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• SPONSOR R E POR TS •• 
• SPONSOR RE POR 

MOTION-PICTURE 
ANTI-TV FRONT 
IS CRACKING 

55-BBD&0 
CLIENTS USE SPOT 

BLOCK- PROGRAMED 
JOCKEYS BRING 
.MCA $600,000 

E.Q. OF NEW 
STARS RISING 

CAMPBELL TO 
MAKE MBS TEST? 

. 
March 1948 

Twentieth Century-Fax's sale of daily news reel to Camels is only 
beginning of break by that film company wi th motion picture industry 
on TV. They have applied for station in Boston and expect to file 
for several other towns as well. Their te levision blueprint in
c ludes equipment for theater-size TV in cit ies where consumer video 
operations are under way. Paramount, first motion picture company 
with TV interests, may sell KTLA (L . A.) and its stock in DuMont. 
It wil l not accept offers made for WBKB (Chi cago) . Barney Balaban , 
head of Balaban & Katz, Paramount subsidiary owning WBKB, feels it's 
too valuable to let go, whatever motion pictures exhibitors think 
about i t. 

- SR-

Of BBD&O's 102 clients 55 are using spot announcements. 
55 range from $10,000 to over $1,000 ,000. 

-SR-

Budge ts for 

BlOCk-programed name disk jockeys have upped Ne w York WMCA's daytime 
sales 30% over station's similar period last yea r . Billings of Bea 
Wain and Andre Baruch (Mr . and Mrs. Music), Tommy Dorsey, Ted 
Steele, and Duke Ellington , all iVMCA disk jockeys, are said to 
exceed $600,000 annually. 

- SR-

While Bing Crosby's En thusiasm Quotient, as checked by Gallup, is 
highest of all performers, new stars are looming strong. On way up 
a re Spike Jones, My Friend Irma (program rather than performers in 
this case) , Chris topher Lynch, Danny Thomas, Abe Burrows, Jim 
Backus , Dorothy Shay. E.Q. is based on listener-enthusiasm tests. 

-SR-

Campbel l Soup, whose broadcast advertising is concentrated now on 
CBS, may t ake a test flight on Mutual. MBS is giving its all to 
satisfy Campbell they have something no other net can give Camden 
soup manufacturer. 

SPONSOR', new Chicago address 
SPONSOR's Chicago office, managed by Kay Brown, moved to expanded quar
ters at 75 East Wacker Drive, Zone 1, on February 2. The new telephone 
number is Financial 1556. In addit i on to serving as Midwest advertiSing 
headquarters, the Chicago office main tains a readers' service section 
where back copies and other subscriber aids are available. 
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NBC PACKAGE
PROGRAM 
EXPANSION 

AD-FIGHT ON 
fTC "fREE" 
RULING 

CBS TO INVEST 
$1,000,000 
IN TV 

NATIONAL SPOT 
ADS OFF IN 

JANUARY 

12- MONTH 
CONTRACT 

PROTECTION? 

WHITE ROCK 
GETS STARTED 

MUSIC SELLING 
TEST 

• 

NBC purchase of "Aunt Mary" and "Dr. Paul" serial programs is start 
of build-up in program production and ownership facilities. Number 
of other show properties are being considered for purchase. 

- SR-

FTC ruling that word "free" can be used only for premiUm given with
out required purchase of anything (not even label or boxtop), has 
started one of advertising industry's greatest battles with govern
ment. Ruling will be taken to high courts if Commission doesn't 
rave rse stand. 

- SR-

CBS will invest over SI,QOD,OOO in TV facilities. with building of 
new studios and return to studio production. CBS developed many 
present- day production formulas; is expected to give NBC and DuMont 
fight for audience attention. Net has 3% interest in Madison 
Square Garden Corporation. is expected to strengthen its stock posi
tion substantially al though officially "not interested" in becoming 
large- scale stockholder. 

-SR-

I'Ihile local broadcasting business was up in January. national spot 
placement continued down (see page 64). Radio's "market by market" 
form of advertising is sensitive to business conditions which con
tinued shaky at all levels but retail . 

- SR-

Business conditions are too unsettled. according to most network and 
national spot advertising authorities. for advertisers to be given 
12 months protection on rates. in most cases, as requested by AAAA. 
AAAA request for extension of 2~ cash discount is meeting more ac
ceptance. When conditions are unsteady any incentive for cash pay
ment will cut credit losses. 

-SR-

White Rock air advertising in local markets (indicated in SPONSOR's 
"Soft Drink Leadership") started in February. Concentration at 
present is in Miami (WIOO, WQAM. I'/GBS, I'lKAT. WWPB) and Palm Beach 
(WEAT. WJNO, lURK). Chain breaks. time signals. and jingles are 
being used. Green River is also getting under way reviving interest 
in this nostalgic drink. 

-SR-

Seven independent stations decided in January to prove that radio is 
music's best selling medium. They took a song. "There I Go , " out of 
dead storage. repressed a Vaughn Monroe disk. and each plugged it 5 
to 10 times daily, Sales have passed 125.000 with Victor Recording 
looking to 250,000 goal. Sheet music has been reissued and every
one 's happy including song writers Hy Zaret and Irving Weiser. Idea 
was inspi red by Ted Cott of WNEW, Test stations were i'l'HDH, Boston; 
I'/JJO, Chicago; WNE\\' , New York; WPEN, Philadelphia ; I'ISCR, Scranton; 
WWDC , Washington; WWSW, Pittsburgh. 

SPONSOR 
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The Oklahoma City Consumer Panel 

• • • CAN 
SAVE 
YOU 

MONEY 
,d'eetmd ()~ RfJd of 
O~~~Pand 

NOW READY 

Tahu):Hions of purchases by the 400 families 
of the Oklahoma City Consumer Panel for 
the m onths of October, I'\ovcmhcr and Decem
ber, 1947, al"e now ready. If you wish to sec 
the report for any particular food or drug 
classification, write us today. 

T in: OI\LAIl():'>IA l'UI1LIS III :\(; COM!'''", \ ', 1' 1I~; OAIL \ ' Ol(LAIiOMA'" 

- ()KL"'IIU~I'" CIT\' TLM"~<;-TIIF- FAKMER·STOCKl>I.\:"- K\'OK. 

r.OU)fI,AJ)() S I' RI !,;CS- KI.Z. DE;\' \ 'ER ,\)10; 1) WEEK, I'RORI'" An 'ILI · 

"TED I S MANAGEM.:ST- R.:I'R.:S.::'1".:IJ SATlO",ALLY U\' T ilE 

KATZ AGE.XCV. I :'\'G. 

MARCH 1948 

The Ok lahoma City Consumer Panel 
is a marketing tcst hlboratory sponsored by 
Station WK.Y and the Okla homa Publishing 
Companyat an annu:11 cost in excess of S50,000 
{O provide today's ad\'ertisers with useful, up· 
{O·date, significant market information which 
today's competitive se lling requires. 

From daily purchase records kept by 400 
representative families, purchases in 40 se· 
Icc ted classifications arc coded on individual 
cards at the rate of 30,000 a month. Quarterly 
reports ~1Te :l\'ailable to ad\'ertisers without 
char~e showing brands purchased, number of 
families buying. number of units purchased, 
price paid and the place of purchase. 

SI)ccial analyses correlating purchasc 
records with hiographical information for 
longer or shorter periods arc available at 
f'lctuai mbulatiOIl cost. 

The Oklahoma City Consumer Panel , 
scientifically dcsi~ned and controlled for ut· 
most acc uracy , is conducted and superviscd by 
Aud ience Surveys, Inc. Because it is capablc 
of quick, exact measurement of consumer re· 
action to new products , advcrtising Cf'lm· 
paigns or merchandising plans- or keeping a 
constant check on old ones- the Consumer 
Panel makcs Oklahoma City one of the most 
useful and scns itiye test Illarkets in thc 
country today. Write today to find out how 
it can save m oney for you in 19-18. 

OKLAHOMA CITY 

, 
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NEW AND RENEW 
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MR. SPONSOR: SAMUEL C. GALE 
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ESCAPE THROUGH RADIO 

WHO LISTENS TO fM 7 

BEAUTY INTO THE HOME 

THEY'RE GOING TR A NSCRIPTION 

TV COMMERCIAL fiLM 

CANDY ON THE AIR 

ONCE A YEAR EVERY YEAR 

SPOT TRENDS 

MR. SPONSOR ASKS 

BROADCAST MERCHANDISING 

SIGNED AND UNSIGNED 

.4·NETWORK COMPARAQRAPH 

INDUSTRY CHART: CANDY 
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VIDEO'S fOREIGN fiLM I 
I have JUSt fini~hed ll'adin~ )"Ou r articll.' 

entitled "Morc Film Thnn Live" ill the 
curn.-·n[ IFebrunry) editioll of <' I'O.'SOR. 

In this nrtide you put forth th(: various 
advanttl!:"" and dis.1dvanwges of films on 
television, as weli as n surveyor the cur
tt'tlt uS('S offilllls and film availl1bilit i('S (or 
video's pmspcrtiw spon~rs. 

I think the l1rticle descn'cs l1n all· 
important P.S. l1ddendl-d to it in the next 
issue. No\\'l1{'rc in your revic\\' of film 
properties availabk ror tell-vision screen· I 
ing do you outline the ndvl1nwgcs (both in 
pric(' and qualit y) or outstanding films 
produced abroad In foreign languages. 
You simply pnss these off in the ambigu
ous phrasc (quot(') "First-run foreign 
fi lms, many or them with d ialoglll.' 
ghosted in EnglIsh, will be l1vl1ilabll.''' 
(unquote). 

I reel thnt this is a tot ali} inildequatl.' 
s tatement on the situation thm nctually 
exists. Cainsborough Associates (or I.'X

ample, has a catalogue of some of the 
most outstanding films cver made. fi lms 
..... hich have recei \'ed unh-ersal cri ticl1l 
accl l1im and arc today rllcking up gros$('S 
in neighborhood theatres thill \\'ereprevi
ously urm('ard of (or anything othl.'r than 
tin AnlCT:Cl1n produced film . Each o( 
t hcsc films is nvailabll.' for 11 cOIllIIK'rcil111y 
sponsored television film dK'lltre progrrull. 
Forei p:n'produccd films are thl.' only 
answer to thl.' IlolI)'\\'ood boycott o( tcle
visioll . Man}' o r tlK'SC lllovil.'S cannot be 
n1.1tched by IlolI )'wood. 

I think that all l1dd('d word 0 11 the 
position of the roreign fi lm in these carly 
commercial stages of television dewlop
n"K'nt is essential to rOUlld out your other
wise excellelH art icle. 

NATIIA)I.; M. Rlll)]Cl1 

Olr('clo' oj Ir/nisioll 
CailisOOrollgh Associalrs, N 

"PLUS" ADVERTISING 

I ' 

Here is tlK' nrun!.' 10 supplam "spot" in 
designatUl~ <ldn.'rri~il1J.! pl<lCl'"d on 11 

rcgional bn~i~. It is 11 (our-k'ttl'r I';ord: <l 
word th('[[ is nOI now [J"-C\.\ by any odll.'r 
medium to desiRn<lll'" a Irpeorl1d\·crtiSillg. 

I 

MR. FINNIAN! 
It 's shamrock and -hilld.gh limc-, I,ul 

don'l dr ptnd on In Irl.hman\ luck 10 
gI'l I good radio buy! .\lr. fin niln and 
YOU, 100 ... bt ";;pon'or' "1'"("', in\('~1 
your p<lI or gold in • ,urI' sa l .. _ winntr 
... WWSW, J U<I look hl'rl:: 

I. ilL 0 C 1\ PHO· 
f;H,\ )DIEU \ll'· 
S IC 5110WS lik e 
the Tunllu ~' Dor. 
~er Shu ... Six 10 

2. 

3. 

E i ,. h I Slu'cia l, 
)I,, _il: allt l S,'orh 
!'a rad", Ihlll ni l' 
hi@:h .. ith I'in" 
bllr~h Ii_Ie lie ... 

TOP SrEC I AL 
E"E~TS CO\'· 
EnAGF. 21 
pt:rma"enl ". 
mOle ,,' WSW 
line ~ .. ·rminalin@: 
a l ke,' ri mhn .@:h 
1'0;111· . 

S I'OIlTS CO\ '-
ERAGE .. • man, 
il'.lerrific: FOOl . 
ball .. ilh 'h, 
Slet'll'u, ba_e_ 
b :dl .. · it h 'h , 
l'i(,:lI I'_, hll _kl'l· 
ball. gulr. "·'lI1i., 
"In. eo,,'"raf!;e of 
br h ola. l; e 1111.1 
eoll" ,dale ]:::111":., 

1'\0 l~ptl'eh3Un., no II I1!;tc "'allll ~ ... i,l. 
WWSW. I I 's 16 )'nr- of t~p<'ril' n c r in 
progrlmmin{: for Pill~hu r t:h Ihl l I". 
uPlX'd !I~~ for locil .nt.! n.lion.lo 
'lhc-ni-t-r",.-So don lour .hlmrocl .nd 
hi ll'h rou r -.11" ... :;on 10 a -urI' <. Ir' 
... innl'r . . " ~S" -tI.l: ~lIlion Ihal 
U\GS ~10RE ll!-TE."\ER:- I'ER DOL· 
UK I:,\, I'ITTSBl RelJl 

wwsw 
'Pitt4~~'4 Le4diH9 

1..deftendeHt 
I t is <l word d1ll[ 11"111 shol\" 10 nd"l1lHage 

Ihe m om)" extr(l~ which l1re derh'cd rrom I 
this type of indwiduali:cd l1d\"ertl~ing. 

It isot"K' which hns lX'ell:l b) word or the L _________________ I 

({,If.'lIsf.' lurn /0 ".,~~ 6) 
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One station 

One set of call letters 

Q.ne spot on the dial 

One rate card 

MARCH 19-48 

• • • Whether you seilia farmers or city 

dwellers - you con reach 'em both on 

KCMO. KCMO hos the power - 50,000 

walls· non-directional. KCMO is pro-

gfommed to reach both audiences. 

And KCMO has Ihe coveroge - with 213 

of Ihe richest counties in Mid-America 

inside Ihe KCMQ measured Y2 millivolt 

conlour (moil response from 374 counties 

in six Mid-America sloles, plus 18 

olher siotes. indicates listeners for beyond 

this oreal. Cenler your selling on 

Kansas City's mosl powerful stolion. 

"50,000 WATTS DAYTIME Non·Oiredionol 

••• 10,000 WATTS NIGHT - 810 kc 

KANSAS CITY, MISSOUR I 
Basic ABC Station FOR MID·AMERICA 
No,;"",,1 R.p, ..... '"tiv. . . . John E. P.on"" Co. 

5 
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EXTRA! EXTRA! EXTRA! 

10,000 WATTS! 
\'\IHll is a buy-word with advertisers as well as 

listeners, because certain established \'{I'HI3 

"extras" arc general trade knowledge _ extra 

pulling power, extra selling power, extra expe

rience; ex tra sCf\'icc in build ing finc. sound 

programs; and the extra famou s \,{!HB show

manship and jnil' tit· !'iI 'Ft' . 

Soon, however, \'(r' H13 will o ffer new extra 

facilit ies, lOo-10,000 walts day and 5,000 watts 

night nn 710 k ilocycles, full -t ime o peration! 

Wbl'lI will till Ihis bl,pl'c1I? Th is monch, we 

hope. An now for an ex tra-good buy! 

MUTUAL NETWORK 

10,000 WATTS IN KANS", 
DON DAVI S ..,. 

• 

HfIlO'''' n 
JOHN T. SCH i lliNG 

• 

C ont i" u~d from P'9 t 4 

industry for many years, so therefore 
should experience no difficulty in gaining 
iml1l('diate acceptance among agency, 
representative, and station personnel. 

[t is :J descriptive word.. it has 
imaginative powers far and above the 
preS{'n[ word being used. It has the 
attribute of specifically describing an· 
nouncements and programs in one classi· 
fication. 

Mr. Editor, [ submit as the moSt 
powerful word it is possible to use 

PLUS Advertising. 
For PLUS advertising (spot advertis

ing) does give the 'Idvertiser all of the 
plu$S('S, al1 of the extras, not found in net· 
l/olork advertiSing. Plus values such as 
[ocali~;Hion; individual markets; loca[ 
merchandising; and al1 of the other 
kno~'Tl advantages. 

ROBERT W ASDOS 

"'LOW, Norfolk 

CONTEST INfO fOR MEXICO 

When I left Bozell & Jacobs at the first 
of the year, I also left my file of SPOSSOR, 

thinking tha t they'd surely have the book 
here. To sum it all , here I am in the 
midst of all sorts of radio .. . without my 
SPONSOR. 

We have a client that is going to intro· 
duce a ne\.\' product in about three 
months, and I'd like to do it with the old 
stand.by- a contest. I was wondering if 
rou could send me those back issues of 
SPONSOR that might contain any informa
tion along these lines. 

Radio is without any question the most 
powerful medium here in i\ lexico. Most 
of our clients are on with at least a half· 
hour show each week. Coca-Cola of 
Mexico, like its big brother in the States, 
uSC'S lots of radio. Add to this General 
I\lOtOrs, Phi1co, La Moderna (cigarettes), 
Cuautemoc Brewery (beers), and many 
others, ),ou can sec that it's a wonderful 
place for the man who likes radio. 

KENOAlL BAI(ER 

Publiridad D'ArC)', S. A. 
Alexiro City 

AN "OLD" CONTEST 

On page 52 of you r February issue you 
cominue to list the American Oil Com· 
pany Profr5S1Jr Quiz contest for home 
listeners. This contest was ended some 
time ago and I would greatly appreciate 
it if you will eliminate this entry from 
)"our future contest listings. 

( Pltast lunl to txlgt 1-1) 

SPONSOR 
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weON'S 7-WAY PROMOTION PLAN 

1. OUR OWN NEWSPAPER - THE 
ATLANTA CONSTITUTION - Ediloricif 
Promotion is heavy ood consistent and 
Display Advertising is continuous. 

2. OUR OWN AIR -InTelligent plon
ning and consistent plugging feature pro

motion programs over WeON's own air. 

3. BILLBOARDS _ Nine permanent 

boards located on main arterial highways. 
Boards ore equipped with reAectors 10 do 
a day and night job. 

4. weON NEWS PICTURES - 200 
<.JUraclive display pieces featuring news 

a nd WeON promotion. 100 in Allanta -
100 in trading territory. 

s. weON CONTEST _An outstanding 

audience participation conlest will be 

"nnounced shortly. 

6. SPECIAL EVENTS PROMOTION
WeON personalities, presented on a can· 
lioving basis, befo re social, civic and 
school groups w ith entertainment and 
informational feotu res. 

7 . TRANSIT ADS _ Cor cards ore employed each month; a 

full showing, reaching appro)(imately 300,000 commuters daily. 

The Way To Get Results In Atlanta! 

Every effort is mode by WCON personnel to cooperate fully with 

national and local advertisers-to secure top return on every 

advertising dollar spent on this station. We are the heirs of eighty 

years prestige and goodwill established by The Atlanta Constitu· 

tion. We strive to deserve it - TO carryover this va luable asset to 

odvertisers who use our station. We believe WCON will produce 

best results in Atlanta and Georgia -try us! 

THE 
TLANTA CONSTITUTION 

Zlzj~ STATION 

0, .... ;'19 I»' ... . e. F,on f".m "Uf/Clf REMUS: Hi, 50"9' .<><1 Hi, S. yi'>g'·' I»' Jotl 
, ,,"<><II .. H.", •• """ th fj,n opPu'fd in TH E ATLANTA CO"lSTITUT!O N in 181'J. 
Cop"09~' 1908, lnl . by En .... lO Ro$.l H ..... i'. 8, o"million of O. AooI010n-C.n''''' 
, ...... "". pu~I" ... , . 

5000 W ATTS 550 KC 
Affiliated 

A mericall Broadcastillg Company 

National Representatives HEADLEY· REED COMPANY 
MARCH 1948 7 
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Hub 
6~ows , , 
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( 
YI."S , the Hub dol's grow bigger! Tuls;a, the hub of a grc:u 

Soufhwcsu.'rn lItta b l;o.nkcloo o"ly by KVOO, is gtO""ng 

bigGer anJ, acoord,ng fa recognIzed authorities, is one of 

iU~ 1 Niu r cicies in Ihe Unl led SI~les which is bclic,,:d most 

I,kcl t, to retain iu waClimc growth! In order ,hal YOU may 

know how Tuha is growing we submit Ihe following figures; 

POPULATION 

IIUIlDl r.:G 

Tulsa (wilhin (ilY limits) 193.284 

Tulsa (metropolitan arca) 256,4 30 

Tulsa (CoUnty) 262,867 

(Figures by Tuha Chamber of 

Commerce Slalislical Depanmenf 

from utilit)' installations) 

1,017 new rental units authorize<! 

or under construction in Tl,llsa. 

January I, 1948 

2,40 1 new one family homes au th. 

o rized or under (onnruclion, Jan

uary I, 1948 

Nt;\'(I I~DUSTRIAL 22 new manufllcliHing planu 

g~~~NEJS I~~jAB LlSIIED 8 new wholesalers and diwribu· 

ton 

40 new warehouses 

20 new manufacturers represt'1lta· 

, h 'es 

The$(' afe but a few of many imprtssin! figurts which !how 

"hI' YOUR ad\ettisinJt dolla rs will do yeoman sen ice 

in the Tu l$.l market area d uring 1948. And, rt· 

member, on KVOO they do DOUB LE dUI}', for 

KVOO, Oklahoma's GrUleSt Station brings 

rou the number one radio li slener position 

in Tulsa and in 111/ of the grUt Tulsa 

trade te rritory, pltls e;llra bonu s countiu 

in Kansas, Missouri and Arkansas! 

Petry 6- Co., National Representatives 

SPONSOR 

• 

• 
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new and renew 

:-:----'s~P~O~N_S~O=R_,_____:-_,_--'-PR~O=D~U~C~T--~A~G~E=N~C~Y'_:_:____:__::_~S~T A---,TI~ONS CAMPAIGN, start , dur.\;on 

' : .. I I1.",.·.I~, I "",II .... ·I',·.·, I :" I.u . ' .. ··' :ten.'· 1.0' '''''-'' &. Mltd",U .~"· 7 .~ ' \·",h . " .1 .• ,"" ., 1"' h_M~ t : ~ " k . 

1,,,11 1'< Ku~k~l . I"" 

Iii,,·, II", ,Ii,,!! ( : .. ( l :hl.) 
"':"io,·,· I' ,:o£,.,. ( :url' 

L,,,,,h,,., t'ha'"''''·'' ' Co 
1.,"', .• II ... , 1:" 

M.·"",·"I: .. 
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""ro"''''''''''1;'- (;" 

I'",,·, .. , & (:"",h l,' c" 
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SPO NSO R 

AI"'x ~:""' lfl r Mflt C .. 
(I'o lo.l_ A_ .\ l a.k irun.) 

U .. ,,,n)· l\' ... r~"·0.1 ~ li ll. 

F",d .\I ... , .. r ell " " d 
I' , I. " r marol 1:0 

(Sank" Coif.·.·) 

S h a fllp," ' 
( ;<1111" ."h",· ""II.h 1."'''''''lIh",,,, { :~~ , iI" 

,,1:,,' & " h'T<'" 
X_II,,,,,, (d" Illla', ," )") K." lti<'l,I ·J"hn., .. ".· 

n"" ""Il'" 
C"h 

11:0")" J . 1.a.",,,. 
-""',,,,,,)". U, a l<"t< 

110'"",,, 1 
I.iSl~r 'n'· ,\"U"' ptlr lamh~ .. & h·a .• I.·)" 
IIn" L" . ... ,1<.,,,' 

M,·,,'s ",11."10-,, 

"",·,·,·u (<",,,,11 ... ) ...,,, .... 
"<l·.d,·"" I,,!! 

"' •. ,,, .. ,, 
:."","", (. ":"n l ~''') 
11,· ... ·ra ll ... 

II""",· J " n n 

t..&K,,,·I,.. 1'< .:111. 
1:"",1," -" II,.", 

",,, ,",r.,,, "",U,,' 
e"",p'"'' 
""11)'"'' & 1i,·I.'"",', 

AG£NCY StAIIONS 

SI II"'","' n _" .. I"s,,,'," \\"1I"'I , l:hi . 
J . \\'~,,~, Th""",""" WeIlS_T \ · ....... \ '. 

( ~'",ol) 
1"' '''''' 11 .'" Mllr h ,·tI 

( 1 ... rI1l3«1 ) 

Y,""'1l &. Ruhk"'" \\ ,\1111 . S , L 

111111: .. " (" " 'L 'Ire"-Inlt C.. S" ' '''rha ll,·'' 
1 . 'I1~"" 1'< .\ 1) r u T"h;o .... " f: .. N,·wo·I' _~: ",.,,,·, I 

11I'TZ. l'hlill . 
\\':-:11"1" .:-:. \". 

I_ u~<'h', L,o.l (fur~J 

J{( :A_ \"kl'" II~n "' ... 
\\' 1111"", 11'''''''11 
!);r"~1 

K<,)·""lds & ( ;,,(I"'<'Mno~,,' S ) .t~,, "<, 11 <'I. 1'. ...... 1< 
Sd,,·n'.·)" !)'s ,III,',~ C .... " III"" 

(C, .. ~ ,~ Ulan.'" "'nc.) 

\\ I'"I" Z, I'hil". 
WKGB, ScI",,,u. 
WMAIt.ll:t I ' ", 
1\ ."" II\\' . lI"aoh. 

WAlIIl . "'. \ . 
" S II-T'·. St . I . .. ,,; , 

II"""Z. "hi1:o . 
WAH". N. Y . 
WTTI; , W" . .. . 
\\nL_T\".l'hil~ . 

\\"III ,\ K . II"" .. . 
\\ II"J :rl', 1>1·,,,.i, 
" S n _T\'. S .. , .. 

\\"""". Chi. 
"TI..-\. I . . A. 

I'r"" . no'.ra t'.O<IU,·b Cu 
W~M<"n :;, ... 1"11 F""d St,..· 

(h" .. I,; ) 

" "',." . null!lr .\I ~C:r<'<"Y \\"11"11 . Chi. 
\\ I'TZ. I'hi'a . 

" 
H·IU 

3110 

..... " 

.11" 

I.i ,',. 01""''''''''' '.'. ".1. . I''''~. h"·,,h; 1>1:1. ~ ("", , ~ In )<i., 

n . ...... , .-.: .• ,·" ..... ""lIy), 1., "h 
s ,",'s. h"·,, k.; Jun I , 1,\ "h ( if 1'" • .1 .. ,", '-" I'Y ~.·t·'· I'I· 

"hi .. ) 

S,.,, 's. hu·"". , \\ """1>" I.l ,,·h 
t: .•. Sl'u " . ,,,,',,k., •.•. " H.~I "r I ~; 1.I·Sl "k. (,"" ... In" 

"".1 ","",- ,.·" '· ... ah) 
t: ... "~'h. "n·"!.,, ,\br"' 1'" IA "I;, 
.:.1. W"'S. hn·,,"., .-" 10 _.\1:<" 1.1-1" ",,- (1;,,,,,,,01;,,,: 

'·""'1""!!." \" ,\11 ,. ".,.,) 
l'i ,""S, h f<·" I< ~; .\11" I ; .~ ! .. 1< .• (C h, .\ues O~" ., al;',,, •. 

" "')' ~'I"on,1 1."0") 

I ~· mi" "~' ''.io·al 1:1''''1<'' M·It""·,,I. : Fo' ''' 1!'t· \I", I , 
1.1 "1< • 

• :. 1. " I ... I S. h"." ~ ,, f.-l, ' L. ,\I", I; ". "h 
I.h,·. ".1. ' I''''~. hn· ~I<. ; ~b, ~ . , ~, ,u ,, ~ .• (an",,:o1 

. ,"; nil ~n .,' 1",I~n ""." It 0'''' 1 o>f ,\I ;,..,I., i,'pl) 
f..1. .• , ' '', •. h .. ·" ,,", f""I~~H, I.! ,, 1.0 ( n m)" ~' I'a",') 

1.~_.~'1 ' _111111 .·. ,.'s, .\b,·A,,, , 1.1 "1<. 

~. T lml' ~'Il n" '~. " I"".' h ·h· ."" " It .. " I ("""'" "" "I". 
"""I",," "'a)" "'1'''''0.1) 

PROGRAM, limit, st.,I, du,alion 

S,,,,,,, ,\I , .. I ~, 1.1 ,i" ..... ( n ) 

\\"~'I h"r ",,,II .• ; F"h 13, U .. ~ . (r l 
II"~,I.I )' '' II'K' R"" 11"",";011 ( ;~ "".~, A llf 11, M''''''' '' (n) 

n,,,, Sl''' '~ ' .\1,,, 1; 17 .. h ( , ) 

. .;, .... , ~ &f3"h,~.I< , Til ~; 1 5_~:.IIl I .. n , Ja" I .~, 1.1 .. I. . (n) 
..... \ '. (;;""I~ 1I~ "'' h:01l 1;lln,.. ., "c""'" ( 11 ) 

II,"" ,,·,,)· OIl t ' :"",· ( \,""i, ' ); ~ ' "'' 7.i,.I" I' "' ' Ja n ''<, 1.1 .. I.. ( ,, ) 
Ju" i, ... J " ",I~"I'I'; \lThF-" .I:.III_ ~ ""'. S" " H, .\II·~ I" ' " Fr-I . H , 

I j wI.. ( n) 

t ·iln. " ''0 ' ", t '"h 10, U wh ( II ) 
~'II ," 'I' .. I ~: ~ I " . ~: ~ l .. I. ~ ( n ) 

T,,day's W",lo.l 1'1 ... " .. • ("I' '''')' ~ I ,,, , , ,4 3_~ ,,,,, , .... 1> l, 1.1 "I.~ ( ,, ) 

HI ... ~ I"".; F"h 1'" IJ "h (n l 

, 



SPONSOR AGENCY NET Sf A lieNS PROGRAM . tim " . 'I'lt. dUI.llon 

\'h ... ~ \I1111"jl e" , ... 1 ... II"",. 1 ~ I"n, II",), \1"1 \\"11' .1·ln·.1 4~ 1'''' .... , ~'. " I~ ; <1 .. k, 
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It ... II " ....... , ... ,,' 7:.!,ft.7 I ~ .. m, J"" -': '1 .. ". 
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11.'hlo .. c.."" • I',' I) J""'''',\.ln .. n'~''''Ia''';'l .. k. 
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I·h .•• """" ' n<' 
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,:, """d'" """n~h 
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III .... 

1111 

II' .... 
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" I .... 
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" 
'" 
"" 
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' . ~I ,,,,1. .... ~, In .In .... ,I.m ; Jan .\1 : !i1 .. I.;. 

I." ,· ". I'al .... , "'" ',.'",10 1''''' f .. h 7: \l .. k~ 
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11,,"1 ............... !. I II II",' ~ I <.": .1/\ rom; 11:0. I, <l .. " .. 

SPONSOR AGEMCY NET Sf A liONS PROGRAM, tim., 11'1t, d"tttion 
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In radio liS in e \'erything cl se, skill, s howlllan· 

"hipaud know· bow mlls t he coupled with powe r. 

Take the mas!lh 'c block of 39 Iowa couuties ut 

the right-nea rly 40% of all counties ill thc 

S tllte . It is "sen 'ed " by dozens of s tat ions. 

Yet the 19·t7 10\,'1.1 U:ldio Audience S urvey 

s hows tbut iu those 39 counties, from 5:00 a .m. 

through 6:00 I),m., W HO's at'eragc perC('ntagc oj 

fi.~Il'"i"g is actllally 62.2! 

Thcre is only o u e :Hls we r to s uch lis te ner· 

prefe rcnce. T h:11 answer is Top-Notch Program

mitlg--OlltstlllIfJi"S P"blic Sen ice. Write for Suney 

lIud sec for yourself. 

MARCH 1948 

+for Iowa PLUS + 
DES )IOINES ... 50,000 ' WATTS 

Col. H. J . l'nhncr. Prc!SiJcnt 

I'. A. l.oyet , Hc!SiJ cnt .'tlanalj:cr 

FREE &0 "F.TEH S. INC .. Nntional Rcprcscnlnli' "ea 

" 



CITY: ATlANTA, GA 

W'(;KDAY MORNING 

.MON. nau FRI. 

8.00 A.M.- I"l,oo NOON 

w,,"KDAY AFURNOON 

'\\ON. HlRU FRI. 

1100 NOON-6,QO P ........ 

IOV(NING 

SUN. THRU SAT. 

6,00 p.M.-l0:30p~. 

SUNDAY AFl''iRNOON 

11:00 NOON- 6:00 P.M. 

SATURDAY OAYTIJto\E 

8,00 A../II.- f) :Oo P.M. 

TOTAL" RATED 

TI ..... !; PliRIODS 

MONTH 

HOOPER STATION LISTENING INDEX 
Zone 

Toul Coincidental Calls-This Period_ 16,251 _____ _ 

sns. 0 E C F 8 A 
IN.USE IN. ,wo,l IN.'w".k l , , 

19.9 18.3 6.7 6.9 19.0 2.4 17.1 27.9 

24.0 16.3 7.2 2.0 10.3 2.5";' 20.4 39.9 

35.2 11.7 5.4 2.5 11.2 23.1 43.8 

25.7 18.5 12.9 7.8 13.8 2.7,' 11.3 32.0 

18.6 22.4 9.2 6.1 13.3 20.4 22.4 

NOT RE PORTE 0 IN AllAN TA 

The Hooper "STATION LIS TENING INDEX" is computed from the tot:11 s t3tion mentions 
eC::nei~cnl..:!.1 questions "To what program U'CTC you listc-ning, plea,c?" ::;nd "Ol·e,. ,chat station 
cClI!in:;?" :1sked c f persons fcund to be listening to the r:ldio. Excluded from this base (" Tobl 
those who U:l "Not c.t home," those who arc I'Not listtming" and those who, althougb they =y 
listcning to the r r.dio are un:!~ lc to Identify the s tatiOD to which they are listening. Base for 
compul..:1tion is "Total Homes Called. " 

'Every r:tted hour b'iven cqu:l.1 weiC;:ll. For this re::$On this Total Index is not an arithmetic: aver3fire of the 

.;. Acijv.!ed 10 <o",pen>o!e 1o, the loci .hol SIOI;On f "!lin. 011 01 Iocol .vnsel . 

The Code of Prllctice Itovernin;::- thClll :;C of "CONTIXUI,\'G Mf.'LtSURE.'ME,\,T OF RADIO LISTENll-'G'· applies to thi s ",.~I' 

'/ 



January Hooper share of audience 

ratings show WAGA leading two 

Atlanta network stations, morning, 

afternoon and night •• • first in the , 
field on Saturday - and leading three 

network stations on Sunday afternoon! 

Call Avery-Knodel for the comple te 

story on Atlanta's best b uy! 

¢lan/a s 

5000 WATTS' 590 KILOC YCLES 



I 

I DONT KNOWWHICH 

ZIVSHOW 
TOSPOOSOR! 

"'\/y AdL'icc Is To Send For The 
Z/V SIIOIf' FILE" 

This new, time·saving. money
s3\'ing file briefs the big-name. 
big.lime ZI V transc ribed pro
g rams that a re being used so 
successful ly by local advertis
ers. Send for th is file . Study it. 
See how it enab les you to select 
n ncll<o'ork·typc ZIV show that 
\\ ill compete with mu lti-thou
~an d·do ll a r prog rams ... at 
rou r pro- ra ta sing le-cit), cost . 
Consider ZIV shows like these: 
D,\lUl'l' WOOl) SIIOW: 
A :<moolh·a<-silk, quant'f·hour mus;
ra t. ~tarrillF: narry Wood, ... i,h ~onl:' 
' Ire<'~ \lu/:3 . .. 1 U'hitin/:. lhc ~Idody 
'!lids. and the I'moolh S lrin~ of 
lIank Syh .. rn and his o rcht~t ra. 

1I0STO~ HLA('.Klt:: 
Ont of ud1o'~ IIC"'I half-hour myt_ 
let)" showc.. Top ralin/: , c,-en __ hc',,; 
loui ~\ iII .. , 21.7 • _ YOl,lnt<lown, 
21.3 ... Cinrinn3ti, 16.9 ... Min· 
nf"apoHc, 16.5. 

