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TOBACCO RADI O 
ADVERTISERS 
DO MOST 
BUSINESS 

ZIV'S 
1. 000.000 
FEET OF 
STOCK FILM 

D-F- S 
FIRST IN 
NETWORK 
BILLI NG 

REICHHOLD'S 
MUSICAL 
BARGAIN? 

SOMETHING 
NEW IN 
CLEVELAND 

----.--------------- ' 
.5_p_ONSOR 
R E POR T5 • . , • SPONSOR • 

FEBRUARY 1948 

Tobacco's bi g users of broadcast ad ve r tlslng dl d prac tically a ll of 
cigarette business in 1946 . Under 1 per cen t of a ll cigare tte sales 
were made by non-radio advertisers. Camels made greatest advance 
during year, doing 28.1 ~ of all cigarette business. Lucky Stri ke 
is still first with 31. 6 0/.0 of the business , Chesterfield has bought 
Giants baseball games for TV over NBC network . Tobacco indus t ry 
predictions are that Camels will pass Lucky Strike in two years and 
regain first slot which t hey held pre-war . 

-SR-

Frederic W. Ziv's TV film subsidiary has over 1 , 000.000 feet of 
stock shots ideal for bridges during live air shows and as backing 
for commercials. Ziv bought General Film's library and is estab
lishing film production unit to make TV fi l m just as he makes tran
scriptions for radio stations, 

-SR-

Importance of daytime programing is indicated in year-end reports 
which show Dancer-Fitzgerald-Sample first among agencies placing 
network business. D-F-S placed twice as much business with networks 
as second place r , J. Wal t er Thompson. Former's billing was 521.-
155 ,292. latter's $10,707,632. Foote. Cone & Belding, Benton & 
Bowles . Compton, and Young & Rubicam placed around 58,000 , 000 each 
BBD&O was in $6.000,000 class, Biow , Kenyon & Eckhardt. and Ward 
Wheelock in 55,000,000 class. Spot placement figures when com
puted wi ll radically change rank order of agencies. Also figures 
i nclude only gross time costs and would be fUrther changed if pro
gram costs (often bigger than time) were added. 

-SR-

Henry Reichhold's amazing deal with Detroit AFM was revealed whe n 
union changed mind. Reichhold was permitted to sponsor broadcas t s 
of De troit Symphony Orchestra over ABC at sustaining rates and to 
record hour- long program for home records while it was on air . 
Petrillo's disk prohibition killed recording part of deal which in 
Reichhold's mind justified broadcasting series . Series is now 
off air . 

- SR-

Fight for Cleveland's listening audience will shortly be intensi
fied, WTAM , which for years has lacked "local personality , " will 
undergo complete revamping under John McCormick, ex- manager of I'i'KRC , 
Cincinnati, and more recent l y NBC account executive in Chicago. 
Other Cleveland stations have been very conscious of need for iden
tifying themselves with local problems. It now becomes five- way 
battle (even little daytime WJMO is doing a job in its own way) . 
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SPONSOR R E PQR T5. • • SPONSOR 
ANNOUNCEMENTS' 
ONE-MINUTE 
MININ.UM CHARGE 

Quotation of one- minute charge for all announcements. station 
breaks, etc., on ABC owned and managed stations, regardless of what 
part of a minute is used, is indicative of general trend in direc
tion of such minimum charge . 

-SR-

RADIO ADS Of firms involved in the 81 anti - trust cases pending in U. S. De-
NO FACTOR IN partment of Justice only 17 use broadcast time, two have fo rmerly 
ANTI-7RUST CASES done so. Although material printed in magazine and newspaper adver-

MeA REPRESENTS 
FILM PROCUCERS 
RE TV 

LITTLE 
PROFIT IN 
1947 E.T. 
PRODUCTI ON 

A.M. STATIONS 
EXPECTED TO 
PASS 2.000 BY 
MARCH 

GOEBEL 
BUDGE.T 

$1,000,000 

AUTO RADIOS 
HIT NEW HIGH 
IN 1947 

LOCAL COMMERCIAL 
BUSINESS PASSES 
NETWORK BILLING 

, 

tising is part of government's case, no current broadcast continuity 
has been requisitioned nor is there expectation that any will be. 

- SR-

Music Corporation of America is signing up small independent film 
producers to represent them in selling TV rights to stations, 
agencies, sponsors. MCA charges regular artists' rep fee, 10 per 
cent, for this service. 

- SR-

Transcription firms were generally in red at end of 1947 due to 
tremendous sums poured into making masters to keep musical programs 
running for two years despite record ban. Onl y firms that were 
actually sal es representatives rather than producers made money. 

-SR-

Regular broadcast stations authorized by March 1 will exceed 2,000 
according to Washington advices. FM station authorizations may hit 
1,200 and if log jam is broken TV stations authorized will pass 100 
mark. These figures do not include educational , international , or 
experimental stations. 

-SR-

Goebel Brewing Company will, for first time in history, spend over 
$1.000,000 for advertising in '48. Beer will make serious bid for 
national business. Network set up especially for Detroit Tiger 
baseball broadcasts by Goebel will be expanded. Detroit Lions and 
Chicago Rockets football games wil l be broadcast and televised this 
year also. Over 5~ of Goebel budget goes into broadcasting. 

-SR-

Eighty- four per cent of all automobiles produced in 1948 will be 
radio-equipped. Auto radio production in '47 hit new high of 
2,860,000 units, 265,000 increase over previous high hit in '41. 
Figures compiled by frank W. Mansfield, sales research head of 
Sylvania Electric, which supplies about 16~ of all car radios 
through subsidiary, Colonial Radio. 

- SR-

Local commercial broadcasting passed network time billings in 1947 , 
for first time in broadcast history. Although final figures aren't 
in ye t . NAB's projectable sample reveals that local business was 
$136 , 000,000 and national network bil l ing $125,796.000. 
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wa'ch~~ Your Produc, Makes 

O KL A H OM A CITY CONTINU I NG 

CONSUMER PANEL 
Rcpom lss.ucd qlJ~rltrl)' on d~l-co-d 'r pUJChl.eS of 400 

rcprescnuli,'C' (.milie.; in '\lcuo('Qliun Okbhom. eil)' co'c.in,!.: 

.(0 d.ffe. cnc (ood "lid d, u/! cI ... i/iulions. Regular r"p(m~ for 
uch cr •• Sitln.UOrl {o,""r: 

1. Brond. '~t<"o.ed 
2, Numwr of Fom";e. B~Y ''' 9 

3. NUMber of Un". Pu«h,"ed 

... Weig ht Or S;.e of Un;" 
S. OoUo. Volume 
6 , Ploce of P~«ho.e 

In addit ion, 5~(;at an.t}'~, makinl' use o f the romrl~lc 
biogupbicat material and 1'",,10.5(' (<<Old, ire poss,bte, Full 
delails On rcquc)I, 

-where i,' s been! -where i,' s going! 

bwy lime a food or drug ium. ;, pu.chJscd in Okbhonu Ci,y. 

.. hdcle.:!in'·' p,do:; up .he (.ail lnd sh"Jo\\s jl cun""m[r. 

The ·100 hmilics compo.ing Ih\: Okbh""u Cif) Cominuing 

ConsunIe, PJnel;lre the ··d<"Ct:liH'~.'· The)' we'" .h"",,, "ilh ,ueh 

.cprCSCnIJti\"cm:.s .ha[ rhc}' ""IUlU)' form .. p,:rh'll minilw.c of 

O klahom. City'S quartcI'l11ilJioll'I'.:hnn U1Ctw[,ohun He ... 

Thu', \\hy [o<by in Oklahnm. ClI}' (ood "oJ d,u/.: aJ'Wli.er, 

knnw u<l.lrJy "ho ;5 purdu,inS whar. "hal' rh,,~ huy ir , how o(rl'n 

rhcy buy, how mu~h rlwy buy ~nd" h~r rhey PJy (m iI, I'u rchermorc, 

Iht)· l~n, if tlwy "j,h. ~cc\lrc ~lmO~1 an)' kind of 'Jx..:iJI in(nrm~ljOfl 

conn'rnin;!: a product', hch~"ior (rom rh(' mOnll'm o( l'urch<l.S<' . 

'Illis kind of information j, a\<I.;lahl(· 1<) )11'11 now on a cominu· 

ing h~,i5, !;,md (od~y for rll(' Quarl('riy Herorl of Ihc Okl~homa Cily 

Comum,'r Pand co\'('ring rour proJuH d<t"ifirJrinn, rog<'rher with 

partkulus concern in;!: thc "nhh of ~l"edaJ protlU<1 IOformalion 

ohtainahle from t1wJ<I.),b) ... by famil) purch<l.S<' r, .. nrtl" 

THE OKLAIIOMA PUBLlSIIIr-;G CO.: TIIC farmer-Slockman-W' KY. Okl<thoma Cil),-K\'OH. Colorado Spring> 
KlZ. Dcn"cr and ''':/ EEK, Pcoria. Affiliated in M<l.n<l.gemcm - HEPH ESEl\'TED BY TilE KA17. AGE;\,CY, I"'C. 
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SPONSOR REPORTS 

40 WEST 52ND 

NEW AND RENEW 

P.s. 
BROADCAST MERCHANDISING 

MR. SPONSOR, JAMES H. CARMINE 

PRESS AGENTS EXTRAORDINARY 

WASH ON THE AIR 

SPOT LISTENING CHECK 

TV AND FILM 

PUBLISHERS ONi.TH ErAIR 

FARMiEXPLOITATION 

DAYTIME TV 

MR . SPONSOR ASKS 

SPOT TRENDS 

irS FM PROMOTION & PROGRAMS 

CONTESTS A ND OFFERS 

• 
• 

14 

•• 
" 
" 
" •• 
30 

34 

3. 

" 44 

48 

" 
" SA TURA TlON THRO UG H RADIO S4 

YOUR PROBLEM: NON·LlSTENING 

SIGNED AND UNSIGNED 

TV·FM·FAX 

4·NETWORK COMPARAGRAPH 

SPONSOR SPEAKS 

A PPLAUSE 

s. 

" 78 

" .4 
.4 

\1>n:1( rll'TL III:: It t~f , ..... ;..,.j It .. tJ",~oI t'O",_,oi.~ ,hi. 
" .. "~I ),,1'0 0..", .... n,d, look I,k~ .... h. 0.....,.,11.0 thll O.rdol 

.rotkl. 

ANOTHER SPOT SUGGESTION 
J ohn Blair and I read wi t h great inter

est and complete agreement your editorial 
ent itlct.l "SPOI Nel'ds a Name" in [he 
December issue. 

Ho\\'C\'er, in your feature "Spot 
T rends" you say, "B"sed on the numocr 
of spots (programs and announcements) 
placed ... etc." Why don't you just 
eliminate [he word "spots" in that COil

nection and 5o'y, "Based on the number of 
programs and llnnouncements ... " 

As you point out in your ed Itorial, spot 
bro..dcast lng means much more than an
nOllnceOlenlS alone. The whole purpose 
of getting a new nnnlC' for spot Is to o\'er
eonk' misu nderstanding on t he part of 
sponsors and .[gency IX'ople alike, who 
confuS(' spot announcements and spot 
broadcast ing and make them mean one 
and the same thing. Shou ldn't we adopt 
a policy of referring to flt1ll0Unccmellt s as 
announcements and not spots, to help 
lessen the confusion factor? 

WELLS H. B AMETI', JR. 
Sales dcl'riopmC1l t manager 
-'aim B/ll ir {o? GJ., Ch icago 

COMPARAGRAPH IN fO RMA nON 
F Ii"' D 51'O:';SOR CO.\!l'ARACRAI'II MOST 

HEU'F Ul.. [S [T POSSIBLE TO GET 

ADDITIONAL COI'Y 

lESORE LItTLE 

....-000, GRAI''O RA P[DS 

e .. """ .r""'·~"'''''~·I.r09'''no Co"".,,,,q,,'ph .6 in 
""h .... "'. f:,/,~ rot"" "" "''''~Jbt,. 

READER SERVICE 
IS THERE ANY WAY TO SECURE COI'Y Of" 

SI'QT E FFECTIVENESS STUDY RE FEKE1'>'CE 

PACe: O~E I'ARAC::RM'H TWO J USE SPONSOR 

STOP OR ASY AVTIlORlTAT1VE ARTICLE 

E FFECTI VESESS SPOTS, 

STATim.; BREAKS STOI' 

WQU L. D BE AI' I'R ECIATEO 

11,0.1. Wll.LIA~I S 

FLASIIES, A1'>'D 

YOUR ADV[C E 

OO~I [1'>'lOi'" BROAOCASTI SC CO. 

TORD:>OTO 
f:d'rn,d 1'",( i • .,,,ding hi. fi,., .,><>1 .',uI~ /It II,. 
11 11I~,m. ,,/ _\ 1'/1.\ .'fl/f". '~q',,"'\' 

RESEARCH INFORMATION ? 
We wou ld nppceciatc vcry much your 
~ding us two additional copies of [ he 
October issue of SI'OSSOR. 

W e are mnking t his request because of 
our in terest in your article on the Luars
feld Stanton method of measuring audi
ence react ion to radio shows. 

DARRELL M . B R[SBI N 

Rt.'seorch Dcpartlll£'ll l 

Fil~gerald Adl'l'f lising ,\grucy 
New Or/('lltiS 

(Please lurn 10 page 6) 

-, 

ACTION , ., 

WlTH 
, " 

WWS,W! 
W,l{ch Gallashcr! The crowd 

chttrs, and sure nuff, jt'S anOt her 

(ieldgoa l for the D uqu{'Sne Dukcs~ 

... R i~ht in ther/following the ball 

for Pittsburgh list twrs is W W SW , 
the st:ltim\ that leads in spons! 

USt fall , Ilsreners jam 

bring them the Steeler Games~ 

fans cheer Pimburgh's I:a~jntg col· 

k-gi:ue basketball [epm; rl! D u· 

quesne Dukt-s. over W\';'lS\'1! And 

1I1 spring, l~k for a. record br("3.k ing 

Jud ience when \V\VS\X' steps OUt , 
with the Pirates for anorht"r b.lSeball 

\ot';\son! , . 

Yes! , .. it's att ion with \\1\'\'S\'\' 

III professional, collegiate and schoo 

bstic spans- And Jfrer 14 rears of 

br'oadc~tini; sports tQ a "capacitr" 

audience, wwsw is STitL the un· 

contested leader! ... Thal's why. 

th rough the seasons, \'V\,\'S W is a 

"liSfenmg must" .with Pittsburgh 

sport fans! T~le RESULTS . the big· 

ger our audience . . . the b igger yoor 

5,lles. So come on, be "spon§Or WIse", 

Join the n:ttional" and 1001 ad\·er· 

lisen, who, ye-ar in , ye.lr our, hitch 

their Slk-S w.lson to [he station [hat 

b.lgS ,\IORE LISTENERS PER 

DOLLAR IN PITfSBURG H 

WWS\\'! 

wwsw 
Pittshu r nh '", 

Lt' ildil1!1 Indl'IH'ndl'1l1 ! 
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~ne station 
KCMO h m i llivolt contour map 

50,000 Watts Non-D irectiona l - Dayt i me 
superimposed over actual mail count map· 

One set of call letters *387 COUNTIES - 174 more than the 213 in 
the KCMO % milliyolt area- thaI's KCMO's moil 
response for the first .4 months at 50,000 watts. 
This includes 100 counties in Missouri, 79 in 
Kansas, 51 in Nebraska, 70 in Iowa , 21 in 
Oklahoma, 33 in Arkamos, 33 in Ill inois. And 
mail come in from 20 other sta tes! We'll gladly 
send details of th is mail response. Write or call. 

One spot on the dial 

One rate card 
50,000 Wa tll Day . .. 

10,000 Wath Night - on 8 10 kc 

National Representative: 
John E. Pearson Co. 

Kansas Cjty. Mo. - Dosic ABC for Mid·America 
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MUSIC IS NO PASSING FANCY ;\ love of fine music is no passing fancy. 

It is intense, de\'Olll , ever-growing ... makes the music lover a spc.:cial 

kiud of radio listener ... a listener de\'otc"d to the programs or WQXR-WQXQ. 
;\ Iore than half a million music loving families ill and around New York 

listen habitually to WQXR-WQXQ ... to the extent that 110 ot her 

)tation cnll reach them ns effectively. Leading ath-ertisers are concelltratillg 

morc amllllore on thIS hllge audience ... sell ing their products through the 

lIltl're)t created by good music. For greater sa les 

III tht' world's greatest market, use wQxn-wQxQ 
... the stations distinb'l.lished for good WOXR 
musit, and the news bu lletins of 

ThC' New York Times. 
... ond FM Slalion WQXQ 

Rodin S'lI1ionl of TM N6W Yurl Timu 

• 

(Ccm lintu'd froll1 pagt 4) 

APPLAUDS INDUSTRY STUDIES 
You don't have to sell me SPONSOR. 

havc been thoroughly sold since sccing the 
first issuc. As far as helping salesmen and 
agenc), ml'll, Sro:-OSOR not onl)' puts all 
other Hade maga:ines in the shade-they 
are not e\'cn in the running as far as I am 
concemed! I particularly like your in
dustry:malysis. We, incidentally, do not 
havc on hand all copies of SroS50R since 
its first issuc and are ver)' anxious to bring 
our library up to date. Is it at all con
ceivahle or possible that we could buy all 
issues published not shov.n on the at· 

I tllched list which indicates what we now 
hllve? 

V\,",Ce."':T A. FRANCIS 

Aa:01>lnt tXtClltil't 
A BC. San FrancisaJ 

We really-enjoy the concise repons:md 
the man)' innovations you h.'l\·c brought 
to us gu)'s in the industry. 

J. SLATTER 

Presicknt 
Radio Rtprtsnlwtil'ts LId., TOI"OI1w 

FAMILY RADIO EXPENDITURES 
On the vcry first page of you r J anuary 

issuc, I noticed an item quoting Dr. O. 
H. Caldwell on the amounts spent in the 
United States for radio in 1947. You 
might be interested in a brcllkdown of 
somc of these figures, I/o'hich 1 had an 
occasion to usc rIKentiy in ordcr to bring 
up to date some statistics which I have 
found useful fo r many years. 

1 wllnted to know I/o'hat the typical 
American radio-owning family spent in 
1947 for its radio listening. This meant 
climinating advcrtisers' expenditures and 
the amounts alkx'ated fOr television. 
Adding Dr. Cald\lo'ell 's figures of $SOO,

I 000,000 for ne\lo' radios sold to the public, 
$75,000,000 spent for selVicing, S 190,000,-
000 for tubes. parts, and supplies, and 
S120,OOO,OOO for electric current, I came 
up with a total of $1,285,000,000. Di
viding this br 35,900,000 radio fam
ilies produced a figure of $35.79 per 
radio famil),. 

Coing a lillIe further, if \IoC divide by 
the total of all U. S. families (which .... ·as 
38.575,000 as of Januarr I, 1947), includ_ 
ing non-radio homes. wc ~et a figure of 
$33.31 per family. This $33.3 1 rcpresents 
the llwrage American fll l1l il)"s "sub
scription price" for radio lis tcning. The 

( P/tclse h.m fO page 12) 

SPONSOR 

• I __ -,-, _ 



LEVER BROTHERS COMPANY 
'0 "'''OIO.IM OIO.IV! 

',,""'IIIIID(;( 30 "',,"SS""'"UHTTS 

Mr . Ri chard Whaeler 
Radio Stetion 1O!l.y 
S1lIIODS Building 
Spokane, Washington 

Dur Mr. Wheeler: 

SpOKalle, t.',,3binRton 
Octobar 27, 19.7 

Just II nota to tell you how ~uch we of Levar 
Bro thers Company ep)'lreCiata tha Swan SOIlP Pll r ada of 
Produc t s Weak you put on tor us over YOUT station 
and to t ry to ahow you the results ot your attort . 

Floor a nd wi ndow displays were built in 33 
Spokane I';l"ocery storas . In eddition 215 SWan Soap 
Week carda and 193 S_n Soap Week bllMers t'ere dh~ 
plaYad pr ot:linently, callin! attention to the Parada 
ot Pr oducU Week . 

Atter check i ng our records , ve tound that in tha 
eree cOYer ad by YOUT broadcasts our business on Swan 
Soep i J:lproYad cons i del'ably . As nul' a" cen be ascer~ 
talned .pprozl~ately 15,000 bars ot SWan Soep rere 
moved in Spokene dUTine tha treek ot the broadc.st . 

Although thh 111 not the tirst La'l'er Brother s 
Coapeny appcar ance on the Parade ot Pr oducts ''''aak , 
it is I:1J' t l r s t , end I wish to thank you ageln tor 
your aplendi d work lind cooperation. Shoul d you care 
to r epeet i t a t aolta tutUTe data, I II.l'I qu i te surlll Will 
cen &l '1'e you our whola~heartad cooper ation. 

. ..... ,.. _. ,_" "AIlUTlI'S 

Your,;: Yery afl\~.J1Y , , _ 

/P'h<l4":~ 
LaYer Brot her s COr:IPany 
Spokane Sel as Reprasantat i 'l'a 

'1tIFIC UITMW EST UOlD CISTE RS 

fEBRUARY 1948 

-, , 

. , 

After checking 
our records. we 
found that_in 
the area covered 
by your broad
casts our busi
ness on Swan, 
Soap improved 
consjri.erably. 

* 
A typicIII "lImpl. of II •• 
•• •• 1.. 10IC." t~1I1 .. o,~. 10. 
y.,.. ., NO OOAA COST. 

... , ''-'l. , ' 
'.f:; '. 

_ MERCHANDISABLE AREA 

c::::J BONUS LISTENING AREA 

SERVING 2ln MILLION PEOPLE 

7 
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T HE vast potential of the Southwest is inspiring more and more 
expansion in this area by some of America 's largest manufacturers. In 
Tulsa, alone, $125,000,000.00 is already allocated for industrial develop
ment by new, outside money during 1948. This is an indication that 
successful indusuia lists believe in Oklahoma 's future and that they are 
betting on Tulsa as the best Spot in this great state. And no wonder! 
Northeastern Oklahoma, where 64 percent of Oklahoma's indusrrial capacity 
is located, is the center of the state's electrical power development, oil and 
gas supplies, coal production, water resources, lead and zinc and an ample 
supply of native white manpower. 

As industry expands markets expand. This means Northeastern Okla
homa is the place to put advertising dollars to work most profitably. 

KVOO, alone, serves all of this most important Oklahoma area plus 
t'qually important areas of adjacent states. Set YOllr schedule for 1948 now 
and sell this great market in the heart of Babson's Magic Cir.cle over 
Oklahoma's Greatest Station. 

NBC AFFILIATE 

Edward Petry & C o ., I nc ., Nat i o nal R e p r e se ntat i Yes 

SPONSOR 

• I r--."' r ===----'-_--' __ .. 



SPONSOR PRODUCT 

Am~rl~~n Chid,. Co Gun. 

new and renew 

AGENCY STATIONS 

lbdllcr &. IIrown;"1! & 25·300 

CAMPAIGN, ,t,afl, dUI.tion 

E.I. hr.-"ks: .·~h·:'olar ("ddln~ to c,,,rent (";Imp;<]c,n t ); 
U·52 .. 1<>;· 

An .. ' ric"" lIon'~ !'wducis Co Chef l!.oy_M.Il,_,_ IL .... "I 
You"l1. Ruhk-~,,' " Lt . 61><>11. 1>«'''kt : I'e b 2; 10 "lui. 

A,J,.nlk Hcllnlnll Go 
IIc ndb lio n'" Al'plla .. "". 

lJI!l.cIQw-Sanr".d Ca'",,! Co 
Go1t:;\Ic_I':Ilmollvc_I'cCI ( :0 

Cuub I'"bll,hln~ ('.0 

C,,~., WI"., Co 
(;e n ern l U"klnll Cu 

Gocbb<'. Ilrewlnll Co 

lIa , Ruearch Found: .. lon 
P. Lorma.d Co 

l'o:"l lona l Bi$€uh Co 
l'ark &. TUfo." Co 
"cp.I-Cola Co 

Sherwin _William. c.:.. 
Stand:...d Brands Inc 

'Sta tlon H81 alreadY .e,. 

SPONSOR 

1'NU Dallan!ln~ I< Sons 
Ilo.an)' Wot"ed Mill s 
llr~n.wood Sport~wear 
L. S, orll/.I/.S Inc (mcals) 
jay Uucknellinc 
oulo,"" Walch Co 
Ilvn Corp 

Chevrolcl !kale ... 

Col"mbia Wholesa le .. 
( 1'hllco dlurlb,) 

E]!:ln l'.'allon:11 \\alch Co 
Food "air 
Genenol Food. Corp 
Cull ell Cotp 

lIc1ne l MOIO,," 
1'epsl.Cola Co 
Powell & Campb<> 11 Shoe Co 
R, j, Reynold$ Co 
Sun Radio Co 
Thotnlon Full .. r ('..0 (I)od!/.~. 

Plymoulh dl.ttlb,) 
T.ansmlt ra l'Tod uc l 8 Corp 
U. S, Rubb<>t Co 

\ ' lclL Ch~mlC3 1 Corp 
II'ako Sales Co 

FEBRUARY 1947 

Guard'~ (;,,1<1 Ilann-r_Ht'.ller"ltl 
'!'3bi<' u San1pl .. 

Peo",lc"m I'r,odUCb 
\\<osM,,1l. ",,,chln"~ 

r-. \\. IIyer 
'I'a,hon,·L"I,,: 

R." Yo",,!! & Rubl .... .,n 
LuSt,c·o-,·m .. lA'n"en &. 1\111 ... ", 11 

Shampoo 
!loUda1 !\lalluLn,- UIJIl&O 

" Irllln!a I.r.. • ., \\ In ... 
uake'" ll(KId~ 

Ru,h .... uff &. Ryan 
UUn&O 

""" Un>ok~. Smhh. French 
I< l)orrnn ce 

I n stilutiom.1 hx"~. Con~ I< It chlln , 
Emba$S)' CI~'lr~II'·. (;~)'e,. I'.· .. ""ell I< G"n~~r 

Shred ded \11""u • \lcUlnn·Frlck ... n 
' I1nln Cbar lu Storm 
E .... rn ... Ynunlit I< Rublcam 

l.In.X Newell.En .... e l! 
Uluc lJo"n~. Ted OatH 

M"rll."tln~ 

1tl_:lO 

30-40 
10_50 

~ 

" ,., 
~ .. 
~ 

N , 
'00 ... 

1~ ·20 

" .. 

1::.1. 5P<>1~ . btl ..... (Hlendin~ .. 10,.,·. c am",,]!!.n .) ; . 'c b 
I~: ~ "ks 

~p", busd,,,11 1>r<)<,d,'''M ' : ""r IS; .,'aso" · 
IS·mln sp"t pr~ram. , . p<'t~. hr<·"h : ~', · h.Mar.A!'t: 

1.1 .. "" E . I • • ""Ii , I",·" ... : Ma. I; Il "ka 
.~ .•. 6P<>tS. br<';lkt; Mar I'~' ~·IJ "k. 

Lt. $"" .. , hr<'3ks (.!'eelal m.'lrk<-t """ .. >o,lun - :-',-", 
Orleans ): I' .-b I~:" .. k. 

E.I. '""IS, b"'"h; Jan·~' .. b, I> .. k : 
E.I. 5",,", b .. ·" .... (add I,,!!. .0 cuncnl ca ... p"I!:" I), F~b 

1,1l .. 'ks · 
1.l\e, ~.I .. &1'0", breakl; :'olar.Apr: I.I.S2'II!tao 

;<; ..... u. breaks, """klp:l,I,.ns; Mar.lI"r; 13" k. 
E,I . _po ••. I, ... """ (n' . ' <a"'p:ll!:n In Cle"'·I' '''tI.....,l· 

r<lntlln~ la"'r), i'cb I' 1.1" "" 
Spo.s I .. ";o.lus l",,1 Glock" sh"" s ; I'd, I: 1.I·3~,,' k • 
E.I, $po", Fd, I,ll " ..... 
E. ' , '""IB, b,,·ak . ; Fe b I ('·I p, ... dl,,!!. curt.·nl ""Ilunal 

camp.'lil/.n.): U wl.:s 
Spou, br<-aks: 1' ,·10 .... 13<: IJ wks 
. ; .1. spoU, br~aks : f"'b 15; 1.1 wks 

AGENCY NET STATIONS PROGRAM, tim~ , 111,1, dUlllion 

j, Wallcr Thompson 
.snbcrsl~ln ·Gnldomll h 
J. R , Kupslck 
Courll"nd I). }'cr\tuoun 
1)I.cel 
810w 
Grey , 
Edwllrtl Sh~pLto 
Campbeli .E""lI1tl 

Kal. Eh.llch & Merrick 

J. Walter ThompSOn 
Dlrecl 
Yo",.!!. I< Rub ..... m 
,"ounl/. & Rubleam 

Solis S. Can lor 
YOUi'll/. &. Ruble-dm 
Sl<"rlin l/. 
William £S l )' 
Kal , Ehr lic h & "' Ie rtl" k 
Aldrkh 

Smith. Dull & .... cCrN·r)' 
Can,pbcll·E ... ald 

Morae Inlernatlonal 
Scheck 

WFIL·T\', Phil". 
\\l'.'II1", 1\. Y. 
lIl'.'ll1'.IS/Y, 
Wl'.'IlW, Wash, 
IIAII I>,IS. Y. 
W)I.;ll". K y, 
\\I\·OW. \Ia.h, 
II FI1..T\" Phil". 
\1 AUI), K \', 
\\FI1.·T\' , l'hlla. 
\\\\J.T\' , U ..... " II ) 
WhKll, Ghl.. . 
KS])·T\' ,~ I, louis 
KT1.A, 1., A. 
w'rn;, \Ia.h. 
WMAR,II"lIo, 
\\AIIU. N. V, 
W1Tr., Wa.h, 
WWj .T\',I)(,,,oll 
II oK8. C hi. 
Wl\lIW,lIash" 

1\1<\81'. N , Y, ' 
\1 ~' IL· TV, Phil<>. 
WAlJll.)I.;. V , 
\\l\lI1".l'.', Y. 
\\CUS·TV, N. Y.I 
IInL·TV.l'hlla, 
\\I.;oS·TV, 1'.. y, 
\I AIII>, N, Y. 
NlIC· T V (S ..... Ion.) 
WNlIW \Vuh. 
\\FI1..1'V, Phil,.. 

\I .... UU, N. Y 
IICIIS·TV, N, y, 

\1:"IlT,IS, Y. 
I\AIIIl, N. Y. 
WFIL.T\'.l'hlla, 

Spoto: J"n 21: U ,,'u (n) 
1\~",I ... r 'l",ls; Jan I~: 13 "k. (rl 
\I',·",h,·, 'I""~ (pr,· ... ·tlln~ hudn\th jan 5: 5 "ks (r) 
S.,.. I. , Jan J I , IS \\'k~ (n) 
!>po>ts I .. "n"",,,u), to . 'amc", 7:j(I·8 pm: Jan 26; 52 wka <rl 
Time "I!!.na ls, J~n I, U "ks (rl 
Sp .. ,..; J"" 4: ~ "k. (r) 
Spot~:J~" 1:IJ",I.:s(n) 
1\;".<'1 1I1)'n,pl<s hlnu; IS nohu .. II/.hll)' al IICheduled; Fe b I: 

10 da),1 (n) 

I l'.'S Telnlolon 1\ew" Jan 8; U wka (II) 

Spots; Jan 1; U witt (nl 

Time .ll:nal.: Jan 4: U wka (r) 
"I ~el \ o ur I'.cll/.hhnr: Ih·tI g;IO·8;25 pm: J'In I: 2b wlr.s {nl 
Sp<,>IS' Jan I ; ~ ,,1<$ ( t ) 
\"u II r~ an IIttbil: ' Ih ~·',H pn,. Jan I : JJ "Ito (r) 
l\~ws-])n "l! £tI"''drtl~ , ... 11 8·8:15 pm: Jan I ; Sl "ks (r) 
(;IJI"~ Fb.·co (Iilm): 1'b 8,'O·8: ~0 pm; Jan 15; 2b "k, (n) 
FUn, 5PO": J"" 10; II "ka (1'1) 
SPO' M, Jan 2l; 50 Ilks (n) 
{.bnl" Dasch"l (".m ... ; "'13)'.&p (n) 
5"" .. ; Jan 2; U"k,,(n) 
R""kc,. Ic .. Hocke)' G"nlll l ; Wetl 8:25· 10:45 pm: Jan J; IS .. 1.:1(n) 

S"".s: Dec 2'1, 13 wk. (r' 
i'\".lon~1 Spor"n ... n· . ~hO"': ~'eb I.; 8·8:!(L pm: 2 .. ks (n) 
IIlnle. Olympics ti lms, a. ""hcduled: Feb I; S days (I'll 
5"",5, Jan S, U .. ka (n) 
Spollil Jan S, b wk. (II) 
SP<)(I; Jan 10: 4 wu (n) 

r 
r 



SPONSOR AGENCY NET STATIONS PROGRAM, 'im~ , ,Iut, dUII,ion 

J ',hn II~n"""" \I .. u u,ll.If.. \lc("'",nn_J:rk'k"" .. 
'".urn n .... r ", 

I" .... n . .... ' "hi" ( ':to Wmbn. 11 \\" .. Inu" .. " 
Ib, m ,," ,1 ' ~ ",....,.'nr' ... 'nc R .... " .. . \\'mbm. &. O .. u,. 
T .. . ,. I:n "",In .. . 
l ' \; I.n. ,. 1t ..... "I.lnll " .. .... ,.... , . \1' Iy'" 
." .. ... fI n ntl .. ~k . 11':,~n"N nNw","" . 

"nr. 

I"C 

\In" 
. Inc 
IIiC 
"nl: 

" 
" ". " . 
'" ,., 

'1 .. 01 .. h nm ,h .. 11""" of \m .. rl",,: Th ' ·'0_18 I"" : P .. h 2: 
~2 ..-ko 

II',,'n •. ""I>Ilm .. , 'Ion ~_R,lO I'm; 0...., l" (U-..-k "" .. "dn") 

WIIII"m ••. <;hl.r., <;nn I _I 15 I'm; J"n .t, 52 wI<. 
II .. " .... \lnrl,o'Th 7·ln.R nm; Ja" 1'9, Sl w", 

., .... no.,. .... \ Wr.1 1ft In.,, I'm, ' ...... 'J: .~ I .. ·k. 
F'N \1·~.lnll . \lW I __ ln 1.11 ~m; F.-b 1 (lnd .. linl .. ·) 

F,n~-J"" ...... . ",,.,NnW ........... 11_ ...... ...... ,."'"' ... ;1It o~~. r", J ' '''"It,,.. /1 ........ . ........ t. fl • • "hrl hi ..... ....n.., ..... " I III<' ",<I .,( ~ n w f3--.. , ..... "', 

AGENCY NET STAnONS PROGfiAM . • ;", ~ . ot .... du •• I;" .. 

Imrrl<'<l" " .. :of 1".11111'" 
n. T . nahMtI I" .. 

C; ' ·n""". \I"lnro ("'''''I' 
( f 'rlS!.ld~I' ~ dl .. ) 

'~ond .. r~. T" r &. Rtlh" ... f ;" 
e:h".I ... F . IlIre~ (",,,, 
In . .. nu,lo"a' S/I,· ... 1:0 
10: .. 1101111 { :o 

'hI! Pnu~h Tnh",~ .... r ... 

\III ... 1..ot>n"'In<'l ... Inc 
"101111' "MTI. &. (",,,, L,d 

\ttllu,.1 lI .. n .. liI 1It'llllh to. 
..... r ld .. "' ... "'" 

"rocI .... & e:,.mble ("'", 

<;rrula n ("'..., 

W. \. ~hr3"~r P .. n (' ... 
St~lInll IlruS!. Inc 

( ("' ... nl,. ... ("''''dl.) 
Ton' ("'",ml',r7 Inc 
I'nl ... • ... al \la, .. h r.nrn 

, ,, .. huu ... e:andT (",,,, d'~l 
Win" er"""" GUild 

SPO N'iOR 

Ih".h"m to. S,r:oUR Inc. N. v, . 
lill ... IImel • . I .. ... 
\1Itr.J Anl'lt , I. .• \ , 
Im ... I .... " T.u," ("'.n. <; . F. 

I ..... ""."rn :o.' IIC 
1)""0" Jon .... C:II<; 

S ti r. 
l':.wl n .ll·au,. snc: 
<;ulll""n. S,,,,,"'r •• r. .. I .. · .. 1I &. \Ins 

""yl .. o 
" .. ,Inr. \In <; 
F"",,,.- . ("'",n .. & n .. ld '''iI; e:n<; 
,",,,dn ... Ine: 
" , w ......... cn<; 
Vn""S!. I< R"hlcam (: n<; 
""nyon I< ~: .. kha.d, "'" 
RU l hr:ouif I< Ryan "ne: 
V .. unl! & Ruhl~~m e:n" 
'\·:olk .... to. l)ownlnil; \In<; 

",,,d o :'om<; 
ftlo ... "ne: 

en<; 
R"lh ..... " '" Ry:on :'o1"S 

R,..,I"", '" Bowln r.n ; 
("'..ompU>n e:n. 

l);on«<_ ~'I I lS!. ... 31d_S:o ml'l .. e:R ""Ii 
R .. ,. nu .... "ne "n~ 
R ..... d \I. S .... ds "no 
Yo"nS!. to. R"hle<am "n~ 

F ..... r . ("''''nr to. II r ld'n S!. e: n <; 
&h,,·'mm,'< to. &,," 

IInnlil;-Coopr. 

AGENCY 

.~ne: 

... o e: 

STATION 

n..-l'lI.tmrn, nor. 
" ","Is. .. 
:'01",10" p'ertl.r, 
n"n"lnll .............. 

1101 

" W, 

'" 
'" 
'" '" "" .. ," 
'" 
'" , .. 
U.~ 

" ... 
'" ,~ 
'" 

;~J 
'" '" '" ... 
'" '" .. 

"""m 1'TPd" ... . In ... J~rA"Y e:hy. " . J . 11 ..... "'3.1 e:".b ("''''" .. co In r. I •• \ . 
f l:o n:odhn C:he" 'nS!. ( ; um ("' .... ·I·.,.n n, n 

SlInr t"ml.h "rt ... n .... ,I ... 
("'.off.... . • 

f~,n ,. d'an f:.n" ...... "' lln W""I·n ... w ... ~ Lid, roront .. 
( ;"bh. ""u" to. rrh~ •• jnil; f :n. \lbml 
( :nca_("'",I" nI ( ~."" .. " L,d . Tnrnn.n 
(:mil! Ol/I :n n l <:"lIfnrnl" . I .. ... . 

e:hI .. If'f' 
In .. "ul ..... "'1 
(;." b".hU 
("'""",-C"b 
Pc ..... I .. um rrod uc lo 

F.N W~.lnil;; " ·h 10_ l n,10 nm ; J:on ,\: ~1 "'" 
l);ow ld " a.um, 'IT\\HrF 10 A\_II am; hn 12: n w,,_ 
''''rn I.""·",,, \ \lTWTF 11,45_11,,: J :on ~, S2 .. k. 
C. •• ,,:orlnn e:on.~nl .. d 1/",,<: " .. n 10_ ln 10 pOl : Jmn ~\ 

~J wk. 
r. .• h.l r lll ... ~u .. <; 'IW'l_~.I~ pm; I) .... 2'1; ~2 wk. 

lI .. nrv J. T3vlor; "f' 7 ·JO_7,U I'm; I) .... 1'1 : ~2 .. k. 
\I :on e:~II .. d X ; 'l"n H·J.(1-~,~S I'm: 51 .. k. 
(;.ratflOl SfC",y " ..... Tnld; 'lun (, ' .10_7 I'm ; Jan 1~; Shlk. 
IIrrt'. 10 \ 'n .. ; S .. n 5·'<;,15 I'm, Jan 1'<;, 51 ,,·k. 
Oul .. '" Ib ..... ltI; Frl ~ 'In_ IO nm, J"n 2; n .. k, 
Tnm 1I . .. n ,,",an·. nr,.,.I<1", .. In 11011,...·""": \lTWTP " IS. 

