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RECIPE 
for an American Institution! 

I NSERT fl hOI /rtlllk/llrlfr ill a roll. Bedeck with 

lIl/IJ/(lrd, and add olliom. k(/ch"p, or flfhn' (on

dimflltJ fo las/e. Save in homer. ,II ball-parke 

rom/-Jide JlanelJ, filld, 011 om norable occasion, til (( 

IFhilt lIome reaplioll! 

Recipe for a Community Instituti on: 

Take 3. sincere and genuine imerest in the fur

therance of every worthy commu nic), cmcrprise, 

and add valuable public servICes chac earn the 

respect and appreci~l,[ion of rhe communLty 

sen'cd. That 's what Fore Industry Stations do. 

Tha[ 's wh)' each Fore Indusu), Station is alert 

to local needs, local preferences; is pan and 

parcel of the communit}' j{ ser\'es. And that is 

wh}' advcniscrs, who demand resuirs, find the 

prcstige of Forr Industry Stations pays off in 

terms of community response. 

TilE FO HT I ~OUST H Y C.OM P,\ NY 

"1 "" e"" 1.",,1 .. fit, " 
Fu,llud,"I',' "1"1"''''' 

W~I·Il. '1' .. 1 .. ,1 ... O. 

" I.( If\: . I.i lilli, () , • W,\G,\ , ,\11 ,,"111, Gil . • ',' j ; It ~. ,\1 i"", i. FI " .• \\ 'J 1\ K. IIf'1r"i l • .\1 iell. 



BUDGETS UP IN 
RADIO-MINDED 
DEPT . STORES 

GENERAL FOODS 
SALES UP , 
INCOME DOWN 

TV HOMES PREFER 
VIEWING TO 
LISTENING 

RALPH EDWARDS 
MUST COMPETE 
WITH OWN RECORD 

TV LEAFING 
RADIO ' S BOOK 

REGIONAL 
SPONSORS 
USING E.T.'S 

GENERAL MILLS 
SPLITS AO 
ACCOUNT 
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Department stores using radio have increased broadcasting budgets 
5 to 50%. Majority increase is in 5% area. Figures announced by 
Howard P. Abrahams of NRDGA late March. 

-SR-
Net sales of General Foods, extensive user of radio , increased 
27.9% in 1947. Net profit was 4.5 % of sales against 6.5% during 
1946. Net earnings were 529,064,000 in '47 against $34,180 , 000 1n 
'46. Despite narrower margin of profit GF expects to use more 
broadcasting. Total net sal es must be increased since profit margin 
is declining. 

- SR-
While 46.80/0 of New York's TV homes interviewed by Hooper were view
ing Kaiser-Frazer "Original Amateur Hour" (WABD), no radio program 
had 10% of these homes listening. Highes t - rated radio program in 
TV homes was Jack Benny with 6. Benny's rating throughout Hooper 36 
cities previous Sunday was 24.7. (No Hoopera ting was made February 
8, day of Hoope r' s telerating.) 

-SR-
Ralph Edwards, having given his sponsors taste of top audiences for 
"Truth or Consequences," now must come up with new contest every few 
weeks. Special Hooperating taken for program gave broadcast 31.7 on 
night contestant named Jack Benny the Walking Man, making it number 
one in March 15 report. Second program was Jack Benny with 31.4, 
following night. 

-SR-
CBS-TV presentation of half hour from different Broadway play each 
week for Lucky Strike starting April 6 turns clock back over a 
generation . September 3, 1927, Old Gold began broadcast of inter
views and bits of Broadway hit each week via NBC. 

- SR-
Top transcribed package programs permit regional advertisers to do 
more intensive job. Ziv's packages are aired in 11 cities for 
Iroquois Brewing Co. of Buffalo in lates t regional sale . Other 
leading regional Ziv customers are First National Stores (23 sta
tions), Tivoli Brewing (8), Wiedemann Brewing (6). Since Petrillo 
record ban Ziv's business has inc reased 270/0' All-Canada Program 
Division announced late in March that its transcription business had 
increased 629'0 since August. 

