,. Co ~n.om,," J. 
I.Ip"''' I,,~" ") 

Y"un\1. & I(ubleam 

'IM.hall~1I "" ••• Co lIu~n~ Jo"~. 

\U"n ...... '''' Vall,',. (::> .... 1,,\1. CSI 1.~" n"""'11 
"'.ulong'IIIO<'ui. (".0 \I<'C.;I n n _~: .Id.",,, 

~~Atl .. •• Mil .. 1 .. nt1u~.~ I"~ Con'p'nn 

STAnON 

\I II" 
\II(' 

ell" 

cell'_ 

"'lIe 
\lil 

\lIe 

'" '" ". ... 
". 11.0 

'" 
'"' 

J'''''nl1~ J u.v: '>u" J 'lO_~ 1"'" I"'r 7; Sl "k. 
\\" ~ I " .• "I"chell: S" n 9·":, ~ pno: 11K 7; 51 w"-" 
1 ... ".-I'a I'~,".,n" ""u" ."I_~_·hJO P"': I) • .., 7: 51 " .... 
.\"lIn. I;,"""')". T31~n' ",-ouh: \Jon 8;30.~:SS P''': Pre 

1'1, ~1 "k. 
K"ma"c~ 01 r .... I)"" \\Inle .. , _\In,,y IO ;_'O_ IO ,~S am: 

:-""v /7,SJ" ... . 
H.o.r ',I ~ly I) .. ~.m.: \1'1'\\''1"1'' 1'45-] pon, "0" 17; Sl .. ks 
F ... ,I W",,,,~: F.I I O_IO:.ln aon: J"n 16: 16 ..... 
I'~ul \Ihlt,·n" ... Cluh, \tT\\l'~' ],]O·J,U pm, Ilt~ 19: 
n"h 

:\n."kh Phn.m"cal 0, La"",,,,',' C. (;ulllhh"",. \ IIf' 1.If, 
I'"", \\hl"·m~n Cluh, \IT\\,1'''' ~·4,'~ P"': I~~ 2'1, 1.\ " .... 
Fill \I~,,, 1'" ~.~'lO "m: F,·" 1.\; S1 ",Suo 

Kg"l" IlIhI~ t:I~ •• I,,~ '1:." I,·y n. ""JI.lon :'0111'" 
It. J. lI.~lno"h 1'"h"c~o en \\111"'", "'1), ,\nr. 

"'lIe 
...... 11 .. lln~ \Jc""e I< Alhr1~I" _"'11(" 

1\0 
1:\(, 

'" ''" " 

lI..:odl" 1111>1.· I:I".~; "' "n 10·, (1,_'0 an.: I),'~ 18: 51 "'ko 
I' .. ." \\hhrm.III Cluh: \IT\\TF ]:~5_~ "m: Il.·c 2'1: U "ke 
lI"h II~ .. k: Th 10-10' -'0 "m; J"" I; S2 " .... 
e,a,,,J Oil· 01"Y: '>at 10;10-11 P"': J"n ,I : ,~2 .. "" 
HII;.,lI,o· S, ... ,,·: '1'10 11.30_10 pm: J'III I ; Sl "k • 

_" ,.,n"ard 1I .. ~nd. J. W"lf~.Thomp~o" "III '" O n .. llan'. family, "'''1< .l 30_. pm: J"o -I ; ~l "". 
Ch"rl lr -'ld~'lhy; "un X-~,lO pm: Jan 4: H .. ·ko 
nrld,· an" (;'nclm; \iT\\TF 1;]0·3p'" , Jan S: Sl ....... 
\\',,1t~ Time: hI ~:lO·IO pm. J"" 13, Sl " ... 

(1.1 

!-ile.llnl/ n'''1/ CoO Il-:! n c,·,· FII z~.·."I<-' ·S", "'pl~ ,\I1C '" "'UC '" '" 
'" 

(: II" 117; 

\b nhafl"" \1.·fry.Cn.K"""d, '>un '.9;30 I'm; J.n 2S; 
Sl ,,'k • 

. \mH lc"n ,"Ibum 01 ~'aml11aT -'1".Ic; "un 9:30_10 pm: 
J"" IS: 51 "k. 

Ul~ To .. n: Tit R·~:30 prn, I~ ,10; H .. k. 
_"un 011 Co 

I'.·d(". I< Kr'" 
Rnd,~. \\11 lams & CIl'a ' y ... I1C U "unnco "fh.~~ 1->u. I'u.a, :\ITWTF 6:~5-1 pm: Jan 19, 

51 .. k~ 
Tllt.o.no" CounlY O..:.", ... y U",.fo,<-'. 0'n5.a"IIII~ I'< :\/K' 1 p.,c Tillamu<)k "-Itch"n; ",,' 9:45- 10 an. PSI; Jan 3: Sl ... ' .... 

. \ •• ne (;~.<-" .... 
\\"~"o" UII & Snowdrlll S"lu ""ny"" & T~"h~,dl ,.0 Inc 
W,·.oInl/lI ... ",,, n ...... 1c Co'p 'Ic'""n"-I'.kh .. ,, 
WIllI:o nI ". 1s!lry J. Co II.!Hhr:ouff I< Ky"" 
l'ounl! l'w"lu Churd. ollh .. f • ....-In. \\'" .... y 

,\1. 

SPONSOR 

\"'~'Ican Tobacco Co 
1· .. 1 .... Uall"nlln~ & Son~ 

Th~ 1l000Ion S.o . .. 

1I0lany WO<8I...:1 ... 1111 . 

U.o~d"a1"ouar of :\ Iuslc 
lIulon \\uch Co 
C~"rr3 1 Foooh Cn." (S""II.a) 
,\. Gc"e1tN1n U.~"I"~ Co 

(;Imbtl~ ('Ill ... ) 
(arurd Ch" .... ol". Co 
lIat K .. scarch Found"'llon 

Rob ln AOn Uo),d. L,d 
("In ... ) 

Ver",:>-Slo,," CO.p 
I· ..... e ll -C. ... ... " hrll Sho~ Co 
"d Sch".,~. 1-> ....... , 
S~a .. _I1 .... buck 

""(ony·Va,,uum 011 Co 
(Wadharn dlo) 

Tr:on~mlrTa I· ..... uel. Corp 

T.lll1n(/. & :'Olonl"jl.u~ 
(:\,,'jl.~ d"" I ~ •• ) 

W,·"e.n Fu'" Co 

AGENCY 

r ... "u·. Co,,~ & 1i~ldl"i/. 
J. Wallr. 'l"hon,,,,,,,,, 

:\13.1.. :\I:ou,,,~. I< 
1I ~.""'n 

1->lIh"uI eln ,Coldsmlth 

IIIt .... t 
liIow 
yo"nl/ I\: I(u ll'um 
SCOI.·1'~b1"d,'r 

IJI'~"I 
bl .. ~.d Shupiro 
Gr .. y 

1I·lIey. ~-."zee &. 
l)oo~y~npu" 

1)1 • ..,1 
Sl"rlln~ 
C." n' .. r."-,a~"', 
:\Ia)'~u 

Seo.,-Ttland,·r 

SOI"h. lIull & 
'Ic{:."",y 

C~mptoell_E ... ~ld 

SCOII_T.bndtr 

SPONSOR 

_'""d~my The", ... ,. I ., A •.. 
,\llda 1',OOueto CQ. TuJunil.;1. ,~.UI. 
\""·.II.--,,n Frll/ld_llo,,~lIlnc. 0,," 1'''''', Ill. 
.\",,,dun.\l,,.I,·,,,. Co. (;hl. 
,\PJlaI".-hl"" (".o,,15\nc, C111CI. • 
,\'"01" UakNI Inc. 1' ... '1 Ch~~,,·,. ~. , .. 
\"""\:oled I .. "oJue .. Inc. t,:hL. • 
II,,,,"<-'w,,y_:-;prl,,~ A .. .,.oJ~ th.lldl,,~ Cu,p. I., .\. 
lI.ock & Co. l ' hll:1. 
II .. ,,,,, lI.ull ..... I.loJ. r"r""IO, ., 
C~'''I ..... I'' lI~w Ill •• lnln~ c.,. I •. \. 
(;.>IL! I Inc)".d •• h.,,,o. 1~.lt(. , , 
C"ko",'~ 'H~ C .. ,p <I "",I,,· dh') ..... L 
I.I.c". I-"'M,d. I,,~. S. t . 
C1atldil..· h, ... d Co ..... 1. • 
<':<'3"1 ,"an II Sl"'''~~ C.,. I •. ,\. 
C.'I~I.·-I'~I"',,","- I·.,.,( Cu. J.-,,~) Clly 
(;uu""· .. ~.I"· ... htl ... · ... "'~". I .. A. 
(;'-ula 011 (;0, O~"lan..t " 

\Un 

_\nC 
('II'-
\1U" 

STATION 

IICU"··f\.'" Y. 
W,\III1 ..... \. 

\\"1 :\IJ·T\'. \111 .. . 

IIT"'IJ·T\,. :'0111 .. . 
11.\1111. S. \. 
1'"DIJ.1'\'. 'm". 
II"T\1J-1' .... \111". 
11','"11 ..... , \ 
IIT"'IJ_TI. "'Ii l \\'. 

\'"r\!J-TI·. \111 .... 
"1'1I._1'\'.I'hlla. 
"1'1.,\. L. ,I. 
I\CII1->_1'1" ...... \". 

II A Ill). :\. \". 

\n·:\IJ_TV. :'0111". 
"AIlI).:\. L 
".,. ... U _l"\. 'Ill ... 
"11.". L. A. 

""DU-T\'. 'III". 

WAUI)."'. Y. 
II'TrG, "a,h. 
\I FII.-1'\. l'hl1a. 

\\"1':'O IJ·1"\. 'iii .... 

", 
'" 

I'aul \\hl'~""H' (:Iuh; :\IT\I*I~' 4.IS_430 ""', I),,,, Ii, 
15 .. "~ . ,.... , 

T~d \bl,,"~, \11'\\ T~' II 45-11 arn: 1:1 ... ( t'i; 52 ... k~ 
152 
2S3 

ro""" Au,O': ~"n 1·1:30 pm: Ik'c 1~: 52 "k. 
Youn~ 1"'01,1.·. Chu.ch 01 .h ~ ,\I. : Su" 9.9:30 ,,"'; Xo. 

JO,S1" .... 

PROGRAM, time, 11.11, du •• lion 

FII", '1'01,. 1,,1I"'.'ln~ n"""$. pt"e"dln~ .porn: I l-<-~ 29: 13 .. k$ (r) 
.... , ,. Yanl..c.>, l>a~~b~1J e:r",r" as ""h~""I"d, _\prlllhr .. s..pt; 

1 1 ",,,-. (n) 
110 .... '0 II" It: ~un g,4!;·9 pm, "~,, '; 13 " .... (n) 

Wc"d.cr spon; II • .., 3, 13 ,,"" (n) 
\\ ,·"Ihe. ~p"U; llee 17, II "ko (.) 
IJI~h schooll>a. .... ,·'hall jl.""""': hI1,!;~·1U pm: 11<.., 5: 1.\ .. k~(n) 
Tin ... ,1~".,Io; 11<", 3: H ,,"s (,,) 
"1"'1$, J"n I; ~ "k~ (.) 
\\'~'IIl,,~ ""'I.-h,'.; Th /1,30_10:.\0 pm , Il.·~ 4: 13 "k. (n) 
Sport~P ... "dt (fil",); ""I ~: 1 3·8:.\0 1''''' I ... ·c 10, 13 " .... (n) 
Ttk,'I,I,," "'r"'.r~d; SUII H 1 5-~:30 pm, 0"" 7, IJ "h en) 
·'iPO'~' p« .... -.Jlnll. ""oJ 1"1I,, .. lnil. 1'" '''''''I~, :\OV H: 13 ..... (n) 
rllm $1'''''', Dee 13; 13 "ks (n) 
.-U'" • .,.. .. , I>~fot.· and "fiN " .... 1""0 Squa.~ r."rd~D .. ,'rnla, 

l)~c)O, It ..... 
"PO.S; Ik'c', Il "' ..... (,,) 

l.I".ln~ ",aleh,'" 3. ",,'..-dulc"; I).", 10, U "h (n) 
1->"'''5: J"o (I, Sl ",,-, (n) 
Sd,uMe.·s Op"n 110,,",', W~" 1i·I>: IS pm; Dte j, S2 .. L" (n) 
Sp0l5 In "Shoppln ~ ~I 110""'" ,"un ~:40.9 pn,; :-"ov U, ~l ....... ( n) 
"""I~: as ",,',,-.Ju lc-..J, 1>.-( M; 51 ,,"~ (n) 
\\af<IU.'th' U. ba,"",Nh.,1I \1."""'", Sa, ~,30-10 pm, 1).-.: 13, 13 

.... $ (n) 
'pOlo i" ..... "',," Fr}''', Tu 7_7;30 pm, U " ..... (n) 

I'hlla, Warrl"'~ ba''''',b~1I jl.. ... m ... ; as ... htdul...:l, "'ov .\1; '0 
\I". I~ (n) 

"1M"': nK 4; I~ ,,1.., (n) 

PRODUCT (01 Mn"icc) AGENCY 

:'O Io,'I"duln 
(;0"""11.', 
t'."",n R,".,d)'_",_lJa"~ I·a.ul~, 
1',,1011, "."h:ol. p."d"<I~ 
1;",,1 
K .• hln H'" I .. af 
1:0,11"'1"'0.1,,11.·,,1<'$ 
1:'M'I',·.~'h .· n"·.ch~"I~ 
ho.,·" h ... ,d.I·,I,·oJ I'."~,,,,·. 
.~I~ 11.""", 
O'''''Il.'> .. h .... 
Illne Lu,,",,' ,,·,,·,'''I''~. pla.'I~ f"totle. 
l'I.~u. I'",,,,,, •• 
\1":01 rorod"~,, 
\lo"h'll. , ... I".all.· 
1."~U~-I,"·111~ ""'"'''1''''' 
In,'I,,,,I,,.,,,1 
1',·" ... I,,·un. I' .... d,,~,. 

(P/MSC tllrn to pagl! 6:?) 

1'ulli •. II·",,,,d. 
_I. J~", .... Kou,,·. I .. ,\. "....,,,,,.y. iJr.,k,- II 1I,·n"·,,,. l:hl 
lIulh ... ~ull ... K)', .... Chi. 
1I,,~hn l e. Clncl. 
\\"IH·.I'd,.:'>.. ,. 
:\,"111"" .\. "'Ia.-I;.:-'. '
C:h"r1~ .... , ..... "hl. I .. ,\ 
KI~h"rd _\. 1'",,"', I'hll a. 
n, k.· ..... 11.·",011. ·ro. on.o 
Har.,' J . \\'·ndbod.I •.. \ .. 1 .. ' "all IIdr 
\lc ... ~tn ... -'lcC"',·ry. L .. \. 
I;,·J<". '\""~ 11 &: G .. n~'·f. :\. Y. 
111111."0, ". F 
\I I', ... II. ... lOn ..... \. 
I."in·-'kl h'i/.h, 1I'''''ood .. I .. , r~il.t "d.' 
I.e"n.,,, , .. :l11t"hdl.:\. L 
J<>h" ... !'!hu.il., I .. \. 
1' ... "' •• II·"uod. 



I'l'ul'l e lis h ' lI ,u ccrlain radio !'Ialions llIurc 

1111111 :;, h;rs IJre~' ~;I; I"~_\-:-' i ";-;f'lwl. II;;Y //(>(1/:: ' 

Fur ('.'I::lIllplt', U.,,. '\lniul'~~ IJ:I" fUllr * radiu ,, 1;1-

lion,.;, e ach flf which 11:1" dll~' linu ' f;un' rU!!{' 

Ihrlli l/.! IHIIII 1111! ninc cfl llllli, '''; 1· lIll'h :.,; i 1:l·d 011 

lilt' map al till' rif!hl, In uddilion utlu'r ,,111-

linll" "(;01111' ill " ' ,itli ~ IIHicil'lIt ''' lrl ' ,,!!I'' 10 

w arrant \I'r~' (·u lIs id.' r :IIIII' :llIl l il' lI l·.'''', 

,"\ormall:," ~uu IIli:,:hl .'XPt'ct Wilt) 10 1;(' 1 :!:,"'c 
uf I hc IHU l i,'IIC" i II I hc",. ' II i IU' "111111 t i.,s. Tit., 1917 

Ilnnl H:ulio Audit'lIct, :-;lIrn'~' s h ow,., fnull 5:00 

i l .lI1. Ihruu:,:h 6:00 , ', III .. '''' /lO's 9-COlillh' (1/"(' ,-. 

ap.f' p en'('IlIIlW' IIJ (II/ nfliiu Ji. .. Il·"illp. i." 66.I<;O ! 

The n ' i .. Ulily 0111' '11I" "I·r In "' lIdl li ,. I,·llI'r_,lrt'f_ 

"" ' '/ ' " I c rCllce, Htl an s .... e r 1... up-, u l (" I 

lIIi,, !! - O"I", I(///(Ii 1I f:!. PI/hi ic ,S,·",·i('{·. 
Pr0f:!.rtIm
W ri t (' for 

~nur CUl lY tlf IIII' 1917 luw:! U:u li o Audit'lIet: 

~llr\"(:y 111111 ';. 'e fur \uur.'O\' If. 
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"\1 tile tin~ of the 191 ; [0'''' lI .uti" .\w[icn. 't' 
Suney-,\ Iny, 19.17. 

JANUARY 19 .. 

v \J 

COUNTlrs~ FOil INS1;f ... c-~ 

+for Iowa PLUS + 
nE~ 'IOI~E~ .. , ~u.ooo \\".\ rr:-; 

CuI. II. J . " :lllIIcr, I' re.~il l cttl 

1' . ,\ . I."~c l . Ik .. id cltl '\1"lu, ~ .. r 

FIIEE.'t I·ETt:It~ . 1"\( ' .. '\""li"",,1 1I ('I'rt'~" llta ti,,'~ 
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THE AIR LANE TRIO 
" Good listen ing music"-in the 
in imil<lble style of The A irl"ne 
Trio - Hammond O,gan , Ac
cordion lind GUit.H - is .wail . 
dble lor 

FM 
through L.ng.Worth exclusive
ly. Other outsta nding featu res 
in l,,"g-Worth's Service of 
4000 high-fidelity selections 
include: 

O'Arleg" lind the Cllly" lcade of 
Music, V/lughn MOnloe, The 
Silver Strings, Blue B"lfon, Lew 
White, The Emile Cote Glu 
Club, Los Am igos Pan A meri
canas, Chiquita, Chuck Fosler 

· .. The Ling-Worth Sym
phony, Anita Ellis, Suth-Myri, 
Bertrand Hirsch , Harry Hor
lick , The Lang-Worth Choris
ters, Claude Thornhill 

· .. Tommy Dorsey, Foy Will. 
ing. Counl Basie , Shep Fields , 
Jo. n Brooks, HowII,d Barlow, 
Johnny Thompson, Frankie 
( arl e, " Dinner Music " 

· .. and man y more . 

LANG - WORTH 
INCORPORA T ED 
113 W. 57th St., New York 

1:00 p.m. (HI WKN'A. Niner)' per cellt 
of the lllail receiwd 1lt the st:mon by this 
progrwn be:1rs the rWllle of the sponsor. 

r:'I\A'" E. SHAFFER 

Pro,l!r(llll (frrerlor 
II'KNA , Char/estoll. 11'. Vt!. 

Fir~t. let me 5.1) tlwt I bdil've 51'0."$OR 

uffers the 1ll0St illtercsting radio u"de 
news of <lily puhlication on the ll1<lrket 
today. Wt' think it's doing a most re
owrkabk job. I'w only found one 
instance of 51'O"50R slipping up, <ltld I am 
ready to admit it may not be your fault. 

In the NoVemnl'r issue. you prcs('1lt an 
index of locally-produced progr"ms <1v"il· 
:1ble for sponsorship. In the M iddle 
Atlantic section, WCAE is not repre. I 
SCrl h .>d despi te the fact ("Ithough I hme !O 

admi t it) tha t we, too. ha\'e :1 few pro
gmms a":1ilable for sponsorship, 

I pcrson<lllr C<1n't rec,, 11 being con
tacted by Sf'O:-;50R for informmion. I am 
re"d), to admit. as I 5.lid before. that per. 
h<1ps any qUl'Stionn"irc )'ou rn"y have 
sent might have been misl"id or lost here 
at the station; or didn't )'ou cont<lct the 
station for information. 

I rea lize it's tOO Ime (or inclusion, but [ 
wou ld appreciate being included in an)' 
further simil;'!r indices. 

)011:-; WILKOFF 

Promotion managcl 
WCA E, Pittsburgh 

J fou nd the issue of Sf'():-;SOIl with The 
Ohio SI01"Y Illorc interesting than The 
Ph ilmlc/ph itl Story. 

JOIIS F. Rm'AL 

Vb 
NBC, N. Y. 

ThaI ankle you had 011 page 39 plus in 
t he September isslle of S f'O~SOR, d('aling 
wi th the problem of What's \! 'rOtlK WIth 
/tl5rmmCr Adl"('ftisillg? \\'<1S a pe"ch. 

We would like to get it into the hands 
of insur;m('(' compani('s in Canada :lnd 

I wonder if there is <lnr W<lr br which we 
could obtain "bout 50 n'print5. Or. f"il· 
ing thaI, sufficient te:lr ~hcets fmm copies 

'[ of the maga:ine. Whm wou ld the charge 
tx'? 

YOll h.we a dandr rnagazill\.' and there 

I 
is a lot of good. us<.'ful selling nlaterial in 
it. Keep it coming. 

A. A. ,\ I('DERMorr 
Itorare N. Slol'i1l () (.0. 

T01"ollto 
(f'lrdse fum 10 pagc 1-1 ) 

COVERING 
KEY METROPOlITAN 

MARKET AREAS 
WKAP 
KVET 
WSID 
WORL 
WFAK 
WTIP 
WGTL 
WSBC 
KSIX 
WJBK 
WBBC 
KNUZ 
WLAN 
KWKW 
WCCM 
WNEX 
WHHM 
WMIE 
WMLO 
WMIN 
WBNX 
WLOW 
WDAS 
KARV 
WWSW 
WRIB 
KXLW 
KONO 
KUSN 
KEEN 
KFMJ 
CKNW 
WWDC 
WHWL 
WTUX 

1\ IIc li 10\\'11 

:\ ufi tin 
Ballilll u rl' 

Boston 

C IWrlcstulI , S. C . 
Charle",loLl, W. V'l. 

Charlot!" 
Chicago 
Corpus C hris ti 

Detro it 
F lint 
H Oll s ton 

L:lIwastcr 
Los Angeles 
LOll "II. La \H,· II C.· 

l\lacoli 

:\f elllphi~ 

.\1 iallli 
,\Iilwaukct' 
)Iinn , · St. Paul 
Ne \\' York 

Norfolk 
Plriladelphia 

,'hUCllix 

Pitt s burg h 

l' ro \' idcfI('" 
St. Lo ui.s 

Sail Antonio 

San Diego 
San J051' 

'I'lll;;;r 

\'an l'ut l \ I'r, B. C. 

\Vash., D. C. 
\\'ilke,. ·llarrc 
Wililli II g t O Il 

Forj oe & Comp any 
National Representatives 

New York · Chi", o · Philadelphia 
Pittsburgh . Washingloa • Baltimore 

Los Angeles. San Francisco 

SPONSOR 
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IS 
EVERYBODYS ,. __ 

JOB " 

In New England - the LOUli A/JIPUJad 
Gets 

Lstening to the local station is an old 
New England custom - as much a part of 

the community life as the annual town meet

ing or the high school graduation. 

Here 's an important fact to remember 

about radio reception in New England: the 

Yankee Network's 23 home-town stations 

bring your message into 89.4 % of the radio 

the Warmest Reception 

homes of New England - a sales impact 

with the kick of a mule. 

The Yankee Network is "sell-ective". You 

can buy the complete network of 23 sta

tions from Bangor to Bridgeport or you can 

buy any group of individual stations. 

The home town station is an essential 

with New England people and a must with 

the advertiser trying to reach them. 

THE YANKEE NETWORK, INC. 
Member of the Mutual Broadcasting System 

21 BROOKliNE AVENUE, BOSTON 15, MASS. Represented Nationally b y EDWARD PETRY & CO.,INC. 
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10,000 WATTS 

7'h s· J. • toW\\B in Kansas Ci(., 
!, e wmg1S .e __ OJ 

.. ----.:=---.1 ---. 

WHB is swing ing hi gh because ..• 

Throughout every period o f ils broadcast t ime, WHS 

is the area's highest Hooperaled slo .ion. 

In the vast and incredibly nch Ka nsas City 

Morketlond, WHB reaches effectively the greatest 

number of listeners per advertising dollar, hos 

the lowes' cos! per thousand l istener role. 

WHB wi ll soon be offering greater power, 

(I belie f frequency and full-lime operotion I 

See your John Bloir mon lodoy, and join 

the Swi:1g 10 WHB in Konsos City! 

WHB 
MUTUAL NETWORK • COMING ! 10,000 WATTS DAY- I ,OOO WATTS NIGHT 

l iD KILOC YCLES FULL liME 

CuI • ~ ~ 

1\ NA ME f OR SPOT 
I have just read, \~Iith a great dl'al of 

interest, your editorial "Spot Needs a 
Nam('." 

Paul Rayma's "sdccti\'c advertising" 
d()(.'Sn't, to me at kast, quite hit the bell. 
It !>Ounds a trifle too "exclusive."' I take 
the libc:rty of offering my humble sug
j.!l'stion. 

Why nOi call il "market advenising"? 
Upon r;.-flection, I think you'll agree that 
thi!> tl'rm properly describes it. After all, 
so-called " SPOI advertising" is nothing 
more or less than advertising designed 
specifically to cover certain "markets" al 
the advertiser's and agency's discrelion, 
It also .... 'ould elimimHl' any confusion 
arising bet ..... een announcements and pro
grams, C. WYLIE CALDER 

Manager, WHAf>.' 
Charleston, S. C. 

Yes, indeed, "Spot Needs a Name"! 
Around here, "SPOI" means radio spot 

annOUnCeml'1lts. The other thing often 
referred to as " spot advertising" is always 
ca lled either pin-point advcrtising or 
area advertising. We think either of 
these names might well be generally used. 
Thcy arc really descriplive, casy to say. 

H. R. LAUOERl>IILK 

.\tcCorm'ck.Armstro!lg Co. 
W,ch,-Ia, KatlS(ls 

O NE BANK SO LUTIO N 
I ..... as very much inteTL"Stcd in the 

article, Bankers' Mysltr)" appearing in the 
December issul' ofsrossoR, and could not 
refrain from ..... ritinj.! you of our e:l:pcrience 
at KSFO which, I bdie\'(', takcs some of 
thc mystery Out of financial advertising. 

The Morris Plan Company of Cali
fornia, with offices in s',n Francisco and 
Oakland, has, for many years, been a hig 
ad\'ertiser, using all media, including 
ne ..... spaper, outdoor, suect car, and dirC'Ct 
mail, with varying degrl'l's of SUCCl'SS, 
Radio had never bern used nor considered 
on a consistent basis but had been used 
~pasmodically and con~isted chieny of 
5pot allnounCCmeTHs. 

Last ycar, thc ,\ jorris P lan pI.'Op](> werc 
h'enlr intrrrslcd in incrl'asing the numlxr 
of their thrift s,wings aCCOU1ll5. ,\j;my 
campaigns and Illl-dia wac thoroughly 
discussed and finally, in collabora tion 
with their agency, Lcon Li\'ingstoll, radio 
was given th\' nod. With !!Gund Judg
mcnt. a program of th\' widcst rossible 
appeal wa$ chosc.'Il. SCI ""jth eycs on Ihe re
Illarkabl\, record o( othcr KSFO ad\'er-

( PicasI' tllrll to pagr 90) 

S'>':> ~ i 0 
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The nlme by which the Broadusting Inelustry 
may ultimately c,lI the proposed Standards of P,actice 

is relatively unimportant but the st.H,nI, 
employed are tremendously intpottantf 

For this reaSOR, in order th,t .11 may know, we herewith 
publish the KYOO Standard. of p,.ctice by which .11 progr.ms 

under our direct control.re governed. These Stand.rds hive 
been effective in the past Ind we know of no reason why they 

nnnot continue to be effective in the future to provide the 
best kind of broadcast performance for our listeners. 

Therefore, in the present absence of Industry-wide action 
on .a new Standards of Practice we shall continue to 

operate under these proven KVOO SUnd..,ds. 

THERE CAN BE NO FREEDOM TO LISTEN WITHOUT FREEDOM TO PRESENT 

50,000 WATT . NBC AFFILIATE 1170 KC 

SPONSOR 

--



To the best of our ability we shall operate in the public interest, convenience 
and necessity. 

All citizens snail receive equal consideration in regard to tne ir constitutional 
rights whether of minority or majority groups. 

Recognized religious groups shall enjoy equal access to KVOO microphones 
and snall receive equal consideration and respect for the sanctity of their 
ritua ls and beliefs. 

The good things in life will be presented in the best light at all times wnile 
the mean, Ine sordid and the evil aspects of life will be minimized. 

Medical and professional information and/or advice will be broadcast only 
by authorized speakers and as a service of the station . 

The normal relationship of the sexes and family life will be referred to 
and/or portrayed in accordance with established customs of good taste and 
decency . 

Newscasts, political broadcasts, mailers of public interest and controversial 
issues will be presented factually without dramatization . 

All commercial copy must comply with good business practices, professional 
etnics, KVOO Standards as herein outlined, and be acceptable listening in 

mixed company of the sexes. 

The amount of commercial copy allowable on any sponsored program or 
within any time period will be governed by the quality and method of pre· 

sentation and its fitness for the program within which it appears, except; 
Slraight rOIlWltrda/ ropy u·hirh JOts nOI prol'iJt t ntt rla;nmtnt or tJuratiO'Ull 

f'alut will bt IimiltJ to tht following timt,· 

5 m inute programs 14:30) 1 :30 minutes commercia l 
10 minute programs 19:30l 2:00 minutes commercial 
15 minute programs {14 ;30l 3 :00 minutes comme rc ial 
30 minute programs {29 :301 4 ;00 minutes commercial 
45 minute programs {44:30l 4;30 minutes commercial 
60 minute programs {59·.30l 6:00 minutes commercial 

We shall at all times be attentive to the desires and needs of our listeners, 
~nd try, to the best of our ability to perform our license and citizenship 

obligations in a manner worthy of tne trust which is ours. 

EDWARD PETRY rs CO. INC. NATIONAL REPRESENTATIV ES 

--

11 
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4eIuJe4 r;/J • • • 

THE RICH 
DOWNSTATE 

ILLINOIS 
MARKET 

WMIX-AM 
WMIX-FM 

"Southern Illinois' Most Powerful 

R.dlo Vole," 

No.2 Radio Center, Mt. Vernon, III. 

thi only ,t.lion' that COYer the: 

entire rich Downst.te: Illinois 

M.rket with both AM .nd FM 

at one single low r.lt:. 

940 k, 9 •. 1 me 

N.tion.1 Repr.sent.tin 

John E. PC.r1on ComPiny 

p.s. (5u M r, Spomor, Don,ld B'y.nl 01 Hudn~t 5..11t1, SPONSOR, 
October 19.41, p.ge 12.) Why did WiIIi,m R. W.lllft (H udnut 
puent camp.ny) drop its n,,"'<olk progl.ml? "'11. tht:y o ul of 
,. dio '01' long time? 

flw thinkinl! ochind Hudnut promotion is th:H IIl'W audil.'llct.'S must con

qlUltly lx' rl'achl.:d. \\'h<11 builds a nl'twork rildio program is the habit of 

lisl~·n ing. a f,tithfu l audience week nfter wl'ck. But Hudnut feels that 

wlwt nmkl's cosmetic sHies is Iludil'nce turnover, not :Judi.:nce consistency . 

Hudnut droPJX'd ils IWO Ilet .... ·ork programs. Jeal! Sabloll and Sam my 

Kayf', whcli il fdt that it had reachlxl the saturation point in IlCW buying 

alllollg listl'llers to thi~ p.1ir of sugary. ba llad programs. The idcal 

format. :IS tlus COSlllCtic manufaclUrcr St'cs it, would oc a program that 

had a differcnt audienn' C\'('r}' broadcast. Thc nl'3rl'St approach to th is is 

spot clllllpaigns and that's what Hudnut has turncd to in 40 to 50 markets. 

E\crything frOIll music to ncwscasts. including \\,'Omcn's participating 

progrnms and IUllchcon shows, ilre bcing us<.'d. TheS(.' spot campaigns arc 

ocing backed with window d isplays. countcr cards. and are tied imo 

maga:ine color advert ising. R3dio plans for 1948 include regional broad

casting o\'('r the DOll Lee systcm. 

Thl' sh ift to spot :md maga:ill(,s \\,ill COSt 30 per cent more for ad\'l'r

li~ing than was spent in 1947. or Ile:lriy $5,000.000. 

H udllUl is nOI sour on nClwork radio. The wcb programs curtailed 

tlu: downwOlfd cosnll.'tic $.1les cur\'e. The report for thc firs t nine months 

of 194i i nd icatc~ that HudnUl's sa les increased 78 pcr cent. But when 

tIlt' shift to spot was Pfctcstcd in Pittsburgh with Ra)'\'e shamplO the 

changt: of pace brought a 240 JX' r n'nt incrcase in sa l('s in the Smoky Cit}'. 

To Hudllut'$ th" t confinm'd thc fact that turno\,('r's their answer. 

p.s. {SI!\! "(rim~ P'YI," SPONSOR, J.nutry 1947, p.ge 2 • . ) 
Why did B.lm Bm .nd (u~y Slit d,op "Th~ Sh.dow"? Why 
did "Th~ Sh.dow" become • n~two,s. (MBS) coop~ .. t;n 
p,og"m? How;1 it doing '0' Blu~ (0.11 

Ballil Barr decided to discontinuc its network ad \'crtising (Tht Shado«' 

[l\IBS)) because it j ust ha~n't the bud~('t to do both bfoadcasting and 

black·and·white. It ·s th(' opinion of Barr's ad\'('r ti:.in g manager, JeronH.' 

1-1 . I\ li tchell. that cosnll'tics require n visunl cilmpaign 10 complement radio 

promotion . Hc s,,)'s that the stories of Lad)' E~thcr and Campana. both 

of which spt:llt all thl'ir init i,,1 budget 011 the " Ir. ar(' ditfcrelll in that th(' 

cOnllx'tition wasn't the ~allle \\'hen thcy \\·er ... introduccd as it is today. 

A ll Balm Btlrr's budget will go into rotogra\·url·. The fac l SI..'<'l11S to be 

Ihm ttl{' B"rr organi:ation is still tfying to find the Ilu.' rchandising answer 

to it's problt:1II :H1d will cOntinUl' te$tinj! Ilwdia and copy slam s for some 

lime: to COllll'. Tllr SlIlIIlolI' didn't fail to ~II Balm Barr. Balm Barr jUS-t 

didn't kno\\' whal Ihcy wnnted it to do. 

C.1 r\'}· S.1lt , \\'hich also dl'Cided to I\'ithdfilw frolll ~pol1,;or~hip of The 

Shadoll', did so occauS(' il fdt that \I'hilc the program had a ga'at llumbl.'T 

of lis-tellers it was-n't adapted to thl'ir II l,<,ds. Thl' rtlmor Ihal Carl'}' 

felt thaI a g('l\cral recl.'ssion was ill pro$pcct j~ dcni('d by R. \\'. Slrl'(' le r. 

adn'ftising IIwlwgl'r. He ~t"tc~. "We an licipate about the sam\' g\'l1aal 

trend in \'olullic for at kasl Ih,' Iwxt year. lI'jth th\' gradual increases con· 

I[nuing.·· TIll' iJt:a of sponsoring a III) sll' r}, ~'ries ncwr did sit \\'e ll wit h 

COIls("f\':lIin' cXl'cuti\'l's uf the Carey org:mi:ation. HOI ...... \·cr. thl'}' 

recogni:l' rndio a~ a potent :Id\'l'rti~illg nwdiulil and will COlltillUl' to uSc.' 

it as part of C.1J'l,), ad\'('rti~ing. Spot bro..1dca~ti ll !! \\'ill get almost as 

milch JI101ll')' a~ The S/r.hloll' did la~t N!<lSOIl. 