II,J~ nm, n .... 1~: ~l wk~ 
( ' a l .. n I) ... kr: \I 'J"\I'TF I" JQ· II 45am, 1>« 2'1; ~l wk. 
\m .... 'n' ... ndy: Tu ~ _9 ." pm: Jan 6; ~1 w". 
\ly F.lrnd I.m",; \Ion HI_IO JO I'm; n .... 2'1; n .. ko 
Fbhl"iI; &. "u"tlnll; Coluh of ,h ... \1.; \10" IO-U'.lII rm; 

I) .... 22; .~2 wh 
O" .... n for" I)~ .. ; \In,'Tf' 1-1 JO I'm, Dr<" 2'l; 51 "ko 
\l1I, .. n n ... , .. , Ttl ~·S,JO "m, J an 29; ~1 .. ·h 
II p,., ... I" II .. liI;n" ... n', Frl ' O·IO,JO pm; J"'n JI; J9 .. k. 
r.'hrl ..-l ll ra'Irr; Sun "H_I pm, hn II; 51 wk. 

R .......... ".: \lnl"Tf' II ,4S_11 n; l')rc 2'l, 3'1 "'" 
illS!. SI" ... , "TII'TF 1_1' 15 I'm; n .... 2'l; 3'1 wko 
\·""nS!.I>' . 'blnn .. : "'r'\ITF 1 .30_ 1 4S 1''''' I) .... 2'l; n wk. 
n"'''ln<l LIS!.hl ; "n'T~' , ,45_2 I'm; n..., 1'1\ 3'1 .. ... 
\la p ... k'no: :'oIT\ITF I , I S_ I '3(I I'm; 1>« 2'1: 3~ ..... . 
r."h. I .. 1 II .... " ... ; TTh ~-'1,IS I'm; J~n I; S2 .. k. 
, .... , ..... I.Indla"" \IT\\TF T2·U_I1,.10 I'm : J :on ': 52 wk. 
Sh .... ,.,..., J':or:od~, Sun 3_3' .\0 pm, J :o" 4, S2 " ''' _ 
\1011 .. \l Y~Ie,.,.. Th.."lrr; F.llO-lO:JO I'm , J:on 2.\; 52 "k • 

("'..I~r &. T3k .. ; S"'. 1_1' .. lD I'm. J an J: 51 .. ·ko 
1);0,·,,1 1I~.dln~- ("''''''''I~rAI'Y' Sun ~·.30_' I'm: F .. h I : 51 

wh 
:'olu.d~r t.. :'01 •. :'olal .. n~: S",. ,,30_10 pm, J3n 10: JI .. I.. 

PROGRAM, tionC'. rl~rt, d .... ~lion 

"Ir ..... · .. " ... Weu ... au &; 8"k ... . :\. Y. 
Mil' ..... W .. ln ..... S!.. L. A. 
n" .. hDnan, L • • 1. 
\!r("'..,nn_E.lrkoon, S. F. 
I loruI~h & ... h .... ". '". 
IId."c""'. I·"n Sord .. n. L. \. 
nak ..... Tor"nt" 
R",..,ol" .• . T~""'lo 
n"dil; ... I\, ",,,,,",lnS!. &. 11 ........ , ·. Boo , ,," 
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III I"WII, :IS ill YU UT UWII luc;dit y. peu l,l e li ,. It·1I 

IIt o,.1 Iu , Ih e s tatiml Ihul c:i,(· ... th l' lll IIII' be.,1 

1"f11;o {lIrc-reganlle"" uf .. ig ll al " trellglh. if 

" al letIUal c. ,. 

"':aclt of Ih e fUllr l o,,'a l·(mlllie,.. f(';lturt, d al th e 

right is fairl~' tli~lalll frolll 1)1.',.. ,\l ujlle,.. Eiwl! 

ha;; il ,. OWII local r iuli41 ,..IHliun. g hillg all 

excelle nl s igll:lJ in il ". uwn hOlll e reg ion. J\nd 

c ilch il> a ls o "ern'tl by lIIall y olhe r ;; Iallo n ;; . 

large and s mall . Ye l Ih e 1917 10w:1 R1Ulio 

Audience S Uf1"e~' di sclu"el> Ih :ll . from :):00 a.lI l . 

thru u g h 6:00 p.III ., lI 'fur, Jm/r.efl""lr." (I/"('mpt· 

IlCrn. ·/lll lb'C oj listPllillp. i .~ '(',2,' 

Tht·ft, i ... ullly un e :Il l,..\\er to ,..IICIt li ,. t Cll er. 

"refe re ll ce, That IUh'\t'r i,.. '1'01" Yole/' I'ro-

gmmmillg- OIlI .~1t11l<1i 'I~ " /Ibfic 

fur ~'ollr l'tlp y uf t h t, 19 1. l ow:1 

S llr\ e~' and ,.el' fur ~I'li n-elr. 

fEBRUARY 1948 

\\ rit l.' 

Hatlin ;\lII liell(' e 

) 

COUNTIES. FOJ1INSl;f~c-~ 

+for Iowa PLUS + 
))E:-. \lol\"I':~ . , , :)O.IIUO W,\ Tr:'i 

CuI. 1\. J . I'"h"ct. Prcsiclcllt 

1'. ,\, L .. ~\·t, It.· .. i.lcnl _'Ianagcr 

I · HE~, .... I'ETE"". I\l' .. "\"lIlinu,,[ H' ·prc" .. ,,(u li>C8 
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'10,000 WATTS 

* Area's highest Hooperated station 

* Area's lowest cost per-thousand-listeners 

* Wide and wealthy consumer-market 

* Beginning full-time operation 
(probably next month) with greate r 
power and bette r frequency-
10,000 watts on 71 0 kilocycles 

See your John Blair man for availabilities! 

MUlUAL NUWOR K • 

10,000 WATTS IN KANS<4 
DON DAVIS IS' 

.. ,1111'''' 
JOHN T. SCHilliNG 

,,"HUI .u ... el 

(0 W s 52nd 
(CoII/iIlIlCd Jrolll page 6) 

AN P" estimates that the 3vcraJW Amer
ican famil} spends $19.SI per }'car for 
newspapers, while (he Magazine Ad· 
\I('rtising Bureau gives an l'Slimate of 
$10.% per ycar for magazines. 

PC'rhaps somc of your readers will find 
It a uscful answer 10 a qucstion which 
comes up from lime 10 time. 

E. r. H. J.o\"ES 
Vp 
MBS, Neu' York 

FOR THE RECORD 

Just so we can keep the records strai!(h l, 
I would like to correct the announC('ment 
of the Kat:: Agency that it is sctt ing up 
the first television department in any 
firm of representa ti ves. This, of course, 
is not the case, for Fr('(' and Peten. has 
been active in this rleld now for over a 
year in the representation of KSO-TV. 

Just for your information, each of the 
Colonels is qualifying himself for all 
phases of television and has been doing 
so for many months. 

WEAK LINK 

E. P. J. SlIURICK 
Free and Peters, Inc. 
New York. 

Tile weakest link In the FM chain is 
the man who sclls radios! 

Recently I made a survey of the radio 
rHailers in this area in an attempt to 
fi nd ou t how aJ!grcssi\'ely they arc pushing 
the sale of FI\\ rcc{'ivers. I was ama:<'d, 
and your readers will be too, to find out 
that radio retailers are doing Ilothin~ to 
encourage the growth of this superb new 
medium. In spite of the fact that in each 
store I ctHen..'CI I deliberately told the 
salesman that I wanted to buy an FM 
radio, I ":as caut10ned a~a nst it by 
virtually everyone. 

Nowhere was I given a demonstration 
of FI\ I reception, although there is a 
full.time station in this \'icini ty. One 
sa~man told nl(', "Why bu)' an F,\I 
radio there arc onl\' nine F,\l stations in 
the c~untr\"," M~re than once, 1 was 
told, "FM 'will cost you $ 100 eXira, and 
II isn't worth 11," 

You and I both know that this IlH.-dium 
I1IUSt b<> sold, and sets neveT will lx' sold 
,\ith altitudes such as theS(' which I found 
prevailing. It 's \"1Ial that the industr), 
re.('xamine the emphasis it ha~ put on 

dea ler education, 

r 

ASOREW T AKA!>, 

Alban)" N, y, 

SPO NSO R 

? 



You have to I 

We're speaking of SALES • 
In New England 

, ~U ~ · There s gold j~') ' In New England but it takes technique to dig 

\ ·1 1111 f/l~ ~( 

(f[f}jJ) it out. Only through the Yankee Network and its 23 home-
4flh \\1 

~~\' ~ 

town ~ stations 

1!ruI.. 
can you get at 

rich market. Only the Ya nkee Network actually gets into and 

\ \\~ I' " 'II' 1// /?; 

thoroughly covers all the many trading ~ ~ ~ centers. 

Only the Yankee Network reaches 89.4% of New England radio homes. 

Check today with your Petry man about availabi li ties 
in the four editions (8 A. M .. I P. M .. 6 P. M. - II P. M.I 
of the Yankee Network's "News W hile It is News." 

rI~ i4 THE YA NKEE NETWORK 'S ?~ 

THE YANKEE NETWORK, INC. 
Member of 'he Mutual Broadcasting System 

21 SROOKlINE AVENUE, BOSTON 15, MASS. Represente d Notionally by eDWARD PETRY & CO., INC. 

• 
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9 lie; COMMUNltlU IN 
A IS.MIl( RAOIU5 

Gnd I~G •• ' Gf G'''I •• 
j l1l1 bel' .. nd 

• 

THE 

UOI[E IS 
STROnG In 

RHODE ISLAnD 
YES, o.nd in many adjacent Mosso· 

chusells communities as well. Here 

In one of Ihe notion's richest, most 

closely·knit regions is exclusive 

American coverage at rates thai 

make WFCI Rhode Island's best buy! 

.. 

• 

SOOO WATtS 

DAT & NIe;Ht 

WALLAC£ A. WAlKER, C .. ft . Mv', 
PROVIOINCl, fl ... 5he,eo!oft.l,h",or. 

PAWTUCKn , 4S0 Mo;n 5r. 

• 

THE KATZ AGENCY 

I " , 

.t.s. (Su " Return 01 thl Am.leu'," SPONSOR, Slptlmbl. 19.n , 
p.!1 I S.) Aft "nlw" 1.llnt p.o! •• m~ in~.,sin!? Wh., h.p
Plnld to Ac!.m H.u· "Bi! a..,k"? How's th. Ho .. ce 

Hlidt's "Philip Mon;1 NI!h," t.llnt s.,.eh doin9? 

" pn'J!~t~'J III ,f'O'~(lR' .. H'port un amateur pr~raills. Tilt! Big Break 
d id nlll <'('11 Adam Ilat, and u,a~ dropped al the l'nd of the first lJ·u,('('k 
~:r;od. The program «.'("C'IHoJ fa\'orable 1ll''''''~pafX'r re\'ic""'s hut jU~1 
Nuldn ', fl:;:ht till \H·,ltnC'r ""hl("h durin~ the f,lIl wa~ not conduci\"t to 
hat· ... uymg. SIdn('Y Flor,hellll,' ,\dam J tat ad\"ertlsmg manatler, ",,-a~ re· 
placed and nUl 1\1:111.""1."11 L. Sr:huh:, ,\dam president, steppo..'<i out and 
opcnl'd a hU~IIlC';.lo consultation lIC'rvia: The rc-,ult of a broadcill>1 pro
gram that dOl· .. tft make the I!r.1dl· is all 100 often <I giganttc corporau 
;,h<lke·up. Failure of Th.' Big Buall. has deterred Olo;,t sponsor ... from 
hUYlnR <Ill) of Ihe ncw 1<llcnt programs :ivallable. Horace lleidt, howe\'er. 
..... as able to sell hi~ talellt search idca 10 Philip ,\lorris. It ""'a~ originall) 
;.ch('<iukd 10 rC'place the Milton Ikrk program but Ikrle's ratings staT('d 
gomg up and the ~ponsor kcpt Berlc and bou!!lu a nl' ..... spot for I-k-idt 
HC'idt '~ pro~ram Irawl~ from lown to town and ""'hi]e ;1 has Tl'Cdvcd a 
bad tradl' prl'ss to dal(' II 'S building audi('nc('<; as it travcis, 

• 11~'s rloill!1 UII ol/lt/omli,1/1 jl.Jll Jvr Ill/ffY S. (;VI..Jm<m·t 'Itttiul tUn) rltporlmnu 

p.s. (Su "Spolli Sponoo .. "ip." SPONSOR, M'T 19·41, p.!1 31 .) 
Wh.t ;1 th l If.nd in IPOIII btn\uoli in9? Who il buyin!' 
II I;,tln;n, up 0' down? 

\Vitn night baseb.111 becoming such an imporr:lOl faclor in sports bro."1d· 
casting. commercial sports haw moved almost 80 pcr c('nt to indqx'ndenl 
,>tation~ u,'l\lch arc not tit.>d do""" b)' nel""'ork conunilnwnh, The latter 
make II \'inuaily impossible for a station to accept sports comrnercials. 
"inC(', ""'lIh the exceplion of pri: .... fighling, sportS lear program schcduk'S 
apart. The blA fight!. ar(' Slill sponsorcJ by Gillette and snared for th('OJ 
Ihe hlAh,"",1 Hoopi.'r or 1947 ror a regularly.scheduled commercial, a 
41.5 for Ihe broadcast of the Louis-Wakon fracas. Gillette spent $1 ,SOO.-
000 on sporh 10 1947. 

In tIll' '\\idw~t, Goebel is due to be the biggesl ;,ports SIXlI1sor dunn~ 
Ihe year to come. Atlantic Refining's 1948 bro.1dc."1st schedule of baseball 
and footb:lll ""'ilI be as big as il~ 1947 pr('!'>(.'ntations and Ihen' is a good 
chance thai the budgel ""'Ill be upped in certain areas to provide for TV 
sports as ..... ell. 

Chcsterfields ha\"e join(>d Old Colds in Ihe baseball field, Ihe fonn ... r 
buying TV rights for Giants' gamcs o\"('r the N BC five-stalion TV n('t· 
.... ·ork. Ballantin(' (B('('r and Ale) have bought the Yankee games over the 
DuMont I\elwork {two ~talions). The Dodg('r ganl('S (Brooklyn) over 
\\'G:BS-TV and lhe CBS-TV nCI""urk arc sold but details arc not a\'atlablc, 
Indi\'idual tl'ievision st,1tions not )'el linkl'<i ..... ith Ihe ..... ebs also ha\"(' 
liocd up sponc;ors for thC'ir local teams as sport s continue to lead all poll~ 
on T\' \"ic"mg popularity. 

Be<'r, cif!an'ne!>, oil and g3$, in tllal order, \\ ill be the undl·r ..... riters of 
local sport, on Ihe air in 1948. 

p.s. (See '·S.n l Adve.li,;n,," SPONSOR, M.y 1947, p.!e ]1.) 

Will Goody ... (ontinue 10 Ipon~, "The G,utelt StOll' En. 
Told"? t~ the bfo.deu! It ill doin'l' ullin! .nd publ;c ,.Ittion, 
job without.dvl,ti,in! copy on ,h •• i,? 

Good)car TlTe and Rubber con~idcrs the rMc",,·al of Th.' Grealt'st SIUT\ 
cvcry IJ .... ed;,. bUllhb is no indication th:lt the), arcn't s.1tlsfi(>d "";Ih thl 
r('5ult~ or tillS program which i, tht onl}' one on the air .... ;Ihout dircci or 
mstiluuonal ad\'ertislIlg. Business conditions in Ihe rubber industr) arc 
~uch thrll the responsible financial head~ of Goodyear arCll't making lon~
term colllmitmellt~. ,\nothcr reason why mmor !>tated Ihat Goodyear i!. 
dropping thl' program is Ihe energy with which c<;rlain church groups ar(' 
pushing th(' program "to sa\"(' it rrOIll going olf Ihe air."' The church 
activi lyon bchalr of tlt(' program .... ·as dl'Sircd by Ih(' spon!'oOr bUI not thc 
possible mtC'rpretation .... hich some place upon it. 

(Plr.lSe 11,m to "'lge 16 ) 

SPONSOR 

- , ,._ . r 7 
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KWKH No.1 BUY 
IN T H E 51 ,000,000,000 ARK.LA.TEX 

(AI no e~lra eosi 10 you)· 

+ 10.000 Inehes 01 mcrehandisinQ advorlisinq 0 yeal in the lorgclt 

newspaper In the lrl'state moo. 

+ READER hall page in Ihe Sunday edit,on 01 the flnut nowspaj:et 

in the Ark·lo·Tox . " 'I!(ldor page, informahvt' and enlellominq. 

+ DEALER lElTERS 10 thousands 01 druggists. grocers and jobbers 

throt:qhout this rich or~ to support your radio advcrhsinq 

+ HOUSE ORGAN distributed to denUsls. physicians, drugqlsts. 

grocers cnd iibrories within the felly·nlne counti~ and porishes of 

the Ark·lo·Tex 

+ YOUR PERSONAL AIABASSADCRS - KWKH Artlsts!n 1947 played 

in mote than 350 cities th,cuqhout North.loulsiana. East Tuol. and 

South AII';onsos. b'Jildm<l oudiE'llcc$ for your mossoqt> 

<:', ore seven other radio ,1011001 In the Ark·la·le. area. . By 
clSIllQ all al them they da nat quite cover the rich primary ($0%) arl'(] 
~! $0.000 WaH KWKH the stalian heard by mast .. " prelelTed 
by most-All THE TIME. 

"Remember this hu.ge ph .. 
Usl Ito, tl w,lh lh. lole
ot no UItO <:051 10 you 

" 
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HANNEL 
13 ' 
..... ~,. 

ASK YOUR 

WAAT MAN 

ABOUT 

WATV 
SERVING NEW 

JERSEY AND 

.I.S. (umliuHNIJroul paRr /4) 

Rural stllCl>, :I basic Jenson (or sponsoring the program, continue up for 
Goodyear. EWil if this Wl'Te not so, the operating executives of the com
pany arc 100 prr Cl'nt Jx.hind Chaiml:ln c( the Board P. W. Litchfidd, 
whose b.1by the program is. 

llw anllual Tl'port of the Goodyear company injicates that 19H was 
its biggcst peacetime )car. Whill' virtually all branches of the company's 
manufacturing actldties made more mone)" in 1947. saIl'S of t ractor tires 
and other farm rubber equipment show(-d an extra substilnlial improve
ment during tl'll' year. 

A recent !>uncy made (or Cood)car by its agtTIC)' (Kudncr) and ABC 
indicated that among lis tcl'ers the program as it is is tops. Eight)' per 
C('IlI of those queried by mail returned their qucstionnaircs, fantastic 
response to a mail surve)'. Eighty-two per cent of the respondents 
wanted the progrnm just as it is, on Sundays at 6:30. 

The Grta'tst S/(rry £l"('r ToM is still the idea l example of making the 
progralll inste3d of commercials carry the advertising burden. 

p.s. (Su " Ro.d 10 RU lllh," SPONSOR, M.y 1947, P',1 17 .) 
Wh. 1 il thc 11.111 1 of p'O'ltm Iltyelin,? Wh.1 new IponlOlI til 
n nding thei, Ihowl on the ,o.d? Wh.t .,c Ilnclin, condilionl 
fOf the trOUpC I? 

All the programs which tr,lveJcd during the 1946-47 $Cason and were 
spon~m-d during the fall of 1947 traveled again. A number, hkt' U. S. 
St('("]'s ThMlrt Gllild of Ihe Air. extt'nded their pert'grinations. T~ 
Aldrich Family, "hose roots have bc<:n very defini tel y in New York and 
whose fi rst out-of-lOwn airing origina tro in OJicago last year for the 
,\larch of Dimes, will travel as often as possible this season. The first 
trip is to Rochcster for the opening of WHAI\! 's Radio City s tudios. 

With eeocral Elccuic's retum to tht' spollwrship of IJoust Party 
(CBS) this Art Linkletter shou.·'s contract calls for three months of touring 
this spring. Brown and Williamscm art' considering trawling Ptople Art 
FUJIII)', sinct' Art Lillklett t'r. it s IllC. will be on the road for 1I0 1lS(' Party. 

Toni d{'Cided in D{'Cem~r that one out of four broadcasts of its Gil'l:' 
amI Take "'ould ~ m:lde out -of-town and has adopted tht' samt' schedule 
for Lmlits & Stilled, Ladirs h,1S traveled bt'fore but not on a regular 
schedule and not as frequent I}'. 

To give Lum 'II' Abller ncw life, Mill'S laOOratori{'$ is traveling this 
dai ly program. Shot"'e1l 1\ \anur.1cturing, which has JUSt bought Trur or 
False. will travel it. Bu rl l \'Cs, who was heard transcribed on the ,\ h nual 
network for rhilco before the P('(rillo ban on H'COrdings, naturally u.'ill 
now ha\'t' to original'" his proJ.!rams on the ro.1d as ht' is booked for concert 
d;ltcs all O\·t'r th{' country. 

First of tht' "Ia lt'nt hunt" programs to hit the ro.1d is the Homet' 
I lddt Philip Morris Sunday night program. In tht' past talent searches 
have bt.'"t'n conduct ... d throughout the U. $ .. 0111.' to\\'1l at a time, and the 
top taklll brought inlO i\\ ..... York or Holly ..... ood for the bro.1dcast, 
Hddt tran.'ls his scarch and takl'S the winner from ont' tou.·11 along with 
him to cOJnJX'te ""'ith tilt' talelll from till.' /1('xt fawn and so on, Thus he 
is getting the impact of bein!-! in one town aud ha\' ing the listt'lierS frOIll 
the las t to"1I kcycd up to set' if tlwir "'inner can siand up against current 
competit ion. 01111' winllcr St:lYt'Ci ..... ith the shollo" for five bro..1dcasts, 

nlerc are more "cauSt'S" to tra\'c1 for in 19-17 1945. Wht're:ls the 
J\ Iarch of Dunes W:lS :-(lllleth ing spcrial and Edgar Bergen, Bob Hope. 
and otl1O."r stars did spo:cial appo.'arances for the FOR charity, no\\' the 
Damon Runyon Fund (cancer) and tht' C.1rdiac Foundallon (heart 
trouble) arL' two added cauSt'S which arc justifying progrOlIll trawl. 

al~h of traveling programs rerort that ..... hile r('(('nt storms disturlx'd 
travel :lrrang~'l1IrntS during D~'Ct'l1I bl"T and J :lnuary. gener:ll ro:ld con
ditions :lrc heuer. hotd :lCCQl1lIl1o..l:ltioIlS are t';1sit'r, ;'Ind dt'Spite the hiJ!h 
cust of food tht're is plell ty of it, 

The road is Sti11 the pa th 10 better rl'Sults from broadcast ad\·cr tising. 

SPONSOR 



50,000 WATTS 
BASIC CBS 

CLEVELAND 

I'M WORTH A COOL 

• ........ fee 
ineffective buying • Income 

You're face (0 face right now with one of the 

twO and a half million people who live in the area 

covered by WGAR's 50,000 watts power. 

Proud? Sure they are. And why not? Their effective 

buying income is morc than three billion dollars! 

They acc alive to what's going on, aclive in their 

reactions, quick to do something about it. 

Your advertising message will bring rich 

returns w hen it reaches this audience 

a n audience earning enough and yearning 

enough to want the things you are selling .. . 

a n audience mOSt economically and effectively 

covered by WGAR, the station which reaches 

40% oj Obio's huying power. 

Repn~sente" N(lliQlJ(dl)' by EDWARD PETRY & COMPANY 

FEBRUARY 1948 " 
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HAVE YOU HEARD 
THE ONE ABOUT THE 
38 EAGER BEAVERS? 

@" 

111I' r<-' WNe :IH 
1M.':ln'L~ (that's U 1» 

cagt't :." tl,(, fl ick,'II:' tl> 
.~tarl a I' ruilleni -Stll,ill~ 
~I ' r\in' fur 1l\'l'nlllrkrtl 
lilll('l,u,\',-r:. and lI oop.-r
lIIilllll'd .u ln'rti ... ,.' r .... I ~ 

~' '-.:; .. ,"" 
'" ~VUUi 

5UVIC( 

\\"" had lhl' l·!l. I M.-' ricllt ' l · 

~i n'ar." uf it - (,n lIa 
tilm~ll lid whrkl>, rn"jut 
.~ tatjllll~ a lit! ill -I·A ;ul 
agl'II CIC", hilt Ilfl Jtfuliml. 

".!. Dn\dul i>ullalc\" :111,1 
" uol.- I' ool l ,'r., slL id 11',' 

,'oulclll 't .10 it: 111(';'; sai,1 WI' 

t'ou ldll" ,"'I'll gd i,l tilt' 
liJ.:111 fo r HfJI'h" ,'h-r'" Ill.'\\" 
.;O(JO 1m It .,Ia t JUI! H t;T 
WE DID .. \lId \\"011. I II 
just IH Iw>ulh" (""111 .1,11'\ 
to filii,!.. ,\lId 11011' W I" f( ' 

,lui to lI'ill :-0111(' Illajor "ale" 
lin ttl", (or YOt ', 

:1. W\' ET'" s t rategy: .\CTIU~'. 
itut t 'X('U:-CS, HE::i I ' LTS, 1101 

prrJllli-.{''', :,EHYJ( ' E , HI,t 1."'111 -
do~~lillg, .\1111 b:-' "en'ire, \\'" 
111('1111 I'EH:'UX,\I.I ZE D 
" "r\"i(~- ha~(,d <Ill !l0/l, 
pm.lud , !lOllr prullll·m.; 
,1 11.1 t·orllpditioll. yfl ll' 
llI:nk.,,,,, !fmlr ~:d('s 011· 
jl'f't i \ 'i'" 

,j , ~li1l alltltirl'f hi,!.! corupl'l ili\'c at!\'OIHlal{l' for ,nlll 
\\'\'1.: '1' i!> th,· OSI.\' H (I('he~lt'r !>t:it illll wilh a 

S"w York IJflict,~ 
r~ .\utl it',. right :-.III:II'}.; ill tltt, Itcarl of the radio 

"I'lIlpin'''; ( I) ttl IIlakl' 
,uri' \1{' h,'u r alrout 11,'\\ 

,It'\'t,IOPlI lt' ll b FIBST!>o WI' 

t'all pa"" tl lt'lIl 1111 to \'UII 

1
'"'\ whil(, tlll'r art' Ill'll'; (2j to 

11,,1]1 \\,\ ' ET :ttl \'('rti""r:-. 011 I· , .. ~-" 
~'OflP locu l (,l lI1lpctiti"lI ~ (3) 
tu lr rill ,!.! you Ihe Il('sl in 
lal"1I1, programmillg a nti 
I.t ht'r dol l ar' llI akilig 
"plu.;('~, " 

1. 
0, So if it';-. plain old· fa ;-.hill11t'il gl't-up-:lIld·go .\OU 
w:lnl-:btlll pl. ' nl~' of action - hurry anti write U:-o fm 

full lidail" 011 \\, \' ET~ ROC/It'ofl('r,' 
"(If'lilt-wir.', "1,·nml·n/"('1ll ~lali("lII! 

~ 
VET ERANS BROADCASTING COMPANY, IHC. 

204 CRANITE BLOC .. ROCHESTER 4, HEW YORK 
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Sidy.th,ef; thouund, five hundred fiFtY'lj ~ zoomed to 85,000 per month, distributed 
labell for Christmas p"nenll werc sent by lis- by 2, 200 food and dlug SlOrcs. 

teners to stat ion KMl·AJ , Grand Island, 1 MAR K E T 
~c~r~~~ayT~~ttS:o;~~~:c~t I~~~ O~CI~~ ~ 1~:~~o:;lii:~~~~:::::dinT~;d~~ t~O~:~~1~~S; ! 
coffee to give orphans gifts at yuletide. to the trade and consume r press that 

Onl! hundred tick ... " to thute. TV .... -erc 0 (
fered by disk jockey AI Jarvis on his 
KLAC record spinnings. Would-be ticket 
getters had to show up at the Los Allgeies 
Sentinel offiC(' with a picrurc of George 
Washington Carver. Over 500 showed. 
The presentation oft hco.ter-size television 
was an experiment and J arvis promotion 
of it produced tum-away business in addi
tion to the 500 free_ticket applicants. 

Public opinion poll yi. ABC's "Welcome 
T,.vele," is receiving nation_wide pub
licity since more than 40 st ates arc repre
sented on the average broadcast. A 
different question is asked each week of 
the traveling audience which is passing 
through Chicago 

KMPC's d, iye fo, ,.dios and 'eco,d. lor hos· 
pit. lind yete,.n, produced TV SCts and 
juke boxes as well. Riding a cause 
helped the station help hospitals through
out southern Califomia. Contributions 
from 109 communitics- 5,200 individuals 
- included 75,000 disks, 250 record 
players, and hundreds of bedside radios. 

Top Ten Record •• du.lly p,omote comme,ci.I 
pro, .. ms since all the air advertising for 
their albums use excerpts from disks in
cluded in the collection. Albums hold 
some of the best rout ines of each of the 
stars albumized. Currently being pushed 
is the Ed Gardner (Archie) collection. 

Colo"do p,oclaimed hnuary 16 Jack Benny 
Day in honor of the comedian's visit to 
the state for a March of Dimes appear
ance, Benny spent the week in the state 
and seats for the braadcast over KOA 
sold from $500 do ... :n. 

A sponso. on the ai, continuously for16 years 
nceiyed a plaqul: from KLAC of Nash
ville, Tenn, Nashville's Paramount, the 
first motion picture theater in the city to 
buy time, has done so from the day it 
opened. 

WKRC's "Kl:y Notl:s," a monthly listenl:' 
promotion, reached its I,OOO,OOOth copy in 
January. its first month's (August 1946) 
circu lation was 5,000 and it has now 
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both were disk jockeying over WMCA. 
Duke finJ!ered the keyboard, Tommy 
wisc-<rackcd, and the listeners had a 
show that helped the sponsors of both the 
Ellington and Dorsey programs. 

A shift 01 sponJOrs was made , ,ala l: Yl:nt 
a t KSFO (S. F.) recently when Hale 
Bros.' departmen t store dropped its five
year sponsorship of the HOllr of Melody. 
The station sold it at once to J . E. French 
Company, Dodge and Plymouth dealers. 
The party got both sponsors and stations 
a nict' press. 

Talent fan bookleh .,e .tilltop. with st.t;ollS 
that 'e.hrle hillbilly p,o,,,ms. SmrJJy's 
Scrapbook, 1948 is a popu lar give-away 
over WIS. T ..... o sponsors of the WI S 
Hillbillies, C1te-McL1urin and Geiger 
Flour, get credit on the book , which is set 
up as an old-fashioned photograph a lbum. 

Contesh do not alw.y, ",Ye 10 oHe. ow"d" 
Ralph Edwards, ..... hose "Walking Man" 
and "Miss Hush" contests have given 
away practically the ..... orld \\'ith a fe nce 
around it, also proved this recently when 
he asked, ust before the holiday season, 
what his listeners wanted most for 
Christmas, The winning gift was Peace
which was no surprise, but the ract that 
there were over 76,000 entries \\'as. 

"Bi, Sto,y" p.omotes onl: town at a time .1-
thou,h iI',. cont-lo·conle,. One ne\\'S
paperman in a town is saluted because of 
outstandirg work in breaking a "big 
story." Foote, Cone & Belding, the 
agency, promotes the program as a good
will offering to the press on the part of its 
sponsor, American Tobacco, and the net 
work (NBC), 

TIle yu,'s flrl! b.by bo.n in Hartfo.d County, 
(onn ., was not only presented on the air 
by station WKNB of New Britain, but 
was also presented with $275 in gifts to 
start it off radio-right, 

Muwcll Kelch, owner of KENO, Lu Ve, .. , 
spu.heads courtesy campli,n. Kelch heads 
the Chamber of Commerce promotion 
committee and has signs with a smiling 

(Please turn to page (0) 

'1'\'\ .... grcat Il t'W 

d :tllls Il u ls Lon and 
\ \'al:l ll :.;a arc on« ' 

Ill ore n 'aso ll why 
people ill the John
~Oll CiLy m arket 
a rea han! th e hi~h

cst pe r ca pita in

~ uf a ny group 

ill th e SOllth . 

And W,JIIL gi \'('s top 
C()\'c ragc of I It is rich 
sa l es arca. For 
W,JIIL is the mos t 

li s t e n ed Lo s tation 

in -10 of its :~2 B.\lB 
cu unti cs, totaling 
R5 ,020 B'\I B radio 
fa mil ic s . Chc c k 
W,J II L 1I0W! 

ONLY ABC OUTLET 

COVERING THE NORTH 

EAST TENNESSEE MARKET 

A 
B 
[ 
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that grew . . . 

into a butterlly ... 

A beoutiful butter ny, too! A 
co lorful, sweepin g th ing . And 
once again we're going 10 hove 

10 lell yo u .. . tha" \ pretty much 
th e story of W_W_O_C. WoW_DoC 
storIed as an id ea. A littl e ideo 
Ihol grew . A s it developed 

under the wgrm roy, of soles 
producing, it s tarted 10 fly . 
Colorfully, too! Today in Wash
ingron, if you wonl 10 do 0 

sales job 01 low (ost, use th e 
s lal ion pe ople look to . . _ 1450 

o n theAMdiol . . . l01 .1onlhe 

FM dial. Thai 's the way to fly! 

Only one other s.atlon In 
Washington has more 

loyal listeners 

WWDC 
AM·FM- The D. C. Independenl 

ohp." .,,'1'C! Holi .. ,.., f" b, 

FORJOE & COMPANY 

lfr. Sponsor: 

Vp in Ch.r~' 01 Di'ilibution, Philco Corp. 

lI'immy C1rminc's grea t delight in breaking the convention:!! 
Y rules of radio nd\'crtising is equa lled on ly by his uncanny 
abili ty to get Philco products so ld. Despite his fa ncy, recent ly< 
acquired title, he's basica ll)' a promotion man. It was show
ma nshi p, p lus pressu re promot ion to dea lers a nd d istributors, 
that resulted in 194i's sa les record for Philco of over $300,000,000. 
To ma in tain th is pace, C,rminc today is spending an adve rtising 
budge t of some $J,500,OOO-lTi ple what he was spending fi ve 
yenrs ago. Brondcast ing gets the lion's share, with at lenst i O per 
cent going into thrce air shows, Bing Crosby a nd Breakfast Club 
on ABC, Burf Ires on Mu tua l. 

T he Crosby e.1. show broke precedents ... bu t it a lso made a 
major contribut ion to Philco's new sales record. After the first 
four a irings ( 1946), Philco dea lers sold OUt of the rad io-phono 
model that Der Bingle was p lugging. ~ lore important to 
C,rminc, now in his twenty-fifth year for Philco, the progra m 
lined up dealer and d ist ributor advert ising dollars sol id ly behind 
Philco's owr-all spending. C,rmine WO I ks closely \1 ith h is 
dea lers, large or small. 

Carmine has learned a lot about bro.,dc<lst advert ising in thc 
past fivc years, since Philco has gone in for a succession of major 
network progmms. Ill' hns even set up (through Philco's battery 
division) a personal rating service which measures power con
sumpt ion ir key cit ies while Crosby is on the air. Although he 
gets tough \\hen he thinks n sholl' is not doi ng n job, he's inter
ested not in ratings but in thc progra m aprea l. J immy Carmine 
wants to be certain that he re<lches, ;"\s he terms it, n "prc
se lected, pre-sold, pre-mood-collsciou:> audience ... with money 
rendy in its pockets." 

0/1 /'..-"",,' \/", ... . ", ,0( /lul,I",,, I.I .... " .. "' ~ ,,,,,I \I,,,t 1I, •• 1s. """,I.", 'If 1m "",,,.It 'm",," /" .. ,,,,,,,, ' W' I~' , •• ,,~ t : ..... ~, '/11 ' " ~" ... ,,, 
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LIBRARY SERVICE 

pays off 
FOR STATION 

w 
lOUISVil lE , KY . 

LoIS mO,,, listene •• tn lou;svill" 0,,, dialing WKYW thesl' days ... thanks 

to Copilor. T.on5Cription lib'OfY Service. Look at tho:! .utcess of just Iwo of 

tile Ihow. built wi,h Copitol Trot\1"iptions; 

HAt OERW IN SHOW-now in second ploce OMong f,ve Ito,ion., induding 

th,,,e networks ... and with" Hooper of J.A! (II'. logged in mid· morning. 

too, ofl"r " program wi,h a much lowe, foting.) 

" WESTERN TR AILS," featuring Copi'of. 9'eol wel'"rn and folk ,ol" nl 

lead. all bUI one big ,ne'wo.k ,how! 

II WKYW happy' They sur" or" . • . CAPIT O L Happy! 

W KYW hal boo.ted li"ene' levell wi,h Copilot T.onsc.iprionl . .. and 

. 0 rOn you! Capitol give. you eve.y imoginoble oid: I. Complete ly flu ible 

themes and doted fo.mots IOf 30 houf! 01 ente,to;nment coch we ek _ so 

that you can qu;ckly toilOf·moke a show 10. any sponsor. 1 . DOl ens of 

big·nome sto.s - in eve.y cotego,y of mu.icol ente.loinment. 3. Speciol 

musicol theme. lor your shows. 4. Mus;col inte.ludel . 5. Artists' voice t.ocks 

fo. "live" show effect. 6. Unparalleled technicol quolity. 

A payoff 
FOR YOU, TOO!~ • A molchlelS combination fo, lur

ing new lisleners ond sponso .. 

... a nd Ihe coupon i. your ticket 
to a f.ee hea.ing. Ule i, lodoyl 

5 ..... , • • a"d v ..... 

FEBRUARY 19-48 

-------------------------. 

( .•. ,., ,,-"';., .... , 
••• ,,, l v •• , 
... ,Irwo.d n, C,"'".I. 
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clemonstration 
transcription 

t . O''''G. , ,,,,, ... I'''"''''p .... _IG ,how ... whG' ",G.,' CGp;"", • .,.;" ~"' .... ,. 
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There's a lot more to it than this ... 

and 

" 

ee 

Tn cn :f)' busim:ss friendly personal relationsh ips are a bi,g help. 

Bur tha t 's only rhe bc,ginnin,g of the Storr ... the re's a 1m more to iL 

You've probably Iloticed tha t the IXoplc who arc most wdcome 

in your ow n ofEce arc chos<.: who never wastc your rim<.: ... 

who calk yOIl!" busin<.:ss and know wh:u they' re talking about. 

\'\feed and Company represcnr:a ivcs arc like rhac. 

The}' se ll a vcr}' good product-Spm Rad io - one of rhe 

mos t pn:ciS<.: and most pro(uabk: forms of modern advert ising. 

The}' sell it ri,ght-for w hat it can do for YOIl. 

Behind rheir ability arc a numocr of qualities: eXlxrience, 

associations, persistence. Even mon.: fundamemal. perhaps. 

arc plain hard \\'ork and the expert knowled,!,.!c it g ivcs. 

f or thcS<.: arc rhe two factOrs that produce most of the resu lts 

most of the rime ... the twO factOrs tha t make 

\'\'<:eJ & Company scrvice so \';lluablc.: to any advcrt iser. 

radio station representatives 
n e w yo r k b os to n c hicago 

compa n y s a n f r ancisc o 3. t1anta 

detroit 

ho l l)' woo d 

SPONSOR 
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Press Agents 
IOuhliol reJ"lious 

is hls'lI·n .. t~t~ for 

."·";.f.·'IIIIS ulld 'uh~II' 

There arc few accidents in 
publicity. 