III 

>10tt'WOOO 

I want to lake Ihis opportunilY of add· 
ing Ihal I look forw:mJ l'ach ll10lHh 10 
recciving my ropy of S I'O~SOR You are 
dOin~ an excellent .tub. 

R OBERT C. SWA~ 

DIT('cffJf of radIO & Itll'1.IS I0!l 

j OseP11 Kafz Co., Ballimort 
• I ~,rr .... ·.t",. " I Ih t~ n .. tnt ~ <r I"·oJ .. w, I •• ~ .. . 
maJ.: .... he ~·~ l".".r)· oJ"aoJUnr 

9,000,000 FEET WRONG 

OUf library consists of approxImately 
10 million fect of fitm- nol I million as 
you indici'lte. 

FRlIDeRIC W. ZIV 
I'r('sidenf 
Fr('d('fic 11'. ZlV Co., 011(1. 

TELEVISION IMMEDIACY? 

In M OT(' Film Thon Un' in the Febru· 
af}, Sro:-;SOR, the stat("lnenl is made thai 
"television, 10 a great ~ion of the \' iew. 
jn~ public a nd of those who WI ll ('ventu· 
all)' become TV <,('1 OW·llCl"" . i~ 'moving 
pktuft.~ in the homc \\ it hoot film or home 
projectono. · .. 

Then the ank'le gOl~ on from thi~ 

premise to lalk about the usc of film in 
television. 

What I ',vallt 10 object to j~ tlK' acCt'Pt· 
ance of that statcrn('Ilt. I f there is any· 
thing Ihat TV has over mOlion pictures, 
it is the factor of immediacy. If there is 
an ything that makes te lev i ~ ion morc of a 
mUst 10 the buying publiC- as against 
owning a mo\' i(' projoctor- it is its ability 
to bring into tht' hOll1c c\'t'nts that are 
taking: place--simult aneously. I .,a}" Ihis 
advisedly. Certainl}' JX'OP le in the indus. 
try itsclf are appro..1ching t he \.\"oolc sub
jcct frorn that point of vic\l,' (although I 
SUspecl thcrc af(' a fcw who do nol do so), 

I f that public opinion research poll i<; 
COfrect , why .. hould il be nccessary for 
pL"Ople to bU} tl'lc\·i .. ion -.ets? \\'uuld it 
not bc eaSil'( and f'('rhaps less expensive 
for thelll to buy movic projectors? From 
Ill )" own point of view, It would be a ~ad 
day for tcle\'ision wefC Ihl' whole conccpt 
changed to OUt' of video !x'ing jU$I " n"lO\" 

illg picturC<i in the hOlllc IlithCJ.H fi lm or 
hOl1lc proj~X"to""" 

That '~ all I hi'll'c on Ill)" ChNt The 
res l of the article.' is finc. 

EAII.L B . AIlII.A.\I !:o 

Editor 
Tdl.'t"!sior\ DiResl, Wash., D. C. I 

... liSlening \0 W)tT, thaI is. 
Amber is a small 10 " ' 1\ in neighbor· 
ing J ones County. Our homc county 
has to go some 10 keep up with the 
Jont~e$- fo r el'en our eomptlilor$o 
admit that 100% of the radio fami. 
lies in Jonc! County lislen 10 W)IT. 
("Wc're lislened'\(rmost by 7870!) 

Among the 101 counti~ in W)!T's 
8:\18 map there arc man)' counl ics 
like JonC"$ - ..... hcre the fine« t fre· 
qucncy in 10"'a ladio (W:'otT's 600 kc) 
u n ics fu lly balanced program fart 
to tunl and urban markl'l.!. 

Culth-ale polent W:\ITIand. All: 
Ihe Kal~ man for dClail5. 

° Nome 011 fequul. 

, ~ 

t~~~~~~~ ........ ~"'" .-~-.. ~ . ,-

WAllT 
CEDAR RAPIDS 

sooo WOfl' 600 K. C. 00.,. ond "" 11M 

."SIC (OlUM .. " N ITWO Ili K 
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BY EDGAR KOBAK 
Prnidellf, ,\II(ltI,,1 Bm"t!(llSIilll: System 

AmcmJ.1U art' $/'mimental "hour children and church bclh anJ 
baseball. About many ()(hCf rhin!; l 100. Perhnps thai's why you 
(illd sore hcarlS under hard CXIl'TJOfs ... pcrhaps thar's wh)' Ihey 
Ellad!y diK down into pockl.'f and pur$(' to help prople in 0<'<..J. 

Americans all.' fl"sponsin' and !orJI-m ideals and (sieMS and to 
radio programs which thcy have (oml' 10 consider as friends. 

\'(/e, 31 MUlual, arc fOCl"Vcr ~in,l; astonish;:.,!; c](prt'uions of 
,his scolimenr and IO)'alC)' .lnd helpfulness from our l,stertcrs. 
ut mc give you a (C'III' fl'(COI cum pies, all of " 'hieh happenro 
on ,'[utua l programl: 

GIFTS KEEP A FAMILY TOG ETHER 
In A. L. Alexander's "MeJIallon llo.orJ·· broadc~sl of Ik<:ember 
21, 19-11. a n:an who had .\CfVed J prison lerm lold of his un
equal slruggl ~ 10 find employmt'nt aJ.:a,"~ a solid wall of preju. 
dice and to keep together his family 01 wife and Ihrre children, 
No sooner was Ihe broadcast over bUI our s"' ilchboard was 
IJmmed wilh calls offering help; Ihe nexl Jay brought a ddu~~ 
of mail. In :I. few Jars, lisleners ha.l sent in .1 I()(al of five mal l· 
truck loads of leltCfs with mOlley :lnd pacb8l'S wilh ('Verl·thing 
from cloth;ns aM IOYS 10 foo..lstuifs an(1 biq·c1cs. All told there 
"'t're 5,627 parcds and SI~,212.00 in (",Ish Of checks. Plus 63 
offeu of jobs. 

A TRUE MIRACLE OF TilE BELL 
There's a liu le church in Gr.md junCiion, Colorado, whose fame 
has spread [hroushou[ [he country. It haJ btx-n buil[ by funJs 
laboriously niscd by subscript ions from [he congregation, but 
[here \vas no church bcll-h«auloC Ihe money jusl didn'l reach 
[hat far. 

A church member 'HOIl' to " Heart's Dcsire ..... lhe story was 
hrst lold on Ihe broadc:u[ of August -1. 19'P and the suggeuion 
made [hal lisleners mighl wish 10 "send in I'our pcnny." In a 
very short time, 221,581 pennies "'cre reccivN - and ('\'er)' COUnty 
in e"ery sta[e of [he Union W.lS represefllN. The church I'IOW 

has a bell wilh a suilablc inscription and on Sunda}'S ilS rings OUI 
its tributc 10 (hous;lnds of responsive people WM ha"e nc\'Cf 
('Vm S«'n Grand JU["K1ion. 

GIRL FI N DS OOCfO R W I·IO SAVED HER LIF E 
During the bombing of "bnila. a young Filipino Sirl regained 
conKiousncss to lind herself I}'ing in Ihe 5[rt'CI-SO badly burned 
she didn' t think she wou lJ \ive. An American donor Clme by, 
bound her wounds, saw [hal she "as [akell [0 a hmpila! and 
cared for. 

O n Occt'ffibcr 26. 19-H this samc girl, visidng in Hollywood, 
was selccu:d "Quecn For A D;I~·'· on the progr.lm of the Silme 
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noame. lIer .... ish ,..;as to 10(;llc [he doctor .... he h~J s;l\'eJ her I,fe 
aoJ [ 0 el(press her (hanks. All she kne ... · .... 'as [hll his fUme ... 'as 
Dr. RI.'[alleck and Ihat he misht be '\ome ... here in (he Uni[c.! 
SUIes." Almos( be('lTe [he pfO/(Tllm wa~ o\'cr, .wvCTal telegums 
came from lislenl.'r5 si"in;; [he doctor's J,ldrcss-in Iron River, 
:'Ikh. "Queen For A Oay",of course, ~rr~nsed J rcu rlion. 

TH E U.S. IS CRAZY ABOUT TH E SERIl~S 
'l1,e Dnd~en and YankC('S don'[ h.lvc 10 Ionic to New York alone for 
thcir f.lns-they find (hem c,'el}''''here in Aml'rin. And thai is ~ 
5Uan"C thins for il uanscends ;all l imilations of home'lOwn 
!OjlJry. We hJ.ve proof oIlhis. 

The \'(Iorld Sencs of 191~.l"ou· 1l rcmember, "".IS J dose b.mle 
be[wc<'n Do.\sers and Y;lnkecS. Li51encrs Ihroughout the l '. ~, 
8'1"e this Series the hight'st avcugc ralinS a Series has C\'l.'t h~J 
-36,"-aOO I[ ga,·1.' 10 the Sund,,}. OwJbcr 5th game, [he high· 
c-<; t rating ever hil by ;I da},[une commcrci.l! show- ~-.6 
(Crosslt·},). Over 72('"! of all U, S, radio homcs heard a[ Ie.l)[ 
one ga.me and bellet [h.!.n a third of [he§{' homes were glued m 
[hdr radios all seven gJmes. 

I could go on and on. BUI [hl.'!iC el(amples are enough 10 prO\e 
AOIl.'riCJns ~rc §{'flIimenIJI ... th.l1 when Ihl.'Y arc mo ... -d by sen· 
timent Ihe}' arc .1150 moved [0 action. As I have 5-3id, this is a 
good thing for (he sponsor, for oncc a spon~)f has found Ihl.' 
right approach and puu thaI ~pproac:h into a program on :'Iu[ual. 
he ('lin tl(pte! Ihings 10 happen-as man)' MUlual sponsors know. 

("Media[ion Board" is one of our ne,",cr Co-ops; hJ.1f of 
·'Hcart·s Ot-sirt" is sponsored b)' Philip Morris, the ()(her half, 
.1 fi([ccn'minu[e strip, is sliIl a';lilahle. Sponsorship of ··Quccn 
For A ol}'" is shared br ~Iilcs lahora[oric§, Philip ~Iorris, 
Armour &. Co. and InteTOalional "Iilling. Thc W'orld Series, of 
cour!i(". iHpnnsorN byGillem'" hoseCOfUraC[ runs through 195!,) 

If ~'Ou arc in[l'reSted in re3ching.l I(}~' al and rcsponsivt audicn,e 
(.la}IIOlI.' (ovcuge: 29,000.000 radio homes) "'hy OOt (".I II 1,1$' 

.;;>.y.Y·';~.';.'>·;;> ~~.y y y ;;- _'> "i> ;"' 
\~ ., 
• '(, 
• • • • ". • 

MUTUAL 
BROADCASTING SYSTEM 

, 
"'<~ World::; Llrgcst Network 
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• NOT TOO LONG AGO 
many a placid Massachusetts 
bovine w as shoe down in the 
prime of her cow hood by 
rookie Rhode Island militia· 
men shooting on the R. I. 
range. But times have changed 
and the rifle· range relocated to 
shoot up and down the state 
instead of across. W' FCI's 5000 
watts, however, respect no 
boundaries. They shoot far into 
sco res of thriving Massachu· 
setts communities ... a gen
erous bonus that doesn't appear 
in Rhode Island statist ics. 

The " American" voice is 
strong in this area ..• 
and WFCI's rates make it 
Rhode Island's -best buy. 

,. 

• 

sooo WAtTS 
DA Y & NIG Ht 

WALLACE A. WA lKER, Gtn. Mg', 

PRO .... IDENCI , Th Shefot",,·Bi1tmo.e 

PAW TUCKU, ~~O Mo'" St. 

• 

THE KATZ AGENCY 

New developments on SPONSOR stories 

p.s. (Su "Eno News Repo,ter," SPONSOR, M.rch 19"1, p. gt: 
11.) Why did St..nd.,d Oil Company of Nltw Jitney d,op 
thlt spot "Eno WuthlE, Rlport,,"? Do th lty pl.n to ruuml 
it? Will thlEY ,durn to tllnilion nltw,cutin,? 

Whcn Esso found they could sponsor all the University of Arkansas' foot
ball gan1l's l!lst season, thl"Y droppl'd their IJ weather rcpor.s but retained 
their major radio campaign, Esso News Reportrr. on H OUtlets, Esso's 
reasoning was simple: dC'Spite ready-made audiences, impact of the twice
d!lily I-minute weathl"r spots was very small compared to the effect of 
sponsoring II (including the Dixie Bowl) games of the popular Arkansas 
Ra:orbacks, Results, according to Esso, more than justified the move. 
Games werc carried on a special 8-station hook_up and merchandised to 
the hilt , with enthusiastic cooperation of area dealers. The wcathl"r 
stations \I'erc dropped bC"cause thc radio budget wouldn't COVeT both, 
How(vcr, thn-e Weather Reporter stmions, WM FD, Wilmington, N. e, 
WEll, New Haven. and WNEB, Worcester, Mass" have been s\l'itched 
to the Esso Neu.·s Rrpcrter (\I'icc daily. Who gc"[S the "Porke, " radio 
, ights in 19-18 is st ill an open question . Esso would like to sponsor them 
ilgain. Thc University may give a local advcrtiser the nod. 

Like other sponsors who have experimented with telcvision and 
dropped OUt tcmporarily to digcst their experience, E~-o is awaiting that 
"riJX"" time to retum, It isn't s.1ying when. 

p.s. (Su "B,It.d .nd (.11. Sto,y," SPONSOR , Ap,iI 1947, 
p"125.) Wh.t "I thl ludin, b.!kl,ill doin, in radio? 
Ha. ContinltnLl! ,ltducld ih .i, .dyltrtj,in,? Wh.t i1 Ihl 
.Lllu, 0' "GI.nd SI.m"? 

Ward's, Purity Bakeries (Taystec), and Gencral Baking, three of the more 
important factors in the bread and cake business, have cu t back their in
vestments in broadcast advertising but Continental \Ifill con tinue to 
sponsor Gr(Jlld Slam and to supplement its network operations with heavy 
announcement schedules for Wonder Bread ( 115 stations) and Hostess 
Cake (66 stations), 

So much mail comes in for Grand S/,JIII Ihat Ihe program accepts mail 
for onl)' two ..... eeks out of each 13. The last t ..... o ..... eeks during ..... hich m<lil 
was requested the program's m-:. Irene Beasle}" re{"eiwd 287.900 klters. 

Lee Mack Marsha!!, Ccni inenial advertising manger, says, "1 
..... ou ldn ·t sa)' that Gralld Slam is thc most successful show we'\'e ever had, 
but it's gathering: a good rating. listener reaction is excellent. :md our O\l'n 
org<ln i:ation and our dealers like it. " 

Con tinental. despite shortage of (ereals and grains in 19~8. experts to 
do an increased business, It has to do this since the profit margin ill the 
field is growing shorter <lnd shorter as costs climb higher. 

p.s. 
(Su "Tho,1t Rod .nd Gun Mill ion-," SPONSOR, Junlt 
1947, P'gl 15 .) Why .,It tht,t mOflt ,od .nd gun p'ogr.m, 
on thl air now th.n lut yu,? 11 "fj,hing and Huntin, Club 
of thlt Ai," (MBS) Itill thl only nltlwo,k ,how 0' thlt kind? 
What about lIanlc,ibltd nnionl? 

It·s l"st imated by spons writers th<lt -1,000.000 (that's consen'atl w) more 
fishing and hUnting fans acquired ricen~s during 1947 than the 19.ffi 
24,000,000. Thousands of these an' l'~-G l s who learned 10 fire a J:U1l and 
live outdoors in the Ann}'. Shortcned \\"Ork wccks. good W!lges. and such 
fascinat ing post-II'ar ('quirlllcnt as new high-pO\wrru gun~ arc among 
reasons for the illcreasc cited by Altx-n ,\1. Oa),. U. S. Fish and Wildlife 
St:'rviC(' he:ld. He also credits abund!lllt air wlwl facilitic>s. While no 
fil!urcs are available as to ho ..... many sportsmen wcre inspired 10 visit 

( {'/(';lst lunr to page IS) 
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NOW HO W ..• 

23 years with major networks and individual statiolls. 

includ~lIg fOllr years network production ... , . 

that's our Co.mmercial Manager. 

10 years as producer, copy chief, anllouncer ... 

he's Program Director. 

L6 yea rs III news work- on radio and dail y 

I)apers our News Editor. 

9 years of radio a nd television ... a winner in 

national script contests ... Our Copy Chief. 

)' e.~. friend, this is " Know How" to help sell your 

product ;11 Ille nil'rich , agriculture-rich Ark-La-Tex 

market. 50,OOU.watt Krr'KH is heard by most. 

pre/erred by most, ami we'll prove it! 

There are seven other radio stations in the Ark-La

Tex. All of them combined will not cover the rich 

pnmory (50%) area of 50,OOD-wott KWKH. 
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I'·S. (Ctmlilllltd }rolll J>lll:t 16) 

favorite ~;Jme hnums because of the speed and ease of reaching them by 
air, if'S interesting to nOll' that E.,sU:'m ,\jrlinC'S is expanding its R ying 
r.'ishermnn Club nnd maugur.lting a Aying Hunter Club. 

J\-I05I real outdoor (ans .1r(' fanatics. The discussions and ans ... ,ers to 
qucstions of thc panel of experts on Fishing alEd HI01 till8 Qllb oj the Air 
(MBS, Mooday 10:00 p.m.) mean so much more to the fo!lo\\'crs of rod 
and !-:un than thc mere taking of sarne. The Clllb, still the only network 
show devised especially for these fans, continues to draw 15- 20,000 
"'ners w("("kly with comments, tips, questions. 

Thiny.fh'c additional local sponsors have joined the )0 who wert 
bankrolling the sho ..... on a cooper,ltive basis last June, in areas other than 
that of The "!ail Pouch Tobacco Comp.1ny, show's major sponsor. Mail 
Pouch n'ports the Club still doing a bang_up selling job on the 43 ~tations 
in its distribution area. Eighty-tWO Slations still carry the show sustain. 
ing (it's oc-cn on Mutual since January 1947). In \·iew of the fact that the 
show's I-ioopcrating average is only a little over 2, this is a tribute to the 
intense loyalty of fishing and hunting dialers. 

Accuracy is just as important as interest in a progr,lm devoted to 
matters ncar the hearts of fans. And there's evidence they' ll listen to 
genuine experts just as avidly on wax as live. Outdoor Life TilM, a 
transcribed sh(Jw produced in conjunction with Olddoor Life Maga:ine, 
has gathered audiences for advertisers on stalions throughou t the country. 
Sunbury Tire and Supply Co., Sunbury, Pa., ran a fishing contest in ron
nection with it O\"CT WKOK which brought the firm 2,000 prospects .... ,ho 
had never been in the store before they came to register for the contest. 
[t resulted in substantial increases not only in sales of sports goods, but 
of tires, household appliances, etc., as .... '('11. 

Intensity of listening pays off. 

Find the man who's in the chips. He beat his com

petitors to a quick-profit spot on Rochester's new 

live -wire, up-and-at.'em station-W VET 
ROCHESTER, NEW YORK 

BASIC MUTUAL STATION 
5000 WATTS 1280 KC 

NATfONALL Y REPRESENTED BY WEED AND COMPANY 
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':41ways giving something extra!" 

• Just ask your 
Roym er representative 



TOP 
AVERAGE 
INCOME 

.\11) .lthl'rli~t·r 1001 .. -

ing fur IH'W IHa.-l"'el:oo 

I;:now~ lop family 

in (!flIlH~ 1:-0 a ftr~1 I't' -

(1IIirt' lIlt' nt. t\nd tilt' 

l ,OnO.Ouo rllral ;ul(l 

"rh;'111 ... ·~itkn t !:O ill 

WJJlL':-: CO\'c ,' ag" 
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est nn:ragc fantiiy 
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\\'JIIL help do your 

-"('lIing joh. 

ONLY ABC OUTLET 

COVERING THE NORTH· 

EAST TENNESSEE MARKET 

A 
B 
r 

91 0 KC 1 JOHNSON CITY, TENNESSEE 
N.t. REp. John E. Pur,on Co ." 

5,000 W 

'0 

}fro SpoDsor: 

SUllillel c. f;nle 

Vp in (h',ge of .dvertiling, home Sllviee, .nd m.rke' 
.nalysil; Gener.1 Milll , In" 

'II~ he huge 1\ Imllt'apolis firm of General ,\ tills buys and prOCesses 
.• one out of every ten bushels of wheat raised in this country. It did 

some $371,000,000 in over-all gross business las t year. h still leads the 
nation's millers in bulk flour sales. It is second only to Kellogg in the 
cereal ficld. However, the decreased per c.1pit3 consumption of milling 
products, plus ever_narrowing profit margins, has accelerated General 
Mills' expansion in to such competitive fields as home appliances, vitamins, 
fam] service stores, (arm implemcnts, and organic chemic.1ls, For a filTTl 
like General Mills thus to broaden its base requin.'S a top sell ing job. The 
man who has made a c.1rcer of it at General Mills is mercurial Sam Gale, 
who has been with General Mills since its fOlTTla tion in 1925, a vp since 
1942. 

Sam Galc is spending the seventh largest ad budget in the U, S. 
(abou t $ 12,000,(00) for General Mills advenising and sales promotion in 
1948 . Broadcast advertising gets the biggest slice (50%) of the budget 
for a dozen shows on two networks, plus national spot campaigns. More 
money than last year is going into falTTl and business papers, newspapers, 
magazines, films. Gale makes full use of General Mills' big research de
partrncn t (i t's grown from five people in 1930 to over JOO today) to 
eVllluate his advertising efforts. Premiums and products afe pretested 
and analy:ed, campaigns are closely examined, and all General Mills seil
ing activi ties-whether of the low-pressure "Betty Crocker" type, or the 
ra::::Jc.·da::: le premium promotion variety-arc f,:eared carefully to media, 
market, and consumer. 

The General Mills prem ium operation is a model of high.prcs.sure 
~Iling, and frcquemly outdoes the similar efforts of the major soap com
panies. According to Gale there y,('('ms to be no panicular limit to the 
number of promotions which the public will accept but Gale and General 
l"iIls aim at fewer and better promotions. Despite Sam Gale'$ super
premium deals, he's no huckster. In a job that would make any ordinary 
ad-man a cynic in si x months, Gale exhibi ts an unbounded enthusiasm 
abou t his finn, its advertising, and its future business expansions. 
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for Sponsorship 
in Washington, D. C. 

Capture better than 40,-0 of the 

Washington listening audience 

April thru September 

Wire or telephone Station 

DC 
NAtional 7203 

Or contoct your nearest Forjoe & Co. office for complete deta ils 
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There's a lot more to it than this ... 

an d 
" 

ee 

The telephone is a 'wonderful dev ice_ And its usc pla ys an important 

part in the: sale of radio time. Due there's a lot more co it than this. 

Take the average \Veed and Company representative. On 

the phone or across the desk from you, he knows )'ollr business 

and talks ),0"1" busincss. He wouldn't be there if he didn't. 

He's a salesman, certainly. He represents Spot Radio, one of 

the most profitable forms of modern advercising. He also 

represents over 250 yea rs of combined experience in 

showing Spoc Acivcrciscrs how to get the most for their moncr-

Bchind that experience arc the [\\'0 bcd-rock qualities 

that created ic: experc knowledge and plain hard work. 

These arc the twO factOrs thac produce most of the results 

most of the cime, .. the twO faerors thar make 

'\feed :tnd Company service so valuable co anr .advertiser. 

radio 
. 

representatives statton 
new york boston chicago detroi t 

company san francisco atlanta hollywood 
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Dialing Habits are Changing 
PART ONE Ine r e nse in indeltend e nl. s t:ation s und 

n e l.work ontlets is ulte ring t h e US1.e lling Itie l.nre every whe r e 

More people are listening to 
independent stations. This 

has been revealed by confKicnt ial surveys 
and reports by Compton Advertising 
,\geney and the A. C. Nielsen research 
organiz,1tion. And there are hundreds of 
new stations serving the United States. 
In 1945 there were 217 non· nct .... "ork 
broadcasters. Today there are over 900, 
practically as many as the total number 
of stations (9 12) that were on the air in 
1944. (TV and FM st at ions are not in· 
cluded in these figures.) 

Net .... ·orks have a lso grown d uring the 

past five yea rs. NBC has expanded from 
137 to 162 outlets. CBS had 11 6 affiliates 
in 1943 and today has 162. ABC. rcach· 
ing listeners through 2S1 stMions this 
year, in 1943 was a 1J6·stat ion chain. 
Mutual, the fastest growing web, in· 
creased 129% during tnc P.1st half decade, 
It now connects and programs 474 nans
mitters. 

This station growth is materia lly 
changing the listening habits of the 
nation . During the last few years, up 
to the middle of 1947, listening in the 
average radio home had not m,1terlally 

increased despite station expansion. The 
lar!,'er number of stations simply d ivided 
the listening time per nome. Starting 
with the middle of 1947, listening began 
to build . Block programing by stations, 
energetic promotioP by a select number of 
local stations, and smart exploitation by 
the chains, have contributed to a bener 
appreciation of what is on the air ... and 
a desire to hear it. 

Although this trend was detected by 
the A. C. N iclSt.'Jl research organization 
during ca rly 1947, it did not begin to show 
in the national Hooperatings until the end 

l\.,'e rage daily Us te lliug·, Jalluury ."roug h dillie, 1946 vs 194 7 
, 

Ooy 

IIBC .. 
~~ " 

miflutts 

CBS '6 
47 

ABC <6 

" 
MBS '6 

47 34 

IIIDIE .. 
" 51 

• ~r radio homf. 
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,I til\.' }l'ar. In J.Illu,1r) 01 19~5 ~t:h-III

\N' II~un'~ rdl·a ..... -d hy I b)/'l'r indicatl'd 
It. Incrl',1"",' on'r III(' ~1ml' IX"riod ill 11)4;, 

ff'l'rll J~, 1', III H.ti", TIII~ increaS(' wa., 
in I;,n' of a do .... n<l.1rd Ir,'nd in families 
.... 11" .... Ul· ill helllll,' ;lIId thus :I\'ai lable to 
,licit r"dul rCCI:.n'r~ 11ll' Ulll'xplailll'd 
"",pin "a\.1il:Jblc raJio I1OIIIl ............. frolll 
~2'; III ICJ~I (l) be'. in II)~S, 

\\ hilc h~lelUllj.! illcrea~-d gl.'nernlly 11\ 

19~i (accl)rdi ng 10 l'.'id~n), it increased 
mOH' tor illdl:l'l,:ndents thall for 'Klworks. 
This wa~ e"J'<'Cll:d tn SUliK' degree sinn' 
nUlllerou~ indq""'r)j.km~ were cominj: on 
the air ;Iud buildillj: from :-(r.1Ich, 1 low
eH'f. olJer independel1ts :;:.oomr.:d their 
;.lIdil·I1Cl"!> 111>0. It wa~ this o\'er-all in. 
Cfl'n~ of I,stenin!! to illdep.,.'ndcllIs that 
u.spired Compton Advenising to under
takl' <I sun'c}' 011 "the trmd alO.'ay frorn 
Ill'twOrk li~tclUng" la~t f;zll. The reo 
"t'arch ~tud >, .... as under cornmi~~iOIl frorn 

I'rueter 6; Cambk and ba.'>('ti upon re. 
pUrl!. <.upphed by C, E, Iluof'('r. 

Til,: Compton ~tud}' i~ a confid,'," ial 
document, as is tht" n'pon un lisll'nin!: 
~llIft<; O\adl' (l'ceml), by the r\. C. Nidsen 
org.1lliz;lul!l1 to the four octll.'nrk .. , The 
Nielsen report b ~id [0 indic:ne that 
indcpcndl'nt ~ta t}on .. are irxTl'a~lIIg thdr 
..hare of Ibt .... llIn~ on an all·rear.rouod 
I:>asis. In (he pa~t c;ponsors concluded 
thm non-net ..... ork stations add"d listening 
un lr during thl' baseball season. 

/t \ true th:1I b.1sebal1 doe-. accentuate 
the shift. c~po.'Cially at the height of the 
l>eason and in c itit"~ in ..... hich there ate 
m.1jor league b.,~ballt('am<;, /t's e\'e,l a 
bigger factor IO.hcn night baseball games 
reprl'S(>lll an important pan of a home· 
team schedule, as they do in Washin~lOn 
where all the Scnawh' games in 1948 
..... ill be played under lights. In Boston, 
D.'troit, Cincinnati. S1. Louis, and in 

U.n,' lis' e llill;,f is "h' i".'" ill SIII:III. IliedillUI : .... 1 
l;al'~e . · i.i. ~s-.I .. IIII;aI·~" o .llIlIe. IU,14. 'os. 1'.-:'7' 
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Growl" of .'ndio 

34 35 36 37 38 39 41 

most o( the'home cities of International 
League)eams, independents broadcasting 
the games control the lar/:Cst share of 
listening during the heat of diamond corn· 
petition. In the to .... ns ..... here nighl foot· 
ball is a ft"ilture, independent stalions 
carrying these games frC'quentl)' snare top 
audienccs. 

Independent stations are expanding 
their shart" of the audience during the rcst 
ofthe year too, While the networks ha\'e 
increased the size o( their audienccs, they 
generally are not holding their percentage 
of the total audience. nle drop in net
work percentage of lotal listming audi
ence is more 1 han made up by the fact 
that Ihe si:e of the radio audience has 
gro .... ·n. During the past year the number 
of radio honK'S has increascd JC( while no 
network has losl more Ihan 2,J~; of the 
sets in uS(", 

Network ad\'enisers, thl're(ore, are re
ceiving just as big an audience as in the 
past. Actually the audience lIIay be 
larger because, besides the incre:lsc of 
radio homes, there has txoen a si:able 
grolO.'lh in the nurnber o( radio rcct'i\·er .. 
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per home. While the number of radio 
homes has increased to 37,000,000 from 
the 35,900,000 reported at the end of 1946, 
the number of radio receivers built up to 

66,000,000. Today there is an average of 
1.7 setS per home , Mul tiple-set fami lies 
listen more than single-receiver homes, 
a1though it is not possible to estima te juSt 
ho..... large the increase is. Economic 
status and other factors are involved for 
..... hich no comparative figureS are avail· 
able. 

The average Nielsen radio index home 
lis tened 18 minutes more per day in 1947 
than it listened during the 5.'lme period in 
1946 (January to June). It listened one 
minute less per day to NBC, one minute 
more to CBS, three minutes more to 
ABC, four minutes more to MBS and II 
minutes more to independents. In the 
daytime, independents ran a very close 
third in competition ..... ith the net ..... orks. 
Average daytime listening, per day, ..... as 
NBC 36 minutes, CBS 33 minutes, inde· 
pendents 32 minutes, ABC 25 minutes, 
and MBS 19 minutes. 

Independents tie with ABC for third 
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place at night spliHing 38 minutes of 
listcning \\'ith that net ..... ork. 11le scll ior 
net\\l)rks Ic:ld nighttime listening by a far 
greatcr margin than they do 11\ the day
light hours. NBC is heard 35 minutes, 
CBS 30 minutes, ABC and the independ
('illS 19 minUH.'S cadI, and MBS 13 
minutes. 

Total radio listening per day ;md night 
during the firs t haifa( 1947 \\'a!> four hours 
and 23 minllu'S in the NiclSt.11 su r\l1:y 
area. In Hooper's 36 citk'S, wheT!' a ll 
four net ..... orks arc S<1id to be heard ..... ith 
equal facility, Hooper'S S('ts-in-use ligures 
indicate, for the same January to June 
1947 per iod, three hours and 17 Inlllutes 
listening rer day, Hooper 's ligun,'S, rep
resent ing only big-city telephone horne 
listening, arc a lways IO\\'fr than NielSen's, 
which are sa id to reneet radio listen ing 
habits of 63% of tile United States, rurnl 
as well as urban. 

II i .. in the rur;11 areas that the big~est 
increase in radio homes is nllted. Radii, 
r'lWlIership among famler.. has lag!.:cd in 
the P.1St far behmd urb.11l horne owner· 
ship, While big urban-centcr homes were 
97(; radio equipIX'CI in 19-«), only 76.21( 
of farm hOI1lt."-'S had receivers, Estimal!'!> 
indicate that this 76'";: JUlniX'd fantasti
ca lly up\\1lrd during 19H as farmers en
joyed unpn..'O..-dcntl-d prosperity. Ilny,· 
cwr, actual figures are nOl: awilable as 
SI'O .... SOR go..:s to pf<'SS. 

Indicative of the extent to which in(k· 
pcndents arc increa",ing their share of the 
listening audiences, Nielsen's presenta, 
tion to the riel .... 'Orks (based upon J nuuary 
to June listening, 1947 vs 1946) sho\\'(>d 
that N BC's share dropped from 29.2"::. [0 
26.9C'r. CBS during the same period 
dropped from 25.50/, to 24.3£>:. ABC's 
share ..... as almost the s,1111e as in 1946-

(Plrdse IIlnr 10 "age 62) 

Itistribll~ioll 411 lis~ell i ll ;f in .h.oee IIlu jor 
IlInrkels~ .·ebrll;.r~· - :Unr.oh . I!. 1ft ' ·s. I U 17* 
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Escape 
Through 

Radio 
.:,·e r~· " 'OIlUlll lis. e u e r c:~JI h e 

.tl tlucell or Cinde r e lhl- lIlid 

ho ,,· s ponsors I .. , "c che id e .. ! 

The daytime listener is offered two 
forms of escape via radio. There is the 
dramatic serial which rom inues to lead in 
mass popu larity all forms of daylight 
broadcast cntcl1ainmcnt. Damned by 
mnny psychologists, this sho\\·.(orm, aCT 

cording to other researchers, enables 
","'Omen to better withstand a humdrum 
existence. It is the air 's eqUivalent of 
£a51 LY7H'lt, Camille. and SmilingThroligh. 

But there is a newer form of escape on 
the air. (t's a dream ,",,'Odd, bedecked 
with Prince Charmings, glass slippers, 
queenly \\"llrdrobes, hearts' desires, and 
visits to fabulous Miami, New York, and 
Hollywood's motion picture studios. It 's 
a .... ,orld that not only offers its listeners 
a means of substitu tingthemstlves for the 
hcroinl'S or the broadcast Cindercllas, but 
givcs them [he opportun it y or actually 
becoming Cinderellas. Daily these- pro
grams touch the IhTS or millions or 
.... -omcn listenerS and give them new hope. 
E.1ch day American homemakers step 

(1) Im090:no: 510110: w,"lo:d to bo: ~iuo:d by • pl,toon. 
(2) MI1. LOllio: D.wloll h,d ytn to pilol. lI, ill. (3) Alldy 
RUllo:lI wu M il. Enlyn Gibson 's pfinn. (4) Sht liktd 
tHule,,,1 in btd, Iht sponSOf m.d o: luft Ih.t lho: '30t it 

SPONSOR 
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In to a dream world, a dream wurld thm is 
their ver}'OWfi for a weekend, a w~'\' k , or 
in somc C1lS(.'S just for a glorious day, 

Like the kitchen drudge of the fairy 
laic, a great deal o f the glamor of the 
moment dis.1ppcal'S after the broadcast 
and Cinderella experience but everyone 
{()Udled by radKl fate never forgets her 
moment in a dreamworld. Unlike the 
Cinderellas of childhood days, each 
listener who has her dream world corne to 

life is permitted to h 'Cp the ph)'sical 
things that an: part of her magic existence. 

TIle esca!X' programs are something 
apart in broadcast ing. Ciucwrel/<I \Vfck~ 

efllJ, a s)' l1dicatt.-d script program heard in 
different forms over WTIC (Hartford , 
Conn. ), WHAM (Rochester, N. Y.), 
WEBR (Buffalo) , WCi\U (Philadelphia), 
and WBSC (Flint, Michig;IIl ), competes 
with tht' dnytime hearts and flowers 
serials. It offers the housewife dreams 
instead of tears- if she desires an exist~ 
enee apart from her own. Cillderel/o. 
Weekend joins with the Mutual network 
programs, Quettl jor a Day and 
iHsirf, in opening the doors to ,.,,1 "." 
instead of frustration. Even 

mothers can become 
or realize their hearts' 
others enjoy the 
woman who 

Many of the 

come "new" 
fresh life. 
jobs (if they 

girls). SIi11[J~~~f:r;~~~~ll~~~f; 

six sponsors per station, Only on WBBC 
is Cinderella's commercial l::oJparent .1 
single advertiser - Ham3dy Brothers, 
owners of 10 large independent super. 
markets in the City of Flim. 