SPONSOR 
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LeadinQ drug and grocery finns (names sent on request) in qrowing numbers 

me turning to the rich Ark-La-rex to lest their new products. Here in North 

Louisiana, East Texas and Soulh Arkansas are nearly 2.000,000 people with 

• m ore than SI.OOO.OOO,OOO elfecth'e buying income. Shreveport is the distribution 

center for. and KWKH is the only station thai influences all the industrial. aqri· 

• cultural and petroleum wealth 01 this great Iri-slale area. Big. 50.000-wott 

KWKH is the Number One station in a Number One market. 

• 
::' 11 ("ounUu in Arkansos. 12 counlin In Tuos 

ond 26 parishes in Louisiana (1946 8MJl.-30 ·~ . 
100 % ), u,ved eJlclus;vety by Shre...epo,t ond 
KWKH. 

,. 
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WAAT MAN 
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SERVING NEW 

JERSEY AND 

\It~'r Caf\'} <II1J Barr haJ v,1[IlJrawn frum Tilt Shudau' spunsorship. 

\ IUlual111iJde a dl'[CnnineJ l'flilrt lind did takl' ol'er control of the program 
WH:.t to CO;hL J\IBS didn't St· ... IlK' St:IlSl: of permitting an independent 
pmducl'r IChMit'S Michelson ) to sdt a program on the I\ lutual nctllo'ork 
t.kspitl' tl11: fact that Il!,' conlrol1l'd radio rights except Blue Coal's Undt'f
writing. With no fl'giomll s!X)llsors un the lilll', tlk')' sold the proJUct'f 
Oil r~:rr11ittillg tht:m (/) " IIl'r Tire ShadoU' as a coopt'Tati\'c progr.1m in all 
;m.'lIs where its major sponsor, D. L. & W. Co.1.1 Company (BIUt' Coal), 
wasn ' t broadcasting. 

The i\113S co-op dcparunl'nt sold owr 50 sponsors almo:.1 as soon as 
till' ;ml)OJUI)('l.'II1l'Il[ or ils availability was mad... . Local sponsors include 
buiklin/.! contractors, plumbt.-rs, banks, soap companies, bakaics, tailor.;, 
and photogrupht'rs, Curren! rating for the prouram is 10.8 I HooJX'r, 
Dt.'Cl'mlx'r 7). 

Blut· Coal is ~till gt'l[ing: l"\wything out of thl' prugram it could hoJX' 
fOT. Coal busilll'ss. however, is no tl'St for broadcast sclling at prl'scnt, of 
COUT!'ol' , since tIll' fuel shortagl' throughout the country continues. 

P S (Su" Rt~t.tExplo.elthe Unknown," SPONSOR, I\p.ilI9<41 , 
• • Pi,,, 23.) Wh.t hOI happened to " hplorin, tht Unknown"? 

Wh.t "" Ru"." Coppe •• nd Bran' pl.ns for radio adv"rti.in,? 

Revere Copp.."r and Brass dropped Explorillg tile Urlk1l0u.'r' after running 
it 13 wL'Cks longer than originally planned. The frequency discount 
('fl;)bk>d thl'm to uS(' this period at a small fraction of what their regular 
oJX'ra tion had cost them. They did not shift to daytime rad io (as re
ported in the story) because they arc not ready productionwisc to fill ('ven 
the market dewlopj.'d by their institutional ca mp.1.ign on Explarr"rlg. 
Revere is sdll'dukd to relUm to the air by September and the daytime 
progr<lm will be handled by St. Georges &. Keyes and Sherman H. Dryer 
Productions. The Ilew campaign will stan on a regional basis. 

Since the r\-lulUal Broadcasting System was unable to rescll Explorillg 
It was moved to the American Broadcasting Company lI,here a 5.1.le was 
said to bc imminent. The sale did not materiali:e and the program is 
continuing sustaining on Sundays <II 7:30 p.m. The spot which Exploring 
had held down on ,\-I BS is now occupied by PIITk)'akarkllS, a cooJX'ratiw 
program sponsorL'd by local ad\'enisers throughoul Ihe U. S. 

p.s. (Sn " S500,000 pro!ramnlll S8,000,000 in tun~!lt drulu," 
SPONSOR, Mlrch 1941, pa,,, 21.) Why did "Tuntim"fI ' 
Club" leave the air? Wh.t'l h.pptned to NBC's only progrlm 
with local ._Iail" . cul·ins? Doel "Tuntime,, ' Club" relu.n to 
Ih" lir .n d when? 

In order fo r T C"t11-Timers, Inc., to retain its program 011 NBC it was 
nccessary to resell stores in key broadcasting areas consistent l}". Jules 
IhlbinH('in failed to obtain renl'wnls in certain nrclls so \\".1S not able to 
r('new the progr<l1l1 I"s t fall. Retail merchand isers poin t out that an)" 
c;)I1lp.1.ign Ilirich requ ires renewals from l'\'ery one of Ihe cooperating 
department swres is doomed to cventual blow-up. Tire fact that Trrn-
1'lIIas' Club ran as long as it did on thl' senior rK'tll"ork is a tribute 10 
Rubinstcin's sdling genius. 

Tr('l1lilllcrs ' Cluh corm's bnck to the air on ,\Iutual. on February 14 at 
II :10. same da}" of the week it wa~ on NBC but a half hour lau'r. It 
will h<l"c a minimum of 150 stations on the program. J\1BS stat ions arc 
trained to SI,.'l1 coop('rali"e programs and arc s,1id to Ix· doinj! part of the 
Rubin~tein rnis~i(ln<lT}" work themselves. Rubinstein will do even marc 
pmmutilll1 0 1) the ,\!t ltual program than he did on NBC. The show 
funnula is s,1id 10 be the same. 

SPONSOR 
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AMERICA 'S #1 
BAND ON AMERICA 'S 

~f{ltt or.~~AU<WfDl 1fIISKIIt. $IfOIY1W""",.1r1 
#1 S HOW 

-':"1:; flOl", . ' , 
"'uh GU) ' C .\14 C~\:-\ ~\J."\ , . ... . 

• afmcn L he . ... . " 
0 .\ "IJ) ft .. ,., ~ e . rl Lomba rdo. 
Poet.Laureate :~~. ~ ~UUr/ TOII 
Tt, Ie a ir. 
. E r\\'j:\' It . 

" llh fred K: ···\~O.~ 
reUzer Pau l U- k 

lU" IJ'tUUto ' _. Ie ·en,back. 
l'hrt't' "oices blend,' ~)C'J\1. TfUO ""Ii I cd In harmon\' \ .f.., ... \lU.O ' ' 

sure· fi re aud" .:1'£DI.I::\' tn" lence builder. • 
) . " "UU.o " 
On Rodney and K "C~U.ISTS 

flit:: ,.. \ en ny Ga rdller. 
_ t " 'OUS LOl, 

'.'(''TVIli! . 'J:\I'"" 
I lapesln' i STOln-

. n Slory and Song. 

.\ 10 f (' Ih a ll ' b I .. a ll ( J • 
Ha r-S ludded Ia<l /r h ' ICf

r
C S a 

, I I ,. OUr 0 mu 
~ I ('a 510\\"tn a n ~h " • 
l io ll a l h. ~.- If) at lis SC'llsa. 
10(,,, , ;Ul(t~·. /o o w O((('f('(/ for 

g nal SPOllsor.~h ip. 
TR ANSCRIBED 
C REMEST INB YR ZIV MEANS THE 

AD/O SHOWS 

+ 



of snow 
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ThaI's Ih e s lory of WoW-DoC! 

Slarting in prelly s hyl y ... then 

growing mote confide nt 05 (Iie nls' 

bu s ine ss boom e d ... w e rolled 

right along! Toda y, 10 do a low 

(os l s al es job in Ihe gre al Wash

ingto n morlcet ... you n eed the 

audie nc e Ihot, in v ast numbers, 

li s len s 10 and is influ e nced by 

1450 o n Ih e dial ! 

Only one other station In 
Washington has more 

loyal listeners 

WWDC 
AM·fM - The D. C. Independent 

" 

Directo r of Salts P.omotion .nd Adve,li1ing, Kroge. Co . 

T h!: Kroger grocery organi:atioTl: whose 2,545 s tores i!l IS mid-
west and southern states make I t one oflhl' country s largest. 

~e ll s to just one customer. She is a Steve Douglas creat ion, the 
mythical young matron cluistcncd ",\irs. Tom Smith," and her 
\\bhes ,lie \a\\ in the Cinein",,,i hcadqunrters of the chain, 
Kroger expects to gross :lo72S,OCO,OOO th is year by selling hundreds 
of thousilnds o(i\ \rs, Smiths just wha t th ey .ask for.at the grocery 
counters, 

It is Stl'VC Douglas' job to make the Mrs, Smiths in thl' 
Kroger IS st;1. tes consc ious of the fact that she will find all thl' 
na tionnl brands at Kroger 's as well as sell her on the more profi t
able house brands, Douglas las t October re\'ersed his field and 
spen t a )'Ollng fortune promoting na tional bra nds. Not only did 
he lISC national publications to t ic up Kroger and all thl' nation's 
famous brands but he planned spot :adio promotions in a numbe r 
of hi s areas selling the" Kroger's for national brands" idea. 

While this special c:ullpa igll was building new customers for 
Kroge r 's, twO daytime serial s wcre cont inuing to sell house 
br:md:-ofcoffceand bre;ld for the grocery chain. These tWO pro
gra illS·, Ulldtl's First Lot'(', the colrce show, :lIld Editor's VtlHghll'r, 
the bread-selling \'chicle, are broadcast from ('.t.'s over 4 1 st;1.tions 
in key midwcst and southern ma rkl't!>, Both ha\'c bcen pushing 
the sales CUf\'e on coffcl' and bread as well as other Kroger-
0\\ ncd products highl'r and highcr for more than 10 Y(';lTS. 

Both Lilliftl and E,litor's O,lIIgllI"r arc richly promoted at thl' 
point of sale and this h.-.:, resula'd not ollly in top dr:HH'r ~ale~ 
re~ults btu in local llooperating:; a\'eraging betwel'lI 10 and I I. S, 

Nobod\' in Steve Douglas' 75-person dq'an rlIent i:;snt isfied thnt 
thl')' iln,'-doing the comple!\.' promotional and nd\'l'nising job, 
Like Douglas himst'lf the)' all sn)" "e\,('11 if\\'c nrc spe nding marl' 
than other grocer)' chains, it isn't enotlgh," 
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MOST POWERFUL 
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HERE'S THE 

ew 00 
AT NORTHEASTERN OHIO 

Styles change with the yt.:;lrs. And so 

docs radio coverage of your markets. 
Here, in Northeastern Ohio, with new 

power ... 50,000 watts . •• beamed to 
blanket three important marketing areas , 

Radio Station \X' GAR now reaches an 
audience of more th;1I1 two (/1/(/ olle

qm/rter mi/lion listeners, representing 40«. 
of O hio 's buyi ng income. 

Here, with more than tbree billiol/ dollllrJ 

CO spend, is a market you wall[ to reach 

with stepped.up, pcppt.:d-up selling ... the 
kind o f se ll ing for which you 'll pick WGAR 
as you take a new look at Northcastt.:rn Ohio. 

CLEVELAND 

SIGNAL OF ANY CLE VELAND STATI O N in C/eve/ond ..• ;n Aleron .. . ;n Conlon 

I? t'prest'llted NfltiQIIP/l), bJ EDWA RD PETRY & COMPA NY 

" 



IS THE FIRST WITH ~ 

The profitable operalion of you r f M stat ion is the firs! imeres! of Westi ng house. 

Because a Wesdnghouse stat ion was ,he world's firsl ... because Westinghouse 
o perates irs own fM s tation s . .. hecause Wes tin g house builds both fM trans · 
mitters and home recei\,ets ... because we belic"e in the fUlUre of FM and, mo re 
imponanl, in its immediate possibil iries ... because of a ll th ese th ings. we wan! 
to help you bui ld a listening aud ience for your new Weslinghouse.equipp~ 
FM stalion. 

On these pages, you will find concrete e,·idence of Ih is imeresi. Here is a "ew 
FM promo ti on plan -the first rea/ one o ffered to the broadcast industry-designed 
specifically to build your li sten ing aud ience. 

All o f the resources of four West inghouse di"isions-Induslrial Elec!ron ics, 
Home Receivers, Radio Sl3lions. and Ad"enising and Sa les Promotion-ha\'e 
been pooled 10 crcalC !his p lan. II gi\·cs each o f you wh o own a Westinghouse 
FM Ira nsminer a soun d, Ihoroughly Icsled plan Iha! would COS! you upward of 
$10,000 if you wcrc 10 Juplicale il yourself. 

Find OUI more abou! Ih is program ... ii 's Ihe hOlies! Ihing in broadcas ling 
since FM ilscif! Writc. on you r busincss ICllcrhead pleasc, to you r nea r·by 
W'es!ing house officc or dirccdy to \~cslinghouse Electric Corporation, P. O. 
Box 868, Pinsburgh 30, Pcn nsy h·an ia. J .Ol ll' 

f rom st u d i o . .. to stat i on ... to home 



REAL PROMOTION PLAN 

TO PROMOTE YOUR 

NEW FM STATION 

a new promotion package to help you gain 
listener attention and build your audience 

He re's a promotion package of 47 ideas to build good w ill, identification 

and li stener acceptance of your new FM stalion. 

It ~ivcs ),O U ideas - and specific hdp-on every phase of station promo

tion. And thi s p lan is also backed up by a strong, co·ordinated program 

developed (or West inghouse radio retailers thaI will hdp you promulC 

FM in your community. 

Here 's whot this new FM plan offers: 

Newspaper advertisements Newspaper pu blicity Car and window co rds 

Window displays Demons'rolion s and m ovie, 

Consumer booklets Radio spots 

Programming aids Conlests 

Dealer support 

Studio party guide 

Timing helps 



"Z • 

There's a lot more to it than this. 

ee 
<1 11 cl C 0 In p a 11 

The man behind ehe: 1X:1l is sign ing a coneran for Spot Radio - one.: 

ehe most profltabk: of all forms of advef{i sin~. 13m ehe sign in,g of eil( 

contran means more chan chae - a 10[ more. Ie means chat 

plenty of hard work has been done - somewllere, by some om:. 

Yes - chen"s a lor more (0 ie than fountain pens - or conU:lte 

forms, or S,II<:S ch.ms, cO\er,lge 1ll.lpS 3nd station lis(s, 

Ther(,'s {raining and eXIX.'riem.:e, £Il11mg, 3ssocia(ions. pcrsistenc( 

marbe even a lmle luck, Uuc prun3ril}' , , , it 's a simple Ill.mer of 

knowlc.:dge and hard work, , , {he {wo factors chat produce 

most of {he resu lts most of [he time ... {he {Wo fanors thac make 

\\!ccd &. Comp:tny se rv ice so vaillable many ad\·crci.scr. 

radio 
. 

represen tativ statton 
new rork boston chicago d (: t r " 

)' san trancisco atlanta hoJJ}'\\'cj 
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Soft Drink 
Leadership 
11ft,," rndio. hus 

chauJ,fcd .he •• i.· ... r ... 
.: .. ul .he outlook 
f .. r .11'111 

~ . 

The i.wrage American cun· 
sUmes 155 bott les of soft 

drmks each year. His maximum COil' 

~umption is bet weell the ages of J 9 :md 2-1, 
In Ihis age group Pepsi·Cola leads the 
field-and the leadership was achieved 
through a broadcast jingle. 

In other age groups the bmtle hasll'! 
tun join,~ )'ct. Here Coca-Cola far OUt· 

~trips all comend ... rs and is srcndlng in 
radio currl'n tly four limes as much a~ :lIly 
olh!:r drink. 

In [948 the Coca-Cola adVertising bud· 
~(' I lI,ill be $18,000,000 ...... hich is $5,000,-
000 k-ss than the advertising dq).lrtmcllI 
had IlOp(.'d for. Since a good pml of this 
appropriation is in thl.- uncheckable catc
gory most advertising reporting servia'S 
",ill ~how figures of less than h.,lf thi~ 
amllunt. Actually Coke will be spc."ndin!! 
as much for broadcasting alOl1(' as the 
~ntire reported budget of 1947. Coca
Cola has four programs on the air a~ide 
from what individual p.1r{'Jlt bottlers" will 
be spcndini! themselves on broadcasts like 
sporting even ts ill the Philadelphia area. 
The$(' pr0i!rams and their annual costs 

01'",.,,1 """k" ",. ro'p"uliollS tofWo/l,,,v /).>111"'9 
,jqh/. '" ,"""I ""1m,,. ",'Iv /' S. 0.",1 f, .. "ch,,,,,~ ",1 ... /'.01/1.". 

" 
.. , • • • 



CONCENTRATED ATTACK 
WILL DRIVE YOUR PUNCHES HOME 

LOCAL 6. NATIONAL ADVI RnSING THIS MONTH AIMED AT THE HOME MARKlT 

HOME 

= -" -,,, .. ,,., \0 ~.,. 

~. 

.... ... _ .... _ ............... -...... _ ... _., ....... _ ... -... ,~-.,".--............ ~ ...... -_ .. --. ..... " .. ,." .. , ......... . ......... _ ........ - .-"' •.. --... _ .. _ ...... _ ..... 

, ....... ~ .--..... -.._,- - .. --.~. 

..... ~'K""'." _.~ ... _ _" 'A._"_._._._ 
"""",~,,,,_, , •• _ ...... ,,0 ...• .... -.-. ,.,,-~---...... ,.,-_ ...... _ •• __ ... _._~ ........ H ............ -- .. -~ -." ", .. , ._- .~ ...... . ........ -... - _ ... _., 

'''' ...... , ......... _., ., .. ,., ... 

...... , .. -~-..................... . ........ _- .. , ... .. 
, .. ".- ..•. ' _." ';:.:; 

Us. Your 'Tak. Hom." Kit . To In.ure "Talce Home" Succe .. 

B,ocde .. t;" , , cll " " e" ,nd • half cenl. out of nth is th. , Dr . Pep per spend. on .dn.t;l i"! 

Sp ike Jonei .nd hil City Sl ieh " . r. p • • 1 of (ou-Col, 's mu lti-million-d oU .. .. dio sch~dul~ 

(salis dl:.cUUIH~1 <Ir~' 

c., ... ~ (In .h~ \I, 

I 'mit"'''' 
I'~" •• ··rha . It,.j , ... hn' 
"fOlk .. J un e. (Sf'O,U~I .. 1'1 ..... ) 
\ 10 " 01> 1)0,",,.·)· 

I:' "u<lla &. 1~~ ,ldt 
'/0'",/",;", I'''~ f'"ith. 

",.1."" ... II .. " 
$I.J51.tIHI 
11.040.000 
$ 7Oh.OOO 
SI 2SO.ooo 

t Til ... ,tti,alIT fl.,11 b 100aI. />ofl/" •• t#'<aI '.lJ hi 
.'ul/, ,.,<11,,, h C_ Cvid, 

Thus $4,]50,000 will Ix- spent Oil radio 
if the programs or their equi\'aICTlt~ con
tinue throughoullhe CTltirc year. 

Th(' only rub in this tr~'mClldou ... U~ 01 
the bro.1dc.1st medium is that thl' youth 
markect, which is an)' cola drink's ."ital 
consuming group, is not Ix-inl( reached by 
any of these four pro):traml>. Cokc'~ n11lr
kets. as the ~re:n Atlan ta firm it<;(' lf 
characterizes them <lre, At HOIll(" At 
Work. Youth. Spt.'cial [vents, <lnd Route 
although the)' do not list them in this 
order of Importance. 

T he home market IS reached by the 
daily Qaudia aud Dal'id and the Pefc), 
Faith program on Sundar. Spike Jone~ 
Illny be addr('5scd to the "at work" mar
ket b:..:: by whal kind of thinking at th,: 
D'Arc)' agency or at Ihe Coke ad\'erti~ing 
dcpartnl<'nt no onc kno"'·~. Whom l\ lor
tOll Do\\ne)' is supposed to r("ach Ihe's on 
the air at 11:1 S p.m, (".5.1. thrl'e titTlC"'i a 
.... ·("('k) is anothcr question mark. 

Ttx- "s(X'Cial C\,~'T1IS" market is not 
reached by any air advertising of the 
Coke parent company. but as indicated 
prcviously a number of the bi~ bou le" 
slant air ad\'crtisinl! OI l this bu~inC"i~ 

throul!h their o .... ·n broadcast~ of sporting 
e\·CTlIS. 

Coca-Cola's fai lure 10 rccogni:c till' im
portance or the I("('n-age I!roup, .... ·hosc 
habits, accordinil io a P~ychologica l Cor
poration survcy. dctermine the drinking 
habits of the [9 24 group, is felt by many 
to be the Achille~ heel in their promo
tional think ing. 

T he impacl, ho .... ·cvcr, of fl'achll1l! tlw 
radio audiCTlce I ..... ice a weck bet .... ('('116 and 
10 p.m .• t hc late c\'CTling audience Ihr("(' 
limes ..... cckly (Oown('),). and the da)tillle 
lisleners fivc l inK'S .... Cl'kly (Oaudin) i~ 
bound to be Irenl<'llCious. Pre\ious pro
I!raming b} Coke has l1e\"er had much of 
an audience. TIl<' Spotlight &1111$ (at 
til11(";. i\ IBS and al othcrs ABC) usu:llly 
had a l loopcratin~ of 2. j\ lonon OoII'nt'Y 
(,\ISS) in the da}tillle 011.-0 lIas rated at 2 
or less. T he Sunday aft~'01oon Andre 
Kostdanel:-Llly Pons prog:r<llll on CBS 
did Ix-Iter than 2 (it hm'en~ around 5 
1I10$t of thl' time it wa~ on the air.) No 
Cokc program, sl:utinl! ..... lIh Its air debut 
featuri ng Jessica Dragoncttc 01<; the Coca
Cola girl 111 192;. el'Cr at lfilCled a mass 
<ludience. Coca-Cola's current nlling 
slOr}, is bettcr than it hOI" evcr hem 
b.'fore. with Nielsens in th~' [0<; and 
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l loopo,:r;u ings in t ile 7s. 
Coca,Cola fa lls down on plOnlOting it s 

broa dcast 1Idv('rt isinjol and since poilll ' 
of-sale tie, in ma tt' rial is an ('sSl.'ntial part 
of usinjol t il(' ai r (0 sdl, t il(' leadinjol soft 
drink fi rm in the wO(ld obwins on ly 1"1rt 
value for its radio dollar. The firlll is so 
big that pOint -<l(' s.1Ie nla lcria l is plann .. >d 
a year ahead of its dist ribution. 'nlm 
m.1kcs it wry dinicult to promOie radio 
d fl'Ct iw lr · As on(' promotion m:tn ill 
Cokc's advcr tising Jcp;lrtnlo.'nt slatl'd, 

" We can' t know [f lhe programs will be on 
the air a year (rom no ..... . so we ve never 
discussed merchandising ou r programs 
beyond using ne ..... spaper advertising to 
introduce the new vehicles to the radio 
audience." 

11lt' reverential manner in ..... hich t he 
entifC Coca-Cola organizat ion approaches 
the advert ising of tilt' product leaves tilt' 
entire field open to an aggressive com. 
petitor. Nei ther on the ai r nor in print 
may any claims be made for the product 
beyond the (act that it olfers " the P.1Use 
tha t refrcshcs," 

111e you th market has been capt ured by 
Pepsi.Cola ill many big cities, including 
New York. In fact , at tilt' end of 1946 
Pepsi was the number olle rola drink in 
metropol itan New York , It has lost some 
head ..... ay all over the country due to the 
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increase in priet' 10 seVo,'l1 Cl'lI tS III nlO!>l 
markets whilc Coca·Cola h:l ~ IUrncd 
handsprings trying to k('C]l lIS dl':lters III 
the fiw cm ! figure. T ill' Pep"j jingle, 
written by ,\ USlen C room-JohlisOIl and 
Alan Kent, maJc the nm ion conscious o( 
.. 12-ouIlCl' col:1 drink :It a nickd. The 
jingle becaml' so popular Ih,lt il .... 'as ewn 
pla) ed withoul words on swtions .... hieh 
rduSl' ~ ing ing jingles the) pla}l'd til{' 
lUll!,' and the listeners th('111'('h'cs SUI'" 
plilxl lhe words. 

Pepsi was h.1rd hil by the ..... nr and 
suga r res trictions. It also just hasn' t 
made the grade wilh any (onn o( bro.1d
casting except the j ingle, That's now 
been changed so that the re's no more 
nickel in it. T he last program Pepsi·Cola 
tr ied-on Mu tual for IJ .... 'Ceks starl ing 
February 24, 1946- .... 'as a liberal program 
..... ith QiJo,!lIt in Reynolds called ut's Til lk 
I t Ol't'( and was such a quickie that it 
wen t on the air before a name had been 
selected for it , Overt ly it was an attempt 
to reach the )'outh market. Reports 
within tilt' indust ry indicated thm a basic 
mot ivation probabl y I':as a desi re to 
make a poli t ical impression whieh would 
net them more sugar for their product. 
One thing is certain, t-. l rs, Walter I\lack 
(Ruth Meier), wife of Pepsi's president , 
worked reverishl}' publicizing th .. • pro-

gr.lI11 and ih 1lI11i.juvcnik' ddin'lucnc} 
pitch. 

Pel"'l.Col.1 .... ill spl'nd ahuut $2,00J,O)u 
on adwrlising ill 11)43, Its big prohlem 
is maintain in\:( a bor: l linl! organi::alion 
I /I,I I 'S Sil l isficd with liS nnrgin of prohl 
.... hich II hasn't b.,'t.'11 able 10 dn fIJI' , 1'111'11: 

time. A rebme o( t .... ,o cents per Chl' rl'
pllrt('d l} is b:ing poid th .. '!n currentl} to 
kl'Cp pcilce in tIll' (amily, Thj, d.IC.n't 
help tlK' much in are<ts ..... ~re cutt /lmll 
b:lules arc J,'Oi ll~ 011 b;:> lwcell oth~r 12-

OUII C(' bottled cola drinks and Pepsi. In 
Chicago Royal Crown Cola (Nehi Cor
porat ion) upset tilt' market by dropping 
tIlt' price b.1ck to a nickel and making the 
news kno .... ·n by extensive advert ising, on 
the air and via black-and-whitl', In 
Akron, the Pepsi bot tler is s..1id to be 
giving away one case free 10 a dealer for 
each caS(: he bu)'s in order to fight Royal 
Crown. Chicago and Akron arc Just 
straws .... hich indicate that the rota bu.;i
ncss is hcadin~ for il slugfC"t before 
another year is over. 

Roya l Cro .... 'l , .... hich rates third ammq 
cola d rinks, like Pepsi, places its COII

ridenc(' in spot announcemen t broadcl.;t· 
ing (011 some 250 stations). T hl' :tI1-
nOunccml' ll ts designed and placed b) 
Batten, Barton, Durstine & Osborn "tr('~~ 

I P/MSf.' tum to page 90) 

.9 



--:...! • • • • ~ • ; : : , , . . 11 
::::::I::~I 
", .. , . 'I-:ij 

::,;,..,1 
\of • ~ ,. .., 

J'II,I" .tco.d"d by ,to. lin';"9 ,roup, .rc 
ul"d by een.ul duicri .11 the yur rOllnd 

$20,000,000 Bellrus Sale 



ia Station Breaks 
olllOt,iOIiUI foliow-tl ... olIgh 

Benrus is a radio-made watch. expect rhe air act ually 10 scll their 
The La:rus-hcaded tick-t(lck- w:lIchcs. They are convinced that the 
cry (there arc Benjamin, Oscar 

J\.1., and Ralph Lazrus) wasn 't a factor in 
tlw watch business prior to its sponsorship 
of time-signals; today it spends 80 per 
cent of its ad-dollars for bro.1.dcasting. 
And a sitabJe share of its $1,150,000 
budget g~u)""promotc its air-advertising 
at the point of sale. 

Each air-dollar must be spent the hard 
way, because Bulov1J comin ucs to have 
powerful key stations sewed up tighter 
tium Stalin has Russia . Every good sta. 
lion Benrus signs is obtained the hard 
way, but KDKA, Piltsbu rgh. WCY, 
Schcncctlldy. and WCAU. Philadelphia 
were won away from competition . Benrus 
frequently buys time 011 the slXond or rhe 
third station in a town, fccling that a spot 
before Crosby or Winchell is much better 
than second-rate spots on the number one 
outlet. Benms recently shifted from 
WMC, the NBC outlet in Memphis. to 
\\IMPS. the ABC station in that city. 
\VlvlC had increased its ratcs and Benms 
could get 10 spotS on \VMPS for less than 
it was paying for five on \V1\oIC. 111e 
shift, besides sa\ling ad-dotlars, retlcctcd 
thinking at Bemus. They ha\le records 
that indicate that rcpctit ion is more effec
tive than big audiences. If there's a 
choice between reaching a mass audience 
a limited number of t illles and a smaller 
group more frequently their tendency is 
to buy the station with the lesser circula
tion. 

[t \1<1. ys ofr. 

Despite the fact thac no black-;!nd
white advert ising is used, Bemus docs not 
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actual sales are consummated by the 
jewelers, not the ad\'ertising. On the 
other hand when a consumer goes into a 
store and asks for a Benrus, or any other 
"'atch, it conditions the rnailer ju"t as 
much as, if not more than. it infiueuc('S 
the final \\.'atch sale. 

BenniS wasn't original in its usc of air 
time. 8ulova was doing a terrific job 
with bro..1.dcast advertising and the L,:rus 
company felt they could do likewise. 
They bought a good man}' time signals on 
a good many stations and fou nd, ju~t as 
Arde Bulova and Milton Riow (the 
Bulova agency) had d iscovered before 
them, that time signals sold timepieces. 

They hadn't the Bulova budget tn 
spt:'nd but they were perfectly happy to 
sell less [han the big Bulo\'a operation, 
At the outset JUSt their being on the air 
brought people to je\\.clcrs to buy 
watches. That didn't continue Ion!: and 
the trend then ran 10 the firm "lth the 
ITIOSI air advenising-Bulo\'a, Bcnrus 
Ihen decided to roll up its slcc\'cs and 
bring in an air promotion specialist, 
Adrian A anter, to sp.1.rk-plug their adver
tising. Even before that Benms had 
Slaned to tie in with air transportation. 
Since the public was being educated 10 the 
fact that ai rlines flew on split-second 
schedules and since BenOlS had dl ~

covered that buyers of w:nchcs valued. 
above all other things, accuracy, Ihe c:1tch 
line. "official watch of famoll~ :1irlincs," 
plus rotated memions of the airlincs which 
Bemus has tied up- IXlta. Northwest, 

(Please tuTU to page i9 ) 
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(lOp) PO;III-of·wllt docks Itmphnil lt ai.line lime 

(unlit.) Ben/us offici.l s S!tlt "Miss Em br.cubllt" 10 p l.lllt 

(.bovlt) Nltw. I.plt pull! Itylts to Bltn.us .i,po.1 limit 

(bit low) Bltll'us .i. ,ive-..... ys If" promotltd by dutltn 



mar e 
N:lIrlOnal (metage by r:~1 stations b ~till far awa)' but the 2SS ~ta· 

[1111'1" on thl' nir co\'('r owr 60 per n'm of Iht' nalion's most profitable 
markCh. Tru{', mo"', of th~'S(' ~Ia l ions nrc operatin!; wil h il1l('ril11 
po ..... er but ffi rer n-nl of them arc moving alon)! IO""'llrd~ fuHillinj! their 
IicCIlM.' rcqurrclIlCTllS within thl' IK'X I six rnOnlhs. Many eXjX"Ct to be 
fl[X'fillinj! wilh full PO\H't befnre ,\larch L According ttl Ihe Federal 
OwlUllunic:uitlflS Glfl1mi~sion, on Oe<:l'mbt:r J thnc werc actually 331 
FM sintions on the air, bUI this fij!urc inchxks SOIllC' cduc;"lIiollal 
bm .. 1lkal>tinj! stations which. while helping 10 d('\'clop F,\\ lisll'flership, 
nrc not 3\'ail:rhk for advl'rtisinj!. 

Panial pH'l'r and pmt.limc operation (man)' station:. arc not on the 
nit tht' full 18 hours tllnt most standard broadcastcn; operate) m .. )' 
s('t'm to ~hado~' the outlook for frequency modulation. T ht'), dnn'l. 
ProWl~ is b..'in~ mad\.'. Ingenuity is replacing l1e!\.,,·ork progmmb in 
building FM listening ju~ t as sports have made a major contribution 
to TV J.!ro~th, so abo nrc they building r ,\ \ lis tl'ning in many Ilreas 
that have no tl'](,,,'bion -and which OCCIlUse of location Illlly be \\rtllout 
vi~uall'lHertainl11cn t on thl' .1ir for many years to corne. In a rlumb.:r 
of caSl'S F,\ I stmion Opt.'rllwrs han' gone out and signed on.1rl ('xclu~i\'(' 
ba~rs evcnts Ihat have for years been standard bro.1dcllsl ing featurl'S. 
Station \\'1 : : ill Wilkes·Barre for instance signed 161 professinnni 
ba~kl·tball and baschall garnl."S Ihib seasoll . This station ib trring to 
pmve that rt's 11 \lhi: in promotion and claims Ihat it is :lbsorbing J to 
4 per ({'nt of the nlltiol1111 production of F!\ 1."\,\ 1 r{'(er\·ers and a healt hy 
quantity of tuncrs (de\'ices which enable AM Sl'"t owners to r('(6\'e 
FfI,1 proJ.!ram~). Besides reaching home listen<'rs (WI: : clllim" -10,000 
FM·AfI,\ rl.'("('i\(.''''; in it~ S('T\'itt area), the stlltion ha.. sltlrlcd \lhat 

8 To,,'us ,,'iC" I .':\. oude .. 

II C,lll~ "Tfllll5C3st~," which will ultimately 
plne(' F~ I :WI!' III all the trolleys llnd buses 
III rt~ Mell. Thi~ "Tnmscast" in~lall:llion 
drffns from pre\'ious dl'nlonstr.ltions in 
rruJll'Ys (Cincinnati) III that ~pcakers are 
p lncN throughout l'ach \'ehick 0;.0 that 
W'Z:'~ progr:um Ilrc heard throuJ..<holil 
tht., n·h!c!.: \lrlh llbmrl equal inll'nsil},. 

Uk(, \\,IZ:, \\'\\ OCF,\ I in \\ 'n~ hillg· 

tun, D. C. i~ out prornotinll Fr\I in ever)' 
wa}' poss!ble It WlI:S 10 its rull puwer m 
the latH:r part or J;rnuary and l'Xpt.'Cts :l~ 

pan \)f ih pmrnotron prior 10 Ihnl time to 
haw a spc:cial seclion ill one of the local 
newsp"I"lt.'r!> that \I'iII nrn 10 20 pilgc« or 

" 

~ To,,'us " 'iC" 2 .':\. 41 .. cI4·' 

@ To,,'us ,,'ic h :1 .':\. 41I1CI4·' 

Suml~" imlr"Nllf wrmlJi'f nf 1-' \1 Qul/,II irr iarrrr. 

largt:'r, WWDC, the F,\Ier'~ p..1T('nl sta· 
lion, is typical or the opt'rator .. who are 
going all out (or the..' staticlcss type of 
bro.,dcasting. II's n lS(}..\latt opt.'rntioll 
which is doing a top prORram job but 
knows it i~n't cCn"cring l'\"cry part of the 
C.'pitalmarket. Wilh Fl\\, it's putting a 
~ignal «('\"('n und('r interim power) in 
placCll in which \\' \ \ 'DC itself isn'l e\"cn a 
noise. Stations like this hOI\"(' a great de:ll 
to g.1in by cornpkle consulller acceptance 
o( F.\ l and really roll up tlll'ir slceves to 
tell thl' publk why Fi\ \ is bl'lIer. 