-SR-
Knox Reeves . for years thought of in advertising circles as house 
agency for General Mills, will share GM business wi th number of 
agenc ies in future. Food organization's product line is so exten
sive that it wi ll select agencies best equipped to handle various 
items. BBD&O and Dancer-fitzgerald-Sample wi ll be two of them. 

. 
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THOSE WHO LIKE 
COMMERCIALS WANT 
'EM STRAIGHT 

MANUF'ACTURER

DEALER BLOCKS 
INITIATED BY CE 

WLW BACK IN 
PROGRAM 
BUSINESS 

300,000 TV 
SETS IN MARCH 

TUCKER (AUTO 
MANUFACTURER) 
TO ANNOUNCE 
OWN SHOW 

TV SERVICE IN 
HOTEL ROOMS 

44,000,000 SETS 
LICENSED 
IN EUROPE 

5250,000 CO- OP 
BUY SETS RECORD 

, 

Listeners v:ho like advertising most like singing commercials least. 
This was revealed in National Opinion Research study, "The People 
Look at Radio, II paid for by NAB. Dr. Paul Lazarsfeld explained by 
saying that those who want to hear advertising want to hear manu
facturers' claims, not be amused by song (see page 34). 

-SR-

Number of manufacturers are fo llowing General Electric lead and 
planning program blocks with different dealer sponsorship each 15 
minutes. Belief is that cumulative effect of One or two hours of 
time devoted to single manufacturer will have saturation effect on 
listener. First GE time- buy of this type is one hour five days 
weekly on Al Jarvis' "Make Believe Ballroom," over KLAC, Hollywood. 
GE pays half, each dealer pays half of his time period. 

-SR-

WU'I's AFRA contract negotiated last fall has put it back into pro
gram production business. New AFRA rates for WLW are approximately 
40% lower than N. Y., Chicago, or Hollywood . For past few years 
VlLW was on parity wi th great production centers and thus couldn't 
offer sponsors programs at price. It's producing programs n~t 
heard on WLW, feeding them to regional networks. 

-SR-

TV set and kit production in March will pass 300,000 receivers when 
all reports are in. February record (as reported by RMA) was over 
250,000 sets. 

-SR-

Preston Tucker, president of Tucker Corporation, is taking voice 
lessons. He will personally handle comme r cial continuity on Tucker 
automobiles during John B. Kennedy broadcasts ( ABC ). He feels that 
direct manufacturer-to- prospect continuity wil l provide vital 
personalized selling factor. 

-SR-

Thirty hotels will have TV in every room before year's end, recent 
survey by American Hotel Association indicates. None of these plan 
service free--average cost to guest will be $1 daily. 

- SR-

There were 44,000,000 licensed radio set owners in Europe at end of 
1947, according to figures made available by European Broadcasting 
Conference. More than half these sets are equipped with short wave 
bands which permit them to receive short wave commercial airings. 

-SR-

Philadelphia & Reading Coal & Iron Company placed contracts totaling 
5250,000 in time and talent for ABC co-op program "Gang Busters." 
This is biggest single co- op buy in radio history; covers 52 weeks, 
22 cities. 

SPONSOR 
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in Oklahoma City . • • 

Consumer Panel Measures 
Consumer Reaction Precisely 

Okirthollla City is muc h more than a "tcSt 
marker." Oklahol1l:l City is a recognized marketin g 
tes t laboratory equipped with a p recision m cns uring 
ins trumen t for c harcin g t he ebb a nd fl uw of ndver
tiscd merc halHl ise . 

. The Oklahoma City Continuing Co ns umer Pnnel 
composed of .. 00 rCI>resentative families Crill acwally 
d efine t he (ora) potential m a rke t for any product 
clnssiflcation. I t ca n cX I>lore th e m ost intimate 
details of bmnd stn nding,s and the reasons behi nd 
t hem. 

If yO ll Im\'c n testing problem inml\'ing a new 
product. or an old OIlC; n new advertising approach. 
or a m e rc halHlis in g idea. take advantage of Ok la
homn Ci ty's read y- m:lde m a r keting test facilities. 
Write today for demils. 