Prior to their sponsorship of Cj"tl~rfllil 
Weektnd Hamady Brothers hlld spent 
comparatively I for radio advertising. 
When last October 10 

1 

jfi"" ;'oI(,ho<"'; 11 week, 
A hOld 

partICIpate, ho\\'Cver. keep their C)"CS on 
the trip. That's wh}' they compete. 

WBBC, the Michigan Cinderella Week
I'ltd statioo, was the fifth station 10 open 
in the Aill! mark('l. It felt that iu 
MUlUal network affiliation was not .1lonc 
cnou~h to make It successful. 111(' man· 
agement (Booth Radio Stat ions. Inc.) 
e.1l11e to the conclusion that only hcav)' 
1oc:11 programing could win an audienCl' . 
It dl"Cided that a big audience participa. 
tion program \\'Ould do the job. Th;n's 
why Cillckrelltl W(,ekend came into being 
in Plint. 

Today the Stillion (('ports thllt "the 
Success of the st;ltion with its 31 w('ckly 
remote broadcasts is unquestionably a 
rcn('Cl ion of C inderella." 

Like all outstandingly successful pro
grams, Ci lukrrlfa Weekcnd docs not carry 
the burden alone. Hamady Brothers usc 
heavy space in Tire Flinl j Ollrnal, movie 
trailers in everyone of Flint's theaters, 
and promotion in each of their StoTt.'S. 
(l1ley're building six more supermar
kets.) Studio visitors must first rome to 

Hamad}' store to obtain an admission 

\i~;~~rr,(:O::'~;';h,;:C;:b~':'O''''':~,,::ast. The home audi-by being asked to su~· 

for the Tuesday 
too, must obtam 
. HarnJdy stores in 

. 'question.hurdles for 
ifh~~ ·'''~ ' ~in awards that 

prince. 
60'/~ of thl' 

I . They 
,p'"i;iA- ll~ . the pro· 

, new Ibfapo,ns arc 
that 'tner~ 'n1ay \be 111) 