TheS\.' t-productinn bottleneck i~ looi'Cn' 
ing up each month n~ ,(,[ rnanufncturer~ 

lick the probkm of producing combina· 
tion FfI, I,AM sets at reasonable priCes. 
The tuners (of which Pilotuner i .. a 
leader) arc educating future bu}'ers of 
combination S('ts, for white theS(' tuners 
cannot ddi\"E'r program quality any brlll'( 
Ihl1n the reproducing facilities of the AM 
f('Cciwr to which Ihe}, Me attached, the}' 
do eliminate the static, In man)' ,rreas 
Ihi~ i~ just a!; import.1nt a~ thc' full.range 
quality of the sound that comcs forth 
frolll the spcakcr~. 

In 1946 n\·er 1,000,000 combmat illn 
Fr\ I.A \I r('Cei\w~ Wl're produced (Radio 
.\IarlUfactur .. ~· A!"-.ociation fi)!Url'S), 
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These do not include tuners, which arc 
said to have run as high as I SO,OOO during 
the year, Most of these sets and tuners 
have passed into homes. becausc over 65 
per cent of all the Ft.-I stations 011 the air 
go out of thd r way to sell receivers, 
T wenty-seven per cent of the st~lI ions 
now operating are acting as sales agents, 
although half of this 27 per cent clear the 
sales t hrough local dealers in order to re
tain the good-Will of these local mer
chants. Every time a ne w s tat ion rllolkcs 

its bow, Pilotlmcr is in there pitChing not 
only with sped;!l ;!dvertising copy but 
making a tic-up with the SlHt ion and the 

JANUARY 1948 

dcalcrs, The tu llCT is not a lon~ profit 
iu.>m, the dc-alcr 's margin Ix' inj:! :lround 
$7.50, but since sollie dealers have sold as 
high as 40 in one day ..... hen a l1e .... • st.1l ion 
opened a market , the short profit can add 
up to a long one. 

T ypical of the nlnnb,'r of ~ts which 
will be ill cross-sect ion areas throughout 
the nat ion on February I are the reports 
for the folb ..... ing areas (s tations opcrat1l1[! 
in each ;Ircol ind icated): 

Tu" " .o;"ulon 'i,"" 
\h ll ,· ,, ~ . ...... . KRll e 5,110 
1I,·~ kt"r. W. \ .:1. ww s·nt 13.01111 
1I,·,h ld,,· , .. . r'a . w r,PA ' . .WI 
r: .. lu",bou~. o. W F.I_II U,OO~ 

" (Oft U ..... t ... la. K .'.\' \ ' IO,oot 

C ..... ., ... R.:orW~ \\,L.\\·· r .\t 25.000 
I'TltS 

IrirMa. ,. \'. 1"leU '".&1)(1 
J<>I' I;n. \1 0. \\, :\11I11 · ~·.'t ,.-
"" •• l urk \\ ,1. 1..- llNl,1MHI 

\\'8 .\ )t 
I\ C II~.F.\I 

1\ .·U\ · 
" ·GII F 
Wc,y .... 
W~f( ;.\1 

\\' :-; n r.· t·~ 1 

1\ :-'T C· r .\I 
WQXQ 

O~ I., h<> ", a City "'OIW·F)f /..(,/\0 
"'O ~f.\ ·F.\1 

KTOK·~·)f 

WKY·nt 

( P II'dSt turn tn /KIl'r 72) 
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li,,~ stoc~ must mo"~ to this Wilson Co. pl4nt 

listlnj"9 blrOIl lu"ch is .. I .. ,mlr's h4bi t 

Selling 'fhe Supplier 
1"10\\' of '1I.lf.~ri.l.s fo flH~ 11I.IJlllf.u~hlre~r~ ._ro

cesseu· .. or re~'uiler . ·.III ~t h.~ f.lke! JI for ;:r.lllh!d 

Buyers and sellers don't lik{' 
each other. This has been 
proved true m the consumer 

level. It's even truer at the wholesale 
and distributing level. A survey made by 
erey Advertising of the rel;ltions bet\.\'CCIl 
departmcnt stores and their sources of 
supply indicates that, by and large, sup
pliers dislike dep.1rtment stores and their 
buyers. Further investigation proved 
that relations bt-tween buyer and seller 
have been deteriorating for years and 
reached an all·time low during the war. 

In a few cases departfTK'nt store man
agements, reali~ing the problem. have 
made a special effort to correct the 
men tal conflict between their executives 
and sales staffs of organi:atiolls serving 
them. This effort has taken the form of 
personali:ed direct mail which keeps the 
manufacturers constant ly aware of what 
the stores are dOing to promote the manu
f;lcturers' products. In these letters are 
included copies of black-and-white adver
tising, pictures of window displays, and 
copies of commercial coillinuity used on 
the air for the products. Sometimes re
cordings are sent to the manufacturer 
(twnscribed ilt a speed that can be played 
on any phonograph). A number of stores 
have found that shipments are especially 
good from suppliers who have received re
cordings of broadcast advenising used to 
sell their Jines. 

Alexandcrs' in New York uS('d a TV 
l>eries over WABD and prior to ench tele
cast invited n group of their supply 
sources to a dinner. The president ofthc 
store at each dinncr explained that he 
thought that a retailer forward l"l1ough ill 
its thinking to sponsor a \'isual progr:J.1ll 
on the air deserved special consideration 
frolll the manufacturers IO."ho."o(' products 
the store handled. 111e entire telecast 

campaign was geared to giving Alexan_ 
ders' the reputation of being a modem 
up-to-the-minute merchandiser. It did 
JUSt that and the relations between 
Alexanders' and its sources of supply are 
s,1id to beon the highest level in the retail 
field. 

While the Allied Stores' TV tour of n 
of its stores was basically a merchandising 
gimmick, it resulted in increased respect 
on the part of suppliers for all Allied 
outlets. This was expected, as far as 
those suppliers that participated in the 
traveling show were concerned, but it sur
prised Allied tod iscover that the tour had 
a beneficial effect on the relations bct\'\'een 
Allied stores and all their sources. 

Supplier relations have taken their 
place alongside consumer and employee 
relations as a major advertising job. 
Broadcasting's contribution to improved 
management and labor relations has been 
covered in a previous report (SPO:O;SOR, 
August). Til" supplier problem got'S far 
beyond building retailer-wholesaler mu
tual respec!. Big corporations which buy 
from farmers have also found that they 
ha\'e a supplier problem of enonnous pro
portions. Milk companies (Sf'O:-;SOl'., 
November) are very aware of the job on 
their hands and have booths at State and 
Count)' fairs in all dairy areas. They 
broadcast from thC5C booths over local 
stations and their programs are addressed 
to the dairymen from whom they buy 
raw milk. 

What is true of milk famlers is even 
truer of the men who raise beef cows. 
The farmers who breed and raise live 
stock for meat packers ha\'c long looked 
upon the big butchers of cattle. sheep, and 
pigs with less than friendship. '\nnour, 
Swift, Cudahy. and Wilson purchase O\'er 

(Pkase turn to pagl' 74) 
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YOU CAN 
REDUCE YOUR 
SALES COSTS 

• • 

• 
U£ DETROIT 

LOCATED on, and bounded by Lake Erie, lake HUlon and the Detroit River, 

CKLW beams its 5,000 watt clear channel sisn.1 vi. the waler roule to oil len . million population "rea 

with oil radio-homes and buying-power percentage second to none in America . The power of 5,000 

walls day and night. A middle-of-the-di"t freq uency of 800 kc. That, coupled with the lowest 

tate of any major station in th is market, has made and continues to prove CKL W the Detroit Area's 

Number One radio buy. 

Guardiall J1tJ.q .. /Jdrqif ::;; 

J. E. Ca"'~a'" I'ruidtn / 
, Id",,, J. 1'0"".1/ . . /r, I"r .. Xat'l Rrl'. 
1/ .Y. -"((I,.." G> Co., C""ufial/ Rtp 

• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • 
5,000 Walls Day and Night-800 kc.-Mutuat Broadcasting System 
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NBC nett{)on 

IIIml f!Ofllla r . .. :.\t'conlin~ 10 Hooper Propram 

Survey,.:, YI',:H aft,'r p'ar " Be ha~ "arried 

all on'r\lht'lllliTll! majoril~ of the mo~t pop

ul,,!" JlrlJ!!ralll~ 011 Ih,· air. Today, 19 of tht 

[) hil.dle:-! rated "rocr,lIm. arC' on \'BC. 

1/111.\/ li.~I/'I/(:d to ... 3et'ortiing to tilt' Broad!"il-I 

\ 1 ('~HlrClIll'lIt Bun·au. thl' iJldlJ~lr(~ oflinal 

,nrdit'lH'i' .f!.:lITI!(', B\IB. in a ('fl lllpldt'ly illl 

partial -urn'y of ;w lllal h'II'/If'r,\ to all 111'1 

1\llr",.. fOllllel that c'ach WI>I'\" \RC fcarllt' 

l1('a rl~ :-1.:100.000 mor,' radi(l ff/mil/(:.~ II 

I hi' t'\ I ' ll ill):! :'lIId U\ ,'r 2.~O().OOO mon' ralh, 

iilll/ili," in the da) lime Ihall the ::CWIII 

\ ...... . . 

Ill'! II ork. 

\i",('r,.., La~1 ypar. ,1(,f'orriinJ! 10 Publi,.!lt'r. 

III[O(l11;I \illll Bllrt '.:lU. ~rtl"" C\llt'lulilllrt'- ftl 

111'1\\ ll rk [.l61ili.·,. hy tilt' Illllldn::d larl!.· .. 

radio a,l, t'rl i,. .. r,.. II Pre S6.1.000.000 II 

,\BC-m·.,rly SI:tOOO.O()() more than 0 

Iht' ,..'.'ond ll el\\orL Fllrlh.,r. ;,\UC tlol .1Il1 

d.,liver,.; iarl!"r atltlielln',. a1ll11L10rt· popu\; 

l'hOll'5 . but 011 a ,.Irili.dll eOlllpari,.lIli I 

facility cost:; ami B)'IB fallllii,·,.. ;\BC d 

[h 'crs I//(lr(' 1i.~lcTl(,(s pcr dlll/llf. both d. 

::lIId ni!!bl. Iball lilt, IH'tllork wit h the ,.c 

and large::.1 :ltlliiclIl't.:. 



fthe stars 

These ore the slars 

of the 19 NBC programs which 

today are among radio 's 

top 25. (HOO PER IIt: r<l U NOV. 1~ . 1 I t 

., :-,-., 

lG 

. . . . . . . . . . . . . . . . . . . 

I . l10b J IUI Ie 
. . . . . . . . . . 

2. Jflck B CI/II)' 

3. Fibber .lIeGe., alld \fIJI/ I' 

4. Charlie .\leOHlh,1 

5. Amo.s 'Il' AI/dy 

6. Fred Aliefl 

7. Red Sl.:elloli 

8. Mr. Districl A llolII(,\ 

9. Ralph f:dl( 'ard~ 

O. Al j o/S{.m 

1. Alice Fay e t~: " hil IIfln, ,\ 2 

2. Duffy's TUl'cm (1-)./ Can/llcr' 

'3. Bums & Ailel/ 

4. nc Groot Gilders/cel'e 

5. William Bendix 

fJ. Frank Sillatra 

7. Hellry A ldrich 

8. Judy Callom 

9. Jack C(lIWIl & t.'!'e Aftit',l 

"WINGS IV S.lM URMAN 

9 

. . . . . . . . . . 
8 

10 

12 

. . . . . . . . . . . . . . 

theNationa! Broadcast/il/I Company 
,\ ~er1'i cl' of HaJio Corl)Q rallulI o f \n ... ric:t 

... 



spot 
trends 

&1I~d ",pon the numb~! of 'pot. (p'0'l.,ml .nd 
.nno",nc~m~nh) pl.c~d uch month by ,II 
'pon.on indu~d by Ro .. b.ugh R~polt on 
Spot R.dio Adv~.ti.ing. Spot I , ~ported 
Septemb~. 1947 Of~ u.ed II b.t1~ , Of 100. 

Spo t plnccmcnt in No\'cmber v.ns fractionally off-,23 POin ts nationally. 
Food was lip 5.9, SO,IPS, clenn sers. :lnd toiletries up 2.96 All olher industry 
classifiCiltions were off: bcvcmgcs and confectionery, .60 points; tobncco, 
9.72; drugs, 5.1; miscellaneous, 4.53. Automotive placement took the great· 
cst drop. its index being off 35.5 points. Some sponsors who increased their 
station lisls during the month were Birds-Eye (from 99 to 104), Junket 
(from 1 to 35), Swift's Icc Cr(.'nm (49 to 84). Minu te Rice and Minute Tapi
oca came bnck to the medium, the former with a 53-sta tion schedule and the 
latter with 17. November is traditionally a prcholiday month and SpOt 

placement is seasonally off. The drop affected practically all areas, only 
New England doing better than October and then only fractionally (AS). 
An upswi ng will not :be noticeable Llntil this month 's reports arc made. 

250-

200-

150-

100-

50-

250-

]00-

150_ 

Trends by Geographical Areas 

New England ----

Middle Atl.ntic ----
Mid.Wlutern ----

Southern ---

°For thil tot.1 •• ponlor il legud~d ., • lingle corpol.te entity no milt" how 
m.ny dinne di¥hlonl it m.y include. In the Indultry report., how~"'~I, the .. me 
IpOnIO. m.y be I~polted undel , number of dOllifrcotion,. 

" 

MAR , APR 

NATIONAL TREND 

Trends by Ind","ry Classifications 
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Paul W. Morel1<y, Vice-P.es.-Gen. Mg •. Wohe,Johnlon, Anislonl Gen. Mgr._Sls. Mg •. 

WTlC', 50,000 watts represented nolionally by Weed & Co. 
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--------, 

COLORADO 

-----, ----'----.-

NEW MEXICO 

I 
I 

. t 
KMBC 

01 Kansas City 

KFRM 
for Kansas Farm Coverage 

Nationally Represented 
by Free & Peters, Inc. 

TEXAS 

NEBRASKA 

KFRM, KMBC's S,OOO-wau day

time affiliate station for rural 

Kansas at 550 Kc, was born De

cember 7-full grown, complete 

with audience. In just 7 days , lis

teners in 208 counties in 7 states 

had been heard from. That's quick 

proof of a big audience. Quick 

proof of listener acceptance for 

OKLAHOMA 

MISSOURI 

Red area shol"s solid ruponu 
from coundu ""ithin KFRM ·· 
estimated half·millh·olt contou rs 

Dark area Sh090'S response frOIl 
listeners ou tside KFRM's ell; 
mated half· millivolt contoun 

KFRM's programming by KMB< 

of Kansas City. A study of thl 

accompanying map, which super 

imposes KFRM's estimated hall 

millivolt contours on its firs 

week's mail map. shows how th 

youngest member of the KMBC 

KF~! team has hit the jackpc' 

for listeners and advertisers alik. 



, 

, .. 

OIL and tile Opera 

selling , ·.-,hi4l!les 
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Very fc"" 01 Tcxa.::u ~ 45,000 
dealers ever ha\'c Iistcll<.'(i to 
the Metropolit:m Opera. but 

a greal majority of this gigantic distrrbu
tion organi:"1[iofl would ~Iadly P,1}' an 
~xtra pt-'tmy per gallon rather than have 
the T Clt.1S Comp.1ny drop air sponsorship 
of what is today the world's greatest 
"good" music organization. 

The wedding of the Tcxa~ Comprmy 
and America's great musica l drmn:nic 
company is a perfect blending of busillC"ls 
:md art . Both the opera and the oil com
pany have profi ted hugely from their 
joint ai r CIl terprise. 5.1ie of millions of 
gallons of Texas gasoline and oil is dircc!ly 
t raceable to thcir Saturday afternoon 
broadcasts. The opera, fonnerly the 
plaything of the -l00 and the delight o(the 

1\,IlIon ::. barbc.>rs. I~ uv"" dIJ ,'ullnh,;,nl 

IIlsti tuUOJl. 'nlC Il11M}' r~pJendency of 

Park Avenuc "art pmrolls" i ~ now just all 
opening-night phenomcnon at tlu> opera. 
E\'t'n thc st,lrs. who for years haw been of 
fordj!1I origin am.l/or appdlalinll ( Ih ... 

latter to achicvc acceptance ilS foreign). 
arl' ilt present almost half of American 
birth and nomenctature. The reccnt pro
duclion of ,\IaciliUla BI4t1erjl)' (o..'CemOCr 
IJ) had J an~ Melton of ,\loultrie, 
Gror)!ia, :.inging the male lead, B;.> njamin 
Pinkerton. Other U. S. talent included 
11X'I1C Jordan of Birmingham, Alabama, as 
Kate Pinkerton ; John Baker of Passaic, 
Nc .... Jersey, as the Imperial Commis
~iOllcr, and Thelma Altman of BulTnlo, 
Ncw York. as Suzuki, servant to Cio-Cio-
5:111. 111e bnlance of the cast came from 

--



ill I \l\W till' j.!lul'>t" ( :iu-(]o-:-\'1Il , :"I,)(iam3 
nuul'flly, wa" Li<"i ,i ,\lb:lJIc<.l' ; ('.oro, thl' 
llwrrl.1g~' hroh'r, W;h ,\k"'~K i de Paoli!>; 
:IIIJ ti ll' L'llI.k Prk'!o l \\'h i\ldchlOru' 
Lu i",,' ;111 Ihrl,(' of Itill) . Sharpk~$, till' 
l S. ('.011 ... 111 wa'" John Brolloll!n' 01 ,\ld
huurlll' , t\1I ~ trali;l . Ymli:iJori, a .... ~-alth) 
' III tor, .... . h CI.'org~' G.·hnnnv~k} nf Russia . 

(.;1,1 "oC,l .... lI1 1l)~I, 11)~7 1 "-lW 0111 per
lo rnJ;UJCl" 97 per n 'm ",uld 0111. The $oh
","rirtion audielln' accnull\fd for 8S of 0111 
the -.('al'" Total r{'o:irls .... ne $2,829,688, 
;tntl thtH' lIo'aS;1 Iwt profit for the ~ason uf 
$\I,SM .... hich meant thai Ihac Wil!> no 
J'IIhtr;,.'oI~n passing uf the h01I alllolig the 
menlh:r~ of till' {\ lelrupul it:1I1 0JX'ra A$o,o
cintiun .... ho in the pil"'l 1111\'1.' ~{,{, 1 1 called 
upon to n1.1ke up ddicil$ a~ h igh as!1 half 
million . 

There is. lilll l' dOllhl hUI that il is the 
rem.aftl'r-year hrt>;ldcastlll~ uf the Satur
dar afternuon pcrformanCl'<; that has 
changed r'uth th(' clilor {If thl ink 1m the 

tlPl'ra Il'dg~'~ and AIII(' ric'l 's appreciation 
of opera. It~ live and radio ;ludiC'llCe hilS 
incr('a~-d rt'ar by lear, Th~' ,\Ietropoli
tan ~'ra has tx'Cn on the air regularly 
nn ..... for 16 l l'ars, the last eight of which 
haw horl'n unJer .... rillen hy IIll' Texa~ 

Company, l\cc:luo,(" of the ondCf~tanding 
nor<;ing of f-kllry Souvaille, who ha~ pm .. 
dured the nir-p.1ckaj:!e since it I1r~t ..... as 
"pon50red 11911 \(14) b)' the American 
TuhilCCO Comp.1n)', the 1\ 1~,troroli tan 

Opcra broadca<;ts arc not stand-offi$h pre
'enlation" of classical music, I n~tead 
tlll'}"re IIHer-ring musical programs. 

Thl' opcra itsdf is til(' main ring but 
there's the fiIT-t lIuermission, Opera Neu's 
n( 1/11.' Air, a sort of air mu~,.ical ma~azine 
edited hy Boris CoIdo\'sky, New England 
musical authority. lie usually has two 
guest stars. 011 the occa~ion of the 
,\Iad<lllla BUllrrjl)' airing he had Irra 
I'ctina and jeron-K.' H in('S, The second 
ilH('mli,~ion {('ature i~ generally the Opna 

QUI: , Olin Do ..... m~, Sm York Tmll'S 
mU$ical critic, asks questions sent in by 
the listcnersof a musical board of au lhorj
t~, of which Sigmund Sp.'lCth, Robt'rt 
B..1C<lr, and Robert La\.\rellce, a ll writers 
on tillngs muskal, arc usually a part. The 
third extra added attraction is the Opna 
Round TobIt, O1n infonnal session at ..... hich 
the Opna Qtli! authorities, producer 
Ilenr)' Souvaine. and gu("Ots kick around 
things operatic, It 's all easy, ad lib, and 
unrehear!>f'd. Over 1,000 qUc.'Stiom per 
hroadcast (20,000 for the IS-w«k seasoll) 
arc sent in for the Opera Qtm nlone, ..... hich 
i$ indicative of the appeal of Ihe inter .. 
mis.sion features. 

In theory, Texas Companr's sponsor-
1'hip of the i\ ' etrupolitan OPl.'r3 is nol 
$u aight commercial advertising. In fac t, 
it's. a!' commercial as anything on the air 
and delivers sales at a lower cost than 
many of [he popular top-hrackeled Slar 
programs that have hecn sponf,Qrt'd br 
Texaco. While the re<;ults may nOI be as 
great as those achieved hr Ed Wynn, 1M 
Tn:aco Flrt Chit} program al its hC'ight, 
they equal per dollar of CO!>t all)' other 
program that Texas has sponsored, in
cluding Fred Allen, The :-'1ctropohtan 
Opera COSIS Texas $407,)57 for its IS
we-ek sea.son S I 80,000 for talent and 
SH7,)S7 for tlml' , During each scason it 
reaches some 10,000,000 listeners that 
is, durinJ,! the 18 lIo'reks at least this num
her listen and hear part of one of the 
three-hour airings. Its act ual rating has 
gone up steadily, the a\'erage lloopcrating 
last scason tx-ing ~ .2 whereas in 19-H-19-t5 
it wa$ 3,0. Thi~ Tating las aU Hoopcrat
ings) is for an ";'J\Wagl' minute" during 
the broadcast and docs nO! take inlo con
sideration audience tumO\w, which dur
ing an)" thr{'{'-hour broadca~t is con~ider
able. 

The effect of Texaco's sron!'Or~hip of 
this lS.we-ek season is {cit all Far 'round, 
One truck flee[ owner "hose ga:;oline pur
cha~s run into millions of gallons per year 
admitted ht' had shifted to Texaco be
cau$(' his wife <:.,1id that any company ..... ho 
$poll!'On' d such a fine progranl must pro-
duce a good ga!'Oline- and after all he 
"wanted to keep peace In the fanlil}'." 

It' ~ a general consumer ({'{'ling that an)' 
firm that ~ron!'Ors such a hrolldca$t ns the 
,\ Ietrorolitan Opera must ha\'c its hcan 
in the right p!nce, The urge to huy 
Texaco j:!a;;oline, Marfax luhrication, or 
all)" of the other 698 Tl' x:\5 Company 
products doc~n't r~'~ult from commercial 
reasons-why on the air so much as Just 
because the oil cnmpal1} .::pon!'01'S the 
hroadc::ms, While other $pon!'Ors of good 
lIlu~ical progranl~ haw dropped their 
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Milton C,ou .(ts Ii in ierlotlllo, on .n "Opera Qllil" session Typic.1 "Ope .. NIWIi of the Ai," with produClr Sou~.ine (left) s uplr~i sin'3 

underwriting of these events- with the 
except ion of Reichllold . S spolisorsh ip of t he 
Detroit Symphony over ABC tht· Texas 
board of directors, not the advl'rtis ing 
man.iger (D . W. Stewart) or the president 
(H . T . Klein), \'0It'$ the renewal of l'ach 
year's contract. They also bougln the 
progr:lm in 19-10 when il was first pro
po5('d to them . 

T ypical unsolicited comments from 
listeners show how the Mt"tropo[itan 
Opera bro<ldc:lsts sell Tt'xaCIJ. From a 
Los Angeles listener: " . . . we Americans 
:lre mighty lucky to haw thl.' Metropoli_ 

JANUARY 1948 
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t<lll Opera coming 10 us through rad io. 
How can we help bot use Ihe best gasolint, 
one can put into one's JIloSt cherished 
treasure- an automobile." 

From Atlanta , Georgia : "11lis program 
is a distinct servK:c to the American public 

. I appreciate the T exas Com p.iny·s 
generosity in th is gesture of trlK.' public 
ser\·ice. I t may be of intercst to you tlmt 
the three members of my imJlled iate 
family intend to remain faithfu l ttl Texaco 
Sky Chief gasoline for the famil y aut, )oo 
mobiles." 

From Long Island City: ". . Pil'aSc,' 
accept a rousing vote of thanks and ap
plause for your intercst in stimulming an 
appreciation for the finer things. Thank 

. you for the enjoyment of the program an d 
thank you for Texaco products." 

These letters arc not unusual, Ihey were 
picked out of a wcck's mail at random and 
indicate that listencrs art' buyers of T t'xas 
Company products. 

T he fact is that a surv ... y of a seiecwd 
cross-st'Ction of Metropoli tan Opera lis
teneTS by an independent surv~y organi
~atkm ind icates that as a group tllo.'y buy 
20 per cent more gasoline than the a\· ... rag.: 
American farnil y- and almost wit hout 
exception buy T exaco. 

Texas spends around $3.000.000 a )'car 
for advert ising. The Tuny M art in 
'[ex/lco Star Th ealer COStS $855.000 for 
time on ABC and $728,000 for t;'lle11l. 
..... hich means that ablM.l t half of T exas' 
advertising budget goes for this program. 
A little more than a quarter as much. 
$407.357, is spent for the Ml' t rop(lliwll 
Opera. Thus about t wo-thi rd!l of the 
T exas Company budget goes into radio. 

Wh ile T exas doesn ' t go ov ... rOO:lrJ in 
promot ing the Opera or their "popular" 

broadc.1st prugram the}' do spend a con
sid<'rabl ... sum nil point.or.sale po", ... rs. 
T his §cason thl')' ran full pages in color on 
the O~ra in Tillie, Life, Saturday £l'tll i ll8 
Post. NeIl'SIl.'tc k. and Colliers. T he)' :llso 
supplio:.'CI one·shl"e t cards to all their 
45,000 deaio."rs ..... hich tied in Texaco and 
the O~ra. They rl.'5('rvt' two bo1(cs each 
..... ('('k at t lw op<'ra itself for visit ing oil 
executives and their wi\'cs. and execullves 
of the corn p.1ny tlu'm<;elws are frequent 
operagoers. 

Ewry T exaco ad, \\hcthcr addressed to 
the trade or III tile public, carril'S a tag· 
line call ing readers' attention to both the 
opcra bro.i dC:lsls and tht' Texaco popular 
music progrwn. Thl' O~ra was recelll ly 
fealUrl'CI as one of tile reasons-why th ... 
C.inlldian T exaco a ffilia te, J\ IcCol1 ·Frorl_ 
tenac Oil Company, was changing its 
t mde·mark fTlKn a "Rl'CI Indian" to thl' 
rt-d-wh ite-and_gf'('('n star t r:ldl'-m ark of 
T cxaCIl. The OPCr(l is hea rd in Canada. 
Canad ians are nOtL-d for th"';r lo\'e of fine 
music and thus gasoline statilln opt'ralors 
were silid Iln th ... changc-over, something 
usually diffICult to sell any dealer organi
zation t hat has been dbplaying and sellin,!! 
a tra<k·rnarked pruduct for y ... ar~. 

While U. S. Rubber has dropped its 
underwri t ing tl f the 1\'e .... · York Philhar
monic Symphony. General j\ loton> its 
sponsorship of t~ NBC Symphony. and 
J nhn Hancock tht' Boston S)'!llphony , ;lnd 
til!." Philadt'iphia Sym phony goes begging, 
Tl'xas has disconrcd that the Inng-term 
vieW pay~ olT, as it usually dOt'S in 
bro.1dcast ing. 

... and a program doesn' t h;lve to be 
listened to by a company's relail outletS 
to sell. 

" 
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For the finest FM 
• • trans mission 

. .. install a n REL QUADRILINE! 

THIS IS THE QUADR,UNE-QUADRILINE is the name of Ihe REL FM TRANS~lIT
TER tru.t h:; ,~~:jhred • '''>luhing po:>rformance from one end of Ihe country to the other_ 
Hearl of th is tt;lnsmilter is the QUADRILINE 10 KW final amplifier that proYIdes econ
omy of o~ralion previously Impossible at 100 megacycles. Basically, Ihis amplifier 
consist! of four lubeS with short sections of four wire hoe comprising the aSOnant circuits. 

This unique four wire. four IU~ circuit simplifies mechanical design; !!iuily permits 
production; obsole tes costly "block building" methods of achieving high FM power. 
failure of one power tube reduces power OUlpu t only IS<'c,-service is uninterrupted. 

economical ma~J 
Important. 100. 

r~ 
r .,. ,~ 

WITH ECONOMICAl TETRODES-The REL QUADRILINE is powered with 4 E.ma( 
intemal anode tetrodes. These tubes were Jelected for 10· .... firu (oJt, ready availabilit)· and 
proven capacity to deliver required power for thouunds of hours. Having high gain, tl,e 
tetrode amplifu":r requires far len drive power; effectively reducing lirst and operatmg costs. 

SHIPPED READY TO OPERATE- The QUADRILINE TRANSMITTER is an oper. 
ating reality when you receive it. There is no costly field ass.embly; no factory engineen 
will swarm through your transmitter room for weeks (hasing bugs. Actually, REL pre·ship. 
ment tesu are so complete tha t it has become the REL policy to invite cuslomeu to ha\·e 
their engineers pr~ent during the factory lest of their own equipment. 

PROVEN PERFORMANCE-We feel that the REL QUADRILINE is by any standard 
the ben 10 KW FM Transmitter on the market looay. We feel, too, that a(lual perform· 
ance records in the field substantiate this daim irrespective of the terrain or climati( condi. 
tions. But don't take our word for it-uk the opinion of the present uJers! 

THESE fM STATIONS NOW OPERATE THE REl 10 KW QUAORll1NE 

WlAl· fM, .... lllGH. N. C._fUO fltl(loIU. MG ' .' nANUT "OWN. Clllff INGINIU 

WMN( , MOUNT W"'SHINGtON . N. H._Y,tI,UCU NltWOU, 1 .•. 'OliNSON. CHIH iNGINIU 

WNIf·fM , I1NGHAMTON. N. Y. _Cie ll O. M"'STIN. MGI. ; lUlU H. GII8iIT. CHlif i NGINIU 

WltKlt: C1("'n ... NO. 01110--« . K H"'U,tJIIOIN. GIN. MG • . , . II . 01 l ... N .... CHlff ING1N:U 

WMU·fM, II.GII rDINT. HOtTH C .... OlIN._' .... "'K s. l ... MII1I1. GIN. MG'. ; .0BUt ~· O:lU. ("Iif INGINII' 

.f. ,. 

AN JNVIT AT/ON TO YOU-REL cordially invites any On(" interested to visit the REL 
plam. Here you will see Ihe QUADRILINE in all $Iages o f produ(tio;"l and under actual 
test. Visits to operating ;nstallatiom can also be arranged. \VRITE FO~ CO;'vtFLETE 
QUADRILINE LITERATURE-To obtain the complete Quadri li nc no·y. \, ... ite tocby 10 
RADIO ENGINEERING LABORATORIES. 36th ST. , LONG !~!..~.~I:t CITY 1, N V 

._-.,..--
IQQQQQ --=-

'" ~ 

DESIGNERS & MANUFACTURERS OF 
RADIO ENGINEER FM EQUIPMENT EXCLUSIVElY 

ING lABORATORIES 

) 
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THRILLING CHORAL SERIES 

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

;:-."" ~ 'HI , ''''1 ",'HlI '''"r IllI' ~ill:.:ill1; ;.::rnll)1 with 
till' lUll!!,"" ('olllillUOIl " f('curtl 011 tht' air of 

tilly \,wIII orglnli7.:lliulI ... alllu,l'l 60u Ior""d-

0'11"'''' OH'r CBS. En'r~' 1IH'lIllwf i!o a Slar in hi " 
,,\\11 ri;.::ht \.il ll 11 Ilat; k~rtHIiHI uf 101'-"how 

pari ici " a I iOIl. 

S ... n",l ~· -t·i1.!h t ""'I'lIn.I,' fiftN'll-lni ,.,1 Ie c)li!<o.les 

t irO' a\"aila),I ... . I":U'h :I pro:.:rnnl gcnl ,lirc('I('(1 hy 

Emile Cute and with Warrell S"'CCIICY !If i\cw 

York "hilharlJlonic (anlc aClill~ a s f'OIlI IlI CIl

t(.tor :lIul IIIl1sic;l1 host. ()"cllin;.::, ill"i,I,', :11111 

('losin g cO llllllc r c ial !'. 

=",' " fincr IlII1"ical talt~ ul of iIi- type exi s t ... tUlI:,~· . 

WIl'iGS OF SOl\'G i!< u pw;.::ram seri es with 

In' II1cndotis pOlllllar :lpl,c:ll, 'Ilade po ... "iblc I.y 

the !O.ki llfllI sciecliflll of (lin-'r~ifi~·(1 IlIU!'-iClil 

Ilululwr.«. 

Write for lItulilion , lise , detail" 

011 ~Jleci;.d 

Co te illld 

other fiu: t". 
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An outstanding High-Hooper Show with 
the famous MULLEN SISTERS and 
CHARLIE MAGNANTE'S Orchestra 

Thcl ~ is only olle Si llgin' Sa lll and whtll a selling joh 

be bat done for scores of Sponsors . •• a lltl ca n do for 

you. S")gin' SII II1 scll s b CClm sc h e gets Ihe ratings and 

gets the rcs l)onsc. 

WO'''' Omaha 18.1 i ll 6:30 I'.M . 
\'!:'TAM Cleveland 12.4 nt 6:00 P.M. 
e KEY Toro nto 12.9 at 7:30 P.M. 

C IAO Montreal B .8 at 7 :30 P.i\ 1. 

And according to the Conlan SlIncr. the p crcc lilngc of 

tune-in at \VISII in Indianapolis was douhled in firs t 

three months 011 the llir ••• H.6 to 3004. 

Yes, Sam is d o ill!t II SIH!ctllc lllnf' joh. Hi s fifteen minut e 

s hows have hee n hcnrd 011 over 200 s tations for scores of 

sponsors . 

Write for audition disc a nd full lhol:lils o n spf'cial com

mercials hy SaUl. u\·ailahilitics. c lc. 

Trltll~c ril' l i .. " ~"Ic~. I"c. 
Ilj W~ .. llil;h S lrC:C: 1 
S pringfidtl, Ohio 

I'I C:;I~~ " " ... 1 nr c: c "llIpl," " .1;,l a .. " 

o ~jllgin ' SIllU 

o Will J:" "f SO.ll;: 

:"o'a lll C:. . . . . . . . . . . . . . . .. . . .. ....... . .. • .... . 

CO"'plllly ...... . 

Slrc:c: t. . .. . ..........•................. 

t: il y ...... , ......•............ Sla ' ~ .... . 



The Case for 
Building 

Buying 
Your Radio Prograol 

Nell~:ork programs on the aIr 
.. , .. hich are owned by sponsors 

;mlOunt to less than 10 per cent of all the 
(()f11tn('rcial entertainmCTlt broadcast. 
That d{Jc~n'l mean that man)' bu}'cl"!i of 
nClu'ork broadGlst ad\1:rtising wouldn't 
like to own their own ~llOWS. As a matter 
(If record there arc a numbeT of other 
~pon'iOrs who have leases on their pro
gram" :IS long as they 51:!)' with the 
~anK' adwrtising agency where they arc 
now. Agencies control 30.S per cent of 
a ll the coast-to-coast u'cb sho .... -s. In 
many cases tbe "control" is shared by the 
bro<tdcast advertiser using the vchicle, 
because the sho .... -s ha\'e been especially 
desigllOO by the agCflcy for the sponsor. 

The great percentage of commercial 
programs arc packages. Fifty.~c\'cn and 
nine-tenths per cent of the sponsored pro
grams on chains arc package progrtlm~ 
bought by the agencies imd 'or the spon
sors completl.' and ready (or the micro
phone. O( this 57.9 per cent net ..... orks 
ovm 16.3 t1nd independffit package pro
gram producers, talent agent .. , or the 
talent itsel(. 41.6 per cent. 

Swtions themsel\'es ovm only 1.8 per 
cen! o( the net .... 'ork programs. There are 
vcr)' (c .... ' programs (ed to the networks b)' 
individual stations so this 1.8 figure is no 
~urpriS(>. 