Over 150 independent press agents do 
their best to make sure that everything 
appearing in print about their clien ts 
looks like rcal news. 

1111.' gross income of an independent 
radio press agent runs from over a half 
million (Earle Ferris) to under $7,500 for 
ex-news men out of a regular job .... ho 
operate olT the cuff or out of the office of 
their clien ts or the networks. 

Thesc men and wornell, located for the 
nYlSt p..1ft in New York, Hollywood, and 
Qlicago (important factors have offices in 
all three ci t ies) , supplement the publicity 
efforts of sta tions, networks, advertising 
agencies, and sponsors. Although pub
lici ty dcp..1TtnK'llts in these organizations 
arc vcry volat ile, conservative estimates 
place the number offull.flcdgcd public re_ 
lations mm and women in theS(.' four seg
ments of bro.1dcast advertising at over 
3,(X)(). This includes some prl.'SS agents 
who give only part of their time to brood
cast publici!)' but docs nO[ inchxle lhe 
countless secretaries. m .. 1il clerks, and 
other office personnel who spend a good 
portion of their work day handling pub
licity details. 

Of the o\'er $45,000,000 spent by the 
radio induslry, agencies, and sponsors for 
bro..1dcast publiC relations, the indl'JX'fld
ent publici ty man gets only $3,750,000, 
and a l,'OOdly p;lrt of this goes to Uncle 
Sam for postage. Earle Ferris, Dave 
Alber, and George Lilley get out mailings 

PrIEn A ,ut Edith AlllEn «(.,1 8yoi,) Wit 

huvy I.dln with prop i whlEn Look'i (lmlE" 
m.n (luShl hIE' II IhlE wit hilin, • I .... i 
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stUlltS: St~VI H."".g,,\ took Ildilots on I bOlt 
ridl to m.ke IUfe they m!!! Dick H. ymll 

Pi,nis! li,\ pfucntcd Truman with 
music before In .i. guest .ppur.nce 

J.m,u Mehon's helicopte, hip 
hearsa] ..... 1 • F"d Coli publicity 

that run into the thOUSo1nds ofpicces each 
week :Hld otheT press agents (11.110 do not 
attempt to blankl't the nation's press or 
\\ ho usc nwilins:: M'rv;ccs such as Gilliams 
Service or Nu ~l{'thod fo. l:nrix and Plate 
Scn'icc) also add to the flood of waste
baskel fodder handled daily by the men 
in grey. 

Public!!)' men {'xiS{ on a result b.1sis
thc}' mu~t delivCf (weck after week) circu
lation that justifies their stipends. Whm 
a poll;s held Ille) fis::ht for that first.place 
position the first.place winner each year 
can trace dirfft business to this blue rib
bon. Coil and Freedman h,l\'(' won the 
Bil1bo.1rd poll for the past two years, 
Dave Alhcr won for two years, and most o{ 
ther('St of theyeaTs Earle Ferris hashad 
a lease on ,the vote~ of the radiO l'ditors. 

Earle Ferris ha~ built up his operation 
by working (in radio) only for advertising 
:Jgcncics. I Ie claims th:\I he won't take a 
rn.dio nCCOUIH direct, althouj:!h he handl('S 
the publicity through Leonard Traube {or 
Fred Ziv's tTnnscription organi:ation. He 

claims that his minimum publicity {ee is 
$250 a ..... eek and that it costs him almost 
that {or his mailingsoneach account. He 
docs mailing alone {or agency clients al 
$150 a week and stat<.'S that thi~ is hi~ 

lo ..... est {tt, den)'inj:! SlaiemenlS b}' sollle 
other publicit), men th;'l! he ha~ some 
accounts at as little as $35. 

One o{ Ft'rris' si2able accounts is the 
\\'illiam Esty a!,'Cnc)' which pays him 
nearly $100,000 a year to handle their six 
programs, Tom Luckenbill, radio vp of 
the agency, claims Ferris' annu;'ll bill is 
much 1('55 thnn this. 

OVCT 60 per cent of all shows on t he net_ 
..... orks hnve at lenSI one independent pr(>ss 
agelll working Oil their pro!!rarns. The 
p.a. Illay \.\'ork {or the :ld\'ertising agency, 
the sponsor, the packnge producCT, or lin 
indi vidual star on the program. Where 
there nre n number ofst:!rs there may be a 
number o{ pr('Ss ;'Igents each pushing for 
his own personality, t\mericnn Tobacco'!> 
Y OIIT I lit P<!ro:1lit' may ha\'e George EvnllS 
publici:ing Frank Sinatra , Wayne Var_ 

XI XII 

num working for Beryl Davis, as well as 
George Wolf o{ Foote, Cone & Belding, 
the advertising agency on the account, all 
fighting {or space for I'arddt. Evans is 
mOTe a night.dub press agent th:m a radk> 
publicist. Varnum is ex-Columbia Rec
ords, but is specializing in radIO now and 
is responsible for one o{ the most amazing 
two-page radio talent pictures that tiff 
has e\'CT run -presenting the number o{ 
people (over 100) who contributed to 
helping Beryl Davis make the star grade. 
George Wolf was formerly \.\'Ith NBC's 
publicity department. 

The fact that ;'In a::l\"Crtisin~ agency or 
a sponsor has a publicity director docs not 
mean that an independent press agent 
isn't hired (or radio publicit)', Agencies 
and sponsors with publicity departments 
are mOTe apt to employ outside counsel 
and 'or actual public relat ions services 
than those wit hoot departments. Even 
the biggest departments in agencies 
(BBD&O and J. Walter Thompson) use 
outside services, For instance, although 



J.ck Benny .ccompaniu Phil B.k., in • 
typical two·artist publicity picture 

Script w,ile"find. worthy ca USI. good w.y to Snarl P'ISI IlC0gni· 
tion. P.ul Millcn ltogld • dlCUI ror undl.p,jYillgld child.ln 

Hal Davis (Kenyon & Eckhardt) is re
puted [0 be one of the best idea men in 
radio publicity, he nevertheless p..1}'S 
Arthur Miller, fOnllerl y with CBS pub. 
licit)', for magazine placements on a regu
lar retainer b.1sis. 

Although the radio field is most con
scious of its independent press agents, 
most of the larger public opinion coun 
sellors have staff Illembers who know 
radio and its problems. Steve Hannagan 
has Don Walsh (once Variety). Cml 
Byoir has Bob Davis (formerly NBC and 
WOR). Russell Bird .... 'ell, Ivy Lee and 
T. J. Ross, Ames and Norr, Ben Sonnen
berg, Fred Eldenn, Edward L. I3emays, 
all employ specialists in bro.1dcast public 
relations even when thcy do not havc a 
program or sponsor to handlc, Sponsors, 
many of them with million dollar appro
priations, call upon their outside publicity 
men for advice, even if they do not use 
them actively to promote their programs, 
This is true also of the networks, T ypi
cally, Lee and Ross is retained by CBS, 

Ames and Norr by NBC. Top-mnk 
talent also emplo)'s special counsel besides 
a regular independent press n!!l11L Thus 
although Kate Smith has employed Dave 
Alber for the past six )'ears as her press 
agent , her manager, Ted Collins, has 
Russell Birdwell sit in when an important 
policy matter comes up for consideration. 
The I3ennys, Crosbys, and Hopes, whm 
the chips arc down, hedge their decisions 
with advice from a top gauger o( public 
opinion, 

The hardest workers for radio programs 
and talent in newspaper and rnaga:inc 
space-getting a rc Dave Alber and Coil and 
Frt'Cdnmn. The (ormer has 12 radio 
clients, the latter nine, Alber's showcase 
accounts arc Truth or ConstqUlmcts and 
Kate Smith, Fred Coil and Zac Frl'ed
man in their presentations polish up Vox 
Pop and l-l(!r!'tsl oj S/ilrs. Alber has the 
reputation of milking every idea (or it s 
last line. He seldom misses a bet in 
getting his clients' nam('S in print . When 

Margaret Truman appear<.'(! with the 
IXtroit Symphony, tnt· wire s tories (AP, 
UP, INS) carried congratulatory com
ments from many ligures in the musical 
world. "II o( ,' Iber's nmsica l clients were 
represented, What pointoo up Alber's 
quick thinking in this case wall the fact 
that Hal \)avis, who handled the event 
(or Kenyon & Eckhardt and the White 
I loose, hadn't thought of having his o ..... n 
clients climb on the bandwagon. Davis 
doesn't miss much, 

Most thorough in itsco\'erage, by repu
tation, is the Ferris office, whose mailings, 
Illal and wire services, blanket the na
tion's newspapers. Perris' services run 
the gllll1ut, his copy is good. His reputa
tion is tops as a follow-through .,1.1n. I-Ie 
b.1scS his presentations to prospect ive 
cl ients 011 a circulation b.1sis and "says it 
with clippings." Ferris, lik(' Alber, g('t5 a 
good deal of his acceptance from feeding 
r:ldio l'(litors with news about personali
ti(.'S whether or not th('y're his clients. 
lie's proud that ('very so often he scoops 

.~ .. n.y p'Ylllibutl to Wuhin!ton[ Vi'gini. Vlrrill , EUII' bunny; J.ne Wihon don hI! Indlplndtncl D.y bitl Ch .. lu I,ying looks like' pumpkin 



th.' trude rrt:~~ 011 ncllo' ~ fnr his Ilk1iling 
I", 

Illd!'p("ndlnt pre'\S aJ.:mts fred tlwir 
IJlltkl~ new"" in unkr to obtam ~pa(l' for 
Ilu:lr clien,., It'<; soiJ 11'1.11 the Winchell 
rauo i~ thn'l' udusi\'(' ncw~ tips fCir one 
plug alld th:lt to <I Ic~r dl.'~ T('l' this ~O{'S 
for Walker, Sulli\'an, Snbol, Kilglillen, 
IlapP"r, W,I"IIII, ,md Lyoll!., all of \\oIlOS<' 
columnli run III hundreds of lle\\~fXlpcrs. 
Most 01 the lll.1jor independent press 
ag("Ots ha\(' nWIl \\0 ho make it their busi
ness to feed material to the colul1Il1s. Th" 
net \\Orks hal'(> COIUlllll men also but 
"policy" tics their hands a great deal 
T1l(lre than it binds the nperations on the 
umlf1lliatcd space grabbers. Corporate 
publicit}' executives also look upon men
tion in th('Se columns as invaluable but 
their hands are e\'cn more tiglllly 
shackled. 

Raled tops aT1l(lng the gellera l prcss 
agl'ms .... 110 handle radio publicit}' as part 
of the job the}' do for their diellls is Stcve 
Hannagan. Hmmagan handkd Jack 
Be!1I1)' after thl' latter left Ceneral Foods 
hecnuse he felt he was losing his audience 
due to bad public relnlions. Hnnnagan 
says that he took the Benny account 
because of his personal frimdship for Ih<
star. (He docs not accept Ihe radio part 

•• 

of a puhlicit), aC((lunt for nny corporation 
i t' ~ ;111, he e)'plains, or lKlthinll.) Ilis 

(1IIu' is s,1 id II) h;1\'c ~t arll'd IxnllY's re
dimb tO,top ratin~. Hanna~an handle~ 

lht' CeC'a-Cola account, for .... hich his 
budj!ct wa~ {('n'IlII)' uppc:-d 50 per n'nt to 
over $ 100,000 for the current fiSC;l l } car. He 
also handles the Electric Auto-Lite ac
count. FlIT Cokl' he publicizes It S four 
programs, " DUM That ReJrtsllts 011 the 
Air, Spot/iS/II Rn:III', MOrlon Downey, 
and Claudia (!tid Oolld. For Auto-Lite he 
brin~s Ihe 11('11.'$ of Dick I-byma 10 the 
press. 80th sponsors are conservativc 
organiZations and Htlllllagan docs a rou
tine radio publicity job for them. 

l3en Sonncnberg, the Park Awnue p.a., 
also handles chidly compkte accounts. 
Howel'cr. he docs radio press-agentry (he 
doesn' t like the term) for Ihe IJob Hope 
Show and Amos 'n' Andy, both for Levcr 
Brothers. Mack Millar on the \Vesl 
Coast handles publicity for Hope and also 
does the press relalions (or Eddic C11l10r. 

Publicity insurance for stars and (ea
tured n.1me pla}'ers usuall)' costs about 
10 pcr cent o( thc talenl'S weekly stipend. 
A star rn;1}, not n('Cd;l press agent while he 
or she is at the top of the heap but the 
Irouble is that Slars don't stay aI the lop 
without guided publicity. On the safTlC 

basis rumnll'rcial radio programs (("'quire 
slX'cial public relations but th(' cost to 
thi.'m ~houldn't come an}' .... hcte ncar 10 
p(:r {'('Ill of the program cost except in Ihe 
ca!-C of luw-fC(' programs. An indepcnd
('Ill prl'SS agl'llt ough t 10 COSt (for setl'ict'S 
and expense accoullI) about 5 per cellt for 
pr~rams that cost under $5,000, down 10 

) per ccm for programs over $10,000. 
Thc top-bracket programs (over $20,000) 
frequcntly arc called Upoll to spend more 
per('('ntagewise than lower-cost presenta
tions. They arc expected to dc-livcr more 
listeners and arc thus moT(' vulnerable, 
i.e., tcquirc nKlre publicity insurance. 
When Jack Benny moved 10 American 
Tobacco sponsorship it was announced 
that his colltrart carried a clause .... ·hich 
committed ATC to spend $5,000 a w('(!k 
($250,000 per year) for publicity, over and 
above the COSt of the Benny package. It 
..... as at this time that Hannagan handled 
Benny. When ATe. upon thE' T('llC .... ·al of 
Benny's contract, dropped this P.1rt of the 
agrttll'lellt, Hannagan also stepped oul. 
Now the program's publicity, aside from 
what is done by Foote, Cone and Belding's 
public rel:ltions departmem and NBC. is 
handled by Irving A. Fein, who docs pub
licit}' for Benn)"s Amusement Corpora. 

(PII'a.sc IIITIl to paSt 90) 
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FEBRUARY 19-4. 

hrond~:ls.s ur lIendix n. ,,"ork 

e Although using no air tmle it_ 
•• self, Bendix HOOle f\ppliances. 

Inc., h.1S sold more washing 
machmes directly through bro..dcasting 
during the last four momhs of 1941 th..n 
through any other medium. So successful 
has the &»dix W05h all Iht A ir broadcast 
rormu la become that what was a spot-by
spot operation will no ..... become national. 

Bendix is one of the few manufacturers 
who have found cooperative advertising 
( ..... here dealer, distributor, and the na
tional organization share costs) more pro
ductive than nat ional advertising. While 
Bendix ..... as spending $ 1,000,000 in maga-
zines it ..... as spending $812,500 in coopera-
tive advertising, which sum was matched 
by dealers and doubled by distributor ex
penditures so that a total of $3,250,000 
was spent in advertising to sell Bendix 
home appliances locally . 

Through a one-time broadcast over 
KFOR the Hardy Furniture Company, 
Bendix dealer in lincoln, Nebraska, sold 
IJ ..... ashers and ou t of an attemJ..nce of 
115 at the broadcast developed an addi
tiona l JO prospects. While this is a 
better-than-average 5011es result it is not 
startling to Bendix for they have seen in 
the little to\\n of Enid, Ok lahoma, a Wa5h 
on Iht Air program over KCRC bring in 
48 for the demonstration-broadcast , of 
..... hich 10 placed orders on the spot 
($2,590 in direct 5o. les). The entire other 
38 listed themselvcs as prospects. Enid 
has a populat ion of 7,860 ramilies, 7,250 
radio homes. 

t\ Bendix washer is a major appliance 
rurch..sc by :lny family. Its COSt places 
it in competi tion with the possiblc pur
dlo.scofa car. Many familics havc staled 
in sUf\'eys conducted by appliance manu
facturers Ihat they \\''Ou ld h.'\'C to decide 
bet ween a !l('W car and an automatic 
.... ·asher as ooth couldn't fit in their budg . 
ets during anyone two·year period. The 
fact that a single IS-minute broadcast, 
even if it is given the maximum in show_ 
manship, can deliver direct So. lcs as well as 
prospects is a tributc to the ne ..... approach 
developed by Bendix- an actual product 
demonstration via the air wavcs. 

The idea for this formu la was conceived 
by Bill Simmons, a one-time radio an
nouncer, ..... ho at the time he thought of 
the plan was Bendix sales manager for 
Southern Appliances. Inc., of Charlotte • 
N. C. He sold the idea to home office 
officials and the traveling team (an
nouncer and promotion man) idea which 
ran all the Wash ou I~ Air bro..dcasts in 
19H was in:lugurated in Texas and pre_ 
sented the program in from three to five 
to .... n s per week . 

The team really takcs over the town 

when it movcs in. Storcs display big 
signs featuring the broadcasl d('rnonstra
tion. Teaser announcemenu are bro..d
cast. Newspaper advertisements featur
ing the broadcast are run- aId when 
possible, "name" guests of honor arc 
snared as extra added attractions. In 
Lawton. Oklahoma. Mayor George 
Hutchins removed his shirt and had it 
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washed and irnrK'd right hefor(' the 
microphone. I t made the fih t page of the 
loc::!l newsra(X'r~- with Bendix publicity 
and a bow 10 th(' ~Iaror (or being "a 
re{!ular guy." 

The formul;'! i~ so set now that in i l ~ 

nationOl[ appliCl'll10n there won't be a 
hOme oOice Inl\'clinl! learn. Future 
brnadca~tl' Will b: handled by a station 
annoullcl'T rind a di~lributor promotion 
man in"t{'ad of a 13cndix announcer {Jack 
Knoul and a Bendix staIr m:m. 

Instead of the team there b a multiple_ 
pag(', thrce'rockN ~Iep-b)',slep brochure 
\\ hich mak<'" the \\ 'ash 011 thr A iT prO(:ram 
a .. foolproof as it's possible to make any 
bro.,dca~t ~how on a blul'Print. 

The C'O~t of {':.ch promotion during the 
tnal run period (194;) was $100. During 
1948 II Willlx' ~lightly higher ~mCt' in 1947 
Ih{' tcam (announcer :md promotion man) 
"(,fl' on nome office p<1)'roll and nO( 
chaq!(-d a1!ain~t the broadcaHs. In 1948 
tnt' announcer uilll::e raid a~ part of each 
pronlOlInn uhile tlk: distrihutor will 
~urrl) th(' promotion marl. 

Like all one·llme bro.1dc:lsls, the dcgr('(' 
of ~uccess of \I 'cuI! 011 tht Air dCf'<.'nds 
lIren hou much promotion b. rut behind 
it. Mo~t J(':ller~ u!'(' Bcndix spots regu
larlY;lnd turn Ihcm 011 thl' onC-lime U'ash 
wl1ft1 it's o;chcduled. E\'er)'thing from 

" 
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BENDIX 

"woman in Ih(' ~H1re" inlCr"iew~ to wa .. h 
qui::es arc planned. In Fort Worth 
(WBt\P), Virgil Bourl.1nd, I3cndix dealer, 
ga\'e aU'a), a full size ~Id.and-si l\'('r

plated &.'ndix automatic, an exaci copy or 
the millionth Bendix U'a~hcr producl'<i. 
,\11 thc listeners to his Wash 011 Ihl.' Air 
bro:ldcast had to do was to complete in 49 
words or less the statement, " I w'Quld like 
to own a Bendix becau1;C There 
weT{' 570 en tries. 

The homeo(lhe \\inncr now i .. ?racti
cally a Bendix ~ho\\'room .~inCl' ('\'l'T)'one in 
her neighborhood and man)' who Ih'e 
quitc some distance from the area come 
to see what a gold.:md-sihw.plaloo 
Bendix looks like. Hundreds also came 
10 the store to see t he washer I;ocfore it 
was presented. 

While the Bendix automatic wa:.hmg 
machine o;c(>OlS like a on(··product !'o1k. It 
isn·t. \I 'ash Oil/hI' Air is conceived to $('11 
the washer, yct it also exposes all who 
come 10 the dealer'., store for the broad
ca:.1 to th(' Bendix ironer and dr)·er. In 
,\ lason City, Iowa, the bro.1dcast directly 
produced :.ales of four washers, four 
ironers. and thrC'(' dryers, which ('X plains 
wh)' dealers are u ilhnl,: 10 put their own 
mOlley back of a Bendix pronlOtion 
bro.1dcast. The (k'ndix wa~lwr ~ale not 
only is prOfilat-k (the mark-up runs from 

)313 to 40 rer cent d(,-.ending llpon the 
:.i:c of the dClller'sorder) but the washer i~ 
only the fi~t sale. In o\'er 20 per ccnt of 
washer sales the dealer is ablc to sell an 
ironer or dryer later. It·s too early in the 
\\'ash 011 thl' Air campaign to obtain final 
figures on follow-up salrs but the fact Ihal 
the 20 per ccnt figure is quoted I1OU' is 
some indication of hoI\' far thb bu~incss 
may dcvelop. 

fX.ndix is coll1paratively new in the 
home appliance field. compared to ,\Iay
t:lg, \\·('Slin!!hou~. General Electric, and 
man)' other old·lin ... compan ies. The 
entire mdustry produced 3,698.000 stand
ard-si:(' u·a~hen. in 1947. Bendix pro
duced 602,OIXl, and was fir~l in unit sales 
:lnd billing in the field. 

Bendix. merchandi!'Crs point OUl, de· 
\'Clopcd something- new in wa~hing 

machines wilen it brought out Its auto
matic wash('r. II produred its firsl 
machine in September 193i. it~ 1,000,
OOOlh machine in August 194i. 

Dt>spite Ihl.' number of Bendix m3chines 
Uk-d in public 1:1Undromats only 6.7 per 
cent of Bendix rroduction ha:. been sold 
for Ihis purro~. It's po~ible for &'ndix 
to h:ln' figurcs 011 this since the machines 
must be especially built for coin op<'Tation. 

At the time Bendix ..... a:. introdun-d th .. 
( Pfca.<l'lIml to P.I.~I' 61) 
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How a, Nelv York 
Th" Mo!",1 .<in,,!;I;"! .,,,ne,!,', ct

pt:,;cnu in cI'It:ckin'J .udl"nUI for 
'pot .nnounccmc"h . nd ,how. i. 
one ,",We' to quution •• k"d by 
Su .. ;n', J, E. MUl.1 on P''J'' 44 

jgency Checks Spot Listening 
properly used. arc 

best listening illdc1( for 
uscrs of spot programs or spot announce
mcrlts, according to the Emil Mogul 
orgl11lization. Mogul plac('S Ihe hard~l

!lilting of all comOlcrcial copy on Ih('air
the advcrtising for Barney's. Stu:trt 's 
(Moe levy), National Shoes. Romoni 
Macaroni, and C1nadi:1Il Furs," Mogul 
checks bot h Hooper and PuiS(' reports 
(or st;'lIions but places hi~ m.1Xirnull1 
reliance 011 his own "hro.1dcast comrol, " 
which is kept current th rough contest:.. 

Contests !:l'-1lCrall )' arlO used to stimu
late programs and 'or 5.11(>$. Mogul's COIl
tests do this but 5.11es and increased 
listening are purely :1 by-product. \Vlmt 
Mogul wants to learn (mOl conti"sts is 
who is listening, city-block.by-cit}'. 
block, hour-by-hour. There is no point
of-s,.1Ie promotinn nf any Mogul contest. 
That , his :.t aff cxpl:lin:.. wou ld simply 

hypo listening to the station or pfo~r:Ull 

and \\"hat is wanted is inform:ltiOIl on 
regular listening - l1ot stimulation. The 
com ests do resuh in listening stimulat ion 
hut after the f:let not while Ihccontest i:. 
running. ~los t of Ihe lime tht' contcst is 
kept secret C\'Ol from the station s;llclo 
s taffs who have bt>en known I(l go out 
and hypo contest rcturns,t 

Mogul 's contCSI S give sorTK' thillJ! 10 a ll 
willi enter and ha\'c flnc major pri::c 
which is never too cxpcllsivc. A recent 
first prize (ill a Bmlley's con tcst) was a 
radio set costing $20. Unlike contests 
which arc aimed Ht ~imulatjng sales, 
no proof-of-purchasc i ... rcquirro . Thc 
contests propound Simple qU<'StiOlllo which 
pr;:>ctieal1y anynnc can figun.' out. The 
Barney contcst was ttl report the nllmhcr 
of inches bel wecn Time... Square and 
Barne)"s slore. The question f('quirt'S no 
;opedal knowledge, no ~cn i us. The J!ift 

Typical "Illry in COIlI"st 10 writ" sponsor'sum" (Stulrt's' 15 mlny lim", u ponibl" 011 • pOllcl.d 
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for entering was a coat hanger cOloting 
five cents and, as indicated pr.:vi.)U:.I). 
the award (or rhe Ilean:st eorr('('t an~\\'er 
was a $20 radin, Despite thc apparently 
small lIIl('lHi \'{', thnus::mds sent III e~ti. 

lIIates and a number of liSteners aetu.llly 
wert' di!oClJ\'l'rro I'ollh yardsticb rnea~ur

illj! thc d,:'lanct' foot by foot. 
The enntt.'Sh naturall)' Inulot intrij!ue. 

It is ama~inj.! \\,hat lengths list('fK'rs 
will hI() to for a nominal eon",rderallon 
Ont' rcecnt contest asked li:.tC1K'rs to 
Morc), Amsterdam 's program 011 WI IN 
(N Y.) to ~e how many tim ... ""!. thl') 
m uld write the nilOJ(' of Stuart 'son a fX'1l1l) 
po~ tcard. Three thousand WIIN ":.ten
l'r ... lo.l t tklwll and trred it and it W:I~ an 
unusual entry that didn't get nlOrc than 
300 "Stuolrt'~ .. on a card . Sonll' aClua lly 
wrot!.' more than 1,000. The pri:(' for all 
w .. ~ a tCIl<cm packag!.' of phol'lOj:!raph 
Il(-cdlc,. Thc returns told '\Io~ul just 
how IllllCh impact ,\lor!.'), Am~tadilm's 
program and stalion WHN had. 

Fllr Nationa l Shoe'S, t'o\l",.:ul a"ked lis
teners to " rite a scnlcnce cOlltaining a~ 
man)' jivc words as possit-ole. Thc I'ri:(' 
was IJd>bie Dieliulla,)'. an rnexpo..'Ilsi\'e 
slanj:!u"j!c compilation for tccn-aj!ers, 
Thrl'C ... tatrOIl:> were used for this ('un_ 
Il'st 11lC stillion thaI was mll'd fir:>t 
for the time rcriodl">} PulscofNc\\" York 
drew less than half the n-spt'tI'tSCS of the 
'l'('oml :. tiltion in tlK' Pulse report_ The 
third station which had the IO\\~1 time 
rate of thrt.'<' and the hottest pro~ralll in 
Iccll-a!!!.' appeal ne\'crthclc;. ... cnst the 
highest per inquiry. Fact ... like thl:> go II1to 
r\loj:!ul's Tt'cnrds and arc used wlK'n the 

(Please tum 10 paRe 80) 
• 1.1",1"",,, "'I,yj,,, ~/lI~,,, "'''''"d. "HI "i,,,~,Ii",," 
1" ,I,,,, ~""'" '/~ n" .. "",~ 
, II'''J "I Io .. j.,~"d 111<,1 ",1 fW" ,.,,,1 '" "II "",,1,,1 ,,110m • 
... ,,,,, 1m .... "~,,I., .. "I><> """,...1. ,n ""," """/. I",.", 
Th"H',./o /". "_"N"'" ronl'''''' j". ~""". Ihr ",,,,/,,,,_ 
"/",, ~, "' ..... ·1 M J, .. I d' .......... ,/. "I"'~. It" .'<'1''' ,.,,,, 
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Motion " ict""C1 h.~t to be 'hctl",d, p.oc:cuco, , no c.mcr • • , .. hu,uo, inch by inch, b~olc tclceut;n, 

NIORE FILM THAN LIVE 
TekviSkln, 10 11 great sec
tion of th(' viewing public 
and of tho!'C who v.,lIcvcn· 

tUi'lUy 1)(:coO)(' TV Sl'! o ..... l1('rs ~, IS "moving 
pictures in the horne withou t fil m or home 
projcctors." Sinc(' this is so, the objcctioll 
"canned {'lltcrtainnK'T1t" that transcrip
tions had to o\'('rCQme for years will nO[ 
face film in \ isual air program produc. 
tion. Immediacy (live telecasting) is a 
plus for the mroium, not tht' keystone 
upon which visual broadcasting must 
build. Film is therefore a vital factor in 
visual programing and one a lways in
cluded in plans for new stat ions. Every 
would·1x- s[,uion orerator includes in his 
license application the percentage of time 
in which he plans to usc film on the air and 
it has run in "acceptable applications" as 
hiRh as 75 JX'r cent of the total programs 
to be tciecast. 

Films th(>refor(> r('presem a major factor 
in all visual broadcasting, both the 3d\'('r
tis ing and the em(>rtainnlent portions, 
Film can cost fantastic sums or it can be 
produced on tiny budgets. One sponsor 
r«emly wanted to produce a series of 
comnlt'rcials to be used over a number of 
stat ions and a network. The commercial· 
film.producing organi:ation that origin. 
ally estimated on the- Job figured th<' costs 
at $35,000. which floored the ad\'eniser. 
The network, wanting th(' account on the 
air, alTered to shoot the required number 
of film~ at cost. The) also worked with 
the ad\('rtiser to readjust some of his 
U,;,~IV h~"b,tI fftmolv. l'tIII'I "I ~or"". om/ wo n"'" 
•• ,,',,) IN" ,nl'f'T,,,, .. J h I '''M,~ Op,""n" /f, ... ",~ 
f"" 1/1" ,",,,,,,,,,1,,,,, 

Ch Ol~,oltt uti ill hOll t Optf' "lml "B(O (Bi, 
u, O ... lity) R. nd •. ' U,CI cowboy .n"ounu, 

'0 

more elaborate ideas. The total bill to t he 
sponsor was $1,900. Neithcr the network 
nor the advertiser claims thm the $ 1,900 
films arc just as good as would have been 
ddiwrcd for $)5,000 but both ft't'l that 
they are adequate and will do their as
signed job. (The complete story on the 
use of film to handle the advert ising por· 
tion of a tek-cast will be presented in the 
March SI'Oo,;SOR.. This report is on fi lm as 
a program f.lctor.) 

News is best handled by film in T V. 
Naturally It is not practicable to cowr all 
the news in moving p ictorial form on the 
ai r while it'~ still news. The span be· 

tween the takinR of a news film and 
broadcasting it is a small fraction of the 
time it takes for a motion picture news
reel to t:lke a picture and distribute and 
projc<:t it in theaters. This is due largely 
to the need for making positive prints, 
etc. TV can and docs use negative film 10 

telecast positive pictures. TV also can 
Us(' 16 mm fi lm instead of tht' 35 mm t)'Pf' 
that must be used for tocater projection 
The former is processed much more 
rapidly, is much less expensive, and while 
it lacks some of the detail that is caught 
with the larger film, that detail is not 
essential for telecaSt enjoyment on a 
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nonnal horne-size receiver. TV has OI l· 
ready brought into the home event after 
event via films, several days before they 
were avai lable through theater newsreels. 
This was true even in the case of Princess 
El izabeth of England's recent marriage. 
T V ne .... 'Sreels being seen at least 24 hours 
before there were any theater showings. 
CBS, NBC, and independents regularly 
have taken pictures and shown them on 
the air with in three hours. In n number 
of cases motion pictures of even ts hnve 
been aired within an hour nfter the event 
took place. 

A lender among sponsors who have used 

A BC sl.1f checks fi lm proceued in Ri!Jhl 10 cui lime between pid ure I.k in! .nd lele:.sling 

filmed ne ..... s events is Charles Durban of 
U. S. Rubber. When n U. S, Rubber 
warehouse in New York as well ns pMt of 
nn adjoining office building that h,ld for
merly housed U. S. Rubber bumed down 
recently. Durban okayed a special film of 
the blaze which was aired the same night 
over DuMont's WABD, sponsored by 
U. S. Rubber. Because the offICe of 
Harvey Marlowe, ex-ABC :ind now :in 
independent TV producer, wns located 
right in the fire zone he wns nble to film it, 
in part, through his window nnd the 
entire cost to U. S. Rubber was just $100. 
Many events that U. S. Rubber hns pre· 

sented cost many many times that $100 
for the rights alone, beside the even 
greater cost of film and camera v.urk. Its 
presentation of the Columbus (Ohio) Air 
Races was one such filming. Many of 
U. S. Rubber 's films were made for 
Durban by ABC. which for ovcr a year 
(1945- 1946) maintained a TV program 
operation to train personnel and keep that 
network's h:mds in the visual field, 
despite the fact that it had no stntion on 
the nir. 

The three great news-gathering nssoci:t
tions, Associated Press, United Press, and 
International News Service, all plan to 
service television stations with daily 
newsreels. First to experiment in the 
field was INS which developed a ticker 
tape gndget which WABD has used to 
give some extra interest to its leSI pat
temt. Later INS developed a page 
printer type of visual news operation (an 
entire page is seen as n typewriter ap
pnrently types out the news) which is still 
employed by S('\'eral stations. The first 
INS newsreel will be out this month in the 
fonn of a 15-minute weekly roundup. By 
,\larch it is expected that INS ..... ill start 
servicing stations \~tith daily fiw-minute 
reels. 

UP is operating in TV in conjunction 
with its pictorial affiliate, Acme N~"'" 

Thus far UP·Acme has serviced stat:ons 
WNBT and WBKB (Chicago) with still 
pictures and commentary. UP is plan
ning a 77'l-minute newsreel which will in
'A 1f,I ",,1I~,n il" wI.,n "I""" .,..!o'"'" _"'", 10 
.",,61. I~ ",I 0"'"" 10 I"n' hi.. ,~ir'''' in Pff/'M"lion 
!OI" /Joe P'''9",m. 

U. S. Rubber sponsol"d Aim of Are thet burned 
down ill wllehouse. Film cosl WIS S100 
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curporal... fI(''''''" ducuml.'nt;1ril'!>, and 
""om.:n'\ k,ItUfl'l>, It is :>,aid 10 ha\'{' 
Ilfierl'd a )-lime-;l,wl'l·k n(''''''srl'C] to 
Cnllld~ <dOl Gly /\lhl'rli~in}!) for $),500 
a ""I'ck for N,'\\ Yurk "hu""inl!_ 

,," hn\ rdl';'il>l..'d son,,: ('xp.'rilllent;l] 
IWII'H·d" bUI i~ nUl .... ;lIi .... llI.-d ""itll II,,: 
1lll<Iht) It ~ -<hl'\.luleJ til 'Iart al!;1il1 in 
\I:lrch. ,\11 tll(I'c '"K'\\ .. ~mherinJ! nrl!nm· 
:ation~, ;lhhough th,.'} haw had ~ti1l

rlC"tur(' dl\"i~innl>, h,IVl' hnd 10 l>t:lrl vir
[U;ll1y f,lll'l «r,ltch in [hI' 1lJ00ion piCture" 
hdd, 

The tir .. t l>j"lOn'<)r to huy ,I combinatIon 
fll .... till and mution piClUfl'l> fr<'111 a nl''''' So
J,!;ltll('rillg ~) ndicate I" CIll'lroll.'t which ;5 
"ponsoring all INS palkag\' 15 llIinute~ 

(Ince n \\"l'ek 011 W AIlD, 11l(' COntrnct 
\las siglll'd in Jllmr;lr) , ES51"1 hal> spon
:-ored tht' NBC NC"'~n.·d oler \\'NOT but 
I~ not paling the.' bill" at prt'-.<.'l't. CBS' 
nl'\\"<,fcds linn' nnl}' on(' td('casl undl'r
writer (CuIO as !>I'O'-'>O+l. !.'OI..'S to prl"''', 

TIll' union ~ituntion in thl' TV new"r<'e] 
held i5 :I con"t.1lll problcm for Ihe indus· 

tr)'. NRC, to avoid problcll\~ \\tlh il~ 

radiu t('('hnician ~ "ho Ml' nll'ml'l.'rs of 
NABET, an indt.,);:n!.k·nt union, farlll~ 

out ils motion plctur~' op.:ralions (0 Jl"Tr) 

Fairbanks, ;1 short subjl'Cl producer ""ho 
('mplo),s re~ular I A 1'SE can1l:rallk:n. CBS 
clllplop its 0"'11 cHllll:ran'll.'Il "ho arl' 
lllel1li>.-r, of IllI:' union, I BEW, tn "hich 
all of Columbia's tl'Chnical J'l('r..,..)nrll'1 
bcIOlIj(, In a numlx>r of ca",,~ "lK'r~' rcgu
lar n~'w~rl'l'l and ens IIlcn haw cm'l'rl'd 
the sanll' cvcnt Ihl'rl' hnH' bt.'('n cI:blll'" 
and CBS I1Il'n hnw had to wilhdr,l"" 10 

ill'oid IIInr~' 5('riuu~ troubk. nu\ll)lIt'~ 

t('l-hnic;ll pt.'r;.oIllk.'1 IIrl' I/\TSC. Prob· 
Il'ms bct\\,('t'Tl TV and motion picture 
call1eralll(,11 havc ari~1l at KTLA 
(Pnrnmount'" TV ~ultion nn till' We,t 
Co.1Q) and WBKB t Billaban IIml Katz' 
station in Chicago). B&K is linkC'd with 
Paramount nnd ha~ thus far anlidl'd an) 
untoward incidents with unions, h)' not 
takin,,: piclures, 

The rc~ular Ihem('r nc"~n'('ls ha\'e nO! 

rdcascd ilnl' nf their rl't.'ls for television 

fhe talent front in bro.1dcnsting, with the possible exception of 
the musicians, is quiet. The Iollest calm hns settled over the Radio 
Directors Guild, Thl.' RDG <Ind Ihe four network!> reached an 
under!>l:lnding on all major points and thl'ir agreenu.'TlI, as is true of 
all contr:tctS bctw('('n chains and talent, indicates \\ hat will 
eventually bl:' <l!>ked percentage-wise of sponsors of comlll rcial 
rrograms. 

Staff dirl'ctors smle ~tarlS at SJJO minimum, This i!:> a $30 
incre:"l!:>l' over the minimutll in the prev ious contract between the 
Guild <'lIld tIll' four Iletworh, Asso..:iate directors minilllulll was in
crc<'l!>ed from $iO to $95. Important to ndwTtiS<"rs wa~ the "~floor"~ 
fees set for con1ll1erclOli assignment on \\h ich the networks l\ill not 
!<Ike ,I co1tlllli!:>sion, If the fcc is less than $65 for directors or $55 for 
:"lSSOcirlll'.\oo it b not commissionablc, 

For <I long time tllere have been conflicts bet\\een thl' network ... 
and the RDG concl'rning the use of associate directors on what the 
Guild hold~ to bl' full.f1cdged dircctorial ;}S"igmllenlS, This disagrw
men! ha ... been !>4..'uk-d by Ihe new contrnct. with dean cut defimtions, 
If a program requirl's c.asting, ncwnl production is re;tlly under th!.' 
crl'ati\'e hand of the producer it \\illnot in the future b(' an ns~ociah."" 
PTO\I\lCI'_ Typicnl of \\hat an nssodate can produce nrc nl'wscnsts, 
round t:lbles, ~mall Illll~ic group programl>, and Slrl'C! intervi<'w". 