1 t~ the 31;'OUN of busi-
do .' .. ' and ' they' feel that 
ap~al ~'iJl ;edge tlicm .to , 

~~~~~:~~~~~:i' the:or~anization in?Nt'w ~!~,~~~j(!.1t:~i~' ~' pri~. t~iri, .a":d 'p .' the prqgril/l1. Un. 

~;~;}~; ~:~~~~~~~~~:~ arc in New 'York. c'cintestant. and with cach corrt.-ct ansY.er th~tl;j1rran~c for 
tKor c~k is m';Jved forward a number of pro:tuCt pmCS, . daims,th~[ (ttL')' do 

weeks on April 21, . 
U'tekmd (\\/TI C) ..... o n·t be til )'e:lr old 
until August 19~ 8. '[lle mos t s~cessfu l 
IVerkttltl, colllmercially (WBBC's), wo n't 
be a year old until October 1 9~8. TIle 
baby of them all went on the air this Fcb~ 

ruary 13 over WCAU, 
&-cause tht' local programs arc ex

pensive for one-station broadcasts. mOSt 
CiIUWrel/a WeekeluJ daily shows are par
ticipation prescntations with as InOlny as 
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!lli~les, EOich day's' Ci!tder~lIa is thc I /lOt rollt.-Ct two \o.'a)'s. In other ; .... ,ord.sl the 
y~Jng lady who ·has stayed out [atest manufocrurer does 110t pay for plaCing 
(according to her clock). 111c daily his'prodilct;1:' a broadcast prize. V: I.P, 
winners are brought i?ack to the program buys for cash Il11my of the prizes for the 
on the following Monday ttl compete for , Cinderella programs. Tickets for hit 
the dream world pri~e, the v.eckend iii I plays like Ho.T1'fY, Happy Birr/ula)" and 
New York, MecJeo. arc not obtainable fr(.'C on a r(}:u-

II's all very Simple. T he daily Cinder· lar basis. It's also one thing to ohtnin 
elias are presented with North Star 81an- gifts for roast·to-coast network programs 
ket Wardrobes, Westinghouse automatic nnd :lIlOther to obtain them for local ~ ta . 
appliances, Farberware, Lisncr je ..... elry, tions, no maHer ho ..... big the stations arl' 
and a number of other gifts. All who QUft'lljora Day is radlo'sdaily nt.'twnrk 

" 



Cindl'fdla. Ilundrlxls 411 thousand .. of dill,"", \\')1('11 l'll'ry ,,,'ction wasn'( 
\\ollwn h<lvl' atll'lIdlXI tlll'W hro;'ldl;'l~t' IJ1 cO\'l'fl'd, thl' \\'Ollll'l1 1l't up ;'I how l alld 
tlK' hllp,,: tlwt tlll'}'\J hI' ptda'd ,I~ QueI'll. haltl'lI th,' bTfmdca,t lI\11il 'pl'cial ple;'lS 
\\'h ... 11 '-I.'Ie,ted II1l'Y mil- 111l11YI,;olld for a were !llalk to tlwlll , III till' I1:Hll(' of coaq -
day, I'i~it ~IlIl,lI(J, ;'Inti afl' gilen practicall) 
el''''Tythiul-! the) '\'t' Jrl'alll ... d about ill 
tlwiT CinJ .. 'rl'lla world. \\'111'1I th ... pro
gram originatl'" a"ay fmlll its hrillc b:l~ 
in Lfl~ ,\ngdl'~, thl'Te an' otlll'r trip' and 
d realll \Iorld~ for the Qucnl to visit. 
To a'tam the 1Ill'J1l0fY of this Olll' glorious 
d,1), 11l ;'l IlY willn('r~ form QU£'{'lIjnr C1 D..IY 
Clllh~ in their horn,' towns have ~p.:cial 
I"ttl'rheads l'tlgraV(-o with their diadem 
;'Ind the "Io,!!an, "Qul .... nly Forcver." 

The)' fl'Cl ctC'rJ} ;'l lly gratdlll to tIll' spon
~ors of the program, j\'lik's Lab(lratori,'S, 
Philip /'Ilords alld International j\ l illing , 
for having mad,' their day's escape into 
the world of dr('ams possible, /'Ilall)' of 
the Que,'lIs make it tlwir life work to re
mind p,'flplc of the sponsors' produclS, 
This is an ;ldded ;'Idvantage of under
writing ;l Cind ... re ll ;l type of broadcast. 
It turns til(' "stars" of the show illto 
missionary wonK'n for whatever is sold on 
"their" program. That's just what t ll('y 
caIJ it, "their" program. 

Rccemly Queen jar a Day, on tour, ran 
in to a bad situation ill Pi ttsburgh. 
T ickets for adm ission to the broadcast 
were sold at $ 1.65 wi th (so ticket buyers 
claimed) the defin it ... understanding that 
el'cry part of the theater wou ld be can, 
v;lsscd in the S('lect ion of qUI'Cnly candj, 

to-coast listl'\lcrs. Ra) mond /'I lorg;'lll, the 
h;'lms",'«'d produccr re(UTIled, via a 10c;11 
bank, the ;'ldmission mOlley paid by the 
"oml'n and ran adsof;'lpology in all Pitts, 
burgh newsp:1)x'rS, Thl'rl"l1 be no paid 
;llhni,sinilS 10 Qurelljor (l Del)' for a lOll,!! 
tilll'" ttl COIlll'. TIll' npportullIty of belllg 
QUl'Cll is w tlll'thinj! '" hich wotllen who 
listen dn not tak(' liglllly. I f not carefully 
halldk>d Ihl' program could have reper
cussions just as unpleas.1lJl as thc), hal'e 
Ix'cn productive. 

T he same is tru(' of Raymond /'I \organ's 
I-/C{Irt'S Drsire, anuther escape prcscllta
tien. Over 1,250,000 women, and \lot a 
fell' men. have writtcn f/{'(Irt' s DeSir£' ",lwI 
Ihey wanted. Handl ing and grading this 
mail not nil ly amid haw been an im
possible fi nanci;'l ) burden on the program, 
bu t it migh t have been on(' that could 
h;'l l'e wrecked the show. It was not hing 
short of a stroke of genius to d ir("C t the 
mail to a veterans hospi tal on the Coast 
where ol'er}()() bedridden ex-C. I.'s open, 
!'.OTt , and grade the requests, Pr izes arc 
given the vet s for find ing usable letters 
and there's little doubt but that each 
heart's desire is rea ll y considered by the 
300 screeners. 

The pand of women Sd l'Cted r rom the 
studio audience opens lett ers at each 

bmadca .. t and pleads tile ca~'S of the 
\lomen \\'ho want their heart s' de~ires 

tuifilll'd, is keell to human suffering and 
hum;lll hoJX". Tht' lll'art ~' de~ires of IlIO'! 
c f th" women \\'ho writl' is 10 escape or 
help others e~cafX' frolll drudgery, Pirst 
in rl'qul'stS during Ihe first year ",'cr(' 
wasllinJ:( machines, Letters (Rill women 
who Iwv(' rect'il'ed autolllmic washers 
indicate that release from rub-a-dub-dub 
has evell more magic than a Prince 
CiwrmillJ:( and :1 trip to New York, 
Women with sizabk familit'S are the ones 
\\'ho ,He most appreciative of wa~htU~ 
escape. 

All escollX' programs arc kin to quiz an1 
giveaway S('Ssions, but their app('al goes 
rar bt'}'ond getting something for nothing, 
Thc)' wuch with a wand o( magic the 
lives of mill ions \\'ho list('n hold fonh 10 
all who dia l in the daytime an Alladin 
Lamp that can be their veT)' o\\'n. 

Thl' Beverly ofCraustark of this g('11er
;lt ion, to mill ions of women, is a combina
tion of J ack Bailey (Queen Jar a Day), 
Russ Alexander (Heart's Desire), and the 
an nouncer of the local st;llion \\'ho awards 
them a Cinderella weekend. 

Escape through frui tion instead of fic
tional characters' frus tra tions is today a 
major factor ill commercial programing. 
It is being carefully studied by several 
soap..-opera sponsors wi th the thought 
that they. too, may wash out sorrow wi th 
d reams, 

Hoplt/ul Cindlt.ellu It waee (Flint) li t bltnuth doch Ind tonh-lnd-Ii" .. COUltct IUWltfi ticlt off hou'l in " win wnlt-Itnd contul" 
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Who Listens to FM? 

t h4l 1o SU "If'" US 

.\~I di"I.!,·,. 
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-I~ Most bUyt.'TS of FM and At-.·, · 
-- FM radios are not primarily 

music lovers. Some don't even bu} 
their FM instrumcrns because of their 
static-free quali ties. They're JUSt ordin 
ary d ialers who wam to hear a specific 
program on Fr"lthat they can ' t hear on a 
standard AI'" station. Many JX'Oplc, of 
course, are buying AM·Hv\ rad ios because 
they wam to hear clearly. Despite all the 
surveys of coverage made b) the net· 
",;orks and clear channel simions, there a rc 
sti ll great areas of the Uniu'CI Slat CS in 
which it is not possible to hear M\'\ 
stations. 

Qualitative information about FM 
audiences is comparatively sparse. Most 
FM station operators have limited bud . 
gets and thest." budg('ts have very linle 

leeway for rest'arch of any variety. Most 
stmiolls haven'! even analFI'd, qualita_ 
tively. their musical request mail. They 
ha"e used this mail to prove that they 
have lis tener.> just as AM stations used 
mail during the pre-Bi\IB. pre. Hroper, 
pre-Nielsen audimeter days. 

'n order to determint" the rat io of mail 
to sets sold in the WIZZ (Wilkes- 8 arre. 
Pennsylvania) a rea, Dick Evans, pre~i

delll of the oJX'rating COmp<lll), devised a 
pat formula. When a listener to \\'1:: 
phones Or writes the station, he is queried 
on where his SCt was bought . T he station 
then checks the dealer on the number of 
FM recciwrs he has sold. In the WIZ: 
area the ratio of listener inquiries 10 reo 
ceivers sold has been 50 to I. 

,. 
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Of till' pt.'Opll' who writ\: WIZZ, 'n ',; 
hi'l\t tl'il'phonl'S in their hunlC'!>, A hiJ:h 
percentage of wri lers fall into (he class of 
pu rchi'lSl'rs of l'xrcnsivl' radio combmll_ 
lions, WIZZ h;ls h~d inquiries from 19 
owners of combinations in thl' 0\'('r-$750 
d:lsS (Scott, Musaphonic, C1pchan, 
Fn'Cd.EiS(' fll<lnn ) ul'Sp lte the (an that it 
cou ldn't trace th .... ~a lr of even 100 of this 
class o f instrument in its area. On till: 
other h;md it has rl'cords of hundreds of 
Olympic AM-FM combinations that \\'ere 
sold;)t $39.50, yet only one poslc.1rd and 
one telephone ca ll haw been rl'Ceiwd 
from Olympic set owners. 

Wilkes·Barrl' f.'M·Ai\\ homes an.' 
dividl'u JntO (WI) distinct dasSt.'S (,lmilil'S 
who buy table moods a t $50 or under and 
fami lies who buy phollugraph combina_ 
tions at $250 or over. TIl(.' receivers in the 
middle price range ($79.95 to $125) arc a 
drug on the market. They si t in the 
deakrs' stores. 

Despite the fact thm 97~ of all who 
\I.'rite W IZZ havc telephones, a dealer 5.1 [e 
check.up rt'vcaled that only 50c{- or the 
receivers sold go into homes with tele· 
phones. It 's simply a matter of telephone 
horn<.'S being more litl'rate more likely 10 

speak their minds on paper. 
FM sets in U~ in Ihe Wilkes· Bam: trad· 

ing arc;"! checked Ihrough coi ncidental 
telephone surveys during rel-'lr1ar program 
periods nrc in the same ratio as AM. This 
informmion was ;"!scl,rtained prior to the 
recent American Federation of Musicians 
clearance of duplication of regular Af.,l 
(network or local) programs on FM sta· 
lions. The duplication of programs is too 
new {or an}' nl'W listening fi gures to be 
cOl1clusi'".... When sporting ewnts are 
hc;"!rd cxclusively o\'('r an FM stmion 
sets· in.use figures, it is cI;"!iml'd, run as 
high as SOti of the sets surwrcc1 with 
eight or nine listeners per Sl't. This latter 
figure doc"S not include tavern o r club 
listening \I.·hich <lwrages 30 per spot {or 
sport {'" ... nts. 

The claims o f certain FM ad\'oc<ltl's, 
thm the medium cOll ld nOi prosper with· 
out the "big" network programs, has b('('11 
answl"Tcc1 in Wilkes·Barre by th<.' brcad· 
Cihting of 182 profl.'Ssional sports l'\"l'lltS 
play by pia}. What baseball broi'ldcasts, 
day and niglll , did to Af., \ bro;ldcast 
scheduks, pu~hing- indqX'ndl'nt :l(;l t ions 
into first pl;lCl' in li ~ll' ning in m;lny cjtit'S. 
continuous ~portscasting is doing {or a 
number of FM outlets. It Cll!'t \V IZ: 

$13,000 for rights to the g;lmes tlll'Y' \'C 
sch<.oduled but these ~amt'S have made F/I.\ 
listening- in Wilk('S.Barre l'Omelhing with 
\I.'hich to conjurl'. 

&c;lU!'l..' of WI ZZ promO! iOIl F/I.\ set 
buyers in \Vilh'S· lhrrc ;lre sports 
listeners. When;l man or boy conlL'S in to 
a dealer to bu}" a rl'Cdver in Ihis ;lrea, Ill' 
lisH'ns to the S;l[('S t;llk about tone qualit y, 
sek'Cl ivity, etc., ;lnd then asks, "Will it 
bring in the bascb.1l! or basketball 
gaml'S?" If it 's an AM receiwr and the 
answer is "No," he walks out of the 
store. It·s the same, dealerS report, with 
women. 

The bascbi'l l! gaml.'S over WWDCFM 
made.- Washington, D. C , F/l.I-consciOIlS 
last spring and summer. In January of 
this year the station WCnt on the air with 
its full authorim1 power and, as noted in 
SP(lSSOIl'S February issue, did a bang.up 
promotion. Following thc Miss Hush , 
Walking /I.\an , and other "Guess Who?" 
formulas the [l'n Strousc..()perated s ta· 
tion introduced a " Mr. F. M." Clucs 
werc givCt1 on both the WWDCAM 
tr<lnsrnitter ;lnd the WWDCFM outlet. 
but some were given on ly on the FM s ta· 
t ion. The contest wasn' t tOO diffICult 
because it was made to publici:e the open. 
ing of WWDCFM and to spread thc 
news of FM . 

TIll' fin;"!l two days of the contcst 
brought in 1';,000 answers, with the total 
entries exceeding 25 ,000. It Wi'lS strictly 
a m;lSS promotion, no effort being ex· 
pended to hit the class lis tener. The 
opening program of the new FM tr<lns· 
mitter was stnged wilh aillhe acumen of a 
(our.network promotion . The winner was 
nOI notified until a few minutes before he 
was rushed to the studio to rt'CCiw the 
awards which are said to have bt.ocn worth 
in excess of $5,500. Listenl'rS " 'ere in on 
the notific;l{ion of till' winner, with the 
notifier carrying a microphone right to till' 
door of the winner"!' ;lpartl11l'nl. They 
heard the knock on the door and dis. 
covered Ihe \I.·in ner at the exact moment 
that he rccci\"('d the good nl'\I."S. The 
winner was rushed to the studio with n 
police ('SCOlt for the broadcast. accom· 
panied by a rl'gular pl;l}.by.play dl'SCrip' 
tion. 

/l.lr. F. ,\1. W;lS Petl'r Donald who is 
heard in the Capital Cit) on many nl.'t· 
work programs as well as his 0 .... " tran· 
scribed Stanback show. TIle ratings for 

~ ('1"<lS{' tUn! /0 poge -IS ) 

(2) Notord indust,y pornon. lili<rl judg<r tin ICtun<rd <rnl,i<rs 10' bo:~1 " M ,. fM " ido:nlilit,tion 
(3) Wuhingtoni.n, till P,uid<rn ti.1 Room 01 SI.II" , .... ,iling conl<rl l ",nn<r"nnounctmenl 
(4) Ptlt, Don,ld, M,. ,F. M. himl,lI, g,ul. G,,,ld Engftt, lorIl, ..... hol<r <rnllY ,.Itd SS,500 
( 5) G,,,ldint Eng<r,I, th o: winnft', d.ughlft, h.nd. did Ih<r k<ry' to th<r f,u<r, c., hOI' won 
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Out of the 
Beallt)i Pat-Io.-

into tile HOllie 
Six nch\'ork u .... SOIlIC situ' sho\\'s edllcn •• • 

" ·Oll.ell .lul' ,,-,.\-es enll lu~ hOlllelllBllle .lind ,::0 .... 

The field of beauty culture 
and cosmetology is losing 

the protI.'Ction of it s last Incch:lI1ical 
operation. Its fu ture fi n,me;al health will 
depend upon its once again assuming the 
status of a profession. Shops arc failing 
all over the n<ltiull (15,000, 20 '-; of all 
snaps, in 1947). For over a decade associ· 
at ions and unions in the rK'ld have 
realized that the majority of shop Owners 
in the United Sttltcs arc neither pro
fessiona ls nor businl'SSI"omCfl . Widows, 
factory and ()ffice "'mrkcrs tired of their 
jobs, and other WOl11en without business 
tmining have borroll,cd monc)'. taken 
short course; at beaut}· culture "acade
mics," and bt.'C(JIIl(' rosrnelologists. With 
th .... aid of pcmlancm wave machines (and 
later cold wave kits) and some luck they 
have made money. They slav i ~ hly follow 
hairstyles pictured and d('SCribcd in the 
industry's t rade papers, Afo,;lrru Beauty 
Shop, AmerlCUI! 11airlirtsscr, and Beaut)' 
Cui/urI'. Ther attend local or national 
beauty shows financed by manufacturer$ 
and jobbers at which they've found more 
fun tll.'Ul knowledge. [n general beauty 
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shop owners have played at bring business
v.'Omen. 

Today they're faced with the rude 
awakening. They're faced with the fact 
that pemlanent waving is no longer their 
exciusi\'e province ('ven in states where, 
by law, "hollle beaut)' cuhure" is pro
hibited. In states like R orida, New 
York, and West Virginia it's against the 
law to gi \'c a pennanent wave without a 
license. In spite of these laws, horne 
permanent waving is an established fact 
with one timl, Toni, doing a business of 
$20,000,000 in 1946. According to arc· 
cent Fa\\'cett Magazinc surwy toda} 
l6.7('~ of rcspondenls (readers of ()ne or 
more of the Fav.·cett publicmions) US<.' .1 

home permanellt waw kit. 
Ever since the "rnachindcss pcmlanent 

wave" entered the beauty fidd, industry 
authorities have forceast permanent wavo 
ing'$ moving into the home. Before the 
war there were about 35 difrerent brands 
of home pcnnanClIl waves, none of which 
achieved much success, Nevertheless 
Chann-Kurl (Ch:mll.Kuri Company, St 
Paul ); Crowning Glory IL. R. Kallman & 

Co .. Chicago); anJ Portrait (H. H 
Tanner & Comp.1nr. 51. Paul) divided 
$2,750,000 annually in business durin.\! 
the last two prewar years. 

It wasll't until Toni, having eliminated 
product and ll"ICrchandising bu:::s, poured 
millions into broadcast advertising that 
bt.':tut y shops began to fed the loss of 
business and women generally began to 
accept the fact that there was s.lfety as 
\'."1,'11 as utilit }' and beauty in a horne 
pcfmanent. 

Toni spent $5,000,000 in adw!rtisiny in 
19H, of which $3.500.000 went into 
broadcast advertising, It has made no 
efforts to build great audiences through 
buildinj! new programs. Its current COIll' 

mitments indicate the think ing bchmd 
its radio advertising. I I sponsors Gil't' a/l(1 
Take (CBS), La{lies IX &atrd (ABC), a 
typical daytime dram:ltic strip-This /j 

Nor{1 Drake (NBC), and a l5·mmutc seg, 
men! IIf the Breakfast Glib (A BC) . 
The}" re morning or afteOluon programs 
and while none of thelll are up in the high 
I looper or Nielscn ratings t low is Nora 

Drake with a 3.2 and high is Gilt ami 
Take with a 5.6, january 2 6 Hooper re
port), according to special sur\'Cy~ con· 
ducted by Foote, Cone and Belding and 
Toni they all deliver audiences with a 
minimum of duplication, 

" 
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Help us-and yourself-to 
"Keep the Beauty Business 

in the Beauty ShOp" 

r lIIail Your Check TOda>; 

'-----1 ' "." .... ,,, .. ,,,,,,,,. 
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HELP YOUR PROFESSION 
.00 YOU' SHA.., 

UNO YOU . C.UCK HO'li 

TO 5U"OU 'HIS 

VITAL AO\llRnSIHG CAMPAIG N 

N.tiorl.1 H.i,d,luers' .nd CO$mlttolo'j isu " Au',.. UI'J11 buuty (uitu.ilh to fight home W.~ltl 

Toni ~':ll1t s to tdl its story simply, 
rl'lX' titiwly. It uses the Toni Twin 
th\' llll' (OllC twill With a profl-ssionnl 
beaut y ~hop permancnt and the o ther 
with a Toni Ilomc Pl'rmal1/.'1I1 who c<ln'! 
b... told apart ) COIlSiStl'11tly in both its 
magazin(' and it s mr adw rtisillg. It 
push('S the saf.,!), factor, using the ap
provill o rtlle' Par('III S' Inst itute, American 
,\ledica ] Association, and Fcdcm l F()od 
il lld Drug Administration , for advertising 
copy. 

Toni 's big problem is (0 make the firs t 
S.1k. The f('C ling in St. P;nd, the hOnle 
officc of till' finn , is thm after the init ial 
tlSC, repeat busine~s will come o f itself. A 
Ill'W consumer habit must be creatcd 
home jX'rmall('1H waving, Toni f('ds that 
lIo t all its business is taken away from the 
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bcauty shops, but rather that at leasI25 "'~ 
of a ll buyers ofhol1'lc permancnt waw kit s 
arc v.'Oll1('n who ncver ha\'c been in a 
beaut y shop. 

The firSI at lack 011 Ihe horne pt'fmanent 
wavl.' trelld was to throw Ihc local law al 
users. All cases brOllght into court thus 
far have been thrown out. Florida's 
Attomey Genera l s t;lted at the time of an 
arrest of a W0I11.1n for giving her dnughter 
a pellnanent wave, " Next thing wc know 
the barbers will be te ll ing men they can't 
shave alld powder thClllselws at home. " 

Then home permanent s rcceived thc 
rUlllor treatmcll t, \Vomen told each 
other of the casc of Mrs. So-and-So who 
burned off a ll her hair giving hcrself a 
perl11anem, T oni organizcd the HBI -
1-I0111{, Ix-auty Institute with Ed GOII -

li{'b, ex-Carl Byoir ('xecutive, al its head, 
to fi ght these side-of-the-mouth allega
tions, HB I has been succ('Ssful in its 
baltic and Toni 's business continues to 
grow. 

When Gillette announced its purchase 
! for $20,(XX),(XX) of thc Toni organiZil
tion, sonl(' business m lde paper writers 
tried to liken Gilktte's virtually taking 
shavin g out of the barber shop to Toni's 
t<lking: pennanent waving OUT of the 
beauty parbr. There arc certain distinct 
dl(ferencC'S, First, shaving is a dally rite 
with most men , whereas wOIl1~:n have 
their hair permanent ly w;1ved three tinl('s 
a year at most. Top home expectancy 
according to Toni , is four times a year, 
the avcrage, twice. In other words the 
avcragc annua l s.'1lc per Toni consumer 
will hi.' one kit and one refi ll at kit and 
refill for $2,25 regular or $3 de luxe. The 
male of the species on his part spends $4 
il ),ear for bladC'S and $2 for shaving 
cream. 

It cost Toni 25 cents in advertising to 
gt' t each dollar's business-$5,(XX),()(X) to 
sell $20,000,000 in kits and refi lls. The 
$20,000,000 is Toni 's busint'Ss, not tbe 
amount the public paid ' It retail ror Toni 
Permanent Wave Kits in 1947. An ad
vertising cost of 25":0 would be vcr}' high 
for man)' products, The original price 
tag on TonI, howcvcr, was 59 cents retail 
(competitive kits werc priced at a dollar). 
When it was so priced it didn't sell. 
T he public didn't bel ievc that a service 
which cost from $5 to $25 in a beauty shop 
could hi.' performed at horne with ma
teria ls th:u cOSt $1 or k'Ss, 

R, N. W. Han is, TOlli president, for
merly was a hl.'auty shop supply salesman . 
Hc knew thnt in the beaut)' field a scrvice 
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or p rOO tiC! which \I('II! ·bt.'~ing at 50ccnts 
mighl hi: a sd l-otll m $2.50 or hight.'T. 11(' 
r('asoned Ih,1t if Toni wOl,lld ll ' l St.'JI at 59 
cellls it might , with 1111 adwrlising push, 
11'10\'(' a t $2 . 11(' i'l lso had tIl(' id('a tllnt it 
\I"u ld hdp if Iw had SOli I(' lx'au t)' :.hops 
give Toni permi'llll..'lIIS. lie ~a\'t· awa) 
kits . Shops advt'rtiscd Toni I'Crlllillll'1lts 
and tht· s,11(-'S started trieldinj.! in. Toni 
busilK'SS growth com inu('(1 vcry slow. so 
Ilarris proc('(:(ll-d to gh'e away thous,1nd:. 
of ki ts to COIlSUllIers tn intmd llCl' the idea 
(If horne permarl('ll ts. 

,\ 11 of these hclIX'tl Toni ~:I ill acn 'pt· 
anc('. Toni st ill d id ll ' t mo\'(' wi th i'l IlY 
st i'l rtling sp('('d and Harris realizro tha t ht· 
had to US(' a mass ad\'('rt ising nK'Cl iulll if 
he was to gain nat ional :lc('eptnllcc 
q uickly. 1-/(' decided tha t rad iu was that 
medium I:ccauS(' it had inml<'d iat(' ad \'cr. 
tising impact . I k louh'Cl for an advertis· 
ing mml \l ho knew broadcastillj.! and 
found Don Nathanscn in his hunk' to\\11 , 
St. Paul. Tlw), bought Mert IiiI' Alissus 
on t he Pacific Coast and M('I T ornl(' over 
NBC coast to coast. Tonne at tha t t inl(' 
was su pposed to be Ilk' hottcst thing ill 
popular music, btll 26 w('('ks provC'd con· 
elusively that the hottC'S t thing in music 
was th(' coldcst aV('lIuc throtl):h which to 
catch an audienC(' which would beautify 
its crowning ):Jories at home . C ivin): one· 
self a permancnt wave at honk' requin>s 
paricnce, all attribu te with which tht' 
younger ):e rl(.' ratioll, TOflTk" s lIatul'al fans, 
arc not h~lIe raJly gifted. Toni discovered 
that WOI1lCIi in the 25-t0-35 age group are 
better prospectS; thnt mean t progrmns 
like their Meet Ih e! Missus (West Coast). 
Brl!akjasl Gub, Nora Drake, Ladie!S Be 

Scal.',I, ell'(' a li(I Take, nil proJ.lta m!> r ... adl· and IX' ing uSI:"I.1 currently in its ~pot hro.1d. 
Illg young lllarr it'Cl nlltl middJ...··;J.gl-'d castin!! opt.· rations (011 a coolx'ra ti\'c 
womell . hasis) s ta tl"'. " Ew n an {·~J1t·rk·nCl:d 

Only or'll.' (If tl~' progrn lll~ call pOS:.ibly 
I{'ach WOIl'lCIl \I'ho work, the Smtlnl:!) 
afwrnoon r.ii'(~ ,ulIl Take. 1'0111 u .... -'<; thi ~ 

pmgrnrll in~ l('ad of I'ft·miurn tim ... Ifrom 
6 to 10 p.Ill.), which C(J';t ~ rot lghl)' t wice as 
much as "'II.' da) light hou l'l>, Ix'Cau<.c tl l(.'rl 
is too much waste circul:n ion filr Ix'rrna. 
IIC'1H wa\'e ad\'ert isinJ: at the ' ..... ak Ii~ t en · 
ing hours. 

That's lI<lt "'II.' fedin}! of Iludnut'\, 
wh ich to~'Cthcr with its cllrpurate ass.oci. 
a t(' Standi'l rd L lboratorie:. plnll:' to ~ I'cml 

severi'l l millions in 1948 pushul /.: hU1l1<' 
perm i'l nent wavc ki ts. Standa rd IS spon. 
soring the new I !cnr}' I\ lorgan program 
over ABC for it s Ray \'c Sh:l l11poo bu t is 
arr;lI1ging cut·illS ill ' Ift'as whe r(' its I lro) 
Wave honk' pcrlllancnts ha\'e dl:. trihu· 
tion . As SOC I1 as thc dis tribullon is rw· 
t ional, Hed)' will bc given ull(,· third to 
one·half the commercia l time. 

Hroy hi ts harder at the be:1uty shop 
permanent wave busiul'SS than Toni be. 
cau$(' to a limited de}!r('(' it 's a custom 
pemlanC'llt , wi th a "Clamour C uidc" 
wh ich enables lhe user to give hel"S('lf a 
specia l wa\'(" adjustcd to her own hair. 
The guide has special instruct ions for thin 
and heavy hair, for dry and oily hair, for 
bleach('d ha ir, and even, notes Standard, 
tells th(' user whe n she shou ld have no 
pcrmall('!1t at all. 

!-fedy's air copy, planned for thl' cut· ins 

I'\o(·aut)· o[X'rator in lour home could ad· 
\'i~ )'OU IlI l Illl)tc (·xp • .."rtl). 110 111011." 

accufil u>I)'. tlHlIl t his amazing. <;CK'flt ific 
'Clamour C uid('.' lI 's rOllI'S only wi th 
Iledr Wave!" 

I ludnu t's home wOlve krt h:h jU~ 1 tx~n 

II1 tmd uCl.'t1 (Jll the marh'l and irs plan~,:l:' 
fn r as radiu is cuncern{'Ci, arc nt·buluu.!> ,1( 

this time. TIll' onl), brundcastmg that 
l]:Is Ix'('n donc on the ht has IX~ 11 by a 
fl' W lk-partlllellt s tum who h:1ve u!,Cd 
COP) ill their uvm (('l,lul<1rly sclK'Ci ulcd 
programs. 

Whik the uil ly aggrl'Ssi\l(' hOrl'll' IX·rma. 
lIent :1d vcrtising !xing meet or pJanHl-d on 
or off t he air is t hnl of Toni :1l1d Standard , 
nt least ten cosm(' t ic manuf<lcturers ha\'e 
plans in the blueprin t staj.!e fur home per. 
manent W,1\'e ki ts. Some, like the pli'lns 
of l-IelC'lw Ruocnstcill , arc for a class per· 
mancnt wave kit \I'hich will rei ai l in the 
$3 to $5 class. Northam WarrC'll Corpor. 
ation. manufacturcrs of CUlex and Peggy 
Sage nail polishes, also haw plans to 
Ilk' rchandisc a home waw packaJ,.'C. It ·s 
logica l for thcm since the)' ha\'(' thc sale:. 
organization with which to achi('ve na· 
tional distribu tion quickly. 

To the beauty shop profession hOl11e 
IX'rmanell rs represent a gigan tic chal· 
!enge. The National Hairdrcsscrs and 
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lYe ll' slu rs, (/('11 ' pro[Jra",~. fl ew sponsors 

They're Going Transcription 
Sl .... .ill' .I .-t':,:iOI,c.1 .i.d,·t'r' iSt'rs dist·o'·t ~ r 

h.lt rn.ill:':s uud Itres.i;:t ~ 011 disks 

Transcriptions au.' a~ vital to 
successful independent station 
operation OlS Ol Iletwork linl' is 

to Ol web a!liliate. This has been tl1('O

retica11y true for over n decade, sin('(' re
cording qua lity became ('qtll'll to nt't"·ork. 
II has been only during the past 
fi\'e }'ears, hovoc\'!.'r, that theory has 
become fact. 

Broadcastin~ functions on a long_tl'rm 
basis, yet only five ycars aw> there were no 
long-tenn importaOl transcribed pro
grams available for sponsorship with the 
(.'X('('ptioll of Ifanscri~d musicallibraril"S. 
Frederic W. Ziv, Inc., changed that in the 
syndicat(-d program rleld. Bing Crosby 
mnde transcriptions resJX'ctable for stars. 
Harry Goodman developed the tran
scribed spot announcement field for local 
and regional sponsors, and Louis C. 
Cowan, Inc., brou~ht the first real com
petitive fac tor to syndicatt'd commercial 
rccordings. It WOlS Lou Cowan also who 
made transcribed disk jockeys profitablc 
for sponsors a ll O\'er the nation, wi th 
Tommy Dorsey. 

Until Ziv produ('('d his big-time musical 
transcribed progrilms with name stars, 
sponsors had to uS(' ('.1. libraries or ciS(' 

home recordings if the)' wanted musical 
programs 011 most local statiom. If all 
adwrtiser wanted to place a number of 
dramatic programs five yenrs ago hl' had 
to lise star-less recordlllgs, "Iuch, while 
oft(>n good elltl.'rtainlUel1l, were still minus 
names thilt would have drawn IiStl'ners. 

Ziv ilnd Cowan, plus il host of on{'-~tar 
transcription or!lnni~ations, enabl(> ~ta

tinns to block-pr~ram ('('rto m periods of 
thl'lr dny with bij.Hlarne dram:nic pro
graills withom fear of a seriClo' blowing up 
due 10 lack of m:ul'ria1. It 's true th,1t 
then' (Hl' ~ till not ellough ll1y~tery pro
gral1l ~ 011 disk to l11ahle n ~ t atioll to 
!'Chl'dule across-th~·bo;'1n.l il'\'('ry day at 

tl1l' smllo.: hou r) myswry shows. Several 
attl'rnpts to do this rnn dry of disks 
!x'forc a year was out. 

To Ronald Colman, Arthur Treacher, 
,\1.1n Lildd, Richard Kollmar, Barry 
Woods, Guy Lombardo, and Vincen t 
Lope: now ha\'e been added Bob Bums. 
Tommy Riggs and Betty Lou, and Myrt 
and Marge (re\'i\'al). T herc shortly will 
also be at least one new big-star musical 
released by a major e.t. producer. This 
series was recorded sans fanfare during 
the latler part of 1941 for release this 
year. It 's pilrt of an entirely new pro
gram line-up which this producer "i ll 
promotc as all indication of his feelin~ 

that standard broadcasting will continue 
to be a vital part of broadcast advert ising 
for a long time. 

Bob Burns, like Crosby, is of the 
opinion that he can do his best work when 
the pressure of w('(.'kly bro..1dcasts isn' t 
han~illg over his head. Sta r T ranscrip
tions, the organi:ation handling BUfIl S, is 
concent rating its selling attack on depart_ 
mcnt stores, fceli ng that Burns' fa mily
type prowam is ideally suited to dep.1rt_ 
melll s tore Ill('rchandising. Rate for 
Burns will be 1 50~ of the time of the sta
tions o\'er which the transcription will be 

"""'. Tommy Rij,lgs and Bett}' Lou is also a 
famil y_type trallscti~:d program. Pete 
Wasser of Pittsburgh (ex- KQV) is h.1n
dlin,!: Riggs, "ho started his carttr in the 
Smoky ellY. M )TI alltl Alarj;t plat ters 
ha\'e b..'C1l reissued effectively dUring the 
pa~t two years but now Larry Finley, 
hctter known as a dancc hall cntrepre
neur. will ha\'e ~OO lie"' programs Oil disk 
"ith ,\lyrtlc Vail playing her original 
roll'. Phllco is using thl" program as part 
of its coopcrall\'e dl'akr c:1ll1paign. 

The Bro.1dCilstcrs' Guild ,\ / r(h",!i 
( ('lr<lSf IIITtI 10 {l<Jgr 8<l) 

(Top ) To mmy Ri'J'Jl . nd hi l Betty lOll . ,e newcomerll0 Iyndic.led IrinlCri p lionl . (Centtf) 
Bob B .. lnl il now • dil ~ pellon.lil y, too. (Bottom) New "Myll .nd Mllge " be ing recorded 
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SALES 
• • • as fast 

as thisl 

• 
Uf, DETROIT 

Results ~, Iuj ~ 

----'" 
L OCATED on, and bounded by Lah Erie, Lake Huron and the Detroit River, 

CKLW beams ib 5,000 W<1U dear channel sign.1 via the water route to iI ten-million population aree 

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

watts d"y and night. A middle-olothe-dial frequency of 800 kc . That, coupled with the lowest 

rate 01 any major station in this m<l,ket, has made CKl W the Detroit Are's Number One radio buy . 

Gllardian BUg_, Ddroit :!6 
J. r:. Camptau, Pru idtlll 

. ld"",.f. 1'ollng •. /1',, / 11('., SaI'l Rt(l. 
II. X . Sfov,,, d Co" CafladiQl1 Hep. 

• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • 
5,000 Walls Day and Nighl-IOO kc.-Mulual Broadcasling Syslem 
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Already 60': of all COlli
mcrci<ll programs on the 
\'isual ;lir have their adver-

tising 011 him, And ;l lthouj.!h NBC 
frO\\11S on fi lmcd selling it docs so :IS a 
nwtter of net\\'ork IXJlicy· ralher th;ln 
because of a belief th;ll commercials Me 
less effective \\hen scanned (rom reels. 

i\lo~t IIgency TV executi\'cs are pro
(11m. They 1I111.dmit thllt there arc cer
t[lll1 spou 011 spurtscasts \\hich require 
livc selling rather than f.11ll during tilllc
outS lllld pcnaltic<;, for eXllmple, bccauS(' 
of their uncertain leng!!!. It is now the 
gcneral feelin g Ihat it will be cheaper to 
film COllll11erci:.ls Ihm. do them live, but 
th;lt i~n't till' ('Il ly re;lson for the pro
fillll fl'Cling. \11l5t TV directors suffer the 
IOrtUTl'S III Ihe dnlllLlN durlllg l','cry Ii\'e 
product deT1lon~tration on Ihe <l ir. They 
ro.'(';lIl lhe Cillel te ra:or tll;l. j1ll11r11ed right 
III Illl' middle of thc coll1l11crci:l1 ;Hld Ihe 
\i5ilor \\ho spdw tJf Lipton's Te:l all 
tliloligh Ihc Tl·nderk .• f TC<l prt~l1taliol1, 
Thtll nlll't h;lppcn with filill. 

TIl(' CIlSt hurdle , .. a factur to I he ad"er
ti .. cr onl), ""hen the al!l'nc)' tlireclOr ~till 

think~ in tCTIll' o(Jan.\t '£rc~:n 11](,tion pic-

\ m: l,rI. 11.,,/ '''/'''" •• ,~, ,,,l (,,/1,1/ 11.", /""/., 
/"""'''''''M ..... "",,,1 ."1,-;/,,,,,,, ... ,,/ 
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TV COlnn1erciai Filn1s 
tures to IX' sho\\'11 in thl'atl'rs, 111CS(.' 
pictures can rUIl inlo figures like $100.000. 
as t he current efforiS by Coca-CoI:l and 
N BC's fi lm selling bro.1dc[lstUl,l:( do. 
Lucky Slrikc's semiannual s;! lcs promo
tioll;!1 films cost the Americlln Tob<lccO 
Comp:lJ1Y $50,000 l'ach. Estim:llC of the 
anllual gross billing by commercial fi lm 
finns, of which Jam Handy in DelToit is 
the biggcsi. is $lO,OOO,OOO <l fl'ar, Many 
of t hese organi~:ilions arc ;llr('<ldy in thl" 
TV film business, As much as is' ; of 
currem Lucky Strike lelevision ad\'erti~
ill/.! is built from clips frOI1\ the s;l lcs pro
l1Iotiol1al films which Jam II<lndy h:ls 
made for ATC during Ihe past fe\\' )CtltS. 

ThCS\.' arc used during Luck} Slrikc