The case (or buildmg or bu}'in/! is one 
on which it ':., difficult (or a sponsor to 
arri\'(' at a clear-cut \'erdict. In thoor), 
t'\'er)' sponsor would like to build his own 
program or have his agency build it (or 
him. In (act this is not onl), impo5~ible 
bu t in many cases it's not c\'en desirable. 
,\ lost sponsors plan thcir ad\'ertising budll-

Edg41 BI 'gen, Chil lie McCllthy plogl.m o wne" .nd w,i1in!llhff. Llh to right, Roy.1 FOltl' . Bllgln. Zino Kl inkl' , Allin Smith, M.'!l1 PetillOn 



w M KE EPS BUSY ••• 

Like the pro\"Crbia l bee, \\' BB .\! make, good li se of ll ~ time-all 

the tillle. BOl l! 011 the ai r -:lIu! nlf. Like Ihi~: 

Cri tic J ollll Cro\by reponc!! : ", .. :'1 \it.llil) glowed briglltly 

a ll S ll1ll1ller III a Sl l:.t :lt lllllg tJl !lgra lil Oil \\ ' BI~'\1 Glllcc! ' Rcport 

U 11(CIl~Ol'ccl ' wh iell .... C I 111 C l(nnl 1m il" car ... , ' R cpol'l l ' lit cn.'oorcd' ,,\1 h-

SliWI Cd during tile ... 11I )\II ICI lIIf1 lll h, for lilt' illllllctJ\dy p opl1lar ' Lux 

Th eatre' and its Hoopcr:lling dropped nnl r (\\'f) point,," Th i~ 

' \ ' I U~'\ I c10nllllcllwry on ju\ cll ilc ddillquc'lt"r W:l:. a sllla~h hit 011 

th e ail ' bCGlIhC \VBB.\I \\Tiler, and pr()dlU cr~ ' pelll more Llu.1l lour 

month :-- oflthc air pcdt ·( ting (';"It h program in tile <;c r ic ... 

Or take a nother cX;l1ll plc. BCGw,c of \\' IW.\ ' .... p:l!> .... ioll for 

perf,'{ t ion , IOIllOlTO\\' llIorn i liS (a lid ~ix ttlOrn i Il~r" a wcck) lhoma lH I ... 

of i\ l id\\·e~ t e rner:.. \fill " I Ji~ l e li II) Clilf'· ... wil l hear thc break!,I'>l 

alit ic:.. of t he ~ \I burball clifr .J oil Il ~OIl 1":11 nil y i Ilrl lid i Ilg rom ad Ii bbi ng 

)'ol1ng~ters. It ·~ a .... how tlla l ca ll S(:l ad\"cl"ti ... er~-a:.. \\"cll a:..li~leller~

" 011 l heir ear~ ." ,\ 11 bec:1. lI~c \\'BB.\I look the Linl(: (j::~Cl to 8:(0) 

and :1.ddcd shO\\"l l1amhip 10:1. popular llIorning IIlU~iLd d(K"k ... hO\\". 

It ~illlply llIC:1.Il:.. you gCI 1l10lC 11i;1Il ill ... 1 tilll\.: on \\' BB.\I. You 

gCl time Ih:1.t h:l~ been 1'111 to 1.)1 itlialll II~C by \\"BB\I-:1. loe:d origi-

11:1.1 ion lil a L rcprc.'>cll b I IOli r ... of i lIl:lgi II ;I { i \ C III i tl ki ll£" by \ \' B H\ I ... ltow-

IllCn. -II.) put filiI" limc (:In!! o llr t:llem) 10 

lll:lkc OJ. bee -I inc 1,)1- R :HI io Sale ... or (Iilc( t to 

- ··Chicago·s SIUHnn:lll' .. hip SI.llion"· 

good I he. 

Willi'! 

Repreu.Ilt"li by U adin 'In/('I ... /(til/io 'I/nlimH H f'P(/,,,·'//tlllI'r ... (; IIS. 

New rork, ( hicn[!o. I .u\ I "-I<rlel, He/ roil, .\111/ / ;J11 l1 cij{(, •• 111111111/ 

Chi~Cl90'S Showmanship Station. Columbia Owned . 50,00 0 wa tts 



" "ho OWIIS 4 :Ollllllt~ l"t"iul .al"o;.fI";IIIIS 011 :\" t~~Wt .. "kS 

PACKAGE 

"H AGENCV PROOUCER N E TWORX STATIO N 

ABC 19 

CBS I. 
MBS II 

NBC 3B 

TOTAL " 
PER CENT 30.5 

CIS for i'l 12-mollth p(·riod. The presi. 
dent, board of directors, saks rnan<lgcr, 
and advcrtising director go into executive 
S('SSiOll and decide whO'lt has ,to lx' dOllc. 

In Illost planning th('re is long-rang" 
thinking but imlllcdiaH' sales arc f:lr Illorc 
impon<lllt to ex('Cuth'l'S .... ho desire to 
hold their positiolls than the long-range 
pros,X'Cb. 

Thus the Ill'Cd for illlll1(:diate reSultS 

takes prccedence over slowly building a 
buying acceptance for the product. Few 
mrpor:nions can lake S<'\'craJ bad ycars 
without the' stockholders calling for some
one's scalp. Even a I-k' nry Ford J II 
jumps at buy ing Frl-d Allen wi th his 
I looper of 23.2, Nielsen "total audicncc" 

" 15 0 

33 14 

27 , 3 

31 II 

115 " 
, 

41.6 16,3 I.' 

ra ting of 22.3 lOcwber 19). The Ford 
org:miz:Hion was sold on doing a long
tWll broadcast advertising job building 
its 0\1011 Ford Theater. Yet on this same 
Ocwbcr 19 the Forti Theater was tabbed 
4.0 by I looper, 9.6 by Nielsen total audi
enCl' tabbing. Ford has a competitive 
situation now, not next year, and business 
operations don't wait for audiencC"S t(' 
build listening habi ts, 

What causl>d Ford to buy Fred Allen is 
what causes most sponsors to buy pack
ages rat her than build them. Ford has 
thus far confoundt-d tht, cri t ics by sticking 
wi th his Ford Th('(l/er at the same time 
that he's using Fred Allen. Few budgets 
an.' big enough for a sponsor to build a 

CLI ENT TOTAL 

, . 3 

7 11 

7 " 
8 89 

27 27. 

9 .' 100 

program and buy another at the same 
time. It dO('S put a strain on the corpor
ate bankroll, and even great corporations 
like General Foods won't con tinue to 
stand a strain like this unle$S the program 
being built delivers a fair audience \\'ithin 
a year. When General Foods decided to 
otTer the daytime listener some fare other 
than the travail of soap operas, it pre· 
sen ted a mystery serics, Two 011 a Clue, 
which was nursed for a year (with real 
promotion) before it was replaced wi th 
another hearts and flowers serial. 

Building programs makes contribu tions 
bt'yond the audiences which the programs 
gather. Du Pont's Cam/cade oj America 

(PIC<lse lurn 10 page 68) 

Chec lc ing " light of the World," J. M.nning, ) 0 . 1' VitlfY, J. Fllfming, Charlotte Lawrence , Loughrane, B. DO i9, Angie Stric lc l.nd, . nd C. Weblte r 
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100,000 VISITORS EYE LIVE SHOWS! 
NEW ATTENDANCE RECORD AT WFBR! 

Loyalty Factor means WFBR 
is Baltimore's "PLUS" Station! 
Here's a statistic: Every year, ten per cent of the popu
lation of Baltimore visits the studios of WFBR! They see 
one or more live broadcasts, visit modern studios in 
action, view product displays (yours can be one!) and 
take home "let's Listen" -house organ of WFBR. These 
visitors ore a real loyalty foctor- WFBR is radio 
to them! 

Next time you're looking over your Baltimore radio 
budget, make a thorough check on 

ABC BASIC NETWORK· 5000 

REPRESENTED NATIONALLY BY 

WA TTS 

JOHN 

IN BALTIMORE , MD . 

BLAIR & COMPANY 
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H . M . (h"pin or Gene,,,] Foods 

Don McCiu", N . W. Aye, 

-J 

Ed .... d Sobol, .w .. d· .. innin, WNBT p'oduce' 

}\fil~NCY Who is 
STl\.'fION 

-tl61f/1A. r\lthough the <lgl.'llcy's im-
4~'.II porta nee in TV is increas-

ing, in only a fcw cases is an 
ag('ncy TV director in actual charge ofllis 
program once it goes on the air. 111 prac
tically no casc does the agency producer 
talk din.'Cl ly to thc floor crew while the 
program is being telecast. Where an 
agency man is in actual charge of the pro
duction his instructions ar(' relayed to thc 
camera men and stagehands through the 
stat ion !('('hnical dir("(' IQr (Id). This is 
h("C3U5C Ihc men h:mdling the C:lmH3, 

lights, sets, and props know their td's 
language and cao't be expected to under
stand I,;hal each individual agency man 
may I"ant. 

It is generally fclt that the sta t ion is re
sponsible for getting blOOd picture quality 
on the air. And cwo thc agency men in
volved in TV production admi t thai by 
and lar~e video will mo\'e along more 
quickly if on-the-air proJuctiufl [$ leh in 
the IlilnJs of the men who do the joh 
daily. ,\Iost agency men, OO\l'e\'er, feci 
thilt it's the other fe11o\\' who \I'mlld put 
an unsatisfactory proj!ram on the air-he 
himself could be trusted with full responsi
bility. Station men, for their part, aver 
that 90 per cent of the ad-ag('nC)' exceu
ti\'~ aren't equipped to produce te1el'i~ioll 
programs now, 

Unti l rcrell l ly the t·ntir(" ol1 , th("-air re
sponsibility of NBC TV rcstl.>d with 
NBC's 0 \\' 11 producer!,;, Today, \I'hile
their instructions sti ll IllUst pass through 
the ld, acceptable agency producers put 
on their own pro~ra1lls, At C BS pro
grams are hanJled by Columbia men 
since, to quote the net\\'ork, "no agency 
has ;Isked to direct a full program ol'er 
station WCBS-TV." Rcremly one agency 
did request pcnnission to produce its own 
cOll1mercial and this was okayed. For the 
record C BS has stated that it would be 
"oren minded" on the subjcct should an 
iI~ency make tho: requcst to producc an 
l'n tire program. Therc's no rule on this 
point :It C BS. 

SPO NSOR 



responsible [or what ill TV? 
At the DuMont stations :lnd network, 

the agency television producer, almost 
since WABD returned to the air towards 
the cnd of the war, has been kingpin. 
DuMa n! threw Olll'n its (llcil i til'S practi. 
cally 100 percent to agency radio m{'ll who 
wanted to !cam the visua l ropes. Several 
top te levision men leaml>d tht'iT TV abc's 
at DuMont. OU,"IOIII'5 program quality 
has suffered during the fomlativc years of 
TV (just as Balaban and Kat:'s WBKS 
in Chkag:o) but the i'ldvcrtisins medium 
has profiled. Since th~c were vcr)' few 
sets in usc during '44, '45, and '46, utili:
ing the air as a television school room 
during this period has paid off". 

Most sponsors feel responsibility to
wards television- as entertainment or as 
broadcast advertising. A few, like Gen
eral Foods, feel that the advertiser has a 
tripartite r('5ponsibi lity along with the 
broadcasting industry (the stat ions) and 
the advertis ing agencies. They have 
arr ived at this conclusion ix'!'auS(' since 
they wi ll l'ventually present the cream of 
the air's visual entertainment , they feel 
they shou ld help direct the grow th of the 
baby medium- for their own protect ion, 

General Foods has decided, bas.:d upon 
an intensive rcscnrch study, that tele
vision in New York is already a solid 
advertising medium. They will use more 
time in 19~8 b.1scd upon their experi_ 
mental use of the medium in 19-17. They 
will both buy and produce their own pro
grams. In New York and other markets 
in which they uS(' the visual air they will 
also merchandise their programs. Their 
approach briefly is, when )'oo're in show 
business, )'ou merchand i~ as well as 
advert ise what you haw, And when they 
use broadcast advertisin!-...... S[andard as 
.... 'e ll as FM or sight.and-sound- Celleral 
Foods recognizes that it's ill show busi
ness. 

Sponsors can ei ther produce their own 
programs, through their agencies, or have 
the stations do it for them. In most 
areas, outside of New York, both agencies 
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and sponsors h:l\'(' bc\.'11 happy to h:1\'e the 
station develop vehide~ tilr tl]('111 . So f<IT . 
there an.' very few men who know wh:lt 
visual programing is all :lbout. They arc 
t ied up wilh stations, not bt'Causc the sta_ 
tions pay murt' n'Kmey bu t becauS(' only 
stations call provide them with {110Ugh 

programing experil.'1lce for thelll to have a 
real control of the mt'dium, T V i;. ex_ 
panding so rapid ly that last )'car's b.1ck. 
ground is insufficient (or this year 's usc o ( 

television. Every advertising medium 
claims it's tlX' (astest growing of tm'lll all. 
\\'ith TV it 's tme. 

Sponsors can hire their own talent , have 
the program scripted, scl'ller)' built , props 
hired, in (act call generally do cwr)'thing 
cxcept colllrol the program while it's on 
the air. In most cases, aside from approv
ing talent, they are colllent 10 leave the 
entire matter to Iheir agencies and out-or· 
town, to the stations. 

In the fie :d of re"earch, practically 
everyone agrees that sponsor, agency, 
and s tation must work togethcr, becauS(' 
each has certain things he ..... ants re
;:('arched. All profit from the figurL'5 de
veloped , so a ll shou ld share in the ex
penses and thus far have been .... illing to 
do so. Goodyear Tire and Rubber spent 
a si:.ablc sum ill 1946 to d scover what wa~ 
.... hat with sportinfl events. N. W. Ayer, 
their agency, and NBC, owner of Ihe sta
tion they were using, shared in the ex
penses and con tributed certain facilitie!>. 

The commercial is the great unexplored 
area of television. The entertainment 
portion of a telecast has tlx< experience of 
the theater, vaudeville, and motIOn PIC
tures to dra ..... upon. Only in the case or 
motion pictur('5 has there been all)' adver
tising and then it has not been of a t)'l>e 
that can be Iranslatl'd to thc visual ai r. 
Therefore sponsors ha\'c 10 experiment, to 
find out what ..... iIl sell ..... ithout irritatiull. 
One picture, if the Chine!.e arc to be 
believed, is ..... or th a tllous<mt.l ..... u rds- but 
it has to be the right picture. 

For many reasolls, camera fai lure for 

the l1 l'x t fe"' Yi.'urs will be mOTe frl'quo:m 
thnn (llci lilic~ fai lures wen' during the 
l.'a rly dllYS of bro·l-:!easting. Radio had 
hcc-n OPCnl tih)! a ll over til(' nalloll for 
)· ... ars hcfnr ... adverti~illg elltef'{'d the field . 
This is not, of course, true with TV, 
Stat 10m haw commercial;; during the first 
..... ('('k of oJll'ration. WTMJ -TV (,\til. 
..... auk{'(') had nine SrotlSOrs to start and 
I~ before the fi rs t "et.'k nf operation ..... as 
over. It had, ho .... 'Cver, had monthsof dry 
rWb Ixfore it went 011 the air. On thc 
other hand a s tation in Bal timore had .1 

camera conk Out on it the opening night. 
When they castigated the lIlanufac~ 

tllrcr i[ dcwlopi.'d that ther h:ld mnde no 
attempt to re11em!oC before going 011 the 
air. 

The problem of failure o( camera!t, 
relay, coaxial cabk' , or an)' other ek'c
tmllic par t of TV while on the air will not 
recur frequently, but frequently enough 
to rllise the qUl's l ion as to who .... 111 
shoulder the eX]X'11~ in\'ol\'oo in the pro
duction Ihal is nOt aired. III radio, talent 
Clis tS arC paid fnr by the ~ t atinn or the 
nctwork .... ·}K'n equipment failu rt' kills a 
broadcast. Th($C costs call be s taggering 
in vidt-':I, I'ince t"ey'lI include reiK'arsal 
costs .... hich arc frequently more si:able 
than Ihe actual tcleca~t bill. 

Most slat ions aver that tlx:y' ll havc to 
r('cOI1lIX'llSC the: sponsor, if some other 
! ('k'C'1M time cal1't be worked out. A few 
stations state that the risk should be 
shared b)' spon"Or and stat IOn . There is 
~t ilt another group of stations, a small 
group but an outspoken one, which says 
"TllCrt' aren't going to be all)' equipment 
fa ilures at our :. tat ion." 

Program promotion 011 the air is ad
mittedl), a s tation r('5ponsibility. Each 
telecast has to be sold to the viewing audio 
ence sinC(' there is \'cry little continuity of 
program appeal at this time. All stations 
have Pred eus of Things 10 Collie on the 
Ilir. Somc of the telecasters want it 
known that they' ll be able to sell forth
coming shows beller if tOe agencies and 

53. 

• 



• • • 

'f'U''''or~ .... \Irk mun: du~l)" .... Hh th.:U1 111 
mal.:LI1J.! WI\:I1I :\\:IIlahll' lilr pre\'ic .... 
-.canll in g~_ 

.... lIh !Ill· ,latllH\ nl·"''' rno.'n thcy'll find 
th,1t their rek~l> .... ,11 find more lIews· 
p..1pcr and trade parx-r accl'ptancc. 1\ 1:lny 
rcle;t~'S Ihat aren'l corro.'ct J,'<'I by cdrtor~ 
..... ho C;II\' I be e\(plXt\-d to knnw il Rrt'ill 
deal ilbout lelevision flO.... . Ilu .... ever • 
after .1n Item i\ published tht'n' arl' "Iwa)"~ 
a number of rt'adl'rl> who call Inc editor's 
"error " to hi,., alienI ion. That makes il 
lOul-!h the nexI l ime to lWt a good pU'Ss 
for legitimate tdevil,ion news. 

On pubhclly , ~ (;Ili\ln ~ ~ 1 'ltc that all 
thn·c, ;I;:~"IIC\, ' 1"' ,rNu, il lid mllkls. mU~1 
.... urk wi!.:llll·r fur II"": Phll~"("ti<.>Il of til(' 
nll.-Qium To I IU(Jl\· Ra)lllUlld E. NelSoll, 

TV piullI..·\·r ;1nd <I~ency man, "tde,·i!>ion 
IIl"C'li, :111 honeq ph ...... , l"·l'n if it hUTb 

"IJl1ll·tnnl'~ III pomh out thaI evcr) 
Ill'W ;"l].!CI'IC\ or spon$l.,r thm comes into till' 
medium ru,hC\ 11110 print .... llh wide <III
inclU'I\"e c1:lim~ about .... h;u Ihcy ·re I . .'oing: 
10 do :Uld \\hm the) do u<;u:llly turns 
ou t It , t-oc " slminn break. It 's ea,y to 
under. tnnd I hm nn)" n].!ellc)" or sponsor 
public rela tions nwn .... 111 think Ihnl wllill 
hi, clil·ll! i~ J.!O!llg ttl do on the nir i~ a 
·'fir~L" It '~ ju.'>t :h logical that nine 
till) .. -, out of 10 it 's old Iwl. Only a 
publlcil v man al a statIOn or <I net work c.1n 
hoI" tIl keep I rack of .... h<lt 's ne .... and news. 

Sponsors havc already inn'SIOO S(:vcral 
hundreds of thous,1nds (If dollars in de
veloping both runllllercial and program 
tcchniqul·s. Tekvision, unlike radio, has 
to uncuver nc.... emenaimnem forms. 
The laller, exttpl in the ca-"t' of dueu
Illl·ntaril ... , ha.<. little 10 sho .... c reatively for 
it ~ quarler of cenlury of existenCe except 
jingk selling. Tell'vision isn't motiun 
piclurcs, it isn't the theater. It isn·1 JUSt 
\' islon add(-d 10 sound broadcasting. It 
doc::.n· t permit the imagination to build 
a newr·llC\"er land, proJccted from the 
qUil ted tones of an anTlOUllocr. It orrers 

It 's obviou~ Ihat ~tallum .... ·on't lx, able 
to control publicit )" relea:-e:.. Ho .... ·e'·er,if 
' l"'lI1<;(Jr and agl"cy pre<.s agcllt s .... ill clear 

\\7 .. iters 011 tlu~ 

nlld " 'hnt the,' 

• nil· 
cos~; 

,\llhl.luJ,'h the contract octwet.:n the: 
four networks and the Radio Wrill'rs· 
Cuild .... ilI nut be fully operati\"(' until 
1\ larch 13. it il> alrendy a bone or oon
tention bet .... een the adwrtising 
agelldl'~ ;lIId the wrilers. The 
agencie,> an: Illaking it pl<lin that they 
do not fl·,."1 bound by ;"lny agreement 
r('acill-d t-elw{'Cn the .... ·ebs ;"l nd the 
writers. 

NeH'Tlhdc..~ It is fairly «nilin 
Ihal the terms won by the ..... riters 
will goven! most of .... h:1I i~ heard on 
the air, commc."rdal or otherwise. 

Some of thl· \'ital poinl~ .... ·hich 
alfed all comlllcrcial progr<lms in
clude t ill. facl that wl1(1, a wriler 
dtx.'"S a 'Cnpl for n fl'C()I-!IlI:cd pro
~ram the ~rirt ri].! llIs fI.'\l'n 10 him 
il lthou~h before re!o{'lIm~ it he must 
[ hal\~e till' "aOll' and cl1<lractcr~ if 
!Iwy are a rellu lar pari of til(' pro
gram. I f a .... ·t iter crcatl'~ a prOllrilm 
the title of Ihe program :md the ch ief 
cllllracter .. arc hb even after he Cl';ISCS 

to wrile il 
Air cn .. >dlt IllU ~t be gh'en writers of 

hw-a-wcck pro1!rall1s m least twice 
<I wC"\.'k. Whcn progr:nn~ arc ghost. 
..... rlllen it is not n{'Cessan· to gi\'c 

.' 
crroils 10 lill' ghost .... 'ril n. 

RepealS of progrnm m;lIl'rial 
(though not on the smne day) muSt 
be paid for a l 50 per ttnt (If the fcc 
for the Ori].!ill:ll broadcast. Sulhidi
a r)" righls (other than radio) of 
scripls durmg the six-months period 
Ihat Ihe buyers hold~ exclusive rights 
if iiOld are .;harl'Cl equally Ix'l .... ccn 
buyer and .... ritl·r. After thl' exclu
sive pcriod al\ ~ubsidiary ri~l)\s re· 
vert to the .... riter. 

A semi·closed ~hop h;b, !xx'il agreed 
upon by the networks and RWC . 
The Guild has the right 10 dl'mand 
thai nine OUI of 10 \\riler~ al any 
net work be memlx-r. 

T ) pical of lhe wntl'r~' fC\."s ;!l!rl"Cd 
upun <ITt': 
)·r"!o1. .... ~nl On~" ..... ~~ floe" "<rl. 

1.~"!o1.lh I>uu ' A n,n, 101"1 Comn. 
S nlln Sl~ . , ... SIPS. "'" IP min UP. J.<D. SIMI. SHO 

15 ml" 5,.'. SilO. Sll~ . S.""O. 
. In n.ln SI~O. U~O. SIOO • SbIO. 
Hmln SUo. JibO. "n. SHa. 

t,O ".1" $.I~O. SH.' . S;~O. 11 .. 110 
'~·"'tn .,·,1,,1, SJOO. $l.oo. 

These ral6 arc all subject to a 
20 per cent dbcount whl'1I til(' writl'r 
is gi\"en a I }'\\l"t'k llOll-canccllablc 
contract. 

l'scape into another leah t)· Ihe land 
broughl into the horne on the face of thl' 
video lUbe. 

Th<'re isn't enough mQlll'Y in all the 
l'ntl'rtainmenl world to develop a tech
nique for TV. It mu~t come from com
nll'rcial sponsorship. II must corne from 
sponsor~hip olhl"J" than thai of ~porting 
and public even ts. These telecasts are the 
prCS('nt-day prop .... hieh 1:; helping ~li1Iions 
pay their bills and sponsors collect 
quickly on the medium. Under ..... ri ters of 
pri:efights, hockey gnmes, football, base
ball, and basketball scarmings arc using 
TV as nn advenising medium and expect 
to obtain quick responsc- like one brewer 
who increased his sales in Ne .... York bars 
and gri lls lI11mediately arter he sponsored 
his first professional footba ll game. 

Sponsors musl be ..... illing 10 take the 
chance of giving an agl'ncy producer a frtt 
hand 10 uncover and establish !lOt only 
entertainment formulas for the medium 
but l'rrectiverommercials. Sponsors mUSt 
be ..... illing to have their agencies and their 
own advl'rtising managers make mistakes 
for only throul!h their errors will the 
formolil for selling .... itb good taste be un· 
oo\·ercd. The sp::msor who in~iSl5 thai 
ever)" tdcca5t P.1y orr at once is the one 
.... ho .... u n' t obtain anything like the maxi
mum results from using vision on the air. 
Lc\·cr Bros. sf'C'nl a considerable sum of 
money during the cady dars over \\'ABD 
(DuMont ) 10 sec if a variation ofthe soap 
opera formula would hold an audience. 
Lee Cooley, no .... · wilh J\kC.-mn-Erickson, 
at that lime ..... ith Ruthrauff & Ryan, 
scanned his b'-lIhlUb girls, his lo\"e scenes 
on a hilltop and the typical despair of the 
daytime radio dramas. He didn't do 
them as radio but translated, as he sa ..... it, 
the appeal 10 the visuill mediulll. [t was 
good. It taught the Lux folks a lot. Th~ 

so.1p organi:ation from Cambridge, l\ lass., 
are j:!oing to be in TV. The}' recognized 
Iheir responsibilities carly. Of course they 
also helped Lee Coole)' to a better job. 
That's a plus for T\' because he's certain 
to inrxx:ulate olher agenc), men with his 
emhusiasm (or selling on Ihe air. 

$i.·lIillg \'ia an}' new medium ooJllCl> 
hnrd. It can't be leamed in a night . It'~ 

Ihe rcspon~ibililY of all sponsor!> woo can 
alford il to $('1 aside an ('xpcrimmlal ~I 
~ to spend in finding out what TV i~ all 
about. Thl' bc~t mCll in the field are the 
fir~t to admit thm the)" don·t kno .... · the 
;Ul~wer \·l't. 

There arc very few clear-cUI responsi
bili ties for sponsors, a!!enciel>, and sta· 
tions thai don't o\"crlap. Even when it 
oollle'> to p.1)·in!! for programs and air 
t ime, most stations frankly are paying 
p.1rl of the bill . 
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HFlAYORED 
CREAM 

. in SIX delicIous mythical Izaak Walton flavors! IS 

tYPical 01 the big parade of attention·commanding "commercials" (?) 

heard on WRVA's 50,000 W(I,it "Jughead's Jukebox", Anythmg 

and everything can happen on this show-and usually does. That's why 

the "faithful" in this area slay tuned to unpredictable Don Meyer. 

who emcees this red-hot platter show at 11: 15 P. M. to Midnight, 

Monday thru Friday. You can fish along with Jughead Don on a one-

minute spot. Because when he does a rumba he always keeps a 

stiff upper hip, with his usual (normal) eccentricities. He isn't odd-lust 

uneven. Disc Jockeys don'l have to be like that, but it helps. But who cares as 

long as huckster Don gels the listeners and you make the sales (and profits!). 

Be an opportunist and open the door before Opportunity knocks. Get 

the rest of the dope from RAD!O SALES. 
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• •• say the latest 
Hooperatings * 

~tat;(}n LI~tcl1i!1!t !nd~ .. x, showinl; e:lch 
~t atinn ' s share of :ludi('ncc for the times 
shnwn: 

WMBO 

56 

• 

MORNINGS 
(8 to 12) 

~IATION'S 

AFT£RNOONS 
(12 to 6) 

EVENINGS 
(6 to 8) 

, & 

EV[NINGS 
(8 to 10) 

0 

P . .... , ... 1" .00\. A, C. '..:1 [) 
" ,... olf" 10",1 """ .e 

, 

[ 

" GIII"I 
Stltiau 

• P.,," s..-•. , 19<7 

Kiiow tie 

Ol ;,f;a Urllce* 
She', P,lU-'9tnl, ':>loptS.tndi, I, and p,od",ul of 
·' Hou~ ... of Myl!""y" 

-

A lthough she looks ~lorc like a f('mille lead in a collegiate 
Illllsical, Olga Druce's interest in good juvenile mdio goes 

far beyond her weekly stint in a !"futun] COrll rol room as produce r 
of the soci;lll)'~conscious House oj Mystery for Gcncr<li Foods. 
She frequently rnkes time OLLI of her hectic production schedule 
for lecture nppc<l ranccs, Ill<lking field trips (at General Foods 
expense) to address cduGltors nnd lawmnkcrs on the subject of 
children 's programs, 

No run,of,the-mill thriller, I-louse oj Mystery brings to its 
Sunday a ft ernoon family audiellce :1 prilllnrily entertaining pro
gra m, using logic and fact to expose superstit ion and the super
nmu ral, In this respect, House oj ,\lystcry somewhat resembles 
Superman (Olga once wrote thnt nir st rip) bUI she is not nfra id 
to sell her sponsor 0 11 doing an amus ing fantasy or spccin l event 
during holidny sensons. 

The personable brunette d isagrees with nudience composit ion 
reports showing children to be just 23 per cent of her show's 
audience. From her own experience, Olgn believes it's at lenst 
twice that mnOLlLlt or higher. She nlso takes issue with r(ldio 
die-hnrds who clHim there lllust be a lurid murder every five 
minutes to get (I good rnling on mysteries; she says that suspense, 
change of pace, and good wr iting arc the success gimmicks . 
Above all, Olga S(lYS, she ne\'er allows her scripts to "talk down" 
to the youngst ers, adding tha t "skilled writing is simple writing," 

Her radio and theatrica l background is \'aried and thorough. 
Olga has done mLlch socinl nnd consultan t radio work, pIllS major 
nCling roles on I3ro(ldwa), nnd a hitch with the American Theatre 
Wing. This spriLlg, Olga Druce plans todetve into regional folklore 
on House oj Afysh'ry, nnd to carry further her own campaign for 
better shows for you ng dia lers, 
• With .I"J,n r.riyys (I/n/!rr 1~'II;o/ WI !1I',I/;rw'l ) 
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NATIONAL BIS( UIT (ONPAN Y 

:.:r. Aroe An?oJoD , ;.;.a""g&T 
Red lo Stetlop KXU 
Butte , :':ontepe 

Dea r ArD &t 

Jllu a lI na to ht you knQ" ... lIet ... a aecolOplhlled 
dulns t ile Rpareda ot product$R ... aek OP Honay ~:a1d 
CraMu . 

Wa "'Irl lucca" tu l In I nlto l l l~ 72 uJor dla· 
pl aya and "",n), , ,",,,l ler ene • • The re wera a t otal ot 
12) Itor l. WhO actlvaly pa r tic i pa ted du r i ng the weet . 

Sa.IQ$ eur lal" leer,e'a on t~ wee k pT&.leu. 
t o th ' a ctl.lt y, our gain -e. 87~ , wi th a 56~ gelo 
durl ~ t il, weak tollowlng. 

""1 ce" a ld,r th' drive .. ery auccaaatui. Pr,"loul 
l 1pe r \lnca baa taue;>, u. tb.8t w, cen e:tpect ravorahla 
r aae t lon througllout tha yaa r a. you cont i nue to tla ·ln 
wi th our "TOp ot the N .... s· pr ogram. 

~y ~ ottar tlla euprestlon tb8t tutur. campaign. 
h •• a t up two w.ekl I n adYloce'l 

ID our opi o l on the displays aDd tlla ad • • teiling 
u tarlal ,lIoul d III ba I n pleea ebout one week b,tore 
r ou o pen YOll r pregra. on tha ai r. 

Ver y tru lY you r a , 

,,·"' . ... . ... _' ... xA~Krr'~' 
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of more 

promotion for 

your products. 

* 
A I,.,lu l .,.mpl. 01 ,h. 
",.1.. loru" Ih., "",I, lor 
, .... al NO EXTRA COST. 

.', ·c 

.' 

MERCHANDISABLE AREA 

BONUS LISTENING AREA 

SERVING 2Y, MILLION PEOPLE 
\'~' '. 
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I belie\'(' a Idc

\'i~ion code of good 
taste is a "must." 
Tc1c"ismn is really 
a \'isitor in the 
hOllk'-pcrfonncrs 
must comport 
themselvcs ..... hh 
dign ity, r('Straim, 
:lIId excep tio nal 
good H1S I(', Dia

logue and ~ituations \I, hich arc pcrfccl l}' 
proper for the theater or motron picture 
audience WIll not necessar ily be accept 
able 111 the home. A phrase or sentence 
'" hich on a radio program 11l1gh l be innocu
ouscDuld, if coupled" nh a certain f!cHurc, 
lah' on an ('tHird), d itTertnl lTI('aning 
,md l'C o(f('Jlsi\'('. 

L!ndoubted ly most teleVIsion producers 
and station opcrator~ initially will make 
('vcr}' .. :(fort to oper:nc within a frame
work of restraint, bu t sooner or later 
compeution will assert ils influcnc(' and 
is apt to effect a I~ninj.! of control :lIld a 
lap<c of good judglllCIll and good taste. 
Hndio has ShOl,\11 liN.' IlCed of constant 
~upt'nision ro keep its comedy clean. 
fdc\lsioll should nen-r allo\\ Itself to 

s tep o\('r the border lim:. 
The motion piclUTe sl[Oation is Ol case 

III point. 1101,\' mOlny people kllow that 
the ~-call('d Ilay~ Code \\:tS :Jctually 
crea\rd frol11 thousands of complaints rl;'
cei\ed from the public? r\t ItS inception 
it was n~allr thl' public's code. Without 
I t~ restraining innllCliCC the motion pic. 

" 

•• 

" III ,,11:11 \,a\:- Hill a '1'\ ;'::0011 la:-I. ' .'0.11 ' 

h a n ' III Iliff. ", f"U1i1 IIII' 1"I ' I ' f ' IIII~-I"'0I'0!'of'fl 

;\"A B :-1:l1If1 ' II '.I :-- of 1' I': If'Ii "f:~ " 

Ch I J C d I Dir~ctor 0/ Ac/v~'lili"g ,,"c/ S"I~J Promotion 
aT es • ow-aT . • • • . K./V,"dlo, D,vuro" 0/ Nlllj"Kdv,",Hor (arpa'lIlion 

lure industry would be constantly under 
fire because experience shows that self
regu lation is neCl'Ssa ry. The words "sclf 
regulation" arc well taken, I belie\'(', 
becausc I fed certain that if the television 
indusu y doesn't prt'pare its o..,m code and 
Ii \"(' up 10 It scrupulously. some organi:a. 
tiOf1-or the gOH'mment itself will pre· 
pare a rode for it. This is a situation 
which should never occur. [belseve it is 
definitdy the Television Broadcasters 
Association's rC5ponsibility to prepare a 
code. Let 's set our house in order now 
and keep it ill order. 

R."LI'II B. AUSTRIA:-; 
VI' ill chargl.' oj teil'l"isioli 
Foote, COllt. { .... Belding, N. Y. 

aginauM I~ ~one. 

CMU'S the dOfllmant 

In any discus· 
sion of a "Good 
Taqe" cock for 
televi-don co m 
pared to the same 
for radio, it must 
be kept in mind 
that in television 
the denleTl( of im
Thu~ reality be
factor. and we are 

into a rt'a irn whl're audience reaCt iOf\ will 
be decidedly more posit in.', Since Ill' in 
television arc dcalin~ 1\ Ith the l'.1nl(' home 
audiencc, it is a foregone COf1dusioll that 
the ex isting rq:(ulatiOf1s and the nOll
acceptance codc of the radio broadcasters 
IliII be clerneTlls for governing the con
duct of television bro.1dcilstl"rS, In addi
tion, if Ihert' mu~t be a written code, it 
Will be Ilccc.s... ... ,f"}· to mclude the deLllents 
appt:aring in a s trict interpretation of th~' 
rules laid dO\\11 for its 0\\11 conduct by the 
motion picture industry. Beyond the 
written cooe, howe\"er. there \\"ill always 
lie that uncertain and indefinable ;m'a 
where the indil"idu.11ldecaster must apply 
his OIl n interpretation of what cmmitu[('$ 
good taste or bad taste for (he majority of 
his audience, <lnd the abi lity of the indio 

vidual tt'!ccaster to interpret this accept· 
ability factor will be a direct measure of 
the length of time he stays in business. 