Although broc1dca~ters ha\'c fdt that the ArlH.'ric:lIl Fedcrntion of 
Radio Arti .. ts would nsk for n wag(, increase this winter it is under
... toad thn' tlll'rl' \\iII be no such request unless living costs go a grcat 
de;11 highl'r than thcy arc .It present, AFRA inner councils feel Ih:lt 
lI'<lge inCt\'aH.''' contribute substant ially to the inflmion;lTy spiml and 
h,ln' {kcidl'd fiH the 11111\' being to tightl'll belts. AFR,\ "Is/} re:llj:e ... 
ndvenisl' r.., arc \Intching brOildcast nd\'ertising COStS dosl'ly Olnd that 
if thl'~\' co ... ts go beyond 'Il't'rta in point tllesl' ndl'ertiSc:rs will c(ln .. id('r 
th(' .,hi/! of thl'ir nd\'ertising dollnrs !O olher mcdium:-. Two of the 
grl'atest llSl'(S of t ill' <Iir, Procter & Gamble nnd L('wr Brother .... , have 
I\cekly indices \lhicll gi\'{' thl.'111 tlldr cost r(..'r listcl)l'r .1t all times, 

" 

Mosl of Ih(' major film rcl('asing com
pam~'" admil that something \\'iII be dOfl(' 
\I,/1('n TV lx-ronlCS trul), n:ltional :tnd 
there arc {'nllu~h outlc[s 10 otrl'r a sizabk 
incom(' 10 nt.'\\,<;recl or~anizations. Nl'ws
n'ds <Ire lhe one s("gm(.'nt of till' film busi· 
ncss prooucin~ a highl)' pcri .. h:lbl(' product. 
TIw), 011-0 SI"HKIt hundfl-d~ of thou<:ands 
of fCI:ll'ach ft'ar that nClcr readl Iht'lIt"'r 
>;en'\.'ns_ TV t1l'\\'~reds will uS(' more 
footat!<: than Ihl'all'l'S so \\'iIl be a sal\'a~(' 

operatiun for Illan) piclurl' ~ubJl'Cls which 
are no" Inst on thl' cuttin~ wnm floor. 
No nll~' at any of Ihl' compani('s "'ill talk 
about Ihe film newsreels' TV day 

The mmion picture companiC!>' attitude 
on rl('\I,'srl'('l~ is JUSt a renl'Ction of Iheir 
anitudl: on rd{'asin~ their re~ulnr feature 
pictu(('S for \'i~ual :lir sho"ing. Thus far 
thl' majors (bi~ pictur ... organizations) 
haw thumbed down ('I'cr) appro.1ch 011 

this SUbjl'Ct. Only Unil·"r!;.'! h;u. had an 
OJX'n mind, and j .. at present l-diting many 
of it~ older film" cuning OUI tIll' music 
(Petrillo ~till S1l)'5 "no" to music on Icle
I-ision). E\"cll ",here picturl'S haw had 
their IIr~l, ~ond, third, and ncighbor
hood run~ and rt'runs, the pictures :Ire not 
ill-ail able for T\, bccau"" mosl companies 
are "orried about Ihe reactions of Iheir 
l':>o:h,bHors "ho have kt it b..' kno\\1' in no 
uncertain ""'a) Ih:lllhey \,K>\\' telc\';siQtl a~ 
com]X'lilion \\ith th(,ir box offlces, 11,e 
faci Ihm mOl ion piclures arl' planning to 
uSt' TV linK' to bring thcir uaikrs into Ihl' 
home hasn't rnao!!("C1 this, The (irS[ full
Il'lI!!th traikr for which limc has been 
boughl is for Ihe Nt'w York first-run 
~ho\\'in!! of Thr Srnarar \Vas Indiscreet, 
Thl' rl'sults al Ihc box office are So1id 10 
have sUrp'lSS/.'d the resultS of all)' other 
picture ildl'ertising 10 date (I:lking into 
romillcrillion th(' costs :lnd the number of 
tdevi .. ioll S('ts in Ih(' i'\e\.\' York markct :II 

pr\~nl). Some shov.ings haw brought 
cmtorners dirC'Ct from bars into Ihe' 
Criterion 111('31cr to see the picture. 

o..'Spite' the reluctance of n"'1jor n)()l ion 
pictur ... produ(('rs 10 rl'1('3."l' Ihdr films for 
Ihe I'isual air lll('dium, tllOUs.1nds of short 
Sl.lbj(,(,l:> and many independent riClurl"S 
Olre alailabl(', Hol.\' IhN' Ciln be u!-l'd 
1'Ilecthd), by '-ponsors has bt'l" dl'll)()n
strated by the Chcl'ToJct d ... aler division or 
Cencral ;"\otor.;, Thl' G.\ \ agcnc)" 
C11l11't>cIJ-ElJ,'ald (Nc\\' York), P((~'l1tcJ 
fur Clll'vrol~,t each \.\'('Ck for;] )"l'M ol'('r 
\\'ABO up 10 January 20) a \\,-'\.'kl)' 
Wl'1olCI'II fillll. Thc pro~ral1l wa~ callt'd 
till' BeQ 1~(1)1ch·, and the conlllll'rcial \.\'a~ 

hrtndll'd in a w\':.'t\'rn dra"l by an an_ 
nnunrcr in 10-::<11100 hilt and co"'oo)' fl'

galia, Tlw program had ,111 aJ1.family 
"/ff"V " .. "w r"," ~'t nv .""It,. 

(I'/r'I.le turll to petnt U ) 

SPONSOR 



CKLW CAN 
PUT YOUR 

PRODUCT OVER 
DETROIT • 

ut 

LOCATED on, ~nd bounded by Lake Erie, L.ke Huron and the Detroit River, 

CKlW bums ih 5,000 watt clear cha nnel si gn.1 via the water roule to" ten·million population 'rei 

with" r. dio .homes and bu ying·power percentage second to none in America . The power of 5,000 

waUs da y and night. A middle·of.the-dial freq uency of 800 kc. Th.t, coupled with the lowest 

r.te of an y maj or sl.tion in this markel, has made CKL W the Detroit Are's Number One r. d io buy . 

Guardia" /JUg .• Ddrl1it 21i 
J. E. Cllm pMu, Pruido,( 

AJIl", J. )'0""09, Jr., / n .... .'"nO Rfp. 
II. X. Sfo"in c.i Ctt., Canadian Rfl' . 

• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • 
5,000 Walls Day and Night-BOO kc.-Mutuat Broadcasting System 
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RaJIU h"b bocn ~'lIillg maJ!azincs and 
hooks (or OV!;r 20 )l'Olrs. Its first 

oUblanJUlJ: SUCCl'SS was Ill..> great circula
tioll c:101p<lij;11 I>.hicll Collier's broadcast 
in Ihl' [me 10's and early 30's. The cam
paigll lumc.'d juSt anOdll'T magazine into 
a mass-audience \'\'l'('kl> with a multi
milliou readership. It brought to radio 
John B. Kennedy who at that time was an 
a!\SOCiali.' editor of the publication. 

Today, in addi t ion 10 buying time, 
publishl'rs an' making as mall)' deals as 
pos.~ihle \>'·;th olher sponsor!' of programs. 
Tilt.· siory of S!Tl't't and Smith, ",'hich 
through a commercial Sl'ri('S {or Dtrrctil't 
MlIga: 'Ht brought a characu'r "The 
Shadol/o" into ('xisll'nce and then a maga
:mc to prOtcct that character in the publi. 
ca tion world, is radio history (CrimI' Pays. 
SPO'SOR, J anuar)' 194i). Today the Blue 

SPONSOR 

.IImll',ic. '1 FIIIII' II', I"c, 
N. Y. 

AIIOC;"lI'd Mo"oz;,,1I' 
( o"',ibIlIO", N. Y. 

DII' /ow.,,,, L.t~.wo"n. 
& W II'IIt', n (0.1 (0, 
N. Y. 

DOllo/lI'd.y & (0, 
N. y, 

H.II 8' 011111'''' /"t , 
K.", •• Cily 

Libby, MtNlI' ili & 
Libb y, CMu,o 

McG,ow·HiII PIIO'iIIl ' 
;'" Co, N. y, 

Om,,;book 1M, 
N. Y. 

WiI/".m H. Willi' & 
50"1, N. Y. 

AGENCY 

Hub", Ho,e & Son., 
N. Y. 

H. B. Hllmph."y, 

BBO&O, 
N. Y. 

Rlllh"IIf( & Ry.n 

Hllb", Ho,1 & 
N. Y. 

FoOl lI' , CO"II' " 
BlI'ldi", 

OlnIM.d, Pfll' iffll'l 
"W"U., N. Y. 

J. W.II". Thomplo" 

W.hll'.Wt'i., 
N. Y. 

Hllbll" Ho'lll' & 50rtl, 
N. Y. 

Coal radio program, The Shadou', run· 
tinue'S to sell the myster)' magazint' as 
wdl as heat in!! service. Other maga:uoc 
programs ..... hich are sponsored by manu· 
facturing ()rgani:atiol\~ rather than the 
publishers arc True Deltctit't Mys teries, 
Reach's Digest, and At), True Story. 

Publishers, besides inspiring programs 
wbich arc sold to other sponsor5, arc con· 
stantly planning awards, special surveys, 
and art icles .... hich ('nablt' them to havc 
their repr<.'SCrlt<ltives ap!X'ar on national 
progran's as gUl.'Sts. Hardly 1'1 w('('k goes 
by t h.lt somet-ditOT isn't paying tribu te to 
some program or star 011 the air-for the 
bmdit 01 the publication and it doesn't 
hurt [he program if the :rppt'arallC(, is 
well.planned. 

Selling of books IS a fine art with 
Huber Hoge & Sorts. Hoge fUllCtiOl1S for 

pubhshl-r5 practically on a daY'lo-day 
basis. If a broadcasl series isn't deliver· 
ing sales Oil a cost pt'r book that is in the 
ad\'('rtising budget it's not unusual to 
have Hoge pull the programotrthe air the 
day after it stans slipping. He uses prac_ 
tically a mail-order formula. (Direct St/l
iug DeI'C/OPS a Fit'e Part Air FOnJwfa, 
SPO:-:SOR, February 19H .) 

Local newspa!X'rs were not included in 
this industry report because so many of 
them own 51011 ions or have a station 
affi liation that the charting of them would 
have taken a book. 

Satllrday EI'tllillg Post is the only 
weekly maga:ine currenti), on the air but 
there are plans afoot to bring Libn-I)' back 
to radio and it will not surprise its com· 
pel ilOr5 if CoI/ieT's Slarts its much· 
rumored return to broadcasting in 19~5. 

PROGRAMS 

Book: (onilillllio" 
of lhll' U. S. 

Monil0' 

S.,EVII'POll, HolidlY, 
Lldi", Homl JOII.".I , 
Elqui.l , Co.onll'l, B.". 

1.m Booln 

Blull' Co.1 (lill'-in with 
Sh.dow M'Sllint) ' 

0011'1 Book Club 

H.llm.,ic (lldl (1;II' .i " 
wilh Rudll'l ' . Oi,II'I1)' 

Libby p.oduch (1i, -i" 
wilh TIIII SIO'y M.,. _ 

linll') ' 

Om"lbooic M''lui"" 

Oh H""ryl B'f! (Iill' -;n 
wiih TIn Oll'tll'ct in 

M's.,i"II') ' 

Complill Homll' 
Hlndym.,, '1 Guidi 

S. m PII'UtrtSill , SII" " , :15 pm, Y35 
ABC 11. 

NlI'w,} Til 8:15·8:30 pm} 75 AB( .1. 

Lilll1'ninS PO.l, MWF 10,45·11 
Th US ABC .1. 

Rudel" OiSII'Il R.dio Editio". 

M, 

10·10:30 pm } 157 CBS It. 

TIIIII' S10.Y} M TWTF 10·' O,YS 
.m} lOY AB( II. 

P.rt;c. itt I*I.rthlll Godl,ll'! , btl. 6-7 :045 
.m, MTWTF, WeBS (N . y ,) 

p.rt ic. itt Kill""''' '1 (O,nll'l l bll'l . 6,30· 7 
.m, MTWTF, WJZ (N . Y.) 

RII'(ord HI"dym.n, Sit 5;30·5:"5 pm, 
WNB( (N. Y.) 

E.1. spoil for S.,EnPoll} 
,11 m.jo. mkh. SPiel mict 
.pol Clmp.iS"1 for HolI-d., 

Spoh} 9 It. 

Lin Ipoh, 1 II, 

' P.O,flm., Ind thl il.ponlon, "" incllldid itt Ihi.liltins whll'llI' l.tt"'.,1I' nol pllbl l.hll'rl bullhll'llI' ;1 obviolll tit·;" bll'twll'tn pro, .. m ."d mIS'linll' . 
P.odllctio" COlli fill' o/tll'n bo.,,1I' 0' . hlfld by COOPlI'fI!;", public.t lon. 



THE 
BELL 

The K MBC. KFRM T eam is ringing 

the bell for li steners and advertisers 

alike th rougho ut the Kan sas City trade 

area. Adve rtisers arc quick to sense 

th e econo m ical ad vant age o f covering 

aU the Kan sas City t rade territo ry 

through one broadcaster. 

And listen ers fro m Kans~s.Oklahoma. 

KMBC 
of Kllnslls City 

ICANSAS 

OJrtAHO ....... 

.::::~t:-::~rM IS sou .'J i ,.-J 
r--- - --
\ -
\ 
I 

Nebrask a, Colo rado a nd o th er states 

a re w ritinG in to say they sure like 

KFRM's KM BC prog ramming. Yes. 

KMBC of Ka nsas C ity and its new 

S,a OQ.watt, 550 Kc. dayt imc associate. 

KFRM for ru ral Kansas, team toget h er 

to p rov ide what o th er broadcasters 

ca n 't-complete coverage of the Kansas 

C ity trade terri tory ( rom Kansas C ity. 

KFRM 
for Kllnslls film CO'lefllge 

FREE & PETERS, INC. 

FEBRUARY 19 .. 8 " 
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NBC N ETWORK THEV IS ION 

IS OPEN fOA BUS I NES S. 

This is NBC's report 10 

the notion, published in 39 

newspapers of nineteen cities 
from coosl to coast, early 
in January. 

1948 is the yeor when NBC 
sets oul 10 duplicate in the 

tele .... ision field its widely 

known superiorities In sound 

broadcasting; the finest 
affilia tes cnd facilit ies, 

most populor programs, and 

greatest audiences. 

We reprodl.ce the od 's message 
here, with on invitation to 
advertisers, agencies, and 
slations to join us in this 

development of the world 's 

greatest means of moss 

communication-and the most 

effective soles medium yet 
devised. 

Television's Year 
Tt'le\j,..julI IWl'UIlh'." ,1 \'lI l ~' " ill~ n· .. lil~ in ]YIH. \n,'" illll;': prl1llli:-l' I" 11m,' an aClual 

"l'n-iel' 10 Ihl' \l11t'rll'an hOIllI'. Altl' r I\H'III~ ~l\lr .. (If pn·paralit'll . \ BC \ ("I\\ori.. Tele\·i5-ion 
I~ op,'lt for II LI:-IJH'~~ , .. \\ ' hell Ihl' Hadio Corppraliull of Anll'rie,l hlrnlt'd Ihe Xa lio ll a l 

Bro,1tIr-'I~li l l~ CUlIIl'all~ III 1926. i l ~ P1lrl'II>-1' "a~ III l.rtl;Hka~1 ht.'lIl'r I'ro~r;llll:- III/he 

pllMlr 1fII,'I,·,"-.H1d that 1'1Irl'tI~l' ('(lllli llll,' .. It. lot' I I~ ~uidlll!! pllllC'~. 

'1'1111,1\, 1'\1'111)".\1\0 ~",Ir~ 1:11t'1. XBC 11 .. :- 1111' IH (I~I 1'01'111,lr prO!!r,uII" in rildi o, 
( hll"I"l1dill~ 111 il:- ('u ll t rll JII lio ll 10 t l](' l'uhlll" \\l'lfar(', 1Ir,' ",llil'l1al B roatll'a~lin!! Company 

Iw.~ .. ,'r\l',1 tilt' lI'lIil>l1 jn "ar :l lI tl1I1 P"3"'" \ 11\\. il h'I." ad dl'd :1 Ill'\\ ,.''r\'i,'('- \ l'I 1\ o ri.. 

'I'1·11'II,.ioll-ill til" ".mH' lll'ir!I:I,. thaI \, h i,.h lir.'" mlllt,, 1 i t,. l':ll"t'lIl l·tml l';1I1~: p III ,I I(, il1l(' re~ t. 

\ lie. il l 11In11l't' r ill!! alil l dt,I"t, lopill;! tlri .. ;!I"t';l1 Ill'" 1111'1 1i 1l111 of i l lfnr lll d l lo l1 . m",,,. 
1'11 1('j"1:lllll1ll'III, ;111, 1 l'ti lJ1'atiun, I,. fll ll ~ :J\\:lrt' of il,. rt,,.ptmHI.i liIY,,, III 191H. ,\Be onc r:,; 

10 lilt' 1'"1.11t' lilt' ~n',ll",.t 111(',1111111 I.f lIta.~ .. 1',lI11111l1l1i(';1I11111 ill 1111' ,\,.rld - "t'!\\o rk Tl'il'l"i:-lOll. 
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THE TELEVISION PICTURE LOOK S BRIGHT . .. . . .. .. . . ... . 

NBC's TELEVISION NETWORK 

I " tll r F.hl. {our ~ l nliol1~ II"',' m.,I.,·uII 
the m'I' !l:IIC T, ·l,·\I~II'" :'\N,,"rl..: 
\V ~ IIT. ~t''' ' "rl.: \\ \11\\. \\'a-hill!!. 
Ion: WI"I'l~ I'lll b ,lcJl'hia: :Jlltl \\ IU~II. 
SdwII ,'cltuh. KH \ 1..1'\ . Bah imor ... 
allil \\ IIZ:I\', H<l_r"n. ",111 0(' on till' 
air ~ h"rtl} ;I ~ \' BC',_ firtl, all.1 ,_htll 
[('Iell.iol l aflilia!('., 

III till" \li,I" ,·. I. tilff',. \'BC a/filialf'. 
:In ' im l"I ~'lU l "" lh '·n~I ~,·, J III lelt'C3'1. 
inj:: " 11l' ralillll ': 1-.::; 1): ' \ . SI. I ... JU I._: 
WT:\ IJ-1'V, Millln"I. .. ,,: alld \\ \\ j : ry, 
O('fTOi!. I t i ~ MIlici!,,,!,,,' I h~1 wilhi ll 
the ) ,-ar thnl' ~ rali"I1 .· ",I I 1.1' ('ll rry!!'!! 
IIct\\ orl. It'lt'li., ;"!] I,r"f!ram. ,)r ij:.illa l' 
in/! ill Chicngu, "h'·f" .': 11<.: \.il! 0 1" '11 

it.. _131;ulI. In ad,hlll)lI, \ Be 'Iill Cflll· 

SlnlCI n ~ ta t i"n ill (I{', d all'!. 

On tile W e_I Cua~t all .\lIe ~ta tl"l1 is 
1II1OII' r eOIl-truclion In Ln. \1I~dl'~' It 
,.- i ll -.cn ~· a~ a (oea I p .. in t lor I ll " e.tab
li.hulelll of a "e·tern rl'/!iunal IWI" "r~, 

Th(" Illan for 19 1H a ll ,1 191'1: To a,I,1 
c\t' r'IlIcr"",~inp: II l11 n l}l'r~ (.f I1l1i lial(". to 
IlIe,.(' three re~ioJlall1("I ""r~_. culmi. 
na. ill /! in 11 eoa" I ·Ifl·c.)a~1 h· I("li_ioll 
n("l"-ork. 

TElfVIS IOH STATIONS 

TOflar. l1 il1('( ('(' 11 ~ I Plioll~ arc cngage.1 
ill IdcI i~ioll o" .... ra liOlI1. thro \lp:htlul 
Ih .. eounl ry. 

I n atl,lition 10 the ~ l a l i" l h no\\ It'll" 
ca" ti n ~, fifly.follr hale rcc"iI.~ I Ii,·(' n .r·;; 
and six l}.fou r 1I10 re h:lI (' u PJll icalion~ 
pt:'n.l inp:_ 

TOlal: 137 ~ I n lion ~ in acI\I:lllt'le,i.ion 
op.' ra. ion, IIl·i IIp: c, HI" r 111'1" ,1 . " r w ai ling 
for olll cial 8l'pr(lIa l fr'HIl tile 1'~ leral 
COIllIllIl l1icalio l1~ Colllmi'~ i .. n. 

\Ve eOl l1fi,I (, lI t l) ('~ I''-~t thai Ihe .ame 
NUC.afliliat,'d " t a I IOIl~ ,. hidl l!iollN!re<1 
"oUIltl Irrna"ea~ tillp: "i ll tah- tlu' I"at! 
in brin!!in!! Ih i~ p;n'al III'" ltIe.lilllll of 
"ip:h t an,1 "0 \1 1111 10 Iheir C"lIlllluni ti l':>. 

THE TElEV ISION AUOIENCE 

One ),("ar:ll;" d,{"f(" "I'rc 8.000 tclc'i. 
.ion rCCf'il mp; Sel~ ill tilt' COmHr} 

Today tilere are I iU,OOO. t':"t.,uale (fir 
DeCl·mlll· r . II) 18: ;,)().000 ~~,t·. 

\\' illl IIIlIh 'I'I~' ";"""r- I"'r "'1. '\111' 
'\e l "'''r~ T.'le,i~i"n I, r"~r:ll"_ .,,11 I~' 
a'ailal,I,' I .. 'Ill ,1 111Ii'-'II'" "r 111111",,, •. 

TELEVISION PROGR AMMING 

1 I IIIHIn·,I~ ,. f Ih,m':llul. " I ,-i"""r' "ill 
n·m .. mllCr Ih, .. ,· n· ... · .. 1 "Ill 'l'd,·,i. 
~j ,," I'rfl~r.lrn. dUlt'lI!! IIIJIlI " I h",". 

cIl'lal ly o llt-tawli,, /!. 

/N OI1AM A ... 

Krafl TeJ.·,i ~i "lI ., Iwakr i, Ill!' fi r_I 
rCj!lIlarl , -1~"I-"rc,1 .lra ll ll1 l ,,- -I'ri," '''I 
i\ IIC l l'!c' i.i"n. 

TIll' Tlwal rp Cud.! ,,·ri.·. I,rlll.'! • • h,· 
~r(,;lt""' 1 art ,o f tl", i\,'\\ \"I~ 11 ... "lr,· 
In ,-ieh,·r. ,l i,. la lll frl,m Iir'f,i""II" 

On Ih, · Alllerocall '\:W"nal Th, ·u l,, · all,1 
,\ ca, I"'III~ "" ri, '" ' ~'"w,I}. dnulla. Ian ,. 
- Ihc "1,,,1,· M'a l .. "I tI ... Ilwain' 1 __ 

bruu~hl I" Ii""" r. a. i. , ~ ,,1111.11. 

IH SPO RTS . .. 

j'\ IlC ,'\..r\\,'r~ 'I'd .. ,;.",,, ha-I'.""'~·I.·,I 

ill I,r;nj!illJ.\ majnr '1~'rI' ,·,,·nl. I" ' 1_ 
alHlicnc(>- fruill Ih .. t·).I'I".I'" hroad
ca~l. of till' lu .. L"ui. ci ,aUll'lu lI .h'll 
fighl. ap:alll·1 VUIII ami \\ all'''l/ I" till' 
\"\orill S.'ne~ ~alll"; "f 1917. T ... I.I}, 
one" llIarl" r of '\' BC'- ,'lIrrl'lIl 1,·I",i· 
~ton .... hC< lule i. tI"',,, lr ,1 In -I",n· 

IH Sn CIAl EVEN'S . . . 

The Pf{',. i , I~'n ti a l C"IlIClitifln'ln 1'11I1a· 
,leI"I, ;a Ihi. c"lliing 'U IUlllrl " 'ill I .. , 
cOllljlTehrn.i,d} c'I\t'n ',1 I,> m"Io;I" 
IIlIil$ of XHC. T(' I ~'\I'I(l 1 1 '\"I,q'r~. 
hr illf! ing Ihe facb an.! nil",', "f 1,,,III ... al 
' [Il'a ~cr" inlo Iholl.alld . "I \n'Ni(',1I1 
homc~. The ca rnJ',\I~I" tha I f"Il'11I 11011 
rcceill' c ' l'lnlh "1I11,h:llil' ('''''·,a~('_ 

Since Ihe Id"li"; ng of I're.i,,,"1 11 Il ,,, ,.('. 
Idt'~ >' 10('1'('11 al Ih .. \\ (lr l, l\ hir III 
1939, -11("'ial (',ent_ tel",i." .a ha, 
n_rn frum tl1(' ~Ialll~ "f a nlo,("", t(. 

the !,o .• ;t ion 01 a "g:llIill'<l1I1 C'IIII1I1I1I1I ' 
ca tion~ reali:y 

In a,ldil ion 1(1 ,· _~ t ra I",nr. Itlr n('w~ 
and ;> I.I("('lal elenl •. 3 "i,11' \ant'l) o( 

wogram~ can ". ~" I", ,;.·"(,,,1 .)11 tlu' 
ne" lele,i,wl1 Ilel"nrl. lien· i. II1\' 
currenl brca~l l n,," (If fOal'll ""I'~'. 
programmill1!: 

7 1I'",r. rur """",.,,'. ,,,,, .. raUl' 
; I"ou,. (ur '1""" ,· .. -ut_ 
:1', IWllr_ 1m \~ndy 1"," _ 
:\ I,,,ur. lur .IrJl11Jli. I're"'nt~I'''I1~ 
-11",,,r. h,r ,hil.ln·,,', _I",,,,. 
2 I"", ..... I", .·,I I,,-a,i"IIJll'r" .. r.''''~ 
II : h"u,- fur 'lUI' a",1 ffll,l)oI·,,,M,' ,h,,", 

!'''H 1n"'1111 ~ (r"l11 1\ .. " tI,l' lIuml .. -r "I 
r .. I~ ~a'l h"ur_ "i" J"'IlI' fmlll 1""1111· 
·,·\'I'U In tlllrl\·f,,(' a ",·(·L SI1I1I11"ft· 
11"\lr_ "il ll ~· -,1,101",1,1- Il w 1I\l1I11.-r "I 
"'cl'i,j"F ,,'1' '''' n·;, •• ·• "",IIII"n' ' Ia· 
til,,,· jnin 1111' 11I'1""r~ 

TElEVISION AND 
THE AMERICAN ECONOMY 

AOVERrlStNG 

I ,I~" .tawbf<! r;"l i" l,n'a,!ra_'li lll!'. 11, '1· 
""r~ IrIe,i·illn "il l dCI.·",1 f" 1 IIII' 
cx!'all-IHn "f il' faci l ilie~ an,1 !lfIOWalll
"II all. ,·rll.illf!. A· a,1 \(·llJ~illj.! ha, 11111 II 
Ih,· ""I.· ranF"!lf ra'It .. ·• "r"a,l('a'lIn~ 
.('h .. dlll,·. ,(I ,I "ill rna~1' p"~.i"le all 

iu('ft·a.inl! ''''altJ, (If fille l!rIo:;'ralll- "n 

Id,·li·I"". 

r ... lal. 1M nf thr e'''lIllr~ \ larg.' a,h."r
li"'r' .Iff · ' I" ,n'orill!! .'\ lIe "- leli~il'l1 
I,r,,/!.ralll- "Io"UI hall nf IllI'ln VII Ihe 
('lIlIrt' 1<·1""·I"n Ill"h.nrk. Som,· 1"11 
IlUmlrnl '! llw, a,I '(' rll ~" r· ar.· currell ll} 
·p,m·,lrm¥ I',,,!!ram;; 011 Iht I\\Cllly

.,,1,1 ,1111" i,lual 'laIIOI1· throu~hon I the 
('"unln 

f CONOM/C FORCE 

II j~ "'BC".!> 1"·Jil·1 ti lJI. "llhlll a ft·" 
I'l·ar~. "" ,n' Ihall a ' luo1rh'l (II a million 
1''' ''1,1, ,,,It Ill' l'1fl 1,l o~ .. ,1 ill til<' '1l:1IIU 
la!'\uflllf! an, J .d'·I:l\~ lillg " I',·rall"u.' "I 
til . ",, ·inl"> alnn( ,h aii.lltJ('''·limole> 
1"'lllt I" 1"I" l j'lon a, a hall·lrilli",,· 
,j"l1nl "1I~inc .. I,} tilt' "11,1 t)1 Ihl. p-nr. 
'/I lis III'" In, lu.try I.ill F-r(lll in Fin· 
a'HI ,en i"r "'il l1 the rears 

Tk E FU1URE 

:'iB('"· 11"" ea_1NII Iple .. ,s,loli n"I"'If~ 
,. ""l) Ih, IJC;!innin::_ BUI II j. Ih .. 
loP~lIlnlnF .. I a "",king rrnfl/}. 191i 
mJr~~ dlP ~'n,1 "I !('lI'll.-JlJIl· IIltrrim 
Il('rlllll. 1'.1 18 ~1~llIhe. tI" appcarauCt' 
"I 1('11'''''''" 3> a ne" fore ... III III, 
I Hlll'l l State,.. 71,,: grcat(jl mmllS 11/ 
fII(f,~ (flmmUflimliQII III Ihe ""rid 15 

"uh 11$ 

NBC Television 
j\ , I 'ri()\ II, II/{Q IOC I:iTJ .\(; C(lI/I' t \ ) , .)'1 Uti( 10.1,., /,J , I-II 1'/, 1:1. t . ,\ / ' 11 IOR"
II .s.-,,; .... of R"<I,,, WI"""""" of ·tll1r" ~" 
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ROBER'T 

ll~ was firs! with his invention of th 
." L flrsl practical steamboat, the Cler. 
,. mont, launched on the Hudson River 

in 1807 . .. a mighty oily in the early struggle 

for the economic development and expan

sion of the Un ited Slates . And WJR is . .. 

I N POW E R 

AND RESULTS 

ee, 

MICHIGAN'S GREATEST 
ADVERTISING MEDIUM 

50,000 
W A T T 5 

PIT., 

THE GOODWILL 
G . A. RICHARDS 

S TAT ION "'HER BLDG . D E T R 0 I T 
HARRY WISMER ,., ... 04. .. 1. 10 II,. Pr ••. 
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• • • AND THOUSANDS COME 

Cominuing promotion is the 
keystone of stl1(ion opcrll(ion 
j ust as it has Ix't:n proVt'<i to be 

the keystone of newspapers throughout 
the nation. Tile NfUI York Daily Nru's 
and Oricago Tribune Colden Cloves bouts 
and Silver Skates races arc r(.'Cognized 
internat ionally. The grol'.,th of these two 
compet it ions giVl'S ample proof, through 
[um·away attendance at all of the 
events, of the readership among the 
teetl·agcrs and sports fans. Arnong 
younger readers the newspaper!> through. 
out the U. S. which nUl local soapbox 
derbil':'i an- lOPS and [h~ P.1pet'S prove, 
by the size of the adult [um -QulS for their 
derbies, their family readership, WJW's 
promotion of J unior Olympics is obtaining 
the same fo llo ..... ing as the 5O.1pbox derbies. 

I t is in the f .. nnbclt that listener pro
motion through contests has been given 
most attention lind has provt.'CI the pull of 
the stations thm ha ve planned farm 
public scrvice promotions. Some have 
received outstllnding Illl t ionni recognition 
-KVOO's Greener Paslure5 competition, 
WMT's Clean Plowing Colllest, and the 
granddaddy of them all. WHO's National 
Plowing Competition. The latter two 
have so buill themselves into the fann life 
of Iowa that a network (NBC) originated 
from the sponsoring stations co..1st-to
coast bro.adcasts during the plowing. 
Thousands of farmers and their wives 
watched contestants vie for hundreds of 
dol1nrs in cash pri:es and trophies. As 
tholl~h to spotlight the modem farmer to 
the world, 63 private famlCr-o\\1lCd air
planes were included as t ransporta tion to 
the WMT's event and over 70 flew to the 
WHO shindig. TIl<' car-pMking fields 
resembled the scene outside a big football 
stadium during an important galll<', 

T he WMT Clean Plowing Contest is a 
one-dar event in April but for sponsors on 
WMT it is a promotion that s tarts man}' 
weeks earlier. in February, when the con
test day is announced in letters [0 fanners 

Altri.1 view 0'01 i WHO', ' N.Uon. 1 Plowing 
Cont.,t , • • n c¥lnl in lives 01 low.', flrm ers 
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COUNTY WELCOMES YOU 

.. ' .- .... 

L -
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througllOUI lo ..... a, l\:cbraska, Kansas. and 
Missouri stressing the unrun:rncr uf cklm 
plo\\ing to oflsct dl(' dnmng(' cnuS(,j b)' 
the EumPl'nn Com Bon'r. Ncwsp.1JX'rs 
C11ff}' ~tIlri~ on dl(~ CWIl! all through the 
(inl(' hctWl'('1l the (jr;t announcl.'Jnm( and 
the final S.1tUrdilY in I\pril .",-IK'n the 
plow('~ proVl' thdr lIK'ttk. 

EiJ.,:htl'Cn SpullSOrs coopc:rnwd with 
WMT in 1947 in rm'S('lItinJ,! ncws of the 
('\'en{ on thdr programs Ilnd l'xhibits :It 

till' comes! field TIll')' ran from SCt'd 
merchants 10 troctor m:mu(:JClUrcrs. 
$.1\Urdil}', April 26, COil tes t day, was 
turned into a (arn,,'(",' hn liday. The pro
gmrn o(X'llcd :II 9 n.lll. with :m Educa
tional ilnd Cornrncrcinl Exhibi t. AI 10 
:l.In. 111('r(' was .1 prdiminMY event-a 
fnnn gadget contcst. This W:lS :I sleeper 
and pulled a much larger nu mb!.'rofholH('
bu ilt farm gndgets than wcre expected. 
They were as instrucl ive nnd useful ns 
mnny of the commercinl Illnchin('S which 
wcrc on d isplay. First prize was $1011 

The mnin e\,cnt Wi'lS at 11 .1.In. and was 
fo lllly,ed by a band concerl nt II :30 a.m . 
nnd a specinl WI\ \T entertninmenl brond· 
cast m noon. At 1;30 p.m . there was a 
farmers' mass Ill('('ting, 31 '2 :30 a pres('fl ta~ 
t ion of thc winners over \vMT, and al 
'2 :45 an airplane dusting dtlllOflSl ralion, 
showing how planes dust fie lds with 
chcmicnls for com borer corllrol. 

T hrough this promotion WI\ IT has 
estnblishcd ilself in the minds of rural 
Iowa ns n station that doesn't just try to 
sell them things but is pnrt of the stnte 
and interested in fnnners' prosperi ty. By 
hel ping the fa nner rnise mOrl' com WMT 
is il1ctensing the income of its listeners 
whi le at the snllle timt' increasing lis tl'ning 
to the s tm ion. These Sl.'rvicc prom otions 
not only dramat ize a station's audience 
for sponsors but nlso build nudienccs. A 
olle-time e\'ent can have a 365-day l'ffccl. 

Stat ion WHO st:lrtcd its bigtime pro
mo tion simply as n com plowing competi
[ ion. Then a contour plowing e\,ent W.1S 

added. Now these t \.1'0 contests and a 
number of other e\'ents are \.I'fnppcd up in 
a soil conscn'.1[ ion proj«[. which spo[~ 
lights this grent nC't'd of nil farm ar!'as. 

Although it's s('fvice designed for a 
specific public (more than half of [hi.' 
popu lntion scr\'rd by WI 10 is rural ) this 
R. J. Pnlll1('f s tation has r('(X'iwd national 
recognition from its promotion. Among 
the plnques \.Ihich adorll its walls an.' tm,. 
du Pont and the Pcabody n\.l·ards. 
Lrfe rail a mUlti·page s lOry on WI-/O 
plowing COIlIl'S IS. Motion picurr(' thc-

atergocrs !:>I..'C its slory in ne ..... sreels. 
More than 100 Iowa darly and wt.'Ckly 
newspaJX'rs tt"ll WI IO's tale each year. 
When WI 10, as n special soil cOllscrvation 
promotion, face-l ifted an ent rre fnnn 
50,000 fanners and their wives ""'('re 
prl'S('f1 t to discover rhe 29 conscn'ation 
oJ'X'rations invol\'ed. nnd the nauon hcard 
about it. 

\V IIO fonncriy ran a com husking bee 
bu t com husking by hand is passing from 
lo ..... a. Tod;'!y Jess th.1n 10 per cent of the 
crop is h;'!nd harvested. Instead of com 
husking, \VIIO now holds nn annua.l 
compt'ti t ion for prize com during this 
momh. Com husking was just a s tunt. 
Giving an awnrd ror ra ising the best corn 
IS nO[ a stunt but an excellent \.lay of im
proving the brt.'Cd. Better nnd beller 
com is being grown in Iowa and through
OU t the M iddle West. I t's been rompeti
t ions such as WI-/O's corn-growing events 
that inspire the usc of liner seed com nnd 
t he vital increased usc of hybrid varieties. 

KVO()'s CruneT Pastures broadcasts 
and promotion are dirccted at doing for 
Oklahoma's pastures what the WMT and 
WHO Plo ..... ing Contests do for the Iowa 
com fields . Sincc the ent ries ..... ere pas-
tures throughout Oklahoma and a comer 
of Kansas, Iowa, nnd Arkansas, it is not 
possible to ha\'e a great turnout to 
dr:UI1.1tize the audience of KVOO but 
hundreds of pastures nrc entered. \Vhm 
is more importan t to the fn nners in the 
area, the lesson is driven home that pas
tures can't be left to "just gro ..... , .. like 
Topsy, but have [ 0 be planted and 
wmched over. 

To get the fann ngent behind the con-
1('St, n $'25 SWtson hat goes 10 him i f a 
farmer in his county is Oil(' of the four 
who arc cited for their pnsturcs. 

Winners, ..... ho arc chosen by farm 
authori t ies, are ~UCSts of KVOO at the 
Chicago Intemntional Livestock Show. 
One or more of thc ",:inners recei\'es 
national recogni t ion through a certificate 
from the Friends of the Land. the na
t ional association of soil conservationists. 

Soil conservation is vital nnd KVOO is 
doing n (ann promotion job \.I·hid, covers 
not only its territor), bu t is spread 
throuJ:!hout all famlland at COUnty fa irs 
and the Chicago Li \,estock gntherinR. 

The Crt't'lieT Pastrltt! nnd thl' aMIl 

Plowillg contests nnd broadcnsts rnay be 
only smnll opemtions in themselves but 
thl.'}' nrc indications of virile stat ion 
mana!!ements. 11,ey tum OUt, for all 10 

chC'Ck, jll~t ho\.l' effective, in tenns of 
th!'ir nrral audiences, thescopcrations arc. 

(lop) Simplu of KVO O ', winnil''j pulurCi. (u eo l'd) 50,000 ww WMT's plowin'j (Onln l. 
(Ihird) WHO 's seorlbo.rd. (bottom) Nurly 133 f .. mllS fllw to plowin'J I ~lnh 
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Bill 
IS DE 

-
= 

HICKOK_ 

\'" /1/ 

GETTIN'-UP 
OESE MAN IN 

PARTS 

Yes, olmost everybody in Atlanta slorls the day tuned 10 weON cnd 

Bill Hickok, genial hosl ond record man (and you ought to heof him 

sing ) o f "Ha rmony House" -6:30 to 9 a.m. Mondoys through Saturdays. 

And Bill Hickok is just one of 0 lop sloff of superb radio personal ities 

who hove mo de WeON's listening audience the best buy in Ihis orea for 

bolh 10(01 and notionol advertisers. 

V'ft""' ~ ~ " ~ A. II. f'ro"! /'0'" "usc/. ,; I lf:,I/ US, I/ i. SO~/1' aRd II ~ 
S. ~ i" "." bl/ J~I C"""dl~, 1I .. ,ri., ... ~i~A ''''1 .. 1'1 ....... " ' " Til'; 
A TI.A S TA CQ.\'ST I TUTIOS i_ I'''. C"".""~I ,,"J, "n, h 
f;.I ~a lA No .. Jla"~ R, pa ........... .. , / •. .Ippln .. PI-C""l wr)j 

Co"',....,. ".Li .• I0". 