~pollsored SP()rt~ C\'C1lt~ a~ wdl a~ OIlC

IIllliute commCTcials_ 
Fume, Coll(, ;lntl lkofJing is prep.1ring 

all new film for 1':111 ,\Iall collullcrci;!b, 
\\ hich will l11able /\TC to ((Imparl' re
edited film with "pecinlly-prep;lreJ TV 
fillIl commcrcials. 

The effccti\'<.'ncs.~ of Ihe vi~u:l1 our 
medium is not all umni\'Cd hlcssing to the 
T\' pmducer. Whl' lI Ayci \\a~ prl'<;(,lItillg 
til11(, signllb o\'<.'r \\'NBT lind \\'CBS-T\' 
for \\ 'a lth:lI1\ (now inacti\'c on til{' air) 
there wcre co111pl;lint~ from \'i('WlT~ \I hell 

Don McClure (Ayer TV executi\'e) scheJ
uled the 5.101(' commercials three times 
during a rdatively short period. The 
commercial appeal m ust be repeated, of 
course, but it must be repeated with 
di(ferellt visu:l1 and spoken copy, Repe
tition is just liS important in TV as it is in 
any ot her medium, but the usc of thl.' 
exact 5.1me visu:l1 and oral commercial 
tillle ;Iud time again negates the clfective
n('ss of the ad\'erlising message, Lucky 
Strike's pictures arl.' reJX'atcd thrcc tim~ 
in ten wlocks. But McClure fccls that a 
maximum of four times a year would be 
best. 

T elevision is not a medium into which 
a sponsor should rush ol'crnighl. Effec
tive use of (his ere and ear apPC<l1 <cldonl 
resul( .. (mm a precipitous plullge, Thl.' 
combinlltion of eye and ear <lppt'al re
quires rNd pl:mnmg. That dOCSll'1 1111.'1111 
tlwt a II('W comn1crclnl call't be planneJ 
for each \\'~'Ck , or thai the filmcJ commer; 

cial for a \\ccklr program has to be !'O 

CO~tl)' :I' to ruk out u~ing a dilTl'Tent Ollt,' 
each week. Lc(' Coole}' 1,\ lcC[lIlr\
[ri('k"On) IN'S :. one-minUlI.' film fre
quelltly for his S,l'ijl limn!' Scn'let CII~b, 
II CO<.!~ him about $75. He <hoots 
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it nn 16mm sibn and h ilS it narrated 
(null a Ctlt' sheel. 

Tht' 161llm :lIld the J5mJlllld\1IGIIL'S ;Ire 

frequently adllln;m\ II);!I their sp..'('ialt y is 
thl' idcill lib.e (If film tn use. If:1I1 adver
tiser is to tIlakc film cnnul1\Tcials to uS(' on 
all s l at inns his prims must IX' o n 16111111 
s ille\' many st ations :,rL' without 15111111 
projl."Cl iUII CQUipIlK1lt . The facts 011 fillll 

si:e lire rei,Hively :.impil" If both sound 
and picture arc HI be ~hnt tit th .. , S.1!l1C 

lime 35111111 is till.' beller ~j :e. J I '5 lint too 
expcnsiw to make 16111111 prints from 
)5mm IK'g:ui\'cs. If tl1l.' film i1> to bc shot 
silent and sound add..-d la1('T \(mlJll is s.1 id 
to be just "5 s:Hi~ fllctnry. 

t\ Ill'", 16111111 CflIlll'(a dL'll)onstraWd 

wi th sIX'Cial film by du Pont during JuJU
aT)' indicilllxl that the problems inherent 
in Sill1ultalll'(luS filming o f s ight and 
sound in this size arc rapidl y being 
elirninat('d. Many film llIen sti ll omtend 
that it's bener to stick tel J5mm which 
has four tinK'S th{' area of thc 16mm, if the 
utmost darity of sil!ht and sound is 
desi red. 

Most commercial film pmduccrs and 
agcncy cx('('utives hesit atc tn qlKlte prices. 
W. H . Vilas, film and TV dircctor of ad 
3genc)' J. M. Mathes, quotl~ Ofl('-minut(' 
conuncrcial films, shot wi th Ii\'{' per
formers, from $ 150 10 $7,000, Animated 
subjects run from $4,050 to $6.750 (90 
fcet a t fmm $45 to $75 per foot ). Slide 
film, cartoon s, etc .. will run , according to 
Vilas, fmm $JOO tn $4,000 for 011(' minute. 

Vilas has made no slX'Cial TV films y{'t 
but he has mad(' minutc·mov ies for Spur, 
Canada Dry, Union Carbidc, Int('ma· 
tional Salt , and other M alhes clients, a ll of 
Ihc shorlS he feels arc idc31 for TV. The 
Spu r pictures will be used on television in 
a ll areas where there arc video stat ions on 
the ai r. When' there are no s tations the 
Spur minute·movies will be shown in 
moving picwr(' theaters. 

ComnU'rcial film fan's the sanU' pmb. 
lem as TV has faced during the past few 
)'ears- who is boss in the COll lrol room? 
TV has opened C011lmiiO ag('Tlc), men bu t 
comnX'rcial film men for the most pari 
s l ill cling 10 the belief tn.1t the producer, 
nOI the agenc), man , should be boss. 
According to mosl agene) men Ih is prob
lem is not licked by hiring film men for 
the agenc)" Thai jumps tll{, overhead 
too high for an agene)' profit or else the 
client has to be charged too much. As 
Don J\-IcCiure putS ii , thc job is 10 find a 
good producer and convincc him thm the 
agenc)' kno",,'S whm it's lalking ablut. 

Thm this can oc dUIK' is \:\,ide11l Imlll 
the enjoyable, in (3CI thrilJinf!, 011(:' 

minllle piclUrl's which John Su thl·rlan\l 
has jus t prndua..-d fur RBD&O nn Ix'hilif 
of th ... Uni t ~'d Fruit CWnpnll), Ill' ha 
lx'Cf1 able 10 take Ihe Chiquita Ban:llw 
charac'H'r r i~ ht out of Ilx' sinj.! lIl j.! COI1' 
Ill(' rcial radiu SpulS i1nd bring her III hk 
with full cuk!r, cUIlIl'dy, ,md sales dlt'C. 
ti\' .... nbs. Th<'SC piclllrl':> .1rl' b;!sicall} lor 
motion picwf(' ~howin)! but C\l'1l thnuj.!h 
tl1l'y're in fuJi Ansco color the) C1m h· 
dfccl i\'Cly scanned lor T V WHh(lltl I(J~ 0 1 

irnp.1C1. Not Ihm all color milt ion piv 
lUres make good TV (.m'. Snrnl' ml' shOl 
withou t rcgard tn how th",)" JI shuw up It l 
black and whitl' and ""'a~h Otlt when 
scanned by a televis ion camcra. Ilow_ 
l'vcr, many ;lgCIlCy and nXltiOIl picture 
l11en watch their j.!ray sca lc· when shoot
ing color and the r('Sult is as good a pic. 
ture in black and while as in fu ll ('{)lor. 

Dual-use picturl'S will be important (or 
the next tWIJ years during which TV wiJl 
be gmwing up. To oblain the (ullt'S t im· 
pact these one-minute pictures will ~l' 

shown on the air and in t heaters. They'll 
coSI more Ihan either strnighl thcater 
pictures or s traight TV film, because thl' 
requirements of full tl1Cater-scr('('n pic. 
lUres and sl1laJl-SCT('{'fI tcl{'vision arc 
different. To make piclu res llJC(>ting bolh 
requirenX'nts. that arc mostly close-ups 
and st ill haw ('llOugh background del3il 

is a COSily and difflcuit art. 

As nn indicat ion of the fact that com
mercial TV fil m differs from olh(,t film, 
Camels, while buying ils newsreel (mm 
20th Century. Fox, is having its comllll.' r
cials filmed by J('rry Fairbanks, who does 
most of NBC's film ",,'ork. E"ell though 
Fairbanks men arl' shnol ing the NBC 
newsreel, which wi ll compcle with the 
Camels production as far as n('ws is con
ecmed, Camel 's agency, ESI)" felt that 
they'd better use a T V·conscious producer 
for commercials. And to quol(' Jack 
Pl'gler of the Fairbanks New York offICe, 
who won'l give definite costs on the COIll ' 
n1Crc:als because of an Est}, offiCI.' ru l(, 
againsl lalking COSts, "the) ""'on 't be 
cheap ... 

Fairbanks will make special eomnX'T_ 
cials for thcir 0""'11 S) ndieatcd TV film 
which will be in line with small-budget 
advenisers. The), dOfl' t want the small 
advert iser 10 be the forJlQttcn 1111111 of 
Ielevision. 

(PIM~ tum /0 P.I~ 60) 

· ,1 .,..,,~ ,..h;~h /"" .. I,,/~. ,,1/ mI"" ;"/,, /..,. .... '" .h",J.. 
~f ~",. 

Commerci.1 rolml, hlndled by J, M , Math •• , I .. nd e- u .. lity .ppul to C.n .. d. Dry '. Spyr. 

S .. p.ratc yd .imil" n.utiul l l. nh ,uu/t from (top) binocular. (bottom) •• ilbo.t motif 
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HERE'S REAL 

-------~ 

COlORAOO 

NEW MfXICO 

LJ 

;~I.j 
MIC 
ot Kansas City 

FRM 
lot Kansas Farm Coverage 

" 

Nationally Repre sented 
by Free & Peters, Jnc. 

N{IRASO('" 

"'(AS • • 

on 

Red u ea sho"'" solid rupon$~ 
(ro m coumies within KFRM 's 
escimaled h.lf·mi IHvoitconIOuu. 

Dark aru shows response (rom 
listeners o utside KfRM "$ esti· 
mated half·millivoh con l Ours. 

\X7hen you buy KFRM, KMBC's 5,OOO-wau daytime as'iociatc 

for rural K ansas at 550 Kc, you' re buying listeners in at leas t 

231 coundcs and 9 states, in the coun try's richest rural market. 

KFRM heard from those coumics and stales the first two weeks 

it was on the air . Na turally, the bulk of listeners li ve in the 

11 7 couO( ics of K ansas. Oklahoma, Nebraska and Texas w ithin 

KFRi\I's estimated .5 millivolt con tours. Yes, the folks like 

KFRM 's programming b), KMBC from Kansas Cit)" AnJ, in 

addition , the KMnc.KFRM Team is the onl), K ansas Cit)' 

broadcaster who completely Co vers the Kansas Cit)' ma rket. 
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Candy is a mill ion-dol1.1 r 
business (wholcs,1 Ie volume) 

currently wit h a low ad vcnising I.Q .. ex
cept for a fe w outstanding examples. It s 
use of t he bro.1dcast medium has bct!n 
most effective in the casc of M:t rs, Peter 
Paul, American Chicle, and Beich (Whi z 
and Pecan Pete). 

William Wrigley. J r., has spent 1110rc 
radio mont'}, than any other (irm in the 
candy and gum fi eld ($2,657,483 for t ime 
in 1943, 1<l51 prell, ar year) but despite 
some 26 net work programs in 20 years 
only its Myrl and Margt't a nd SCClltcrgooc:/ 
Ba illes have remained on the a ir for an)' 
length of time and wi th any record of 
success. AllhCMJgh gum lends itself vcry 
lI,c l1 to the announcement (onn of bro.1d· 
cast advertising, Wrigley has permitted 
its number one gum compet itor, American 
Chicle, to dom inate t his foon of radio 
sell ing. Chicle wilt not offICially release 
its ai r expenditures but it spends 75l( of 
its budget for air timc. 

Wriglcy h .. 1s somcthing of t he same ad
venising complex as Coca-Cola (sPO.",SOR. 
Dc1::ember 1947). T here is t he same kind 
of business magic in the name of Wrigley 
as there is in Coke. T his means a trc
mendous amount of billboa rdinp; (inst itu-
t .\' ..... ,~;,~JaI" /,.",,...,,pI,,,,, " ..... J""" II)' IA"'¥ I,,,,I~~ 
'.u".,,,,.H ) 

tional •• dvert ising) and very little com
JX't it ive advertising or direct sell ing. 

American Chicle. on the other hand, 
while it has a number of fa mous trade 
n'1I1Ies. is not burdened with the digni ty 
of an industria l colossus. It can jingle in 
an amusing way. if tlte agency and adver
tising manager dl'Sire, about Dcn t},ne, 
Chiclets, Bhlck J ack, Beeman 's Pepsin, or 
any other of its products. or thl' products 
of its associa ted COIllp..1ny in the chocolate 
field, Wil bur-Suchard . American Chicle 
Slx'nds well ovcr $ 1,000,000 in announce
ments throughout tlX' na tion . It seldom 
is "lured" into sponsoring programs al
though it cosponsors sponin~ cven ts in 
Chicago with the Walgre!ll drugstore 
chain, an important gum ou tlet in thc 
M idwcst. 

American Chicle's year-round opera
tioll in broadcast ing bears a striking like
ness to that of Bulova. Irs ag('IlC)', 
Badger and Brown ing & Hcrse)", buys 
good time on sta tioos \o"ith top liSll'llillg 
audicnces withou t regard for power or 
t radit ion . Regular schedules art' placed 
0 11 out le ts like WWDC in Washington, 
D. c.; WJ BK, Detroit; WNEW, New 
York; and WWSW in P ittsburgh. Regu
lar sponing is from fivc to S('vcn [ime~ a 
week. 

,. 



C.ndy industry br.cltbo.rd union I h.y<tn't luccud"d in convincing jobbefl th.t lft .. ch.ndiJing .nd Ifl.,. promotion.,,, p.rt 01 their lunct ions 

/':0 Americ;!1l Chicle mmounceTl1cnt is 
scheduled un til it 's adequately tested. 
Normal formul;! is for a lest market like 
RochestC'r. Nl'w York. Johnson Cit}·. 
Tellll('ssee, or Minneapo1i~, I\.linrC'SOta , to 
Ix' s,1 turatl'd with tC'S t arnCUIlC(fl1ellt s. 
In a tes t cnmp.1 iRn prncticnlly <1 11 stntions 
in a town nre used <l nd from 50 10 60 
announcclrents a wct-' k are bought. After 
~ ix \\\'('ks of this. a research team is sent 
mto the tcv.n to check thc imp,1ct of t he 

campaign \'ery much as the Pet ry station 
represent<lti\'e organization had Al Polil:: 
make its "spot etfecti\'cnC'Ss" sun'c)'s in 
19~5 and 19~i. 

The agoocy places its camp.1igns on the 
basis of respondcnt s' rt'1lIl'lllbran('{' of the 
jingles or announ('{'menI S. In a s,1 !Ura· 
tion t('St , the- spots cost An~ric;! 11 Chicll' 
abou t $].00 each. Emphasis 011 non· 
networ k ad\'er tising is not bcc;!uS(' o f [mli· 

net work bi;ls but r<lther because American 
Chicle fecl s it can gear its ad\'ertising to 
market problems ocller via selected mar· 
ket nd\'crt isinR than it can by going coast 
to coast on a web. 

America docs not consume candy or 
dR'w gum equall)' in all S{'(.'tions. Highest 
candy consu mption per ca pila is in L;tah 
whelt' cach person eats J·U pounds per 
yea r. Utah's population is smnll SO the 
total consumption for toc ~tate is not a 

0 •. I. a . hu Itllhelolmut. 10' succeulul undy IUdi""c,, p.rtic ip.lion. Luden ', "Strilt" It Rich" h Iryin! 10 put "'011 Fihh ...... y"nu<t c.ndy b.r 



ll1ajor faclflr in the cand \" busmL~~. Low
cst calldy-{>;uillj;! slatc;lo Kmlllcky ""h<:-re 
11' ... a\'cra~(' is ol'ly 9.5 p()lInds ~r )l·ar. 
""ilh Alah.'lma Cal in)! ju .. t .3 of ,1 pound 
more. The untral Al lanlic imd East 
1\'orlh a.·m ra l Slatl'S Ct IlISUIl1C .j 9c~ of all 
11'lI..· cand) prodUCl'd in the Unitl-d Sw u"S. 
In 19016 ( 19.17 figun.'S arc not aWlilabk as 
Sro:-'SOR gOl'S til press) this 0191'; nvrc
Sl'llted $336.000.000 (who1c!...11c \',1Iuc) 
.... ith the total business done $687.000.000. 

Nc ..... York Start' alOl1l' paid $78.9701,000 
for candy in 19016 and Illillois Spt·nt 
$50,6901 ,000 for s""·cetS. G,mbined thcS(' 
tWO statl'S r{·prl'S(·nt l-d almost 20c~ cf 
A n~l'rica's candy rnarkl,t. In ran k order 
Ne ..... York is first, rl'nns),lv'lIlia is Sl'CtJlld 
(in dollar \'OIUl11l', not in IXlllndagl'), 
Illinois is third (Sl'cond in poundage). 
Califcmia has moved from S\.·wnth 10 

fourth plaa' since 1929 and in 19016 spt'nt 
$017,689,000 ..... ith thc candy industry. 

All thcS(' figurcs an' ..... holesale. 
Us('fS of SCI("CI; \'c market bro.1dcasting 

poin t to till' candy consumption figures as 
their reason for COIla'n traling thdr adwr
t ising in individual markets rather than 
try ing 10 COwr th('.j8 Slatl's. Concmlra
lion 00 specific markl'ts has de\'c\opt.-d a 
numlx'r of candy manufacturers who aJ'P 
virt ually unknown oulsidl' of thcir own 
b.'li liwicks. There is C'lrdinel Candy on 
thc Wl'St Co.'lSI using a 21 -station NBC 
nl't""'ork with the (Judd Str«l Show; 
Baucr's in Lincoln, Nebraska; Bradas & 
Genn in Louisville, Kt'ntuck),; Bro .... ·n & 
Hall'y in Tacoma, Washington; Dill ing ill 
Indianapolis; Mart Ila lll'r in Miami ; 
S ..... eet in Salt Lak!' Cit)'; and a t kast 30 
olhers that arc tops regionally. Nl'ari ), 
all of IheS(' fir ms usc a litt le radio and 
evcr)' so Of(('n u~ national maga;: inl's (for 
mail order businl'ss). 5<1Il1l' of Ihem ..... iII 
~ro ..... to na tional organi:.uiOilS in l ime. 

The big profi t is in candy bars. This 
market is nOI built by holiday adwrtising 

but by Far-rou nd S{'lIin~. Th!' markct~ 
for snme of these bilrs or rolls dqX'nd upon 
til(" ad\'!'rtising ttl a previous !-.'Clletatioli. 
ToOl sic Roll, Ill'rlohcy, 11IlJ Crncker Jack 
are in Ihis class. TomsiC' Rolb (SWl'Ct ~ 

Comp.1n)' of Alllerica) arc olll ,!;Cious (If 
the (aci that they dep(-'ud IIpOIl a 
t mde name built in a pTl'\'iou~ ~cn

cration and Tl'Cl'lll ly orf('T(-d the pro
motional hl'ad of a Ill't ..... nrk thc position of 
salcs manager a t a starting S,1]ar)' c.f 
$2'),000 pillS a pt.·ra'ntag(' of thc ~ros~ . 

S ..... eets Company of AnU'rica. ""hich I11S 
110 connection ..... ith the Salt Lake Ci l), 
SW(,(,I C1ndy Gmlpan),. is depending 
upon its last gl'n('ration advertising-estal>
lislll'd "Tootsil'" trad\· nanl{' ..... hich it has 
atl ached to a "fudge mix" to bolsH'r its 
sa il'S volunl{' ..... hich in the past has been 
in thc top tl'n of thc bar cand)' businl·ss. 
It ·s logical thallhc older gl' lwration which 
bought I'mny ToolSi(' Roils, and haw 
Ix'("n well sold on the Tootsie nalllt'. can 
Ix> sold a fudge mix ..... ith thc same trade 
naml·. SW(,,("IS has dur in)! Tl'C('IH mon ths 
concl'ntratl'd its air advertising 011 thc 
latter. 

National candy ad\'erlising com('S in 
waves. There ..... as a timl' ..... ht·n Ilershey 
Almond Bars dominated nalional media, 
another when Cracker Jack was S('('n 
ewry ..... here on billbo.1rds, in national 
magazines and car cards and still anolhc.'r 
..... hcrr Tootsie Rolls ..... (.T{' the ),oungcr 
gcneratioo 's delight. T here are also fads 
in candy eating and not so man y years 
ago ..... hen a substantial part of Amcrica 
..... as eating candy bars ..... ith yeast added. 
Tast)'l'ast ..... as a lead('r in this field and 
radio ..... as a major part of TaslYl-'as t ad
\'ertising promotion. 

Today thc most successful candy USl'r 
of broadcast ad\'er tising is j\'lars, Inc .. 
which has b('('n using one progralll , . Dr. 
J. Q. , for the past dgh l r('ars. Although 
Ihis program has ix'("n ribbed b), critics. 
its " I haw a lad)' in the bnlcoll)" Doctor." 

(plta~ tl/TII to f>a~ i~ ) 

" True 01 hlse" is Shotwell ', entry in Ihe r.ce to Icll c.ndy vi. quiuu 

Wrigley sells inll ilul ion.lIy yil Gene A uby 

Fred W. Amend Co. usel Bugl Bunny spots 
o n 20 11.I;onl in fiye m.rlcetl in new c.mp.ign 
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They got the right answer .. 



.once! Tlli , "omhitlalioll ill fj ',.. II ,.ill! o f !'", lII ity i ~ the 

al1ti'(" l h't'1 1Iuiz n, '11 "f" l t 1'.1)," Tu HI' Igllnt'Lll t." 

Th('~ 11;1\1' il 111<11.-111. ·,. .. 'a lt'111 fU I ~" illg cOlll pI1'l( 'ly 

a rul" ui .. ily I.j pit'''''''' \lh" 11 '1'0\11 10\\ \1111 ;t .. k .. 

11I1I",..liol1" that would .. ,·,tn'l'ly .. tUIllP ,. (,hild IIf ~ i x. 

BUT .. . l lh'Y kilo" :he all:' \\,', In lilli ' '1114'''lillll 

(: 1111 Iha(s fum to /1/1/1:1' (/ .~ltfl/! Ihal IJ!t '(I .H·.~ fllIl,IIII/S 

flf Iwol,l(' all on'r ill(' ( '/JIII/lrr ... " ,..110\\ 11t.11 

(·o ll .. j .. \t'l l lly win!'" It igh a lldit ' IW(·.r.l t ill f;" .11111 "I,." 

1I1l.lllimon." ('1"ili .'alll l'l'''' '\ 'II. 

YOU ONLY NEEO THE RIGHT AN SWER ". ONCE 

YOII '. /iw , /1f- fir.~, lillll '. ·, It f illp 'I i, HI' 1;!IIorfll/ /" 

i.~ "rl/ill/hl.- /iJl' 10('('/ rIHJ/wrr:ri, 'c " /JO lIsor ... hil'! 

)11t! ('11 11 hank 011 l/tis :1II ,.W('1' to your p rogram

""-01 ,,;·h. YOII .1011'1 11:1\1' 10 \\a it urtl tll lli for it 

II) hui ld. It ',. <lln':III ), th("I"·. pruH·d II) Y(-',Ir· n f 

·ut'"",.·£ul nalilJI1,d .polI~ol'~hip. Th i. j. ;. /,ip'li lll (' 

,.111 11\, rea.ly In Imy orr ill pro fit ,. t.1 III1'ai · pVII~Or,. .. , 

1101 11I1I1I1h,. froll! 110\\. nol yt' ,tr •. .. 1.111 righlllll/(.f 

Columbia Broadcasting System 

1'//11/" '1 illfill/l/I//iml i~ {/l·flilflbli· {rom HI/lf lortll 

(11 ..... '/lIliOI/. Or ('fllUiIIl! (US (O'Oj/Nrtlil ,' /'/o/{Tilln 

IJqm rllll"III. fN.j l/(IIlisou An'II/I,', .\/'II" lor!.- Cil). 
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lop) G,iffin', AII .. h'!: 11\(1 ~O ~, of b~d9rl on Ii, 

l:le'lom) Euo Ihiltl i~! (:,-Ierinj ... i:1I the .... 111,' 

, 

• • • 

Every Year 
BrIXldGl,tm.::l is :l 53fl , nll'Jiulll 
for <,(':150nal .1u\'l:nisin~. AI 
0111.' 1;1Ill: 'ca~onal :1J\'clI'~ing 

I\.:b pial('d almosll'nurl'l) in nl'w,paj1('rl>. 
which hkl" radlu han' Jail} dl'aJlinl~ 
Ilowell'r, despite airmail, Id('t}(>I.'S, ,mJ 
aU mlx'r n1O<krn nK'an~ of conUllUnic:l. 
lion, the USc.' of nl'WSpal''1:rs to aJwrtisc 
products which dt'pl:oJ upon thl: \Wath('f. 
.:b rHost seasonal ill'lllS J,), is n, 11 ncarly so 
fkxihk' as radio. 

Pnnlt'J adwflising which has Ill'\\~ 
app..'aJ, Jikl' ga:.Olinl' tll"UPS \\'jlh rounJ. 
Ilk',world nighb. ;lrI.' major projectS fOI 
agencies and usually rail' ~I :abk' stori('~ in 
tIll' aUI'(.'rtising: tradc pn.·~ wh ... n till'}' 

come off. For broaJca:,ung handling SpOi 
news adwrtising is part of ttlt' n:guJar 
daily operation and radio ad copy can Ix' 
alo up-to-tht.'·lllinute a~ tlx- St..LtiCJn'· nt.·w .. -
casts, 

Among tm.- earli\.' .. t u<;{'rs of ~asonaJ 
~pot anI)OUnCt.'1Hc.'ntl> IH'n: the.' mak('r"!' of 
\\'l .... d tire chauls, lbl'ir allllf)tlnn'flll'nts 
wcre.· pL"K"ed II ilh st:ltiollS with tl1l' unJl'r_ 
~Ianding that the} lloulJ be !>Chc.>duk,'J 
only when snow or icc CO\'o.:RJ (lr thr('a(_ 
l'lK'J the roads, Th;~ \\",1S satisfactory 
ll'ar~ ago whel1lhcrc lIas hkd) 10 n,' ~()Ild 
[1II1e oren for alUlOUIlCl'IllClUS, ToJill i( 
announcenK'llt schl'dukos art.' placed llpon 
this b3Sis tllt'n' is c.'wry chalKe.' thm tho.::.1..' 
breaks will tx- u~d only 111 marginal time 
011 [he larger stations, On Il' ...... p<l\lwfuJ 
stations tlwn' i, sol11l'what more.' Oppor. 
tunit)' for pr('l11iulll tillll' Spot~, but ~ta. 
uon r('pn'SCm<lIIH'S gc.'I1l'r:JlJy Illdkc.' (l'W 
al'ail"bdity prOlnt"'-'~ {or bu~ilws~ pl:Kl'd 
on a conllll~l'IK~' b3!.ls, 

2 3 

Seasonal adn'rtisers who u~t.' t:lC s"J;n· 
rTll'r months finJ [if I..' t.'asic.'St becau;.: t:ll"!"'.! 
arc.' still a number of kc.'}' ne.·t .... ·or:t all:;:. 
users who take.' a hiatus during th: :u:'ll J 
season and thus open time for a1 I:::i:;c,~ 
with sununer products, AdH'::isc.':; of 
prodUCts like Crilfin Allwhite s~n::- P):;;I, 
Flit, Gulf~pray, mOlh rlope!I:;,::;, i1;::t 
powJers, sun glasses, sun 10:i),I:, bJ::li!: 
SUits, ;,utomolil'c 1',3:({'S, cl-::');"I::';, ;,:,11 

"oOft drinks find it compan:iv,::;.' 
to buy good lime, 

0 ., Ihl' OIhl'r hand iI'S a "nl' a:-: I) 

snare.' prl'c;lIum lime.' during the \11111C.';' 0 I 
stallons \Iilh high listl'ning ind i c~; 

Placing of adl"l'rli~ing [or cold rl::lll~di:;, 
3Il1 i.[rl"":c.· compounds, chimlll'Y SWC'Ci' 

compound·, Illl'fl'S hat-, and other C)1J 
..... l·alhl'r sc3sonals is a nl1jor timl{)u),inJ 
problc.'fll l'very year. It'..; dil1:JI. III 
mailer holl' far in aJ In:: 0; a f.');:; 
"l'<lson thc Iml~'"htl}''''': S:,~.; t) r;:lJ:;: 
.1\'ailabllitks -or l'IC;' .) m 1:<; C >,n :1':
nll'l1I', In Ih .... cJ;;~ofm};: 1\::J.li'::l:J· 
to ... talin!", aJ\"d'1:~' C)TI'll ::TI: 1.. d) n): 
ObSurl' tllll,' al'.libbilitil", :>in:: m ),= S".I ;'\ 

station~ d I nx a:;cl,'p: hr J·nJ·fJ;1 
Ordl'fl' morl' tll1ll }) J1}"S p:i):;:) a C.l1\· 
p<li~:n's slarlin.; d,ne, Q"J/bJ:.!/ t"I~.i' 

don't want to kl .... p time O~,I \\"~I::-.l j, CJ:I 
b!.' ;.oIJ, BrooJc:bling has aLI"l;.'; O?::_ 
<ltl'd on a fir ... t conK', firs: s:;::J bJ;i.l, 
ACCl'pting a commitment C.·I'(' 1 3J Jlj'; i I 
advancl' of the placl'mc-nt of a s::l:JJ!\! 
can ml'an an open tinK' peri:>J p:)lJ:i.1J 
no fl'I'l'nuc, ,\lO~1 ~tatrOll$ W:'.':1 acc~'?:
ing .Jlh'dllCI' colllmitmcnts d:> s) wil:l <l 
r ... ·Il;,)ly clau$C" in Ihe contract i:t;:Jri:'J'; u~ 

(f'k<lSe 111rI1 10 P.lge 5{) 
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What does Rome have '<>-5'0 wlith.ffi:a(lio 

and Retailers ? Plenty ... if 

adage. When in Cleveland. 

Cb l.l o·w the time-te 

retailers do. They use WHK sU\;c'~;.sl[ul.ly. 

and naturally, consistently; In (act .. 

WHK does more program business h local 

spon sors ... than any other St ation: 

Rates and Hoopers aren't "all ek" to thos 

who KNOW Cleveland. They RESULTS s p 'ea'., 

WHEN 
IN 
ROME • • 



,. 

., 

Singill ' Salll 
the man behind over 200 Successful sales curves 

For ,hI' ",poll!<or illto ·f. ,,.ll'd ill sales. 5ill~ill' S:tlil 'In' ;;;c II!s a IIlliIJIIC 

oI'IH.rtllllity. For IlPn'f in radill'~ hi:. tory !lui Ihrn' 11("('11 a pl·r",ollalit~· 
lil.:., S;l lll •.. Ilt'H' f hefun' a prn~ ralll seric ... "ill. ::' lIch:ln olll,;:tanding 
f('!'lIrll •• f 1/Illjflf "a I., .. ,.. III"'C,. ,., ' ,. IInhrukl' ll hy a ~ illl!lt~ f:lillin' . 

'1' 111'",,' art' :< lrulll! ,.. 1:.11'111 ('111" Illnt I'arr~' In' UII'uclnll ;;; '''l' il!lit U' ith 

,'fo:-'III'I- lil " prUl!fali1 IllIf, '1I :15(.'r.. . if "' I('!lllf.cd hy facl,.. And f;U'LS 

\., ' hal t ' ill ahllilciallt'{' • •• hi:.:h 11001I('r ... , (,oll;:rlllillalllr~' lellt· r.: , ('\:_ 

I'f"" .• ioll " of f. 'al apprt'coiatinll h:y :" I\"I -r,i". ' r", t!JI'III"C'!'"C", ne tllal 
IIO-f"f. ' ;,1111 aflt 'f "Inri.'" 1. :II ,kl'c! ,fi lh till' , '"lIt'rd,' f.,:!lIrt, ;:;. 

Thi ... l,i-'Hill"I!' Ir:1I1",,'rih,' ,1 prtl~ra ll1 ",,'ri.' ~ is tl,,: ,.h",,' 
;."" 1I",'t! Itl prodn.',· rt ,,,,,,!t,. . \\"ril('. "ire, or II'I('phul1c 
T:"il for full ,Ic·t :.il .... 1)""'l'il, ' !Sin:,:i,,' :"i:II"·,. Irt' I\1('lltlu"s 
I'''ptll:lrit;. nlHl IH,II. lilt' .... Ii,,\\ I,. r(':,,,,, " :,hl;. Ilri,:t' d , 

SPONSOR 

\ 

I 
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TRANSCRIPTION 

Sillf.!ill! Sllnl-AIl I~ · ril· OI 'S ~ r('alt·,..1 
rliliin !'a le!' IlI:III. A !'~ i,.l('d hy Charlie 

1\101/.: 11 1111 1(' lIm l his " rc ll .· ... lra a lit! 

1111' jU:O- lly (11111011 " 1\1ullc lI 5 i,. I.·"" . 

SIIIH i" IInlilahh' (or " p('d:11 ,'(1111-

I IIt·r e· ill I (' lIllill!!" In gi\c yo u r pro

,t::r: lI11 CH'n j.! rt' lIler I' llif'" powc r. 

• I""" .. rllli 1.0 >''' ~"fI~" 
• U·f',. . ,,:,.,I II,, ! 
• Y .. Hr II~,,," '"r II ... U:, ~ 

• U·j" I1.'" " f :-''''' J[ 

SA LES, INC., 117 West High 51. 
Springfield. Ohio 
Telephone 2·4974 

New York-47 West 56th 51.. Col. 5· 1·544 Chicago _ 612 N. Michigan Ave .. Superior 3053 

Hollywood-6381 Hollywood Blvd .• Hollywood 5600 

MARCH 19048 



YOU MIGHT WALK A MILE 
IN 61/ 2 MINUTES ~ 

I 
/' 

BUT. • • 
YOU'LL NEED r 

WKZO-WJEF 
TO REACH WESTERN MICHIGAN! 

.. 

Tilt, 'Iui"i.e .. " Ino",l ('IT'-I" ill' an,1 111",.1 '-'CUIHllllit"t! ";I~ to 

/!1'1 ~ ullr 11\(""""I~:T t" tl." 1"'I", le "f " '(",,, II'rll .\li l'lli;:'III I,. 
Ih .. "":,!,, "J\ZI I-\\,JEF. Fir,.t, lH't'IIU",1' Im-nl re( 'I' ptiou i .. 
r,·:tll~ 1111,..;ni .. ral'ltlr~ fur IIIII"ill,- ,,1:llioll,.. •• ill(· '" \11t' "all 
"f fadillJ,.: tlmt ",lIrr"II11,I .. th i .. I'arl of tlw ~tal": .. ('rmlil. 

I" ','all"," Ihi,. CIIS ",IIl1 l, inaliun j" o."j(lr 11" , 11",,,,1 IU','IIIar 

"fall~' of tilt· Illirt~ ".tnli"n", I .. "hiI' ll th ,' pC'upt,' tlf \\, ·", I. ' rll 
'Ii"hi;'::;1I1 "\I'r li,.I1' II: 

1)1\1' ;.: 1<1111 '(' II I Ilw :-'I'rill;':. 14Jlj 110"lwr Ut 'purl "ill .... "'1-
I ill'·(· ~nl" II .. 1111"" , for ill"lall"(', th;.1 fruill I:! IIUUII 10 

6 p.III, "I,ZO-\\ .11-:1-" ',. ~Inlr.· IIf \lIdi.· ... ·•· i" 6.7~' IIr IlIlIr.· 
hi;:""r ,11:11' (Iff ,III ' " t ali un " •• f 1111." (lfll('r IIt'il t'urk , (1111111""('(/.' 

\\Cluld ~UII lik " '11 "Pt' ,1 .. · Il nllprr B"l'url '~ \\'("11 h., ;;1:111 '11 

~"11I 1 ~'III "III', i f ~ til! 'II " ri I. ' II~, Or j ..... :.,.1. ,h t ' r~ - h lI"dl'l, III. ·, 

FETZER BROADCASTING COMPANY 
AVERY-KNODEl , INC ,) EXCll'SIVE I\ATlN\Al r,(PRESE-N TAltVlS 

FM Al:dience 
ICl:Illilll.rdJrmn png.' 30) 
lIlost of OonalJ's \X':licic; arc said l:l have 
I.x-t-a lip for d:c final w("C:t of the ("On~e~t , 

e'r('(ially the S • .:mb:tck prcscnlatb:'l. 
\\ \\'OCr.\! is a pfO'.;re~she r ,\! ol.Jlict 

.llhliill(',1 with an in.kprndcnl AI\! sta· 
lion. L'mil r('("ently le:'e.~ to its mUSIc 
"rcquest" pmgram (nOl durlicated by the 
,\.\1 Outlel) W('r(' mostly (nr concel(· t}"1X' 
lI1u<,ic. 01('("k.ups re'("aied t:\:t 1I10St 
P..! r('Cei\er owner~ in Il":e \\ ';J ,hingron 
;Jrea weT(' in tht' hlght'r bracke~ nlCOn1l' 
),(Wl.lps. Rl'qUt'SI ~ <omillj:l ill 1:1 \\"WOC· 
r ,\1 frum Baltimnrt' h,1\e 1")(,,1 1x~n rur 
"good" Illusic bUI for curr(':"It I=Opular 
sd ccti(H1S. This has a lso I"C"':"cl1ll )" Ix"('n 
Increasingly tnle of r('qu('s~; fmm new' St't 
owner.. ill the District o ( Columbia. 
There haw b«.'1 vcry few .. equestS for 
re·hob and hot numbers. The requests 
filr currentl ), IXlpular tunes ha\"e been (or 
"~w("("t" music. In Washington, at least, 
it appears thm p,\1 receiveTS arc not 
listened to by swingsters to any degrre. 

Siftill!! out r ,\1 listeners in the case of 
stations which arc duplicalin~ their A\I 
M."tl('dUIe:<; 1001 ; (as \\,QXQ, New York. 
and many network stat ions arc doing) is 
a difllCu lt assi~lll11ent. By agrt'Cment 
tl}('"!;(' stations an' not cllafl!ing ad\"Cr· 
tisers extra for du.,lt ranSl11ission Ihis wa~ 
ol1e o( the considerations whidl tht" AF\I 
weighed when it consented to the duplica. 
tion of A\I programs on F;\ t) and e\'el1 
the HoolX'r rating organi:a tion is not 
tabulatmg the F,\I listening to network 
prOJ!rams separately. I n tile case of iodl'_ 
peilde-Ill AM·F.\ I st;ltions, rhe)' arecharg. 
in,:: ol1e ra le for the combined co\"er" i:C 
(w he re they ha\"{' F,\\ affi liates). In case 
Ihe F,\\ station docs not durlicate the 
program, a deduction is made. (1n the 
case o f WWOCH I the deduction is 5~r.) 

WCY1\' in New' York has no slstt'r A,\\ 
out lel Its audienc(' is 100"; P,\!. From 
telephone c<l lls <lnd letters receivcd fm m 
liSll'ners w th ... ir various reque~1 pro· 
grams, WC YN has I.x-t-n ab\(' to ciK'("k to 
a <k1:rCt' the econumic status of its self· 
idel1l1fied dialers. \\'CYi\.' a l!'O checked 
,he bu)eTS of F\I setS frolll a Ilum'-'cr o( 
dealers in hif!her.priced radio Tccdwrs in 
New York. It also tabulated a group of 
owners of Stromocrg·Carison F,\ I·A.\ 1 
!-CIS throughout Cr('ater Ne\\ York. 

TIl(' IIOUsill!; statu~ of td{'p llOl ~e.r('qL:<'St 

honk'S broke dO\\"11 in II:e followinj:! 
m,1nncr: 

", .. "I h 
I:. nl: 1 

I.n':.< ~~O II.r' 
!.'n.~'.~ l~.2' 

S ro·s • .;~ 11.0' 
~l.'Q·~I~? ~ .. \ 

A.:l:rq: II'", l"u}ers or re:chers fr~I:1 t::e 
(I':c,:s.· lam I.:I/'ll:;" 50) 

~PCN!OR 

, ._-

• 

I , 

, 



OET T MAN ARC HI VE 

Extra scores (and sales) if 
you don't pass George Passag~ 
No. the old print reproduced here is not from George Passage's 

" Sports Album" heard dai ly on Virginia 's only 50,000 watt radio st ation , 

WRVA. His is more modern! M ore dramatic! More interesting ! A fact 

confi rmed by loya l listeners in this billion-dollar market with 

395.780 radio families_ 

Sponsors who read "Sponsor" can buy the " Sports Album" at 6 :05 to 6 :2 5 P . M_ . 

Monday thru Friday ... at 6 :30 P . M . on Saturdays ... and the 

.five- minute "Sports Final" at 11 :10 P. M ., Monday thru Friday. 

Don 't pass George P assage and his sportcasts. You can get al1 the 

info from WRV A or Radio Sales. 

Richmond and Norfolk, Va . 
Represented by Radio Sales waVA 

MARCH 19 -<48 4. 



ON A NOH OF BEAUTY Beaut)' in music, likc any other t)PC 01 beaut), 

is an all-compelling force, , , attracting and holding listcncrs, making 

them sa)" "Civc us more_" wQxn-wQxQ has a loya l audience de\'oted to 

good music, , , :1Il audience of morc than half a million familics in the 

Nt'W York an'a ,., an aucliencc that responds to s:lles mess:lges accompnll)'ing 

the music it lo\'('s, ~Iusie's power to nttrilct, hold :'! nd se ll this Wist 

audience is T('sldting in great"r sales for a large list of 

natiOIl:l1 :lntl 10c:'!1 :l(h-ertisers now using wQxn-wQxQ WOXR " ,the stations distinguished for fine music amI the_ 
", and F,\f $tafi(m \\ 'QXQ 

Radio Statialls a/ The Sew York TUllt! news bulletins of The New York Times, ,. 

! FM Audience 
(Gmtll1l1tdfrom pagf 48) 
"':lter radio dealers, the breakdo"n 
:lllIong F.\I St't owm'rs "as as follows: 

1t,'n,,,1 
t,,"'" ssu ..'II .... 
$5(/_1'>'1 111 ~ 

IIOO_I\~" IJ' 
$I~O_IJ'>'I 11 
11t"r1NG U' 

The Stromberg - C1r1~1 ...... W"'X'rs· 
CCOIKJIllIC ~tatus as indiCiltt'd b} tht' n:nt~ 
thl'Y pay. is a~ follows: 

.lol "",hl) 

lt~n'~1 
t'noJ"r lSU N 
15a·I'>'I " H·II/-Ill" ,"' 

1\511·' 1 ..... • 
'h,'r 12fHI " '. 

Thus the medium nnd 10\1 rell! paY('f:> 
ttl nil thrt't· sunt'ys repreSt·t1! I h(' majoril}' 
of p,\j M'I owners. Obviously F,\ I SCt 
o .... ·nl'rs are not of any single income group, 
I NOllt· of th(' F,\l statiOfl~. howcver, haw 
I m:lde any study of the intcJh."ctual kwls 
of liSll111.'rs, the \\ GYN studil"S being lilt' 
most qU:llltati\,c thus madt'. 

,\lany stations ar(' still certain that th(' 
re:iSOIl \lhy FM r('Cei\'('rs are being sold in 
their arC;1S is music. To quote 011(' of the 
more progressi\'(' station manag('rs on thl' 
subject, "MUSIC is th(' common denom_ 
mator of b'OOd programing for four out of 
Ii\'(' listt'ners. Oh, )'l"S, polls show that 
JX'Ople prefcr spon"" com('(:Iy, news, etc., 
but just take away the ll1u~ic. and sc(' 
what Ihey would r('ally pr('fer, What 
th(·S(' f'COPI(' mean, and I'll d('fy th(' poll 
takers on Ihis score, is that the} prefer 
com(>d), news, sportS, (' te, after music. 
Not one of t l1('111 could lak(' a steady dll't 
of what they 50.1)' thcr pref('r most. It has 
to b(' mixed with music," 

O('spitl' promolion with contests, sportS 
and othl'r delicl"S, en1l Major Amlstrong 
(('CIs that Illu",ical reproduC1ion, ill IIx.
long run, will hold the F,\ I audk'llc(' to 
pM. 

Once A Ye .. r 
(Conti1l1ltd Jrom /Xlgt -H 
of a minimum of two \lccks of an an. 
nOUflC('l1}('nt sclX'dule or four \ll'eks of a 
program schedul(·. ,\lost cf the larger 
stauons, howe,'er, do nOI inl'Ok(' the 
JX'nalty ctauSE' if caocdl3lion is causcd br 
conditions beyond the control o( th(' 
adl't'rliser and a~encr. 

i\'ct\l'Ork bro.1dcasting dOC'S not adapt 
itself to ~('asonal product advertising on a 
short-term basis. The chains arlO by their 
let)" natul'(' dt'Signed to olX'rat(' on a 39-
or 52-11'('Ck .!'pnn. Exposure to air :tdl'('r· 
tising i~ bi.'St d(,I'cloped Oil a contjnuou~ 
lisu'ning basis not upon a i:o('n~nal vari. 
able. To obtain the most for their net-

( Pleasl' tum 10 pagt 54) 
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Pre-View Tested! Now Relldy lor Re/ellse! 
52 TRANSCRIBED HALF-HOUR PROGRAMS 