It is tOO early for us to establish time 
a lloy,'anccs for commercial segments in 
tl'1cvision programs or to make rules 
gOI'(.'ming their frequency or position in 
the contmuity, Howe\'er, it is not too 
early for us to s tudy the ways and means 
whereby an adwrtiser can be saved from 
self·abuse, and it is decidedly to our own 
advantage to study the methods by which 
he can maintain his identity. 

There is no doubt of the (' I'cntual nlX'd 
for a written code for television broad
caSters which will gOl"Cm both his own 
conduct and tha t of his ad\·ertiscr. but 
firs t we must establish the basic principles 
on which and from which this code can be 
built. 

C "PTAIS WILLl A\{ C. Eom' 
Dirtct01 oj tdet"l.!ioll 
Ba/alum & Kat:. Chic",~o 

T de\'lsion, like 
radio, comt'S di
rectly into the 
home and then." 
fore aU precau
tiOflS which ha\"e 
been taken to 
guard bro.1dc.ast
ing and render it 
domestically ae
cept:\hlt, Ill<l}' 

automa tic<l llr be assUllled to be equall)" 
essential for telc\'ision. The COUI'$(' lO be 
followed tnu51 alwa),s be in the rublic 
in lerC"t ~incc what is done in tele\'i~iotl 
qations \\'111 come before lhe scrutiny of 
milli0f1s of eyes, 

It ~hou ld be recogni:ed that t~'le\'i~iol1 

is a p<")tent force for tremendous good, or a 
\\'{":\]1011 for e\"il if improperl}' hand led; a 
utility tha t oll tstrips all others in ulli· 
\"er...,1 aprcai-one that looms not only as 
a IZTeal aid to\I'ard the achievement of 
inkmalional good·will and lastingpcacc, 
but as an important challenge and <I re-

SPONSOR 



SlXlnsibllic ), to [h"' ...... \\110 d~ .. u 10 Jl.lrm'l>~ 

US potcotiaJi ti('s. 
I r it is to succeed as tI'Il' ~1\';m'S [ Il'lo..',ms 

o f mass communication )1.'1 COIKl'h'l'd, 

and as a mOllun1rnwl comribut ion to 
public service, it must ~ dt',Ul and 
whoicsomc, complclC.'l)' lOk'r:ulI. fair ill all 
public issuCti, and a \I.'deollK' viSltm 10 tIl(' 
American hOllie, 

The Television Bro..ldrnsu· ..... rhsocia
[ion, through its surveys :md r('SCarch, 
has k>amcd thm pr("S(.'llt broadcasters of 
telcvisiO/l fire making a careful s tud), in lO 
a suitable Itdmiqu(' for []tc prcSl.'nt:ltioli 
of religious progr:Ulls. This problem ..... iII 
in time be .... ·orkcd OUt smisf.1Ctori ly. 

Frt'('(jolll of discussion ill public :Ifrairs 
and comroversial issues is also being 
s tudied. so that tdevist'rs will know how 
best to treat this wholly American Conn of 
television and rndio. The TBA fins found 
all teieviscrs un:mirnous in wishing to Pf{'
serve the traditions of freedom of sJ)fi'Ch 
and llK'thods arc being \\Iorked out that 
should nK'Ct with public approval. 

It is scarcely nC'CCSsar)' to call aI temion 
(0 th(' dangers in the pr(>scmation of tl"K' 
drama. This i i the most intercsting and 
treacherous field for television. The 
drama apJX'als to both old and young, and 
has its own traditions based on thl' living 
s tage, and a st"COlldary set <krived from 
the motion picture. It is too early to 
dogmati:e about ..... hether television shall 
be governed by thcse traditions, Of 

..... hether it will develop its own stilndards 
and techniques. But television faC('S 
p<'Cul iariti(>s in its rned ium ..... hich compel 
it to fi nd its own \I.'ay by bold and inu'lli
gent experimental ion. It call directly 
copy neither t he living stage, flor the 
cinema, eV(11 if it WOUld. 

Meantime, because it conK'S din.'Ct ly 
into the home. television ..... ilt almost cer_ 
tainly find it neccss:try 10 exercise caution 
and a measure of r(>straint in tli(' plays 
which at the OUlsel, at least. il ofrers for 
public consumption . 

The theater has achi('ved a licensc 
which h:trks back to thc Rl'Storal ioll 
drama, and nO{ a fe ..... of the Ihings thl' f{' 
to be 5('('11 and heard are c('TWinly unfi t 
for a medium which finds its w:ty into "1(> 
ordin:try An"K'rican hou"K', wl"K're stand
ards of purity and decency :tre still any
thing but extinct. 

No fonn of ('Iltertainmem lends itself 
to looseness and qu('Stionable material so 
much as COIlK'<iy. This is true in the 
whole amuS('ll1('nt lO.·orld. Tclevisers arc 
giving careful study to alt material so that I 
a high standllrd of cleml whok'SDllll' pro
grams may Ix' maintained on nil tele
vision stations in the country. 

(PItaS/! tllrn to pag/! 60) 

JANUARY 1948 

BOOKS OF THE 

IN-1'~~ 

~ c z ~ .. = ~ 0 
~ .. ~ 

0 z 
~ ~ '" z ~ 

"'" ~ 0 
0 ~ = "'" '" '" 0 '" 0 

~ 

'" 
~ 0 
~ ~ ~ 
~ ~ ~ 

'" ~ 

Q. 

" HOOPERATINGS:" In 19i-. \X' FUM W;l!l topS III 

T ota l R ated Time Periods more than ,1m other indian
apol is s tal ion. 

" STANDARD RATE AND DATA :" Mure iislI.:ners 
per dollar is a n accepled fact am un/-: n,lIional ,Ind local 

a<hert isers who consi!otcnd\' hu\' \\' f 1i;\1. 

" BROADCAST MEASUREMENT BUREAU ," An 

o\'er-all highn pcrcema,L:c uf li ~lcllcr, in C<.'lltr,d Indiana 

counties than allY othcr rc ptlr teJ I ndianapolis s(;Hiull. 

" MERCHANDISING:" Sped.1I lidd wo rk and per· 
so nal retail co nt ;tc t ... C\'CI'\' \\'l'ck in thc H·ar. . . 

" PROMOTION :" Ta)(ipo\tl'n, poitll-o(-s;!lc, theater 

play-bill s. newspaper, Jirect l1uil ... ha rd punching and 
co ns iste nt . 

LiH' or tr,lnscribed shows or 
announcementS recei\<: !lki ll ed and professional 

:l.[temion in the details of esper ienced broad

c,lsti n,L:. 

• 
AFFILIATE: Columbia Broodcosling System 

The Kotz 

5. 

, 
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MR . SPONSOR ASKS, 
ICmlllllllrdjrmll P.lgC 59, 

Th ... Il'ic\'ision indu:.tr) must Jdlcall' 
it~ e/rorts to maintaining integrity ;1IId 

UCCl'flC}, in this ..... ondnful 111.' .... ' art. It 
caution is (lh<;('r\'t.--d, the rt."' I'lIlIhlbilit)' til 
the ma~~'~ of Ih ... po.:nplt." who will com
pri-.<.' Ihe Irt:nll'ndllll~ lludil'nccs in the 
Ill.'ar future shall han' b.:CIl nwt. The 
ill1p"~ition of comlllOIl "t'Il"(> upon our
sel\(o<;. is till" gTclHesl rC"pnllsibility of all. 

J. R. I'C)I'I'EI.£ 

\'P III elwrgr!lf CII~illl'rri!lg 
lI 'OI?, .\'. Y. 

In ~ far as thc 
wording of any 
such code is con
cerned, a code for 
({'lcvisiol1 lO.ould 
Jdfcr onl) super
fiCially frolll 11 code 
filr radin. We 
OIust 1101 h>S(' sight 
of t h t.' fae l thaI 
whcll tdcvi~io n 

completely supplants what we now know 
as rad10 (;lI1d it surely '.>:ill supp lant it !), 
It \\'ill still be bro..1dcasling. Except for 
the nbviou~ dllfeu'llces the coming of I 
dsion will bring, the indust r) will con
tinue to Operate on much the same broad 
principles, An eXh.'llsioll o( any good 
tas te code so that it will apply ,IS well to 
thl' t hings wc ~e as tl) the things we hcar, 
would not be diflicuh: a change o( wording 
here and there. and provi~ion (or certain 
\!:holl)' visual subjects, foor example, the 
~entcnce, "Sound cffccts, caicui;l(ed to 
mislcad, 'hock, or unduly alarm the 
listencr, ctc,'" might be changed to rcad, 
"Sound and visu:.1 cflccts, calculated to 
lllislead, shock, or unduly alarm thc 
viewcr, c tc," Provision would havl' to be 
madc (or questions o( costuming, dallcing, 
and lo\'('-making, And SO on, 

Thc question in my mind is not so 
much how thl' COdl'S might ditfer, but 
whether the NA B codc is a code at all, and 
whether it \.\'ill do (or either r,1dio or tclc
vi~ion that which nl't'd~ to bc donc, A 
slUdy o( thc propo~d radio COOl' rev('al~ 

that it is more a statell1cnt o( good inten
tions than "standards o( pract ice," It 
Slates ~uch IIniwrs.1lly-acceptl"d preccpts 
of good 1:Iste that there can be disscnsion 
on hardly any o( its points, but it docs not 
gh'c the bro.1dcasIl"r \'er) much o( what 
he IIl'Cds to go by, It cilcouragcs thc 
"good" and ahhor~ thc "l'\'il" but it docs 
not hccatlSl.' sllch gelll'ralitic!' cannot 
dra\.\ the clear line th,lt i~ ll('(<ded bct\.\'l'Cn 

thc two. No broadcaster needs to be Cll
joined ag:.inst, for cxampk, "slIgge!'ti\'c
Iless"; what Iw dOl"; Iln'd is guidallcc (illlJ 

60 
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prut('Clll>rl j in that realm ,,1 in-hdween 
\.\ here the blncks and willtl'~ lx'COnl(' grays 
and \.\ hcrc error~ o( judglllellt can eaSily 
be madl', He nC'l:d~ to hil\'c "sugt:cstivc
ness" naikd down and derilll'j, anJ then 
hc 1I('\:d" ~nll' way of knowlll!! 1lH"~ap
ably when his m;Jtnial fall~ witJun or 
without tlie b()undilril'~ 

ror such pllrpo","'S till' propOSl'd COJl' 
do( .... nO! sufhct' for radio and even less f"r 
tc!e\,hiol1, Becall!M.' of the greilter lati
tude of vi~iol1, thc hroadca~tcr will J)C(<d 
llluch more gUIdance {and hencc prote:
tion), A rai"l'd eyebrow, il smirk, Int 

--- , 
I 
I 

J 

I 
I 

J 

c 
A C K 

8 S I n 

~Inwn in thc scnpt, nny g-i\'e a IlI1e a 
di fferent anJ dangcrou~ Ill ~alling, T he 
tclec<lstcr will nccj nnre thall a stalem~1lI 

o( gcnd intentions; he \.\'ill 1ll.'Cj severe 
ccnsorship, either of his own s t ructure or 
o( a "John~toll Officc," An ::! in till' ('ven t 
that the ndu<MY ~hould a~rl'C Oil il 
central cnforcell1~nt or pJ1icing agl'ncy. 
this wUllld entail vast com?l icatio)l~. Ap
proval of s::ripts in advance will IlOt 
al\.\'a}s su~lt :e. Air·chcc~s hr tcle\'ision 
1ll1}" bt' to:l co.tI)', [t 1Il1}' require an 
in::!u'try (en~:lr, replaclllg the bro1d-

Pl('cne IIml ttl pagr 61) 
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i~the, 
"Philadelphia ~tation with 
fER~ONALITY 

JANUARY 19.48 

PerSOl/rt/ it)'! 

TII .I I"..; Ilhat hl1lld~ ,-In£! h"ld .. 
Ihll'lwr ... hip ror ;11I~ r,I(l,n ~I,I 

lioll. ,\nd in rht' Phil.uldphia ,I Tl'.! 

tilt' nation'... third m;lrkl.'I .. thl'rt'" 

:l ~I. llioll with IX'NJn;lhl~ I,/jj\ 11\ 
KY\\ '. \\hml' I;ltllilil" ,HId pro 
gr.IIlIlIi!Il).: 11,1\ (' hUllt lor il a I .... ·r· 
:>tlu;,lu\' ,lui· ... IIlCfl'" ... inu ])fll h I i:-'[l'l\ . , 
l'r,,11l P ,mel ,(/I( ' ~ lor SpUI ,uln.'rll<'t'r, 

II ,'(Iur .11111 , ... 10 impcl· ...... ;Ill all 
[lHlllnd .Iudit'llll', tht' J.\Y\\ pl'r

~11I. l lit) call hdp ,'Oll Ill,lk{, hil'nd .. 
• md inHlIl' IH'C "':l1l'~. 

101' "'\,lIlIl'll', tht, KY\\' III\lrnlll~ 
"llllhk •• 1 cI'l(k ' I' doill~;1 lll'lglldi 
Ct.'1lI inh for 'l'\l'ral lopOI .'tln·rtl ... · 
er... .. :lllllll1g 1 hem C.ldgl'l -of-dH.."
\ lol1lh Cluh. In till', Contlt.:ction, 

rcad till' fnll11\\ill~ t'.\l{'qn frum !l 

ll'ttl'r tl'n'nth rl:n'in'(i from Oa\'iS
I b rrj~on - "'ill-lIlI\Jm , ol 11.:- Angell''', 
tlw Cluh\ adn'ni ... irw ;"I,len,,\" . ... ,--. . 

K YW' has )h ,tI{crcd cvcry 
singlc record of prOdUCl i\'il) 
C\'cr cSlahJishcd by any radiI! 
station wc ha\'c used 10 d ale, 
anywhere in the Unitcd St:l.ICS 

. . bas ha mmercJ the cOSt pet 
inquir), down 10 thc lowesl 
fi~urc rC1 obtaincd. KYW is 
a must for this agcncy for all 
clicnts wishin,L: [0 se ll the 
Phibdclphia market. 

Tn ;\lr. Don L. Da"i~_ th.lIIh 
fo r till' kind words. \\'c're "lin,' 

t ll:H tlw KY\\ ' pl:r-.unalil\' c,m lx' 
l'CJlIa lly dfc(,lin' ror O!lU:1 adn:r
ti .. l'r.... 5l't' nur <;,111.' .. Dl·p,lrlllll'lH. 

or \ ' B(, "'put S;lk ..... ror l'HSb and 
,1\;l ibbil illt-, 011 ""H', Phil :Hkl
pllia's ;O'OOO'I\':ltt I\'BC ;l1li1i:Ht'. 

@ 
WESTINGHOUSE 

RADIO STATIONS INC 
weI ' weI A • KDK A 
WOWO • KEX • KYW 

M.IIO ... I Rt~ItIt"1tIO.n. NBC SI'OI S.1._l . ct~IJOI KDL 
fa. Il[l, f.~, PtI.,l 
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signed and unsigned 

NAME 

l"n'. I1''' '''''.-ld 
Juhn II' , I''''2,,,d 
J " hn I I . I IlcI,. Jr. 
Th" n',, ~ II . ""n., 
. ..;" .. ,"'" ;0.1 . ;\1,,,,,,. ,,11 I),,,, .11c.\\lUIf,' 
M. I), S" ..... .htr<l 
Huy ..... \ "-'''.lrQn' 

NAME 

11." 1' '''0''0.1 s. " " "". 
John L. " ' brll1.l11 

F~ rn""d" (: . ,\''''' 11.'' 
J~ m" ~ S . 11.·" , 0.1 
I",·rr,· II . /I"ulbc 
1.0'" 111,,1, 
:-:. w . 11 .... ""1",, 
1I" ,ld C. Cho l'I" 
Will C lo' "'''''' 

;1;~~N~~~~~ i1 
" " "11.1" . (: .. .. 1,,·, 
I.""ro·nc .. IhmcllII,· 
I .. II"" ,I<~ "I,,» 
""l1. h . :." .. J • . 
n " II" . '"1>1.,,, 
Ed"'",d L .·~rl~1 
J""" .• t:. 11""",,1> 
I." ul . ;\1. lI;. r " ·,,.d 
J"M'I,h II. Ik"lr 
~ . .I"" II."" .... ". lit· •• 
( ~'I K"hl 

Mil'I< .. )' L.n,· 
Ih ,w" ,,1 1'. Lu" I .. ,,· 

I.I n ' -""1 ;\1" .. 11:< .. 1,' 
f ~,.,.h ~ I ' I"",." 
IUd.",,1 ' k l", II . 
I ; .· ... ~ "I 11. S I,,, "" ) 
I all,,' " J . S UI'!>I.· 

FORMER AFFILIA liON 

Th., e ", .. , ",1\111.:<,1"" , ""hlbl",r. 0'<1 
Urn"" & \\"1111"", ... " ..... h"~.·,, ( ~ "I'. 1.""'.'-111.,, 

,,"" . ,,,Iv 'n il' 

Ku .. lIlJrult en, I.. I , . ~1 . 1''''''' , ".I,' .Hr 
,\11.-" II. 1),,;0.1 ..... L~ b ". 111 ('.:-:. Y. . ,I ~ ,,,,, m " 'll ' 
1I.1I.~.·1I I' , O~u""dl'r , I . ,\ , 
I\.';U. s . ~' .. a"d l,'ne o' prom, 
G .· ,I"' ... . I'"uland 

FORMER AFFILIA nON 

1I"nJ"mln "."I<' n"",. I·hll". 
1)"",-,·, .FI" II",."ld . s"",,,I,·. :-: . Y., .... d1". """y 

<1.·,,1_ 
Tm,.~· \I'"rld , :-,' . L 

lIuch~""". S . t· .. " u l .... .., 
\\"s.\ \" . ""'" .. ,,'" h . " s~ 1 "'e' 
KII"K . S e. 1 ... ,,1 . 
CI II ·;\ I . '1'",,,,, " ' .• "1.·."",,, 
KII I · ~ I . t :""·1<,, , , :"U! .. 1'. ,,11 dl. 
N"dl" I'm lt""" ,'.",Iu,·.·,., ;\1" ",,,·,,1 
f .. , ,,., . C",,,· /'I.: llo· ld ln lt.:-: . \ ' .. fI,d'" dl. 
No ""ld • . ~1"""'i"1 
( ;'·l",·r. :-.-, ...... " &: C''''II..r .:''. Y. , """, ..... .. 
H"y" ... "d ;\1 " . 11.>"'. 11·"" .. .1 .. 1' ..... " .. ,·, w,, ' ,\."", ~ .\d III I " I . Ira' I" " . eh I. 

--.: . W . ,\ r.·" ;0.' . \". . mdl" d~I" 
H,,".,·lIl1i,d,,"'1. :-:. Y .. ",<lh' .II. 
11. " "" •• . W" . h .. I) . ( : .. ,,,dl .. <II. 
,\h1> .... ''In.halF. :o.: . \ ' .. acc l ,'M'C 
Wa.d \\ I ... ~ I .... I< . 11 · .. ·" ,"' .. CUml'I>.·" S" "I' e l uh I._ 

1'",.hK''''' 
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DON MITCHElL, BILL HICKOK, 
LOCKWOOD DOTY, AND BEN 
GUNN IS SHO'MAKING A 
BIG NOISE IN OUR NECK 
OF DE WOODS 

YASSUH! AND ALL DESE 

AtlANTA BUSINESS MENS 
IS SHO' BUYIN' DE TIME! 

Drowing by A. B. Frost from 
-UNClE ~ EMUS: His Songs and 
His Saying': by Joel Chondler 
Horris, which first appeared in 
THE ATlANTA CONSTITUTION 
in 1879. Copyright 1908, 1921, 
by Esther lo Rosa Horris. By per-
mission of D. Appleton-Century 
Compony, publisher. 

TH E ATLt\ NT,\ CO~STITLT I O~ STATIO~ 

5000 WATTS 550 KC 

National Representatives HEADLEY.REED COMPAN Y 
., 
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/l it TUll es .lor Jalluary 
(01'1 R~(o.ds ) 

A GIRL THAT I REMEMBER (BM" 
, .. eonoh-Vlc. 10-,.91 • Vklot l .. ",bo,d_MoI. 1169 
, .. "".~ r ... h.....co l. ]19.(' 

AS SWEET AS YOU ".~"') 
Art L~ftd-MGM loon . r"ddy s, ... ..,......c"g . • ,9 
Bill MIII",,-U"It.d Arti.,· 

FOOL THAT I AM (Ho" .... ~, 
OJ".~ St,o·........c .. I. 1795t • s...."'~ kOYo'-Vi •. 10-1601 
Bill., E.bl 'ftc-MGM 10097 • E"loint H ... kl"_VI •. IO-t410 
Oi.,h W.,h ·"'lo_M.~ . • 050 • Gt..:!.,. P.lm.r-Mi, •• I. 104 
GOOlII. Glbt,,-Moj. ltOll • B ..... k, &olh ... -O ... ".04'1 

FORGIVING YOU (M.",.) 
H ... ., 10 .... -<01. nsu . Joh""., Joh .. I1<> .. --MGM , 0016 
So", .. , I(.,..-VI •• 10-'434 • Jo .. , C .... " • .-Oi ... ond IOU 

HILLS OF COLORADO ".", •• ) 

LET'S BE SWEETHEARTS AGAIN (C..".,.,., .... ' 
M .. , ... 1 Whm.,-u". 1 SOlO . Vi.,O/ Lo",b.rd_M.I. lt~ 
BI .. S.n .. n-MGM 10Ul • Sh ... Fi .ld.-M ... ic"h us 
Gu, L .. .. bo,do·Monlco L ... i.-oo. ," • ea, Joh .. ,on-Vic. 111-,59, 
Bm, L ••• h-M .... • 

MADE FOR EACH OTHER "",) 

MY RANCHO RIO GRANDE (H .... """'''".) 

Jo<~ S",ilh--c.. ... 411 • Shop fl.IeI.-M •• ie,.11 5" • Dick Jor"n,-(ol. lion 
ICon (."",,-V.,I •• ,,· • Vido, lo .. b, do-M.;.· 
EtO~i, . ',lo-V ..... d A,jhl 11 4 , M~'"~,, S101 . ·.-A,,01l0· 

THERE'LL BE SOME CHANGES MADE (Mo,k,) 

WHY DOES IT HAVE TO RAIN ON SUNDAY (,.,.".~) 
r,.ddy M ,tli_Vic. to-tSSl , Snoo~"lon>OlO-M .... . 50U 
Mill H.,.h T,;o-Oo •. • B •• I. SI,eo",-MGM" 

5.0 .. "" K..,..-Vlc. to-HIO , Vlelo ' lo .. bo,do-M.j. 1t61 
To ..... T",,~-col' • An Moou,,-MGM' 

I MR. SPONSOR ASKS, 
(Crm li llued from PORe 60) 

caster's own censor, in ('very cOlllrol rooll1. 
The lelevision bro.1dcasu'rs shou ld 

tackle this question no ...... As a produccr, 
I' haV(' atready--quilc Unillll'TlIionally_ 
mildly offended ccrta in segltl('llIS of tht. 
public in onc instance, simply because the 
ccnsor in chafl!(' was untrairx.'d. incllpcri. 
cnCl'Ci, and illCpt, and my ow·n judgment 

I betra)ed me; and / know olher producers 
who have had the same ellpcri('nce. While 
th(' director mu~t be rC'liponsibl(' for Ihl' 
major portion of his own censorship in tht' 
It(']('Ction and preparation of hilt mat('rial, I he will b(' wiSt:' 10 welcome, ('\"l'n to d(' · 
mand, a censorship with the power to 
enforc(' and hellC(' to prot('Ct. Now is 
the lime for th(' tdevision industry to ex

I plm(' th(' question of a cen tral au thori ty 
as agaillsi St:'lf-c('ll!'oOrsh ip, and to define as 
clearly and Glt('gorically as possible what 
is in good tast(' and what iSII 't. 

D,w£ leWI S 

Ttlen·slol! Ihrtclor 
Caplts Co" N. )', 

The bro.1dcast
inJ( code now 
u nder considera_ 
lion by the NAB 
is thl' answer 
offered by Ollt' seg
ment of the radiO 
industry to thc 
rising t ide of pub
lic cr itici sm of 
radio broadc.:lH_ 

111': . ,\jost crit icism of radio falls into on(' 
of IWO categories: commcrcials arc too 
frequ('ll t and /or tOO long; 100 man)" radio 
programs fail to live up to the genera lly
i1cct'ptcd standards of good tastl'. 

I let us col1sider the~ 1""0 problems 
Sl'paratelr· 

In radio broadcasting th(' commercial is 

/

thl' price the audience pa)"s for the 
pleasure of the program. The Ull"nt!('n 
agl"C't'ment between sponsor and listener 
runs like this: " I , the sponsor, foot the 
bill for the show you'n: enjoring and in 
rctum you, thl' listener, must pcmlll me 
to tal k a I:>it about Ill)' product." 
A~ a rule the lisl{'IIer i!' agrn:able. 

Occasionally he b.n·t. In th<ll ca~ he 
"ritCS a tough letter to 111('" s tat ion, Or 
throws a shCK.' at thc radio, Or dials 10 
WNYC. 

,\ I o~ t radio cullllll\'rcials, at b.'SI, are 
101\'r<m-d. Some sponsors claim their 
coulIIlcrcials product' a /0 1 of en thusiastic 
fal1mai!. Well, t;.cforc joining Du.\lolll I 
wa~ in radio for tell rears. During that 
lil11\' I kilt'\\" of only a few pro.!!Tams 

\ P/c"St turu 10 /'<!J;t 66) 

SPONSOR 
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OUR TOP RATING 

mtIa1t4 YOUR TOP SALES 

Of the top-rated [en daytime nct work prograllls* 1 \'\IOA I 

broadcasts six. 

\'{fOAl's average listening audience for these SIX pro

grams is 40~;' higher chan the national average. 

This is but one instance of \,' OAl's superiority. W' OAI 

delivers more listeners in its daytime primary atea than live 

in \'V'ash ingron, D. C. or Baltimore or Cleveland. It em'ces a 

territory with more retail sales than Pittsburgh or Milwaukee. 

Ir sell s [Q more people buying genera l merchandise than 

live in Indianapolis, Ci ncinnati or l\fcmphis. 

You can check by any standard-WlOAI is the powerful 

advcnis ing influence of the Southwest. 

____________ OH_M __ P'_,._fO_,_N_'o_v'_m_b_,, ______________ ~/~~1(~~sP~~ 

~!»~ 
... c· .030003,.. .. ,,, ' (lfA' ( ~'. '~ '" 103" ifMUfck.l 

yt7U- Ude-4'; 
W()A/ 

Represented by EDWARD PETR Y & CO., INC ••• Hew York, ClliulO, los An l!elu, Detroit , S I. louis. San fnnclsco, Atlanta , Boslon 
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YOU MAY FLY AROUND THE 
WORLD IN 73 HOURS!... 

BUT-you CAN'T HOP 
INTO WESTERN MICHIGAN 
FROM ANY OUTSIDE POINT! 

If ~<l1I iliad., HII l ll'rini rt'l'ulilIai",,;\lu 'C 11\{'r " '(-,,,tcrll -'Iit-hi;.:ar •• 
,"Ill ,n,ul,III" ,.;,', ' all' .. 1I ... 1;.If'I., In kl'q) ·'ulIl .. i.it"· rnllin "lui ion" 

fl'III I ~' uulilf Ihi,. IIi;..: ; In'a. )h·li,'", II,.. 1llnllgh. tll"n.' j,..1 wall uf 
fudill)! Ihal \I'r~ !·IT"I' liH·ly "lit:. off J!Hud 10. '11 1 n on'pl ioll of ,'\('11 
the 1110,,1 puwI -' rfllllllll"id,' "'1:lli<l Il ";, 

Bill \\ "l'olt'rll .\Ii,·hi;.::a"d,-'r,. .Ito ;.::'" ,lI"r("I" rt'('{'pli'JII fruill tlwir 
lwu lup-II0I,·h cn~ <11111.",.. ri;.::hl ill tl wir 11\.11 nr,'a \\ ' I\"Z() ill 

"al:1I11:I;.o:OU anti ,,'.lEVi .. <; rall.l Hapicl" , Tilt,,,,, ".""I:llioll'" h :l,e 
:Ill ULlI"t:lIUlilll! r'Tl>r,1 a 10 .• 91: ;.::r.'ah-r IllUrniHI! ~Inlrt'-uf

'\\ldi.'H,',', fur ill"I:lIII'(-', Ihall :111 lilt, "OIlI hilll: d "llI li<lll :- tlf allY 

"Ih.' r HII (' III· t,.urk~ (1IoOJlI·r H (' ''~lrt for ~prin:.:, 1917, ) 

'1'11:1"'" ~HlI." ~III" "f"'~'\I'ra l Ihill:':'" ~H" ",1r01l1,1 kllH" 
".I..: ... . y",,'11 101' i"ll·r, ·,..I\·d ill I I", u llll ' r .. Inu . 

"<1111,,11' 1\' (.wl"" liT a",!.. .\\I·T)-I'I""II·I, lilt'. 

lIlI ont \\ t..:ZO_ 

\\ ri Ii' II", fur 

• ltill (J./ ... ", jf' .. I· "r",,,,.1 ,h ...... rid ill 73 1","rJ 5 "'j"", ..... in , '"J.~ .. '. I II'~. 

"~t 80r ~EIf ~ OWNEO AND OPl-RAnO 

BROADCASTING 

AVERY-KNODEL, INC., EXCLUSIVE NATIONAL REPRESENTATIVES 

MR. SPONSOR ASKS, 
(Gmlinutd from pagt 64) 

.... hich made their commercials interesting 
to the listt'ners. I read :I lot of lellers 
from radio listl'11crs and you could just 
about counl the fan letters for commer
cials on thc lingcrs of one hand. I seri· 
oUsly doubt if many radio listeners have 
e\'er said: "Be quiet ..... ·i1l you! Can'l you 
SCl' I 'm listening to a commercial?" 

In tell'vision thc situation can be qUlle 
dlff('renl. Commercials may be as inter· 
(~ting as. OTe\'cn more interest in,Q than, the 
program. T devision commercials need 
not be something the audience has to 
choke duwn; thcy may be so good the 
audimcc looks forward to them. 

For instance. fashion commercia ls, with 
the proper sets and direction, can han' the 
vie .... crs applauding. And how-to-do com· 
mercials can be done so well that they 
.... ·i ll bc thoroughly enjoyed by the audi
ence and remembered long after the pro
gr;lm is forgtl ll l'11. 

It nil boils do ..... n 10 this : if telcvision 
commercials can sustain interest, there is 
00 reason to apply restrictive time limits 
to them as to rad io commercia ls. 

The second problem, that of kCt'ping 
programs ..... ithin the bounds of ~ood taste, 
is apt to pro\'e a touJ!h<.'r nut in television 
than in radio. 

Radio c<ln offend its listl'11ers .... i th 
..... ords. and only .... ·ords. These are fair ly 
e"asy to control. But tele" ision can 
atTend ..... ith words, sets, costumes, ges
tures, and mannerisms. The problem of 
control is much more difficu lt . 

For example, the lines given to an actor 
may be innocuous. But if ...... hl'11 he 

iopeaks them, he elects 10 place his thumb 
10 his nose and wig~1e his fin~ers, a kn of 
people aren't ~oing to like it. 

J u~ 1 what rules can bc de\'ised to insurt' 
a~ainst ~i\'ing offense to \·iewers. quite 
frankly , I don't know. Furthennore, I 
sUsp<'Ct no one else kno .... 'S. E\,entually. 
largely through t rial and error, we shall 
e\'ol\-e a code of good taste. In [he mean
t ime, we must derend on the good juds
nwnt of our producer~, directors, .... riters. 
and actors. So far they've done pretty 
..... ell. 

.1 011:-' ,\ICNEIL 

,\f,mtlg('!' oj (omm('!'cidl opt"nttions 
DuMonl TV N~IU'ork. Nfli' York 

SPONSOR 
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SX-42 
o 

Model SX·"2 o/le" Ihe g'eote.1 conh"uo~. "e' 
q~ency coyeroge at any 'ommuni'olion. 'e ' 
uiur, .• Irom 5"0 'c to 110 M,. Comb,ne. in 
one ,upe,bly enginee,.d unil a lop·nighl VHf 
ond fM re<ei~er, "ondo,d and ,hon WOye 
b,aod,a., rec.; •• , and hjgh fod.lily phana' $_rl.-,a- OO graph amplir.." Wi,,, .i. bond.; band .i. / , 
caYe" I'om 55 la 110 Mc. 

---------------

·1 

• 

SX-43 
• 

Mad., sx "3 oft ... conljnuou. <oye.oge Itom 
5.0 h 10 55 Mc and ho. on oddil,onol bond 
Irom 88 10 108 Mc, AM ,ecephon ;. p,oyoded 
On all bond., CW on th e tau, ',,"'e . bond. and 
FM On "eq~,ncie. oboye ". Me. In Ihe bond 
o f '" 10 55 Me, .... ide bond FM, a' nO"o .... band 
AM (jun righ l to, narrow band ,e'cpl;on) ,. 

pro"ided. He,e i. an eIlraa,dina,ily "e,,,,,,le, .~ I (,019.;0 
,en.ili"e ,.cei •• , 01 0 p,iu Ihal .. :11 ""'OCI 'j) '1 
all diU';mjnOI;ng fM I'".n .... 

By EXPERIEl"CE Ind I('c"mpli..nmenl. I I:.Hin~f.,r, CJn d~im 
to be Imong ,hI' fi,q and the (meDlon in fM I<h·lInn'men •. ,\In,e thJn " .. 
rears a~o Ibll krahets had de,'dored .. cry hi,.:h fr.'<ju<nl} "'1u;pm,' nl 
upab[c of operation (rn the m. ... fM band. "f 8M '" 10M ,\I e Th .. ne" ,\I,Kieh 
SX·4'2 and SX-4'3. direct ouIs:rowlhs nf thi~ ritln ..... rin~ ('''nlim'" In nu;n<J;n 
Ihllicrafcets fOffrnOSt ",-.sidon in thb <pecia lired h .. hl . l',\l .. n":'"",·r, .• <"h· 
nidans Jnd all ('oncerned wilh the pn .. ".ess "f f,\1 Jre ,n,,, .. d ,<> 1i"l'n ." 
Ihese modch, for a demonnradon uf I ne". high qu~lic)' in I' ;': r~n·r.;"n, ----------------------.. -~~-.-.. -.. ---------

IUIlDUS "'-D'O'"I'I<O,,", 
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BUILD OR BUY 
(Gmlimleclfrom P.I~(' 511; 

did !1lon' than all Its otha ;IJ\~' rtNl1g to 
g l\'('· ;. "new ]nnk" til thiS ~rl';H chcm ic.1l 
ami IIlUnili1)11S orgalll:ilt ion. Tlw Bayn 
,HbuIII oj Fmtlliiar MusIc huilt by Fr:lI1k 
Ilull1tlwrt fur Stcrl inf.! Dmf.! haSl1't SCt tlie 
\\mld on tirl' bill it h;'l'" huih 1l'C.'lf into the 
Ill'art ... o( (ho'-4.' "" 110 low 11'101'(' old fami liar 
~tra il1 " and they buy a Arl'a t deal or 
;'''pirm. 