T H E ATJ.ANT,\ CONST ITUT ION STAT IO~ 

5000 WATTS 550 KC 
Ajfiliated,Americall Broadcasting Company 

National Representatives HEADLEY-REED COMPANY 

.-. -

" 



Daytinl 

For thc moSt P.1ft, television rl'CCivcrs 
must be sold in the daytime, The visual 
medium is \'CTY difficult [0 sell \.\ ith only 
t("$l pal terns on the air-cven if those 
l("St patlcms, as in the case of Du,\1ont's 
WABD and some other stations, have a 
news-ticker tape moving across their face. 
Oa} lime programing is and will continue 
[Q '-'e costly to statIOns until set dis
tribution h;'\s rcached a point in an aT('a 
where there arc enough viewers to just ify 
commercial sponsorship. The T(.'suh is 
tlmt i(there arc to bt· daytime progmms in 
territories that arc opening up to tele
\'ision in most cases the}' will haw to be 

'·ror.!ruluinJ! in afh~rnooJl 

ess. ~ .. fiul for 114! " - ,· i,~,,· .!rs 

sponsored b} [('k\lslOn rCCCI\('r manu
fact urers and 'or distributors and dealers. 

That 'S JUSt what's happening in [)e. 

troit, in Mil ..... aukct', and in Washington, 
D. C. In Ne\\.' York there arc enough 
setS to justify daytime commercials and 
WCBs.. TV has four sponsors under· 
writing Tht Minus Cots A·Shopping and 
Swift sponsors Homt St'I't'lct C/tlb u'ith 
Ttx and jinx on NBC Fridays. 

An excellent example of coopeffitive 
effon to set up da}time telecasting is the 
job being done by Henry J. Kaufman 
& Associates for Southern Wholesalers 
(RCA-Victor distributors) and 50 radio 

and television dealers, The Capital 
City situation didn't differ from tha t of 
any other city in which T V is a growing 
medium. Except for special events 
(opening of Congress, etc. and Saturday, 
Sunday, and holiday afternoon sportS) 
there was no scanning in the daylight 
hours. Dealers were finding it hard to 
sell television receivers wirh only rcst 
p.1tternS for prospecti\"C SCt owners to 

sec. Advenising agencies were finding 
it difficult to wlk TV to sponsors inter· 
ested in using time on the medium with 
nothing to sec on the air in the dayt ime. 

The stations were loath to stage day. 

H i, 1I .c.,ool ,.mCI "I ,ood beh on Frid.ys-for p.llnh, studlntl, .nd IpOII. lans. Tllcy m.lcc '.nl w.nl scts hom Wuflin,ton dul., 
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t inX' sustainin~ pro~rrullS, N BC had 
t r ied to put on proJ:(ril lllS for pMticipating 
sponsorship with tmllilppy results, Sev
eral at tempts h.1d ix'<'l1 made b} WNBT 
111 New York to ... d l ildwrtbeTS d :l} t ime 
I' roJ.:ram~ addre!>:>l.·d It) wunl('11 hut with 
Ih ... exception of Swift nu progrl~ had 
been Illade, 

The K:lUfm:111 orlllll1 izatlon cOll vlIIC('{1 
Sou llle(fl Wholes.1lcrs thm 11K' anSWl' r to 

IIlc reast."<i s.11c~ and TV aCC<.'PHlnce wa~ 

a pro~ra l1l sponsored by thell1 as many 
days of the .... 'I.·t:k as fi nancia ll y possiblc. 
Southern however fclt that dealers 
should share in the cost~ s illce the)' wcrl 
going to receive as much benefi t as 
Southern was trom t he program . T h:! ! 
was a poser. It isn ' t too dl flicu lt to sdl a 
few dealers 0 11 contributing toward pro
motion co~ t s, hut to se ll liS llian)' as 
the quot a in this case. 50. is usua ll ), 
impossible. 

Tile} were sold. J eff Abel, an agenc)' 
partner, Boh Maurer, agency program 
and continu ity head , Irving Dalo, radio 
and television ~a les manager for Southern 
\\,holt'5<1!ers, and Charles [)('Lozier, 
\\' N BW (NBC Washington T Voutlet ), 
a ll {(10k part in the sell ing. 

Each dt'aler rl'Ceives two announce
nlell ts per .... 'CCk 011 tht' ser ies which runs 
Wedl1l'sday thmugh S,1turday, It costs 
the a\'e rage dealer unck>r $25 a week and 
the em in.' package. t ime a lld ta lent , is 
under $ 1,500 a .... ' .'ck. 

The fi rst probkm was to make certain 
that all the dealers had RCA-Victor 
television receivers on t he noor. T his 
rneant nom(' offICe coopera tion by RCA. 
T hen Kaufman promoted t ie-in lIews-

paper mJverllsing from <k'alas lind 
St rutlX'rn Wholesalers took ~paCl: to t{'C 
011 the scril'S. \Vi lldow .'> l rl·' IIlll' r.~ .... 'e l'\' 
suppliC'll to a ll th ... (k;d('r ~ ... trl'; mll· r~ 

thai ili Vi ll'd the puhlic in to ~'\.' th(' show, 
T h(' prw.:r.ull rullS all hour, eXC\'pt 

Fflday~ whell high school hashdmll (it 
was foo tball 1'.11(' 11 the proillotion firM 
Slarted) is sc;nlned. Tho: Fml:ty ,<hl'dule 
IS from 3: 15 to 5 p.m. 

Wednesday is fil m fea w r\' d,IY and 
cartuons, doCtllll('lItliries, :rud mhl'r short 
subjccts arc run. About th f('(' a rc used 
each .... 'l'ck. 

A live show is scann("<i on T hursda)'. 
It's it combina t ion of fUll and fa~hion~ . 

F irst ti tled FUll al FOllr it 's now FlIShiolis 
III ForiI'. About half the program is a 
sty le show, the fas hions being ~upplk'd 

by a ditfl' rell! dl'part llK'1II store or 
specia lty shop eoch week. 1-\ fa shion 
coordi nator and colllmentatnr .... ·orks with 
the agency lining up the clot hes and the 
running continuity for tltt' p rogram. The 
rest of the half hour is eillert i.imnelll -
singers, dancers, magicians, chalk talk 
artis ts, all professional and a ll coordi
nated with the fashion motif If posslhle. 
T he producer points out that this is 
easiest to do with magicians anJ art ists, 
but that even dancers and sin]!<'rs can be 
made part of a T V fashion prctiCfn a tion. 
To lend a masculine touch to the pro
ceedings there's an mc, Ray Michaels, 
who wanders through the program chat 
t ing ..... ith the fas hion authori t )' , intro
ducing the acts , and tying til(" huur 
together. T he program isn't givcn over 
entirely to fashions because men stili have 

( Plellse lum 10 f'<lJ!1.' 89) 

" Fu hions.1 4 " su" esl . TV nt to mil.d y. 
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Dishic t of Columbi. lun·"cn . fe enter t. ined 
by TV d u lefl wi th • ji~e and Pep. i session 

( nter t.iners s.ve Ihow Irom be;n, too feminine 
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."ick"d ."mlel 
uI.s\\·ers 

-'I r . ~Inzz.,i 

Tht' ~pot pro
j!mm user ((HI de
term ine the C(fl'C

ti .... cncss of hi s 
shows while his 
campaign is under 
way. He can de
termine not only 
the size of the 
audiences h e 
reaches ("popular. 

ity") , but, morc import3m , the impan of 
the programs on s..11eS. 

Radio research has long been able to 
provide popularity ra tings. Telephone 
coincident al measurements can determine 
this popularity. Admitted ly this tech
nique is most effective in areas where the 
incidence of telephone ownership is large. 
and where a measurement of a limited 
area wi ll suffice. For programs carried 
too early in the morning or too late at 
night for telephonic intrusion in the home. 
this method of course is impossible. 

The automatic recorder (Nielsen, CBS's 
newly anllounCl>d l AMS) will cerrainly 
answer the spot advenisers' qucstions
wherever these devices arc available in 
sufficient sample size with in the station· 
<Ire,lS used. Our ol,\'n Listener Diary 
Studies provide the spot advert iser with a 
comprehensive picture of his <Iudicnce 
throu~houl the sta tion's are<l, regardless 
of tim!.' of broadcast and among all types 
of holll('s. TIle ad\·ertiser using a st<ltion 
which is 1l101king <I Diary study while his 

SPONSOR "0011 0" '0'" <h .<~I". I. oft D • •• " 
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• 41:-. il I'0~:oo ihlc fill' a ll ad\"l ' I' li :o;c l' II !- ill g I' pClt pl'Ogl'a lll~ 

10 dclc nlliw' 111l' i,' popularity a wl ,'dali vc illlpac i 

wllill' IIII' 1'l:t IllP:lI g li i ... ill I'I ' O g l'('SS'!" 

John E. M"n~i I 

progmll1 is on the schedule can establ ish 
m<lny valuable and important indices of 
his program's popularity: the loyalty of 
the audience, where it comes from, as well 
as its size and composition. 

Rcccnt ly, a new research tool has tx'cn 
developed which cuts more nearly to the 
heart of the problem - the measurement 
of advert ising impact on sa l('$. The Con· 
sumer Panel technique, long a fa\'oredone 
in national measurement s, is now in oper
ation in some local nnd regional areas. 
The P:mel is a cOfltinu ing record of the 
purchases of a representative sample of 
fa milies, kept dny by day and month after 
month. We have recent ly released such a 
panel in Oklahoma City, sponsored by 
WKY and its newspaper affil iate, the 
Oklahoman alld Times From Panel re
ports the advertiser can establish continu
ously, from the txginning of his campaign 
on, the effect of his advert ising on ac/LIIlI 

purdlases of his producl. Coincidentally, 
he cnn utilize the panel families - a truly 
accurate s.1nlple of the a rea- at any time 
to cstablish the size of his audience. He 
can correlate listen ing with buying and 
arrive at a real eVilluation of the effe<:ti\'e
ness of his progrnm. Alrmdy advertisers 
on WK Y have watched, month by mont h , 
the progress of their $.1 1es efforts and 
measured not only audience size, but 
sales rtslllts . 

The Consumer Panel. the Listener 
Diary, Automatic RC'COrders, Telephone 
Coincidentals - all arc prohibitivel), ex
pensive if employed to measure only one 
proRram. But when they are used by all 
advertisers and underwritten in part by 
the medium- they I ruly can, in greater or 
lesser Illl'asure, make it possible for the 
advert iser using spot radio properly to 

evaluate its worth. 

Roa£HT H. SAL" 
President 
Atldiellce Surreys. Inc. 
"rew }'o1k 

AcivlI!/l ;l ift g Managll!l 
S. A. Sd'onblunn & (0. (Sav"tln Colin) 

I t most cer
tainly is always 
possible. Ho\\.·ever, 
whether it is prac· 
tical is primarily a 
function of the fol· 
lowing . 

a) The accuracy 
to which it is de· 
sired to learn tht." 
"popularity" and 

"relative impact." (A SO per cent m
crease in accuracy generally requires con
sider:lbly more than 50 per Cl'nt increase 
in casL) 
b) The precise meaning of relative. 
(I.e. , relative to what? - if relative to pro
gr:lms of approximately equal magnitude 
in coverage and popularity, differmces 
might be qui te difficult to isolate.) 

c) The program frequency and the 
popularity of the program itself. (The 
less the frequency and 'or popularity, the 
more difficult it is to find the listeners
and hence the more costly the task.) 
d) The period of exposure preceding 
the test. (The lower the frequency, and! 
or popularity, thl' greater the period of 
exposure desirable txfore eit her assign. 
ment be undertaken') 
Methods-Popularity 

The popularity would be detennined by 
a special "rating." If the same program 
is being used in different cities, the likeli
hood is thaI an average rating in several 
cities is more useful than a city-b}'oCit}' 
rating - jUSt like on:a national operation, 
on!.' is usually most concerned with the 
a\"Crage over-atl popularity performance. 
If such an average is desired, one obvi· 
ously requires considerably fewer con· 
tacts in a given city than if a separate 
rating is required in that city. 

These ratings can Illost economically be 
obtained by telephone-particularly if 
one expects to repeat [he process from 
time to time in quest of a trel1d. 

SPONSOR 



MClhods- lmpacl 
Vnrious melhods of mensuring irnp.1cl 

can be introduced. These would pnrnlld 
nlClllOds of measuring impact currenl ly 
used on lI:nionnl programs- btu with the 
particular limitations referred 10 ill the 
firsl paragr:lph :lbove. 

Primarily, imp.1Ct Illcasun.· .. are of IW(> 

types: 
a) Sales Test s. These c:ln lx· store 

checks, panels, or I"hatever me;ms are 
available to the advertiser. 11 IS prob
able, however, that sales checks would be 
slow and insensitiw in reportillg on mosl 
spot program operalions- p.1rticularly 
because mOSI oflhe [imi/aliolls referred 10 

in the firs t paragraph nbol'e lIsually are 
found to apply. 

b) Consumer Surveys. Consumer !'ur
veys can be set up which will enable the 
advertiser to determine the degree to 
which I) his message has penetratl>d 10 
prospects, 2) the delivery of his message 
is associated with use of his product. 

The latter measure would prob.1bly be 
the most useful- but, because of the 
tremendous s..1mple which would usually 
be required because of the limitat ions on 
practicality listed above, it is oot usually 
feasible. 

DR. E. L. DECKINCER 

RcS('arch dircctbr 
The Biow Company, New York 

The impact of 
spot programs can 
be me<lsured in the 
same manner as 
the effectiveness of 
advertising mes
sages through 
other media, by 
application of 
standard rl"Search 
techniques. 

According to the type of product being 
promoted and the promotional problem, 
check s of 5.11es movement of goods 
through retail outlets and or consumer 
surveys muy be de,'elopcd which can pro
vide tangible indications. 

The practical method, in most cuses, is 
to set up a control, an advance check 
which will establish the position of the 
product before the spot campaign starts. 
Then, recheck at some logical time inter
val, or periodically, after the campaign is 
under way. Too often, however, the im
portant advance checks seem to be 
neglected and reliance put solely upon in
vestigations made after the program is 
under way. A great deaf more informa
lion can be derived from the "before-and-

(Pltast turn to pa~t 56) 
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BOOK OF TH E MONTH 

IN_~mu:a' ~ • 

* PER.fOR.MANCE is tou often an un.weighed 
selling factor in radio advertising. At WFDM, 
we bel ieve perfectioll of performance is vital! 
For instance: 

ANNOUNCERS When cominuil)' is "live," compe
tence is ind ispensahle. \'\' e subscribe to the 
policy that thorough training and experience 
in "air sell ing" arc required to qualify (or 
voicing your phrases over WFDM. 

TRANSCRIPTIONS \\1FDM does not belie,-e in 
gambl ing with nor gamboling through your 
tran sc ription s. E,·ery pblter is pretested co 
assure that it 's properly cued and aired at the 
proper Incl. Only the best equipment is used
and every turntable is checked dail), to assure 
proper speed. 

AFFIDAVITS Slo\'enly reports of performance are 
not tolerated. WFDM's affid,l\·its, taken from 
the Engineer's log, include the exact second of 
performance. 

WI FUM announcers, engineers, and auditOrs 
3re human. Dut we consistenlh· come close to 
99 44floo% perfection in per~ormance. 

BAIl( AFFILIATE, 

J 
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minute show • with widc serlcs 
the sma ll bllclge t ad vertise,' 
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New York- 41 West 56th St.- CO 5-1544 

Chic.go- 612 N. Michig.n Ave., Superior 3053 

Holly wood- 6381 Hollvwood Blvd., Hollywood 5600 



spot 
trends 

Bu .. d ,-,pon ,1'1 .. numOI. 01 programl ,od .n_ 
IIOllncemtnh pl" .. d by IpanlOlI with It. lion\ 
.nd indued by ROllb,ugh Rt:po,1 on Sp ot 
R.di o Adnrlilillg. Spots , .. port .. d for month 
of S .. plt:mb .. , 19·" .r .. ulld I' • b., .. of 100 

Spot placement took its usual December nosc~divc, dropping from 

November's 102.46 to 77.49. Thirty feweT sponsors were active 
during the month than in Novembe r. Only" Beverages and Con~ 

fcct ioncry" held its own dur ing the prc;holiday season. Sect ionally, 

on ly the South continued at the same level as in the previous month. 
P:lcific and Rocky Mount'lin areas showed the greatest drop, from 

[00.76 to 88.3. Although this is the nrst normal post-war yea r, 

the seasonable drop is ns far off as it has been pre-war. Orange 
juice (Birds Eye and Minute Maid) reversed the field a nd with 
a number of beer accounts increased their stat ion lists to keep 

Decemhcr from being completely in the doldrums. 

200-

150-

100-

50_ 

Trends by Geogfophi(ol Areo s 

New England ---

Middle AtI.ntic: ---
Mid·Western ----

Southern ----

Puifi( .nd 
Rocky Mounu,n -----

, 

NATIONAL TREND 

Trends by Industry Clouifi(otions 

· For II-li. lowl • Iponlor i . rC91rdtd .. I linsl" corporllt "nlity no mUI"r how m.ny di~",,, d,~illonl it m.y include. In Ih" indud,y ,.porh, 
howe¥II, Ih. time IPOnIO' m.y be "ported und ... , numb.,. or ciulIFiullOIII. 
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HOOPER 
NIELSEN 

-PULSE 

7 CONLAN 0 
I 

AND 

A,PATSY 

It's dawning on many a radio time buyer that HE may be a "patsy" 
in radio's mad welter of proof and counter-proof. He's beginning 
to wonder why radio shouldn't be bought on space buying's tried 
and true conception of media power: 

WHO ARE THEY AND WHY ARB THEY 
READING (or listening!) 

Casual tune-in lacks SELL POWER, just as free publications do. 
Purposeful tune-in has SELL POWER, just as space in bought and 
paid for publications has SELL POWER. 

Radio program structure here at WSAI is BUILT to create purpose
fu l tune-in. Time buyers are finding out that it pays ... that's why 
93 "/0 of all Cincinnati department store radio is carried by W5AI! 

CINCINNATI 

A'B'C 

• 

A MARSHALL FIELD STATION REPRE SENTED BY AVERY · KN OD EL 
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COBRA TON E ARM 
Y;Sd!'~#~ 
~m~~~", 

The CO B RA IS 0 111)1 Oue oj 
tbe Remolls Jr/b)1 A merim 
Pref ers Zellitb 

Wurlitzer $~?1k c::ma 
* Ahcr ('xh:lust iv(' rests. Rudolph \\7urli tlC.> r Comp:my, the 
world's brgest ffi;!ke r of commercial phonographs, selected 
(he 7..eni1l1 COB RA Tone Arm for usc on all its mooels 
.mu the reason why makes migtll)' good s:l tes :lmrnunition 
for )'ou. 
\'V'urlic£cr's ),C:HS of c);pcricncc had shown Ih:1t wit h the con
n'ocion:l) type pickup, rt'("ord fid el i!)' SI;1fIS 10 £:til ofT at from 
'iO to ~oo plays and frolll then Ull Lills uff f,u/. T heir tests 
pro\'cJ Ihal with the (OBRA 'lime Arm reconb st ill retained 
9St;" of their ori~in.d lOne fidelity ,!ftef 1'\,'0 THOUSAND 
pb)s 

' 0 

TEll THE W URLITZER STORY TO YOUR CUSTOMERS 

Here's what It m(':l ns to them. l llcr can be sure th:lt a Zenith 
Radio Phonograph with a COBRA Tone Arm will play their 

recorJs :IS of len :IS Ihe), l ike nnd still keep them soundi ng 
vinu:llJr like new. Furt hermore, Ihe COBR A reproduces rec· 
ords so perfectly without :lOnoring neeJlc noise or scr:lIch th:u 
even br:lnd ncw records sound better. Yes, the COBRA means 

record reproduCtion :II ils best-and onl), Zen ith has the 

COI3 R A. 

SPONSOR 



1-llOMOTION 

-11,='" Buyers of. t ime on. 51andar~ of the transmi u er is such a vi t al factor 
--. -_ broadcasting statIons untIl in sending forth an FM signal that a 

recently have been obsessed by the idea of u ansm ilter a t 950 feet docs the same 
purchasing the power stations, even mote job with 3,500 watts as another 500 
than t hey have had Hooperit is. There feet above thegrou nddoeson20,OOOwatts 
is st ill in the 59·odd cit ies where there are and in the unique case of WNBC FM, 
City Hooperatings, a tendency to shop on tOp of New York's Empire State 
for availabili ties wi th high Hoopers. The bu ild ing, onl y 1,500 waItS ace required. 
great majorit y of sponsors still think in These figures are for what is known as 
tenns of buying all the 50,()()(}..watt sta· Class B, or metropolitan, FM stalions. 
tions they can alford or snare. Certain The Class B stations in New York are 
station representativcs have chipped supposed to cover 65 miles. In other 
away at the power.station fetish until mecropolitan areas the required coverage 
now a few advertisers are will ing to judge may nOt be so great for Class B stat ions 
,.-______________ , bu t as indicated previously all stations in 

cach area must delivcr thc s,1nlC qualit y 

0 .. 1I01lie reeei,'c r s 

eon.peting FlU 011'.

Icts nre CCI.u.1 in 

sigllnl st r c u g. l. 

nncl s Ollucl 'Iliulity 

their broadcast comm itments in a market 
on the factual basis of tllC job that each 
SHU ion is doing in that markl'l . It ·s a 
healthy appro3Ch and a realist ic one. 

In the FM fK.'ld the rower fc t ish is 
dead. or wi ll be when all stations arc 
operating at thei r fu ll liccnsed strength 
as t hey soon must be. This is because 
every station is required by Federa l 
Communications Commission regulation 
to cover effectively the same area wi th 
the same quality of signal as an)' other 
FM station operat ing in the terri tory. 
This does not mean that the power at 
the t ransmitter is the same. The height 
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signal throughout t heir licensed service 
territory. 

There are two ot her c1 I1SseS of FM 
outlets. Class A. which covers community 
stations, is designed, according to most 
engineers, to blanket an area of 15 miles 
effectively. 

Th ird FM class is the mra l out let, 
which is licensed to operall' at vcry 
high power (for PM). There all.' tOO 
few stat ions or erating in this catc
gory now to determine what thc coverage 
of these transmitters will be. 

Programing at most PM stations has 
admitted ly not e,'en appro.1ched com
peti tive stature except in a few areas 
and except where the otll lcts havc been 
able to sign up important sporting evellts. 
This si tuat ion is rapidly being ch:mged 
as more and more AM. Fi\ \ f('('('ivcrs 
come onto the market and into the homes, 
with converters and tuners no" avai l
able, in the low or medium price range 
($30-$60). The block-programing tech
nique (SPONSOR, Ocwber 1947) which 
has been so successfu l with independent 
st ations throughout the United States 

• III FM 

is being widely stud ied and used by new 
FMcrs. The tested formulas of music 
and news, and music, news. and sports, 
arc being used by more than 60 per cenl 
of t he FM sta tions. 

Th:! t there is a growing audience for 
t his program fare is shown by t he ready 
:!cceptance achieved by stations like 
WH HM in Memphis. \\'C KY in Cin
cinnat i, and WHOH in Boston. 

FM station promotion hasn' t been very 
aggressive. The most thoughtful sell ing 
of Pi\ t stat ion service has been in areas 
where the re isn' t adequate AM impact. 
These non-urban FMers have repre
sented and worked wi t h tuner and set 
manufacturers and have built up faithfu l 
audicllct's. (A complete report on FM 
audiences- who listens, how frequently 
t hey listen, and why they listen-will be 
a feature in March of Sro!':SOR'S con
tinuing study of PM.) 

Recent highspot in PM promot Ion is 
WWOC's ad:!ptinf! of the Tnltl! Of" eo,,
seqlU."'IlCtS "Miss I lush" fonnula . lis
teners were asked to cecognizc "Mr. FfI. 1" 
for pri::es that ran well o\'er $5,000. The 
rromotiol1 "'as mn by W\\' OC-FM to 
SIgnaliZe its going on the air at full rated 
power. Like many P,\ I stat ions it had 
tx"Cn operatlllJ,! previously at mterim 
power and wanted to m.1kc its better 
service known to residents of the Dis
tricl of Columbia and the surrounding 
areas which W\\ DC-F~ l reaches and 
"'hich WWDC docs nOt . This type of 
promotion is OIlC of the two ..... ays by 
which buyers of broadcast advertising 
ca n judge the effect iveness or an FM 
operation. 

With power not a compet it ive factor 
the buyer of FM broadcast advertising 
must look to programing and promotion. 

5\ 
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HOW FAST CAN RADIO WORK~ 
lIuhi. is h:1Sit~ h ... illlll.IC. "us h e t!1I us illllil c diu.t! us 2 /1 htlurs 

Conunuit) b an cSl>('n tial for 
maximum impact through 
hroa(icast advcrtising, Habit, 

It ha~ been pointed out time and time 
again, is the great(~t single factor in 
building a listening audicnce. The steady 
growth in liMming to \'chicks thm have 
t'cen on the ,lir for year.., is ~upposcd to 
Indicate that short-term campaigns arc 
~enerally not t.::uod invC$tmcnts for adver
tisers. Nc\'ertheles.~ s.1turarion broad
casting has an am:l:lIlg hi<;tory behind it. 
It wa~ only through being able to reach 
America through a single broadcast that 
F.D.R. , America's wartime Commander
in-Chief, was able to mobili:e the nation 
following Peilril larbor. The cnmbination 
of the fouruetworksand practica!lyall the 
nation's indcpendent ~tations delivCTed to 
the president til(" cars of virtually all ..... ho 
live \I.·ithin the ~S <;tate<;. 111is <liring was 
satur:ltion m its highc<;t intensity. lliere 
were other cimcs when this great user of 
the broadcast medium also reached the 
nation in olle broadcast, such 115 his 
famous "\\'e have nothing to fear but fear 
Itsclf'" addrcssduring II'hich he :lnnounced 
the closing of the banks. No other means 
of communication could delivcr a message 
to millions of people aC onc timC', No 
"cher medium could saturate a nation 

wi th an appeal within the sp.1n of one half 
hour. 

TnH.', the '-lturation broadcast in itself 
d id not deliver the audience, I t was a 
state of mind, conditionl>d by extraordin
ary events and made tellSC by expecta
tion, that brought three-quarters of the 
nation to ib radios. T IU' cloSl.'Sc possible 
commercial equivalent of che facc-of-the
nation feding is created by promotion. 
collected upon through saturation broad
casting, It's es~ential to the success of 
onc-time e\'cnts the introduction of a 
new product or che building of an audi
ence for a motion picturc, circus, icc sho ..... , 
touring live theater attraction, or indus
try sho ..... or exhibil. It has been used at 
times to rebuild acceptance for a product 
or to counteract a competitor's campaign 
in other media. 

Saturation is difficult to accomplish on 
a national basis', Lucky Strike's six-week 
9OQ-station s.1turalion campaign th;n cost 
$1,000,000 nearly drove Lillian Sclb, 
Foote, Cone & Belding timebuyer, cra:}'. 
In Illany casc~ the ability to secure time 
at all dl'jxnds upon the stations' recogni
tion of the product or occasion as quasi
public servicc. Blocks of spots arc also 
often cleared for advertisers in the- fond 
hope that cooperation during a 5..1turalion 

campaign will open the door to continuin~ 
business from the clien t Or the agency. 

The Duane Jones agency in introducing 
Alligator cigarcltcs in new tcrritory uses 
as many sta tions and as many good spots 
as they can buy. Geyer, Newell and 
Ganger is doing thc ~e thing on P. 
Lorillard's' king-si:e Embassy cigarettes. 
G. N. & G. tr), for semi-saturation for 13 
weeks, spending about $500 each week per 
station for 35 spots. This is tapt'red off 
after the fir.,t 13 weeks to five or six spots 
per week, 

Such a campaign is of course but a drop 
in the budget of a s .. uuration campaign for 
a motion picture showing in a big tOWn, 
Twentieth Ccntur)"~ showing of Cell tie
mali's AgrreJllent in Boston, I\ tass., was 
preceded by a thrce-day campaign on 
\\'ORL, WEEI, \\'NAC, and WB,\ tS with 
a total of ~OO spots and a budget of $2,000. 

These saturation campaigns by motion 
picture companies who place a~ many as 
165 spots on one station in one I',eek arc 
no shots in the dark. ll\ey save bad pic
tun~s like Durl i'l the SUIl and Forrl~r 
Amber from showing to empty seatS, 
They also help a picture like Walter ,\ lilty 
to draw an audience of morc than Danny 
Kayc fans alonc. ,\Wty's campaign used 
til{' shortest conlnH.'rcial time sej!ment 

R.dio filll d Inll, n,l ion,1 Ho,vIs \I'$ Midwoy wilh farm l's Appul of WBBM ,.dio .,lislI fi lled show tlnl .t IH C"ntlnni.1 



IH tuned tlu t o ~hide ( hlcl ,o ', Sold ilfs Field into ,rlnt u hibition I .e. for its 100th AnnivlfHIY, B.oedcutin, blought 500,000 to [I 

known to have bccn sold, three·second 
announcerncnts, which asked "Are }'Oli a 
Miny?" They were uS<'<! wherever they 
could be bought in mctropolitan areas and 
ran before the regul ar spot campa i~n on 
the picture started , Saturat ion through 
teaser announcements isn't attempted 
very oft en, but it can do a startlin)( job, 
and can drive listeners to t he box oflice or 
to buying the product even more depend. 
ably than straight commercial selling 
announcements, 

Nomlal camp.ligns in one cit}' area ~ 
to one station, F1eischmanll 's Vienna 
Model Bakery, in Philadelphia, US4.'S a 

fi\'c-minute program on WCAU, Monday 
through Friday, 9:-10 9:4'; a.m, When it 
placed its advert ising account wi th G ra y 
and Rogers in the Quaker CJl y, that 
agency decided that the Fleischmann 
products had to be repack'lged so that 
Their baked goods wou ld have both eye 
appeal and a famil}' relationship, Thl' 
linc \\.'as repackaged, To create an aware
ness of the new wrappers l 5·s«:ond sing. 
ing jingles were placed on the three other 
network out lets in town - KYW (N BC), 
WFIL (ABC), and WI P ( ~ l BS), WCAU 
is CBS, The S~IS \\.'CTC run three times 
daily from J anuary 12 to February 10, 

Thouu nds, invi ted by •• dio, (l me in hom ",..ny mid wlOt .t.te. fOI cclebll tion ed~(. tion 

VbU.l1 smuralion was also attemptl'd via 
car cards, truck posters, wall banners, 
l.gll1 pulls, shelf cards, and ncwsp.lpcr 
advertising, All of the visual campaign 
tied into the line in the j ingle that was 
musicaJJ) emphasized "the bright new 
pllckage," 

The Fleischmann product was in moSt 
stores ready for the consulllt'r request (or 
il inspired b}' the advertising, Saturation 
ad\'{'rtis ing must be supplemented by 
saturation d istribution, T he Duane 
J oncs c:nnpaign for ,\lIig:uor cigarettes 
losl some o( its impact In certain cities 
because the product wasn't available in 
man)' stores, 

Touring thea lrical attractions, circuses, 
and icc shows all use the saturation tceh· 
nique, So important is it wi lh the 
nation's number one circus. Ringling 
Bro~" Barnum and Bailey, that Bev 
Kellcy, the lIlan \\ no handled m broad· 
ca~t publicit)" later became the adVCTtis
ing and publicilY head o( the "greatest 
silo \\. on earth," All the big touring ire 
shows, including Shipslads &: John~n's 
l ee Fot/ies and Sonja Henie's /-{!Jt/yu'OOfi 
Ice Rel'He, placc as man}' spots on as many 
stat ions as the}' can buy within their 
budgets, 

(PlellSe turrr to fXJgt' 62) 
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Hil TUlles fo r Febrlta /:1J 
(On Record .) 

ALL DRESSED UP WITH A BROKEN HEART '~"'" 
PO,,1 l .. --< .... H on .. "...:Id". O . ,k-<ol. non 
Bob Hou,'oft-MG M ,OIl! .. Al o" G ... ,d-N •• , 70,9 
JO~ft l o., ... - M.r c",y ~(9) .. Alo" 0 .1_51,. 151 H 
Tho Fl •• B.,.--8ul l., 1009 .. Jock O ".M-lo ... , 116) 
Tho Vo . ,."d.-V.,.o, .. ' H .. Bill Joh",oo-Vie," .. Brook. Broth. r..-Doc." 
Eddl. H " .. "d-Mor," .. J."1 (00"0.-0 1.",""6-

AS SWEET AS YOU ("_" 
Art l ""d-MG M l oo n .. f •• dd, s , ... ..t-Co" . • 79 
8111 MIII",.,-V,,;,.d Artl,,' 

FOOL THAT I AM 'H," "'"~) 
Olt.,h SJ,,,, ......-<ol. Jl95t .. s. .... y K.y~V; •. 10·1601 
8illy E.klll._MGM 111091 .. E" kl ... H . ... ki._Vk. 10.1470 
DiftOh W .... , .. "o"....M ... . '050 .. Glody. P.II • • .-Mit •• I. 10 4 
G .... lo Gn.I,,- Moi. 1 tol) .. Broo k. 8rol h . .. -o ••. 410.0 

LET'S BE SWEETHEARTS AGAIN /Co ..... , •• ",., 
M .. ,oro' Wh lli .. ,........c. ... I 50'O .. Viet ... l o .. bwd~j. 1169 
BI .. Bwr_MGM Ion I .. Sh . .. ro okh_II';"'" SIS 
GUY l .... b .. do_ M" ol., L ... I.-o. •• 14191 .. 8il1 J •• h ... ~-II ... t~t591 
"'Iv L .. d-More.' 

LOVE IS SO TERRIFIC , .... ,,,' 
L .. IIIo" "-C .. 1. U060 , Aft l und- MG M 10116 
H. I . ~ Con .. lI .. 5.o, ioli.,..-lIic. '~'61! , EMI. r.lict O~..",-c. ... ~ '6) 
VI< O,.O<I..-M.,.",,' 

MADE FOR EACH OTHER "",' 
8...:1 d , CI .. ~ .X .. I., C~,ot--< .. I. )19 ]9 • Mo~I(O L ... ,,-5il. 1 510S 
Endc Mo-doi . ... ,..-N" . 9011 , Mach i • ........c .. ~' . 900] , R ... C.b. I--O • •. '0006 
Dlc\ r .. u v-M,j.J11) • 0 .. , A," .. -t~!5'O 
"'1.11 lI". l ."di_V;,;. JO·JH S • ( ,h.1 S .. i'h·80b lbotl.,.....ooc. t u n 

MY RANCHO RIO GRANDE (H" •• ".C."." •• , 
J.<\ S .. Uh-C ... . ~J) • Sh., fI. ldt-M~.i<l.1t 51! • Ol.~ '." ' "'--<01. lIOIl 
K," C ... o_lI" io,,' • II ' .... l o,.b"d_M,r.' 
~'Q ~" T,I_U"i'od MI., 11~ • M .. .,hy Si ....... _A.,ollo· 

PASSING FANCY ",,,,, 
1I • • t hn M o"'o..-III<. t o·ISH • Roy O .. . v-Moi. 1116 
Joh"", Joh""on.-MGM 10 t. J , r ... c .. l,,,, f .. d_M, .c .. ,' 
R.y A"'ho~r- T "" • • DI"'· ....... 

TERESA ("' .... , 
DIck Hor .... ·A .. dr . ... Si .... ..-O . .. UlIO • K .... K" • .-col. 11061 
Jo~ S .. ilh-C, .,. ~U • Vic O, .. o"..-M,.c"" 509t • W~h,l .. i ... G .. ,-Cli<\· 
Do R ... "'I, T,I_Co .... od ... • • n. .. BI ... ..-~. clu.i .. • 

WHY DOES IT HAVE TO RAIN ON SUNDAY , ........ ~, 
r •• dd, M.,i_lIic. t~IS'J • Sooo\v l." ... _ M"". 501t 
M,h H . fth 1 10-0 ... • . 8 .. 1. $I .80,..-MGM ' • [)o M, o.,-lIic. '~'JlJ 

You're Gonna Get My Letter In The Morning ".""~, 
Guv Lo"' ........ M.y 0.""'"..-00 •. ' • Adoi, ,, Rol'j.i-Bun. ,· 

Z U·BI ,,~."., 
5.0 .. "" !Co,.-IIIe. to. 1410 • lllelo, Lo .. bord_ M oI. Jt6 ) 
To",,,,, hc\or-Col .' • A" Moon,v-MGM' 

MR . SPONSOR ASKS 
(Colltjlll/I'd from f'l.lg~ 45) 

after" method, if 11 IS can'full)" planned i" 
ad\'.1ncc. 

Ob\,iously, if [hc ~pOl proJlr<un GIll lx
io;olam:f from u[her phasc-s of promotion 
more Prl-ci~ me~urc:l1\t·nts of ItS etT('C_ 
ti\,('llo,S can 1x'scc-ur(·'Ct 

Funl"N:r, if I[ is used in rcl:l[ioo [0 a·ne ..... 
I product or one u.hich has a ncu. mcss."~e 

[0 tell COOsurTK'rs, the tr('nd of imp:ac! C.111 
be dctl'CtC'd more re:adily. 

C. \\'. M"CK.H 
Vp ill charKI' of r~Rarch 
K~II)'O" (! Eckhardt, l I1C., ,\'1'11.' }'ork 

Any advertiser 
with SpOt pro
grams on an aWl1re
~ [;1tion clln cer
tainly determine 
nOI only [he popu. 
larity lind imp.,ct 
of those programs, 
but also Whelhl'f 

I 
th(' time alld copy 

. he is using <Ire-
rlJlht. It's all dooe with m<lil_pull~. 

I 
A good station \.\·W ha\'e figur('S on 

.1udil'llee- C"OIllposition fOf most hours of 
[he bro.tdea5[ing day; thm \.\111 tell him 

I

lI.hO IIs[l'Ils. Rating histories will tell him 
ho ..... many of [hose pcopl(' Iis[cn at the 
tinll'S he has bought. Records of prc\' ious 
nlail·pulls the.- otTers and thc copy used 
[0 pH'SC.", [t1('m call provide the impact 
of cen all1 programs on a knowll audit'nce. 

T Il(' advcrtiS('r buys either all ('Stab
lishl-d local program, or pan of i[; a [(an_ 
scriix-d ~h()w which he puts into his time; 
or a nl'W show idl'a [he Station builds for 
him. The stat ion aln'ady kno\.\·.<; the 
popularity of its [im(' and the reaction of 
lis[t'llt'rs- b.1locd on [he programs it has 
otT('r("(j ilt [hose timl'S. If the advertisef 
buys [his son of paekab'<', [he station can 
tell him within about JO rer cent tht' 
response he'l/ Jle[ [0 any kind of mail offer 
he will 11)'1ke. 

l ie C.111 otTer ~1mplcs of his product j he 
can otTer a bm,l:ain of his ~ular si:£' for 
proof of purchase alld "10 a'l1[s to co\'er 
cost of mailin/! ;tnd handling"; he e;tn run 
a conu'S[ with anything rrom local movie 
lickets [0 1110wr cars as pri:cs. If hl' has 
more [han ooe silo"' 011 a station, he 
merely keys his offns. If hl' wan ts 10 ex
JX'rill1ent "i[h scveral broadcast firm'S. he 
e:m move his proj.!r:l11l or his money 
around til{' station, trying i[ for a \.\·('('k or 
SO at e .. eh ~pot. and thl'n decide upon the 
till1(' that p.1yS off N>st. 