Better Thlln the Books or the Movies! 
N othi ng lik e this ever happe ned in radio before! Since August, 
morc than 100 members o( the Guild Preview Board (pract ical 
broadcasting executives from every sta te, and Hawai i) have audi
tioned " Michael Shayne," They sent their considered o pinions, suggesdons 
and criticisms co Gui ld headqnaners in Ho llywood. lI ere thc producer of 
"M ichael Shayne" acted upon the ir knowledge and ad,-ke 10 perfect a tOp
fli ght myste ry show-a show that combines Ho llywood 's skill with the "cash 
reg iSter",'tulgrmml of p rac tical rad io showme n from all over America! T hat's 
Ihe Guil 's uniq ue method of per{uliJ/g a prf)gram ;J/IIt/t'l1Ilrt of ils productioll. 

Now, afte r six months of pre
view-tes ting, "Mic hae l Shayne" 
is ready foc release: h alf-a n-hour 
weekly of e"c itin g, intri gu ing, 
breath·uking mystery· drama '" 
each story complete in i tsel L .. each 
o ne fu JI of ac tio n and suspense! 
This is a show that will bu ild a 
high H ooper, sell goods, deligl'll 
~ponsers! Ie is the first show in the 
history o f American broadcasting 
10 be produced with the advice a nd 
help of an importan t segment of 
the industry, (I(f;"g "s (l group. 

In man)' markets members of t he 
Hroadcastcrs' Gu ild h ave pu r
chased the sh ow, p rior to i15 gen
eral rcl ease to the trade, But o ther 
markets are stil l "opcn:' You are 
invh eu (0 write, 'phone o r wire for 
an aud itio n transcrip tion, together 

with. a 30.day option on t his feature 
fo r Jour marke t. I f it is avai lable fo r 
your city, we wi ll ship the audit ion 
disc by air ex press, 55 C. O . D. If 
you b uy the show, the 55 app lies 
on the pu rchase price. !fyou 
retu rn the transcript io n,your 
55 will be refunded , 

R egion al advenisers (and 
their agencies) wi ll be par
ticularly interested if you 
seek a show of n et-work caliber, 
Here is you r opportunity 10 ~cqu i rc 
a Hollywood propert)' t hat WIll com· 
pete with the best shows o n the air, 
anywhere! And al a p rice m uch less 
than you expeCl [0 pa)'] 

Don't delay! Send 10 H o lly_ 
w?O~ today fo r an audition trans-

IN 48 States and Hawaii practical broadcasters praise 
lIMichael Shayne" after their Preview Audition: 

coUnt uS 

JEFF CHANDLER 
as 

" MICHAel 
SHAYNE " 

! . 

'irllol.1e EXc/IJSJvcly fh'D,"Uh 
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hIe the Take 

·,AN FKA XC I SCV 

lV ith t lVO /.-iI/cIs of appeal 

While Sam Ha)es reports the l1ews. his ."\Be li ~ t c ll c r' C:II bre:tkfa~l. ,\lI d the maker" of Iho-t: 
weste rn brca kfa"t "laruIL}s. Whcalic;: and Spc rq P:lI1cale and \\':dll" \Ii\, ~pon~or Ili ~ broad".:t"t. 

For n ine con tinuous yea rs, the Spe rry ni\i~iol1 of Genera l .\Iilts ha". 
been rcp rc-cl1h·/1 Ly the ro~le r's Croll ,11111 Sa lll"", friclHlI) £,rccliut; \,hidl .. c .. clies 

r\ I1C \\"cslcrn \clwork Listeners six morning" each 'I'cck at i: I:;. 

There's lInother Sperry program. "This Woman ', St"Crc'" catche:. the 
a ft ernoon imagination of ;\13(";: feminine listener:., and dra\IS their attention 10 

\\ 'hcatl lcarts and Drifted Snow " I-Iome Perfected" Euric-hell Flour. 

Now in the thiHI Jear of S perr} spon"or". llip. il is a selics of sincere. undr:lIl1atizcd ~ toric,.

each complctc in itself-broadcast over the ;\'UC \~'estcrn ,',I' tl\ork :\lol1da ) ~ th rough Fridays 

a l ";00 to int rigue America's I\ Cslem housewil cs-anrl to scll tilCIll ~i'crr ~ prodllct~. 

Sp;'''y. a I );olll ... ·r w/"crliSl'f OIl Ihe NBC IVes/ali JVI 'fIl'Qrh, k!WII'.' lite UI"lif'l/n',f 

NIlC dc/ir"fs ill 'he Pacific (Iud R()('kics url 'II, IlIId how In Sf'1! ,111'11/, 

Sa m Hayes is a ,'ctcran wcsl coast nCll S reportcr, liis forthr iglll deli,cf) , kecn 

ncws scnse and finc ~ood humor in"'pire hur ll l rcd~ of il-ttCf,o. c;u' h month. "n(1 app roxi matel y 

99% of tho,o.c Ictters nol on lt' pra i!ie him, but thc prodllcl~ he se lls. 
It 's Ullsoliritcd correspondencc, 100. 

' 'This \\ 'o lllan '~ Sec ret" adaptcd ami produccd b)' the pcnctrating wri ter. Hclell ;\I organ, is unlikc 

an )' othcr fll'e-a-'\eck quartcr.hour program, II.!' warm llPlx·al of true·to-l ifc ~ I orie~, 

lold by the ,'oices of lI'omcn from 15 1075, d raw", a hC1l\' )' rc~"oni<e of nnsolicile<1 l11ail. 

~ I all ) Icttcrs arc a~ long as ICII pages. 

Hc rr V; an aOlcrt i;:cr rcaching double segment:; of \BC. alidien('e~ lIilh t"o dil'erse 

progralll ~, each appealing 10 responsi,'e lislenc rs ... rcspolI",i,'c bll~er .. , 

Othc r :I(h'c rtiscrs \" no\\' ;'IiBe's audicllce'" and their bu~ iug pOllcr, 100-

Pilluters Xut and Chocolate Company, \~'e~~oll Oi l. :lnd ~lIolHlrifl. Bc\"in", \ 'a n and Storage Compan),. 
awl \~ 'a"hinston Coopcrati,r Farm .. ,\ s"Ocialiol1 :In' alllOIl!! Ilwl11, 

Fit/d 0111 Imll' YOIl ('fill w:romc (IIII' of tim$<' kIlOIt;II!! (/Ih','''''Sj'f,~ . 

NBC WESTERN NETWORK 
A Scrvie~ of l~aJio Co'po,alion (1/ Amniea 



O NCE A YEAR 

\\urk dullar, thl'rl'im(', ~1'lIH1lo1lr.; opera te 
on a y(·a r.rnund ba~ i .. or a~ IW:lr to t ha t 
:I:> p"'>!Iibll'. T im, dot'S not 1Ill":In, hOl>.'
n'l", that a net work program canllot have 
,ea~ot1;]1 impacl. CUlllllll.'rcbl copy on a 
ncH\ork prHgnlln c:m be a!> <;(':I~on·.~,\:n~ i · 

tin' :I~ the il'gcndary grlHlI1u 1m!!. In 
raill) w ... :uhn S. C. .I 0 11l1.S011 GIll fcalOr ... 
its l)rax wm ... r rel'...tknt, in spring .1nd 
SlUlllll('r i l~ Cai llu, a nd during: t he cold 
w"';J[ her Whl.'lllolil'tO\,'\ rs arl' pack ... d away 
.ml! mon' tim .... bspt:m indoors, ih Glo, 
G,a l Oour and fUrili lU re W"I.~. 

In Ihl' sn ll1l' I11:llUM.'r Arm:rica n H OIlk' 
ProduCl !> and Stl'rlj l1~ Dru gs a re :lble to 
rota te pmJuct CUP) on Ilwi, da}timl' 
dr'llnat ic sl'r iab for <;(::l~lI1al \tar imioll !> il' 
product appeal. 

T Il(' S:lI1ll' is Irtl(' uf II/call} ~ponso r ... d 
:lIlIlOUllCl'lrll'llh 4" pruJ,lram campaigns. 
Natiol1nl Shues d idn't Cf>IHioUl' to (CaW T,' 

tudes>. :.hoc's during New York 's r("Cent 
hliZZ:lrd. O Ulc(.' ll trm inn was nn slOrm 
~1}l JI..'S, u \·l'rs hot.'~. rubbt'r~. and mowd 
Illo n: of th<.' 111 t han hnd ix-Cll !>Old in 
Nat iona l Sh(~.") l' ll tiTl' New York history. 
Hroadca!> ting is as changeable as the 
\\(.'athl'r. In fne t , bt'("1Iu<;c o f IlC Wt. and 
Wl'a lhI'IC.1St S, il r<..'nl'<"h the wl':uhn. It 

MIGHTY 'PutTIE 
MllKIN' ORESS, 

SALLY-GAL! 

YOII kiln" till' ,.tali s ti. 's - y lill 

~lI t '" Iilal IIII' farlll 
\\'I},\ y',. f"hllioll s 

f;lIl1ilit ,,, i n 

Itt'.] Hi,,'r 

\"HII., ~ IWI. ' IIlIlr( ' rllOllt 'y 10 

" 1 ... 1111 Ih i ,. ~.'ar thall 1'1'(' r h.,fort' 
n il 11/\lIrit ',. a,. \\(,11 a ." 111'1'1. ' ,.

,. il i.,,. , 

11,, 1 do ~ nr l 1..1111 '1 " ' 1) .\ Y'" Iwld 
"11 11m ,.., r id. f" rlll (It'npl .. '! I) .. 
~ IIII kllH" , fur i n ,.l;\o(' I' , Ih:11 

. ' 111' FlIr~.1 ,.l llrI' rI 'I'I' lIll y " 111 .1 
$(1,:;011 " urlh of ~ I :!,i " i l lH'u"' r" 
f rolll 11"(> IUU-\\ u r tl ;/111111/1111" ' -

1111' 11 1 UII \\ I) \ Y? 

,\ ,.k ~ Ollr f,,('td "'/J/"'M'/I fl/ tirf' alltlll I 
rad io ,,,Id \\0 \ \ i ll IIII' H.'d 
Hi H' r \ ':li l t 'y, II ., kilt",,. ! 

W 
D 

A 
Y 

FARGO , N. D. 
NBC 970 KILOCYCLES 

5000 WATTS 

FR[~ & I'mas. hr. 
r .. ' . .... ,. .... _ , ..... _ ... _ 

mirrors Ihe moods and f{-elin,!!s of ih 
listellers . It pre se lls listeners on seasons 
:md holidays as they occur, The dars of 
II"\(' }'l'n r work themselws into practically 
cWI Y progri'llll , Broadcibting b t1Il' ll'ilSl 
ivory lowered of all ad vert ising mediums, 

Down South they kno w in ,\ 1<1rch tha i 
summer ilo on Ihe WHY ix"C;1use Griffin's 
Allwhit(' shOl' polish commercials ~ Ia rt 

Ihrough radio «'CeiVl'rs. Come April and 
,\ Iii )', and E~ nt'wscaSler:. remind 
listcller50 <lboul Fli t, and in thl' ru ra l a fl'<I~, 

liwstock spr<ly, Th' ,1 ClJml~ thl' a ttack 
on winler o il wilh tI"\(' u rge to Ch:III.1!l' Ilvcr 
to 'Umlll (' r lubric<l rHs. 

As the sun mo\" t'~ north from tilt.' 
equntor Esso's commercia ls move wi th il. 
Esso h<ls <I regular nK' rchandising l irl)(" 
table for each section uf thc country. 
Although E:.so is a S2" H't'k advert iser II 

c<ln adjust its season<l l ndVl'rtising to la le 
or carly wintcrs and summers. T hI: 
abilit }' 10 roll with thl' weather ponchl'S i ~ 
vit <l l to successful SI.'aSlmal advert ising. 
For Ihe pOI::.! two lo unUlIers the w('a lhe r 
wa~ dry and insect pests wcre a l a mini· 
mum, The ma rket fo r Flit o r Gulf Spra}' 
o r :my insect I.'liminalor was do""11 to a 
minimum so dealers and the S tandard Oi l 
empire were ~ I uck with a product for 
which thert' walolI ' l the usual 11loed. Ri t 

• 

(Please turn /() page 56) 
had a regular ~pot program campai/!ll .1 

The Tex u Rangers transcrip· 
tion s o f weuern songs h~ye 

what it t ~ke s! Th e)' build au, 
diences . " They build sues . .. 
Th e price is right - scaled to 
the size of the market ~nd $I~ ' 

tion, big or little, Slindard or 
F~1. And The Teus R~n8eu 
tunscripl ions hl" e qu~lit )"pl us 

~ programming ,'en~ titit), that 
no othen h~"e. 

WIRE OR WR ITE FOR 

COMPLETE DETAILS, 

The Texas Rangers 
AN AUHUI • CHUICH ,.ODUCTlOfll 

'ICICWtCK HOtH. K,lINSA' eny , MO 

SPONSOR 

• 
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THOMAS EDISON 

"Fr"~ f· . h h·· . f ~: ':f wos Irsl WI' IS Invenllon 0 
..... ~ the incandescent bulb in 1878 
~ powered by the first steady
current dynamo ... 0 tremendous step 

towa r d 0 beller way o f l ife ... th e 
American Way of Life ... iust as W JR is .. 

I N PO W ER 

AND RE SULTS 

CIS 

MICHIGA N'S GR EATEST 
ADVERTI SING MEDIUM 

50,000 
W A T T 5 

THE GOODWILL 
G . A . R I CHARDS 

S TAT ION "'HER OL D D. D E T R 0 I T 
H ARRY WIS MER ,., ... All' . 10 ,I._ " ••. 

M ..... RCH 19'" 55 
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llit Tillie,.' for ill a rch 
(On Record,) 

ALL DRESSED UP WITH A BROKEN HEART 
P. "v L .. -(~. 150n • hddv (I.,~-Cot. ]7915 
[ddv H" .... d-M.j. IU~ • R." Mo,,_OU. U]]9 
Bob H .. ~lIo~-MaM '01't AlOft a.,.,d-Nol. 7019 
Johft l .. ' ... - M ..... V 509) • Aloft Ool.-Si" , 5174 
1M Fi, . B...-8.n. , 1009 • J"'~ 0 •• ft,- 10." It~] 
tho V ... ,".d,-O~i ..... 1 H J . nv (oo ........ Oi .... orw:t ,09(1 
Phil R .. d_O.M. ·lono 176 

DREAM PEDDLER, THE 

FOOL THAT I AM ("'" .. ,,~) 
Oift.~ Sh" .. "-Cot. ]1951 • SO .... v Ku.-Vic . 'O·I~I 
Bill. [.~.,~.-MaM 10091 • [n~ I~. H._~ j ... -V",. Il).t"O 
Oiftoh W .... I..,'OO\-M .... 1050 • Glo<I., P.I ........ M i<.d. 104 
G.o"I. G ibb.-Mol. , tOI ) • B.""k. Bro,h.n-Ou • • ,o.9 
Th. R ... ft,- NOI . 90.0 

I WOULDN'T BE SURPRISED ("~"') 
H .... (ool-M. re. 5010 • So""".I( •• .-Vic.· 

LET'S BE SWEETHEARTS AGAIN <C •• ,.." .. ",.) 

LOVE IS SO TERRIFIC 
L .. B.".~-C .. I . ]l0~ • A,'lo...t - MGM 10"6 
H.t.ft C ... 01l .. SoIi" . .. -Vlc. to·I~lt • [ 'fti . F. lic. Ooo./\. ,-C ... . U6 
Vic O ...... ft.-M.« ... 510' 

PASSING FANCY (8M" 
V.~,h Mo",,, ..-Vic. lO.I5H R .. 0" ... ..-M .. . ' 1I6 
J o~"". Joh~.o~..-MGM 101'l7 • f,.", .. L • ..,f"'d-M ...... 5095 
R.. Aft'h"ft,-hM.o;.~· 

TERESA (0.,' .') 
Oic~ H ..... .. l'oftd ..... 5i" ... -0 • • . t~ltO • 1( .. 1C" • .....c0 .. )1061 
JK~ 5 .. ilh-c. ... ... . Vk O."'oft.-M . ...... 5091 
Oo.R ... M. T.'O-< .. ",. 150' 

WHO PUT THAT DREAM IN YOUR EYES 
M.,Io W .... o.,-co."IOl6 • R • • (o./\ . ..... Rtp. In 
jK~ McL .. ,,--Co •• , 1015 

WHY DOES IT HAVE TO RAIN ON SUNDAY 
F .. dd. Morti,,_Vic. 10-,551 • S" .. ,,~ . L .... "ft-M . ... son 
O. M. O .. -Vic. to., ]11 • B .... 51 . BOyo-MGM' • M ill H.r1~ ', io-O •• . • 

YOU'RE GONNA GET MY LETTER 
IN THE MORNING (t,",. ) 

M ... 0.1>", ... -0 ••. tHOI • Ad ,; . .. R" .. ; .. i--B~II.' Ion 
G •• L"",",do-O,c ," 

YOU'VE CHANGED ,M,',d.t.~) 

O NCE A YEAR 
OJII liuHtcljrom p.lgr 54 ) 

plillllll'd, Fill Frolics, \Oohich II W:l:' not 
able to drop qUitkly. Can('('lIm ion 
clau' l'S 011 mOM statioll COlltraCl ~, as noted 
n!xl\,(', call for 1\\0 '''''l'k!> nuun' (ur all' 
l)uUnClntl'llh and ICIUT \\l'('k~ Ilotict' (tlr 

rrol!ram~ \:\l'1I aftl'r <l cmnpiliJ.!11 hilS 
~Ianl-d . " ' any of Il l!' Inrl!CT '<':J"IlIlal ad
\'(,'Ttl St."TS {ml If/ma ke U5I," of thl' fklCihiht}' 
of ~pm :lI1nUU I1Cl'lIl('I1t ~ and ~rCJt pro

grilm~, COIl'-Cioul> of tht, shon Tatl' (;IClor 

III hlack-and· \\ 11I(c ad\l'rti~i nJ.! . tht:) do 
nUl fe-all:l' th.n today thl'Tt> a rc few 
:. pun~rs that raIl' di<;counls if thl'ir broad. 
C:I H Irl-qu('ucy b a~ 111\\ ;Il> I J (ill1l.'!> ant.! 
a (',mediation 5.1 \t"S 111(" :u..hati...:.'r IlIOSI 
of th(- ruSt uf the UJ1l1~ ~Mlnal tulle. 

Unseasonable "{':Hher is what ddeated 
the Adam Hal NBC tnknt '<':ITch pro. 
Il ra!1l last ~a ll . The cool \I,(';ntlt:r dId !l01 
am\'{' untt l after the ThanksJ!I\ 'ing holi
days and Ilk'n H ntinul'<l to go h:nkss or 
to .... C'ar th('il sumrr.er-weight ( 'its. Thus 
110 matter hoy, bl~ th(;" audiellCt' (or the 
~~w, the l1Ialkel for Illen's hats didn't 
I'XI~ I and bnth the adwrtisil1~ c;'lIl1paigli 
<1 l1d the proglam it!'('l( bl(, .... up. I{ Adam 
Ilats had had sO rTx:thing to sdl Ix .... ide~ 
(all and WllltN hC'adpicCl"S. their ad\"(, rlis~ 
mg :alllraign would haw lx,:n able to 
SUn'I\'e th<o 1011(' season. 

, 

SPONSOR 

, 

• 

, 



Th ... !UO:.-I suc:(~·:!>:> tul U:.o." I':' of :><,;1.,.'l1al 
bmadcasling nrc Ihe cough and cold 
rt'lllt'(lil"S. From Vicks ICI Rcm, from 
/\'rtussin 10 ,\ juslcrol(' thl'}' watch the 
wt,ather like hnwks and with ti l(' fi rst 
signs of 5pril1!! start C<lIlcdling scll('du/rs. 
O>mbintod the}' rt'Pn'Sl.'Tl t all air advertis
ing \'olul11e of .... ell U\'l'r $1,000,000 a }'('ar, 
.... ·ith Vicks :.-pcndinj.! IllOI'(' than ally sin j.!k
compelitor. Vicks in tll(' past has used 
lK'twork tilnc bill now COllcentralt's Gil 
spot allilOl.IIICCI1lClilS and proArams. Cur
rently owr 100 stations art· being used, 
mostly for spot nnllouncem(,l1 ts, although 
Ihey buy 5, 10, nnd 15·minute progrnms 
in markets in which they hnn' had previ. 
ous experience. The), kt,(,p a cJQS(,' chcrk 
on the rel:lliollsh ip between sales nnd ad
vcrt ising :tnd their campaij.!n is always 
nexible, ('xp..1nding when sak'S juslify it 
and being curtailed when the weillh<'r or 
other conditions restrict the mark l ' l. 

Although it s(,(,IllS logical Ihat they 
should. \"Cry few of the cough and cold 
remedies usc weathercasts, !x"C,IUse such 
use restricts the amount of selling time for 
IheiT products. 

Pertussin, OrK' of the big lime buycrs in t 

Ihe scasonal field , is currently using 51 
Simians, with progr:1l11son 13. Thea ver
age schedule calls for five SPOIS a ..... eek I 
per sta t ion, in the case of programs the 
frequenc)' is thr{'(' limes a week. Current 
usc is down frem a 97-Slation schedule 
las t year but PeTtussin is spending just 
abou t t he same budget, using powcr sta
tions in big Illarkets rat her than a grealer 
number of stat ions in Slllaller territories. I 

Luden's is conccntrating its current 
broadcast advertising budgct on its CBS 
n('twork program, Strike /I Rich, 10 whirh 
is assigned the major job of sclling Luden's 
Fifth Avenue Candy Bar. Luden's docs 
ils cough drop selling with cowcatcher 
(prcprogram) or hilchhikc (postprogralll) 
announcen1ClllS. 

There have been somc attempts by sta
tions and networks to turn cold and cough 
rcmedies into year-round ad\'(' rtisers, 
sincc both coughs and colds do occur at 
times olher than in the wintcr- but S<11cs 
records or the patcnl medicine firms ha\"C 
stopped Ihc all.year·roW1d appeal. Some 
medicinal product fimlS did stay on for a 
full 52 ..... ct'ks during the ~'ar years but 
that ..... as a case of usin~ lax money. rather 
than somelhing the advcrtising manager 
could justif)' on Ihe basis of s.1lcs per ad· 
dollar. 

Agencies know'tha l their cl ients ..... ho 
\\' .lIlt to reach the wei floc l- hot head con. 
tingent arc \'t'ry competitive and usually 
rl'quest ava ilabilities without revcaling 

THE CA VALCADE OF MUSIC 
Available April 1 on all Lang.Wolth af fi l i at~d stations ... 

52 cons~cut ive half.hours of h i gh.ca l ib,~ musical ~n tertain

ment , . , fo, r ~ gional and local sponsors, via tra nscri ptions . 

Th ~ Ca valcade of Music features D 'Art~ga's 3 5 . pi~ce pop

concert orchestra and 16-voic ~ choi, . with g u~st appear

ances b y . . , 

The Moderna ir~s with P.ula Ke ll y, Tomm y Dors~ y, Tony 

Russo, Cla ud~ Th ornhill, Anita Ellis, Vaughn Monroe, 

R id~rs of the PUlple Sag~ , Frankie Carle, lito G ui zar, Rose 

M urphy, Th~ 4 Knights, Tony Pastor, Eval yn Tyner, Jack 

Lawr~nce and others. 

Write, phone or telegraph: 

LANG-WORTH, Inc. 
113 W. 5 7th ST., NEW YO RK 

Ihe ad\·erliser. Ho\\'c \"er, the rt'quest for * D'ARTEGA specific availabilities is usuall}' a tiP.o{) tf 10 '-_ .... ____________________________ -1 
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the ~ t;nion rCl're~'ntati\'l.'" 011 the diem, 
d{'Spite t ill." hush·hll~h, E\'l'n when Vick 
requl'Slcd avail;lbililil'S Irol11 NBC TV 11 

wa .. a ll \'cry "t'Crl'(. Vick u<;t'~ a wt'ather 
report and OIW minutl' ~I'()t on \\'N BT 
/lOW, 

L)uril1g the c:Ullllng <;(.'all(lIl, General 
Funds lI"CS "['lit annOUIICl'IllerH" through. 
out the cnulltry for bUlh it!> Certo and 
Surl" J d l, Tlw,:<,(' cnmmercials jump 
around the country ,md art' ~pot1l'd Just 
lx'fure Cal1nill}! time: in cacli area, III 
sollie s<:ctiom of the COlllllr} thert' an: 
~\'cra l diff('rent pt.'riods of till' SUIllllll'r 
and fa ll durin/! which callnillj.( is dont' and 
tlk.' conunercials reaPJ'll':lr dUring ('ach, 

Otht'r :.pot :lnnouncenwnt uSt'rs are tht' 
S«.'d houSt's \l, ho scll hybrid <;I:cds to 
farmers. Tlu'S(,' hou>;\:c: "lrl'S~ their prod. 
lJC1S Just Ixfort' planlillJ,: <.cason. In the 
p."lst mOSt fa rnll'r5 raised Iheir own 5(.'cds 
but more and more tht')' arl' buying 
special sec:d for crops thaI brillJ.( premIum 
ret's, During this S,1/ll(' jX'riod Ihert' arc a 
number of poult(y and Iiw .. lOck rcnK'Clit'!> 
that arc pushed ror a ~jx 10 It'n,wl't''k 
period. T ransition from barn "'''-'thng to 
grazing usually n'quirl'~ h \'t:~lIIck lunics 
of one kind or anOlht'r ,lIld the eight to 
tm firllIs specializing in lh{'St' compound~ 
Usc.' thl' air as rt'rnin,jcr :ld\'ertising. 

Tulsa's only 

ter . Only 
radio cen 

In the rich 

M'!Ike t" section of pros"Money 

JOHN ESAU 
VI(e·P'~' 0"",, Urn MQ', 

" 

Write KTUL, 

the Park, Tulsa, Okla. 

• AV ERY-K NODEL, Inc. 
Nor,g"ol R;rp,<"e"tot,vt1 

.... _ . . 

Most d('O(jorant s ad vert ise all )CM 
'round, bu t th{'rt' arc a few, IikeColgale. 
P:llmolive· Pct.'I 's Veto, \I"h ich concen tratl' 
thl'i r scht:'du les in th{' SUmmer, c rop 
thin king is t hat during the sumlner t here 
IS thl' most IlCt..'d for a deodor:lnt and thus 
thl')' hit '('m hard during the April. 
So:plember period, C P·P expect that If 
consumers usc Veto during this period 
thc}"U continue to use it a ll ),eM 'round 

Some watch companies Elgin, Gruen 
·ar,-, seasollal ad\'CrtiSt'rs, spending a big 

slie{' or tht'ir budgels during the pre· 
holiday sc.':lSOn. T he best examples of I his 
type of air.advertising are the [wo.hour 
Elgin Thanksgiving and 01ristrnas bro."ld
casts, Elgin spends mOrt' than an)' otlll'r 
one·shOI advert iscr for 1\1,'0 programs and 
is one of tht' most succ('ssfu l examples of 
\l,hat ont'. t inlt' broadcasts can do, Thl')' 
scll morc Elgin watchl'S as gift s :I t theSt' 
seasons th:ln arc sold during :I ll of the 
rest of the ),e:lT, 

So:asonal broadcasting c:ln be geared to 

do ,11\ ) th/l1lo: th:ll requires intensive sellinJ.( 
in a short t illlt', It is a field Ih:l t has its 
011.'11 rules and regul:l t ions, Often [he 
difference bet\l,'ct.'n the profitable and Ihe 
COStly way 10 uS(! tht' air seasonally is 
knowing .... hen to po ll a campaign off and 
how long to hold off starting i t . 

MEMPHIS 

ro,Ooo w 007 ' 1m _ 
) 000 W N Igh' ' 1m _ 
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ADVERTISERS AND LISTENERS CON· 

TINUE TO RELY ON WFAA TO LEAD 

THE WAY IN THE SOUTHWEST. 

HERE'S WHY: 

Largest, Most Experienced St.ff 
WfAA ofh~rs by for the largest, most complete 

lind experienced staff of any station in the 
1outhwest, 

Proven, Popular Programming 
WFAA constantly shows top ratings with both 

network and locally (rea ted programs of proven 
popularity. 

Complete, Modern F.cilities 
WfAA offers every phase 01 modern, progressive 

broadcasting - crea ting, writing, producing, 
transcriptions, merchandising-many more. 

Complete, Effective Cover.ge 
With a primary (overage on 820 kilocycles with 
50,000 watts embracing 965,570 radio homes, 

on 570 kilo(ycles at 5,000 wotts embracing 
507,230 radio homes. (Daytime (overage, BMB.) 

Rfprfl lflnfed Nationally by 

EDWARD PETRY and COMPANY 

MARCH 19 .. 8 

23,585 Pieces of Mail 
IN 45 DAYS! 

Hackberry Hotel is a IS ·minute comedy program, 
created and produced by \'\' FAA ... broadcast Monda)'s 
through Fridays from 12:3010 12 :45 P. M. O\'er \'{' FAA 
on 570 kj loc)'cI~ at 5,000 waUs,. 

011 l ;t!hrlUlry 17. Ibis program b,ul bUll brotld(QsI 
1,00 l illln ... on the air ~ince 1943.,. and one of its 
tWO main characters, " l iule W' illic," who is now the 
Ijule co lored bellbuy of Hackberry Hote l, was created 
Febru ary 2, 1931,17 ),(!aH 'lgO! 

Like many of \X' FAA's progra ms, Hackberry Hote l 
has built II big, 10Ft! audience ... so big. and SO loyal 
that when an offer of " Little \X' illie's" Joke Book was 
made during a two·week period of this program, 23,585 
request letters were receh'ed in the next 45 days! 

That's resu lts! But nlOre th:1n results, it's an indio 
cat ion of \X' FAA's abi lit y 10 create and produce a show 
that pu lls ... and it's an indica tion of WFAA's pop,,· 
larif)' and (OI'etagl:' throughout the big. rich Southweste rn 
area it sen ·e). 

DALLAS, TEXAS 

~:':.~~~~!TD!'.~~!~~~'~: Eti3 
S9 
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TV COMMERCIALS 
GmlJlllrt'lIjmm /lt1}!1' Jj) 

Thl' Emil ,\ \oguilld\wlisinj.! ag<:llc} I, 
l)pK:Jl of tIll' aJ.!(1lCi~, f\'prt"'l'nting tl1l' 
"Ii(ll,' mall" 111 [1.'11'\1'1011. Till') handk 
adn·ru .. ing lor B:m1l')'\, Nation:11 Shot" 
and 111;'j1l } 0111(1' till ..... USl'r<'(>11 Nt,,,,, Yurk\ 

IIldq'I'mknt Ai\1 q;'l[ioll' Th\.') ~Iartl'd 

.. hIMJ(inj.! film J:JlIll<lf ) 31. Tlll'Y plan 
\\ithin the nua thrn' months 10 have six 
hOlln.:1 w('('k pJan'd (111 Nt,,,, YOlk', TV 

Ilutll'b. TIll'Y'rl' ~hoOlil1g l'vl'fylhing Oil 

16111111, simpJ) a~ a malll'r of cruot. Ac
cording 111 Louis I t·) \l ard of ,\\ogur .. , 
"Wt'GIlI do with thrlX' m\.'Il in 161l1Jl1 what 

would rl'quirl' -10 in 1501111. And then 
there's thl' IlWltl'r of union~ ... t 

,\s might he cX]X'Ch'd with the Mogul 
o r'l:r;l(ion, Ill('}'w ~hawd Ihe prodUCIioll 
COSI dOWIl to the ll11nimum. t.;,ing a 
~lrdl'-fi hll t,'CImi'luc, u1\('-minute spots :lre 
produn·d :It $100 ,'aeh. Using slTaight 
film tlw ,\togul co~t~ are $JSO pc-r minute. 

The} 'n' doing cnl1lnlcni;11s ill SI.:tS of 
ten, with n Ilew SCI pl:lnned each six 
months. Thl') 're gning to repcat film 
everr t('ll\1l scanning. 

Compa ring the dilfeTenn'lx,tw('('n COStS 
of n.'Cordinl! one-ll\inutc ~pots fe r radio 
and for TV, He}'ward ci;lims that he call 
do five one-minute films for about $1,000, 
while five oll,'-minute rndio spots COSt 
him $1,200. His films, of coursc, :lre 
about 80<;[ slide film but he lx' liev('S that 
slides plus some live action ..... ilI sell as 
well as entertain, 

,\ logu[ is out to pro\'(' that :Ill adver
tiser ca n use TV in New York effectively 
for $20,000 a rear. 

Contrast,'d with I\\ogul's H(,y ..... ard. 
Bud Gamble, television pionet'r, has a 
minimum fee of $700 for one-minute 
commercials. 

During his (');pc'rimental development 
period, Gamble did film more cheaply but 
he's OUt to fil m them no\\' 011 a b'l.larantl,"{'d
resu lt b:lsis. He did a quickie fnr :l B:l)' 
Packard dealer which sold the dealer's 
year's allotmen t in four IH,t'ks- and it was 
selling the [948 Packard cOllwrtiblt 
whidl COStS real mOiler. 

Gambit' has film(>d comr11erci:lls for 
Phi !co, Everv('$s, Charms, and Waleo, 
His cu rrellt commitments include Duff's 
Apple Cider for Young and Rubicam and 
Ph ilip ,\lorris Cigarettes for Biow, One 
rcason why Gamble's col11111erci:lls are 
higher-pric('d than some others is that he 
feels thaI animation is :l definite rlu!' 
wlwn doing visual ~dllllg and, as indio 
c;lIcd prl'l'iouslr, animation is costly. 

[lroduCl'rs genernll}' fed that name 
talent dOl.>sn't I1ll' an a thing in olle-

t/'"I"" I" .... J"'"", ' ... , II" I';",,,, iiI", Ii,,,, ~'''' "" 
,,,.,.,, "laM.",,/. 

I n 
MERCHANDISING 
AND PROMOTION 
Advcrtisers get OO;\;t.:S SER\'ICE 
rmm \\'i\lllD. Top rate promotion 
and rT'I('fchandising such as Dea[er 
Letters ... Signs and Displays. , . 
;" Ierehandising Publication .. , Per-
sonal Contacts ... !\:cwspapcr Ads 
and Prommion ... help sell pro-
grams AND PRODt.:CTS. 

"Olll5to lrdillt skill olld (' rgemli/y" is 
lhe war Kroger terms it. H ere's the 
stor), as il appeared in BROAD
CAST [I>\C, December 22 issue: 

3 Stations Win p'a~u .• s 
p motion Achvlty 

for ro stations, 
THREE Midwesterntnd WCHS 
WBOW Terre Haute, d" WMSD 

~' Va., an d Charleston, ' been awarde 
Peoria, 11\.,,, ha~~nding skill and 
Plaques {or. ou pl~iting the day-

" " In ex" L ingenUI ~ LilLda." Firat al·e. 
time serial, C Cincinnati, p~o-

The Kroger ~~'t in (onjunctlor 
moted the con l ad\'erti! ing cam 
with it! cur~~~7 stations urr.zj..!!! 
paign,~ 

ItE~IE~IJIEK- \\:'1B1) I"'~ 
~ bin .... !<h.,,~ oilh<, 3"d,<,n(~ 
Ih::on ~ll o,h ... 1',,<> . ... SI"1I0n5 
(,,",1',,""'" III,x,I"" ~1"llQn 
1.1~l<· n'n~ Indu. :-;ov · Vee., 
19~,) 

.SPONSOR 

, 

• 

_ • • - =:....L..-,;;;;;= _____ "'"""= ____ ... 



when cigarettes were scarce 

WDNC sent 'em to you! 

when nylons were scarce 

WDNC sent 'em to you! 

-
when sales problems are tough ~. 

I 
WONC goes from 250 watts at 1490 

to 5000 watts at 620 

AN EIGHT TIMES BI GGER AUDIENCE 
WITH SIX TIMES MORE RETAIL SALES! 

* * * * • * 
The CBS Station In 5000 w,n, Day · 1000 w,n, Night 

620 Kc. Durham, North Caro lina 
ESTABLISHED 1923 

OWNED BY HERALD-SUN NEWSPAPERS The South 's No. One State 

PAUL H. RAYMER =~~~~~~~T"TIVE 

MARCH 19.48 61 



minute cOlllmcrcHl I'i, ,\\ton lih Jamcs 
Caddignll of !)uMorll 's \V "nD point OUi 
that TV wili lil'wlop ils ovon announcl'I"s 
:lIId i'lClOr" v.ho ..... ill (i'lle lugh in commer
cli'lb hut won'l I1lUW in from Ihe filllI 
n1t-dium. Caddigan i'll\of) pomls OUI Iha l 
film proc~s~ing InboralOrie~, which ha\'e 
Ihus far h."I.'n wn(('ntri'l tl'J in Nl·w York , 
Chicago, :mJ u,\ ,\ngcics, will soon ha\'e 
III opn) bri'lnchl'S in all d lil'S in v.hich 
tlk.'Tt· llrt' tdevblon Sial inns. Carck'SS 
pron'ssin~, Sl rl·)<;t~ C,ddil!.lJl . obviousl) 
can ruin thl' ix'St 01 film, 

WBZ-T V (Boston) i'lrl' linm): up local DIALING HABITS 
sources of fil m for chem s. I (CcmlitluedJrom page 25) 

One thing is vital to sponsors' under· dropping frO m 1 6.8~ 10 16.5%. Mutua] 
standing of the nK-dium Agenci('S will Increased ilS sbare fro m 12, lo/c to 12,7%, 
have III buy fi lm PWdUCliull ralhl'r than IndePl'ndcnt stat ion listening rose from 
do it thems..:lvcs, No agl'ncy in the 16.4'; to 19.6~:;: during this same period. 
nat ion has a statTbig enough or ca n a(fOJd 
10 hin' a Sla ff big enuugh ( a nwke its 0 ..... " 

fi lmed commercia ls Ir:t alone its clients' 
visui'll air enterwinnl('n t. "SO-man d ..... 
pmuuen t v.'otlld be i'l drop in the buck{,t. 

In lilll' with thc spn'ad of TV motion 
picHlTt· producing and procl'ssing is the 
faci Ihnt Writ-TV (Philaddphia) and 

T here is anOlher matter thi'll's di sturb
ing aJ...'t.1lC)· and stalion men. Sponsors 
10\'1.: to J...'Ct Ih6r flngl'fS in the mdio pie 
what wi ll they do with motion pictun",? 

., 

4 0,000 0 I M E S 
FRO M 

WJBK LISTENERS 
When listeners prove their responsive

ness by sending in $4,000 (in a two· 

week period, for the March of Dimes) 

it indicates folks are paying attention, 

listening alertly , , . that the station 

making such a record wields influence 

and has prestige with a king-size 

audience, Advertisers can see in such 

responsiveness a certain proof of 

advertising results. 

DETRDIT'S MDST PRDGRESSIVE STATIDH 
AU WJ8 1( "CX;~AM' IROAOCAn JlMUt l ANI OU1ll 

0 .. Wl .. -' .... n . T .... . 

In Nev.' York's NicJ<;en area tbe inde. 
pendl'nts did not incn.'a5e th6r percent 
ag ... of the audience during the t .... ,o 

months in 19-16 and 19.J7 (February and 
March) that were used for ci ty contrasts. 
Durin~ this JX'riod New York incicpend
en ts slipped from 25. 1(';: to 23. 5<;; . 
IA-spil(' the decrl'ase, the e(feet of i'l larg ... 
number of inde~ndent stations upon a 
market is perfl'Ctl)' demonst rated in this 
an'i'l. C BS, which had the highest net· 
.... -ark percentage, captu red onl)' 23.4% of 
the radio homcs. 

Dii'l ling habits differ in ewry markel . 
Nation:tl ra t in),! figu res become so gelleri'll 
that the) "l' virtually useless as individUlll 
mllrket trend barometers. The)' average, 
in thl' case of Hooper, 36 markets. i'lnd in 
Ih .... ca!'l' of N'elsrn 63C( of the U. S. For 
the period Webruarr·.\Iarch, 19-16 -1947) 
III .... ·hieh Ne ..... York independents dropped 
in share of Ihe audience from 2'i. 1% to 
21.5/':, Olicab'0'S independents buill lhC'ir 
shar .... of the sets in use from llJ% to 

161 -;. In the Wl W 3fl'i'l ("W LW area" 
is used mther than Cincinnati since this 

.. . wanta 
leap all over a 
14,000 square mile 
sales 

W area? 

PH IL .... OELPHI .... ·S PIO N HJI VOICE I 
BASIC MUTUAL P 

Represented not.onolly 

by EDWARD PETRY & CO. 
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M. S. Juob ..... 
Cuord ....... ,or 
bdlo Sutl o .. U L 
PortLo. tId , Or •• o .. 

u..r Mr. Jacob ..... , 

t .. oncloll", h ..... l\h ....... ,,01 or ., CO"~r.ct rer ~ho flut 
II" .... nth. o r 19U. 

t boll ... thn .. h h t il. •• l ,nl", or thh co .. v.ct I b.,I ... , 
o ll;hh , .. r or .dUN. loh, .. It II. J""r . t nlo .. and durl .. , thh t1ao 
1 Iiowe d"", r""nd t hU 1"" hue dO", In OIIUUtldlnr; Job . 1 
...... H ph ... d wh.t. tho r ..... lu or the donan 1 ~ .. ~. Ip"" 
.. Uh 1"" p.oph. hop liP tho lood .. ori<. 

v • .,. tnol, J""rl, 

:#'--= 'aEt'~ 
Dr. "t1l11u. Corilln 

VC/t .. 

Preferred .. _ be(:.lIuse . e ight ye.llrs 

of utisf.llctory service .lind results, 

such.lln .lIchievementiu n envi.llble 

record of .lIny .lIdvertising media. 

Perhaps that is why business and 

professional men throughout the 

Puific Northwest, when planning 

and advertising campaigns choose 

the XL stations . 

Merchandisable Area 
Bonus Listening Areo 

OFFICES LOCATED AT . . . 

O."h . ... m BI<I,. 
rORTLANO,O RlGON 

MARCH 194' 

SI mon, Bid,. 
SPOKANE, WASH . 

6381 Holl ywoo<l BI~<I. 

HOLLYWOOD, CALIF. 
80.11156 

BUTT[, MONTANA 
Th o WDlk .. (:0. 

551 Slh An., NlW YORK 
Smilh Towe. Bid,. 
SEATTLl, WASH. 

6' 



spot 
trends 

8u"d upon Ih" numb". 01 p.o, •• m •• nd . n· 
nounum"nh pl.ud by ,pOnlon wi lh .I.l'on. 
tnd ind.,. " d by Ro •• b.u,h R"p OfI on Spot 
R.dio A d_uti,in, . SpOil ' " pol1"d fo. month 
of Stptt mb". 1947 If" u."d U. b.l" of 100 

SEP OCT 

January SpOI business did not show ils lISl1;ll rebou nd from December. 

P lacement of llntion:il advcnising on local st.lI ions con ti nued to drop, 
losing another 4.59. Only Ihe Midwest conti nued above September 

1947 though it self $Iiding off 2.4 fro m December. In tht· breakdown by 

industry classification s, lohacco. drugs, and misce lla neous WC I C more 

'ICli\'(', each showing :m incrca ~(' owr December. Drugs, and bevel ' 
ages and conft'ctioner}', cont inued above their September b,lsc, wi lh 

advance indiClltion that the}' would contimJ(' Ihis way during Pcbruary 

aT,d March. Pifty-eight ad\'cTt isc ls increased their spot advert ising 
during January but the 27 ( 12%) who curw ilcd their schedules a nd the 

16 tr~ ) who cancelled out entirely Qvcrbal::inccd increase!'. 

NOV , DEC JAN FEB I MAR ~ APR MAY JUN 
upon f,om i 13' 

250 -

200 -

150 -

100 -

50 -

AutomOlive 

Tob&cco 

' f o, th i. total. 'pon,o. i. ,.,.,d.d II • " n, l" ( O'pOfit • • nlity no m.tt", how m.ny diun. divi.ion. il m.y 'ndud • . In th. ' ndultry ,,,p oll ' , 
howu." Ih" .. mt 'pon,o, m.y b. '''po.t"d und" • • numb" of (I''''~c. li"n •. 
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FOREMOST in PIONEERINC 
and PROMOTIONAL policies 
that have kept WWJ on lop all 
thrGugh the years, and trail· 
blazed the way lor both FM and 
Television "firsts" as well. 

WWJ's leadmhip in PUBLIC 
ACCEPTANCE is evidenced by 
the resu lts continually oblained 
for its advertisers . . a~ding 
presti&e 10 their prodllcts, force 
10 their sales messa&ts, and 
increasinl sales Ihrolli h 10were1l 
salts resistance. 

WWJ -The Detl'oit News 

TOPS in TALENT wi th 
Otlroit's best-known, best·ll ked 
perSONlities, combined with the 
world's finest ttl/ough WWj's 
M·rtar-old NBC affiliation. 