Till' fldV()('''ll'~ 01 building prugral1l~ 

point to the al1lil:inf.! succe~~ (lr Fibbt-r 
,\frCfl' IUld Molly ( SI'OSSOM, J anuary 

1,}47) as;. ~-a~' III I)OU11. ,"':01 olle adv(.'r

t .""r 1Il a thoUSo1nd would han' had the 
P:H il'IlCC of thl: S. C. John'>l:1I1 wax organi
:;n ioll lIor the fnith ul Jnck Louis (Nct.'d. 
ham, Louis & Brorb)" Johnson's 
old-agme)') ill tlw n'hicle. It b true, how
~'vcr, that one import1llll factor has 
chal1J.!t·J SIIlCl' the "building" days of 
Fihbn- MrCrr aud Mol/y. TIll' initial COSt 

of producing Fibber was less Ih:1I\ the 
lo"'cst price of a niglminll' Jr,lIlHltlC pm
gram today. The NBC network cost was 
a fr:l(tion IIf what it is today. Fibbcr 
MrGre mId Molly grl'w up .... l1h radio. 
DiaPl'rs arc alway,> rhl'aper to buy than 

Tulsa 's only exclusive radio cen-
< 

tel. Only CBS "outlet in the rich 

"Money Mark~t " section of pros

perous Okl~homa. Write KTUL, 

the Park, Tulsa, Okla. 

AVERY-KNODEL, Inc, JOHN ESAU • Nahanol Re!).esental,ves V,ce.!).es and ~n. MQ' , 

.8 

long p.1nh, 

There LS a postscnpl to the Flbbt>r 
,\lcCee llII,f Atolly saga. Although il was 
:L ~ponsor-ownl>d packag(' (0 start and 
Ihrough a great de;!1 or its mr history. it 
now belongs to Don Quinn who ""'rites it 
and the Jordam who play Fibber and 
,\lol1y. Ad\'ocatl'S of buyinA as against 
building point out that any program built 
around comedy or other sta rs actua lly 
doc'!>n't belong to a sponsor or anyone but 
the stars. Human bondage went Ou( with 
thl' era of Abraham Lincoln, th('§(' pack. 
af.!c producers claim, 

That doc'sn't mc:m that ~ponsors can't 
build and 0\\11 programs; it dOl.'S placc [he 

I problem in its proper pC'TSpxlh'e. Or. 
tain types of programs can be built and 
owned by the advertisers; with mher types 
ownership is not economical and in the 
long run is a delusion ownership in n;'llTK' 
only, 110t in fact. 

T he programs thai can oc built arc the 
vchicles which do not depend UjXln a 
single star name, They may be s lar 
vchicles like the Lllx Radio Theater or 
audience participa tion sho",,'s like Coull ty 
Fair. Thry may even depend upon 
masters of ceremonies like Cecil B. 
DeMille, just as long as they build a per, 
sonali ty and 11 following of their o""'n. 

One thing is certain, build ing a program 
does not insure a lower-cost v('hicJe [han 
bu)'ing a package, Cmoalcade oj Am('Tiea 
cOStS du Pont $i,500 while many a dra
matic package can be bought (or $5,000 or 
less. hlllC'l' Salle/lilli, a Hi Bro""11 produc· 
tion, is an example, On a Hoopcrat ing 
b.1Sis, Sane/um might be judged a better 
buy since its current rating (December I) 
is 13,4 and Cal'alcade on the same day and 
hour rates only an 5.3. But regardless of 
the cost hmer ${1I1(/I<II1 couldn't do the 
Cal'dlcacfe job for du Pont. One or the 
virtues of building a program is that every 
aspect of the show can do a public rela
tions job for Ihe adw(tiser. With a 
package (generally spC'aking) only the 
commt'rcials do the selling . 

Identification of an advertiSc.'r with a 
prognllll makes the vehicle autoolal ically 
do part of the prommional job. TIlis i~ 
anothcr plus r;'lClOr in sponsors' bui ld ing 
and owning thcir own pro!-!ram~. Sponsor 
identification means ~mething more than 
kno\\'ing who the $pon~r of;'l program is 
\\hell a Hooper illlervicwer calls a home 
{or a coincidl'LII:r1 chl'Ck-up. It 's one 
thing to kllOw who i~ ::pon~rin.c a pro
gram wilile listelling to it mId anolhl'r to 
know who the advert i~r is when 11 pro
grillil is mentioned at :r time when it's not 
on the .. ir. It is this latter rorm of $pon$Or 
identification thai ad\"cr[iscr-Qwned- and. 