I h::-:R,· POSTER 
Rl'sc(!rc/r dirrc/or 
\liSE II', 81'1(' rork 

SPONSOR 
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.. . means RHYME DOES PAY 

\VHVA, it \\' a~ (and j .. ) dnin,!! Jm .. in.'"" for 11'11 

participating ,;pon .. or,.. 

These len hu ycr:- uf r;lIlio tim.· alld lalt ... I! lIa\(' 

put the ir ::a Je,. campaign,. 1111 "Rhyme Dol''' 1\1\" 

l,c('aul'oC it doe:. jusl thnt. It pa y,.! 

Evcry weekday morning from 8: 1S to 9:00 a. 1\1 •• 

Emcee Ha y Kennedy play,. pia lieI',. picked 11\' 

listellers with the hest knack for rh Yllling their 

• 

,.polI .. or make .... ale:-! ( \nd lot,. of dollar,.! I 

If \011 ;lIe looking rnr big profit ill WI{VA' .. hillion 

dollar market. {,;tli u .. or Radio Side,., W,,'II ,.1111\\ 

~'O U /UIII to nl.lk~ .. Hli ~ me Docs Pa y" pa y off fol' ~ Oil. 

H.id",UIIHi Wid ,"orjfllk , JI". 

ReIJN·.~(>" t ell b~' Nfl/Ii" Sf/If'.{ WRVA 
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• liste nIng non • 

is YOUR problem 

WH Y? 
QUART ER·H OURS I 

FOR WHI C H RE ASON 
W AS MENTIO NE D . . . -

Too buoy. w".k inlrrf~ ..... radio d",r:ocu lrun. 
work. fico '" 
11.,..,;", . ..,nl~lx"h· .I~pin. o. III. 1\01_ fOlle,· 
lerc, ctc. m 

Too ..... ly '" 
1)0,,', ti~t available '''''K.arn •. n,,' tntcr.,.;,..J, '" 
don', know about tHOI.am. a,'allabl" ;0 ' 

Cen",al d'.lik" of , .. d iG " -- -
I)on', like "",",mc.datt " --

'I\'O "'dio available 'M , ro' at home '" --
Don', tblnk ~bout 11-"" ,·", h"t" " 
.\I ~IL,oneou. ""vi.""_,,,al r"~OO'" U 

U ... ally lh,,,n. but not .o,by " 
Soc in mood " ---
Don t !>otflo,. 100 tU)' 

--1 , 

t A. Ii""" In tht ,\"dlener !l",,'''),'' Inc .• ll00,on su,dy I"r the K:otz a~"ncy. 

s hould Itt· 4·.hl4·u"~d 011 

-PER CENT' OF 
NON_L.I$TENING 
(AWAKE) TIME 

'" -

10 I, 

" 
11 7 

, , 

" 
" 
••• 
" 
" , , 

" 
" 
'" 

During the month when li s-
ten in}! is 1\1 its height (Feb

ruary), on the evening and at the mo
ment during that evening .... ilen the 
greatest number of radio homes have 
their receivers tumed on (fuesdaJ 
9:15-9:10 p.m. ), onl), -19.5 per cenl of 
America's OOrTll-S are listening to their 
radio S{'ts. During the last recorded lis
tening peak (February 1-7, 19H) average 
lis[('fling per evcning period was ooly 
3·1.3 per rent.· While this 3-1.3 per C('fl t 
.... Wl' listening there .... 't"re ·H.I per cen t 
more American familk'S ill home and 
aVililable for listening. 

Thus during the ewning broadcasting 
was reaching fe ..... C'r than half of the hol'T"lf'S 
th:1t it could havC'. Radio has availa· 
bl/: to it the greatest audience that 
:my advertising mt'dium has ever hoped 
to reach. While 90.-\ per cent of America's 
fami lies had a radio receiver in 1946, as 
1948 opt'ned its eyes this figure had 
grown to 94.3 per cent (latest confiden
tial Census Bureau computation). No 
other advertising medium has ever even 
dainx'd this pott'lltia!. The 49.5 per cent 
Tuesday lislt'lling figurt> is a Hooperating 
but other ratings (Nielsen Radio Index 
and some diary studies, made the same 
..... t"ek) an' within I per cent of this 
figure. 

Non-listl'l1ing has IlOt been of mterest 
to al,'I.'llCies or sponsors. When NBC pre
Sfntcd the resoils of the stud), (1944) 
made b)' La:arsfe1d-Schneider on a.m. 
non_listening (it was ca11ed The Social 
Ps)'chofogy oj !he MOPII'ng Audience) it 
created as little ripple as a summer bree:e 
on an inland lake. As a consequence 
NBC did wry linle with it. 

-,\doh to m ... ,,, than l o.l.0 ~:' .r""" , ... pondc"u 01,,,,, mention"! mo,,, tban onc ~a""" la. lIon. I", .. nlnK. 

L1ter WNBC, undt'r .lim Gaines, had 
the Psychological Corporation make a 
s tud), of non· listening (though it ..... as 
uscd b)' Gaines basically as a blueprint 
for a new program s tructure since non· 
.TM • ...... " "1I1i",,,;~~ 1,.(""", /; and /I p.". . 
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It''Il'ning in gl' lwral I!- not hI !> prubkm). 
It .... ·a~ ralll·.! AfoTII;II/: I~/I(lio Habirs oj 
8rU' rork("l'.~. 

I{('l{'ml) th.· Kilt: A~\·I'r}'. ~(;I tion 

rl'prl'~'n(;Jtl\'l"" ..... ho h,ln' ;In urnl:-u;'Illy 
h .... 'n ".·n~· of industr)' rl'!-r'l()ll~i bilit y, com-
111I~ ... iOI1l'd AlllhellCl.' Surn·) .... InC'.,t til 

~tud} th .... listcnin~ h;rhit~ of the 5 to 9 
a.nr. auJi,·nc..... Thi:-;, after pilot ~tu (lies 

in N;] .... ~;ru COUIlt}· Lrrng hl;lI1d. N. Y.) 
;l11d Ne ..... York Cit), rl.'~u 1tl'<i in :l more 
('xt,'I1"iw projl'{t in no~ton . 

TIl(' f('~\ll l of thl'''''' thn',' studks lm~ 

m'n 10 row;,.' f11<.' National A!>-'(l<.:i;'ltinn of 
Broadcaster!> to think in terlll.'> (If nmkin!! 
llr>ll-liqCllill!! its lllajnr r('~l'arch projcct 
in lr>-48. The)' haw not , unfortlll1,lIely, 
IIrou~d ,'veil th" k,'('lIcst of sponsors to 
,U\y unUl'unl activity. [A'spite At'ncral 
r.'cognitlon that all thn'e parts of bro;ld· 
(nH adH.'rtising, sponsor, ngenc)" lind 
broadc;,~tcr, hm'e a tripnrtite r('Sponsi
bili ty for the health of thc mediulll, both 
agcnck~ and sponsors generally fl'cI thilt 
gl'tting (h(' p<'Opll' to tum thcir setS on 
is cLltirt'i) the joh of the broadc:lstC'rs. 

\\'h:lI hilS causcd most advcrtiSt:'rs to 
avoid the lludi('lIcc.btlllding routin(, is 
thl' co!'t on the \VOl ) up. Thc daytime 
Fred \\'aring progmm on NBC is one 
attempt to illcrl'a!>C til(' setS in usc in the 
nlHOling-. It is ,I direct r<..'sult of the 
L1:nrsfe1d-Schneider s tudy. 

Dr. L1zarsfdd dividt'<l W011leil (<1.111. 
audience) illlo tlm'e groups (excluding 
employed .... ·Ol1len, WOl1lell unavailable 
dul' to deafn('SS or inability to und('rstand 
English, or dILl' to illness in the family ). 
TI~(' three f!roups reported their r:ldio 
hal->,ts in the following- n1:lnnl'r: 

S~tla' l i'( " "~rs 2'1 " 
0,11," 1I _".·",'r~ .\4 ' 
A.~ 1. ",,"· l iM'· '''· '~ '\1 ~' 

• n"" """""" /i.I,,,,,/ '" liuo "/1"",.,,, ," n"'"i"v. '/."'{ 
<In "'''n!Jf' "I , ~~ II"",. ,/1,;/,>, "I //,tI. ,.,,,{,,,. 

\\'hik 6) per cent of all ""omen at IWllle 
tr ... "" 10.,</: i. " ""';" ~,,,,,,,,,,I Inr~., i" 10"/,'",,, 
'~"'''''''. I,,~, 

li!>(elll'lled in the mornL1lgs. nmurally not 
.. II this numhcr listened 1111 til(' time. 
The i11lpnrtnncl.' of tunling th~' third 
group intn listt'lll' rS is tllI.'rcfOrl' apran'nl. 

L1Zars(dd's reSl'arch uncuver!> the 
f:lct th:lt the Inrgl'St portion uf til(' non
listenl'r ... (~8 pI.·r Cl'tlt, or 21 pt'r cent of .111 
ilvailable women) was composed of 
wonwn who wcre unnhle to listen ..... hile 
doing ~Jlnething else. Ilis contention is 
that tlH.'S(' wonl('n orn he madl' part of 
the listl'lling audience f F p:lTt of radio is 
program,'d fur thl'm with shows that 
do not require continuous listening. 
TIll')' enjoy broadc:lsting- hut ther can't 
do tWO things lit the sillne time. L1Z;lrs
fdd ;Iumits that it is not etlSy to p!:lll 
programs for thb group. 

In L.1!:1rsfcld·s stud) it is concluded 
that the gn'atl~t area in which listening 
can be increased is among the J-l per 
cent of thc ..... omen who arc not serinl 
li~tel1ers. 

These ..... omen. to quote the doctor, arc 
"the kind of lA'OIlll'n ",'l)() w;]nt to be 
Ch'.'CTl'<l up or soothed. ('o01(ort('<I; they 
want radio to divert them from their ()wn 
problcms." Th('y :lTl' also ..... omen who 
:lre interl'S tcd in self-improvcment. La
:arsfcld is careful to stress that these 
WOOlen :If(.' not Y<';]OIinj.! for public 
service programs. The), lA'ant programs 
which gi ve them useful tidbits of informa
tion not theoret ical or aC:ldemic dis
cussions. Mary r\l.ar~Olret McBride, 
Kate Smith, Projtssor Quit, and Margaret 
Arl('11 have the types of programs which 
appe.,l to these "other listellers." 

Lazarsfdd's study reveals that radio 
audienc('S arc huilt up of people ..... ho are 
psychologically akin and cut across COil
vcntion;]1 income, ('ducatillnal, nnd occu
pational cI:lssificatiolls which :Ire f:lmiliar 
in market r('Search. Thl.'r(' arc one-track 
minds in all income and l'duc:ltioll:ll 
(!mups. The)' are, pointed out Dr. L. . :l 
very important part of the lis tening audi_ 

,'ncc. Th.: wry same factor that makes 
them concentrate on their ..... ork make~ 

them concentrate on their listening 
wht'n thcy lisft'n. 

It is the psychological kinship of 
groups of listen.: rs. n5 pointe::! ou t by 
La:a,;,fdd. that has rn1d,' block pro
graming such a successful device for 
both indepcndeJH stations ;]11~ net .... ·orks. 
I t was this kinship that militated 
against vaudeville's ewr achieving per· 
manence as part of the entertainment 
..... orld -and the- same "arkly formula of 
presenting unrl'iated acts faili n(! to 
:lttract gn'at audiences on the air. Inde
pcnd<'nt s t:nions that block-program 
have discovered that variety loscs liswn
('rs. R(,taining the same mood of music or 
program is ('ssential to continuing suc
Cl~sful servicing of an audience. 

Lazarsfcld, in endeavoring to estab
lish a psychologic:l1 bi:ls for ..... omen listen
ers, detemlincd that the types of pro
grams which arc furthest apart arc day
timc serials and Illusic. The pro~.nm 
Iype dosest to all other t)pes of cnter
tai mnent , as his re$(.'arch uncovered it, 
is audi('nce participation, which is no 
doub l the reason for (hc continued suc
cess of BrMkfclSI Glib and Breokfost ill 
HollYlI'ood as well as QUfflljor a Duyand 
Heart's DeSIre, to mention four d:l) time 
audiencc participmion sl)()",'s. 

Nearl'St to daytime serial audienccs in 
lis tening groups Me women commenta
tors and the closest to music is news. 
IndelX'ndenl stations' marriage of music 
and news . according to the i..Azarsfcld
Schneider reports, stands upon a good 
psychological foundation. That is why 
man }' s tations programed in the \\'NEW 
(N. Y.) manller throughout the country 
arc first during cert:lin daytime hours. 

Ooe of Lazars(cld's conclusions on 
combating Mn.listCtling is the promotion 
of non-serial daytime programs. Be· 

( Plt(15f' lum ro pagt 66) 

1 .. OC·;ldoll u,' : .. ·.h· i.~- ;alld .'u".·u.·" 
r.-II •• ·;adiu lis •• -lIill;:: 

I·c·.·c·.·" •• iuu· i .. ruuurs "'hh ;all ,. 
,,· i.holl •• ·;adios 

r. .... ,. ' f"', Ti~,~ ~I)('''' in Moo", R~("" I.i"~,,i"~ l....-:..'io~ I .~,(,'~i~~ :"'on "h(~";n~ T.,,~I 

or 1 i"" ,\;Nk~ '" ~r 1 "'" ;. R",'", 

I(ITCHEN 6Z 0 % Z'l 1% ROOM WITH R .... OIO IS 4 $ 2)3% "'~ 
BEDROOM " 

, " , ROOM WITHOUT R .... DIO " , '" '" 
LIVING ROOM " " , NOT INOIC .... TED " 
OINING ROOM " '" 
OT HER ROOMS " '" TOTAL 26 'l";t I 65 4'\; ,00 O'\; 
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WOOING THE WOMEN ... 
WWJ.TV. [)e1l'Qi"s fin! and only le1eyision .talion, IS b",y th.~. duys wooing 

and .... iming the w~n'$ Qudi"nce. Pictured alloY. ts Jean MtBride, HO/!Ie ImMule 

Oi. Kfor of The Dettoa NeW'5, in h." papillar, Philco-spomored ho<ttehoId e<:onomics 

progrom. Other Cllrrent, diYenifi.d WWJ_TV s.ho...-s aimed specifically ot women 

• inclvd. <I fQ$h.ion progrom sp-:>nsored by riI. J, l. H:.odsotl eo...pany. O.lroit', 

!o'liIe.' depo'l'I'IIenl slor.; the JoN! ~Qw." Chorm School, feoluring hin" on 

etiquette. make,""", etc.; and ltIe WWJ-TV TeleviWon Porly, a mirtMul audi_a 

parti(ipotion show erY\or>O ting from WWJ·TV's large studio cuditorium. 

FEBRUARY 19.(8 

Each of lhone sponsortld prog.oms is proof of III" .elling .lJed,veneu 01 'ltr.vision, 

and of th. programming occomplis~nls of WW J. TV ;n ils n,,1 yeCl' of op .... otion. 

.. ... dgl. fM $/0/;00 WWJ. FM . 

,4".<;.,. AM SI.non WWJ 

., 



WASH ON THE AIR 
,Coulilllll;11 from paRe 28) 
w;J~hill~ mach Ill\." indul-try W;J:, of the 
opinion that;] machine clluld not be <.0 11.1 

In lhl' prin' rauge ill which &ndlX was 
placed. ikndilC provl'd lh<ll a !x'ncr 
product, hetter produced illld ocner pro
moted, ..... ill Cl)nunund a premium price, 

B(,lIdilC \\'/lsh 011 Ih~ Air programs arc 
proving that it'~ iX'ssibk 10 sdl appliances 
in the 0\'('r·$2oo bracket 011 the air and 
that broadca~tillg C<lll payoff in dirC'C1 
sail'S. It also al1S\\Cr<i the quc~tiOIl of 
\\'h<ll Olle-tunc broadcasts can do. 

One dealer who heard that anollll'r wa, 

--- , 
I 
I 

I 
I 
I 

J 

c 
A C K 

B S I n 

holding ;J Wash VII Ihl.' Air promotion In 

his nrca, invited his pro~pccu in to he.1r 
the broadCihl, and dcmomtnH<.-d the 
Bendix in his ~(orc .... hile the air demon
'Mation was being brcJ,:.dca~t. 

I Ie ~ld &'l1di)( au[Omatic~, 100. 

SA JURATION BROADCASTING 
(ConlinHt'cI Jrolll paRI! 55 ) 

Both circuS('s and ice shows have :J lso 
tumed 10 TV for promotion although 
1I0ne of them haw as yet bought time on 
the medium. They make such good visual 
air entertainmcnI that at present TV s ta-

S 0 N V L L E 

Nor t h Florida 

I Represented by Ayery - Knodel 

t 
• 
IS now 

500 0 
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------------
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tlons scan th{'nl "for free." All the shows 
are seen not once but several times on the 
visual air during their stay in one city. 
It 's a bit ditlicult to tekcast them and not 
also put the live mu~ic on IIl{, air but they 
have bren able to do this by clever shifting 
from Jive applause to recorded music back 
at the studio. 

Curtis rubli~hing's Holiday saturates 
cert:Jin areas with each issue. The vaca· 
tion publication USU111y spot lights a sec
tion of the country, and expects that 
<;{'ction to buy more copies per capita than 
any other territory, When they ~pot
lighted the ~tare ofWa~hington they went 
inm Seattle on KJ R, KI RO, KO.\10, for 
a three-day campaign, 10 announcements 
per station at an average co~t of $20 each. 
Their radio budget for the effort was $6Xl. 
They sold 20,000 copies of the issue in the 
area; the usual monthly newsstand sales 
in Washington are 5,000. Thus the 
localized thrce-day campaign increased 
nornlal sales by 300 per cent. TIle cam
paign wouldn 't haw been any good with
out the Washington issue but it took radio 
to bring the news of the issue to Washing_ 
tonians. The impact of the 30 announce
ments lI,'as traceable, since newsstand 
vendors reported that buyers of the maga
zine said they had "heard about it on the 
radio," 

Bab-O (B. T. Babbitt) opcns doors in 
new markets by supplemen t ing its two 
network programs (Lera Law/on, NBC, 
and Dadd HarHm, CBS) with intensive 
spot campaigns. Embryonic campaigns 
are closely-guarded secrets because they 
tip off their compet ition just where an 
intensive sales attack is about to bt" made, 

An outstanding example of sa turation 
during the last quarter of 1947 was the 
radio promotion of International Har_ 
vester's Centennial Exhibit in Chicago. 
While announcemen tS were carried on 
WIND, WLS, and pther stations, the 
Prairie Fanller carried a two-color page 
ad, 1 i 6 24-sht'Ct poster locations were 
used in Chic:Jgo and suburbs, 15 30-by-3-
feet banners on elevated st ructures, and 
11,000 posters and car card~ ..... ere used on 
buses and trains. 

WBB.\ \, howe\'{'r , carried the major 
burden of publicizing the l6<lay indus
trial cam ivaI. It supplied nll the talent 
for shows which were giwn in a 14i-foot 
tent which was part or the Intemational 
Harvester eight-acre exhibit. £.1ch dar 
during the 16 days of the exhibit, WBBI\1 
broadcnst a half hour from thc tent as 
well as entertained the visiting f:lmlers. 
They came from as far away as Georgia 
and Texas but the great majorit), c.1mc 
from eight states all within the listening 
area of Chicago's stations. State days 
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INDIANA (Pa.) IS 100% 

To _' lORE T IM:': 10,000 men, worneLl Jnd 
chi ldren . Indiana ( Pa. ) is b.'ck home. That's 

where they ~pc nt S17 million 3t retail in 
1946, and thai's where they Ibtcn faithfully 
to KOK" (\\'ho~c nighttime B~1B fating in 
India na, :lIld throughout Indiana County, 

is 100%). 

In the 8MB 90·'00% class, h:OKA ha~ 

19 d3ytimc counties and 24 nighnime coun
tics . . a generous portion of the Pilt~burgh 

market , two-thirds of whOl.C people lire ou/
side the city limits. Altogether, B;\IB crOO;!!. 

the n3 tion'~ piollccr :om ion with 1,159,910 
daytime familic~ and 1,303.520 nighttime 
famil iL':>. The facts of thi .... lm.lLing lbtener

:ohip arc contained in "The Pinsburgh S IO~." 

You don't ha\"C a copy? \Vritc, by al\ mcam, 

today! 

KDKA, Pittsburgh . SO,(X)() WRIts. NBC Qflilillll!. 
\Ve~ tiltg l,o u <e Radro Srmio"J Inc (KF-X , KnV, 
WBZ, \I'BZA, WOHlO, KOKA J. Hepre- @ 
semel1 "lllioUld') II)' XBe Spot SII/C$- ~ 
eXccl,t Kr X. Krx .tpresl.'ltrt<i "Iltio>zllll)' ~ 
I,) Free t) PertrJ. 

6' 

• 



6. 

in Brook'YII 
(rOWA, 

•.. but mOOl! of it! populltion (1406. 
including the new schoohclC"hcr) tc)ms 
up to pby bJI1 with \'\'I\1T for good 
radio liucning! Like ~ thOuund other 
communities, Brooklyn liStens to \'o;IMT 
IIImf" '/)/11/ 1111)' /Jlbrr Ltnlrrll I OWIl 

SIIIlioll. 
\,\I.\ITbnd's tWin muk('u-rur~ 1 Jnd 

urb~n-Jdivcr the hi"llCSI per npiu in. 
come ~uJ'l'n(:C in Ihe U.S.A. LaH )'ur 

Iowans g:lfncrl'J clo\c 10 S2 billions from 
fuming - Jnd nc.1fly lS much front 
nu nuf.lcturin". 

Reach bolb these potcnt nllrkcl! on 
\'.;'MT -.cluern Iowa's only ens out let. 
A lk fbe Kill: /lltJ// lor ddai/J. 

CEDAR RAPIDS 
.loOOO WOII' 6OO!C, C. Doy o"d Nigh . 
BASIC COLUMBLA NETWORK 

Highest in Town 
wilh all B a. III. 10 I () 1" III. 

33.0* 
HOOPER 

shal'c of alldiclI.·" 
(lo t,.I ril1Jt' rOl h ·d 1,,'rill,l) 

WAPO - Chattanooga - WAPO-FM 
I I ,; II () ~ T il E J) I ,\ L 

• Oct., Nov" 1947 Hoope, St. tion l idf:n ing Indt. 

wcrc proclairrwd when it bt.'Can'k' evident 
that train loads would visi l the cxhibit 
frum Ihese states. T he grcatcst Slale day 
naturally was that of IlIulOis whcn 65,000 
Jx-'ople visited the exhibit. Indiana day 
was a cloSl' S«'Ond with 60,000. On 
Octob.:r 19, pe.1k attl'fldanre day, 8,000 
p.1!<St'd Ihrough tht> entrance gatcs be
l\.\l'Cll IhrC\.' and four p.m., the period dur
ing which WBB.\1's l'ntl'Tlainl1ll'nt unit 
wa~ entertaining: in the slXcial show lellt. 

lmemalional IlarVl'ster p.1id WSB,\1 
$2~,OOO (or I ime and tall'tll. Sixlttn h,M
hour broadGl!>IS werc made direct from 
th.: show to,:nt and all thc lall'l1l w:1<; 

WRB,\1's. This uS\.' of radio talent 10 
"bring: 'em in" plus daily broadcaSls from 
the exhibit halls themS('lv~ is using radio 
5.1turalioll fcom all l'ntl'rtainmel1t as well 
as adver tising angle. Harvester is on 
NBC WIth its rl'gular broadcast Sunday 
aftl'nlOOn, Han·tSI of Stars, but WB13,\l's 
time and talent package was the bcsi pre
S('ntN to thl'm and they uS('d this CBS 
Chica!-'O station (or thc major part of 
their job. 

The objcctiVl' was to bring 250,000 
visi tors to the exhibit. OW( 500,000 
IUml>d out. One hundrl-d thous,1nd rural 
rl'sidents from nearby Statcs visi l(.-d the 
Centennial and whik IH \.\'111 not release 
5..IC'S figures the exhIbit was under the 
direction of ,\ \. F. P('Chels, consumer rela
tions director of the grt":l1 farm m..chinery 
corporation and I',as a good_will, not ;] 
direcl selling, effort sales in states that 
could be :lffected by the exhibit \'\'ere up 
25 per cent during No\'Cmbcr (over 
November 1946). 

Smuration bro..dC:lSI adver tising is a 
field all its own. Sponsors d('Sirin~ to try 
the dcvice havc a long ,md difficult row to 
hoc. Short term schedul~ are almost cer
tain to be allotted, as st:veral station 
representatives point out, dog a\'ai labili
tirs, Each camp..il!tl is actually a sclhng 
job on Ihe stations, 10 gl't the riJ::ht till1\', 
Thm it's a job to make Cl'rt<lin Ihat wh;1( 
[he salUration job has to ~II is available 
for .. ,lie. It's no ~irnple matter to figure 
Oltl just .... ·h(11 di~tribution of a new 
product i" re:ldr for that ~1tur,Jtion push, 
It'" a fine art figuring out just how long 
l'H.'forl' an ('Wilt thc bro.1dcast fanfare 
<;hould bc ,,[artl'd. 

Rl1X'l1tion Tl'mains all adl'crtising fif'<;1 
principle, Bro.1dc:m saturation adver
t i5il1!! dO<':>n'l ignore th ... prillciple. II jusl 
!'.1}"i .... ·hat it h;'15 to ~;'1y man)' tUllts in :l 

dar insle;'1d (If in a \\'l'l.'1.; or;'1 nX)nth. It 
.t'Cts OUI to eSlabh~h a buymg habit 
quicker occauSO,' the l'IX'cific adverli~-'r 

rH.:ed~ action tomorrow, nOI next month. 
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Po",1 W. Morency, VI<:e-l'rlll .- Gen . Mgt. Wolter John l on, Anllto n' Gen _ Mgf.-SI,. Mgt. 

WTIC', 50,000 wattl represented nationoUy by Weed & Co. 
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NON-LISTENING 
(Co lllllJUtdjrolU pagl" 60) 

C<lUM,' daytiml' s<:riab haw had ~uch a 

promlllL'fl t pl'lC\.' in murnml,;: sclll'du ll'S, 
there is 11 s Irong tcndenc) for WOmlll to 
I'XaggcfOl[C the pruportion uf scri .. ls in 
bro,ldc,]SI s tatiun schedules and know 
wry little about otlu.'r programs. He 
U$(.':' tim. S[a[Cllll'1lI to undl'rlilW the n('cd 

lor progrnm promotion. He further 
cmphasizl'S thc rll't-J for spn'nding lI,'Qrd 
of ",hOlt i~ 11\,:I;I"hl(' for dialing. with thl' 
folloll.·ing infornwtion: "The majori ty 
of thl1'C wOOlen' kncllo' of 110 morning 
programs other than those they usuall y 

hstcn to and it is clear that list<.-ning 
habits arc su ong habits which can be 
changt:d most easily by thoroughly pub
licizing changC'S in program schedules ." 

Bril,n)" Dr. Laznrsfcld in his morning 
study arrived itt the conclusions that to 

cu t down non-listening it is neCe5Sdry to 
incr{'asc the lIumtx-r of non-serial pro
~rams on the air, that there is a need fo r 
programs which do not haw to be lis
telll.:d to con t inuously, and that when new 
programs become available they must 
be publicized to incr{'asc listening. 

While the Audience Surveys, Inc., 
s tudy (or Kal~ was more limited than 

ONE OF THE MOST 
IMPORTANT BUYS IN 
AMERICA! 

ON THE AIR 24 HOURS 
DAilY-All IN ENGlISH

CAN BE HEARD 
BY MORE THAN .. 

TWO MILLION PEOPLE! 
-CHECK FORlOE FOR FACTS ABOUT 

OETROIT'S MOST PROGRESSIVE STATION 
AU WJII( ~~OG~AMS IlOAOCASl SIMUUANfOUny 

ON WJIIC-#M fl . 1 ..... 

the l..,zarsfeld-Schndder In vestiga tion , 
and covered only the hours between 5 
and 9 a.m., it also pointed out strongly 
that the inabi lit y to listen while other_ 
wise occupied was an important consid
eration in the high percen tage of morning 
non- listening among women. The rea
sons given by 53.9 per cent of the .... "Omen 
for non-listening .... >ere "tOO busy, .... 'Ork 
interferes, radio distracts (rom work, 
etc." Programing before 9 a.m. is defi
nitely of the type that dot'S not require 
concentrated listening and listening edu_ 
cation via p romotion is the need for these 
hours ra ther than a change of cOfltenl. 

BOSlOn revealed that "general dislike 
of radio" accounted for only 2.1 pel 
cent of the non-listening time. It also 
revealed that almost the same per cent, 
2.2, didn't listen because of an expressed 
dislike for commercials. In WNBC's 
study dislike for commercial s ra ted 
practically the same (2.3), as did "not 
interested. " 

Although respondents to any radio 
survey are less likely to be negative on 
broadcasting than the same group would 
be i( they were answering research ques
t ions promulga ted by a non-radio su rvey. 
n(>\'erthcless this tiny negative response 
to the medium itself is sign ificent. 

Indicative of what early a.m. audi
ences .... ·ant to hear is the Psychological 
Corporation report for WNBC , "Old 
favorites" (music) leads the desired re
port with 24.6 per cent of those surveyed 
More news is desired by 16.9 per cent 
and news is the program type that most 
lis teners want to keep. Of those surveyed 
28 per cent (and they were distribu ted 
throughout the five boroughs of New 
York and several counties of New J er, 
sey) were insistent on keeping news in 
the morning schedules. 

I n spite of the great number of s tations 
serving the metropolitan New York area 
46.2 per cent of those surveyed reported 
that the), didn't listen in the morning. 

Non-listening is largely the result of 
inertia- inertia among listeners, inertia 
among networks, s tat ions, advertising 
agencies, and sponsors. The inertia 
among the listeners exists largely be
cause of the inertia among the other 
fac tors in broadcast advertising. It 
nC"<"dn ' t take a Fred Waring sho ..... in
vestment (518,000 a week ) to rout non
listenin~ . It can be dooe ..... ith 10w<OSt 
shows well promoted. Reducing non
listening is everybody's business. It·s 
more important than fighting for an 
audienn' that the other advertiser or 
station a lready has. 

SPONSOR 



NOW YOUR 
LlSiEN£RS CAN 

~J wb 
Presentit",. America 's /::) 

Most Sensational New 

DISC JOCKEY 

5 Hours W cekh of Platter 
Spinning 

The Nations Forcmosl Composer a nd Band Leader Featurin~ 

TOP TUi\'ES OJ\" RECORDS. 

STO RI ES BEIII;-iD DISC ... ;-iD )I US IC ) IAKERS 

A:'\"D ISTERVIEW5 \'\'ITII F'A;\IOUS STARS 

O:\" TRA:\"SCRIPTlO:\"S. 

" " 1(' 11 Iht' Dukt.' hil s ~'o llr cil Y. you can count 0 11 a rt'r~on a l Apllt'a rance. 
This AU.-STAR la1enl now a,"ailahle al ralt's low enough 10 mf't' l :;. ta lion bu,I ~t' I . 

Tilt· Duk (· Ellington Tran~cribt' '' [)jse Jockt'), Sho"" (AN'T MISS - HUT YO U CA:"l. 

DON'T WAIT - YOU MAY BE LATE! 
Sold exclu~i\'e1~' to on t' "Ialion in (-ach cif)". 

A WM(A Art", Bt". au Product ion Oill,ibul.d Nitionilly @y 

~s.~~ 
RADIO PRODUCTIONS 

19 EAST 51, d STRUT ... NEW YORK, N Y _. 
\\ rill- • \\ in: o r Pllo ll t' \ OUT Re'>t:T\a ti Ofl :" 0 \\ ! 

.I 



6. 

No w do you turn an 
HON EST DOLLAR? 

In your own backyard you probably know the answer. That's the way it is with us. Here 

in Big Aggie Land , for instance, we know thai farmers' cash comes from the sale of live
stock, poultry , crops and allied products. And, believe us, they ate getting plenty of 
cash . For the first nine months of 1947 only, here ate the U. S. Bureau of Agric ultural 

Economics figures lor average cash farm income in the five slates in Big Aggie Land: 

SOUTH DAKOTA . ............ $7,213 
IOWA .. . . . . . .... $8,122 
NEBRASKA .... 
NORTH DAKOTA .. 
MINNESOTA ... . . .... 

We 'epul, that money <;amt f.om u,liins livuloc~ , 

poultry Ind crop •. Now t,k .. " look "I the percent'gll of 
the enti re five .I.,e 10t,1 o' tho.e product! found in the 
WNAX BMB .tu! BI~ A~~Ie's share i, 74 % of .a ll 
c.aul"<t; 71 % of .all mille cows, 68 % of .aI/swine, 72 % of 
.a ll poultry and 73 'k of .all lu,leeys , Yu, Big A"ie 
.uchu the big shale of this lich five-state ma.ket. And 
WNAX II the favorite station with the Farme.s who m.ke 
the Ie ,nd of money shown .bove . ltl us o. a Kah man 
~ive you the dtlails of • WNAX pro~ •• m th.t will lell 
you. product in this tlemendous ma.lee!. 

.$7,571 

.$7,060 
$4,918 

' 0 00. "0' in<i.d. 8MB ~o."ti., in K ..... . Wyltmin, . Mont.n. 0' C.nod • . 

WNAX i. oyo il· 
ol>l~ ... i t~ UHf (, 
WMf It' the Mid · 
Stlt' e , Gro.p. A.~ 
,~~ I("t. Aguor 
'0' , ote . 

) Average 
Cash Income 
Per Farm-
First Nine 

\ 
Months of 
1947 O,ly 

SPONSOR 



• WINSTON-SALEM 

• GREENSBORO 

• HIGH POINT 

2.5 MV/M 
MEASURED 

SIGNAL 

FEBRU ARY 1948 

.. tatuN report 

Second Petry Spot Study 
IVt"r <l four -rnollth delay due to print. 

mg and oth(-r problems. t hl' Edward Pdf)' 

organi::lIion has rc1c;'\s.:d it ~ <;c,'cond "IUd)' 
of I he dTcctiq:lIC'SS of Spol 3I1nOI.lI1«:1I1I:III 
bm"dcast ing. The figur~. a~ indiC:1ll'l.1 
in Spowwr Hl'purts lasl J urw. are klwer 
Ihan Ihos(' rq>Orh.'t1 in the (iI" AudiclI rt 
Mrcuurcmrul oj Spot f~'lIlill CmwlI(Tc;n/5 
(as the Pctry study is now called ), This is 
due to a change in rq )()rting H'chniqul', 
N(>\'crthdcss t he figurl'S an.' 1('SliIllOll) 
to the efficacy of srot annoullo: rncnI S. 

According to Ihe report, :111 ;'1Wrngl' of 
25) ( of the residents of St. Loub heard I 
the eight guinea.pig comrncrcinls during 
th", first month of the stlrn' y (jnnunry 
1947) and an average of 32.fi~; hcnrd 
thcllllhc second month (February 19-\71. 
The audimce for the individual cornnlCr
dais ran, in J :muary, from a high of 36"'; 
for Kools to alow of 1 S.2c; for Absorbine, 
J r. In February dl(> high was 42.81:; for 
Trans World Airlines and t he low, 21.5"'; . 
for elu Pont's Lerone and : l' rl'x. Ou 
Pont 's schedule was ten 15-second st raig:ht 
announcements in n1.1rginal tinlC.· 

None of the schcduks I"CTC CXtCnSIVl" 
the largcst being Kools' wi th fiftccll 
15-second COllullCTcials a lso in lll..1rginal 
time. Smallcst schedule, as far as fre_ 
quency is conccnled, was used for Para
mou nt Picwres- four spots a w{'('k. 

Since station s and stat ion time varicJ I 
wilh each commercial and since thl' com
mercials themselves r:lI1gl'd frolll one
minute t r:mscribcd singing: allllOlHlcc_ 1 
mCllts to 15-second live talk , it's flot
possible 10 compare conclUSively the dfC'C
th'encss of the dght air adwrliscrnents. I 
For the record, the PetTY repOrt warns 
agaillst com p.arisons not on ly between the 
eight cOflllllcrcials in this n:"'port but 
bct w('C'n Ih is rerot! and the firs t survey, 
due to ditT("f'('nce in SUT\'ey formula 

Certain hints (if not fact s) may be 
gathered from the report. Singing com 
mercials do bet tcr than slT.1ight conuncr
dais. There were five of the former and 
each was heard by 27.5,( of 51. Louis 
residents ill J anuary and 14.2 C'~ in Febnl
MY. The non-singinA mmOllnCCllll'flts 
were heard by an a\'erage of 22.fif'( of 
$[ . Louis in Janu ary and 27.91.1 in 
February. In othcr words, musical spots 
gathered 4.7<'{ more audienc{' in Jauuary 
aud 6.370 more in February. 

The announcements were heard on 
practically all of Ihe AM commercial 

(Please lurn 10 tage 70) 

O'ARTEGA 
and 

THE 
CAVALCADE 
OF MUSIC 

A gala music,,1 program of 
half. hour duration - available, 
on transcription, April 1. 

" The Cavalcade or Music " em· 
b"ces O'Artega and his 35· 
piece pop concert orchest/a , 
assisted by a 16-voice chorus, 
with weekly guest shots by well 
known instrumental and voc,,1 
artists and outstanding novelty 
groups. 

" The Cav"lc"de of Music " 
series will run for 52 consecu· 
tive weeks. It is expressly de· 
signed for local or regional 
sponsorship. For full particulars 
and ava ilability of terr itory 
write, phone 01 telegraph . 

o 

LANG - WORTH 
INCORPORATED 

113 W. 57th 51., New YOlk 

., 
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T'1MGUY 

LOMBARDO 
SHOW 

NARRATED BY DAVID ROSS 

• THE TWIN PIANOS 

• DON RODNEY 
• KENNY GARDNER 
• YNE LOMBARDO 

MEDLEY 
• THE VOCAL TRIO 

• THE FAMOUS 
LOMBARDO 

PICTURE STORY 

A~I I::H1CA'S No. I BA ND IN 
A~IERI CA'S No. } SHmr! A 
,Iazz li n!! ~tar· sludded radio pro· 
p: r;JlIl . Fifl}'·two hair hours 
aq ilable for loca l and region. 
:I I ~ponl'o rl' hil' :II your sing le. 
cilY pro-ra l:l co!"l. 

St. LoUIs IotaIlOm., KXOK , KWK, WIL, 
KSD, ,1nd KMOX. APP;Jrcntlr the re

sults h;Jd oothing to do "11h the swtions 
u'i('d, or if the}' h;rd. correlation is im
possible from the rq)('lrl. SI. Louis "'.115 

cho~n for the ((.., t~ hcCllU~ til(' PelrY 
SWUIJIl rcpf(~'nralivl' (mn d'Il'S 1I0t h;l\'(' 
a cliem ill this market and therrfnre could 
nOI be a~cuscd of JX' rsollal gain from 
undt'rwriling the su rve). 

Thl're Wl'r~' J,228 intcrvil'WS complcted 
fnr the report. Of tht-se, 62.3!C Ihought 
Ihat broadcast advertIsing w:r~ "nbout 
right," 31.9'", thought th., commercials 
tOO long, loY , thnught thcm 100 short, 
and 4.5c-;. had no opinion. 

Although Ihe scores for the singing 
comlllercials tl-..ted \\'l're higl1l'r than the 
straight tlllkin!! onel', 4].1'-; of til(' rc
spond('nts stated Ih;1I they preferred 
spoken ad\'ertj~jng. Only 29,St:r;. voted 
for singing. ThcTl' \'-"l'Tt' 20,4% who 
warHed st;JtuS quo. \\'hilt tlwy meant by 
Ihis isn't indIcated. If Ihey In're singing 
commercial fans, Ihis would Ihrow tlx
weight to music. 