fiRST in PUBLIC SERVICE lea
Illres lor more than 27 years ... 
lifelessly worki ng in the public 
inleres!, constantly retainine 
commullity confidence. 

..... ---- 'f -- '~~ 
" ... " "n." , , , ... ............. 0, '" , .... " '". , II~MI~ 

- - -----c,c.C,;o-.-.,c.c.C •• -.C .. -.. c.,c,.c .. C, C,C,C, o,_,o.o.C,C,CC, CC,C. _uC,C,C,c,C .. C,"-',C.C.C,c.C,C,CC'-- W\b ~ HI ~Io r • 
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' " 00'."', "'1" ..... ,"'," 

,l".d. " T,' •• ,,;.~ 1 1.,.0" W W J. r v 



TI ... 

"i.ok.·d '·,a ... ·• 

l'i thCT caS(', radio 

share of the local 

In established 
markets, Ruppert 
ad vertising bud-
gets arc bascd nil 
sales perform
ann'. For new 
markets, however. 
after t h o rough 
rcsc.1Tch, sail'S ex
pectancy is a con· 
sidera t ion. In 

must compete for its 
alloc<ltion. All avail-

able f1lt.>dia <ln' carefully st udied to deter
millc those most effective. As a resul t 
radio is unus.-d in some areal> and the 
mnjor elTon in others. 

WALTER R ICHARDS 

~Ir. SltOIlSor Asks 

"Slwultl hru:.uleasl adn~ rti!'iilll! IHlcI~(·t:-; IH' 

dl't('rmilH'd 011 tht' haJod ~ uf (last !"aJ.,!">. or 

th. , Ill'xl Y" ar!'O sal.·s (·XIH·( · tall(·~· '!·· 

John Alden I Dir.cror 01 .I<J ... " is;II9 
Norwich Ph",mdco l Co" Norwich, C""", 

on last year's 5."llcs ..... ith full faith that 
nothing can happen in this ..... onderful 
..... orld. "Anything ..... e could afford last 
year we can afford this year." 

The Hope approach bases the budget 
on next year 's hopes. "After all, if we 
kC'Cp contracts on a 13· ..... cck basis, we can 
<l lways c<lncd !" 

The Charit), appro.1ch is a hangover 
habit from the old (and perhaps soon-to
bc- ..... ith-us.<lgain) excess I'rofits ta x days. 
"leI's plant a lot of $Cl'ds-()ur competi· 
tors are doing il. Maybe we'll get a good 
crop if we get some rain!" 

The FactHal approach is not popular. 
It calls for "'ork. Sponsors' wives. lyric 
mistresses, nOI.SQ.vcry.priv3te female sec· 
retaries- all thCSt' customary somber and 
authorilat ive advisers are left withoul 
place or purpose once a sponsor decides 
to use the factual appro.1ch in basing his 
~udget. 

Briefly, it calls for a thorough study of 
past salC'S ill time and space, taking into 
account raw popUlation, distribution , 
buying power, buying habits, and previ. 
ous s..1Ies. It requires forecasts of s.."lies (or 
three to five years ahead product.by. 

boys. [I doesn't raise anybod}" s Hooper. 
at in!!, but it givcs your Hoopcrating a 
bener 5.11eS rating. It reorients all sales 
manag<.'ment thinking, shows up weak 
spots in distribution and selling effort, 
and compels attention to those disabili· 
tics which preVent broadcast advertising 
from doing Ihe best job it's capable of. 

B URTOS BICELOW 

Burton Bigelow Orgall i:atioll 
,\ ranagfUlflH Consultants, N. y , 

Both past sales 
volume and pro
jection of sales {or 
the coming year 
arc factors which 
should be taken 
into consideration 
in detennining the 
ra dio appropria. 
t ion. According to 
m os t s tudie s I 

Gellen!/ sales mmzag('r 
Jacob Ruppert BrclI'l'T),. l\', )'. product or _Iine.by.line. [t requires a 

geographic breakdo ..... n of sni t'S potential 
coulIly.by-county a nd an assemhling of 
these uni ts into two ~roups of market There arc four 

possible ap
proach('S to the 
problem of deter· 
mining the mnollnt 
and allocating the 
geographica l dis
tribution of funds 
in a broadcast ad· 
\'erusmg budget. 

have ~n, both of these factors are care· 
fully weighed by most companies. How
ever, the percentage method, while cer
tainly the simplest , is by the same token 
the most arbilrary way of arriving at the 
proper appropriat ion. Its primary value 
for many companies is 10 ser\'C as a b.1sis 
for dep.irture rather than as an inflexible 
yardstick. 

Por brief ideIHi_ 
fication. thN: may I"" c<1lk-d: 

II Till' hutl! appro.-.ch 
21 The Ho/,<' al'proach 
3} Tht' Ch,ml), approach 
4 ) Thl' file/lldl iippro.'\Ch, 

Ttu: F,lllh appn""ICh h:l ..... ·, the bud~l·t 

" Where JX'Ople live" areas. 
" \\ 'hert: p.'Oplc buy·' areas. 

Also demanded is a ct)Unty.by-wlIllt)" 
:lIld markel.bY·flIarkel audit of sales 
CO\'CT<lj!e by s,1lCSlllcn and dj"tribution 
coveT<lj!c hy di~tribulive ou tlets. 

When this study is done, it's cas)' tn 
know how much to spend, and "here thl' 
appropriation is mQ<;t likely to produce 
Ihe be!! ~alCl> re"ults. Such a {actual pro
cedure is nOI popular. I t CO~b from 2 to 
i"; of the appropriation. I I 111ay increaM' 
its \'a]ue 20 to lOOc-;. but that'~ another 
point! And it ham "Hinp> the in~l'iT<l· 
tional 1l11na'!l·,..... thl' "cumulative etTl'ct" 

A number of ad\'('rtiSl'rs believe that 
the chief criterion in dl'lermining how 
much to allocate for radio might better be 
ho"' much is llC'Cded to do Ihe job o{ rcach· 
ing the maximum number of customers or 
prosp.-cts or in the case of a program 
which [5 prim;)rily public relations in 
nature, the job of :lttracting largest audio 
ence or the most opinion leaders, 

As radio's public rela tions :lnd long 
r:lnge s.11es potentialitil's are increasingly 
rccogni:ed. tile tendl'ncy to plan radio ex· 
pendnures 0\1 a year·ta-year basis may 
correspondingly diminish. ,\ \ore and 
more sponsors are rt'CO!!ni :ing thnt the 
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greatest values from radio arc realized 
after a long pcriod of continuous sponsor~ 
sliip of a program over the s..'Ull(' stations 
or network al Ihe s..me lime. Time srg~ 
mems bcCOlllC of srt'a icsi value and may 
well become 10 all imCllls and purpo5('S a 
c.1pital asset of an advertiser when his 
show h:lS made listening: at a gin' n time 
practically tI htlbit for millions of prople. 
The goexl-lI.ill the public h •• s tOWtlrd the 
actors or characlers in a program also 
adheres to the sponsor if the comp.1ny has 
been associated wilh the program for 
several years. 

One of the beSI examples of this truth 
thar I knoll.' is the S. C. Johnson Com~ 
pan)'. As Bill Connolly, advertising 
director of that comp..ny, IOld the NAB 
ConV(.'ntioll last fall, the success of Fibber 
McGce and Molly and their sumnl('r rt'~ 

placemen t shows has been partly the re~ 
sull of the company's general sales promo
tion policy. Thtlt policy is never to re
gard a single ad or single campaign as an 
end in itself. Jolmson's Wax has been 
building cuswmers for 61 years by making 
permanent friends. The result h:lS been 
a reputation and good~will "alue which 
the company lI.·iII not jeopardi:e just to 
SI('P up s.11cs in any particular year. The 
company is more interested in retaining 
the fricndshipofthe CUStomers it hus than 
in the fair lI.<eathcr friends attracted by 
high-pressure or one~shot promotions. 

This type of thinking, I believe, will 
lead other sponsors to plan in terms of 
sound policy O\'er a long future in plan
ning their adV'Crtising expenses, rather 
than exclusively on a year~to-year basis. 

ERIC HAASE 
President 
Public Policy Organizatioll, N. Y. 

I t' s virtually 
impossible to re
duce the determi
nation of a broad
cas t advertising 
budget to a simple 
fomlula. There 
are tOO many fac
tors involved. The 
individual firm 
still has to deter

mine for itself ..... hether allotments of ad~ 
vert ising money for radio are [0 be made 
on the basis of past experience or future 
sales. With business condi tions ..... hat 
[hey arc today, it is virtually impossible 
for any nlanufactureror fi m to determine 
in advance the relationship bct ..... ren 
supply and demand Oil a long-term basis. 

Any advertiser planning a network 
(Please turn /0 page 72) 
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BOOK OF THE MONTH 

IN - ~~:.a' .na; • 

"Hooperotings" 

• In Mr. Hooper's 1947 telephone comeSI
WFBM emerged ullb~llttll in any of the tweh'e 
monthly Sial ion Li ste ning Index reports. 

In Total Rated Time Periods, WFBM led the 
other three network stati ons in Indianapolis by 
wide margin s most of t he lime. That's month 
afte r month-season after season-wi nter, spring, 
summer and fall ... a complete YEAR! 

Of course, Mr. Hooper polled only Indian
apolis. But-if you'd dig for facts about tbe rest 
of the Central Indiana audience. you'd tlnd 
among reponed Indianapoli s stations - Broad· 
cast Measurement Bureau gives WFBM tlu lil)/l's 

sba" oj tb"t, 100! 
If you're after EARS-we think you'lI gel tWO 

on more heads in Central Ind iana if ),ou radio· 
ad\'enise on WFBM. 

PLUS FACTORS are low·cost- per-li stene r, inten
si\'e promotion. consistent merchandising and 
dependable performance. 

Jr'FB,\J is "First ill !mliaua " -all), /l'a)' ),011 look al it'! 

Columbia Broadcosting System 

The Katz 
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R.lph Ed ..... d •• ppoj"lcd ".eli"g "I.n.gcr" of 
woe ... (Da\,enport. Iowa) for a wl'l.'k. 
Stat ion o .... nn Col. B. J. Palmer, III order 
to wpHali:(' on till' Trtltll or CoUSCqll(,IIC(,S' 

man\ appearllllC\.' at thl' \1i~ .. i5-.. ippi Vnl
ley I loll'll:' nrkl Food ~how (February I} 
J 9), proclailllCl.l EdwarJ~ sl,nil1l1 m.1naw:r 
fo. thl:' IH,t"k. Ed\\'arJ~ had a microphone 
in hi~ "m.11l:lger'~" IIlhe(' which r~:rmittl'd 
him to intl'rrupt ;In)' proJ!r:ulI .... IU.'lll·vl'r 
he felt ill Ihe mooJ. The promotion ..... :'1,\. 

rHerchandi~illg Ilr H.1lph Ed .... ·md~' \i5it to 
D.1n'Il('On .11 il" bc~1. 

"Thc Voin of Myllc,y " p,o"lotcd by dl.lb 
."d " 1.lk • long" lo,mul., Progrnm is ex
.,loitl'd by J ack Rourke through a club 

called "Tht: SpOOIll'r"," whOS(" memtx'rs 
arc supp&.>Cd to talk the word~ or song~ 10 
mUSIC. Thl' iJcn'~ cntchrnJ! on. 

Hugh B. Terry (KLZ) loUo ... , Edg •• Kob.k 
(M BS) tcchniquc . "d "rcpo."" to i"duilly 
.nd Denvc. IistcnCr! with n fivl' p:lge letter 

WELCOME IN 

414,7 00 RA DI 0 

AI .~OOO walt~_ \r~BT i;; 1I0W reachin~ 

lilt- I:lr~l-~t andio:-o('e in ils 2G-ycar his
t"r".II:\ 11I ~h(." .. U l.iOO ra,lio homo's ill 
\\ :;BT~ III'W prilllar) an'a, \\hidl cmTn; 
2(1 Il"rlhnn Ililliana and 6 100H thnll 
fll.,-lri;!;ln ICUllllil'~_ AIHI thi .. i~ prilllury 
eOI,-ra;.:" " .. Iy' 

I.Hcllt"r~ Itld ;lItd nel\ .... clt-ullle W!:'IBT 
ill Ilwir lwnlt"~ H.~'" tfu ... tt'd frit'lIri_l'l"ul' lt' 
lil..., ' tlti~ ~tatiOH, li~I'-1I to it f:lithfn ll)_ 
wrile 10 it ffl"IIII'IIII) _ Tllt' ... c lUI' Ib"'llt,'r-

10):111)' fa<'ls "hlch \\~Irl' alll'crli"cflo 
1...11"\\ from t'xl'l'ricllu:_ 

6. 

HOM E S 

50 00 WATTS 

' 6 0 KIlOCVCU S 

COlUMI. " NnWORK 

OIl the Gaylord station's accomplishments 
in 1947_ Terry. howe\'(' r, u~ onl), one 
side of his paper and tell:. KLZ's story 
without competit i\'e coP)'_ Kobak u~ 
both ~ idl,.'~ of h is letterheads and is lOO~ 
compol-tltive . 

A .... u. ) dinner for Minncsot. Con"Cllmcn 
is weeo's way of tying itse)f to the 
\Va~hillgton scene from the Twin City 
dialer's point of view. weco presented 

! the congressmen with -'fur trapper's" 
hat s as a_memento of the occasion. 

" Jollo" Sto.y " p,c lcnwtio" highlighh R.dio 
Thulcl bfo.de.llI. The Lux Monday night 
broadcasts annuall), win ao)' number or 
awards as the bcl>t commercial dramatic 
<;cries on the air. This year Lux spot
lighted its prl'Senlation or top motion 
picture radio:ations b)' presenting the 
winner of the Gallup Poll for the best pic
ture of 19",6, Thl' JolSQn~Story, with AI 
J o lson himself_ 
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Marlin Blod,'1 22nd Popularily Poll pl,clE! 
V.ugt.n Monroe, Fr.nk Sin,If., .nd M.rg.,,,1 
Whiling infirslpl.u in th e ir divisions, 
Block's fans scnt in 200,000 \'ot<.'$ f(>r their 
musical f:.vo rites, Monroe pullC'd 54,340 
votes as orchestra leader, Sinatra 52 ,9~2 
as male singer, and Margaret Whiting 
39,175 as forernost thrush. 

WING', on glm." now. J ohn "Pal" Wil· 
Iiams' Dayton s tat ion has made certain 
tha t all adveniscrs who hoist one wh<''ll 
they're at ease will remember WING by 
placing ils winged trade mark on those 
tall ones. It 's neat, not gaudy. 

A. "pop-oul" m.iling isn'l .,spui.lly noyel 
but seldom is it a station 's new promotion 
man who pops out. KSTP (SI. Paul , 
Minn.) snagged Joe Cook, ex.KDAL, to 
succeed Sam Levitan. T hey told the in
dustry about the fact with a pop-out 
picture of Cook under the headinp; " Why 
111ings arc Cookin' at KSTP." 

K.y KYle.'1 reco,din, 01 "5.lu,d.y D.lc" ulcd 
by NBC 10 block.promote its S.tu,day p.o
g"m line.up, With the Kyser recording as 
an intro, all of the NBC bathnight airings 
are pluggC'd in a five·minute wmscrip
lion whidl is being used by station 
affi liates. 

KROC (Roct.tl ttr, MinnclOt., 250·w.tt si._ 
tion) dati btllJob lor "FOfd The.le," and 

'. 

Olr",c. ;" C..:c .. ~o 
No .. yO<\. • 0.""" 

Sr. I ...... , (","'''Vcl .. 

-~ 

JOHN 
BLAIR 
f.. COMPANY 
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trade p<.pcr editors vote W:.ltcr Brmck 
(station promotion manager) tOp :.ward
a Ford Car. Follow.through of I3ruzck's 
idea of selling the Ford Theater as:. "key 
10 good listening" ..... on Ihe ed itors' 
unanimous votes. 

shown in ITI <l lly theatres in their areas 
(WKRC 58 and WCAU 3 1), WACU's 
deal was a direct promotion fo r Voin of 
/III! Turllt while WRRC prolllotC'd the 
Queen City's "neighborhood playhouses." 
Contests and pri:cs were highlights of the 
co-op promo tions. 

CBS ul;ng " M.p 01 Ct..ng;ng WOI'ld".s p,ool 
of Ncw yo,k Pt. ilt..,monic Symphony Ii,lcn. 
ing. With a do ..... n·to-earth self- liquidating 
offer of the "first postwar map" of the 
glooc, CBS hopes to pull 1,000,000 dimes 
- and perhaps :. new sponsor ror the 
program. 

Dcny.". Mil< Goldbe., .ece;Yes • CO.lt·to· 
COlli bow on Ihc Pt.i l H •• ris.Filct. a.ndw. gon 
prog"m. It 's usually the local bro:.dcast
ing s tation that lands the kudos when .. 
nctllo'ork program visits a tOWI\ for a 
March of Dimes drive. In this case an 
advertiSing agency executive was spot
lighted for bringing name t roupes to 
Denver for the IXllio fund. 

Saun .nd . ir d"w clos.,r logclt. .,r in\VKRC, 
Cincinn ati, and WCAU, Philadelphia , 
promotions, Both stations had trailers 

'hey Ie 
eep~01ll;n9 .. 

a~1e 'or III ore 

.... 
~., 

tfo°
te 

~ \ot ... , 
C .. le Minin" Co, 
Oinin" Co. Collte 
fol".n Coft.., Co. 
forb". T.o ol'ld Collu C .. , 
Ho .... OIi"'1 
Klty Pockin" Co. 
Monh .. llcon Coff •• 
1' ..... ly Ooi,y 
Quolily ~airy 

51.louit O .. i,y 
Tip·Top Ir. cod 
Union li.cui! Co, 
cond othen. 

• J 1$ ""ri_ coun,i~. 
98 n i ~~"i"" .... n,i .. 

G«WJi", r~ B.\lB. 

and KlOK performance 

keeps Food Advertisers 

"coming back for more" 

KXOK is "Oll~ swe~t cookie" tha t hits t he spot 
.... ,ith Food Advert isers who have a husky 
appetite for sa tisfyin g sales results . . . 
sales resuits in the big KXOK family circle' 
in the grea ter S t . Louis market. ,\I a ny 
food proc~ssors have tried .. , pro ved ... 
and rene ..... e fl o n KXOK. advertising hundreds 
of food products. Yes. ind~ed , .. 
KXOK " pro \'ed perfo rmance" keeps 'em 
eo min' back fo r more. 

ST, LOUIS 1, MO . • CHESTNUT 3700 

630 KC • SOOO WATTS. FULL TIME 

Oll'ned and op~ratcd by the 51. Louis Slar· Tim .. s 
Represenled by J ohn Blair & Co. 
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sign ed and unsigned 

NAME 

J. T . 1I""'l Jr 

Jad, n" ... " 
s.'l m II.·".)" 
L" ~ H'r ~I. I lorn~' 
";,, .. ford W oolf 

NAME 

" .. " nart .... 
Wall I":o ke 
t"rlu IIIockl 
Jury Il urro" s 
Wlns lo" O. li u", 
:0.:,'<1 CI" me" u 
(:. II . Il()n o,"a" 
I. ... onard ~: r lk""" 

I'aul ~·or'''. 1 

~ fl1dr .. tI Fullo n 
G~"'r~ .. (;uI.· 
J,·.o",e n . lIa •• lso n 
;\h.~" r<'f lI"rrbon 
H"land I. . lIauc " 
"onald II . IIdl ... . 
( ;~r"ld A. 1I".·.·k 
~: .· .. Iy .. J u .. .. , 

l<oh"rI ~ 1. ""pi"" 
Thad tl.,u . " .. II,' 
John F. "ut/,· 
Sdl ~ ltdh .. rn 

Itn"" I·n . h· .... " 
I r ma l·h'· ... 1 
Ton. G. SI:"e' 
W. I·.Sm l.h 
(;tIl><'rI J . Su ppl .. 
I .......... nce S. T on .. J . 

Char"'~ I' . T y lc' 

FORMER AfFILI'" nON 

Tran" World .\I,It .. ... :-:. \ '. 
~I O",l1.om .. r )" Ward /I.: Co, C h I.. a .. ~' m~dla <II< 
A. J,"" .... Ru",,, ( :,.. L . J\ .. • adlo dl. 

FORMER A FrlLlA nON 

KWK\\" , I'as,uk" •• !"oj!; <II . 
Mc( :ann _E.klo: ... n 

\\".111". "muuu, 

C harles W . lI"y l . S. Y. 
1111/)&0. S . Y .. . adln d ~p, m~r 

KGfJ . I. . A .. p.o m m~r 
lIlow. S . Y .. et:-C 
G ran •• 11 ', ........ .1 .. BCC . U<'C 
Katz , :-". Y. 

I!UI)&O. S. F. 
f·oo. e. C ... n e & 1i('ld l n ~ , S. 1'. 

'>o"ohu ~. S. Y .. . adlo Iramc d~ 1" 

11111)&0. s. ,' .. tlme buy.·. 
M & M I. td. l"~"·a. k . '1' In (" h~(' md • • · 
"e"y ... " & I'..,kha.tli . 1)(""011 
I'~,,~ ... on·g Choco iale8 1.1.1. To.on .o. ~~n mQ. 

.\l3y<,u . I .. A .. a"''' .n radio tllr 
Hu.h"""R & It ra" . S . Y. 
Colm r '''. W. 1I0y • . S. Y .• • atl ln <II. 
\"Ick Gh "lllic,,1 Co. S . Y .. " "" I a d .' m~. 
~::Co R '" Janie •. I'hlla .. ratll o .II . 
J . W"I. c. Tho mp""n.lIO. \ ' .. ace l E'1<'<O 

NEW AFFILIA TION 

j'hUeo CU'P. I'hlla., In Ch ilo' T\' " d.'. ",d_1! 
Or .. nl!l"-C.". h Go, Chi .. ",1\' mI!.' 
Sallw, U. S. ad,- n'l!' 
Sam ", m .. dl" .II. 
V .. ra La" .. 1 ·.Otlu("l ~ 0>. 11 ',,0<.0<1 .. ad." mil' 

NEW AFFILIA liON 

lII~hop. I .. A •.• adlo. T" <.II. 
il"nahu,- &. Coo:. '1''''.K,u .. mil' 
Swan .. y, iI,ak .. &. Ul" ment. 1I ' .. ood .. In chjl; .. radiu 1'''>11.' 
\Ie " lm. ~l fln'r .. al, ,lmchuy'" 
Sam C'. n. e dl". 'l"u arch <l It 
.\Ie Kim, .\Ionul'al, Ilm .. huy ... 
lia n, IO, '1'. m ("dla <I .. ", h,.,.d 
Ii: .. ,,)"n n /I.: t:ckhanlt .:-:, Y •• '-po nulo "Ir 
.,.. .. " IJ . ;\Hn e • • L . A .•• ".110 dlr 
Sa m~ . flmebuy~. 

1)0.land • ••. A •• m fl.. 
F"r""ch tI: ,·.hum.:". \' .. " AAoe .Ii ...... .1 10 &; T\" 
Ih".n .. J ,mcs. ;\;. Y .. p.emlum_e."",I,, $!. d.·p, h" ad 
Hnl .. nd Ilaud : C.OUP" (nc"·) . .... 1' •. h ...... d 
s..m ... m.·dla d,·p' h~"d 
Wallac .. ~I"ckay . SNIIII~ • • : .. 110 <I~PI m~. 

San . ... tlm"bur'" 
lI .. n "apia". 1,. ",·ld,·"c ... H. I. • • a dlo d"pl chl~f 
(''''cll & '· .. ·sb ... , ·. S. Y .. Ilmebuy~r 
A .. o 0 1 SaIl .... d, ... rtJ"".~. S. \ ' .. med ia ''''''',,'ch h""d 
Sa m ". "p. h .. "d 
J ack ~I"r.ay. '1'010010. acc l n"e 
Loek" ... ><I_Shack l,,'o r<l . 1.. A . 'Imcbuy.·. 
Sam ... ,,, c "~,, ""I" 'ork .. ' I 
Sa",.. . radln . 'n ' .II. 
II"d~" r &. 1I"'''' oln~ & lI .. ra .. ,· .. , '. Y .. ," • .1 10 co pp ... I .. 'r 
1I:t.ciay. l· hU" ........ .11 0 . T" dlr 
IIlu .. . X. \ ' .. l' hUlp .\l oIT'~ ~r a Ce! CU'C 

hew 1l9'e.H.Clf Il~ (Coll lilllledfrom page 10) 

SPONSOR 

Oolck-I""~h t:.'m,·nl ('.0. ;\I" ",,,,-Ia. 0 .. 111 .. 
lIobl,)' KI~$!.._J"ck Kraml" P.olI T".mlo T o u •• 
Schill ... Ilru~ SIO.e~. O:ok!:tntl 
S II S ~If~ ell. T,,'on'o . 
Jnhn T . S."nl<",' Co Inc. ;\;. Y. 
T"n Co. 1'<o""I"na 
T,I~ . ~Itldl .. ~. I) ••.• ;\1010 .. 0 .•. 
\".·"u_ F ..... h. L .. \ .•.• 

PRODUCT (or mvic.e) 

<:" "" 'n, .. 
11·"nod . . Trnnl~ l o ur 

j)ru$!. ~hal" 
C'~uo,,·rs •••. 
S ha"" c . .. a",. 1 ... 1"" 
S"" •• >nln~ ... 11 
I'ho,o~"'phl 

'· .. rn"' tI' 11t·.t'!op'"eol O>n.ml""1" ~1"n'p,",l~r 
W,·n,"ch.·" r. ... C". Wtn". ~ht .... Wa.h. 

f.u l .... · .. !!u"bl.'s 
, .... ,11",1"" ,,1 
I'" htlc "Illhy 

WUI ""' •• \"pll:o .. c~. I" .... I·hlt". Ii ollo .. h,.td "pl,lIa"c~" 

. \lANeR JUS 

AG ENCY 

h"h.·~lcl l u~h . 11''''0,><1. 
Hochr _.:"k" R.II·",ood. 
Ad F.lt·d . O,,"land 
St .... ·an_!.o. lck . Toronl o 

II r L.a .. h .... "an Sortlen. :-.:. " . 
\\"lIIlan. "''S ' l'r. 11 ·"nod. 
.\i~n .. " ,, ~ h. ;\ I"r,' n & S~lmo"r . I,,,, \I "ln,·, 
.\111 .. .1. I ... \ . 
lI "tI~"r 1\ Ilro .. " I,,~. lI.os",,, 
W.·M_;\ I,uqol •. s.·"I.I ... 
Soli. S. (~"''''r. J·hn" . 

... 
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February 6, 1928, \"'OAI carried the first network pro
g ram ever boadcast to listeners in Central and South Texas. 
T wo decades of affi liat ion with the Na tiona l Broadcasting 
Company, the world's fi rst network, plus charter member
ship in Texas Quali ty Network, supported by (OOSlane 

emphasis on to p local programming, have buil t WOAI 
dominance from the Big Bend [0 the Gulf. 

Throughout (his billion-dollar ma rket, WOA I consist
cody has sold more goods, lO more people, lhan any other 
advertising medi um-and at a lower cost per sale. 

WOAl's dayti me primary delivers: 

• Mo re peo ple lhan live in Washington, D. C, o r Balti
mo re, o r Cleveland 

• More Retail Sa les than Pittsburgh, or Mi lwaukee or 
N ewark, N. J. 

• More Food Sales than Piusburgh, or Boston or Milwaukee 

• More Drug Sales than Kansas City. Mo., or Pinsburgh. 
or St. Louis 

• J7\'1ore General l"lerchandise Sales than Indianapolis, or 
Cincinnati, or Memphis 

. epnsented br EDW"RD PETRY &. CD., IHC . •• Hew York, Chica l o, los Anrell5, Det roit , St. lou is, Sa n Francisco, Atlanta, Boston 
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DIALI NG HABITS 
(Co ullllurdJrom paRr fll) 

is the "',I) Nll''''ln lk ... rgn;lll's fl'JX)([) (or 
thi~ ternluf)" indqx'ntk'lH ~ inC((';IS('d 
th('lr .. han' from KI( I to 9,7' 

SI,,!)'SOIt'~ Ulfl'rprl'tatiq' cllJrlS an' 

I:w''{'d Upllll unollicinl Niel...en ligures and 
aft' nul PR.'!ol.'IHl'J ii' IIlilCial ~RI data 
11,..· IIII ]} ligures rdt.';l. .... ·d b} Niel,>(,ll to 
thi.· t r;llk ]lrl· .... ' ar~· hi .. Top TU'tfH), prO. 
gram ratmg ... lnd ;1 flo", ot her selected 
program r,nmg'. 

Nom.' of till' h)!Utl·s in thiS d ialing. habit 
repurl includl' F,\\ or TV tuning. A 
quahtath'l' rl'port un FM listening is on 
pa~(' 29 of thi ~ IS-'ll(' and a market study 

{HI th l' S<UlK' ~Ubjl-Ct w:1" ulcludcd in 
~J,()SSOR'S j;mullf}' issue. 

TV vil'" ing is changing lisu'niny habits 
in Nl' W York, O'lic<lI.'(I, Philadelphia and 
Washingwl\, Thl"Si' are the an'a:. of til{' 

greatest concentratlun of tde\'i~ion hoOll' 
((',,:ivers. pitSI cmncidl'llIal sun'(') of 
Nl'W York TV \'Ic .... ·ing wa, 1llo1de by 
Hooper during Fl'bruarr and the {aCi s 
Ullco\'('ccd haw },(' ! to be n'aluated. 

Dialing habit s ar{' changing ~Jd) 

within the network proJ,l(3m :>ph('fc , too. 

Bob (first or sccond plaCT) HOJX' .... as 
sixth in Hoopcratings at the end of 
January. 
Godjrey's 

An alll.1trur proGram, Arlhllt 
Ta/nll SomIs, was 14th in 

Profits 
can multiply, 

too 

WTAR·NORFOLK 
o--\;l .~ 

sets your sales ~ 
. '" 'f.b U a -zooming . " ecause: 

NO RFO LK MARK ET has the greated metropolitan .He" 
popul" tion gai n in the ""tion, 1947 over 1940 .. . 43 i'0 more 
customers, 6 I i'o more new households to supply, says Bureau 
of C ensus. And , .. WT AR ~eeps right on deliveri ng the 
BIG share of this hea lthy marht ... 

l,. II. lell you mOt •• boul Ihi, 
ptoli, . ... ",. m.th .... d ""di, 
••• 1-00" WTAR lOp I Ih, ... Iio .. 
it! .udi, .. " d.li .. .. y (8ill. 
boftd', Co .. "tluin9 Pt09"'" 
Study ..... ,J . .. h •• S.I .. M .... 
'9.m.nl •• y •• boul Notion 
", .. I,t'. 10ldjn9 ",onty ... • nd 
• 101 01 0111 •• poin'er. to .... d 
... y . .. It • .. Iu. 

NBC AFFILIATE 
5,000 Watts Day and Night 

Ope,,'o., WTAR·FM 97.1 Me9.eyc1eo 
N.t'on.1 R,p"I.~,.li,u: Ed .... d P,lty & Co. 

" 

Iloop'.'r's Flrsl F,jlet'l. A contest, the 
Wa lking Man, had pushed Trtl lh or 
C4nSC'qunlCl's intI) fifth posit ion of popu. 
larit}'. II's habit vs ideas, nt· t l/o'orks \'5 

indl·pcn&.'nu. that is changing diaJin~ 

habits III virtu all}' l'n'r)' market. 

MR. SPONSOR ASKS 
(Co,uI IIIIl'djrom page 61) 

radio campaign should keep in mmd that 
to dcwlop an audience, and to haw the 
meT'nbcrs of thm audience [urn into cash 
cu'tOn1ers, takes time and money. In 
this C:lS(', the advertiser I/o'i11 have to de. 
cide cardull}' whethl'f or not [he busUless 
status of his urn} I/o'arrantS the expendl' 
ture that a successful network radio pro-
mot ion calis fot. In other words. he has 
to proCl'l.·d with "aml;x>r lights" so as not 
to tie himself too dosely 10 an o\'erJ)' ex· 
lensi\'e advert ising campaign. 

Basing a broadcast appropriation on 
sales prospects alolll' is incautious. Bas
ing it on past sall's alone can be short· 
si~h[ed. Genera'I}', the best way to 
arri\'e at the broadcast advertising budget 
is by a combinatiOll of both past sales and 
future expectancy, the weight of each 
depending upon the individual advert iser. 

M ... xwElt. I. ScHUt.T: 

Prl'sickl1t 
,\Iaxu.'ell 1. Schultz 
Business Con$u/t4nls 

K B IlV 
ANY WAY 

YOU LOOK AT IT 

KNOXVIllE'S BEST BET 
IS 

Represe nted by Donald Cooke, Inc, 

SPONSOR 
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Savannah's 

and are 

we proud! 
it's just what the 

doctor ordered 

5000W 

CBS since 1929 
Represented by 

KATZ 
Savann ah, Georgia 

MARCH' 19'" n 



and , 

~orll 

~o.1 ~ 
IS 

l OUT OF THE BEAUTY PARLOR 
(Qlnl il1l1cdjrom pagr JJ) 
CosmetologiSts Associ:uion b. trying to 
inspire local chapters to sponSOr ~POI an
nouncement campai~ns dirt'Ctly and in
dir('(:tly attacking home bt'auty carc. The 
sUru:!t'Sted spot campaign pounds home 
the "need" for profesSional beaut)' care. 
It states that pcrmanl'ntS requirt' artistry. I 
experience, and lraining--Qll[Y a profes. 
sional beaut}' s.11on can gl\'(' rl'n lly well
styled beaUl}' C.1rt'. h:ur must be cut 
pmpcrly before., permanent is given. It 
avoids implying directly that home per
manents an> dangerous but many shops in 
their Q\\.n air advcrllsinJ! do SI:UC that 
"rou 're taking chnnccs ..... ilh your hair 
when you give yourself a pennancnt." I Despite the attempts of the organized 
beauty shops to rombm home permanent 
waving, its growth is as inevitable as was 
the safel), razor's. While the latter took 
several decades to establish a new living 
habit for men, Toni 's executivcs believe 
that broadcasting ..... ill speed the switch 
from beauty shop to home by an entire 
decade. Neisan and I rving Harris, .. \lho 
continue to head the Toni organi7ation as 
president and vice.presiden t 00\.\' that it's 
o\.\Tlro by GlIlene, fccl that in less than 

ANNOUNCING 

the appointment of 

JOSfPH HfRSHfY McG!ll VRA, INC. 
as exclusive 

N at ional Representatives 

effective 

February 1, 1948 

• 

WKAX 
BIRMINGHAM, ALA. 
1000 Walts <;00 KC. 

Ganus C. Scarborough 
Gen. Mgr. 

• 
ALABAMA'S FIRST MARKET I ten years i5%ofthe nation 's ..... Omctl with I 

straight hair " 'ill w;we their O\'\Tl at home 1. _______________ -' 

and go to beauty shops only for st}'ling. 
It is their fee ling, and the feeling of Phil 
Kalech, Toni sales m<Ulager, that in the 
long run the s"itch will be for the good of 
the beauty shops. "They'll have to re· 
tum to being creative professional ..... ork. 
ers and stop depending upon a routine 
machine operation," is the way Don 
Nathanson, radio advertiSing manager, 
puts the Toni think ing. 

CANDY ON THE AIR 
(Col1 finuedJrorn pagr 41) 
its tongue twister, and its biographical 
sketch, plus extended li ve appearances at 
key theaters throughout the nation, have 
built up a tremendous acccplanct' for 
Mars products. Ttk'S(' include its trail 
b{azcr, Milky Way, as \.\'CII as Snickers, 
Dr. 1. Q., Forever Yours, Ping, and Mars. 
,\ lars spends its ..... hole ad"'ertisini! budget 
in broadcastini!. Currently it has threc 
programs, Dr. 1. Q. , Curtain Time (a low 
cost dramatic series in the Firs! Nighter 
class), and a revival of the juvenile Dr. 
f . Q. Jr . ..... hich it had on the air b.1ck in 
19-1 I. Last year ,\ tars spent S951 ,000 for 
time and this rear, " 'ith Dr. I. Q. Jr. 
added to the schedu le, it will pass the 
$1,000,000 figure for time. Its talcnl 
costs are very 10 .. \', nolle of its progr:tms 
costing more than $6,000 per bro:ldcast. 

f~~\ 
SOLVED! 

WTIC 
WCAU 

WHAM 
WBBC 

say 

WEBR 
WINR 

with th~ n~w~st lin loul quiz p"clc),~ 

"Cinderella Weekend" 
• • • 

YOU h.~~ th~ EMCEE-WE h.~e the show 
D.ily Scripts 

V.lu.ble Prite For every conlesLtnt 
Weekly winn~r urnsHud-to-ToeW.rd,obe 

plus 

Completely Pa id New York 
Weekend for Two 

Scipll & Tflnsc;ptions .~.il.ble 

V.1. P. Service Inc., 1715 Bdwy. NYC 

SPONSOR 
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Here's the pitch. According [Q I looper Sur 

vcys, Conlan Sun'cys, or any other known sta· 

tistics, WO\ VO is way out front in listenership 

in its rich tri·state market. In tenns of coverage 

coots, for a typical ont."minute morning spot , 

WO\VO ad\'crdscrs can offer their mcssagt'S to 

a 59 cOllnty area at the ratc of 1 ,000 listem~TS 

for less dWI! tile price of (I 3·ceut Slnltll' ! 

@ 
WESTINGHOUSE RADIO STATIONS Inc 
ICYW • KDK" • ICEX • WBZ • WBU • WOWO 

National I!.pr ... nlalj¥e •• N8C Spat Sar •• - h cep l fa. "EX 
for " EX, fr ee & Pele .. 

Speaking of homes, \VOWO rCdd16 53,3% 

( Conlan Sun'cy) of metrol:olitan Fort Wayne 

homes each morning. Project this fascinating 

picture throughout the \VO\VO area, and you 

kl\'e one of the i\lidwcst's greatest audi('nce~. 

It's yours to reach, cconomic:J.lly and effecrin~l). 

through Ind iana's most powerful s:ation. Ask 

N BC Spot Sak'S for condncing details! 

THE ABC AFFILIATE IN FORT WAYNE 

MARCH 1948 " 



7. 

I(ATE CLI NCHES OUR 
COVERAGE CLAIMS ! 

Kate Smith (bless her big h e art !) h el p s p rove that 
KQV 's n e w daytime signal h a s big m uscl es too! When 

Kate made a calendar o fter o n he r Mutual show at 12 
noon rece ntly. we were flood e d with r e plies from 373 
nearby communities! Th a t's th e t ailo re d , w a ste-proof 
coverage you 're looking for in th e rich Pittsburgh 
industrial market . 

KQY PITTSBURGH'S AGGRESSIVE 
RADIO STATION 

".sic Mutual Network ' Natl. Rep,. WEED .. CO. 

HIGH 

HIGHER 
HIGHEST IN TOWN 

38.4 HOOPER * 
II a. III. 10 1 () p. III. ~han' o f alldiell('e 

( tutnJ ruk!1 Ijlll~' period) 

WAPO - CHA TT ANOOGA - WAPO-FM 
• Nov .• Du., 1947 Hooper Station Listening Indu 

Curtain Time is in chi: undcr·$3,OOO class. 
The formula of Dr. I. Q. pc:rmits of 

sponsor identification that is out of this 
world. With the consolation prizes being 
boxes of whatever candy is being adver, 
t iscd on the particular broadcast, and indi, 
vidual quiz fea tures being "Ma rs spe
cials," it is almost impossible to (orget the 
product. Tht> last Hooper Sponsor Iden
tification Report (November 19H) gave 
Dr. I. Q. a 78.9"; with only I. I"'{ of mis
identification, The other 20('~ reported 
"don't know." 

CUrtaill Time hasn't a bad sponsor 
identification but it has been on the air 
too short a time to compete v.'ith Dr. I , Q, 
in this department. It is rated (in the 
same November report) 36.7%. 

Mars programs do not use the entire 
NBC network of o\'er 160 stations but do 
use more than three.quarters of the line' 
up, usual ly around 128. The programs do 
;Ill all.year,round advertising job, switch
ing into a "frozen Milky Way" appeal 
during the summer months when candy 
'='ars compete with chocolate coated ice 
cream. 

Mars is broadcast ing's shining example 
of what t he medium can do for a candy 
bar. It 's a radio-made baby and traces 
its success (rom the day it started Dr. I . Q. 
on the air. The candy itsel( lIo'as inspired 
by the teen·age daughter of the Kruppen
bachers (founders o( the company) who 
asked , "Why can't you make a malted 
milk candy bar?" 

Another finn which spends all its ad\'er, 
tising budget in bro.1dcast ing is the 
Williamson Candy Company, makers of 
Oh Henry! and Cu('ss What bars, Wi l
liamson sponsors True Defee/ire Mys/eries 
on 444 stations o( t he " iutual networks. 
The program is a tie.up with the maga
:ine Truf Deteetil'e Mysteries and is on the 
air 011 Sunday aflemoons, a period during 
.... hich " tutual is first ill listening audi· 
ences due to its block o( Illystery preY 
grams. Williamson has been sold on 
broadcasting since 1940 when it made its 
air debut on NBC. One }'e;Jr later it 
shifted to ABC with Famous Jury Trials 
and it stayed there until it moved to 
I\lutual in I\ larch 1946. 

Trur De/re/ire Mys/eries SIOO regular 
award for information leading to the 
appreh('nsion o( a "wanted" criminal is of 
cOlUinuing inll~res t to mystery fans. 
Despite what seems to be a dual sponsor
ship-there arc progr;lm credits for the 
maga:ille as ""'ell :IS the candy sponsor
its sponsor identification fi~urt.'S are high 
- the most recent t>cin~ ~9.2'f. 

III the same program class is the vehicle 
of the Schutter Candy Company's o.H'id 
Hardil1J!, Coullterspyon ABC. This also 

SPONSOR 
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LlSiENERS CAN 

~ 
Presenting America 's 
Most Sensational New 

DISC ' JOCKEY 

5 Hours Weeldy of Platter 
• 

Spinning 

The Nations Foremost Composer and Band Leader Featuring 

TOP TUNES ON RECORDS, 

STORIES BEHIND DISC AND MUSIC MAKERS 

Al\'D INTERVIEWS WITH FAMOUS STARS 

ON TRANSCRIPTIONS. 

\'rhen the Duke hits yo ur city. you ('3n count on a Persona l Apilearance. 
This All·STAR talent now a\'aiJable at rates low enough 10 meet stalion budp;et. 

The Duke Ellington Tran!;cribed Disc locke)' Silo",,' CAN'T MISS - BUT YO U CAN. 

DON'T WAIT - YOU MAY BE LATE! 
50111 t·xclu;;.i\·ely to one station in each city. 

A WMCA Arlii! Buruu Production O'lltibut.d Nationally By 

~s.~~ " 