SPONSOR 



~~~-~ IS STILL THE 

HOTTEST LINE IN THE INDUSTRY 

FIRST IN FEATURES WAlCh ~h<'rl)/'T" <In nnr 
radio~a ll'~ Hoor. What 1'('1 ('fitch"" II\(' inlNnt of 11K' <:rO""dF~-~ 7..r-oilh. 
of COUl'l«! ' ThQI'~ hl'cnu.«' ft·,'1/ ulOtlt·1 in tho> z"nith line i, packer1 w;,h 
features that &('lul!.l1~· m(It" ~oJII('l hin~-rf':uurt'!' Ihat r\'f1~' Ihl' d .... iltll 
and f'nltlnl'f'nnji: "know-how" ,1cwlol'(''[ durin!: /'.I'Oilh', yran in Ih('" 
inriIHry ....... (1"I\!IIrM' thaI in~lIrl' ''''/''~_ 

FIRST IN DEMONSTRABILITY 
rn,h~ lind rndi("phOf'O!I:mph_ :1I'l' rO'll to "",11. 1.It'('l!.u.-(' thclr fI'IIlUrt'_.:o.1'I' 

,Ix> kin,1 Ihat ~'0I1 t'an IIcllllll1.,· drltlon,ITQ/( Thto robra TOlli' Arm. for 
l':\lIlnPIto. Jl('rrnil~ 1m- 1110»1 ,]r;urlalic tonI' /lTIII dl'mon-Ullli<m ewr mInk>. 
Th .. i'.('nilh "Ibdiol'l:an. Ihe ~il('nl-$,,",d RN"Ord ("hanl:('T Ihe bili:. 
black dial. lhl' 7.t'ni,h \\o"rnI3Jt1I('!-all th('~ "11' f('3IUrt'> you can 
~ho ...... .. ff'l.llIrf" plitT CU"OIn('r~ "ill notiet' and ,..ant 

FIRST IN PERFORMANCE From In.. ori,t
in.,ll'ogioM'tio,t blul'ptiru to 1M> 60i,h('d l't'1~ Ihal COllII' OUI of Ihl' tioal 
I('stiog boolh, I"'ery Zenith i. built 10 I{'orl;.,. built "ilh :allihe ~kill, 
Ihe kno"'It'<.I~. Iht' pridt 01 ochirl'tm,nf thai m:lrk~ Ihi s orj!D.niz:J,lion. 
The lin.?J tl'<1 of I'wry radio is ho" it pu/orm, .. _ and Zeoiths arl' built 
10 plM that leH wilh nyin,ll: col0t5_ lIuodn'd3 of thou3Ilods of "'ell
!a! i5liMl Zt-oilh ol\'nl'rs allest 10 fhal. 

ZENITH RADIO CORPORATION 
60 01 W. D ICKENS A VENUE • CHICAGO 39, ILL . 

JANUARY 1948 

, 

T bat's BeCflllse Of tbe 

Value-Givillg, Sales-Makillg 

Featllres !dade Possible B), 

Zen ilb' s Pol icy of 

RADIONICS 
EXCLUSIVELY 

ONLY ZENITH OffERS SA LES FE ATURES l i KE THESE 

~
. 

" ~ RADIO NIC 
COUA TON( ARM ----------------_. 

ARMSTRONG F_M 

WAVlMAGNfl RADIOIIGAH 

-----------------1-----------------_· 
~iIt'~· f~, i ,~~:;~: 
~: l d-y-~~ 

SllENT'SPUD UCOItD C ... ANGU 3-GA ... G CONDENSERS 

t!!tJ 
.0% MORE POWERfUL 
I'HOHOGRAP H MOTOII 
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Find the advertiser who cou ld kick himself. His com· 
petitors caught onto WVET's fa st returns before he did . 
Moral : get hep to Roc hester's new ......."""'1 

live.wire, up-a nd.at·'em station now!- \\1 \ I~ T 

BASIC MUTUAL STATION 

ROCHESTER, NEW YORK 
5000 WATTS 1280 KC 

NATIONAL[ Y REPRESENTED BY WEED AND (OMPAN'f 

More Sales 
For Your 

Advertising 
Dollar 

On 

W M T - III Ea~tf'rn j Ol,a 

brillg~ you a li-I ~'ni llg <1ulli('I1( '(' 
lI'i lh ,t\1lI0$1 I\\iel' Ih(' p('r 

('a pila \I('al lh of ,h" r"~l "f 
the l'.:-, \ . 

Anli. 10l\au il1l'ul(}(' I~ 11 11110~ 1 

(,\'(,Hl y !IiI id('ll: half from 

smok ('~ tack s, half frnll} 

co rn"tnlk"., 

50 1/ hlllet·.., YOIIf "ro'/lIcl, .. 

f!,('1 JOllr If/CJlllgC Oil 11"\11' 
(Iud 

gct .IIOUI: .5 ' I,ES lor rOM 

mlt·,'rti.till!! ,foltllr.l 

Ask the Katz man for dl'l ail.-

WMT 
CEDA. ''''I',DS 

Th, 5t,I,oll a. .. tt " lo,,' lill,lI" 
.hip . ' No .. 'II ik 25th Yurt 

'ASIC COtUM"A HlTWOItIC 

5000 wal!. 600 • . c. Do, ond Nigh! 

pruduceJ S llO\\ ~ dl'n· lop. 
Another factor \\hich rl·tard~ itre.:!t 

nli1llUfact uril1g organi:atiotls from build
ing their own progr;uns is the mailer of 
~ta !rs wit h radiO adwrll~lIlg backgrounds. 
With the exception of Sterhn g: Druj.l . 
Lev(,'r Brothers, Procter and Gamble. 
C1mphdl Soup, Gmcral Foods, General 
i\lilb, cllg;lte~Palll1l1llve- Pre t , Liggett
,\ I)ws. i\ \ ik~ Labi,ratories. and An1l.'rican 
110011e ProJucts, aJ\'l'rt i ~cr~ gem:ral1y do 
not h;l\'c l'nough programs 1m th(' air to 

s<:t up a proJtlction sraJf or ewn a rcal 
supervisor)' ~ laJf. E,'('O American To
hacco doe,n't h:wl.' a spt.'Cial radio aJwr
tisnl~ dlVislOLl d6plte the fonune it 
~pl'l1d~ all the air. 

In some caSt'S aJ\'t:rti~lng al!encies haw 
assumed the problem of buildinl! pro
grams for their cliL'tl(S, The adwrti5(:rs 
ill mall)' of th('§(.' ca:.(-; own thc program 
just as ddilll tdy as if they had concelvcd 
and nurtured the idca themscl\'t'S. In 
other cases the ~ponSl)r owns his program 
\\hi ll' he remains '\Ith the agc-nc),. ai
thollgh (>vell where the agenc), owns. a 
prOl!r,ln1 produccd for an advcrti!oCr it has 
b.:t'l known to surrcLld~'r its rights when 
an accoulll has movcd. 

Networks have \I'lIhil1 the past year 
rl'~Ull1ed producing programs for 
sale to spon.:ors. The leader 111 thb 
trend IS cns. which 1\;15 not on ly pro
duced and built audiencl'S for programs 
but has sold th('111 to Lipton's Tea and 
Swan Soap (both Lever Brothers prod
ucts), Chestcrfield, and Listl.'rine tLam
ben), It h,IS sales ill the offing for a 
number of other Columbia-built pack
ages. A problem \I'i th nelll'ork-built pro
J,:rams is tha t Ih"y are tied to the web that 
produces them and wr)' seldom can be 
mO\ll'd. I f the time comes that a sponsor 
f('Cls that hc has obtamed the maximum 
va lue from a ~ho\l' on OIlC network and 
\lant s to swi tch to another chain, with a 
p.1rtia l1 y-dirfcrent audience, the l1etl\'orl.: 
answer IS usua lly "no," In a few ca$CS 
advertisers 1111\'c been able to achie\"e 
partial control ovcr a nctwork-built pro
wam if they prescnt it for a Jong e!lough 
period all the air. E\·ersharp's conlract 
for H(,llry ,\lorgan is supposed to haw 
contained a clau!'(' tllat i( till'), sponsored 
him 0 11 ABC for a period of th ree ycars or 
l1Iore thl'r could man.' IIw program at 
will. This \ltlS the onl~ way thm Ever
sharp would ha\'l' bought .\Ior!!an . Since 
Even,harp has not renl'\\l'd the fall IQ.j7 
COll tTtlct thi~ clau'-l" will of COllf.-;c not 
C0111l' into t'lf('Ct. 

Thc networks m. show-de\'e]opers ha\'e 
something that 110 othl'r segmcnt of thl' 
illdu~try can ha\'1! the ability to put th" 
rrogram~ 011 till' air alld develop follow-

SPONSOR 



PUBLICLY ACCLAIMEDI 
For Outstanding P erformance 

KAGH 
PASADENA , CALIF. 

• The '3 lu test civi c show ever staged b y a r. dio st.tion in the Los Angeles area 
was recentl y witnesse d by thouSinds 01 spectators who filled the magnificent Pasa 
dena (i yic Auditorium lind overRowe d outdoors. Enterta ined by gre,t ",mes of 
stage , SClee n and rad io , listeners in the Pasadena.los Angeles alu were treated 
to iii fi ve- houl ,.d io show unmatched in th e ann.ls of West (01$1 bro.dcast ing _ 

• Th is brill iant p erformance proved that FM bro"dcasl ing and reception can pro
vi d e the finut in publ ic ente rta inment. It stim ulated interest in FM and resulted 
in an unprecedented publ ic d emand for FM sets. Fo ur thousand visiiors reviewe d " 
special d isplay of FM receivers set up in the G o ld Roo m of the Civic A ud itorium . 

• The impact of KAGH 's "Grdnd Open ing " Wd S literd ll y felt dro und the wOll d . 
Special sdlutes were rece ived from Gred t Britd in , Ire ldnd , Canadd , Cubd, Mu:ico, 
Poland , N ew Zea ldnd , France , Sweden , Australia , Cnchoslovakid an d oth ers. Th ese 
salutes ale being converted into Sunday evenin g progrdms which are bei ng volun· 
tarily featured by foreign langudge newspapers in the KAG H grea t metro po litd n 
market . 

• KAGH is equipped to do an equdU y effective job fo r its advertisers. Its si gnal 
covers an .Ired with a population of 3,500,000 and an effective buyi ng power of 
$5 ,660,384,000! 

• let KAGH show what top programming in a top ma rket ca n do to help sell your 
product. 

KAGH 
CHANNEL 252 • IN THE MIDDLE O F THE DIAL • 98 .3 mc 

AN DREW G . H ALEY, Own er, ROSE BOWL BROADC AST ERS, 30 N , Ra ymo nd Ave., Pasadena, Calif. 
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ing~ tur thl'lll I:odorl' thl') art' oll('H-d for 
... , Il·. It ·s true th:lt hOlh r\BC and ,\\BS 
... i ll ... urk .... ith indq'll·lldl.'lll IXlchgr shu ... 
rroJucers :lI1d pil), thl'1l\ ,.u~ t ainin/! rmC'S 
... hik tlll'"l' pro/!rmll~ art· Ix'ill/! hui lt. 
Thm i .. ho ... QUt'('1I jur (1 f)1l\,. IltM/'S 

D{'Slrc, ./111'('111/(' Jur)" 1-('(I({' /1 /0 /h e 
Girls. :md TII'('lIly QII(,Sli(lIiS. for l.'xampk . 
"'l'rl' d\'\,('lo/1ed Oil ,\IUIU;II. It ·" tht' .... ay 
Ihat 1'11(' FII/ ,\ltlll. L(ldil's Ik S(,(I/('II, 
Urille dllli Groom, and WiIli{' Piper ... ·ere 
huill Oil ABC. Whm:1II indepeLldellt 
produCl'r bUilds a nt'tlO.·ork ~ho .... hl', fm 
th(' most l1:1rl, ai(H'<''' Ihal the program 
.... ill stay OLl that Llet .... urk. So as far as 
the ,<,pollsor is c"llct'rnt'd Ihe prnl-!f:llll 

I11lght Jllst a~ ... dl b .. : ... ('b·blll lt 
Agl"ndl.'~ <HI.' movillg more and mort: III 

the dirl"C'tlol1 of buying independent or 
net .... urk·hui lt programs. It costS tlll'Ill 
less to ridl' herd and Ihe)' can lell each 
clienl just the audience hl' .... i ll have from 
thl' first broadC'a~l. IO.hich the)' cannot dll 
lO.·ith an e~r<:cin ll )' built production. 

Sinn' IllOSt adwrtisl.'rs buy programs in 
;1 hurry and .... ant re~u lt " ill a hurr)' -
buying progr:un s ha<; the votc of most 
IIgcncics and sponsor"', Therl,'11 al .... ays be 
S(l l11e spnllsor~ and their ilgl'llcics ... ho 
dun' \ ha\'(' \0 .... orry abnut thdr pro· 
grams' producing immediatc Silk s. Fo~ 

tl1('se, huilding their own vl"hiclt's .... ill in 

Talk About ~g@!!1 ~! 
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BUS CARDS 

DEALER LEITERS 

DIRECT MAIL 

NEWS STORIES 

NEWSPAPER ADS 

PROGRAM LISTINGS 

5000 WA TTS 

9 1> 0 KIL OCYClB 

COl UMI IA N ETW O RK 

H, RAYM E R 

People in Ihe SOtlth Bend market 

arc eontinuall y n'lIlirld,~t1 lhat \\ 'SltT 

hrings thl.: l11 the top radio 5hollJO. 

Wh a t c ITI' \\'SBT p rOll\ oll'S-one 

pr0i!ritlll or a JOni,':=:. !Jlle li".tl' lIin~ 

per iod or ,III e llli re day- it dlles 50 

cOIl5i:'lentl~ and l'n~',Ii\ dy. ProJllIl' 

tiOl1 like this gin':> \\ :=;BT a dl"Crlis· 

er:s a deciJI·d a,h"attl;I~I' in lhis arl'a. 

CO . NATIONAL 1I('Rl ~ ENIAlIVE 

toC l'lld pay l'"ura dlvjdend~ 

S,1k-!' and III listener good . ... ·i11. 

FM MARKET 
(Colllillll('djrom paRe JJ) 

l'o"I~,," . lIr .. , " ';II·t 'l 
"Pt' .\! 

..,"', t .~" ,"I"",, "AI.\\" 

\\~.hl"II.".n 

" <;O·F.'It 
"J II'i·nt 
"110-" 
,,"SFI I 
I\'AS II 
WI-"X · t" ... t 
1\"KC·t".'It 
II II 1)(:'F.'It 

hoth III 

Il.M"" 

.'''"''1lI1 

H".,IH. 

II .... ill Ix· !M.'l·n that toe Ilum!x'r of re· 
cei\'ers III all area oas little to do lO.ilh Ihe 
area and practically nothing til do .... lIh 
thl' numlwr of stations operating in thc 
tl'rritury. $...·t distributioll and consumcr 
purchase (If F,\l recei\"er~ depends upon 
the energy of the station manager his 
belief in FI\ I and the vigor of hi~ fiJZot 
for it. 

OC"SpiH' the number of stations In a big 
ci t), ol1e Slal iun operat or's complaint can 
sum up the big-city FI\I problem, ! II.' 
laments thnt IO.hen hl' talks F,\l lo ]X'Oplc 
the), ask him ",ol.'ther he can get Ihem il 
televi~ion receivcr. ...\way from the big 
ci ties, ... hcrc the Sl<ltlon operator ha:- il 
tight littte market , F,\ 1 thri\'~, 

By thc lir.,t of February O\'er 1.100 ... t<l· 
tion~ lO.·itl hn\'(' OC('Il au thori:cd by Ihe 
Commission; SO of these .... cre alreadr 
licensed by Dl'Ct'mber I, the balance of 
those uuthori:l'd at thaI tlille (9:;61 l'ither 
holding conditional grilnts or cunstrUCI101l 
p<'rn1lt:." All the SImians that haw b<'E'n 
nu thnri:l-d must be eompll'lcd III l' ighl 
mOll lhs but it's a certaint), that many of 
the 1.100 will receil'c extensions of the 
('ight.monto peri,xl since the manufactur· 
ing capacity of thc industry is Ilowhere 
ncnr c:lpal:>lc of producing the numocr or 
tran~l11itters requir{-d to ("quip the ~ta· 

tilJlts aut hori:cd. Inability to ohtain 
equipmc1H i:- u~uall),;'In ;'Icccptabic re;J;(ln 
for gralllin!! an eXlt'l1silJll. 

FlIcilitiN' ;mu available audiences 011 a 
Ilatilll1al ba~i'" will be a realit), in 19.J~. 

The problem 01 l'Stahli~hing a l1aliolllO.lde 
r-,\llll'tll"urk is oclllg \lorked upon $ince it 
appe<1r$ thm Pl' trilio has no intent ioll of 
rekming on his d{'('i~illn thilton r-.\I $H!' 

til)ll~ A.\ I l1et lO."ork progr;um will not lx' 
r<'OlllItOO. if tIll'}" ha\"e Illu~ic. The only 
out for Iletwork progrmnillg. ;lI the 

, present \Iriting" i~ all F,\I clmin. This 
last is likely to be w ry dillicult to m:mage 
sil1('('. i1~ indicated repeatedly in SPO~'SOR, 
the l1lu~iciall~ ' union undel Pctrillo is 

SPONSO R 



~~) this is the symbol 
~) of your protection 

The FM ASSOCIATJON i ~ the Olll \" O""a ll iza-. ., 
tion ill the Ullit ed Stat es De"o te", Excl ll sive'" 

to . . . 

• Protecting Your Investmen t in FM 

• Uni'y of Action in Promot ing FM 

• Encouraging Greater FM Set Prod uction 

• Greater Public Demand for M ore FM Se ts 

• Serving as Your Intermediary with the FCC, 

Government Agencies, and Other O rgan iza 

tions on the Continuing Ove r-all Proble ms 

Affecting FM Operations 

Your Illembership ill th e FillA Assures You of 

Participatioll in A ll T h ese Ben efits. For Fu rth er 

Information A ddress Inquiries to: 

FM ASSOCIATION 
101 Munsey Bldg . • Bill Bailey, Executive Director • Wash ing to n 4 , D. C. 
JANUA.RY 19-48 73 
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• WINSTON-SALEM 

• GREENSBORO 

• HIGH POINT 

2_5 MV/M 
MEASURED 

SIGNAL 

comnmtm to lilt" prnclin- lh;J[ no n('w 
network operation b I(J h..' fX'rll1ittOO 10 
servc stations that do 1l0! h.1\'(' COlllrac t ~ 

with t\F;"llo("al~. [n'l1 this hurdle will 
lx· O\{'rCOI11C bI. .. fOf\' January 19-19. [n'ry 
Ub~ I Xll' in tIll' "')Ilk has N.'\'II thro .... n in 
tlK 11.' .1 )' of FM, }l'( iI'S ~ ull tilt' CXp:ct3' 
(iOll of till' F(odl,'ral OJ!lUllUnic:uion~ Com
mic;sion tllOll FI\I , l'~n'pl in rurnl an:as, 
\0, ill ~urrlant t\M . 

F,\ I raIl' cards lIrl' ~t ill a lOugh prt,blclll 
and mall)' ~ t;nion opl:rmors admit Ihm 
they 5tlll 0011 ', know ho .... ' 10 charge. It 's 
a sUllpk' moHlC'r for a ~landnrd station 
(Jpcrator whose station rate card is high 
enough for cxtr<l "('fvicc .. to b .. • nbsorhcd; 
he can JUS t durtk:m' on hi~ FI\\ station 
his nonmusica l AI\I commercial programs 

for frcc. 
Prl'S<'IH rate cards Itlll' fl'w in usc) are 

based upon area co\'crro and number of 
5(' t5 in usc, Thl' plan of a numbcr of stOl

I lion opl'ralOrs is 10 follow thl: TV roUIUlC 
, and ha\'c a slidUl~ scak based upon thc 

numocr of r('Cciwrs in their area, Thl'rc'll 
oc a chargl' "pcr thous:md SC t ~" which 
will build up 10 the rate that the station 

{ccls IS fair. Thcrl' it will stop, 
Since FM users naturally arc buying 

FM audicl\ces thm SCCnlS th(' fairest thinR 
to do in 1948, the year FM as a national 
'l)('diurn comes of a~(.', 

SELLING THE SUPPLIERS 
(Coll tillurn from f>al!r ) 4) 

50 per cent of all livcslOck iLl the" l idw'cst. 
T hey also sell a si:ahle pari of the feed 
which is us(.'d in rabing tll(.' bt:cf, lamb, 
and pork, T hus the rackers do business 
with the fanners as hoth sellcrs and 
buyers, No one likes t(J be ca ught going 
and coming, Therc nlwOlys COI1lL'S a time 
for tl1(' liwstock fart1K'r whcn thc (OSt of 
fl'('d is high and the pricL' of mea t on the 
hoof is low, Then tlu' big packers arc on 
till'spot whell supplicr relations. unlcss 
roistered by a 101\~-tt:r1l\ good.will C.1m
paign, sink to a ncw low, 

Such a 1!OOd-will camp.,ign has been the 
h.1(kbonc of Wil;)()11 Company's bro..ld
(.1515 0\'('1' WMT. Cedar Rarid~. ~ince 

1944, and more Tl'Cwllr o\'er KATE, 
Albert Lea, Minnt'Wta, and KeLO. 
"'ason Cit)', lo\\'a, Ninel)'-cight Ix'r CCIl( 
of Iowa's farms h:l\'c rad io~, ThCSl' rc' 
(t,j ver!' ;:Irc uS\.'d for cntcrtainnlClH but 
man)' i n stallalion~ \\'l'rc made a~ insur
ancc aga iJl~t lx'ing caught hy had II-cather 
cnndiliom or ~lImg hwslock in a bad 
market. Sinn' the farmer mUSt lisll'n for 
wcather and mnrku illform:lI inn, \\ 'i l 5On '~ 

d~'cidl'd to usc III(' 1ll,1rkct and \\'c;:llhl.'r 
bmadcast~ to cdLlcall' the 1:>1'l'!, .. dcrs on 
110\\ to friiS(' more Ull'al from ~'nch bu~hd 
of grain, In Iowa SO rer celli of fal min-

FIRST 
in the 

~~ • • 

DAVENPORT 
ROCK ISLAND 
NOLINE 
EAST MOL I NE 

" Th e FIRST s tat ion We lt 

(actually NOlih ) of the 
Minissippi ," 

woe WOC·FM 
S,OOO W.,II. , U20 ICc . 

BA SIC NBC AWti.,l t 

. , J, Po lmtf , Pru, 

Bwrylloll, jclO t, MO' , 

DAVENPORT, IOWA 
Na/ional Re p resenlo/ivn : 

FREE & PETERS, In c, 

SPONSO R 



City: Memphis, Tenn.-Calls: 3',149-Months : October-November, 1941 

TIME 

~ kday morning 
\In. thru Fri. 
:00 A.M.
Z: OO Noon 

~:day afternoon 
¥ n. thru Fri. 

00 Noon
,: 00 P.M. 

Evening 
Sn. thru Sat. 
fOO P.M.-
0:00 P.M. 

Sets A B C D E in use 

16.2 7.3 16.0 24.7 10.3 20.5 

19.1 10.7 10.0 32.1 11.3 10.3 

29.1 11.0 11.7 35.0 14.5 27.4 

FM /; 
Others 

o?~-r: 
t\~f»'{~ 

9.6 

0.4 

__ ~~~~~Te~nn~,-caIlS: 24,964-November 9 thru _IS;.....th;.-' ;.....194_1-,-;;;;-;,., 

TIME A B c D E F 
In use 

8:00 A.M.-Noon 17.9 13.4 14.4 17.3 21.5 10.5 12.0 2.1 

Noon-6 :00 P.M. 10.4 14.2 15,0 27.5 12.7 15.3 II.S 3.0 

6:00 P.M.-
10:30 P.M. 32.2 10.0 10.1 36.2 16.5 25.7 

Buying Time Based Solely On A Conlan 
. P' Of Or A Hooper Is Like Buymg A leee 

h d ' Based Only On The Price Tag Mere an lse 
·b t Hooper and 

* 5 of the 6 Me mphis stati~ns sUb~en ~b :d to Conlan. 
5 01 the 6 Memphis s tatlons s u s en 

.7 
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~onk; I ~ 110111 th~ ";I I~ fof lih,,, tu,.k (lr tht'ir 
products. ,' lore ;llld hl:ltt'r Ilve"tock 
mcans pr()~rO\.'rit)' for till." farnll'rs and tilc 
packing i ll du~tr)'. 

Farmers are n:nur"lIy suspicious of 
" help" olfnl'd It}' p;lck~'rs. Wil son's 
knew tl);l\ it hill! a IOl1J.!-term job aht"ad if 
H \>las to makl' an)' illlprl'!>~ IOIl on its 
..ourCt'S Ilf ~uppl )'. Its farlll proJ.!ram 
.. wrted as a thn'c-ti!11c-a-\>Icek elfort a t 
12;JO p.m. At thc OUI~('t il combil1l .... t 
('ntcrtaiIlIlWIlI, TOIll OWl' U' S Cowboys, 
thrl'C 10 fivc minutl's of f:lrlll wl':lIhl'T, the 
\\' iISfIll f:lrlll lnarkt"1 trt'lld", thl' day'~ jill-

P(lrt<lllt farll111t·ws , :1Ilt! evcry SI' oftl'll all 
IIl1cn,ie ..... \>lith a sucn'!>l>ful farlln:r. 

About a )'l'ar "go, il ..... as dC'Cidcd 10 

change tht· program fornl;lt, drop the. 
ellll'rt:lll\IllCnt, and CUt cach bro:u.lcast 10 

J() minutcs. The WilS'lll hrn:ldcast 110"; 

follow5 the noonday lie ..... " d;lIly instead of 
thn'c tinll's a wl'ek. The shorlcned 
IX'dod enables the l,su 'llt' r to gCI his im
porta nt informatiun quickly. Therc's a 
nwrket repon on cvcry broadcas t .1ired by 
"' Iorris Christ y, Wilson 's Livcstock Serv
ice Dir('ctor in Cedar R.1plds. Christy 
gl·ts his infnrmatilJll din'Cl from bU)'l'rs at 

r, ' a"OII \\11 , IlIlr 1I111Ii"IW(' 

. Th(· , ,'irsl "'{II,,;lh '~ 

IIf 'w·imlflln' . . . haH 

':011111(: 11 1110111'.' to "pt'IUJ. 

Fir,.... liIt'\ .... (,11 tht ' ir 

pnn' (huug ht 1I1l~ pork 

l alel~ 'n- :-It '(·ollil. Iht" 

Illakl' a 1\\11·\\1\\ profit 

Ilwir 0\\ II 1111 ',11 ,'; lIppl~. 

Thru lJ ~lJollt f\ 1I1h .. a,: alld <.l;\jOillill~ .... talt' ,:. 1111' :"1' farlll familil' ;< 

Iw ,·,· <I IUII ~ " , ,..tah l i:,,lwd habit. 'I'hl'\ I llrll Ih"ir t lial. .. 10 \\ ' IB\\ 

\\ 1\1'11 Ihl' ~ ~ I ' I lip 1l1ull"f,r" tllI'lIl III1'TI ' llillil tIll " ;!O to he,] .. . 

li " Ic ' Ilill ;! III ll ll d ;u ' lill1! UpOIi nor fri"lIllh hu ., ill g n '('()1I111wlI,]a· 

lioll ... . If nlll 1',111 ,],·li\I ' r t Ill ' ~ood ,: .. . \\ IB\\ ('all al\'a, ;< 

,]"I i ,·,· r IIII' "all ': ,.,.. IIII\IT,.. . 

S.,~;"g ,It. 
Fint Families 0' Agriculture 

Rep., CAPPER PUBLI CATIONS. tnc. 

7. 

the yards .1nd fr!.'quC'm l)' Il1Clltil'n~ l";lch 
day's shippns b}' n.1ml'. He comln(' lIS on 
the condition of the shiplTk'llI and how 
thc stock has b('('fl handled. 

Frid.1Y's bro:1dc.1st is In the form of a 
\\·('t'kcnd r('view and once II mon th the 
program is Visited by Harry Palmer, m:1n_ 
.1ger of th(' Wilson pl.1nt in Iowa, who 
gh'('S the (.1nm.'TS a trcnd l'ummary (or the 
month. !'.1l1ner has eamro a 101 of 
Tl'SJX'Ct for his judgment ;,md produccr~ 

value hls analYSIS of Ihe me.1 t situation. 
There are no commercials l iS such 011 

the progT.'lm. Wilson docs not urgc 
farmers to sell their stock to Wilson, al
though records indicatc that better and 
more liwstock are offcn'!! to Wilson 
buy('rs autolll:1tically. Th is is truc in 
WMT's S('rvice are.1 as wd l ;IS thc {('rri
tory s.crl'cd by KAT E and KCLQ. On 
the latt(,r two sta tions Wilson's spon!iQr 11 

SUI1dd)' Wilsoll J four a t I p.m. This pro
gra m like th(' original WMT \\,ibnn f.1rm 
service broadcasts combines entertain
llwnt and information. II runs a half 
hour .1lld the information doc'Sn't crowd 
the 30 minut(,s. On KATE, W ilson's ha\'(' 
a dai ly market r(,port of til'(' minutes, 
10:55 11:00 .1.Ill. T his is h.1nd lcd by Bill 
Lawson, ;1 forme r CoUnt )' Ag("nt, who has 
the marh,t condit ions a t his fingert ips and 
gives it 10 the farmers d irect - wilhou t 
dressing. 

T hl' r('Sult of these broadcasts is an 
acn·pt.1nce for Wilson's that 's ra ted far 
bctWr than tha t of any of th(' oth('r "big 
fou r" packcrs. Figures of increase in lil'('
s tock purchases do not mean anything at 
this tim(·. Conditions are so abnormal 
that therc is no comparable base. How
ever, one thing is certain, Wi lson'S is 
damned Il'SS by the farmer thml .1ny other 
p.1cker dT.'ll\'ing upon 10\\'a f.1nnstock. Its 
far m service bro.1dc.1sts arc cf('!!i ted as 
the reason. They'l'(' made Wilson's Iowa 
opcr.1tions ~ecl1l like Ihose of a local firm. 

,\10M researchcrs agrt'e today that both 
whol('Sal~'rs as w(,11 as retailers haV(' a dual 
probkm, They hal'e to sell the merchan
dise they purchase, T hey haw 10 sell the 
mcn .1nd organi::1Iinn~ frolll whom Ihcy 
purchal'C th(' goods for re;;'1Ic. Radio can 
halKilc t hi~ dU.11 as~ ignmcnt I:>ut tho$(' who 
fash ion n s progT.'lIllS IIlUSt kt't'P in mind :It 
.'I II ti l11 e~ thaI the programs hal'(, .1dua l ob
jt,ctil'f." to sell supplier .1nd con~urner. 

Rro;r,ka~tlllg i" fundml1crH:tllr local. 
It C;'In lum .'I gre.1t corporatioll into a 
group of indiddu:lls. It can ,\!O a long 
W.1y to\\~lrd ('a~ing th(' mltural $u~ricion 
Ihat ('xi$IS wherc thc buyer is big and the 
;;('1I('r i$ $111:111. It can rub the 5hine off 
th(, "big city ~ lickcr." Ul t imately th:1t 
can be a hd p for all conc('med the 
I:>uyl'r. the scller, aud th.' public. 

SPONSOR 
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It's Survey Time 

F rom time to time, throughout 1947. SPONSOR called 

attention to three surveys bearing o n the 

effectiveness and readability of advertising 

trade publications among radio· minded agencies and advertisers. 

In each. as the year rolled on, SPONSOR 

showed progressively better. But KMBC . Free & Peters , and WJW 

made their studies between January and April , 1947 .. 

while SP ONSOR was in its infancy. It 's J anuary 1948 now , 

and survey time is here again . So who 's got 

that 4th survey? 

--------------------------------------------
i ... I ~ 100 .... jO~ •• ;8 .dditiO/O I .. ftOjo,,,,h, b ..... iplio" "''''' 

eI ot~ .... ;. th. don ....... d.co." "." 01 boo .. I ... 1 ..I •• ",.;." . 

II • • • ""h<t.d 1o .... ".CO I. SPONSOR .. t., .. I~ I. I'''. SPONSOR 
For Buye r s o f Broadcast Ad.'ertistng 
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BUlltilu l H.i, (ontllll pull, 700 Inlfie' 
in Bill lll'fSOI1-WRC \ \\'a,hinj!lOll, \1. C.) 
prolll£Hioll. \VilUwr f{·Cl."IVl-d a wl'ckl'nd 
in New York :11 till' Waldorf and Illan}' 
l'x l ra!>, The iOO .... lluld·tx' Ix'nutil's hnd to 
Ix- Judg,-d pi:rSClnally at WRe SlUdios. 
JUdgl'S included wom'.'n l'ditor, from 
ll'as/rillR/(/II V"II), Nru'~. Post. 'f!mrs
HCf<l ltI, Ell('nillR Sidr. arld WRe .. Nnncy 
Osl!llod. 

Convl,s.tio,,, 1 ncwlctil irl 'J plu'J'J1d 11)' Q;rk· 
lalld's KLX [() replace ,hl' harker typt· of 
news handlin/:. \\'ith II j • .'ood c:Hch-line, 
" Pl'rson to Person," and n $1,000 prj:c 
con tl'st, all KLX '~ l1l'W'<':J" I ~ OS a day} 
arc !x-ing prolU()(cd a., bI.'ing handled in ;1 

.. qraight .for .... ·ard. frll'luJI} mforlllalin' 
Style." 

Ch.rlotl~ ·, M.yor 8,.ler p romote< W8T ', 
Ni'3~, 1 M,yol 1(1111 Wlblt~. , Tilt' Stillion i<;n'( 
permitting (hl' "night mayor" io...'iI 10 
iangui~h, BaXll'r pn''>l'llh:d \\'l'b~ tl'r with 
a birthday ('ake on tl'll.' J6SIh hrn.1dc1l~1 
and all til(" ne"~parcrs covl'ro.:·d til\' ('\'ell!, 

Myllery C" promol~. WJBI( ' I " hie., Good 
laale," Whil{' the program I" on thl' air 
an automobile with ;Iprrorriatl' ~ij.!n~ 

lOurs SOllll' ,...,(,Iioll nf Dl'lroit Thl' first 
IX'rson l>(,'('IIlg- thl' car and calling- the 
~I udio durllll! the hroadcil~t and repc:at lllg 
the II1l'SS.1j.!l' word 1M \lord) of the Si":ll 

on the car \I in, ;J gl:llllor l'\'cnillg for fo ur 
nil thl' station , including f1owl'r~, theatcr 
tickels. dil1l1(·r. (·te. Spon.;or is local 
Ford dt.'ail'r. 

C'lIlfd'"9 p.y. for Er,killt" Juhn"'"L \I ho 
spl'arh('alkd the c;tmpail!l1 to keep tl'll' 
~{Or}' of AI C.1ponc nIT till' scrt.'\'n, OWf 

1,000,000 prou·~tS wcrl' TL'Cciwd b) John> 
)Oil. \\110 askl-d for thclll. \\'ord of 
mouth aboul ti'le Johmoon MBS rf(~ram 
is ~"id to haw tx-cn trl'll'K.'1'1(ious durin!.! 
this No\'cmI:'l..T-I'k'Cl'I11 ....... ·r c;lIl1pmj:!u. 

N.w. bulilliniio. m."111 aT(' u.;(:d tw ,\lill
nl'i1I'0lis' WCCO tn pmmnle Its' Ct.I .. ie 
r\.f<!lII ~ Sell'S, nillill~ ronn'!'> a t NICollet 
I lmel, R;ldi~"",n Iin td, ;llld .\ limll'apoli" 
\thlclI(' Club all carry til(' 11lin'll.'ol!rapi'k'd 
ia~t'lllinutl' IIl'\\' bulk:l1Ih which afl' 
fu,lll-d frnm wccn to 11ll' 'l'lOt' in tlille 
to b!.' clil'lx-d In lunclK"01l Illl't1U' 

All ,hOPPIIi ill ItO'U , I tim. Ilo.u' n.mu 
... b.o.dcflt fl'Cl'i\'l' (0011..1 gilt in Scran
ton':;. \\'SC R-RililIll'r Storl'''' I'roilloliOLI. 
Spnll<.Of j~ 1I"",l('j,1110n of ,ndel"-'ndellt 

,tnTe:>. Pr~r:ull j~ Tommy Dorser's 
tli:.k jockc) show. All ttw ISO n){,n1b(:r~ 
:In.' required 10 han' 11 rildio in thcir 
~t()r('s and have it tUlled to \\'SCR. The 
progr:llll dot·s not replace l1ew~papc:r $p.1n' 
but makes it rnure dT('(' t ivt'. 

Dicle H'ymes h~lpl "udy I.milies In S.lw.lion 
Army.Chrislmu t i~ ' lIp . In O\'l'r 130 c il ie~ 
during the Haymcs Auto-Liu' broadci"t 
on Dccl'lllbcr 25, the local Salvat ion 
Arm)' COllunanc:ll'r was CUI into the pro
gram for IWO and a half minutt's (0 give 
a loca l fami ly prl"'-Cnts paid for by 
llaymcs and thl' Auto-Litl' Comrany It 
localized, for :III the i}C.) an'as, the 
11.1) Illes program and gave it a Chrislma ... 
slam that fl'I/o' other idt'a.!o ('ould haw, 

Tuh. mltch.nll coop~ .. te wl lh I(VOO 
in .\l id-COlll il1l..'flt Pl't roieuill football con
t~t. Each of I I Il'Icrcha11ls fl'alUroo JII 

hi" windollo :I blow"-up of OIll' of the Il':ldin,t! 
plaYt.'r" on thl' Tu].,.1 UninT,.It\'" Colden 

(Please tllnJ /0 P.l;!C $11 

,----------, 
SPEARHEADING 
THE PROGRESS 
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NATION'S CAPITAL 
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BENRUS 
(CllIIfill Ucd jlfmr fXtK<' J I ) 

Ro)'a l Dl1tch, Colonial, and N~rtiol1dt 
all PUI the slalilp of accuracy 011 till' 
Bemus line. The t ime s ignals bcc;UIlI.' 

somcthillf! more than hillboarding. tlwy 
became actual brillg-'('lll-in vchides. 

Bemus isn't the only watchmaker 
v. hich has ti t'd itself to airlines. Practi
ca lly a ll of the nation's leading Olnk('rs of 
t irnepiL"Ccs :Ire the "official" w;lIchcs of 
one ai rl ine or anoth ... r. However, &'nrus 
has gone a SICp further than the others: it 
has t ied up the airlines' promotion at the 
poilU of sa le, bought r ights for Bcnrus 10 

become the o/TlCia l watch of airports, with 
big Bemus d ocks adorning the key loca
tions at ports like the Chicago Municipal 
Airport and Washington's Na tional Air
port. These important dea ls were publi. 
cized via Bcnrus time signals each tim~ 
they wer~ contracted. Clocks in jewek'rs' 
shops in t he 01icago area carry the news 
as do displays and clocks in the nation's 
capital . Since ,Iccuracy continlles to hi: 
the number onl:" r~ason for buying a par
ticular wiltch this I:"mphasis on airline and 
airport uS(' of St.-mus giws sa les a great 
lift. As a matler of r.lct Bemus pounds 
the airline ti~.up so hard that other watch 
compa nies which uS(' their airline tic-Ups 
contribute to 8cnrus sales. j\ lost of 
Bemus copy in dl:"aler t ie-in advert ising 
emphasizes the "official watch of famous 
airlines" appeal. Counter displays, \\'all 
cards, in fact every display piece promot
ing the general Benrus lim.' . screams 
"airlines. " 

BenniS dOl.'SIl't s top ..... ith using time 
signals to sell their accuracy; Bcnrus 
watches are uS('d by airl ine pilots, etc. 
Every once in a ..... hile Bem us wkes owr 
some of its time signals to sd l a part icular 
item in thei r line. In 1946 they concen
trated their adl'er t ising a!tack on "Em
braceable," ..... hich ..... as a ..... a tch and a 
bracelet in one. Ella Raines was "electl-d" 
l\'liss Embraceable. She appcarl>d on 
r<ld io progmms in New York , flew to the 
Windy Cit)' and appeared on programs 
there, and then to the Coast ..... here ~he 
a lso made personal appearances on sta
tions. All this was done in one d.l) to 
ell)phasize Benrus' being the ..... atch thoJ! 
times the airl ines. Unlike other \\'alch
makers, Bemus didn't attempt to sell a 
numl::cr of n:ojels in their campaign but 
concentrated on Embraccabl~. The) had 
p lann~d to sell 35,000 of lhis numbct. In 
fact that was all the works that Wer(' 
manufactured. The pm motion r<lll a 
mont h. BL'1lrUS salesmen del ivcred to the 
home office orders totall ing 60,000 pieces 
beforc the month was ov('r and although 

J,A.NU,A.RY 19.cB 

p, E'S 

ANY 
S TA R 'N 

LEAGUE! 
Baseball's immortal Pie Tra y nor has b ee n a glittering 
KQV sports star for o .... er two years. Pie 's greatness 

goes right on , in his nightly sport chats and through 
Pie 's numerou s and inspiring spe ech e s. KQV stars are 
continually building this same so rt of good will , which 
passes right along to KQV ad .... ertiser s a s a big bonus 

in listener pre fe rence and response! 

KQV PITTSBURGH'S AGGRESSIVE 
RADIO STATION 

Basic Myh ... ' Network · Natl. Reps. WEED & CO. 

Chattanooga, Tennessee 

-NBC-
The 1150 kw spot on your dial 

In the heart of Tennessee Valley 

HEADLEY-REED COMPANY, NATIONAL REPRESENTATIVES 

79 
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---------------- , IllstruCtiOIiS Wl'IH out to .. top SI.' lI ing 

3.5 
EllIbraceablc,s;'lk'S totakd 100,000 bdorl' 

I t l)l,: SlOp mdtr could 0... iliad\.' dkctiVl'. Billion $ $ No"' It's :lImo.,! as tough to)!l"I fUll' or 

I 
t hl'lol.' w;uches a., it i .. til fllld:1I1 aparlrm.'fl t . 

IN THE ST lOUIS MARKET TIl\·ctlmn[(,'lnrha"l .. i~lx:illgplaCl·don 
• a m'w numb:r call (-d Endumhk a nl1n'~ 

SALES RESULTS . de-
love red by KXL W wi ll 

pldce you tn the: 51. Louis 
Are:d dl some: of lhe: lowest 

KXLW 
ST. lOllIS ' FAVO/(ITE 

NEWS &- MIISIC STATION 

DELIVERS the r ich Midwest 
mdrket of St. Louis dnd 79 sur

rounding counties with d tOldl 

,ool==uldtion of 4,1 48,326. 

DELIVERS d 10y,,1 "udience o f 
1,117,540 ,,,dio Idmities who 

wrote more thdn 56,000 Idn 
letters in the Brst ten months 
o f 1947. 

DELIVERS your messdge with 
more thdn d dozen locdl stdrs 

on SI. louis County's only locdl 

std tion. 

DELIVERS dO dred 01 49,739 
squdre miles l"lthlully bldnketed 

by the 1,000 Wdt! non-direc. 
tiondl signdl of KXL W 

DELIVERS sdles results lor you 

Ilt some 01 the lowest rdtes 
dVdildble in dny mdjor mdr~et. 

CA LL - WRITE - WIRE 

F"ORJOE 

Rod,o', N .... " p,o,,",,,.,;ft, 
o~ R.dio', N ..... I M.d;~", 

o..n.A~, .. J.ft ... ,1 , 19U '" kxlw-/ m 

.0 

w:Ilch thm can tit· druPPloJ. ,hro""". m 
Sll'Ppt:d Oil "ifhflUl losm!! ;1 Sl."Cond. 
Shockproof ",, ;nehl'S an.: nothing ne ..... but 
these dUll', look tlw roMt, Ibcy're just a~ 
thin and as trim a .. ;1 fill\.' ""ri,, ' watch. 
t~,:nrus will haV(' srorh figur ... s ill all fidds 
cndof'S(' till" Endurabk " lf it ' lI.,tnlld up 
in tough :lIhlelic ct>ll1r'H,:tlti{)n H' II stand 
up nnywhefl,''' that's thl' general idl:;l. 
Time signals ..... illlx- gin'n by 1)(II(.'d spo!"!s 

I 
authorities just as they Wl'rl' giv('n d unng 
a special Dud ill Ihe SWI III..'-UP by t lw 
Sta rs of that pin urI..'. The piClUfC hM'lf 
was kic kl..'d nround by thl' CrIIIC., but (h il t 
didn't It''ssen t Il\" imp,lc I of R ... n rus t ime 
signals brn.ldcnst b)' Jennifl'f JOfll'S. 
Gregory Pcrk, Waller Hu'tOIl, Herix'rI 

I Marshall , J oseph Omen. and lionel 
Barrymorl' OVl'f a Iwo-monl h period, 
Each star rl'c<mk>d round-tht'-clock sig
nals and the}' \l'ere rotatl'd 0 11 l'ach sta-
tion. The ai rJil'k,' appeal \l'as ~ti ll th l'rc I 
but glamour was addl>d -at no cost to 

& '11fUS. 

This is t )'pic:1 1 of 1""'lIrm time-Signals 
operations undef ad-managl..'r A nnter. 
\l'ho is convinced that a ir ad\'ertislIlj:! b)' 
itself doesn't sdl, What docs turn tho:.c 
air dollars into s,lil'S dollnrs is promotion. 

, With adequate promotion, a ir advertisinj:! 
I can make a sponsor, Split -sf.:cond accu-

racy is jus t a phrase unlt'Ss iI'S put to 
I work, Rl'nrus makes it work by drama
I li::ing it with thcir :1 ir1inl..' tic-ups and 

point-of-sale impll'ml'lltill~ of tIll' a ir time 
signals, TIll' airline tk'-up b)' itself would 

I be fu tik unll'SS bra:1dcast. The broad-
casts would be unproduct;w if they 
weren't brough t to thl' point of sail' and 
sold to the retaikr. It 's th is Tinkt'r.Ho
En'rs-Io-Qlancl..' double pia)' that i~ rio'
~ponsibk for lknms' ~lIin~o\'er $20,000.-
000 in watches (",'hok s,.1 Ie figurl..') each 
year. This means th.1I adn'rtlsing costs 
Bcnrus lin' cents 0 11 ti ll..' dollar, 

I n a number of area~ \l'hl'rt' 111110\'a ha~ 
had tl'll." markl'l til-d up, R...'nrLI' h:1s h:1d 
to fl'SOrt fTOmlin"" to tillll' 10 using ucws
caSb and once or twin' ~ 1,\()ft"CaSt s to J.:l't 
its slOr), across, Each tinll' the ,u~titu te 

for till'le signab di,j a gnud jllb fur tlwlIl 
ullti l worth-whik ~tnlioll hrl',1k~ OPl'lll',j 
up. ,\b<l it pro\'idl-d a chnllgl' of pacl..' for 
Flam er for no Olle Ix·COIl ..... '!' tin.oJ of olle 
form of adwrl bllig ll'lOfl' quickl Y Ih,1I\ thl' 
IIInn wl'lO Cfl'atl..'S it. No doubt it was 
thl'st' awar-from-tlll'-, t iln,jard-watch-M' II - I 

in~-{ormlii a pfogrntn~ tit;1( irhpirl'd him 

WE'RE 
COCKY 
••. about the 

percentage of 

yearly renewals 

_nearl y perfect! 

WIP BASIC 
MUTUAL 

'HIIAOftPHIA'S PIONEER VOICE 

Repre s en t ed notIonally 
by EDWARD pnRY & CO. 

SPONSOR 
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to creme jingl<.'S for j('wC'lo.'r<; \\ 11Ich run 
from 10 10 flO scC'tlllds. \\'ilh Ihese 
Flanll' r \\l'J1[ ,III uut for wk"lI. using 
n,lmc sin)!in$! gn,ullS from til\' Kntc Smith 
songslcrs to thl' LlIudt Trio. In addition 
to thesc r('Cordcd jin~ I~, Bemus furnishes 
jewelers wilh continurty and ;I .IClI'i!ll'TS 

Radin Cmllinuity FlIt. which cont ains 
e"erythin)! but the repair bmch. No 
matlC'r wh;lI the holiday or occilsion II 
&"rus jeweler has CHlllinuit)' avallilble to 

cnabll" him [0 usc broadcast advertising 
effcctiwl)" There isn 't an ovcrdose of 
Bemus in tht, script continuity or jingling 
and .nq jewelers use the jingk'S over 510 
s tations bccauSl..' they're top-drawer radio 
and cffect iV(' selling. Flamer points out 
that no llliltU'r who says "3 bt'autiful 
Benrus "'ntch that's guarantl't'd for nccu
racy," it 's !X'nrus advertising. 

Bemus has no coopermi vt· adveTlising 
allowance, In fac t only one watchm:lker. 
Gru{'n, is said to share advertising COSIS, 
paying SO per ('('nt of the cost of dealers ' 
ad\'CTI is ing of Gruen watches up 10 J per 
cenl of dealers' purchases. f.. lost com
p..1nies do what Bemus docs. furnish their 
dcalers " 'jth ad vertising m:lts. 

The bro.1dcasling industry has bccn 
looking askancc for the past year al Ihe 
growth of givc-away programs and the 
pending NAB Standards of Practice will 
hit this [Tend since the ment ion of {he 
trade nartlc of a .:ivc-a .... ·ay will count 
against the 10lal commcrcial t ime. How
ever, Benrns is prepared for th is. It 
doesn'l cxpt"Ct much Bemus mention 
when $.1mm}, Kayc or Kate Smilh or an)' 
other program givcs away a Benrus. Thcy 
spend $25.000 a ycar for this Iype of pro
motion and then th rough promotion [:'Ikc 
ovcr Ihe program. $.1nmlY Kaye's pic
ture presmting a Benrus to his £) You 
Want to uad a Band winner ndorns post
cards which :'IrC S('nt OUI b}' jewelers all 
o\'er the nation. Espccially docs this 
poslC:1rd rou tinc go into high when Kaye 
visits a lown :1!ld presenls his audience 
p,1rt icip..1 tion program from the local Ihe
ilICr. Selccled jewelers in the town !let 
the postcards in quantit)' :'Ind scnd tl1I.. .. n 
10 all their current prospeclS. 

No matter who sponsors the program, 
for the jewcler and his customers it 's 
Benrus's. Somc of these t ie-ups have just 
happened, others have been bought 
through "brok('rs" who make a business 
OU I of furnishin g prOi!rams with gifts. 
(Th is is where Bemus' $25.000 is sJX-nt .) 

Therc's one fundamental point in 
Flanter's Bemus air-ad\'('rtising philoso
phy- anyth ing broadcast is promotable 
and will scll wa tches - so why nOl pro
mOI(' it. 

Benrus does. 

JA NUA RY 1948 

BROADCAST MERCHANDISING 
(Omtjuucd Jrnlll ~IRe ;~ 

Ilurricanc Il';rlll . f O(l tb"J] 1,lIh .1"-1 w~"I.·n 
10 and IS ye:n s of :I!!" j had III )..'iJ W \'; Icll 
of the II window<; 10 ~"t: III( 1>1(1\\ ·up rn 
(,reler 10 identify Ihe pla}H'_ t... .. allun flf 
winoowlO and dut's 10 joolbalilTs- rJell"
lics wcr{' bro.t<icll ' t each day fur II da)'5_ 
It was a rc:.:ular ~pnrt ~ trl'.hllrt' hunt. 

MOlt .w ... h by Ameti"" Schooh . "d Col
Ic'Ju Anociatio" 'JO to lpOnlOl t d P'09""". 
The winner in the audiC'llCC parucil"1tinn 
I/;roup was Trutlr or Omscqutllcc.!; III tht· 
children's group. Jrrr'corill Jury; III tlw 

unlln.rIIC J,!rollp, Tlrf/Jlro' GIIi/d lif till' , \ Ir. 
II I rny' IHll ..... CrJllltlcnpy; alld in qUI! 
~hll\\"". / 'n1I..'\<;()r QW! SpllllSlln'Ci ~hll"~ 
that 1I.,k <.l'lUIlU honor'- lIo('r~· Grmt .. <t 
SlnT\' EI\'r To/,' ;lIld \ ldrr,plJhtall OI",,:r;1 

S.mple w,th tCClp. 10' women b'04dc.ll." 
In nrdl'T III rotnin h..·lIer acceptance fur 
thelf (('til'/(: rnu \1011'11:11'5 n~'lIos rl.'k;I:.I.·' 
which nrl' dl~triblltcJ Tt'\.!ul.1rly tn bn"kJ
ca~h'r" K\'II}UII & Eckhardt <.em flUI 

"uh their Chri~lrnas candy recipe a 
saillple IIorapp..·t.! as a Chri"lm,h gift '1 h~ 
recipe na lUta ll) il1c1ud<.'Ci a Kdlogg prod
uct. Ric(' K ri~pil·s. K&E handlc~ rad,o 
for Kellogg 

• 

WHY NOT NOW!* 
There'l l come d time w hen you, too, w ill std rt 

usin g WHHM- the stdt ion thdt d el ivers MORE 

LISTENERS PER DOLLAR IN MEMPHIS. 

We bdse thi s fdC t on the knowledge thdt more 

dnd more ndtiondl time buyers dre Joming the 

scores of locd l ddverlise rs us ing th e resu lt ·fu ll 

stdtion kn own dS WHHM , 

Results Ring the Cash Reg ist er 

Results Bring More Renewals 

Q. E. D.: WHHM keeps company w:th the Best 

Ask the Forjo e & Co. man for availabi liti es and 

start check ing sales in Memphi s. 

I J: PAT! McDONALD. ~ ................ ' 

~ORJO~ CO., '.=:"'~ - WHHM 
/n,Jepeltd,ltt- But Not Aloof 

Memphis, Tennessee 

GOLD MEDAL FLOUR DESERVES A COMPliMENT ON THIS ONEI ------ - - -
" 



99 ~fILLION 

G}\'rIIElt 

),].,jllr ad\l'rli~pr~ k" II\\ ,b'n' ,In' ilion' l·lJ~ t 't111"t· 

loda) ill,,1/ pdrl .. "f till' {"olll.t r y Ih,1II I"",'1wfu r,'. 

TI",y IlI1H Il',1( II <1. Illd ll Y of Ih" 11i .,,, IIt('y call 

-ull'ollqll 'lllioll \,dl.,,11 tht' 1I1illkd-- tlff'\ Illi·-. 

But II ill. t"II ' I~ '" I i .. ill~ l'tH (If ,1(lill:': l,ll",i.lt'--. 

the'\' 11111·1 n';1. II liu'-I' ('11-111111,'1"- (ll a 

r"'II/,,'1 iii ,.,'/., "'''1/11/1/ i ... ,! .. n ,--\-, wr·' 1 II Hl-.lI1d·· 

-1111'~ ";11\" .dTuld 10 1", ('olllJwtitihll 

1.,1' nHntll"I- fUI 1,--- Ih'1I1 Illn dll. . . 