QUARTERLY REPORTS AVAILABLE 
Con~uml'l" I'm1l'1 repor t s of the final quart er of 

1').J7 are n ow al'ailabl l' withou l char~e 011 hra lhl 
s lamlill1!,s. unit and dollar volu m l', IIl1 il \\e i ~ h t .Hl d 
s ileo an,1 plare of purch a se in .JO Sell'Cl ed food and 
drul! c la ssifica tions. " ' h e ll r~'quel<ti ll 1!, reports. 
p lc.lSe ~ Ill"ci f)' classification s in which ~'ou are 
inte rested . 

OWNEI) t\~OO I'ERt\T lm BY T I n-: OKL,\l I O~I A PUBLI S i l l NG CO. : Till-: 1),\1 i , Y OKLA iI O~I:\ N OKLA IIO:\IA CI'rYT! :\IES 
T il t-: FA ln n : It -ST OC ID l t\K-K\'OIt . <.:OLOKAI)O SPRINGS ,\ N O KLZ, OE~\' ER U:"/ OF. R AFFILIATED :\1 ,\ :-'- ,\ GE:\IE~ 

, 



SPONSOR REPORTS 

"0 WEST 5i ND " 

MR. SPO NSOR, HARRISON J. COWAN L,O 
P. S. 1i 

NEW A ND RENEW 17 

WO MEN 'S PARTICIPATING PROGRAMS i3 

TV PROMOTION i6 

fEEN.AGERS LIKE MYSTERIES i9 

DIALING H ..... BITS, PART TWO 30 

Sl,OOO,OOO FROM Sl ,500 )) 

IN THE RURAL INTEREST 3" 

MOTION PICTURE ADVERTISING 36 

AM PROGRAMS ON FM 40 

ST ..... RTlNG WITH A GIVE· ..... W ..... y "3 

PEACE •• IT'S WONDERFUU 44 

MR . SPONSOR ASKS "8 

SPOT TRENDS 5" 

CONTESTS AND OFFERS 60 

PEOPLE LOOM AT R ..... DIO 7i 

SIGNED AND UNSIGNED 

"·NETWORK COMPARAGRAPH 

TV· FM 

77 

" .. 
BROADC ..... ST MERCH ..... NDISING 100 

SPONSOR SPEAKS 

APPl ..... USE 

10. 

10. 

I'tNIdul .Dd p.,bl.d .. t; SD''''.'' R. GlomB. StutWy. 
Trn.um: £I .... C. Gt.... Ed,tOt: JewDb ~t. 1i.,.1>t.,. 
~""'.I •• ;"t,IO", r .... k B ... ~ ... ('bo,d. ~I".I.... Art 
o.,...lOt: It o ... d II .. boIf', Ad ... ".", Dj .... tor: Lot..".., 
J, BI~toulbol. Ad.mi .... DtP ........ I: &1.'0 D. c,.,.,p.., . 
IChita.lo M ...... ,) K.~ U",.n; (LGo ADnIHl D~a .... A.s..,t; 
.. c.. .. HBRltdlS't,lls...r .. mci .... l DuD, ... A. s.:oU " Co .. 

~ ,U.Dld . , 1.,m.!.tioo M ..... e"~hl_ K., •. 

C ..... NDy 

I W;'iS p leaSfif wi th }our anicle on I 
candy, I think. you did an cxcellent job 
of analy:ing the candy industry's uS(' of 
radio, as .... '1'/1 as louchin,tl on some of our 
other im portant merchandisin,tl probkms. 1 

C. E , RocERS 
Adl't'Tli.sing Atallagt'T 
Fwl W Amtlld Co, 
Chicago 

We nmice on pnge 40 of the M arch 
issue of SroSSOR t hat a pic lure from our 
lOOth Anni\'l'fSary souvenir book has 
bC'cn used ;'ind yt't no credit linl' has bc.'Cn 
given to our company. Will you kindly 
exp lain to us where you obtained the per# 
mission to uS(' tht' piclure ns we have no 
record of giving it OUI here. 

Your an ick on candy is vcry good, but 
we should have liked to have had some 
ment ion of our company since you n13de 
usc of the picture. 