Thc only two suggestions for improvl'; 
men! of radio a(lvt"rtising thilt r~'CCi\'('d 

over 9% of the VOIl'S were "Do not brenk 
into programs with cornrnerci:lls-havc 
them at Ihe beginning and l1ld o( the pro
grnnrs," and " ~ lnkl' thl"1ll shorter." The 
forn"lt'r had ().7'; of thc VO H "S and the 
lattt'r 9.2rr. "No suggestion " gathered 
62.So/t . 
• 11",.,,,,,//,,,,," ,~/~ .. "",,,/ .:..I"/-,,. 1< , \I ,,,,,1,,1',, 
W',ro I' .\1 

BROADCAST MERCHANDISING 
(Coulinlledjronr page 19) 

cowboy. 11 cocked thumb, and "Howdy 
Podner" all owr town, Any dub or 
other S('rvice reported (or dio;courtrous 
trcatrucnt 10;;('; its sign. KENO pro
motes thl' councsy idl'a 100 JX'rcl'nt. It 
even expl.1in~ in the si!!n over its doorwny 
Ihat KENO is a "radio station." In 
Ncvada sonlt' pasSt' rsby otherwi$(' would 
be sure to think thnt it was 11 place to 
plllY K(' llO. 

KTOK, Oklahoma Ci ty , fi ght. juY£nil£ d£· 
linqlllfnf;Y through " The Cru!'..1ders" an 
or!!ani:lllion it e!'tablished with I ~ev. 

Walter Gilliam. PraCliclll1)' evcr)' sta
tion ill the nation has il ttacked Ihis prob
lem at aile time or ,1Ilotber, as havl' Ihe 
nt'lworks (CBS' The EClg/e's Brood was a 
!947 highl ight), KTOK 's apprnach is 
diffcrent. T he job of " The Crusaders" is 
tn makl' rel igion real to YOli ngStcrs and 
di rccl Iltdr l'lll'rgics into con~ t Tucti\"(' 

channels, I t has worked. T TUllncy has 
dl'crea..~d oWr 42 JX'r cem and juvcnile 
court caS('s 7 ]X-' Cl'n! in one year. Doing 
a job in a rl'al cause wcck in and wCl'k 
out i~ good al.ldicnCl' promot ion, 

Oh, I say, Sir Walter, 
How's the penetration 

down WPTF way? 

I-Iere are your rigures, 
Mr. BM B. More proof 
that WPTF is the No, 
CD Salesman in North · 
Carolina, the So.uth's 
No. CD State, 

WPTF's BMB 
AUDIIONCIO 

457,840 i=AMILIIOS 
~, 6MB 

Penetration 
90-100 <;< 
80_1 00.,. 
70_100-;; 
6 0_ 100<;; 
50.100<;. 
40 , '00.,. 
)0· 1 00<;i 
20.100'7. 

10-' 00<,;< 

O~y-time Al.ldience 
Families 
, 80. 2.80 
288.830 
303.080 
319.030 
368 .510 
398.030 
411.850 
442..390 
.S7 .840 

* WPTF 's A"d'e'V* Rep, ;n t (On· 
',;n;ng Complete 8MB .~ d ; fnrf 'n_ 

10,,,,.lion bye""nt'.' .nc! m ..... ,.d 
C;' ,u .".il.bl. "pon •• que.l. 

I FREE & PETERS "" '·0"" R.,., .. . nl.\, ••• 

SPONSOR 



R VALUE 
• 

R RESULTS 
ON CFRB 

You can reach more listeners on CFRB - dollar for dollar

than any other Toronto station: 

And that statement is backed up by these facts. On CFRB, 

each advertising dollar buys: 

2,795 potential radio homes after 7 p.m. 

3,475 potential radio homes between 6-7 p .m . 

5,195 potential radio homes at other tim es 

Yes, more LISTENERS for your dollar ... more SALES for your 

dollar -because you reach a buy inA audience in a buying market! 

That's why advertisers stay with CFRB so long and so happily. 

They've found that they qet value AND results - on CFRB! 

[] 

1'1 

REPRESENTA TlVES: 
UNlTfD STATU 

Adam J. Young Jr. Incorporated 

CANADA 

All -Canada Radio Facilities Limited 

TORONTO 

Looking forward to th e next twenty years! 



signed and unsigned 

NAME 

• :,1\,',,,11 .\ .. \hd".ler 
"'.,,1 lI~r"" 
';,-"' 11." I. ( ' h.l!lidd 
1(1.'.",.<1 I~ .• n" 
1:. I: .• : t",nm'''il.,·r 
:0.1""",,,,, K . hUh 
J"m("H 1' '''''''''1 
!'", nk flint 
'111~hdl ' :'-::1).,011 

It,," ... ,· Ibl!",j,or" 
I. •.• ". ~1. IIor,,,,. 
1),,1 .. J"" ' I'I""" 
II,d"" F. I>lnl1. 
.\ . I .. l.I "h"' ''''1II 
K. C. I .h l"~,',," 
1t •• I>"" A. 11..- .1",,1.)' 
.>;Iur,' II . :>'<'1",,,, 

~"'nln J. " .. ,,""'" ",,,,I Ol"f~""n 
Itthl<>II'h I' .. · .. rlnl 
(,.· ... ,1. ".1'",), 
John I I. P"!1.h 
.. ... "," Ityhlkl.: 
11.'m".,1 I" .""C l.:~" 
(,.,· ,d"·,, S ha.1' 
J"hn . ..,-Iwld"" 
II . W~H"n S,~II " .:. (,. ~'q.h.· ,,, 
Th.· • ..!",,· '1. T,H'j,' 
Ih·n.)· .,."",h,,11 

NAME 

~ ... ,r, J. I::,,~ 
I'''''''t..l 1~".rI~ 
'''''''In c ... .,ntle 
\1 jill,,,,, K. Sh:"'l!.h,,~~,y 
~· .. ·oJ,.kJ. Trn"'l' 

• 

fORMER AFFILIA liON 

11 .. ", ' ;""hwc I< II hll<'. I •.• \ • I,,,bl. ""II ... <II • 
.... W. "y.-•. II'""",!. 
K .. n yn .. I.. 1·:'·kh~r,h.:O>:, Y. 
r,,,,,~. , ~ .. '" ."\; lkhllnll.. :-. . , .. "'''10 "<'1'1 
1.,.n .... r·Fh>I1.'r~ld.S:O"'f'I,· . • :101. .• , ,, ... hll}H 
!."It",'h,- I\. UII., :,;, \ '" .,,,·d,d ~o".uh : .. " 

~k"l", .... "'..,,,,,, 

Cr.,,,',, 11.: I IN lrkk.:S. Y.. "f' 
.llo>'H I1.""'Vr) "a"j & C ... Chi. " •• , Ill.d l" ,iI. 
WIILI"m II. 1(""""11.1"" •. ' ·"rlul1.lirloJ. ~ I a~, .. 'I' 

InUI:lnI U. R~rnl,,!1.'u". Sl'rln!1.lidoJ. ~ I " .... II' 
~ I "l'er,. L ,I .. ac,', ...... . 
n""CI' , ·.·I"I/..·.."ld,S" "'rl<-. I :hl .. "" . .11:, oJ~I" 
r; ........ '.l. 
K,,,.lIft~ . 1»;.1"" 
... "" ~ Ih~"" ' . I .. ,... 
It",s. (;:1 • .1" •.• '" I\hl,,,. I.. A . 
.... " •. I.:~" '" I'rin,·~.:-'. Yo. I':onn", 
:-''''''''')". JI.al.: .. /!.. n.'mcn'. el.;. 
G~, ... ;..,· ..... ,·11."'< 1;:" ,1/..· •• 1'. L. a~eo "U'~ 
St.",,,,·Ju.d, .... I'IoII,,. 
.\13, I'''rt'n. I ·:one"",·", . "'!1.' 

"''''''h. \"Iek ... , &. S.-I, .. I"".:-'. , ' •. PH' 

I."",,"" &. ~ I hd.cll. 1/ ............ . ",diu mil./" 

FORMER AFFILIATION 

'n, ~ dist.lh." .... I'~n "'Ul"" ( ~.IIf . 
Q""hr 0,,, . Co. ChI.. e.~c "1' 
!'o'·nn. K, ... h",·" I'< (~" Chi. 
Ch"'"I!." n"u)" '1'1",,' •. chid 1''''''' "du" 
1t",·,,1 l'h:orm"e ,,1 I ~>f p .... \ .• " .... 

NEW AFFILIATION 

S"" .. ·• :oS" TI' dl • 
S""",. '1'1'. ", ... h,,, "kIU'~ """,,,1 ,,,,,. 
S"""·. ' I' 

KII,' oJ .. (,ro ... '~",~ulla"," • . I". Y •. ",0.110 ..... 11'( c""~ul.a,,. 
:-. .. "" .. ,. 11.ah /!.. H.·", .. ", . I ,hl .• I"<IoJlodlr 
Ill .. " , ,,,,, CO'l' "I .1",,·.ln' . 1'. l' ... k ""I,,· 0.11. 
S"':"'~l" 1"':11.:.' '" Ih·m,·n •. 11 '",.000.1 •. mw 
S"m~ . ""U" oJl. 
K",),on &. [~~haroJ,,:-,: . Y .. 'J"\" " ... oJ"c"," 
KI., .. · ... ''''r. \\~II~r"u &. Il3hr.l'. Y .. ' I' 
Sa ,,,,' . ",~dla dl. 
~1c"'"ulIl' I'< J ...... l'h"',,, ( ...... ). 1'" .. 1:0"0.1 . O,e .• I'"rult'. 
S"" .... (,,,n,,,," n' ... · ' I' 
1" T k ."'. l' .. ""oJl" dlr 
J . \\"1,,. Th"", I""'" 11 ''',,''d .. TV ..... d uc,·, 
~k" .. ul(y & J''''~r,h .. ", (,,..,,). 1' .... I"nd. 0", .. l'~""~' 

.... "n'~, r","n~,. IIt·"oJ 
\llilhlt"s.l .. .I .• 'f, 
J"hn W . S h "w. e,l. ...... oJl" dl. 
"am.'. ,m·dia .II. 
I', rry ,\oJ,·~" 1.1 nil. ( " .... ). 1)0;, Ua, . h ...... oJ 
.\1:,,~ ~ .. ' S. I .. ..... ", .. ,II" . • ~.~a,ch ,U. 
~'''''''' . "1'\ h.·"d 
II.-.",,,d I.. .... "r" '·" (ne"). Phil" .. h~"d 
1 .• · \',,11)" , ChL. ""'dla dir 
S"" ... , ~,,' i/,r""1' drr 
Sa n ... . '" i n ehl!." "'·w h"~i'H'~" 
11"'"hI F. S",,,fi~ld . )t",,,.~~I. aCt· , e.ec 
t ·"It ... ",,,1 L"h • • Fa" O.~nl!.'·' 1'. J .. r" c~ 
1J,,,,,· ,·r·FI"I/.,' r:.t..l ·S,,,,,pl~. 1'. l ... ",,,ud,,.d lI.a"d. " .... , 

.' n·~ 

JI,I,,,d .. · •. \'~" "'croJ"n. I ....... " .. e. I' U'" 

NEW AFFILIATION 

Su" Oil Co. I'hit" . ,,0.1,' m!1.r 
S~"'''. pn'S 
S'''''''. "d, ml!.r 
~u· I·:""md Co,,,. ChI .. aoJ,· IIII/.. 
)kc: .. ",·F,i,I.:",n. "'. Y .. Ke,-I .. " I"od" .. ,s :lcc, ~.~c 

SPONSOR PRODUCT ,or service) AGENCY 

O .. "k,', n",. I ~,. !',· .. ·" .. ,.""Ilh. 0,,(. 
J,,,k Oul" n I ~'. I "f", .·,,,·. ( ~~IIf, . 
I'.· ,~. 1{~.,,," I" ... ... l , 
11.,11.'' '' U .. ,. ~~ •. \1,,1'1s. 
Rohi"""" 1.1")'" I .• oJ.:-'. , . 
Joh .. ~h",.""h{ , I'". \1h"ml", •. (:~ILI .• 
So,",h,'rn ( ~. llf,,'ni" ~".,~ Ih'",,:ol A~'n. I.. ,\ .. 
·C.)h •. Jle,·d (;"rl' ..... , . 
:'"1:""",,1.: 0''''''1' ,:,,'" """ ) .. \"-",. '1'111;0 ",,,,, I.: . 
1r:, .. ,· ,I,I. .. "k A .UntS.:-'. \ ... 
\ ,.", .. " 11,,11"1,,1/. !'o"""I)' ( ~ , . I .. ,\. 
\1,·." no AIr Lh ... s. J.. ,I. 
\\ I • • · H~ .. ""II"I!. (:tot" "f .,,, ... ,Im. '\. , ', 
\\ 1 .... " ",10' I 101'"'' I A, .. \111" .. 

II-/!Xf .IHI IV/S 

-

Ore. 

Otl~k • • I',ntlur,. . ;,,,d.·,, ~"fll'lI,·, '.r" ... ,,. eh:ol" 
1I"ls."" 1"" ' :00.1 . 
11r) 1'''I',r;.'c.r ( :10"",1'''11.''<' 
11 .. ,,(1"01 h.",,,)' 
Tr"tl ~ """n 
I It'h)' "",,,cioJ I'M'III~. 
1'"I'y",,"'ncts 
,\I •• r~,,'1 
lIuUd;IlI/. s"" pJl,'s 
\1. "~""f .. \\ 1.<'..-",· Ih·cu.tl", f'.·,,·, I',,,, "'Ilt· 

S"II; ... I'< ~ I JI'" To,ou, .. 
Ad F.Et,oJ. 1",~I""d 
\\JI'T. ~""ZI"e & nil.'''''''''' :-.. , . 
()h"~"'d & ~·o l'T. ~I""I ". 
\I it»'. F" ... ·,· I'< 1.~'·I· "I>on .. "'. , '. \\ lill",,, K","·f. 11',,", ... . 
Ilb-h"l'. I ...... 
S, . (',·" '!1." 5 & K<,).·~.I' ,. 
BOhr",oJ. (~ .. ,"".,,' i .... /10. I ;~ rd""f. 
J. K. K"I"lel.:, .... \". 
~1. ~1. \"""1/.. I .. A. 
lI"d""", ... I ... \. 
I~.b,,,t. S. I'. 
.s.h,,,·,,f~ Id. II"h..r.\ ~ ;".,- " . ,:101. 



, 
/P'/J't.1 tIte ~7 
/Jt'/'Jv&~ 
~Aiwe" 

, 

MI: RC.IIAi''T~ III 10\\11) Ihroughuu' :o.1;ll\,,·)( AmcricJ. kllo\\ \\ L~ 
and kno\\ thc impact \\ ' LS IlJS on In ... ir CU)IOIlU' t'lo. L. \\ . HiHcr, pro

pril'IOT of the Argo) Implt'menl and Supply Co., Argo., Indi.lna, b I) pica l. 
"\'\ ' L5 i) thc mo)[ pupular )laliOI1 .!round hen'," he ,.t) •. "All the (.Hlller. 

J b!(~n 10 \X 'LS. In lact, ('\ ('r~ b(Jc.l~ h'h .tJmc program Ih\) li)l\11 to on \'\ ' l S 
)OnH.'tilll(' during Ihc ddy:' 

Brfu(c opening hi) U\\II (,Till 1.1)[ 1\1.I~, ,\ Ir. Riun \\urJ..ul (ur 12 )C 'H) 

in dl l' town"s hanlw.orc )(Ore, Iii. (U)l<>nll' n ar{' ,Ill peT.onal fricll(h-hc 
knuws Ihem wcll (rum lil' ing "jlh Ih~11l ami )('ning them Ihi, lung lime, 
\,\1" knoll' dl" w peupl e, wo. I'u r !<i ) CaT) W' LS ha) J i\cd II ilh thl'lll, )t' n l,d 

(hem. ' I" li)[Ull' n 1)11 ( .trill) .unl in tU\\ 11) thmughuul Ih(' "'id\\e'l , \'\LS 
h:l) g i"en the inform.uion (he~ need, the ent(.'rt:linm(.'111 Iher "am. 

~ I r. Ritt"r ') r('a((ion w \\' LS i~ I~pical of Ill") { ~1l1 ,tlllO"n nwrch.ln()
.Hld , \ rgo) i ~ t ~ pical "f IllU~{ ~nl,11 J to\\ n) in (he W'LS ar(.'~. II ') a minor trad· 
ing H' IUer (p .... puJ:Hion 1. 190) 31 mil(.') )ou{h of Sou{h Bend, in M~f>h:dl 

COUlH). \'\' LS h~) (h(.' highl'){ B:\18 in the count} : 1'19 ... .., da~ a lld 81J'r ni~hl. 
'I'JI ~l popul.llion i) lS,9.H, with 7W .... { rural. Reuil ).11(.') in 19'6 \\erc Itl y~ 

million doll.ln, 31/l million of (hi) in food )alc), almo){ h~lf :l million in 
drug )aJc). 

lieu") :In important market - ~l· t on l ~ J )n1:l11 part of the lIIarku in· 
I .... o)i, cI) co' ered b, \\ 'LS. I n Arso~ and ~lar)h,lIl C .. um" .1) in man) other 
~ l iJ"rM communi{ie~, W'LS i) (hc leading radio ) tJt inO-nIllM li,tcn!.'!>, 

Go '·· , •. ,,, 

1ll0)t inOurnc!.' . "lIIll b<" "'<: , ,/)"'IIJ I!N(/U 

;1, For furth!.' r detJib .Ibout W L5 - it) Jmli. 
('nc(', it) nlJrkl't, it) re,ulh - J))" an ~ John 
lJI.Jir nlJll 

Af fiLIATED IN MANAGEMENT WITH THE ARIZONA NETWORK KOY , PHOENIX ~ rUe. TUCSON 

fEBRUARY 19.018 

"0 !,"G,.tle •. )0 000 ~ .. H. Ame",on 
"I'r.lo,,'e. hp,e~no.d bt Joh n 110;' I I 
C .. ",pony, Wl5 <aye" int.",jycly 1 •• 
,ounties ;" Ill;".,;., ("dl .. "o, M;ch""", 
Wixont;n ond bo,d.,ift9 ""Te •. 

;"SUN, BISBEE,lOWEll-DOUGLAS 
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TV FILM 
(Coulillued from {laKt' 32) 

audIence and was dropped only bec<luSC 
the spomor :Uld agency decidl'tl upon a 
change of pace- wantl'd a newscast and 
wanted 10 prCSo..'llt films of the Winter 
Olympics. T hese Westem films being 
co~tumc pieces (or the mOSt part do not 
"ft'nl as dmcd as other picturcs rcleased at 
the same time. They COSt Chl'VVY an 
average $150 a showing, \\'hich is far less 
than most feature-length pictures can be 
bought for when they arc available. 

First-run foreign films. many of them 
with dialogue ghoswd in English, ",,<i ll be
available. The New York television audi-

cnCl' rcccntly!>a .... Afrirm] Viary, a French 
filt]l wi th dubbed-in voices, The reaction 
generally was not good since the "voiccs" 
did not do a smisr.'lcrory job and [he 
picture itsel f wnsn't good enough to over
come that handicap. 

Film Equities, the fi rm that released 
African Diary, has some 150 feature
length picturcs available for TV. The 
one-showing fecs vary with e:lch picture 
and wilh each market . They run from a 
floor of $150 to a present ceiling of$2,500. 

Practically all slat ions scan .serials. 
WRCB, Schenectady, the only television 
station to cnminue on air during the 
war, was also the first to present .serials. 
Now Last oj Ille Mohicans, Lost Jungle, 

\'TISCONSIN~S 

JYewed and 

MOST 
POWERFUL 
RADIO 
STATION 

AFFI LIA TED M. B. S 

10,000 
'WnZl4-
It I 

1070 @n 'fOW1- ~L 

- ..... ---

MADISON 3, WISCONSIN 

Rep,.sonted by HEADLEY.REED COMPANY 

Fighting \\'ilh K it Carson, arc making the 
rounds and will be s<:cn on WilTZ, Phila
delphia ; WWJ.TV , Detroit; WJ\1AR, 
Baltimore ; WRKS, Chicago; WTI\1J -TV, 
'\'il",,'aukee; and WMAL-TV, Wash ing
lon, D. C. The last is prcscnting its 
.serials live timl"S a week, the rest once a 
wcck. Thcse arc not modem-costume 
serials and arc therefore not affected by 
changing fashions. They 're quickies, pic
tures made with a limited budget and a 
semi_name lead. They have relatively 
great viewing aud iences among the 
children in television homes and amaz
ingly enough, nn matter how COnly, when 
they arc aired at a time when adults arc at 
home and available for vi("\\ling, the)' also 
have sizable a:lult audiences. This has 
been checked on the WCBS-TV presenta
t ions of the serials on Sunday evenings at 
7:15 p.m., a special survey revealing 2J.i 
men,2 womell, and J children per viewing 
set for the serials. In surveys made by 
NBC and CBS, fealure-length motion pic
tures have ra ted almost as high as sports. 
which thus (ar have led all polls. Hun
dreds o( respondents in (hese surveys have 
vowd for feature-length pictures. 

Few pictures less th.1n !O years old arc 
available for release on the air. Mosl 
usable footage dates back nol further than 

5000 
WATTS 

WNJR 
to produce the shows 
that 1,000,000 
North Jersey 
homes prefer. 

'he radio s'a';on 0' 'he 

N rwark N rws 
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about 1932 but mallY pictufl.'S taken lollS 
before '32 arc seen. Despltc this. in a 
tele\' ision h0I11(' an old pictH!\.· ""iII out
draw a top-ranking radio brQ,1dcasl. Db
"C:'rvcrs ha\'e been saying that the intcT{'!it 
in old fi lms on T V is traC(".:Jble to the 
novelty of telcvision nnd will die. Yct 
III a recent (Dc«mbcr 1947) SlIf\'C)' madc 
by a leading rating orwm i:atioll, interest 
in film f~atures in homes that have had 
receivers for fi"c years or mol'(' is as high 
as it is in homcs that had SCtS instaill-d 
du ring the past 12 months. 

Sponsors nrc wnnled to make certmn 
that any pict ures they sponsor ha\'c been 
properly rei cased for thc mcdiu m. There 
have already been cases of television SHI
tions' broadcasting fil nt'> (rom horne 
remallibrarics thm had nOl been cleared 
(or air usc. It ·s not cXpt.'Cted that the 
pla)'ers in t hc pictures will sue stations or 
sponsors bu t there is a possibility that the 
producers o(the pictures will hold both the 
stat ion and the sponsor responsible (or 
ally pirated sho\.\;ngs, even i( tlK'SC show
ings were nl.1de b)' station and sponsor in 
the belie(that the films had been properly 
cleared. 

Although UllivCT5.1l is as (ar as is known 
the only producing comp,1lly activcly I 
reediting film for T V (their present assign-

0"", .. ,"0"_ 
N ... Yo.~ , 0."0.' 

S, L_, • Lo . .. ~ .•• 
$000 """(;0<0 

JOHN 
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ment is said to be for U. S. Rubber), all 
the big- four, despite Dlrlei:.l dminls, l1ave 
assigned a grou p in thcir film labormorics 
to cutting piclIm."S thaI ha\'e mtL-d 011 the 
six-hoes for over 10 years TIl<,OSI.: expcri
lI1enlally-cut pictures have lX:t.'Il ~n b)' a 
number of TV producers and af(' ">.1id to 
be better than much o( today· ... available 
footaW. Holly'A'OOO won't be c:tught 
shan. 

Photographinl-: Ii\'(' sho'A~ (rom the (ace 
of an iconoscope (TV receiving tube) has 
bct-n experimented with (or w nll;: un'IC. 
Paramount and Eastman Kodak have 
cameras for that purpose, the latter'~ seil
ing (Of .".$9,OOO---wit h fu ll sound equip-

EXTR A 
REAC H 

• 
• 

• 
• 

• 
• 

GETS 
EXTRA 
RESULTS 

• 
• 

K XOK ALONE DELIVERS 

ment , $25,000. This will ~JlJ,bll pl'l 

duCt'rs tn film 011 an off-Ihe_linc baSIS a ... 
they do frequently in transcrihlnl{ sou nd 
bro.:Jdcast s. The rmblern in till" case is 
( .... t:1blishing a Ulllnn rate for the actor!; 
whIch will m:lke it possible to rclease 
tl'lcse fi lms ror !>hoy,;ng :111 over th~' coun
try, Althou~h this h:1S bc-cn raised <L!> an 
in"urmount:lblc barrier, no olle at the 
stations or unions 1II\'0lved believe it is. 

J err) Fairbanks is the onl), picture pro
ducer whn is actually filming pictures for 
TV , doing a scries of mysteries wrin en 
and photographed for honll' consu mption 
TI'IC first of 111" tckvision series is Public 
PrOSecufOr with John Howard, Anne 

OVER *22.1 % OF THE LISTENING AUDIENCE " MORNING · NOON , 

NIGHT" IN THE THIRTY COUNTIES SURROUNDING ST. LOUIS 

Lilo .. ., the ~lr~. ;n "~I ' ''lr, I . I"" ... 1\\0 .... h"~,, I" ,,!! ",,<I a,;!! ..... ;q, . r~,·h 
.. hkh "''''' ''~ ",Ira ~"In {"r : .. I" ·rli.,,, •. I I .... I~ ""' r, ," <I" I,,,,;nr., .. ~ I,, ~ 
.. hi,·11 m:tl,,~ 11 ;mp"'"I,, '" tIl ill, -... a.~ ~,, 1,'., ,,,II<m" , t. \0 .... .. , .. "..1 .... , .. ~".I 

infl,,"n""~ 1>",,; l1g \ ... , ....... ill lin arr .. <1,· ... · .. I .. ·tl l,~ B.\lH " .' II ~, ,·"""1,,, •• I"~I;"" ·' 

98 C'(mnljr~ u;::h l lill ..... 3U "f Ih .. ~" """111"·,, "r' " ~"n '·~r. l · II~ t. \t) .... ~ " .I 

:!~.I .. ; of th" Ii.t.,,,.,,. mal .. ;1 .. h~l,il I" hm .. I .. t>:IU " Il I I .... lial (],I,.~ , 11, .. 1 
clf'a ' .igual). In 11I.,..... 1",,""lIr. I""" , ... l1i"" "I"'wl," '. Iil. .. .. III ... \1, •. Iu 
I h e i ll"~tr:ot;u,, ... ~ 1'\'" ,,,,,.l,,1 I" !'I . l.1lI';' {'''III .. 10 ... 10 a'hr. l i,.... •• r,,~1' 
., .. Ira I,rulib Ih,,,,,!;h .... \Ot. ·~ ", Ira .,,~.· h . 

* H •• No! ... , .. <_",_~.~ .. ,,_ '8,,,, ,J~"81 
.... , ... ,~,~",_ •. """~,;,,, .... """~J,~. 
" . IA~" 0 .. , IW}J(J(J",I/. "". 
""",,,le, • .I6. f"J~,,,J( .. 1_. 
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c.W) rlill', ;lIld ,\Inry Ikth Ilul,[hl'S, I lis 
r~Hl'S arc $1,500 for r-.:ello' Ynrk down to 

$300 for Sdll'rwuady, Tlll'!-l' fel'S include 
twO rl'pl';H telecasts of the film!> ill the 
sallll' areas original!) cO\'l'red, A st:colld 
",,-'ric", ;1 s lur ' ltron comedy serial, IS scIIL-d
ukd to go Ix-fOTl' tIll' camera Ihis lllomh, 
lIml hl~ Ihml ~'ril'S, a d;ril)" juvcnile pro
gr;lIlI, wrll be filmed shortly , Public 
11ms('('ulor ami till' .. iurmioll comedy 
Sl'ril's will h,rv{' 17 l'PiSfKks ;l\'ail;rble. 
Fairbanks has:;C1 lip a dl!>COum s tructur(' 
for ~p()nsors u~ing more Ih,rn four sw
Ij.ms. 

Al luther I loll} wood produC"er is Edg;u 

OKLAHOMA CITY'S 
ONLy .... 

50,000 WATT 
STATION 

Bergen who hns made some hlms with his 
well· knoll. n puppets and has Illad(' S('vcral 
publiC" allnOUnn'!l1("IHS about his big plans 
for tekvision, Octarls rITe strll under 
wraps although Bergen is really serious 
:1bolll his producing for TV, 

Besidcs the ellteTwimllelll frlm thm will 
be availabl(.' from film exchange!., it's ('Sti. 
matlxi there aTe ~me 25,000 cOlllmercial 
;md educntional fi lms IIohich have been 
made filr cOnllll(.'rci;r] purpoS('S by big cor
por;rlronsand schools, Fimls like General 
Motors have their 0"1} frlm departments. 
U. S. Steel spent $900,000 for a single 
full-color film 011 tlw making of swd, 

fo! best [esults In the rlch cenrlal imd westem 

section~ of Okldhomol tie your messilge to a SO.OOO 

Wd!l signal that is hedrd by OVER 1,370,000 Okla· 

hornitns who spent OVER 5855,739,000 in retail 

sales duling 1947. 

Jam Handy, rated by mall)' as the leader 
in frbning of industrial film, will make 
them for sponsors at anywhere betwccn 
$20,000 and $80,000 per Ted. Ford made 
one nO! long ago that co~ t $250,000. 

t-.lany of thC!o(' industri;tl films, properly 
CUt, m<lke ('x(('IlCnt telcvision subjl'Cts. 
NBC has a regular program on Ihe air in 
which industry filrll~ arc aired as one-shot 
presentations. Organi;:ations buying this 
spot for their pictures haw run the gamu t 
from the Chicago T ribune and the Ameri
can Telephone and Telegraph Company 
to Fir Door InstilUtc and CO, Fire Fight, 
ing Equipment. Viewer reaction h.1S ~Il 

uniformly good, The showing of these 
pictures, which arc tied together undcr 
thc gcncrn.1 title AHrrrir(l1l Industry on 
Parade, has opened the eycs of many 
advertisers to wJr;rt can be done through 
television with film. 

Over 125 frlm hmrs arc at present inter· 

t 
('Sled in the television field, either actively 
or as an evcntual market, They arc 
divided into "Wl' cost a lot" and "we 
make TV film at a pricc" groups. Sta
tions and agencies think there's a place 
for both. ,\s ),Ct the man who pays the 
bi lls, the sponsor, hasn't made up his 
mind - although he's OCcol1ling more and 
more aware that film is an integral part 
of tel('vision. 

In AdH!rtising, it's the RESULT 
thai counts! 

Loul Ad\'erlisers bought Ol'er 2000 
"spots" on WKAX during December. 

These buyers are on the scene. , , 

in a position 10 see the '~J<llt, 

WKAX is a ,;~", station. Pro
grammed to please loul tastes. 
That's why we can sell your mer

chandise 10 loul people, 

COVER 

ALABAMA'S FIRST MARKET 

'With 

WKAX 
BIRMINGHAM, ALA. 

1000 W.tts 900 KC. 

Ganus C. Scarborough 
Gen. Mgr, 
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PIT Y THE POOR SPONSOR: 

Yes ... pity the poor Sponsor ••. who listens to the claim s of competing 

stations: Then, he gets swamped wit h Hoopers: Then, he ' s bewildered: 

He's the fellow who pays the bi ll s. And, to HIM ... . in Cleveland, 

makes more than c laims and promises. We make money for sponsors 

thru RESULTS: The proof? For the past ~ years WHK has consist -

ant ly done more program business with local sponsors (who can watch 

results the most closely) ... THAN ANY OTHER CLEVELAND STATION: 

WHK 
anAIUIS' CHOICE 

IN (l(vtLANO 

77 



Control of TV M't Ji~[JibuttOll informa 
tion will !>hortly be in till' hand~ of till' 
Broadcast ,\\caStln:ll1ent Uureau. Radio 
t\lanufacturl'rs A!>sociation l'stimates and 
tho$C of other a~i,HlOm like the Teli:
vi!>ion Bro:l{Jca:.ten. A!>WCiatioll ha ven't 
sati.!.fll'<i ad\'crti:.ing agency and s r'O-':SOR 
eXCCUtivl'S. 111e announcement that 
Bi\·113 h<b accept{'d the tabu lating and 
va lidating job has ~'\'n grc~lLod ..... ith 
huzzas by all industry (actors. 
••• Whik ..... ai ting for the ofhcial 

13MB ~tatl·nll-rlt:. till..' fl'prescn tativcs of 
the District of Col umbra :.tations(WNBW, 
WTTII, WMAL-TV) :11'\' issuing figures 
joimly. TIle fir:.t FebruafY figun' ..... as 
7,500 r(occivers privately Ollo1llod. Sets arc 
i1o\.l;n& into Washington homl':> at the 
ra te of 1,000 a month. 

FM !>tations will ~hortly be oJX'rating 
under the S;lrne liccnM." conditions" 
\.lith re:'p<'Ct to length of licenS(' period, 
as AM ~tations do wday. Titis doc!> not 
mean that all sta tions on the air will havc 
three-year licenS!.'s but those who h;1\'c 
qualifil-d for regular commercial licenses 
\.1;11 be aSSlm'<i of tenure for that p:'riod. 
An onlcial statement by thl' FCC to this 
dfl'1.'t may not come for a number of 
months but spurrLod by NAB's peti tion 

Philadelphia is tUllllllg out to be the 
na tion'S number arK' FAX city, \.lith both 
WFIL and WCAU claiming to have 
b<-t,'n first ill r.cn:ing tIl(' Quaker City 

" 

• •• NBC's Midwl""f>t TV nl·twork 
\.I·iII get under \.\':Iy even b..>fore the 
schedu ld s..:ptembcr J. Around that 
tinl(' NBC'~ o .... 'T1ed and opC'ratl'J s tntion 
in Chic.1go \\ ill be tr.1l1!>mi[{mg and serv
ing KSD-TV in St. l.Jlub, WTMJ-TV 
in Mil\.\'aukec, and W\\'J-TV in Detroit. 

• •• With Ell1enon Radio and Phon
ograph making aV:lIlabk a 10- inch vic\.l·
ing ILIOC receiver till' trend dO\.l11 ..... ard in 
price in TV receivcr~ ha!> :.tarted, Emer
!.On's viewer i.!. retail-pnced at $269,50 
and Dorman Isral'l, eXL'1.'u tive vp, -'<ly!> 
that their production schedul{' ca lls for 
500 fl"CciwfS daily. !'hilco announcL-d, 
during week of January 16, a 5{'t using 
a sewn-inch tube, priced ;tt $199,50. 

• • • Buyers un,lble to aU('nd tlK' 
big markeb in Illl..'ir flt'lds \.I·cre given a 
previ('w of the futu re 011 January 12 when 
WBKB CQV('I'l>d the Chicago Horne fur
nishing l\ttarkcl with it!> camt.'ras for two 
hours. While no atlempt was made to 
ha\'e this a trade shQwing, !>inc{' it WCnt 
on the air for all who had recci\'l:'rs to 
S('e, the clarity of the exhibits made 

the modification of the rules required 
to mak~' this possibk' is ocing written, 

• • • The Di:..:il' FM network ha!> 
become part of the Continental FM Net
work in pre!>Cnting the music of the 
Rochester Symphony Orchestra on Fri
day ('wnings from 8:30 to 9 p.m. 

• • • \Vherever arrangements can be 
made, live music is coming to FM sta
tions l'\'en if it can"t go forth on any 
FM network (except the Rochester Sym
phony on the Continl-rllal chain), L-Hl':.t 
group to be FtviLod is the IS-piece s tring 
Sl.'ction of the San Francisco Symphony 
over KRON at 3:30 to -I p.m. on Sun
da}'s. 111c local Gencra l Electric dis
tributor is undcrwrit ing the broadcast. 

• • • More than half the TV SCtS 

in production also include FM sound 
bands and arc uoed to mjoy Fi\ \ pro
grams as frl'qlll'ntly as they are uS(od to 

with Ile\.\'sp.lpcrs via the <Iir. The rivalry 
is natural, since the stations arc O\\11ed 
by competing p<lpcrs which have newr 
giwn an inch, the Bu/ll'lill 0,,"11ing \\'CAU 
and the iuquirer 01l.11ing WFIL, 

WFI L is air-printing two lodi t ions a day 
of tlK' Inqllirer, an eight-p,lj:;e <It 2:15 p.m. 
and a four-page at 5 p.m. 

• • • ,\ tflllY tll' \.I·sp.lpers arc appl}ing 
for Fi\\ IlccnS<'!> a~ a hedge against the 
day when tlK'Y will haw to use FAX to 
hold their pa'ss IcaJership in their areas. 
FM is used to transmit facsimile copy, 

ml'rchartdise men ~tate that holdrng 
annui'll market conclaves via TV is not 
just 11 stunt idea. 

• • • J u~t as in t30!>ton, \.I'h('rt.' a 
TV audil'llcl' wa:. built prior to WBZ
TV'!> actually taking the air, so arc 
audiences being built in New Orleans and 
Atlama and many ot her cit ;c!> through
out the U, S. Although not yet on til(" 
air WOSU workl'tl with RCA, American 
Broadca!>ting Company, and the Sugar 
BoII .. 1 Commillee prcscnted basketball, 
box.ing, and the Alabama-Texas Sugar 
Bowl gaml:' (or three day!>, December 29, 
Dcrelllocf 30, and January I. The pro
grams were not on tite air but were fl'd 
to the tl-'('ci\'er!> in thc Monteleone Howl 
and werc SL'C11 by around 500 a day, In 
At l,mta the demonstration was under the 
dircction of WAGA ..... hich has ;1 TV 
licenS!.: for the city. Sets have been 
placlod in department !>tores. Programs 
mix fa!>hion shows and Mraight enter
tainment. Following the dep.1rtment 
stort.' demonstrations a WAGA mobile 
unit will tour schools and neighboring 
towns. 

vicw visual programs. DuMont's 
!>pccial lUning del'ice co\·en. all the FM 
channels as do :;orne of t he bigger sets 
produced by other manufacturers, 

• • • While di!>tributor salesmen and 
s(.'(vin" staffs arc being indoctrina[('d with 
F,\ t by many of the big manufacturers 
(G. E. and Westinghouse are doing ex
traordinary jobs) the retail salesman in 
hundreds of arca:. is being left to shirt for 
himself or \.I·orsc being fd anti-FM 
propaganda. Only in areas where stations 
have accepted the dual assignment of 
selling the full. range statidess quality of 
F"·t as well as putting good program~ on 
till' air haw the llalcsrnen been indoc
t rinated. I f retail radio salesm('11 are pro
FM in an)' arL'a, it'~ the best indication 
that any sponsor or ag~'ncy exC'CUtivl' 
could want that FM is a growing ml'<iium 
in that arl"a. 

• •• Expt.·rinll'nTs indinlh' that a 
two-column ne\.l·spaper b be!>! for FAX, 
three and four columns having bt'Cn 
tried also. No minimum sp:lce has been 
set for ad\'Crti~illl! as yl' t but dcpanmellt 
!>torL'S studying tht' medium ha\'(.' thus 
far decidl"od that fLoss than t\.\'o inches ill 
depth wouldn't Ix> produClJw. 

• •• 111c only reason more publicity 
hasn't bt."('11 gin11 rAX b that the FCC 
i~ so tid down with TV, F.\1, an::l AM 
liCl-rlse applications thm FAX has JUSt 
h,1d to be given short shrift . 
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NOM 0 R E COL 0 S! The common col d accounts 101 more millions 

of 105t man·ho urs every yea r than any other ailment. And now for the ~rst time in history, 

we hive tangible reasOn to hope that this menace to all mank ind mlly be banished. Recently 

two doctors from the staff of the United States Public H ealth Service Department definitely 

proved that co lds are infectious . The y have isolated the infectious agent which causes a 

co ld, and have determined that what is needed is a vaccine . Now apparently the doctors 

have the raw mater ials with which to make one. 