1/ ""I IH.I\ ,1,-1"",- I,,,'!!" .• , fl/ldil'II/ "'.~ 

III .111 p.ll!-- 01' 1111' 1'lI l1l1tl~: 

I, Illtl .,1 •• , ,1,,1,,1', ,1i"III,11 a ·'nl-l-pt·,.th,tl1 • .Il1d'· 

"/I/I,i""II I I" /"1("1'1" 1/',111 ,hi' Itth,· .. 1\\11 tWI IIII"!--, 

ill ,h, - \"111.1111-: 11·ldli.,ll.l,l,1 11O'[1\""u ., ;::" all,1 nl.'( 

nr dll,lil·tI",,~ '1"/11"//1 d, ·/;, '",.·,/ /" .,,J"",f;"·1".'." 
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ROCHESTER, N. Y. 
~ "Best Test City in New York and 

the Middle Atlantic States" Says 
Sales Management 1947 Test City 
Survey. 

STATION WHEC 
~ 

JANUARY 1948 

"Best listened To Station in Roch
ester, Both Day and Night" Say 
Hooperatings (and has been for 
the past 4 years!) 

*AnJ you get complete cooperot;on from WHEe ', 
Progrom, Commercial ond Promotion Deportment, 
on your compoign! 

/ 

N. Y. 

5,000 WATTS 

81 
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'HTC" .... T'O .. .. ' eUILOINCI 13 19 r BT~CT N . W . 

W . ... ,NC:UO .... , O. C. 

AN OPEN LETTER TO ALL FM BROADCASTERS: 

Continental Network has been in operation since March 26. 1947 and now has 
a total of 32 FM Stations participating by use of 573 miles of 8000 cycle 
telephone circuits and over 1700 miles of radio relay paths, Continental 
has effectively demonstrated in this eight month period the flexibility and 
practicali ty of regional network broadcasting using the principle of rebroad
casting programs from one FM Station to another. 

This system of regional broadcasting has tremendous potentials. Good receiving 
equipment is now readily available, and a carefully engineered FM relay system 
can extend the range of reliable radio relay service beyond the normally ex
pected service range of the station whose signal is to be rebroadcast. If the 
FCC approves a proposal now before it, requesting an allocation for special low
band FM stations for relay purposes only. the possibilities of FM networking 
on a national basis will be imminent. 

The technical superiority of FM broadcasting system has gone far beyond specula
tion-- it is a proven fact. The FM broadoaster must now concentrate on pro
gramming which will take advantage of this superiority to build a great demand 
for FM receivers and thus create listening audiences in his area. Competitive 
programming is essential to attract advertising support. 

The FM radio relay system offers the opportunity to arrange with other FM 
Stations in the area for an exchange of outstanding programs--to form a 
regional network operation. The high cost of intermittent use of intercity 
wire circuits for regional networking has been a barrier to regional 
networking for years. Radio relay reduces this expense to a minimum and 
is the only means availabl e today for networking FM broadcasts wi th full 
fidelity on an intercity basis. 

Continental Network recommends the establishment of networking operations 
by radio relay as the best available system of quality programming on a 
regional basis and the greatest device for the rapid promotion of FM 
broadcasting. 

When full advantage is taken of the superior characteristics of FM broad
casting. public acceptance and enthusiasm is tremendous and the FM 
broadcaster is quick to feel assured of its inevitable success. 

Sincerely. 

For: CONTINENTAL (FM) NETWORK 

By 

Everett L. Dillard 
General Manager, I'I'ASH- F'M 

SPONSOR 



••• TV has entered the phase of direCt 
mail proof of " iewing. Gulf Oil recently 
(December II ) m:Jde an offer of a free 
dr:Jwing pencil to viewers of their You 
"'\re (Bl Artist WN8T telecasl. The audi
ence had to send in a drawing in order to 
obtain the penci l, since J on Gnagy, artist 
{)n the program, teaclll'S viewers how to 
Jraw. 

Eight hundred and eighty·sc"en draw
ings were receivl-d in T(.'Sponsc to the one 
offer. Of these 562 cam(' from <ldu lts and 
HS from chi ldren. 

On DuMont's WABO, <I ll otler of sma ll 
mi rrors with built-in flashlights in retum 
fo r COmml'TlIS on the initial scanning o( 
Mary Kay and Joirnny was made by the 
sponsor, J ay J ay Dress Comp.1IlY. Joseph 
Jessel, Jay J ay prl'Sident , expec[(.-d 200 
comments, provided for 400, just in casco 
Actual count was 8,061 which had J. J . 
ju mping to obtain the mi rrors. 

• • • The first major area where there 
a~ faci lities for:J T V nct ..... nrk but no sta-

Zenith Radio, in its plea that the 44- 50 
mc channel be assigned to FM exclusively, 
introduced proor that Fi\\ travels far 

Commercial facsimile operations will 
start in Philadelphia this month and 
.... i thin the ne"t si" months in Oklahoma 

JANUARY 1948 

tion to air the prO!,!rarns is Boston. No 
one in the Bean Cit y expl:ctcd the AT&T 
rdny system to be working so soon. 

The resu lt of TV net work nvailabiJity 
in Boston is that there will be a great dell I 
of advance promotion before \V8Z-TV 
hits the air. Programs nrc !x-ing T1'pro
duced without a transmitter" (n,f the 
line) in special promotional de<lls. TV 
rccdvc~ were s~'t up at WBZ for the 
Louis-Walcott fi ght and the plaet' was 
Illnblx-d despite the fact that onl }' 100 
pmminent Bostonians were invited. 

Departmcnt SlOrl'S in the Hu b area arc 
ha ving spt.'Cial showings of tel{'vision pro
grams (a lso off the line) and n.·ccivcrs arc 
being sold in ant icipation of WBZ-TV's 
going on the air. There' ll be a ready. 
m:ldt' nudit'ncc w:liting for vjsuoll hro<ld
C:lsting in BnslOn. 

••• While AT&T's relay stiltions are 
located only 10 mik'S ;'Ipan, KTLA in 
Los Angeles rt'Cellt ly ptnved th,lI jumps 
nf .1 (j mill-st or more are possible. In pr{'
senting tilt' inauguration of a 6S,OOO.kw 
st{'am turbine by the Los Angeles Depart
ment of Water and Power, KTLA beamed 
the signal direct (sans land lines) via a 
relay atop the steam plmn to the KTLA 
transmitter on the tOP of MI. Wilson 36 
air-mill'S awny. T he program was 5('{'n 
wi th ideal clarity on all receivers in the 
L. A. ar{'a when telecnst from th(' i\\t. 
Wi lson t r:'lnsminer. 

beyond its so-calk-d line-of-sight (50 
miles) service Mea. WATe in Ashland . 
Ohio, ..... as heard by Zenith in Chicago, 300 
miles away. Stations around 250 miles 
from Chicago (WEW, SI. Louis, Mo., 
WMIX, MI . Vemon, 111., WELD, Colu m
bus, Ohio) wer{' heard with regularity. 
• ~ • Biggest time-buy yet rerorted for 
FM or any ot her fonn nf broadcasting is 
the December pu rchase by $.1nger De
partment Store and Philco Radio Corpor· 
ation of nine hours dai ly, from 10 p.m. 

City, Chicago, and San Francisco. Th .. 
Neu.> York Times and the Neu.' York Daily 
News arc conducting experimental FAX 
transmitting. The Times is expCt:ted to 
be the first in New York with this servicc, 
since it owns WQXR and \\'QXQ, both 
of .... ·hich have been working wilh Radio 
Inventions (Hogan organi:ation) in ex· 
perimenting with the delivery into the 
home of printed matter 'Ii.. the air. 

• • • RCA will nOI hold back its 
Ult rafa" w give priority to TV as 

• • • Order!> II:I\'e gon~' out to the New 
York nlity l\'I'It'~' column ists to make 
certain that Ihey haw (('kvisinn news in 
thl'ir pilla rs with rl'gularity. In OtiC 

issue Damon Walh'r, Frank Sullivan, and 
B {'n Gross nil included T V items in their 
assiWlLllents. This will Clllllirlll,' even 
;Ifter the 11zily Neu.'5 !>t:ttion goes on the 
air. An initial result is an LncreOl"C in con
SUnll'r intereSI in visual brondcasllng 
sillce tl,.". j"CWS' Broadway and radio 
columns arc lI,'cll (nliuw("<i by its <,('\,eral 
Inillion readers. 

• •• Video rt,'C(' iWIS will ]:x' inst:lllcd rn 

Philaddphia's Commercial f\ \uscum for 
the viewing of the Democratic and Re· 
publican convcnttons. Facilitk'S wi ll per· 
mit thc gatherings to be seen by nver 
15,000 people. Television set manufac· 
tUTCI S \\ill haLldle Ihe installation and 
servicing, f{'cling that the convcnt ions can 
do more to achieve TV recognition than 
<l ny other device. 

• •• Geyer, Newell & Ganger is the 
third New York advertising agency to 
make its own su r\'{'y of the effectivenl'SS 
ofvidco. The result of the survey is that 
the agency is recommending the medium 
to all its clients and e"pects 10 land a 
number nf new accounts because of its 
TV commercial know·how. 

*"'i?n<J1 i. "mpi.p,d .. "d 1,,1 .1"",1 10 T I' u" ..... '. I'Q'" 
'M /,/,,,,,,,,,, U"" . 
I lI"lIi/' 1i~''''I·.i,iII i, ,'''''',(_ ~ ~,j"'. r l ' .,~""I. "" 
.. /rI""" 9",,11 '"""111 I" ,.·/,,,,,,,,,ij nfl" 111-:; tro"",/IM, 
d"/",,,.,. 

to 7 a.m. 13U) was o\'l;"r KIXL-F,\ I 
(Dallas). u-" Segar s stat ion . ••• Big 
drive will be initiatt"d to program S(:"eral 
non·urb.1n FM stations (or the farmers in 
their terri tory. Farmers h.1vC thus rar 
be{'n slowl.'st of any group to accept FM 
and imense drive 10 convert them is 
plannl'd by KFRM-FM and othcl sta· 
tiOns in markets that art· fundaml'lltal1y 
rural. ••• One basic objl'Ctivl.' nr the 
Frequenc)' Modulation Associ;Ltion is :J 

nationnl FM netwm k. 

rumoTl:d. Th,' Camden organi:ation '~ 

fee ling is that both can grow at the safll{' 
time, since Ullrafax works on a T V 
principiI.' . • •• FAX 's intl.'grated rom· 
mcrcials will \'ery likely take the form of 
comic strips .... ·ith advertising in the Strips 
themsel\'{'s. Big newspaJX'r syndicates 
arc worried about ..... hat they call Ihis dc· 
baSt.mcnt of the comic Strip despitc the 
f;Jct that the usc of comic strip ad\'ertising 
in ne .... ·spapers hasn' t hurt thc regular 
Strips' aopeal. 

s. 
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In OMAHA 
and Council Bluffs 

53?~ 
Of THE 

Morning Audience 
(8:00 A . M.-12:00 Noon) 

GOES TO 

KOIL 
BASIC ABC-SOOO WATTS 
• O ct-Nov, Hoop~r lillen in, Indu 

11 '" '1',, Praud oj Our 
, 1j1'·'-" 1101l .r C I :\·cllill!l.r , Too! 

Represented by Petry 

THE KAY LORRAINE SHOW 
53 tf<lnscribed music,,1 ~ f hours 
with SpeCidl ChristmdS ptogrdm 

QQ 

AnnounUf, Frank Gal/up 
'·S".,bl.6 Ku Lcm.I"" II " hod . l. d 10' rh o 
III" .. , , . 1 b.lId·.~ ,1.0. D, ... h Shoo. " 

_WAUEIt WINCHELL 

II ,il, •. . II i" / '/""'" 

Jltvvt'f S. (j=dman 
RADIO PRODUCTIONS 

19 E.,I H,d St. N ... Yor\ , N. Y 

40 WEST S2nd 
(Co llli!llll'dJrom f>nloll' 14 ) 

ti!>l'rs using produCl1.i lllu"jc;ll p(()wal11~. 

,\lorri.. Plan starl~'d .. pr»l'>Or~hlp 01 
MUlictlth' YOllrs III Sq'knlN:r 01 1946. 
This program, ():10 tn i:OO p.lII, '>I,'Vl'l\ 

ni~ht'> \It, .. :kl),. I'oa ~ cuntracU-o on a <;2 
w~ ... :k ba .. i~ :1I1J ..... ,'h c;lrl'fu ll)' progrank't.l 
with rmnilmr mdodlt" <I( Ill'I1UlIle .... ide 
:lpIX'al, Trmhi(>nt popular and t'xtrt'OK' 
cJ:l~ic;'lllllll~ic .... ns avc, idt'J III favor of tht' 
Illll,ic Ihm (,'\'l'r),ol1<.: knfl .... ~ .md l'nJoy~ 
'nil' prngr:ulll.lickt'd 11l1ll1l'(liall'ly. Fnvor, 
abk puhlic n'actiolllO.,,, prompt :lIld ~;IIIS' 
(yillj!, <,0, .... ·\'I.'ral mOlllh" liLll'r , in jUllt' 
194i. 10.111.'11 the ndJ:1n·n t h.llfhour bt'GlIlle 
:'I\'lIil;lbll', ,\Iorri, Plan l'xtl'ntkd thl' pro· 
gr;'llll for:1 IO. holl.· hour, (':30 10 i;JO 1',111" 

St'VI.:n nij!hts a IO.l't'k, 
Thl're ha~ II\'\'l'r hn'll n (it'vi;Jtlon from 

Ihl' forlllat 01 fmnllinr ml'llidic rllU~LC: 

commercial cop)' h:" bt-,,'n confi'K'<i [0 

Ihl'ir Ihnft account~. al\\'ny~ 1x'('11 held to 
:1 minim ulll, :md handkd 111 a \'l'f)' 
friendly but dignifil'd lll:'lnl1l'r 

Rt'Sulh? Thl'fl' j, 00 queqlon bUI 
what t hc progr;'llll ha~ produC(·d. (or. at 
Inc end of 11K' lir~1 ),car wh('!1 he ~igncd 
thc 52'Wl'('" rI.,tH ....... II. Mr, F A. Collman, 
Sr., president o( ,\ lord, Plan OllllP.1Il)" 
j!aV(' u~ tlK' $tOf'}': morl' Ihan $l.SOO,OOO 
in nC\I' thrifl accounts \It'fl' O/"l'lll-d dunl1ll 
Ih(' ),l'ar and 90 per cent of Ihl'lll \ll' rc 
t raceable to Ihl' KSFO program, ,\'usic· 
(ll/y )' ours, 

Our ('xlX'ril'nce \\1(11 Ihi~ part icular 
:lccount Cmllle\{ he cons! rUt'C:l m, ;'I p;'lnacea 
(or :1 11 ai lmen ls l'X IX'ri('!1c(>d by fin:l ncial 
:1dvc rt i~'rs, bUI lI't' b.-licvt' 11ll' formula is 
sound :l nd will produce f(~uhs . Simple, 
illCXpl' llsi\'e , dig tl ifil'<i, but II d l scripted 
and built on :I 101l l1dal l01l of gl'nuilll' widl' 
apl" . .'a l. such a proj!r:L111 will Ol Hract an 
;'Iud il'Il('C. lind If Ihe coml11~'rci;]ll' ;'Ire 
\\ri ttcn well and ~illll'l)'. !hal audl~'n C(' 

will r~rond, 
We l11jO)' Ihl' arllck.'~ III <,1'0' .... 011 and 

look {orll'ard 10 ('ach I~""Ul', 
.101 ..... C. CA\tI'lI£Ll. 

."I Ir.~ ,\ ltllUI}:C'f. ";'SPO 

."lt1n Prclll(l <:CO 

SOFT DRINK LEADERSHIP 
CCtmlil1ul'ci fram /ltl;!l' 2Q) 
'lx'~ 1 by W~ll' le~I " al'f".·al. :lrl.· diviJl·d 

equ:llI) b..'!I\l't'1i ~~ II',mIllUW tr;lIl~rip' 

u om :ll1d I 5·",'conJ ~tatJOn t>rl'ak~ T IK') 
;'Irl' o( thrl't' I) r'l'~ Fir~t there i~ Ilw 
r('('re;II('<I IH(Wle'~lar l'ndor;.(·llll'nt Ihal 
tk~ in with ROy;'l1 Crown COI;I'~ m;'l~;lzinl' 
:lnd rX'\\'~ p;'lllCr ;'Idl'l'rtbing TIl(' x'Ctlnd 
~I"0l ~('ri~'" f(,aturl· .... "~'\'l'~ you not mIl'. 
but Iwn full !! I a~~l"$ in l'wry bOllk," 
tn~l't h{'r IIllh 11 pl\:k. up OII'IX'ill. (If ;'I~ 

Hoylll Cro\\n clwractl'ri:l" it. a "quick. 

A GREAT 
Southern Market 
r? Population 

Combin.d: 1,000,000 
Urb.on onl'l' : 13 1,000 

Jot-ilion (;1'1' 3" ,000 
KiIlSIPOI' 33,000 
Brillol , , ' 30,000 
Eliubdhloll 20,000 
GIUII.vm. 8,000 
Erwin .. 6,000 

lar Industry 
Plillici 
Tutile. 
eookbindin9 
H.ldwood AOOlin9 
Ho".ey 
R.yon 
S:lkmilh 
FuenilvI. 
Foundfiu 
And m.n'l' o th.1I 

!? Agriculture 
TobHCO : 100,000,000 

pound, lold unv.lJy 
BUM: W Olld', 1. 1'1.11 m.ket 
O.il'l' 
Poultry 
U". ltock 

!? Tourists 
H uet 01 TVA ttcrution 

.IU. G.t.w.'I' to Gut 
Smoky Moun •• in, 

!? Wealth 
Hi'Jh ... t inc om .. buck .. t 

'JIOUp in Soulh 
Rich"ll .nd moli thicltly 

lell l .. d eUI.1 communiti .. 1 
in Soulh 

W1HL il tl. .. only lull tilll" , .. gion.1 
d.ttlon ,.,ring tl.il .tru, TI.i,ty, 
two 8M8 countiel witl. 85, 020 
8MB ,.tdio 1.0"' .. 1. W lHL II "1lI01t 
lilten.J to " jn 1,," 01 jts 32 BMB 
counti .. s 

John E, Purson (0 " -Reps, 

910K, WJHL 'ooow.". 
Johnson City, Tenn . 

AB( Full Time 
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up." Till' third SI.' nCl> ;,,~' Ihc Lll h'ntu ,,,~ 

- willch 1, .. 11.:11 I cs t~·d prow w he sen 'w)' . 
The P,:ly .. nfr in this :;cries is that the kst 
that always w(,rks i ~ thl' Royal C rowil 
C..ola It'St prtlwd by ISO 1110 110 11 p lClure 
~wrs ·'hcst b) I C~ t ." 

SPOIS an· !'Chl-duled tlm .. 'l' lir1ll.~ a Wl'l'k 
b} Royal Crnwn and till' local buu ter is 
~uppost'd til Ilwtch Ihis by p<1}i ll J: rur 
lhrec himscl f Howewr, til .. · plaCl.'l1lCnt o f 
thl: radio spots by the JXHcnt ('(lfll}Xm)' is 
not contin!:l'll! upon the bollier 's Sj. .... ·lld .. 
ing his OWll mnllcy. In thl.· CilSl.' uf out .. 
door advcrtisinJ: till' boulc r ci ther 
matchl'S Roynl Cmwl1 '~ ill\'eSln lCnt dol .. 
lar for dollnr or else II1('rc 's no pos ler 
advcrtising in his area . 

Roynl Crown spent nTOul1d n hnlf 
million dollnrs for ;Idvcrtising in 1 9~7 ,lIld 
expects to incrensc th is at h:as t SO pl.·r cen t 
in 1948. The bmtle 10 retain the markelS 
III which the}' lead- markets in t lK' solid 
South and a few on the WeSt Cn,1st - will 
r<."Iuirc more ad\'l'rti sin~ ,md there is 
a lways the hope at the Nehi hUllle offices 
th.1t they' ll obtain nat ionnl distribut ion
and thcn they·1I return to network adver .. 
tising which tlK'y tried with &UI'!"e II or 
Nol Ripley in 1939 and 1940. Ripley 
msistl-d thai the program h.1 VC a rew 
Ynrk outlel, and so oc'Spi tc the faci thm 
Royal Crown Cola could not be bought in 
Ncw York for Inve or moncy, Riplcy's 
program was hcard over \VASe. In New 
York the show carried a sp ... d :ll announc~; 
ment to the e (fcrt that Royal C rown Cola 
horx-d the liSleners lik l.-d the prOj.!ram and 
Ihe)' were sorry I h:ll Royal Crown could 
llfl! be bought in Ncw York. The pro
gram brought Ndli somc inquirics alx)ut 
fra nchises for the mctropol itan Ncw York 
Mea bUlIlOl tl\(.' right OIle. 

Thl' mar~in of profit for bmtlers o f 
t rade .. marked soft drink s ranges frtlfll 
eight to 12 cent S a case. 11 lakl's a lo t of 
cnSj:s to mnke mOl1l'), for a bmt1cr with 
this margin and th~~'s lia ble 10 I."'C no 
margin or a minus onc when I~'s pion l.'t."r .. 
ing a new line. C1nada Dr)' found out 
lhat adding a l2-ounct' cola d rink (Spur) 
to ils line was ok ay but dl.-spite the faci 
Ihal they had a sJX'Cia] promotion311me 
"' the dry cola"-t l~y found the product 
1l1OVt.-d along the loss-leader way. Ginger 
ale and sparkling watCT a rc the profi t 
11t.1llS wilh Cnnada Dry. 

C1nada Dry was an early SpOilS()( o f 
Jack ("Nickel. Back") Bcnn)' (May 2, 
1932), who kidded [he product (Canada 
Dry was one o{ the first to pcrmit gag 
C'()mllll'rcials). It had only ginger a le to 
sell- and thl' spicl'd drink is no cornpcti .. 
t ion to coins /Jr Ih<.' ne ........ r l'lltries in the 
fiel d known as "up drinks." From 
Bcnny, C1nada Dry went (with a hiatus 
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uf IIVL ) C,lrSj ((, lujurm,IlIoli "/e,I.lt· ,!lId 
lilr 1'01'0 }~'ars till' Dan Golcnp.lul uPI', .. 'r. 
bracket quiz ~ta rted Can"d" Dry up th. · 
~lIlcs laddl'r aga in. TI"\I."lI CilllI<.' .1Il()[hcr 
),c3r hiaw .;. I n I f)41 11)42 tl"k.)' u'iI..'d 
M ichm'l P ip", Pril'(l/r /Jrlrclrr'(' Ull 11K' 
t h<.1H itlc.-d B/u(' Nt'I .... ·urk 1110W ABC) bul 

not IOn successfully. For till.' I1(.'X t four 
• md a hal f }"I.·ars, G-lIlad" Dry us...-d ollK'r 
11"11.-dla. It carne b,.1ck IfI Ihc air with 
S{Xlrl.:/.' Tillie with i\ \<.o n.'dil h Wl lt"'"l III 

1946. T he program ..... on ;1wnrJ~ fllr duing 
a top orig inal COI11Il1t: rela l job. Ilowevl:r. 
interna l lroubles plus t hl.· fact that 11 

wasn·t rcady to push its col;1 drink agnin, 
Spur, forced this pmgram off t ill.' ;tiro in 
March o r 1947. 

C1nada Dry 's currl'llI (IsseiS place it 
second to Coca-Cola ;lnlOllf! soft d r ill k 
concerns. In finan cial asse ts (accord ing 
to Wall 5 tr<."('1 adviccs) t hl.' lOp firms rauk 
in tIll.' rottowing St."Iuence: 

C""'I'''''Y 
r~)C" .. ·CoI .. 
Ca"",j3 1),.I' 
!'clUl·Cola 
111«,. (root be .... ) 

\ ''''''IS (rnol "I l ot ... ) 
$10./>00.000 
S1 D •. \IIO.ooo 
-' ~.;IIfI.Oflll 
$ .1._._ 

'.·hI(IC")~lt .. .. ~ .. ) • 1.,.~tI."'I" 

11' . 1"·1'1"" i 1 . 11l11 ."UO 

I'IlCrc ilrl' u tlll.'r imlJoUrWIll finll~ III tit...: 
, .. uft drlllk held il ..... lut ..... hich thcfC i~ k ... , 
Im,melal jnf'lTlll,lllon <I\",nl'Ihk de~plle th~' 
(act Ihat 1111.')' ;lr~' IK',l lth}" COIHt.'lhlers {fir 

i\nlCrica· .. non·ak"h"hc liquid rcfrl·~h .. 
menl dollar. Th ......... · induck' s...\,Cf1 Up 
.... ·hich IS rated by mos t bt.lltlrng "utlmrj .. 
III.·S .... 1I1J1llbt.:r one 1Ullllllg t lk' nonoCula 
drillk ~ in till' U. S. Sewn Up. Ill' tlw 
113111 .. · II1dicatt."', i ~ III the C"d legor}' of up 
drmk ..... I IS adn'rll ~i llg budgct is ill cxces~ 
of $ 1.17S,()()O ;md while 11 <; adl·cntl1r~ in 
net work r; .dlu hll\,CIl't l:x..~n too successful 
thcir c("llinliing "pot br(~1dcas t illg h ,,~ 

hcllJl:d ru .. h Scvell Up bu~ines~ They 
lISI.-d UJUI' UauJ!i!r fnr I 1 ....... r ks in 1938 and 
vcry little hapP('l1ed s inn' N'ven Up dOl'S 
not fi nd its 1II<I)Or market among young· 
.. t!:r~. Seven Up's late~ t vell ture in tn 
chain bru'ldcflsting wa~ Ihc i\ tBS FresJI 
Up proj.!fam which ran for 61 ""'1.'Cks and 
gil t 1l1l .... 11I:re .... Irll the audience. 

Sevcn Up is llddrcssing its prin ted ad
\'<.'rt i~ inl-! 10 rtw.· hOllle and i .. looking for 

right 
down 

Oti s P. Williams 
General Manager 
91-93 Halsey St. 
Newark 2, N. J. 

your 
alley 

WNJR 
Your kingpin outlel in North 
Jersey . . . WNJRI With complete 
North Jersey news, exclusive 
North Jersey coverage, WNJR 
strikes a new high in the rich 
North Jersey markel. If you're 
aiming at these 1,000,000 
homes, WNJR is right down 
your alleyl 

5000 Watts 1430 Kilocycles 

the radio station of the 

N tluark N tlUS 

9' 



THE JOE HERNANDEZ SHOW 
" 3.1 Hooper 

on 

OCTOBER! 

Nightly ... 3,000,000 listeners in 
Southlfln California, vi. KMPO 

1,500,000 listeners in the San 
Francisco bay rlf9ion , vi. KYA.! 

Mr. Sponsol, 01 Mr, Account 
Executive, this is the show that 

delivers, six nights each week, 
throughout the year! 

The Joe Hernandez R"dio Show, 
featuring Thoroughbred R<!Icing, 
is IIyail.ble for the San F,,,"
cisco, Oakland, San Diego, 
Portland and Seallie M.ukets!! 

The Bloodslock Agency 01 California 
954 So. L. Srea Strut 

Los Angeles 36, c.lil. 

YORK 0373 

., 

;'I program that will hit tI'M: home audkncc 
..... ithout cmphasi~ on junior. 

In IIX' field o( ~oft drink~, cxclodinJ.! the 

I 
(01;1<; :md thl' up t.lrink~, th~' k'ad('r is a 
product with rl'~lon;'l1 distribution. It'" 
topS in Texas. II 's Or. I'epper, whleh is 

I 
suppoS(:d 10 ha\'e qartro at tm' ~me time 
that a ~r. rl"lllbenoll laundll."d Coca
Cola (1886). L:nhke other drmks It is 
s,1id to ha\l· a prune ba~. The Or 
Pepper organization wann it sold as a 
food, with "Drink n hite t!. cat at 10, 2, 
and 4 o'clock." Thi~ claim has I"CStr:lincd 
a numtx'r of bi!: agellcic<; from bidding (or 
the account at olle tUllC or ;mother. 

Bmton & Bowles handled Dr. rcpper 
(rom 1940 to 1.942 but lost it. partly be
cause thc board o( din'(cors of Dr, Pepper 
discovered Ihal a B&B account cxecutlve 
received more (by "<'\'cral thousands) 
than the Or. P. prcsident The account 
thcn rctumcd to Tracy-Locke Company 
of Dallas, Tex:l~, its home area. With 
TnlC}'- Lockc back in the ~add lc the or
ganization retumcd to the drink-a-bue 
appeal which G&G had dropped, 

Dr. Pepper is prC"Cnlly ~old 10 40 5tatCS 
and will haw a spot camp;lign repca ting 
the drink-a- bite-IO-eal-m-IO- 2_ and.4-
o'clock, lime and time again. 

For three and a quarter rca,..; Dr. 
rcppcr ~ponsored DurIs for nmgh on 
ABC but it has breo dropped as of 
January I, 1945. The explanation of 
A. 1-1. C1JX'rlOn, ad\'erti~ing manager of 
Or, Pepr)(."T is, "We fed that it has served 
its purpose for \I~." The trade gcnerally 
(cel~ th:Jt the progrnm during the rl'ar~ it 
has been on the air has ddivc(l'(! a5 much 
busineSS a~ it can for till." producl. Give-

I away programs 111 thoor) rcach a con
stantlr shifting audience but Or, Peppcr'~ 

bottling orllaniz<Jtillll decided that the 
listenerS [Q Ddrls for Dou;:h had cither 
bern "Peppered" into drinking or else 
they nevcr ""ould he. The COllcentrntion 
will be on ~pot bro.1dcaQing during 1945 
with a constant n'JX'tition of the product 
catch-llll'. 

Or. Pepper aClu:lIly achic\·cd sa lcs 
bighl.., than Royal Cro\'\'n Cola in 1947 
:lnd coolpct{'d with it in most of the RC 
markets, It's a clo"<'l)' controlll'd corpor
ation nnd i~ notN for H~ conscn'ath'e 
1l.1lldling of i[~ adwrtis.ing Cash. The 
latter, .. aid to h<J\"C bet'll $1,500,000 in 
1947, is b,1scd upon the pre\'ious yeM's 
5n les at the rate of 2S CffiIS pt'r gallon of 
~rrup, Of thi~. St.'\"{·n and a half Cl'nt ~ nn' 
sl"T('nt in rndio and 1\111 b(' spellt ill ~I'0t ill 
1948. The $1.500,000 <Jd\·crtisillg of the 
parcnt company \.\ill lx' surpa~!-('d by 
bottler spending :.Ulce it i!> a Dr, Pepper 
franchi!'C requirement Ihat each bottler 

I spend a minimum of dm'c cents per case 

on advcrtising, Ncw boulerssotnctin'lf:!: 
spend as much as 5,16 a C3o;c because they 
rl'CCive very little advertising assislancc 
until the}' achi€'\'C sub<;tantial distribu
lion. 

Frt:igtu and mhl'r handling costs havc, 
to all practical intents and purposes, 
dimin.1led the nationally-bottled soft 
drink and sparkl ing water. Oldesl of 
thcc;c is Whilc Rock , a carbonated \.\'ater 
u~ ror ycars primarily as a mixer. It, 
sprite at thC' edge of a cliff looking down 
a t a spring is suppoc;cd to be advert ising's 
link \.\ lIh it ~ past. Smart kidding copy 
which ha~ held to the old trade-mark but 
has a laugh with it is being u~d in 
modem magazines. This is a prelude to 
Whit<.' Rock 's changing it s organizational 
(ormat and becoming a parent organiza. 
tion with fra nchised bottlers all O\'er thl' 
nation, Thus far it~ radio efforts have 
oc'<'O restricted to a sports program 
(Bobby Grayson) in PortlanJ. Oregon. 
o\'er KGW. White Rock's entire appro
primion in 1947 was $2;0,(01) but !;C\'eral 
times this amount \.\ill be ~pcnt. it'~ 
claimed, in 1945. Whitc Rock will di~ 
tribute not only a sparkling waler but a 
cola drink, an up drink, and a full line of 
fruit syrups. There'll be a nalton;'!1 spot 
campaign placed by Kenron & Eckhardt 
but details havc rCl to be worked out. 
One of Ihc reasons why White Rock iJ; 
being forced to become a ll1ultiple-projuC[ 
line is because finns likl' Pepsi-Cola have 
gone into tl1ec.1rbonated \.\'atcrficld. This 
markct, unlike the rcgular soft drink field, 
is not an exp.1ndablc one. The fidd for 
mixers is linuted and when Pcpsi started 
aggrcssively pu~hin~ its E\'(!n'('~s \.\' ilh a 
campaign II hich hit at the "hiAh-priced'· 
sp.1rkling waters there was no other OUI 
but for White Rock to get mto the soft 
drink busine;s \.\'ith both fcct. Pcp.;;i's 
Everv('Ssadvertisil1g~lant, which ~1y~, (or 
instance, "SIll' pays 550,000 (or her mink 
coat but only fi\·c cents for her rnixt'r:' 
can't be taken ""i[h a shrug by Whih' 
Rock. While the mink coat \.\earer nlay 
not bclie\'c it, the same market that 
bought Pcp.;;i-Cola becau~ or it~ "Twelve 
rull ouna-s, th.1t'~ a lot" ~(l('S for the 
pseudo cla~!> arrcal. 

\\'hi(e Rock ... ·iII not go into tlx' rool 
beer field, simply bcc:luj;(' the making of 
root beer syrup i~ tougher by (ar th;'!n th..: 
compounding of any of thc other na\'ors, 
In this field Hire" hal' been a Icader for 
)'('.1rs but Dad's Old Fashioned Root IkCf 
has been coming along ~tron:::er year by 
year. This groll,th o( Dad's i~ based 
almO~1 100 rer CCllt upon a pounding 
Jingle, Ii ~pcm 5500,000 for advertisin~ 
in 1946 nnd about Si50,000 in 194i, It 's 
('\,('n inl'aded New York and is gmll'ing 
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each month. Dad's growth has been so 
great that competition is stressing Doc's 
Old Fashioned Root Beer to catch some 
of the Dad's business. Spot gets nearly 
all of Dad 's Old Fashioned Root Beer 
advertising dollar and while the product 
is yet to achieve distribution in every 
state it has a tochold in many of them, 
Bottlers featuring Dad's arc usually out' 
side the metropolitan areas and unable to 

obtain a major soft drink franchise. 
Root beers for many years were leading 

drinks in the South. Cola advertising 
plus the use of root bcrr to hide the taste 
of castor oi l did things to root b£'Cr busi
nt'ss and pemlitted other soft drinks to 
take over. Another reason for the slower 
growth of root beers is that the leader in 
the field, Hires, started bottling the 
product only in 1936. 

In New England , some Mountain 
states, and in Milwaukee, root beer out
sells colas, Even in aJ'('as like Bimling
ham, Alabama- where Hires established 
a plant in 193&-Hires root beer is proving 
a formidable competitor for colas. Hires' 
sales arc only 25 per cen t less than Dr. 
Pepper's or Royal Crown Cola 's. Hires 
tried radio for five months in 1927. It 
retumed to the air in January 1944 and 
has been on the air ever since, Although 
it started wi th a half-hour program it now 
finds that a IS-minute network show on 
CBS hits a good portion of its pros~ctive 
drinkers. Currrnt air spending is at the 
annual rate of $550,000 for time and 
$200,000 for talent. It s advertising bud
get for 1948 willlx' over $ 1.000,000 and a 
goodly part of it will continue to be spent 
in broadcasting, Hires is the only soft 
drink that also sells a concentrate to the 
public and thousands of homes make 
their 0 .... '11. 

Hires in its horne town (Philadelphia) 
also has a line of water coolers, a drinking 
water (Purock), and a club soda. These 
profit from the broadcast which sells the 
firm name but are not actually mentioned. 

Next in appeal to the colas, up drinks, 
and root beers, are the orange drinks. 
The leaders in this field also find that 
brG.1.dcasting sells their trade names and 
their appeals. Orange Crush , a midwest 
fiml, uses live and recorded spots on 
several hundred stations. The spots arc 
placed cooperatively with local Orange 
Crush bottlers and stress the " take home" 
appeal. The 1,Itter is what has t aken the 
seasonal curse otT soft drinks and although 
it was C1nada Dry that first plugged the 
all-year-round slant practically all of the 
drinks now keep their schedul<,s running 
continuously. 

Despite the tremendous si~e of the 
na tional soft drink field , the trade still 
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feels that bi ll local companies do a com-
bined busit1('ss that is almost as large as 
that of the combined nl1 t ional p..1rcnt 
comp.1nies. Many local org:miz[l[iom 
have mad<, broadcasting: history. I lotT· 
man Beverages, before the firlll lx'Came 
part of the Pabst Blue Ribhon 13cer 
empire, was the first adveni~r to prove 
that I I p.m. ncWSC:lst S were top buys, 
HotTman was just a Newark, New J ersey. 
bottling comp.m y before it started using 
WOR, New York, to tell of its wart's, 
Although it competed with long-estab_ 
lished New York lines of soft drinks, in 
lIlany sect ions of metropolitan New York 
it stepped into first place for a while. 
Now the II p.m. news spot is an estab
lished feature and one that's no longer 
considered marginal time for results al· 
though the ra tes are still marginal on 
most station rate cards. 

Proof of what happens when a drink 
docs not keep up with the times is seen in 
two of the soft drink field's one-time 
great s, Moxie and Clicquot Club. the first 
a pick-up drink and the second a class 
ginger ale, Moxie's wooden horse ll1ountt>d 
on an automobile chassis was beloved of , 
dlildren throughout the East and the I 
bro..1dcast ing of Clicquot Club's Eskimos 

-

011'<0' .. CMcOio 
Ne .. Vor •• oouoo' 

S~ . lou ,.' to. Ani"" 
So n ' ,.nto .... 

JOHN 
BLAIR 
f,. COMPANY 

his banjo were almost as well known as ~ __ .... - -
( 192i- 1936) headed by Harry Resar and I ~~nlu",,"~ U.O 'N ~ "0'0 u"'o,,!,.-

Pepsi's nickel jingle. The sound of the -----'-----------_ 
huskies, the bells on the sleigh. and gm· 
eral fcclingofEskimos, made Clicquot the 
best-recognized trade name in soft drinks. 
Both Moxie and Clicquot Club have ~r

mitted the advertising parade to pass 
them by, 

The soft drink market has exp.1nded 
beyond evt:ll the fondest hopes of the 
syrup makers and bottlers of 20 rears ago, 
The retail s,1lcs ofthe product in 1947 ex
ceeded $1,000,000,000, There were 1,125,-
000 retail outlets for soft drinks and 1'i.6S5 
bottlers were serving America as tltis 
:ssue of SPO:-lSOR went to press. No new 
soft drink has been successfull y intro
duced to any market without the a id of1 
spot radio, Little new carne (orth from 
the ad\'ertising brains of the induslry dur
ing 1947 but there's plenty brewing for 
1948. 

The youth market is the key to which 
firms ..... iIl forge to the front- and broad
casting will put the key in place, Pepsi 
has a number of ideas up its slccve and 
Coca-Cola has the moner to spend. The 
more Pepsi, Royal Crown , and Coca-Cola 
spend the mOre other finns will profit . 

A big point rernains~ can a non-cola 
drink join the leaders? Seven Up and or. \ 
Pepper think they can. Hires isn' t 
talking. 

9) 
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Mister Television 
B:lck in thuse carly war days \\.ht'n the 

,ubJcct of television was good for a pro 
ami (Oil ar)l:uml.'nt, llnd .. tat ions lI,'crc with~ 
drawing IhclT TV liccnSl..'S. a mall in St. 
Louis IO.ns qUlt'tly talkinll the Boord of 
D.rcclOrs uf the l'us l.DisPdtch into paning 
with upv.:uds of $1,000,000 for a com
pleldy cquirpcd tdcvi~ion plant. 

C.ror)!c Burbach, ~l'ncral manager of 
KSD. thar man . was pt'rsuasive. So 
much so that the Posl·Disp!.ltc:lr, to 
CC'nH:1H li S te ll·vision order 1',;lb the 
broadcn~t equipment di vision of RCA. 
made n down payment of 10 peT cent 
[(Jw(lrd the first-poslwar-cquipped Icle-

v'~lon ~ t all'Ml 111 thl' Unul'l..l SlalC~. 

KS[).TV .... ·en l on Ihc ,ur III 1<)47 SI. 
Louis is fast gro .... in~ T V ("(JIl'>Cillus 

Gl.."Orge Burbach UIl .... l'),tl..'f1d~ hl\ Ln ' 

JlUI..'Il(t"o\"l..'ra bruadl·r~enl'. Hi,cnthusi· 
asm and J,'I..,lUlilC t .... :hd for the newc~t 
medium, tWi ..... lllingnl~ to Impart .... hat 
IlC knn .... s t" nthcrs, art' aUTaHinl! viSllms 
fmm Nt·"" York to Sca ult', On the day 
that SI'(hSOK '\ r('prl'..cnl:uivl' shu ..... ed up 
two vi~itor~ from Lntll~\'iJll-, WAVE's 
GL'orgl' NortfMl ,l11d Nate Lord, wen' a l5() 
0lJ hand. A day ur so earlu:r a Toronto 
publishl'r had no .... " do ..... " tu see the KSD 
TV picture. Fifteen or more eag('r 
So.."'t"kI:TS of tekvisi!ll1 knu ..... ledge flock JnIO 
Gcor",'c Burb.1ch '!; o(flCes al th(' {'OS I· 

DisP.i1cll every .... ·lock, a"d come a ..... ay 
with a tx'lter unders tanding a nd apprecia. 
tion of tdl.'vb iull, Tell' \'isioo nl'Cds 
nllSSlOnanes. GCOfj!C Burb.1ch is doing 
plenty to f ill this need in the midwesrs, 

Editorializin g on th e Air 

As many broadcasters art.' against the 
idea of edilOnalizing on the air b)' owners 
o f broadcast s tations as are for It. Spon# 
SOTS would rather thc industry continue 
on a status quo b.1sis; dll.'y fed that 
nothing but harm can come (rum \'oicing 
opinion on the air that im't plainly 
labeled as such-and they ask "l luw is it 
going to be possible to label an ed itorial 
broadcast as opinion a ll the way through 
the ail ing?" Th('), poin t to the Orson 
Welles A'<lll from M(lrs prugram ..... hich 
was clearly labeled "fiction" Ilnd yet 

A lanse 

TOPS IN MEDIA RESEARCH 

~ t ,lnl'd a Tlot Ihal killed s llllUlatl'd news. 
casting as pan of radio drama. 

SponslJrs do not belittle NAB's Juslin 
\tiller's fighl for rn'edom ofspcech tin the 
air, It I ~n't the till'ory Ihl')· are wurrying 
about, Irs the pr ... cticc. They point to 
the beautiful job that Edward Murrow i ~ 
doing 1.>11 his Campbell Soup newscasts, 
editoria lizing but plainly labeling what he 
ha~ 10 say as "one reporter'S opiniun," 
HI.' has lx,'n furthright on many COntro
\'ers ial subjects. Howcver, he always 
makes it c1car ..... hl.'n he starb cchtoriallZ
ing that [hat's JUSt whal hc 's doinJ:, 

Bc."Sidl's, as Ilne sponsor puts it, how 
many n('wslllcn of Murrow's S[i!lur(' are 
therc available (iIT r.1dio's t>dilorializing? 

On local issues, IllOSI sponsors art' 
:Ign't'd that much good can be done 
through ('ditorializing, as WCAU has done 
on the Philadelphia waler situatiun. 
Campaigning fur civic virtue can do a 
grea t deal of good, unti l the "outs" s tart 
attacking thc "ins" and broadcaste~ take 
sides, 

Frl't'dolll of speech is nothing that this 
plIblication wants to deride, It want s 11 
for itself and for bro.1dellSting. It recog
nizes, howe\'er, Ihat it's a t ..... o-cdged 
s ..... o rd. Advertisers in printcd media arc 
pcnnined to sa)' what thc}' think on any 
subject that docsn'[ offend good taste. 
TIK'Y f('C1. a great man)' o f [hem, that if 
freedom to editoriali:e is extended to sta· 
tions it shou ld likewiS(' be extended to 

Ih('m un thc air. 

And most of [hem ..... ould rather [hal 
the first stcp bI: not made , 

Although all r.1dl\l rl':>Carch is dune fur profit , of o l1e kind or 
<lnuther, it "s the best mooia r(."SCarch evcr conct'ivcd o r carried 
0111 \\'hik other forms of advertising are content with circu
lation figures, r:uhcr than r('ader~hip , broadcastinJ: insists fin 
definitc (,lets on not only who is listcning but who is lis tening 
ICJ .... hat and .... hat the lis ll'n('r actually recalls o( th(' ad\'cr· 
t ising cOlllent of the program. 

tick-and 1ll0St of ii , it ~pl.'nds itself ..... ithuut contributions 
from ad\'cn iS('rs or agencies, 

If ('\'er there .... ·er(' an ideal representation of th(' Am .. rican 
way of life, it's in the research s ide of broadcasting. TIlt're 
isn' t a chance of its becoming stall.', the com petition is tO(l 
fast and fur ious and survj\'al is only for the neet of menial foot 

It 's the vcr)' battle b(' t .... T('11 Hoopcr's Ielcphon(' and diary 
sun'e)' methods and N lels('u's audimeter thoU kcq>S both of 
them on their tocs and most of radio buyin::: th{'iT 5Crvices, 

H<Xlper asks, "What is ad\'ertiSl-d?" Nicisc.' 11 sends re· 
<,("arehcrs into each home he checks for a pantry survcy to 
di;.cfl\'cr Jus t .... hat th(' buying impact of the bro.1dcast pro
j.!rams is. Gallup is planning a "allltroll('d town" ill .... hich 
progr:lm .. mily be t e~ t ('d in ('\lcry dctail. Diary reports 
(Audil'ncc Survc)'~, Honrcr, ", "d a host of others) Rive ... udi. 
enCl' listenil!R paUerm. Schwerin and L..a:ars(eld·Slanlon'S 
Ana ly;:er givc imimall' detai ls of listeners' likes alld dislikes· 

Radio spends millions to discover .... ·hat makes broadcasting 

9' 

' ~-"'-r ........... .J\, ~_._, 

We don't think ..... c·rc prejudiced in feding Ihat broadcasting 
itself dl'Ser\'es a deep bow fo r its researching. It even pa)'s for 
figures that cu t it 10 the quick. Ask any station manager ..... ho 
under ..... rites a Hooper City Rqxlft ..... hat happens ..... hen he 
rUlls third or fourth in his ar('a. And y(' t he, ill mnst cascs, 
~'OCS right on subscribing and making the facts available, 

Thill 'S radio, 

SPONSOR 

. , ..... ..., .. 
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The tota l im p aCt of The 
Nation's Stat ion within the 
\'\1 L WI Merchandise-Able Area 
- t he exact o"cr-all perform
ance o f \X'L\V and leading COIll

peting s tation s -i s n ow 
available through a special re
port of the Nielsen Radio In
dex, based o n fo ur measured 
weeks of listening in February 
and March. 1947. 

As an anual or potential use r o f 
radio advertising, you shou ld be 
" itall), interested in th ese ncw 
co\'erage and circulation data. 
They provide an accurate pic. 
ture of \XlL\'V" s (Otal co\'erage 
in terms of homes reached ... 
intensit), o f coverage in terms of 
minutes listened ... share of 
total listening within the a rea 
... the (olllparat i, 'c perform-

3114 Million bdle Hemes 

~ 
o 

o , 

ance of \V'L\XI and It S leading 
compcCltors. 

For example: during the four 
rcpon wceks, W'L\XI rcachcd 
81.2?',. o f all rad io homcs in the 
arca betwecn 6 AM and mid
n ight, as compared to 29.3~~ 

averagcd by the next 15 leading 
s ta t ions. An d among thcsc 
homes reached by \XI L \XI, the 
number of mi nu tes of list cning 
during thc avcrage week was 
550 for Thc Nation's Station, as 
compared to 233 minutes of lis-

BROADC .\ SU 

tening per wcck a\'c ragcd by the 
next 15 stations. 

E"en more remarkable, we be
li c\'c, is thc fact th at \XlL\XI rc
ce i"cd one fifth-19.3 ?~ -of a ll 
lis tening ( 0 all 175 sta ti ons 
heard within the area . 

WLW' Sales Offices in Cincin
nati, New York or Chicago will 
bc glad (Q show )"ou [his new 
NRI report. On the West Coast, 
comaCt the Keenan & Eickclbcrg 
officc in Los Angeles o r San 
Francisco. 

I , • , 
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Looking for an unusual 
Morning Program 

in the 

?It<vt~? 

Look at .. . listen to .. . Koffee Korne r 

. .. a working program over \'VJ W' 

8:05 to 8:25 AM across the board . .. or 

talk to yo ur nea rest representative 

of the Headl ey-Reed Company. 

• Urisk. bri",ht nlUl>ic , 

~()unJ l,ffcns (or muod 
and cuntra Sf ••• tha "l> wh :lI 
,hl' ln nJ Ifi"s for ,InJ /-:l' [S! 

e Jan l' SI C"cn', cheery 
l' omllH,'nl ;md li~hl lOuch 
wilh \H';uhl-r rcpdtl S and 
lime l>iJ,:nal; hi ghpuint 
KnITl'l" K OOH-f. 

• I" Ihl'Jopula r whodunit tradi t ion ... pro
ducer an announcer d o a Jail~ comed y sIrip 
ca ll ed Trick Dacey . 

BASIC 

ABC Network CL EVELAND 850 KC 

5000 Watts 
REPR ESENTED NATIONAl lY BY HEADLEY -R EED COMPANY 
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