(Mrs.) MARGARET M, K EDIAS 

As.socialr adt'nl i.sillg managt'T 
NMt, EIlgialld ConJtcliollt'Ty Co. 
Cambridgt, Mass. 

.. Th~ pho'OIVaph In q Uh tla n .... m f to M'OS _ 
SOR ft o m ,. u"<f~ .., ... ff. II -'18 n o . Id ~n . lfit:d 
liS huln. hHn u!K'd prnlo .. . ly h y Ihf ,"~" 
Entll:l. nd Conft:f .la n f'f)' ( :0. a nd Ih .. . " "'. n O. 
C'f <, .. U.N 10 Ih., o'1l.II nIUl t lon . 

EDUe ..... TlO N PLEASE? 

We cannot help but applaud th(' wis
dom in your lead editorial of the M arch 
issue. It h3S been ou r experience that 
radio as an industry spends less on pro
molion-and is 1('5.5 concerned about its 
effcctiven('5.5 and appearance-than an)' 
olher medium. 

As rou know, we Slarted our organi~1' 
t ion two years ago wi th quil l' a back.
ground in bro.1dcasting. Little by litt le, 
howcver, we ha\'e dis.1ssociatcd ourselves' 
from all bu t a fe ..... radio 3ccouniS becauS(', I 
unifomll}', we find radio clicnts un~'l lI ing I 

to in\'esl ~'h<lt it t;lk.('S for trn- crea tion, 
production, and use of ~'Onhwhilt' pro
moliol1. They 5Ct'1ll to be interl'Sted in 
getting out as che<lply as possible with 
no particular concern a s w whC'lher the 
promotion repr{'S('llIing Ihcm does a job I 
or not. BecauSe.' of this attitude it h<ls 
becomc 3 lruism thai today's stalion 
promo tion contaIns more plallludcs, 
humdrum copy, poor layou t, and less 
originalilY than thai of any other medium. 

Com'erscly, we find the publicalion 

(PltGJit lum 10 pagt 6) 

three little words ... 

, .. a triple t reat this time of the 

yeaT, to Pittsburgh sport (ans who 

look to WWSW to bring them an· 

other 5eason of Pirate Games, 

For the 16th year, WWSW is bdttin' 

up with the Pirates at every game, 

a t home and abroad . Audience reo 

lults? Last year, WWSW consist

ently pulled a lion's share o( J.i.s. 

tenen, For e1ample: on one broad· 

cast alone WWSW held 57 .5 ~o of 

the Pit~burgh radio audience, Su.re, 

we've earned that title PITTSBURGtt'S 

LEADING SPORTS lJT'ATION! 

Yet sports is just one phase o( 

wwsw programming. Our popular 

music shows, Dews programs and 

other special (eatures have wide 

appeal around the clock. But the 

best indication or their popularity 

is satill6ed sponsors: local depart· 

ment stores, candy companies, d airy 

concerns, breweries, air lines. plus 

many nalional accounts- , hitch their 

sales wagon to WWSW . So, ge t on 

a sure sales winner . , , wwsw , , . 
the s tation lhat de!i\'ers MO Rt: U S· 

TE:NE:RS PE:R DOLLAR IN PllTSBURGH ! 

°ru;k Forjoe 

ww~w 
PiHshurgh 's Leading Independent 
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One station 

One set of call 'etters 

9ne spot on the dia' 
Qne rate card 

'" PRll 19<48 

• • • • • Over 5 Million People!- 46% urbon-

54% rurol! That 's The Mid·America 

Markel (in the 213 cQu nties wi,hin the 

measured VJ milliyolt circle of KCMO', 

50,000 wolt daytime non-directional 

coverage)! KCMO hl;lS the power - the 

progrommtng a nd the coveroge to 

reach both cily dweller and former . 

For complete ONE slolion coverage 01 

this rich and el(ponding markel, 

center your selling on 

Kansas City 's mosl powerful stotion . 

• 50,000 WATTS DAYTIME Non-Di,edionol 

lO,nOO WATTS NIGHT _810 kc 

John f . Peo,ton Co. 