19 EAi T ~l,d STRUT R A 0 lOP ROO U C T I O N 5 NEW YORI( , NY . 

"rih' • Win.- o r Phunt" Your Re"'l"rl"at io ll J'iO\\ ! 



Y COMING SOON! 

78 

FIRST 
111 

POSTWAR 
l'ele'Vis ion 

~crV;llg 

NEW JERSEY 
(lUll 

~IETROPOLITAN 
NEW YORK 

ASK YOU H 

WAAT 
MAN AnOUT 

is a mySicry formula \\ itn all added i 
service sian!. Str~·!>!> is now beinJC placed 
on the adWlllUre appeal of the program 
wlth ttl!.' COImlrrspy part of th t· tItle and 
story lin<" ""ing fadl-d out If 's Ull the ai r 
on Sunday a(t .. moon and is a frank 
dC:l\'or 10 slc:!l '\\utunl's mystery 
encc since I\!BS has a quiz. Quick as 
Flash, schcdu\<'d at this time a fter 
c3slm/.! an hour and :l half 0(thril lcr5. 
a maHer of record it usunlly takes 
much as tin- llooptr ['101015 a ..... ,') 
MBS. TIK- program aht.-ad of 
Harding in Hooper's January 18 
had a ).7 while I (ardillJ.! had an 
"' IBS' The Shadill(', "hieh IS on from 5 
5:30, had n IJ on the snmc day 
"' !ulu,,1 lost 5.5 of this with QUick as 
F/CI!h which followed. 

Schutt('r Candy is in a beneT pn"',,,·1 
tion position than most of the.> c:lndy 
makers. Its \cader, Bit .O.llone)', is not 
chocolate co\'ered and it is the.> ,h"",I,,, I 
which has forced other cand)' manufac. 
turers to raise their prices or reduce 
si:e of their b.1rs. SChult .... r, ~'1.'i n~ OV,11ed 

by the Universal .\ I:l lch Company, also 
has be('O able to capit;'!li:e on :I na!lOlla l 
scHing and promotional oq:.1Ili:ation. 
Both the producer of the program, Phil 
Lord, and the Schutter C.1ndy Compan)' 
itsclf ha\'(' publicity Illl't1 workm~ on the 
progr:ll11, to the end th;'!t it's in the news 
as oftel1 as possible. 

Til<' latest entry in the network use of 
broadcasting is the Shot well Manufactur· 
ing: Company, makers of Hi Mac and Big 
Yan k. Shotwell is using pmcl ica lly thel 

I full ,.. \BS network, some 450 st:l t ions. It 
has used spot announccments in station 

I break time previously but is now shool ing 
its all on Trill' or False, revivn! of an old 
network fnvorite. The thinking behind 
this show is very much like thm behind 
fo. !ars' Dr. 1. Q., i.e., mu ltiple mention of 
the product and a quiz formula which 
will cventua lly be identified with Big 
Ynnk and Hi Mac. SOOtv,'ell will be 
spend ing: over 90% of its advcrtising 
budget on Trllt or Faist nnd expects to ~o 
to town promoting it. It .... illtr:l\'c! JUSt 
as Dr. 1. Q. docs. 

Point-of·5.1Ie mntC'rinl in the cand)' f)(' ld 
is cxpcnsi \'e and wasteful. Jobbers, who 
handle 9O~o of cand)' distribution, think 
point-of-5.1 Ic ndvenising di~rlay is "kid 
StulT" ,md only about 25('~ of all such 
material is displayed b) tho..' n'!;lil candy 
dl'aler. ,..Iosl of tht' material nctually 
lIscd is pl:lced by displ:ly firms employed 
directly b} the mnnufncturer. \\'hole
snlers want no pnn of crcm in~ Ihe demnnd 
for the products tht'y halldle. The}' \.\·ork I 
on a \0% nl:lr~in :lnd fC'('l thnl Ihis isn' t 

(PleClse tu rn to pace SO) 

~e'L 

... and they'll sell for you! 

Seen on these TV stations: 

WPTZ 
WWJ 
KTLA 

weBS 
WTMJ 
WMAR 

WMAL 
KSD 

WBKB 

STILL AVAILA BLE 
FOR SPONSORSHIP 

(1 y ".IF·houn ueh) 

Phantom Empire 
The Thru Musketeers 
The Miracle Rider 
The lishtnins Warrior 
Adventures of Rex and Rinty 
Shadow of the Easle 
Devil Horse 
The Wolf Dos 
Law of the Wild 
Mystery Mountains 

FILM EQUITIES CORP. 

1600 BROADWAY 
N. Y. 19, N. Y. cr 7-5850 

SPONSOR 

• 



SEATS RECORD·BREAKING 100,000 
LlVE·SHOW STUDIO VISITORS YEARLY! 

Recently the M.e. of "Club 1300", one of WFBR's home-grown 
live shows, mode aile oir announcement Ihot he hod a few 
ticke ts available. In two days-he received requests for ove,. 
75,000 ,iclte,,1 

While this is no novelty 01 WFBR-no other Ba ltimore slation (on 

come even dose to WfBR's a tte ndance figures . Boltimoreans ore 
loyolto "the Baltimore Sialion with 100,000 plus"! 

These 100,000 visitors ore not Ireole d lightly. Each one sees one 
or more live broadcasts, visits modern studios, views product 

d isplays of WFBR advertisers, and lokes home 0 copy of "Le t's 
Lislen"-WFBR's own radio gossip sheet and program Quide. 

By all means, your Baltimore rod io budget should include ..• 

ABC BASIC NETWORK· 5000 WATTS 

REPRESENTED NATIONALL Y BY JOHN 

IN BALTIMO RE , MD . 

B L A I R & COM PAN Y 

M .... RCH 1948 ,. 



CANDY ON THE AIR 
(CmltimU!d from pag<' i8) 

l'I\Ou~h to ('nable them to 5dl, distribute, 
and prolllOl(' consunwr sales. Howcvl"T, 
the National Confectiolll.'ry Association 
has. as 11 major Objl'ctivl', the education of 
the jobber to the value of promotion at 
the point of sale. Typical of candy mnnu
facltm:rs' feeling is a statement of Victor 
H. Cit's, director of stlics and adwTtising 
for r-. l ars, Inc. Speak ing of wholl'sal('Ts, 
Cics said, "The jobix'r will haw to do a 
Illl'rchandising job if he is to realize upon 
a profitabl(· rnarkl't. This year (19-18) 
rl.'prcS('llts n golden opportunity for 
jobtx'rs who takl' to lll'a rt the net.'d fo r 
real St'Jling. Order takers arc :IS out of 
date as yestcrday's newspaper the kC)' 
to greater s.1tes is a conscientious job of 
merchandising .. , 

Dl'Spitc the rea lization that expensive 
point-of-s,1Ie advertising is permitted to 
rO[ in jobbers' warehouses, the 1,500 
candy manuracturl.'rs in (he U. S. spend 
millions of dollars I.'ach year for new d is
play pieces. 

Using as displa}'s the boxes ", .. hich hold 
the Glfldy bars is one form of display that 
is rcally effective. A piont't.'r in (his form of 
d isplay is P(·ter Paul. makers of i\ toun ds. 
Almond Joy, caramels, and C harcoal 
Cum. Peter Paul is sold on newscasts as 

80 

If it ' s response 
you want .. . 

North Jersey 
use 

WNJ R 
5000 WATTS 

the radio station 0# 'he 

N rwark N rW!i 

ItS major advertiSing vehid .... It has!)c(:n 
using ,\tutual network ne ..... scasts as well 
as loc:ll newscasts :Ill o\'er tilt> country. 
E\'en though the Peter Pa ul MBS news
casts are difrerent and }lcared to each 
section of the country Hnher than one 
Co.15t to CO;}st news ai ring, they are going 
back to spot nl'wscasting and dropping 
tbeir network schedule. They arc spend
ing $ 1.500,000 on radio, 651'° of their 
:ldvertising budget, 

Petef P:lul a re sold on bUYUlg news
casts in the ea rl )' a.m. and in evening
they look each newscast in its Hooper. 
They eXJX'ct their broadcal>l advertising 
to do the selling job and make little effort 

10 promO[e thc programs to dea lers. They 
believe they know just how each indi, 
vidual newscaster is selling for thcm
something tncy .... wcn·t able to check in 
so far as their MBS program was con
ceflled, 

Outstanding in the use of spot an
nounccments of the irritam variety is the 
Pa ul F, Beiell Company (Pccan Pete and 
Whiz). The "Whizzzzz: , oc>st candy bar 
there isssssssssss," which was created by 
I. J. Wagner. now or Olian Advenisin g, 
introduccd Whiz to candy caters. H is 
stacca to Pecan Pete-Pecan Pete-Pecan 
Pete irrit a ted another group into tasting 

( Pltase I~rn to pagt 92) 

•• • AND OUT BEHIND 

THE BARN. THERE·S ANOTHER 

4'> 3 .5"00 .00 

TI"''' '~lI,I .• of "11i\\' Ij, ,,',u·r. ,'an mal..r 1h;, . 131,'''' ''''1, I" ... 'a u ......... n ... lil..(' Ih,,, 
Dr" ,'"mn"'" 11,.""::10",,, 1\ 3 ".a~ "lUI ",Ij<>,ning .laI.·~. \\ (,'re 'f'P""""';n!! ,I \0 I.rin,g 
""I d,,' fad dUI\ ,I ... ,.. f ·ir .• 1 ff"nifi,·~ "1 Af!.ic"flurf· ]""',, a 1II;!! hl~ h"altl,~ '"",'(0 ''''' 
ill ",Mill'"" II) h"mp'" "h .. a. " '"1''' 

"\""Ilwr d'in~ 11 ... " .. farm fllmil,('~ 10",., it! ""'''mun ,. 11' f',r l"n~-'''lat.li,lu·,1 lto., ally-. 
I" \\' IB\\' .. , ,h.-" ;IIIU""I'1I1,. ae lio" " 1M'" oU. 1.1I~ ; " !! r .... ol11111.·,ula lioll •.. \.1.. an~' 

\\'IB\\' "'I'('.I' ...... ! 11,,'111,,11 ~o" Iha! \\ IH\\' i. Ih(' fa.I ... I. m ..... 1 ..... ,",,,111, .. ,,1 "a~ 10 
!!I" I IiE:i l'I.T~ in .I,i. r,d, f llrl " n' ~ .I.. I't. r "n'lt fi" ,1 ,. It"'", It .. ,: 

S_t~i"$ ,"_ 

fir st Families of AgriclJ ltu re 

lIep., CAPPU PUBLICATIONS, Inc. 

SPO NSOR 



Th e Hartford -New Britain Metropolifan Area i~ not 

only Connecticut'~ Major Market _ , il wins naliono l top 

honor~ yeor after yeor, And for more Ihon 25 year~, WORC 

ha~ been Conneclicul'~ Fir ~1 Sialion , ' , first in service with 

,both AM and FM 

all 3 o n WORe 

BASIC CBS 
5000 WATTS 

first as on odvertising buy, You gel 

coverage, prog rams, role , 

WALTER HAASE 
STATION MANAGU 

NA"ONAL unnUHAflvl 
'AUL H. I UMU co. 

WilLIAM MALO 
COMMERC IAl MANAGI ~ 

pT 

COMOel;,u' ~od. 011 ~S "0'., ~ lIh 

U, I'l ,ft ftO' 'ft'o .. o po, 10 .. "Y. 

COMO""U' 'ead. all 0'''''' ... " h ° 
Quo~.y 01 Mork e' I.d .. 01 121, 

MARCH 1948 

0 1 .10. 100 U, S Cou.';" '00d'.9 ,ft 

popuk>hOft, Hortlo,d Cou ft l, " .o<oftd 

... ifh SS,9S] , •• e' '.' 0"0 po, lo.,ily. 

COMed".' ;, '~e ... ""d Ioig~e.' ,'o 'e 
,. D,u9 S'o,. Sol .. , ",'h Sl lS pO' 

100\,1, 

01 .ho 101 ,;, .. , I.od'.g I. populo"on, 

'he ' il y 0/ Ho rtlo.d " Ih,.d .. ith 56,69S 

;., •• 1 '.'0",. p., 'omily . 

C,,".e,,"'" ;, ' h Ihl,d h'gh.,1 "0'0 I. 
Re.oil So lo , .. 11 10 Sl,lH p •• 10Mily. 
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'Tr)· the econon~y size" 
Wh) du 1II0st of the biggest users of 

Hadio huy "TY PE ]"' l1etworks- the two 

top Iletworks-though time 011 thell] 

" co:-!:-" more Lhan 011 the ut her two? 

Bccall~e ill Hadio (as ill 3 /1 uther forllIs 

of distributiun ) the "Lig ccollomy size" 

pn,vc:::, the hetter hur. Ucca usc larger 

aud iences Illean IOlVer co~ IS ! 

The two major U.S. 1Jt.:1\\'orks Iwvc a 

lx-dance of faci litie:::. that deli\'cr 

more cOlierag('. This-colllhinccl wi th 

their sLrollgcr prograllllllill~ - means 

/(lr{:('( (ludiellces (!t,lil;cred (0 

adl'f'rti.\t:rs of Iowa ('OS Is jJ('/" li51('l/cr, 

Alld ill thi~ final ~\(h-c rli::illg par-ofT. 

the impartial fi~ur6 ~hu\\" thai ... 

ells d"li t'l'rs I.\IU;I-: mulit·llef· ... at (I 

LUWEH cosllhal/ \~y olhl'" w '/u'ork-

• \\ ril .. fur Ih~ f3CI-, if )HU ha,,'n'\ }'-\ ·,"'11 lhrm. 
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GOING TRA NSCRIPTIO N 

Slw)'IIC ~l' ril''; lilb a \'oid in IIw flly .. tl'ry 
t.h:parlllll'rH, for Sh.1ylll' IS the trilnscrilx'd 
cnunt('rp;lrt of S,1 11l Spade. The Guild 
auditiolled Shd}!lC to its memocr stations 
:mJ they'rl' schedu ling it for (l'll-aS(: on 
March 14 . SIl</)'uc WllS first 1l Don Le{' 
'.I'd' COll lllwrcial for Union Oil ;mJ tl'll;'n 
H;lstin!:$ Pi~toll Rill!: unJerwrote it fnr 
26 \n't'ks on "ll1uI:I1. The field is \, .. ide 
o~n for J l'[{'c tiw pres ... ntation~. As long 
a~ the Ill)'s ter), is well produced and till' 
p£'r-station cost is comp1lrable with co-op 
and other vehicles, Ih ... re nT{' rt numocr of 

<;pollSOrs Tnld} and eager to buy. 
National sponsors, who in the past have 

looked upon tr,lIlscrilx'd progT,ullS lex
cept thoSl.: which tht'}' ha\'c nwdc for 
their OWIH'xclusivl' u<;C) a~ "<;lI\all time", 
art' now changing thelT minds. Pet Milk, 
whose ilet ivities on the air haY{' heell re· 
SHicted 10 "lary Lee Taylor (SI'O,,"SOR, 
D~'n'IllIx'r 1947) ,md S(I/urti<l)' Night 
Sen'tI(1(/e, Il<lvc purchased Sm iths oj 
1-IIJI/:"lfOOl.I for 2.; m:lrkcts. When.' Smiths 
..... a~n·t available in markets wht'n' Pct 
.... 'anted extra pu~h, Tommy Dorsey's disk 
juckey prcsclltalioll~ were purcha<.('d. 

Pet 's purchase of the Smiths comedy
dr,1n1n serks is somcthing Ilew in broad-

cast advertising within the canned milk 
field ..... here the competit ion is getting 
tighter day by day. In Canada Imperial 
Tobacco, ..... hich in Ihc past has had 
dramatic shows produced live in the 
Domioion, is using the Smiths coast to 
coast. Canada's equivalent to Hooper
atin,gs, Elliott- Haynes, recen tly rated the 
program 2104. In Cincinna ti , Grove 
Labor1ltoril'S sponsors the program over 
WLW with a 15.2 rating (current Cin
cinnati City Hooper). 

[n the S:lme Cincinn<lti <lrea one station 
(WKRC) USing a block of Ziv transcribed 
programs increased it~ Su nday afternoon 
share of audience 11.6('( from 15.0% in 

WHHM------- I 
November 1946 to 26.6 in November 
1947. 

, 
I 

Practically every ~tation in the United 
Stall's has turntables that do just ice to 

r - - the Number ONE Hooperated 
I independent station in the nation!' 

I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 

T his is the finding of a C, E . Hoop er, In c. 
special re t a bula tion of ALL indepen dent s t a tions 
in 25 H ooper cities where there are fo ur n etwork 
affi lia t es a nd o n e or m ore full-time independ ent. 

In tot~ l r a t ed time periods, WHHM ranked 
F IRST a m on g a ll independent sta tion s a ll over 
t he n a tion in the 25 c ities surveyed. Fo r full det a ils 
ask Fo rjoe & Co mpa n y. 

,--Hooper surveyed these 25 cities------. 
B ALTIMORE 
BIRMINGHAM 
B OSTON 
BUFFALO 
CHICAGO 
CINCINNATI 
DALLAS 

DENVER 
DETR OIT 
HARTFOR D 
KANSAS C ITY 
LOS ANGELES 
MEMPHIS 

MI NNEAPOLlS-
ST, PAUL 

NEW ORLEANS 
NEW YORK CI TY 
PH ILADELPHIA 
P I TTSBURGH 
PORTLAND, OREG. 

-SALT LAKE CI TY 
SAN ANTONIO 
SAN FRANCISCO_ 

OAKLAND 
SEATTLE 
ST. LOU I S 
WASHINGTON, D. C. 

"A ll Mu.u' ..... nt. b ... d on O«ob .. 19~6 .h,,, F.b,u.,y 1947 int.,yi ... inr u«p. fo' N ... 
Yo,k Ci'y (janu"y-F.b,u.,y, 19~1 ) ond Minn .. "",i •. S •. P.ul 0«<>1,0 •• h", De .. mb., 
19~61. The ... f •• he I., ••• n"I.bI. 11001><' fir""", 

---
L ___ _ 

MEMPHIS, TENN. 

FOR JOE & CO M P AN Y, 
Nat io n a l Re presen tatives 

PATT MCDONALD, GENERAL MANAGER .. 

the quality that is now engraved on 

I transcriptions. Yet (ell.' stat ions, except 
Fl\lers, are able to transmit the full range 

I
i of sound that most libraries and syndi

ca ted e. t .'s engrave on wax. These 

I
libr1lries give the s tations a musical 

I backlog that enables them to plan pro
grams for vi rtu ally any musical mood. 
The tale of the libraries and what they 

I mcan to sponsors will be another report 
in the continuing series that SPOSSOR is I! devoting to "entertainment on records." 

I 
I 
I 
II 
I, , 

I 
I 
J 

Atlantic CitY'$ Hole! oj Di.tinction 

The Idul Hotel fo r Rest and 

Reluation . Beautiful Rooms. 

SIlt Wllter Bll ths. Glllss in

closed Sun Porches. Open 

Sun Decks IItOP, Delightful 

Cuisine . Garllge on prem ises. 

Open All Year. 

n N W Crill mid Coc~'lail /..o • ."S'l 
1-'aroriic IICnJC;rolJJ of I~ Elm 

E,.duliVit Pltnnlyr~.n l ..... nnuit 
.nd Bo.,d .... II, 

SPONSO R 

. , 

, 

! 



offers you a variety of great opportunities to 

tell your sales story to a ready-made audience 

on New York's first station 

co-op PROGRAMS 

)'Q/I get the hnll'fits 0/ a hig-limr , rous/
to-foast " rtwork ShOll', ),et you Pll)' Q1I/)' 
till' II'J Z slta ri" of tht latlll cast! Tnt' varin/ 
flppel/ls 0/ tbl'st sll(lU's gil-, ),011 IIlmost 
pitl-point flUtlil'llft sl'iectivit)', 

1. Saukhoge Talking . .. 1:00 pm Monday
~' riday. News and analysis d in.'t:t from 
the nation's capital, by one of rndio'g 
most di'llingl.l is hed commentators. S uc
cessfully s ponsorL'(l by more than 100 
lead ing loca l concerns! 

2 . America's Town Meeting of Ihe Air ... 
8:30 pm Tuesday. This excitingfutl-hour 
fo rum haswon cvcry public service awa rd 
in r adio (it's the only show ever to win 
the famed Peabody Award twice~). Noted 
s pea kers; timely, v ita l topics ... what 
a good-will builder ! 

3 . Boslon Symphony . .. 9;30 pm Tues
day. A fu lt hour of great music , played 
by the reoowned Boston S ymphony O r
chestra , under the baton o f Dr. Serge 
Kousscvitzk y. A wonderful prestige p ro
gram, it folluw,; Town Meeting on WJZ's 
impressive new Tuesday-night Hne-up. 

4. Mr. Preside nt ... 2.30 pm S unday. 
F rom Hollywood ... tluilling , a u thf'n tic, 
b('hind ·the·scenes dram as in the White 
House! Stnr ring M-G -M's Edwa rd 
Arnold, one of Hollywood's top movie 
ac tors. Patriotism , suspense, action ! 

PARTICIPATING PROGRAMS 

Sptciall), dt'sigllrd /Qr (/ t'aried appea l: 
the h ' lSillt'SS1IIt/1/ •.. the jlUl/sewiff' . •. the 
jllmil),. Thrsr 11'17. prQf(mms ",'urluu 
rrsults! 

1. Kiernon's Korner ... Walter K iernan . 
6;30·7:00 a m , 7:15-7:55 am Monday· Fri_ 
d ay. l tecorded mus ic, Kiernan's delight
fu lly hUl1l0rous co mme nts on the passing 
parade. Refreshing ea rly morning fare. 

2 . Nonc y Craig ... 12:35-1:00 pm Mon
d ay-Friday. Homemaking hint.s, guest 
interv iews. \Vhat a following! For the 
past ten years, N aocy Craig has con· 
sistently been the biggest mail-pUller on 
\VJ7. ! H ousewives acton hersuggestioru;. 

3. McNellis & Sheldon ... 2:00-2;30 pm 
Monday-Friday. Audience partici p!lt ion 
from the famous Latin qUarter. The 
S HO s ign is hung out daily! Gueststars, 
games, gimmicks, lots of prizes. 

4. New York Tonight ..• with Atlen Pres
cott. 6:30-7:00 pm Monday-Friday. Re
corded dinner music; t ips on new shows, 
mov ies, restaurants, etc ... . Delightful, 
li vely listening that the whole fami ly 
enjoys. G reat for sell ing entertainment. 

Call the A Be spot sales office Ilearest ) '.011 for illformati01l about 
atl)' or all of these stati01ls! 

WENR - Chicago SO,ooo watts 890 kc WMAL - Washington 5,000 watts 630 kc 

KECA - l os Angeles 5,000 watts 790 kc WXYZ - Detroit 5,000 watts 1210 kc 

KGO-San Francisco 50,000 watts 810 kc ABC - Pacific Network 
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Have you an advertiser -

A ""1" story. 

Nltmrs Of! 1i''1I/ell. 

with allhard and fast pOlicyll? 

Like Ifaq)l' r'~ diC'llt. for jll~tanl'c : 

li t.: i?-u ld Ij\'c~lock fced , \\a ll ted to reach more 

fa rm c.tllljlic~. l ie li pped hi ... radio budget, told 

J Ia rper 10 fi nd {Ill ca rl Y'1II0rll iug program. " Bil l;' 

he added," I k l\'c a hn rJ ant! fa !'! pol icy. I WUll'1 

buy an)'l li ing before 6:30 ill the 1Il0ru illg:' Olle 

sta tio]1 IdTcrcd newt' at a ql lartcr of !'C\"C Il .A ll(flil.,1' 

- rcprl':-clll etl by Rnd io Salcs-propo~ctl a farm 

program at 6 A.M. 

Ha rper ~t l1t}icd the carly. morning aud ience 

a I UJI)'s.i~ ,.uhlll iltCll hy .\ 1 ... Ilolmc:- of Hadi., 

Sa lt"::. It '' \In\\'cd the Badin S,tll'" :-. ialiOIl II ilh 

olm o:'1 1" h'l' f/:" fIIal/.\" fi lrlll liM('II/'r .• OIl 6 A.:\1. 

as till.: olhel' ,. Ial ioll ctluld offer ;1\ a lJ ua rter of 

WCBS 'N' 50,000 ,""otl. SO,OOO wall. 
New yo.k C;Iy 10. Ang" l .. 

WH8M WEEI 
50,000 wo'" .5,00(1 .... a." 
(loi,Ogo 8oston 

sCI'ell . ll ar per pllt the fad" I,d on: hi" cl ient. The 

hard a lltl fa l' l polic)' went by the hoard. 

\~rhclI Had iu Salc:-; shuw~ YOll ,HI 'llIlli clICe, 

you !:ce f:l r morc than an illl'i<ic.th c.,'ity raling 

figure a lld ~OJ11 e data 011 l'cI:--ill-u:>c. Often (like 

,\ Ir. lI a rper) YOI1 will :"t'c the spl'cial value!: of 

illcxpcn~i\'c ca rl y Illurning or b lc c\cnillg time 

per iod l" Or dal a 011 t1udiellCt' l'Olllpn:o itioll. aw li· 

CIICC flo\l frolll program tu progr:l1l1. ii:-It'ni ng 

h :'lhi t ~ IllWUghollt rural and , illagc arca~ Illay 

poiuttht' \\ ay In a mOl e pro fi t,t ble <l Utli clll't·. Thi:

i~ ilifUlmatioll 10 maJ..." YOllr radio dnllar~ mo re 

d lie ielll ... ill any or all uf the \l ealthy ma rkets 

:o-ened hr Hadio Salt'~ ~Ialio,,;<, 

Radio Sales 
KMOX W"' WRVA wcco CoIumb'a 
SO,OOO walts SO,OOO wons .50,000 ","ou, SO,ODO ","olt, Colifo.nio 
S •. Lout' (Ioatlol!. Ri'hrnond Minneapali"S,,'oul N.,,,,,O/k 

WW WAPI '" WCBS·TV Columbio 
50,00(1 .... 0'" .5,000 walt. SO,ooo ""'a", CBS T.I.~i>ion 'o"fl, 
Wo ... i""' .... IIt",i"g"om Soli lohC;.y N.w ratio N., ..... O/k 
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FIRST 
in the 

Th 40tb tr U iI marh t 

OAV£NPORT 
ROC K I S LAN 0 
M O LINE 
EA ST MOLINE 

" Member of th e FIRST
WEA F(NBC)- Network ." 

woe WOC-fM 
',000 Woll' , 14201( • . 

BASIC NBC "'"illo •• 

Col. B. J, P.I .. t r, p,.., 
B .. yl l Olllld!t , M,l . 

OAVENPORT, IOWA 
Notiono1 Represtl'tlolives : 

FREE & PETE RS, Inc. 

CANDY ON THE AIR 
( GJII lillll~( f Jrolll pagr 80) 

PP, :lIld bUlh arc nov. importam con
u:nders for the C:lI1d) ~harc of [he 
American dollar. 

Life Sawr .. , \\'hich had an ullS.1tisfac
tory ex(X'ri('flC(" .... ith netwurk radio in 
19]5 :lIld 19J6, is back to using radio. 
This time it" :.tat ion t-rc;lk~. TIK'yarc 
going HI usc ,1 ~.'r\'ic(' t} pe of :mnoul1cc
mcnt on ABC's fiw ov.llcd and opa:ucd 
stonions to start " Pop a Life S:l\'cr into 
}our mouth and <;il b.1ck and enjoy slich 
fine ABC pro~rml\s as "'nl<,' fact 
that E. J . Noble is ch.urman of the bomds 
of both ABC amI Life 5..wcr5 IHl ~ SOIllC
thing to do with the mattcr. Lifc Saver's 
ncw use of broadcasting ca me about be· 
cause its mallag('meilt d('Ci<kd it was till1c 
that they t ried the medium 'lgain. 

Chuckk-s (Fred W. f\ml.lld, mflkcrs). fl 
gumdlOp tylX' of cflndy product. shortly 
will be using a ncw radio spot advertising 
camp.1.ign with a "dl ffcT('m " tyfX' of an
nouncemcnt. Chuckles do not usc choco
lat(' so don't ha\'e to worry about short· 
agcs of that product. 

-nlC m:mufacturcrs of what thc candy 
industry calls p..1.ckage goods, the candi('s 
p..1.ckcd in pound or largcr boxes for salc 
at $1 and up. f('('1 that thcir advertising 
(air or othcrwise) is profitable only during 
holiday seasons. They arc on thc air frc
quem l), around Christmas and usc ot her 
nK'diums for h lothcr 's Da}'. Valentinc's 
Day. and Easter cllldy promotions. Even 
manufact urcr-opcrators of chain c:md)' 
stores such as FanllY Farmer, Lofl, and 
Barricini, who do a year-roulld busin('ss, 
gmclally usc advertising at peak seasons 
only. It is their oo11(clltion that broad
cast ing is fine fer candy bars but t hat 
candy by the box isn't sold that way. 
Even uscrs of space in na tional magazines, 
like WhiTman for its .s.1.mpier box, don't 
believe that broadca~tin1! can sell for 
them. 

Most factors in the b.1. r cand)' business 
are sure that since candy is a mass puxtuct 
5.1.1e, it belongs on thc air. Onley know 
that although it's sold as a "food" it's an 
impulsc 5<1.le amI thcrcfOf(' rl.'quircs con
stant remillder advertising to creatc 
buyers, 

Broadcasting is an ideal smuration 
medium. That 's why spot allllounC('
ment s loo\'e candy ;llld 1!UI1l off the 
shelvcs, Dr. I , Q. is a progr:ll11 but it's 
Ihe Ill'o1.lcst program form of 5.1.turation 
srot anllouncement that has e\·cI been crc
ated, ,\ lars trade llallll-S arc heard ;'IS oftCll 
as 50 times during one half·hour bro;'ld· 
cast . It's this (erctitiOll thm hns built 
the lllulli-Illillioll dollar candy corro- I 
ration or Mars. Illc. 

- ;-0, ---, - -,:x--'=='- -'-==:-'-:'_ • 
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#7i ~ ~ad;; 
7ktt-5$ rJa-O/~ If/rn&::: 
, Zenith ZENETTE 

It's Another Zenith Triumllh 
Here is the Ultimare in a Personal Radio-a tiny set thar knows 

no compromise with quality, performance or value ... a per

sonal ponable with !ealllreI. "Zcncuc" is a brilJiam presenta

tion oC the know-how gained by Zenith engineers in more 
than three decades of Radionics Exclusively. 

Here, cerminly. is a radio you will display proudly, for this is 

(he perfect gilt ... the radio rhat will make a hil with the man 
or woman who "has everything:' For [his is a beamy ... almost 

jewel-like in its sparkling elegance . . . amazing in itS vigorous 

full lOne and volume ... and the most convenient radio ever 

built. It's a personal ponable-it's an exquisite table model

ir's the flCW kind 0 / ratJio that will make sales aplenty for 
Zenith dea lers. 

S"gGnud LisJ Pritt/ (Zo,,, I) $42.45 LfOSS B"lIfOrin 

IJ7ith A ll These Featllres 
• AC/DC AND BATTERY POWER- \'\lill play praClically 

anywhere. 

• QUICk BATTERY CHANGE - B:ureries slip into place 
in an inseam wirhout tools.. 

• EXTRA POWER _ Full 90 \'ohs on AC or DC. 

• STRIKING LY BEAUTIFUL- The perfect gift. 

MARCH 19.8 93 
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Some Education, Please! 
One of thesc days (w(' hopc soon) radio 

men will take notice of the fact that the 
sunn}' hours haw slippcd by and ad\'cr· 
lisers stili are waiting {O be sold on 
broadcaM ad\'('rtisill!!. 

Onel.' uroll a time advertiSC'rs wC're 
waiting (0 be sold on newspapers. And 
maga:il1(,s. And billOOlrds. But there 
came a time (quite some years ago) whell 
Ihe men in each of theS(' media put their 
hends together, dug deep and began to 
sell their respecti\'c m('dia to ad\'ertisers. 

They'\'e wn doing that since, reach
IIlg ad\'ertiscr~ coUcctiwly and individu· 
ally. Each year Ihey'\'(> dug deeper into 

thdr pockl'lS for promotion mon!.'r. 
They'\'e karncd it's good business. 

The Ill'Wl's t and mOs t dynamic medium, 
bro.1JcaS\ ad\'crtislI11-!, i~Il't so dynamic 
\\hl'n it COllll'<; to promotion. There may 
bt.' re<l.l,ons for that. ,\Iay~ radio lI1en 
arc wo bu~y in othn d!r~ctlom. j\I:IY~ 

it's bct:-n too casy to sdl tillle. ,\ laybe the 
industry fed~ that broadcast advenising 
is sclf-pmmoring. \\'hate\'er it is, we 
suggest that the !1ll'lI who sell broadc.1St 
ad\'('rlising t:lkl' time out to anal)':e the 
mind of the sponsor, or potential sponsor, 
as he loolui ,1{ radio. P:lrticularly as hI.' 
looks at radio m comp~:titi\"e relationship 
10 mlt('r media. 

\\'e think they'll find all appalling lack 
of appreciation of radio in a lot of import
ant executives who should know better. 

The rash cf 1947 media billing statistics 
now bdng rdeast"d indicates that all is nm 
well in radio selling. True, BroodcastiTlg 
Magazill l' estimates that tota) time sales 
lire up 7.SC-; o\'('r 1946, l3ut the increase 
i~ less than ]:1 in the national and re
j:ional fields. And the com;>lete revenue 
of hundreds of new and hard-working out~ 
lets is lumlX'd in these figures, 

The chains arc planning a four-network 
promotion now. T hestation reps, in asso
ciation, are in a key position to do some
thing aggressive towards an appreciation 
of national non-net business. The NAB 
has somet hing up its sleevc, The time has 
come for less talk and more action. The 
sponsor wants facts, figures on broadcast 
advertising, A little disinterl'Stcd help in 
the use of the medium would not be 
amiss eit\ler, 

Appla",se 
COMMERCI4L COMMUNITY SERVICE 

Radio Can Sell Sets 
Radio set mmmfacmrers are for the 

most part forgl,lting the industry that 
makes them possibk~ broadcast1l1g, Ze
nith is planning a newscast, Pilot paid the 
bills for the AHll"Ticau Forum oj Ihl' Air 
for a short period last season, Stromberg
Carlson is preseming a musical program 
o\'er the Continental Ff'.1 Net""'ork, 
General Electric includes advertising for 
radio along with its other appliances on 
its programs, and RCt\-Viclor sells setS 
along with disks on its NBC Sunday 
show, But Philco is the only manufacturing 
firm that consistently has been selling ItS 
radio receivers to listeners, 

Only five cents out of each radio set 
adVertising dollar is being Spellt for 
brondcasting, There was a time when 
this might ha\'e lx'Cn justified, when the 
great market for receivers was among 
those who did not listen- who did not 
0"11 setS, That is not true today because 
over 90 IX'r cent of America's homes are 
radio homes. Ninety-nine out of a hun
dred setS sold today arc bought by fami
lies which already own a receiver. 

Broadcasting IS the best medium 
through which to sell radio receivers, 
It's time that the industry did something 
about getting more of the advertising 
budget of SCt manufacturers, The medium 
took a slap in the face when Admiral 
Rndio recently announced its multi
million·dollar advcrtising budget-for 
black-and· white; for broadcasting-O, 

While lIetwork sponsors. net" orks, and e\'ell independent 
stations themselves receive the spotlight of publicit}' for their 
public .<.Crvice l'fforts, the spon:;or who accepts a public service 
re~po n~ibilit}' on a local le\'(') seldom is accorded a laurel 
"r('ath, Goadye.1r's Till' Crl'(lll'.~1 Story EI'Cf Told, NBC's 
Etl'rnal Lighl, CBS documentaries like Thl' Eagll" s Brood, and 
i\!BS's .\teI'I IIII' Prl'SS arc continually in the limeli!!ht. That's 
true abo of ~ta tion programs like Ncw York \\'MCA'~ ,\'1'1(' 

\\'or/lf a COmJIIN. BO',{011 \\'EE I 's scrics on adolescent sex edu
cation. ;lnd f;lrm qat ion ~' work for soil conservation l~ I'O:-': SOR, 

Februar~'). to Illention a ((ow, f\e\'erthcless there arc local 
'ron:-ors all owe the Iwtinl1 who do not hesitate to gi\'C time 
to C.1U .... ". who ar\? jmt as public'spiri ted as any of the nat ional 
J!roup<. or .. tat ions which ha\e puhlic ~T\'icl' as a basic canOIl 
of their exi~tl'ncl". 

direct selling with a ropular music program femuring the 
locillly \\ell-known negro disk jockey, Jack L. Cooper. After 
paying its respects to sell ing requirements, it !.'OeS a step 
f mIher and underwrites a discussion forum, U slen Ch icago, on 
\\'AAF at noon each Sunday, To this forum arc brought 
lead('rs of progressive thought, men and women who have 
something to say to Chicago, National Credit takes only a 
sponsor identifying line ilt the opening and close of the 
presentation, The cmire- program is devoted to discussion of 
subjects lik(' "Ocmocracy and Education," "Ch'il Rights
and Wrong~," and "Erasing the Color Line." 

Typical of ~uch ~ronsors is Chicago'~ National Credit 
Clothlll~ Company Tillie payl11l'1lt clothin}! orl!ani:ations 
an: not l!t'IKrally noted for grl'at cOlllll1unity spir it. Like 
pawnbmkas and hel11e loon corporations they !!enerally thUlk 
It necessary 10 forego j!r.1nJ J!t"tUfC-; and hew \"l'ry clo~ to the 
qrai)!hl cOll1ll1o:rdallll lL', N.1tion.11 Credit doC'S u,;c the :lir for 

9 4 

Most c0ll1merci:l1 t:.roadca5ters in the Wind}' City were 
certain that the program was doomed to failure, It was a 
"hea\')' '' show. It "'as on the air ilt the wrong !1ll1e of day, 
It di~plays \'Cry little conventional showmansh1p. 

Thl'}' \\'crl' wrong. The pro\!ram is catching on, The 
Nationa) Credit Clothing Company can t race definite busmC'!'>S 
to its ~ponsor5hip. The station i~ receivinl! real fan mail on 
tlw progriun. OnC(' again it is lx'ing proved that communitY 
,;cr\'ice can lX' commercia l. 

SPONSOR 
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again this year . 
• • 

hundreds of sick childre 

der cha, hundred. "f ,ick 
II ', .. mal! ""n \V I \X'. \\, IN!' area 1)('(""'1.' 
ehildren In dlt . CI , 

I L , S~ 'II~ au. (onfu~( a" .. " . HUlh I .• "n, 
o h' ("r II ,,3, . 

For :lj.!:un I " ) "', I 10 I'rt~idt (lVl'r 
'Iho \'i~il('(llheir ho~llU a.. adt r""ihJ~ 

Ch ' Ii'- p~n\' "' I ,he ,l:ala "'In . ' :ind chari I ) " 
hI' ,h ... l"rahr. j.!cnern .... ). 

'I . te" ""IO:,ne" , htr "Mornin,!: , alln '. lill a hearl-
I fur)tar~.II~' 

F,'t'n a It. " '. Ihe C-:lj.:l"r. 
. hrill [0 "lIn('~~ 

.... "roun,!: I Ruth', annual 
I fe'ron." In h "hole·hnne! . fund. fn. [ I' 

. ',(, Chrl~lma. . 
campa' j.!n (0 .:11 . I in Cindnnau. 

"II ', 1i0'1'1I3" 
fiH Ch" .tn . I New 'i,.I< . 

"I I J dianapnr. .. :l.n( h 
( "ui" , e, n . ~ H h hCj.!an e • 
. Fadr in Nc)\'~m . r, . t~1 alie"iall' chI' 

f c ,", .. hull""' . 
a ,'pta l ur, ' . • " f Iht ,mall pailI'm. 
pain and ,uff~r'lnf:. She prnrni<l'd 10 <tnd 
'0 , h".r h"'plI:I. <,. ' •. ,al"n,!;, r 
' f I ":o. ln rninj.( Mallnl~ 
3 color" , I [r;huI;n~ Sl.tlO or 
o each l"lener (on I" 

' "h l"I'lltne. , I-I .. r .. , "31 . If Ih ... 
mor .. , ,hc (;l len,lar" ""CrC 0 l.<1n~ he fore 

, h"l <I nc "f \ Ialln,'" " ·' ,\ Iurnlll j.( , . _ ",J pw!!ran,. 
\\,1 \\" " "fI~,n . 

Ih .. man) . I " , 'p ('n,,' rra,nmenl " "I,r"".<. h d d""~neu (. , _ f Ii [cnen" n c-
fn r (h ... Ihou'an., n h~nnd facil;u ... , . 

Ollr dear c I II ..... nd upoo 'h",h 9.~«" a •. ~ rea III " , . 
Ti, 'l"ne an aU" I Sla"," I,,"., I . Ihc OliN • 
rhc p ... oP .... III . m~rammin~ a 'erl ' 
mak .... , ,a!l,faClor~ P .hili,,-... tin ... 

I' ffi I responsl . 
.. ." and. I ' ( U I . ed o ur r ... ' ' ' ''rc .... h" h w ... haH dedl(31 
" '( fil 
and ... rr'H" 10 ful . 



!Jvl.:ry radio sra[ion In 
Aflll.:ri c;l has a \'(Ioman's 

Pagl.: ... I.:ach as good as 
(hI.: gal who conducts it. 
Thrt:t.: things makt.: 
\'(I)\X"s Wom~tn's Pagt.: 

a ()II)' for alt.:n advt.:rrisers. 

Sales Mana,l:er, Pro,l: ram DireCto r and Perform
er p lan :I new scrics o f p ro,l:ra ms packed ..... ith 
cOlen 11 i n menl and; nformadon fo r homemaker $ . 

". , . 
-'~"" ." " . , 
tl", ., 
"r : 

., 
r 

FIHST ... there 's J anc Stcvens . .. whose \'ibranl \'oicc 
and ready wi! tur n C\'cn con\'ent ion al intcn'icws into inti · 
matc and intereslin~ cx: pcriences for her li stcners. 

SECOND ... there's produ ction ... a program th:u ') 
writtcn, rehearscd. read ),. befo re it goes on the air. 

THIRD , . . there's a good rating. record ... a high Hooper 
waitin~ ro r th e sales ex:ecuti\'e who wa ou to reach home· 
makers in the ~reat Cle,'e1and market. 

For complet t information 011 IIJII""s W'Olllan's Pagt ... 
m li us or tbt IItnrt st reprt stllla tir't of H entlltJ- Rttd. 

Bil l O'NEil, PRESIDE,," 

BASIC 

ABC Network 
R EP RES E N TEO 

CLEVELAND 850 KC 

5000 Watts 
NATIONAllY • y HEADLEY - REED COMPANY 
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