A nd just as science is striving constantly lot a better tomorrow, so the Radio Industry has 

a vital interest in the future and is trying always to make tomorrow more enjoYllble for the 

listener lind more profitllble fo r the advertiser. 

WSPD is proud to be II part of this rapiely expanding In dustry! 

}I.I$( ask Kal: 

FEBRUARY 19-48 TO 
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CHECKING SPOTS 
(C.ml'lnu(',! Jrolll ""1:(' lY) 

prooUC't appe;ll wem, t<l he the s,lllle ilS 
that uf tiM: product "hich ,"'lid for this 
I\· ... t 

Ron:olll MaGlfUIU u .... ·~ Italian Ian· 
gu,lge broadca~tS tu r ... ach Italian Ne ..... 
Yurk and Nt· .... )l·rscy. Sinn' this is a 
wry tiJ.:ht Illark<:t 1\ 'ugulmakcs monthly 
('untl'~1 dll' ks to dl'U'rmilll' which of the 
~tatjons broadca~tmJ.: III h;lliall to usc. 
In NCI\ York at pr"'~llt Mogul's cht.'ck 
rcvc;llcd \VOV rl'acl1i:s four timl'S the 
Romoni pro~JX'('UW consumers th;lt the 
~-,ct)nd station rC;lches. The COIIU'St most 

({'('{'mly cmplo)'l'd gave away an lI alian M~ul docs get a sales lift for clients 
languagc m.11l:1ZInc. a sure way of check. from each comest SufflCil'nt to justify 
ing an Italian audil'lIc.... Contl'S[ costs. He also runs contestS that 

Station checkinR for clients costs have direct tic·ins ..... ith sales but these are 
Mogul about 10 C('tltS per return, iodud· sddom used to determine the listening 
ing costs of time. t;llent, prizes, mailing. imp.1ct of a station. These contests reo 
and h,mdlm!:, 11115 contrasts with cOSts semble the Well·Dressed Man compet;. 
of contCStS run on the nl·tworks that , lion. in II .. hlch a panel of Bro;ldway 
taking mto considerat IOn the saml' chorus girls judge listeners .... tlo come 10 a 
{actors that Mogul uses, cost from SO specific store on a specific day. II 's a good 
cents to $1.00 pl'r inquiry. It must be I Stunt but not a station check. The same 
strcssed that the network contests have IS true of Mogul's Cinderella plan, Wo· 
as an objC'Cuve the Increasing of til{' size men listeners are told that in a specific 
of the program\ listl'nlng audience as National Shoe store at high noon a box 
well as hypoin!! sales Mogul's generally will be opened comaining a pair of shocs 
on ly chl'('k audK.'nCi.'S. that evCfl Cinderella would have loved to 

----------------------------------- W{':J.r. The woman in the slore at that 

IN ' l l l1l~ 

sou'ru n.~~u 

MARKET 

\\'S!:,!, i'IIJU~ ~ 1110' Iun~ ;11 11 1 b':lil1;! 

frit'lul",hip i,t II~ li~"'IH'r~. For llI"H' 

Ih,1II 2:; )I·.rr~ ''''''I'll' ill lilt' SOlllh 

H"IIII .1n',1 b.l\l· I"'! ' II li~It'l1ill~ Itl 

tI"l) ":1;ni"lI. Th.·) ;,:-ri'\1 LIp \Iilh 

\\ SliT alltl d!·twlt.! fill il as a pleas. 

;1111 IItTI'!-,.,ill ill Ilwi .. lilt''::. lk'''IlI!-t: 

it 11<1:' ~(J IILalll fril'lId~, \\SlIT makc:; 

!i',lic!-. l ,tWit l. Iia l iilital .• 11111 IH.: lwo rk 

;1I!ll'nilot'rS )...111111' litis fur a fact , 

5000 WATTS 

9.0 KILOCYClES 

cOlUMet" NOWOR K 

time whose fC'Ct fit the shoes receives the 
\ shoes free. All the women in the store are 

checked on whether or not they heard the 
offer on the air so there is a station con· 
trol involved even in this offer. However 
because it il1\'olves consideration (being 
In the store) and because it Gill only 
reflect, at the best, the appeal of the 
station in Ihe neighborhood in which the 
store is located, this fonnula isn'l used 
to determine the complete listening 
audience to a slalion. 

Through localized offers such as this, 
Mogul has been able during the IS years 
he has been in business to acquire a 
check Ofl stations that enables him to 
pinpoint advert ising for a specific neiboh. 
borhood, Recemly in Hackensack, 
N. J., National Shoes opened its 71st 
store. Mogul ..... ent to his "Broadrnst 
Control" file, found that Station WNEW 
had a solid listening audience in Hack· 
ensack, and so this stal ion ..... as used to 
saturate this Jersey town. The store 
open ing is said to have been the biggest 
since National Shoe ..... Cnt imo busine~. 

The equivalent infoml..ltion developed 
by contests is not a\'ailable from any 
research organization, If a re::.carch 
organi2atlon were hired 10 obtain Ihe!'(' 
figurcs (or Mogul the COStS .... ould be 
fantastically high. Mogul stresses that 
the conteStS arc nothing outslanding; 
the follo ..... ·through. nothin~ that an) 
O\<:diulll si:e agency can't handle, Ho ..... • 
e\'er to obtain this infnmlillion on a 
national basis is soIH('thin(! that no 
agency has e\'Cr attempted. 1\1ogul 
dOl..'t'n·t even sugg{'St that It bl' trk-d for 
all stations in the nation. Ho ..... ever. it 
can be done to check thc stations used 
011 all)' singll' cnmlxlign. 

Spot c'lllIpaigns don't have to be rUIl 
blind listener·test campaigns properly 
conceived will give the infllnnation re· 
quired and when it's required. 

,\ logul has proved it ill the metrnpoli. 

, " u l Ii . R" Y M (R CO ., N'" IO N A l R ( , RES ( N , A , I " t !an Nc"' York area. 

'0 SPONSOR 
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':4.lwa)'s giving something extra!" 

· Just a sk your 
Raymer representative 



LARGE 
AND LOW 

!-t , lIltl UII t\\O lq!". 1101 u lle: 

)I ',~. hill !flrg ., /IIu/iPJI(,cs ... 

2. "'I' LOll CO~T" 

For th. , .. 0111 11 1 rl' :l."oll "" tloted ill o llr 

f(l(lillo lt-~ iwlo\\" . II) u;.dl-lliindt'd ;uh-eni .o:crs 

tlt'\ ,'I' i;! t1w ., th t' p r;wtica l re la tioll shi p 

1,. '11\( "' 11 ,\ i : I ' of a udit,tH'" (I. \He E!) alld 

('(H/ !I f ,lIIdit,tl ('; ' ( I.O W !). And IJ Y thi:

ri ;,!nnlll " .. t'IIHbrd . eNS is fh(' most effct'lil'e 

1lI'l lmrl. ill I\w/io. today . .. 
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FOR LAST 

THREE YEARS:· 

HOOPERATING* 45.6 
(Morning, Afternoon, And Evening COMBINED) GOOD Morning! 

Station B·33.6 Station C-16.2 Station 0-10.2 

WHEe 44.4 
"AU·W'HUI-1' ..... '.S.I'.,..' ••..• ' •• ·., wIHn.·S,.'NG-, •••. ·.s . ... s.· ••. , ... : .1 44.3 

PROOF OF THE PULLINGl" GOOD Afternoon! 

43.4 

GOOD Evening! 

"'0'" foll.Win'e. Ho.,... s ...... .... 1'46-"., 

N. Y. 

S,OOO WATTS 

FEBRUARY 19 .... 17 

, 
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(V ... 
• 

0 :--· NUn;\1IJEIt U. li re Bell S~~lt'rn tI,-moli' 

""rated it... lIt'W c'( l'cr illll'rltal rad io a, lay ~y,.tl'lll 

11t'1\"('C1l J\:cw York ;lIu l Bo ... tnn. Ilril1~ill~ teh·\ j ... iull 
II ithin ft'ile!! of \,a,.1 114'\\' ;llldiCrll'(· .... 

Tilt' IOWl'1 )011 ",'" h"le i", pari of il. It ',. OI1t' of 

","ell ... illlilar :-InIl'I1I1"I',. Ilhid) rdal' lIlinO\\il\(''' 

h"IIH't'll lilt.' 1\\0 (·itit· .... t'arrying 1('IC\'j" ;OII I'rogwllh 

Ililit hi~h fideli"', Tbi .. 111'\\ ,.y,.!t'lll Idl l. of , 'Ullr .. ,', 

Ill' w .. ed for Ihl' 11 .IIl .. uli ...... ioll of l.ollg l)i ... I <l111·(' tel(' · 

pholll' (, .. 11 ... and r<l diu JlICJ~ralr1", 

I ',.,·d in {'(mjullrlillll II ilb lilt' Bell Sy,.\I'IIl· ... 1"I1;lx;al 

(';1"1" , tilt' nt'\\ fiH li u I(·la\' .. y ... tem ]lOI, nwkc.:< it .. 

FOR TELEPH 0 N E 

I'0".,ihle to hr ing leh."' i!'ioll to a I)()tc ntial auclicnn ' 

of l'O1ll1." 2S.000.000 people along the eastern "'c;,
hoard. AlIIl alr"::Hly \\'ur!.. i,. Iindcr ,,'ay fi ll additional 
Ih'lI S~"h'1Il radio relay proj(~,: ts \\,hich ",·iII link 
\t'\\' YOlk .11141 Ph ibdelph ia ami extelld \\ C,.t all 
IllI' way 10 Chicago, 

Till' Bell Sy,.IPIll lIlay III' rdied L1pOIl to prn\,id" 
till' lllll .. t ('lIil'i('Ilt. rlcp('ndahl(' f;lt'i lilie~ for the trnn,.· 
mi .... ion ,If ('Ollllllllllll'alion ... 

BELL TELEPHONE SYSTEM @ 
SPONSOR 

, .-.. . ~~~ 



WIUK 
Knoxville. Tennesee 

. 
In 

BLACK 
& 

WHITE 
IlNOXVILLE'S BEST BET 

Represented by Don.ld Cooke/ Inc. 

. ·1 The Best Buy in the Rich 
Central Missouri Valley 

An' "'" ..... ,I '0 51" ., ,~. 
oo ... r· · ;·~1 
... d 604 % .. 
rh. 1.~ l ftr 
Po .... 01 .... 
So.t. 01 N. 
bo ... r.. ... 
..,. •• 8.11._ 
0011., !.Mo. 
~ ... ... ... ..... 

KBON 
KOLN 
KORN &ASIC 

IoIUTlJU 

S'uftd., .. K.M.d. Bid,., 0"' .... , N.bt .. h 

W .. d .. <"",,,n.-W.,I. RIP . 
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DAYTIME TV 
(Qm linuedJrom />Obit -13 ) 

a grem <kal to s..}' in rhe purchase of a 
product in the multip){'·hundrcd.doll:tr 
pria' range. and feminine fashions Gill 

lose male vic"ws. The program has lx'en r 
found to attract "'OnK'n through the 
fashions and to hold the men Ihrough the 
modds and entertainment. Me Ri1Y 
fI,'lichaels always keeps 1m. malt· audience 
in mind and makes them feel tH horne. 

TIl(' Friday spon s program is usually 
the outstmlding high school game of the 
week but when there has been an irnpor, 
tant race at Pirnlico Or Bowie tlx.- pro
gr,ml's cameras have gone to the races. 

Saturday's hour is tumed ovt.'r to 
The Local Crowd , a teen-age shindig wi th 
Sill "Dcan" Herson running the party . 
Herson is well·kno~'T1 in Washington. 
With a juke box and (ree P('psi·Cola the 
high school crowd has a wonderfu l time, 
dancing, singing. talking about span s, 
being natural. Auditions for the show 
Me held on Friday and so lIlallY (urn up 
that a rat ion system had to be devised so 
that all the high schools in the district 
might have an opportunity for their 
students on the program. 

Youth has bet'n found a vi tal factor 
in making tft..t fina l sale of a television set I 
and that 's why two out of the four pro
grams have a juvenile slant . 

The series started on October 213 as an 
eight·week cont ract and was rellel, .. ed this 
month for 52 I' .. eeks. Where a maximum 
of four or five prospectS per day lX'r 
dealer looked at receivers in th(' J:I)'time 
prior to these programs. no", 15 10 20 
arc to be found in dealers' shops during 
sho\\'time. Where th(' 5\.'t$ arc visible I 
from the StrcE't or plaml in sho\\' win· 
dows there arc often as manyas20 passers
by who stop to warch t he program. ,\ 
number of these "window ShOpprTS" have 
turned into set buyers. although the 
ratio of those actually buying setS favors 
those who come inlO the store 10 to I, 

The commercials natu rally use pictures 
of RCA· Victor television T('C('l\'ers, Pia. 
cards. slides. and liv(' comn~rcials are 
used-as """'")' of the last as possible . 
At the conclusion of ('ach bit of set. 
selling the announccr says- "F'or this 

I 
and other outstandill~ RCA· Victor tele· 
vision receivers visit the RC,\-Vicror 
dealer ncarest you. In the Nort hwes t 
it's ", etc. F'i ve dealers' names arc 
used follo\\ing each commercial. 

Although it's an RCA·Victor dis
tributor commercial, the program also 
is selling for Philco, DuMont, General 
Electric, and some of the independents 

\\'hich is oka/with the dealers too. 

FIRST 
in .he 

~~ • • 

n. 40tb n uB matkel 

OIYENPORT 
ROC K I S LIN 0 
MOLINE 
EISI MOLINE 

• 

"woe call letterS assigned 
February 18, 1922-FIRST 
in the Quad Cities, " 

woe WOC·FM 
$,000 Wolll. '4'20 IC • • 
BASte NBC Aff;Uol. 

• . J. Polm •• , P,.s. 

B .. ,yl lOIl';"g •• M, •. 

DAVENPORT. IOWA 
Nalianal Repre$enlalive.: 

FREE & PETERS, Inc. 

.9 

• 



COVERING 
KEY METROPOLITAN 

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

Allentown 

Austin 

Balt imo re 

Roston 

Ch .. rl cstOIl, S. C. 
Char les ton. W. Va. 
Clw rlo ll t· 
Chica .... o o 

Corp li S Christ i 
Detroit 
Flint 

HOlls ton 

Jacksofll' illc 
Lancas ter 

Los Angeles 
Lowe ll . Lawrence 
Macon 

l\ IcmphiiO 
~fiami 

l\1il wa ukec 

Minn. -5t. Paul 
New York 
Norfolk 

Philadelphia 
Pittsburgh 
Providence 
St. Louis 

San Antonio 
San Diego 
San Jose 
T ulsa 
Va ncouver, B. C. 
Wash .. D . C. 
Wilkc~-narre 

Wilmington 

Forjoe & Company 
Nat ion.1 Reprennl.tives 

New York. Chicago' Philadelphia 
PiUsburgh • Washington. Baltimore 

los ""geles • San Francisco 

\ 
PRESS AGENTS 
(Cotltimud from /XIge 26) 

I tion pmpcrtics. 
1\ hmy ad\'crtiS('rs have wondered 

whether or not mUltiple press agents on a 
radio program get into each other's hair 
and cancel eoch other's efforts. Actualty 
that seldom happo.:ns. The effons of all 
the promotional people involved in one 
presentation must of course oc o.JOrdin; 
aled. All promotional men feci that pre; 
debut conferences in which all publicity 
men are represented should be a must. 
These meetings with the networks, clients, 
agencies are routine, though talent pub
licity men are seldom included. Integra
tion meetings are neress.1ry because when 
publicity releases duplicate each other, 
they nullify each other, and nothing is 
published. At one time (a few years ago) 
radio editors ..... ere receiving publicity re
leases which said \'irtually the s,1me thing 
from stations, net~'orks, adveTiising agen
cies, corporate press dcp.1rtments, inde
pendent press agents on the account, and 
talent p.a.'s. Having bull sessions on 
programs before they hit the air has 
corrected this situation to a large extent. 

Networks cooperate freely with inde
pendent publicity men. There was a time 
when NBC felt them to be undesirable, 
bu t under the regime of Sydney Eiges, 
now NBC press vp, they arc accepted as 
contributing substantially to the public's 
knowledge of broadcast talent. It's true 
that a few of the smal ler p.a. 's impose on 
the networks' photographic and mailing 
departments but this is simply because 
these agents ha vco't a big enough budget 
and still feci they must do a job. 

Press partie, arc standard adjuncts of 
press-agentry. Networks usually share 
half the COSt of these parties. They range 
from tr<lde press meetings ~ith talent 
(lunches for 20-25 editors, and agency, 
sponsor, and network executivcs) to 
Waldorf -Astoria,ballroom-si:e cocktail 
panics. Steve Hannagan took editors on 
a boatride around Manhattan as a pub
licity door-ppener for Dick HaYITK'S-<lne 
way of keeping the editors with the guest 

I of honor for <In ex tended period. Un-
fortu nately most of these press parties 
ha\'e little excuse for being except as 
window-dressing for the rmm ~'ho pays 
the bills-the ad\·ertiscr. 

That independent press agents can also 
do a top-notch job for transcribed pro
grams isn't as generally accepted as it is 
for net\\'ork operations. However. 8.1n_ 
ncr and Greif (Jack Banner. ex-WNIZW 
and MOlion Pictllre Daily; Eddie Greif, 
ex#N BC and the Dnily) made the (ran; 
scribed ~ries Longine;' World's Most 

. ,- . -=~~.~==,--~ 

SPONSOR 
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THE JOE HERNANDEZ SHOW 
a 3.1 Hooper 

in 

OCTOBER! 

Nightly .. , 3,000,000 listeners in 
Southern (,Iifomi., vi. KMPC! 

' ,500,000 listene rs in the San 
Francisco bay re'Jion, via KYA! 

Mr. Sponsor, or Mr. Account 
Executive, this il the show that 
delivers, sill nights each week , 

throughout the: yearl 

The Joe Hernandez Radio Show, 
featuring Thoroughbred Racing , 
is iv.il.ble lor the San fran
cisco, Oakland, San Diego, 
Portland and Se.ule Markets!! 

Th. Bloodstock Agency 01 Calilornia 
954 So. La Brea Sbeet 

los Angeles 36, C.lif. 

YORK 0373 

FEBRUARY 19-48 

l -icm(JJ'f'J Flights I'o'uh EddIe Rlckcnbockt' r 
and Hans Ouistian Adamson . Elich pro
gram (there were \J originally but lt~y 

..... cre t'xtmded to IS) was trcat~'d as 
though it were a live show, SC'CUring a con· 
s iderable amount ofnewsp.1per spaC(' as a 
result. TIle show \I,'as sponed frequcnt ly 
in newspapers' "Best Bets" listings and 
radio news columns nX'ntioncd iI often 
during its run. 

As an opening geslUre, Longines had a 
lunch for Rickcllbacker at the W:lldorf
Astoria. At this lunch Rick(,llbacker sug
gested that an :ltomic bomb be used 10 

blast icc away at the Poles to unoovcr 
mineral and other deposi ts. The wir{' 
services all carried the tale- with full 
credit to Longines. The nOl tional news 
magazines :llso mn fu ll co lumns on the 
Rickenbacker suggestion with adequate 
mention of both the program and the 
sponsor. 

The big problem for Banner and Greif 
in the handling of the publici ty (or their 
transcribed series was the faC I that , being 
transcribed, it was on the air in each lown 
a l a d ifft'Tent time of the day and day of 
the week. They did point out that while 
e. t.'s today don't reprC5(>nt the nU'f1tal 
hurdle they once did, Crosby, Lornbardo, 
Tommy Dorsey, &b Bums, Ronald ru
man, and many other stars having helped 
to erase this bugaboo, there was slill a 
feeling against "canned" entert:1inmcnt in 
the fic1d when the}' publicized thc 
Longines program. 

In no division o( broadcasting is thc 
independent press agent mOTe needed 
than in handling the traveling program, 
such as Professor I. Q., wh ich Banner Ilnd 
Greif handle for Amoco, and Vox Pop. 
which Coli and Frf'Cdman hllnd le for Ihe 
p.'lckage owner, Parks J ohnson . While 
the stars themselves (and their wives) do 

I 
a great deal of the promotional work it 's 
essential that a publici ty man be on the 
job to make certain that the newsp.'lpcrs 

I know what the stars Ilrt' doing. In one 
to~'Tl the latter may m.1ke as many as 25 
personal appearances. Each helps to 
bu ild an audience bUl news of each ap
pearance in the press helps still mort'. 
l\'lore and more programs are traveling 
(see P.S., pagt' 16). This means more Ilnd 
more nf'Cd for the [ndejX'ndenl press 
agen t . 

There is a school of though t that insists 
tha i tht' sponsor is better off hiring a pub
lici ty man of his own to spread the ne ..... s 
of broadcast advertising, that he rt'quires 
a publicity dircr tor and perhaps a pub
licity staff, such as General Motors has. A 
radio publicity staff will cost any corpora
tion several times what an inde]X'ndent 

r 



;\ bl)!~~'r "h:lh' of the aud i~'Il('e than 
all otll('l' I 'I'orial l'a " lation" I'ombinl'd ! 
Proof tof W;\IBII'" \·untiuu illJ.: I(>ad('r· 
ship i~ fllund in til<' lall .. ~ t (OcL·:'\ov., 
HI·H) Il nHpN :-;tatinn Li1<ll·ning Index. 

" 

,I. II. C. n I' ... ,.;,,,, ~ .~r."ion •. 

MORNINGS 

AFTERNOONS 

... 11" I.d to ""mIWn,,,'c (,,' 
ract thnt th" .. 'Iolions d" 
not brundoaot in r,·cn inl<. 

EVENINGS 

Dollar for doli:lr, W)IBD is 
your best buy in I'eorial'ea! 

operator COStS him. While thc indepmd. 
('nt press agent can send out rdeascs on 
se\'eral clients in the same envelope, a 
press agen t working for a sponsor has to 
send out his releases in the company 
er1\'dopes :md the cost is all chargcable to 
the programs. Entl'rtainment costs can 
be split , but sharing deals are almost im. 
possible to work out for a corporation p.a. 
Thl' fact is that a press ilgent working fo r 
a comp.1ny (and handling radio for it ) is 
expensive and in nearly ewry case wheT(' 
this has been Hied it has been dropped, 
As indicated before, evcll big advertising 
aj:!encies with big departments handling 
publicity find it insurance to engage out, 
side radio press agents. Du Pont has a 
big public rc1ations dep.1rtment, its adwr, 
tising agency (BBD&O) has onc of the 
biggcsl publicity dl"partments in t he 
agency field, and still Cat'tJlcade oj 
America, the du Pont air show, has Coli & 
Freedman doing publicity for it. 

At one time, one of Ihe thr~ great food 
corpora tions decided 10 set up its own 
radio publicity dep.1rtmcnt. The experi. 
melll cont inued for two years and while 
it's almost impossible to make a fai r com· 
parison bctwccn what outside public rela, 
t ions service \"s. comp.1ny operation ac, 
complishl"d pl"r dollar, a report made to 
the chairman of the board of the company 
revealed the fo llowing figures: 

Food r.o ' pO,.,,, ion Radio PlIhUdlY (".oU8 

eo" 
IllS.fIOO 

$1 SS,OOO 

S""'s p:< pcr 
1. 1""\lll.e 

.IH.OOO 110",. 

Se<'on d \ 'ru 

l~O.OOO U"", 

Proll. ... '" 
Ratlll "_ 

+ O.S' 

- 1.0' 

1:\"IlI.;I'ESIIE"T P. -'. 

Finl \"~'I< 

c_, I.l ,,~all." Ra , ln ", 
$SS.ODO H~,OOO Un". + 1.3" 

S.-conll \".-dr 

$105.000 ~ b~,OOO It n"l + ,~ . 
• / P fH d",ro 1m", I~~ f'I",..,.in,,~ .~~t·. 0«'09< ,~riog., 

T he savings were si:able and the re' 
suits bener when outside press agl"nts 
\\'('rc working for thc company. 

One factor not rcV('alcd in these 
figu res is the need for someone in 
thc comp.1ny to ridc herd persorHllly on 
thc outside rounsd. By and largc pub. 
licity men must be kepi on thcir toes. 
When they work for talent they nrc lIot 
only kl"pt on their tOCS but it 's possible to 
sec daylighl bctwccll them and the ground 

---THE KEY TO---

9,7///(;111 1/k"leJotli 

MINNESOTA 'S TRIPLE MARKET 
'" BO,OOO ''''TF.R:'\'ATIO:-''AL """or> '" }~.ooo :" fTROI'Oll T ,,:\" <e.ideo" 
'" A~,100 RURA L COOtUrn ... i n ,he prim • ..,' 

(OoU.". Ue • . 

K 0 
.SC 

EYUYOI'IE R C /O\'nn. 1'1. ,_,1 
D' .... LS TO N. W. 1'1., ..... ,1 

Soulhern Mion.,o/.·, Old"" R.dio S,.,;on 
1',/"/,/;,/,,,/ 19J~ 

IN ROCHISrER , MINNESOr .. 
l'IonG""!!, ,. ,.. . .... .... b, .h • .Io~" E. '.e ... ,," c.. 

PIONEERING SINCE 

1942 
• 

(1" eoful!1iofi«1 claim '

on tJie 

J(a'UM CUll JI (awet 
• 

for " ,,, i/,,bilitieJ wri te 

0, R. Wright, S"lel M,n'9.H 

Porter Bldg., K,nJu City, Mo, 

• 
most of Ihe time. Tumovcr in talent <lC· E. L. DlLLARO, GENERAL MANAGER 
counts is terrific. David Alber keeps his ! '-_______________ -' 
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5 ,433 , 574 Pairs of Ears 

withi n reach of Philadel~ 

p hia's P ioneer Voice , 

WIP 
' BASIC MU TUAL 

610 ON DIAL 

Represen'ed nationally 

by EDWARD PETRY & CO. 

jfOTEL~TRl\WD 
Adonne City's /Iou/ oj l)iuindiQn 

The Idul Hotel for Rest and 

Relaxation . Beautiful Rooms. 

Salt Water Baths . Glass in~ 

closed Sun Porches. Open 

Sun Decks atop. Delightful 

Cuis ine . Garage on premises . 

Open All Year. 

Finr.a Grill olUl Cocklllil Lounge 
Farorilt Rr:nduvoIU of lilt Elilt 

E.clusin PltMsytVllli. AnIlU. 
Illd BOlrdwllk 

* Slar!, rclatlvdy happy but a list or Ill!> C"X

acrounts is revealing: 

(""I), ",I .. ". J. 11>""'1 
",·"n), I I:' '' ~. 
Joro n l)a,l~ 

t: ... C"rd"n 
... I.". .. ,n 1;0 .. 101 
Ilkk II .. )'.,,~, 

n"h II""·,, 
Woody IIHn,:>" 
J " .. kl " ""Ik 
IlIn"" S h" . .. -
Mud ), \,,. 11 .,,, 

"'btl< W,.." .... t 
A'3" ' ·"un!!. 

• lit- coulJn'l /mld bolh "-,,, .. limdh ."J /I,m,h 
Sh.,.... II ...... "Ih" Smilh.,.. iii",,,. 
fAI"',. ",p',. •• n~tl WI"""'" 1M H y~ .. 

Even opcn-t"nd transcription producer.!> 
rcali:e the need of the independent press 
agellt. Men like Frederic Ziv have em
ployed such counscl (or years. Ziv is cur
rent ly being h:mdlcd by Ferris, with Len 
Traubc, fomlerly of The Billboord. :IS ac
count executive. Theopen.end publicity. 
with different sponsors in ('vcry city or 
area, is a publicity m."lIl's nightm .. 1rc but 

I 
programs like Ronald Colman's F(U'Ori~ 
SllJry, with each \Io'C'Ck's broadcast being 
st'lected by another big name, is a pub
licity natural. 

Local stations throughout the country 
have programs that call upon the talents 
of young press agents, most of them being 
either second siring Illefl in the station's 
publicit), dep:mments or ncwsp.1pcr Olen 
who tum an extra penny doing publicity 
on the side. Many local advertising 
agencies also take on publicity chorcs for 
programs which they don't represenl 
(where they' re produced by the sponsor 
himself or by the SIal ion for Ihe sponsor 
direct ). 

It is of course impossible to gauge jusl 
how much independent press agents gen
erally have to do with whal is published, 
bUI a check-up during January rev('aled 
Ihal in one issue of Life O\'er 50 per cent 
of the stories were inspired by publici lY 
men and in an issue of Look during I he 
same month O\'er 40 per cent indicalC'd the 
spmk of press-agentry. 

Newspaper and magazine editors are 
cyn ics of the first water. Most of them 
arc under orders 001 to be too receptive to 
any fonn of handout and to treat a radio 
story with twice as much skepticism 
as any other "idea" material. All press 
agent s have a few contacts that will come 
through for them in a pinch but il takes 
something extra to deliver publicity on a 
circulation basis. That 's what most inde_ 
pendent agenl S have to do and very few 
have cl ients who del iver a "Miss Hush" 

L ______________ J I to publicize. 
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WHA T Sl A liON IN 
SOUTHE ASTERN OHIO 
DELIVERS 60 PERCENT 

OF THE LISTENING 
AUDIENCE? 

IT'S 

ZANESVILLE 

60 PERCENT 

or a ll li s len ing homes in 
7 ... 1nCS\·i llc arc tuned t o WI II Z, 
accordi ng to Conlan S u rvey (week 
o r ;'\'o\'cmhcr 16. 1947). 

60.4 

WHIZ A 

Average: for 
entire: survey 

B c 

MORNING, NOON 
AND NIGHT 

Olhers 

WHIZ d ominatcs In 

South eastcrn Ohio. 

· 55.5% of morning audience 

· 59.7% o f afternoon audience 

• 63.2% o f c\'ening audience 

Irs A 

FOR SALES 

NBC IN ZANESVILLE 

REPRESENTED BY JOHN E. PEARSON 

93 
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SPEAKS 
What Do You Call It? 

The word spot is one of the most COil

tusing in broadcast adn·rt ising. Yet the 
Lndust ry goes right on using II. 

T o some spot means station bn:i1ks, 
participating <lnnounccmen ts, and all)'~ 

thing else that doesn' t fit conveniently 
into the program C:llcgory. Others think 
of spot as the whole wide lidd of nOll

nC'l"'''ork rad io advertising. BUI most 
prople think of spot as both , .md call
sequent))' don' , knoll.' what to think . 

Now somethin~(s being done which, \~;e 

hope. will eliminate this source o f ron· 

lu~ioll. With our December ISSUl ' we 
began an editorial campaign to uncover 
a 113mc or , .... '0 to lake Ihe plan' of spor. 
Wl,'rc open to suggC'S[ions. the morc the 
nwrricr. A number of candidates for 
the over·all (non.neN·ork) tenn htl'll.' 
al ready come in. 1-1 . R . L lUdcnnilk, 
The McCormick_AmmrOllg Co., Wichita. 
vmes for "an;"a advertiSing" o r "pin
point advertising." C \\'}' Iie Calder, 
WI IA N. Charlt'scon, S. C. likes " mar
ket advertising.·· Paul Raymer ...... ho 
f('('ls that his stat ion rep job ..... ould profit 
by elimination of that four_letter ..... ord, 
conK'S out for ei ther "na tional selecti ve 
radio." o r JUSt ··sclectiw." And Wells 
Bamelt , Jr., of J ohn Blair & Co .. reminds 
us that if ..... e're going to agi tate for 
tossing the tenn Spo l into the ashcan 
we ought to watch its use in our own 
pages. \\'1.' mcan to do that from here 
nn in. 

So how abou t a new word for s-p-o-t ? 
"-laybe you havc a winner on thc tip of 
}our tongue. What do you call it ? 

The Belter Way 
Public service programing is becoming 

more important no .... · that it is using com
mercial broadcasting techniques. No 
longer arc broadcasts of banqucts, presen
tat ions of awards. llnd spt-eches generally 
foisted upon unsuspecting dialers. Today 
charitable and "cause· ' organi:ations 
build top-ranking documentary programs. 
fine entertainment shows, and use singing 
announcements to raise money and sell 

A lause 

ideas. When labor (AFL and CIO) want:. 
to plead its case it goes to the public with 
regular daytime and evening entertain
ment programS. Tolerance is sold to 
America over 600 sta tions with j ingles 
that make racial and religious equalit y 
understandable. These documentary 
jingles are transcrilx-d as a public service 
by Station WNEW (New York) and made 
avai lable to all s tations .... ·ilhout cha rge or 
requesl for air-credit. In olle lI:eek 
j ingles from the current series were used 
on the air 6,000 times. They are the first 
j ingles to be released to the public in 
record album form (t ..... o disk compames 
have albums) and in songbook fonn. 

When \\'SM , Nashville, decided to de
vote an entire hour to a ~reat musical 
documentary in honor of the arrival of the 
Freedom Train in town, they expanded 
many of the tolerance jingles into full
length folk songs. Years ago the evcnt 
would have been signali:ed by speeches 
from the station, a lot of grandiose verbi
age. WS.\\'s handling of the event in a 
thrilling hour-long musical with the Fisk 
University Choir of a hundred voices, a 
full orchestra, and special continui ty, 
highlights the new approach to publiC 
service programing. The fact that WSM 
ca ncelled an hour of evcning commercial 
broadcasts is another indication of how 
stations f('1.'1 about bringing vital matters 
like freedom to their listeners. 

It's a tribute to commercial broadcast
ing that il has set the paCt' for public 
service progr:lming. 

NO BUSINESS LIKE SHOW BUSINESS ! 

Show bUSiness has al .... ·a}s responded whcn called upon to 
playa "benefit" performance. A " hoofer" may be dog tired. 
he may ha\'e worked four or fivc shows at a night club or a t 
one of the few remainin~ vau deville houses in the U.S., yet 
when the call comes to do his bit for a worthy cause he 's the 
firs t in line 10 volunteer his services. 

Broadcasting is show business. When the cause is worthy 
and the nCl'd grea t, rlldio doesn' t stint its time or its talent . 
When Jack Benny visi ted Denver for a March of Dimes per
formance (January 18 23), he and his troupe could haw had 
just as much publicity and acclaim from one broadcasl as 
from the ..... cek-Ion~ parade of personal flppcarances COIl
t ributed 10 the campaign to check infan tile paralysiS. During 
W1l( bond drives. Kale Smith could ha\'e obtained all the 
ne ..... spaper pictur('S and l illa~e she actua lly did receive from 
her picas to "buy bonds"' 011 her programs and her singing of 
God Bless America. without deciding to Stay up at CBS head
quarters for 24 hours to penni t listclll'rs to subscribe for bonds 
direct ly th rou~h her at any hour of IIII.' day or night. The 
24-hour \'igil was dramatic- il ..... a~ show business and it 
hroke all rccords for bond subscription~ . 

9' 

F. D. R. has passed away. The ~Iamor .... 'i th which he 111-

vested the J\larch of Dimes no longer drives radio. Yet in 
1948 more hours of air time ..... ere giw/l and more personal 
appearances ..... ere made by stars, more programs ..... ere 
traveled to distant points, than ever before. FM station 
WFMZ, Allento~n, Pa., to dramati:e ..... hat it was going to do. 
requested permission of the FCC to be 100 per cent commer~ 
cial for an entire wcck. The public was asked to tum sponsor 
and buy any ..... here from 11 time check announcement al $.50 
to an hour program at $25.00 to tell the ,\larch of Dimes Story. 

The examples ment ioned are but a tiny number of the 
thousands of times a week that broadcasting forgets business 
and thinks only of its sho ..... business Iradition. of never turning 
do\\11 a worthy benefit. It 's not something upon ..... hich a re
search organi:.atioll could put its fin~er. Broadcastin~ gi\·es. 
and the more it jl:ivcs the less it huTts. Snow bu~incs..~ has <l 

way of for~etti/lg itself in a cause. 
The sponsor comes in for his share of the credit in mallY of 

these cases. Time and talent arc oft en donated throu~h his 
.eenerosity. Aut then. sponsors are in show t>usincss too. 
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WLW~ 
WLW'Dom~ 

(II lou, weeh 
WlW ,e-oches 81 .1% 
01 the J~ million ,odio 
homes withill this oreo . . • 

With 175 do/jOfls heard 
withill the area,. WlW 
receives 19.J'fo 01011 
/iJlelljllg to all Stal;OfIS 

Look at the figures in that headline again. 

The}, rc\'cal the tremendous impact of The Nation's 

Station within the \\ILW ~ l crchandise·Ab le Area , as 

shown by the ~iclscn Badio Index for F'cbruary-~ l arch, 

1947. 

During the four ml'asurcd weeks of listening, WI. \V 

rcnched more than four-fifths-S!.23- of the 3~ million 

radio homes within the area, hetween 6 Ai\f and mid

night. That's cocerage! 

During the same four wccks, a tota l of 175 stations 

received listening within the area , yet WL \V received 

onc-fifth-19.31-of all listen ing to all stations. That's 
dominance! 

How much did these homes listen? Tak ing all 31: 

million radio homes within the a rea, WL W received an 

average of 375 minutes of Jistening per home per week 

between 6 AM and midnight. But, among that 81.2% of 

.. ~ . .... 

the homes which were dassificd as WLW listen · 

VI's. thc ~\\'eragc was 550 minutes of listening to 

\VL\V per home pCI' week between 6 A~f and 

midnight. Tlwt's pelletmtiOl'! 

These are just a few of the vital facts revealed 

hr this NHI ., tudy. For com plete details-and for 

the figures on the 1.5 leading competitive stations 

-contact thc WLW Sales Office in Cincinnat i, 

New York or Chicago. On the West Coast , the 

Keenan & Eickelbcrg offices in Los Angeles, San 

Francisco. and Portland will be glad to serve YOll . 



Co",in h "l", ("orner~' \~IJ\\' ~cl' .. tT ~ ,h.,jn rc.lC[j"n .. • 
~h.l;n of o.:n[h" ,; .,,[; , I~llcr, fr"", )"''"I: ,lc'' ~nd lh";r I'Me,,". 

WalJ~ Ka~ ... who cu nduc!) \XIJW') Iwo top 
jU'l.'nih: prugrams ... has found that ,he way 
10 a woman') heart is thruugh her children. 
A~ )c.)re) III listening muther) say .. ,Kay'~ 
proJ.;rams "entertain hut do not unneC\'e" 
their young)ters. 

Cousin Ka y') Corner. _ . across the hoard at 
..f:4S·S:00 P.~1. ... gives Cle,-eland chi ldren 
Ihe per)onal reco~nilion proJ.;ram that 
jU"enile dialers de)in·. Beca u)e Cousin Kay's 
Corner ke ... ·p) ch ild ren bu)y and happy ... 
parent respon) ... · is pronounced! 

Sltlryhook .\lerry.Go.Round at 4:00·4:30 
P. ~1. on S undJ.~' .. has hecome a symbol of 
delightful enterlainmcnt (or small fry .. 
endorsed b~' PTA lead ... ·n and recommend ... -d 
for H·le ... ·li, ... · dialing hy Th ... · Radio Council of 
Grealcr Cle' clJ.nd. 

Alone _ .. or in an all·week comhina[ion 
.. \X/ally K ay's \XIJ\XI shows offer an 

J.d"ertiser a neW way to a woman') heart. 
pro,ide a tesl ... ·d formula ... an "'·)Iahlish ... ·d 
audi ence. The mail pull is terrific. more 
than _~, i OO lellen in a )ingle ret:elll week. 

AuJi cnu' rcan;"n is rdleneJ h,. .he ah,orh,-J ~Ilen .ion 
"j,i> which ~hilJr~n ,-nj .. y :-"")-",, .. 1< ;\I<'rr) .("; .... H ... "nJ. 

BILL O ' N Eil, President 

BASIC 

ABC Ne twork 
R EPRE S ENTED 
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