5 
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NO CLAIMS. • • 

THAT 

We ha ve (I locol progra m coile d " The Un iee n 

Advisor" , 7 .00 P. M. nightly. Sponsore d fot 

se ve n year s by Ihe som e client. Cli e nt re cently 

fe lt h e hod saturated hi s moric e l, dr oppe d Ihe 

program . We mode Ihis annou nce m e nt : "We 

orc thinking of toking Ihi s program off Ihe air . 

If you wanl il 10 sla y on , wril e us (I le ite r." 

ThaI is all we soid . We mad e Ihol an nounce· 

m e nt ONCE. We gal 7 ,382 lette rs . No conle sl 

... no giveaway . . . no pr e mium . 7 ,382 

le tt e rs from one onnouncem e nl. P e riod . 

WIP 
PHILADELPHIA 

BASIC MUTUAL 
:Jt-

Represented Nat ionally 

by Edward Petry & Co . 

Continued Irol1l p.'JC .. 

field much more alert to tlK- value or well
thought-out prommion , and more a ....... re 
that you gel what you pay for. Perhaps 
thiS is ..... hy our original radio accounts 
haH.· nuw btt-n rC'placru by [CO national 
m.1j.!azincs for \Io-hom \10(> r(>f,!u lar l)' c("('atl' 
and product· prOmotion mat(>ria1. 

\\'(> are hl'anily in favor of your stand 
and lour ('mpha~is on Ih(> fXI that t il(' 
time is now f(lr brOadcasting, as an in
duqr)" to get on its bic)clc and St:'lrl 
prOll)otin,l!. The an~wer, as we see it, is 
less Illumbo-jumbo and half-cookcd 
boasting, In its place I think wt"d :'I ll 
welcom(' sonw constructive thinking, 
long·rangt' planning, and quality promo
tion that rdk'Cts a maturity to \Iohich 
radio aspires, 

D ICK DORRA~cE 

O'Britll (,f Dorrallce, Nt«' York 

Your l'ditorial Sorllt Educulloll, Plrost 
(March SI'O~SOR) is well conceived and 
nicely expressed but what haplX'I'('d to 

til(' other half of it the part addressed 
to tlX' pot('fltial advertiser? You sa)', 
"We think Ihey'll (radio nX'Il) find an 
appallinf,! lack of appreciation of radio In 

a 101 of impnrt3lu (advertising) execu
ti\'cs who should kllOw Ixttl'r," and the("(' 
you Stop! 

Aren't ),ou putting a ll the burd(>n on 
the instructor and non(> on the student' 
Doesn 't a successfu l educational process 
J('pcnd as much on the willingness to 
learn as on the ability to instruct? Why 
don ' t you train )'our ed itorial sights on 
that exccuti\'e ..... ho is "waiting to be sold 
on broadcast ad\'l~rtjsing'" 

The succl:Ssful users of radio do not 
rei)' upon a crysta l ball 111 sel('('til1g net_ 
..... ork, slalion, time, and pro~ram, The)' 
devote a great dt'al o( linll:, e/Torl, and 
111One)' to an exh.1uStive anal)'Sis of the 
statistical data made available 10 th('m 
b)' hroadcasteTS and the)' put the material 
to good u!'C'. In its rdatively short ex
istellce comm('n."ial radio wjth the help 
of thR' :1lcrt ;:ponsoT$ has developed in
(ormation on circulation, audience, co~t 
rer thousand falllili('$, etc .. to a hi~her 
de~r('(' o( accuracy than ;'Ill)' othl'f Ille
dium 1lnd it alread), handks more than 
27("; o( the llatiOl"s tolal adl'('rti~inp: 

hilllllg. 

Anyone who has ever sold tinl(' knows 
tl1m 111(> biggl~t spenders III radio always 

( 1'/('<1$,' tum /Q p<lgr 56 ) 

SPONSOR 
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ALEXANDER 
GRAHAM BELL 

wos flrsl with his invention of the 
te lephone which became a reality 
o n March 10, 1876wilh the famous 

message 10 his assistant, "Walson come 
here! I need you ." Just as Be ll needed 
Watson, you needW JR becauseWJR is", 

I N POWER 

AND RESULTS 

ca, 

MICHIGAN'S G R EATEST 
ADVERTISING ME DIUM 

50 , 000 
W A T T 5 

THE GOODWILL 
G. A. RICHARD S 

S TAT ION fISHER BLDG . D E T R 0 I T 
HARRY WISME R 

P, ... AUI. 10 Ih . P,u. 
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.\ IIJllqlU' rqu(> KOB NBC 
B(':lUlliolll KFD\! AIlC 
Boi .. (> KDSII CBS 
Butl'alo II Gil CBS 
Cha rlC" .. toli. S. ('. IITSL CIlS 
C{IllIIlliJia . ~ , C. \ \ ' I:'! SBC 
Cnrpil" Chri ... ti KHb XBC 
1)11 l'j'lIll{lrl 1\'01 1\'nc 
1)f'_~ \lOilH" II" II U SBC 
1)(,111 t' l" 1\ \'OD ABC 
Dulutll "'1) ::)\1 L\BC 
Fargo \\ D;\ , NBC 
1'1. \\ orth·D,dl:,b WHAP ABC-SHe 
I IOllolulu -1lilh I\C-'IB-KIII3C C BS 
Il o Ll ~ t O Il K\YZ ABC 
Il itiianapoli,., \\ 1,,11 ABC 
I\:lu,a.; Cil~ KIIIIC· h Fll .1! CBS 
LOlli,.,v ilif' " A \,E i\'BC 
\lil\la ul.('f' \\'\IA \\ ' IND 
.\ l inllt'al lO li,-St , Paul "'TCX (\ HC 
St-" )'(I rk W,\ IC.\ I i\ D 
\'"orfolk 11'(;1 1 ABC 
OI IWIIll KF\H CBS 
1 1('QI'ia-' ru~col.:l I\"IIIID· II IlZ CB, 
Portland, On' , KEX ABC 
Ualf'igh WI'T..- j'\ BC 
Boa ll.,k(' I\' I) BJ CBS 
Sa il I)i('vu KSDJ CBS 
:::-1. LOlli ~ 1\~O SIlC 
::'f'tl II If' KIIIO CBS 
:-\y ra{'t1 .. ~ · \\ FBI, CII, 
'i'NI'f' Il lIlIll' II'TIII ABC 

'1'(' 11'1' isi 1,) 11 

Ft. \\ '.,rlll.Dalla- \\ 11 .\1'.'1'\ ' 
.\c"· Y .. r" \\'PIX 
:)1. I,,'uis 1\ ~D-T\' 



~ ,EFFli CliENT 

RADliO 

H ow man y advertisers allot exactly 
one sa lesman to c\'cry market in the 
na lion- rcgardlcss of the importance 
of the IHarkct, the number of prospects 
to be covered , the intensity of compe
lition, ctc.? 

National spot radio is more efficient 
radio because it permits you to hit 
every market 'YO ll want, exactly the 
\\'8)' it deserves to be hit- to lISC el.'ery 
s tation ill any given areas, if thal's indi-

eated, or Lo skip those areas entirely if 
they' re flot worth your clIllh'8lion. 

Free & Pelers, pioneer s tation repre
sentatives, sell more efficient radio in 
th e markets at the lefl. We know 
those marke ts. If YOLI sell nlcrchan
disc ill any of t!t elll , we believe we can 
give ),011 some profitahlc ideas for 
Bu ll 's-Eye Hadia-cvell if you arc now 
sponsoring the bigges t network pro
gram on the nil'. 

JFREE & PETERS ? [N C. 
Pioneer Radio and Telel.·ision Slat ion Representatives 

Since May, 1932 

i\"EW YOHK CHI CAGO 

D8TROIT FT. WORTII HOLL' WOOD SA:\" FRAXCISCO 
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y~. - ... ~ promo, .. weON (and I~e 
efficacy of Our dienr', odv.",i,ing)- .eHn 
woy. -count 'em below I 

Such ;n ' ''nlive .Io,ion promotion meon. 
,hal ov", " million Ceo'gi"n. Ore can· 
«iou. o f beU., li. tening 01 55 On 'he ir 
.gdio diohl 

1. OUR OWN NfWSPAPEII: _ THE 
ATLANTA CONSTITUTION - Editorial 
P,amolion i. hovy and <on,i,'enl a nd 
Di.pl"y Adyetlhing i. <on tinuo" •. 

2. OUR O W N ALR - InleUigen' pion. 
ning and <on.i,lenl pluggingi.,Olu, .. pro· 
molion p,09'om. oyer WeON', own o i •. 

3. BILLBOARDS - Nine pe,mon.,nl 
boord. toco led on moin o.leriol high. 
way •. Boord. are equipped wiln r.lle<lo" 
10 do" day ond nigh. job. 
4 . weON N EWS PICTUIUS - 200 
oll,odi • ., di,ploy plut. ' tO luring nt"'" 
and WeON promol'on. 100 in AtlonlO-
100 in I.oding It"iIO'Y' 
S. WeON CONUST-An OUhlanding 
ouditMt po"i<ipo,Ion <onle.I w; 1I be 
announ.ed .ho.,ly. 

o. SPECIAL EV ENTS P RO MOTlON
WeON p.,,,onolit'to, p.e.ented on 0 
<onl;"ui"g bo,". btfore .odol, <i.i. ond 
.... 001 g'oup, wilh enle"oinm ... nl ond 
inlo.mOI,o .. ol ftolure •. 

7. T ItANS I TADS - eo. <o.d. ore 
employed eo(h monlh; 0 lull ,how;ng • 
• eo.hing oppro.lmoltly 300,000 <om· 
",,,Ie,, doily. 

T il E 
,\'1'1 .,\1\;1',\ CONSTITUT ION 

ST,\TI ON 

\V C 0 N - ATLf\NTA 
5UOO W ,\TTS SSO KC 
A ffili{/ud ..I m ~rir/!n HrOfl6Ct1J ,i", 

Cu "' pa"y 

Ifr. Sponsor: 

1I ~1I"' isoll .1. 4 ~o"'nlJ 

D ilector 01 Adverti , ing, Longinu·Wittn.uer W.tch ( o ",plny 

,. LTIIOUGII Longines in w nted the "time signa l" station break·, 
1'1l today the 82·)ear-old watch firm bdie\'{'s it has found its idC'al 
sell ing formulll in Spot progrnming not announcements. The \'ehidt 
airing the dignified Longines-Wittnauer copy is one of radio 's most suc
cessfu l e. t. half·hours, Tlte Lougincs Symphollcttc, now placed on more 
than 100 stations in major markets. Hllrrison Cowan , the quiC't, soft· 
speaking ad man whose job it is to direct the spending of the $ 1,000,000 
Longin('s advertising budg(,t (half of which goes to radio and half 10 

printl'CI nwdia) is not a 1' t ranger to radio. EX-llgency man Cowan has lx"Cn 
in the broadcast advertising business since 1923, and is cn'ditcd with 
making t h(' firs t commercial program e. t. , a 1927 cutting of a musical 
pmgr:lI11 for Bourjois' EI'Ctlillg ill Paris. 

WhilC' the Cowal1'super\'iSl.'d Sympllotte/lc follows the firm's basic ad 
policy of "creating the desire to 0 "'011 a fine watch," Cowan and Longllles 
haw found their program produces extensi\'e good ...... ill and tangible 
saJcs. Ratings arc as good as or better than music,,1 programs of similar 
Type, such as Teltpholle 1I001r. Pet rillo is no problem, as the already
r('COrded S),JIlphOllctlr library con tains o\'er 2,000 selcctiolls from operas, 
symphonies, concertos, etc. r-. lusic from all major publishers is used, 
alt hough BMI and ,,$CAP numbers ar~' not mixed on the same show, 
thus providing clearance protection to stations with limited music licenses. 

CO ..... an has bc:en with Longines sinct' 19J5, and has guided the Sym
phollf!ltf! since its 1941 pn'miere 011 WEAP (New York). His offiCe handles 
th(' disks nationally, since all the bills and mailings a rc paid for by Lon
gines. No Longines dealer is pemlitted to advertise Lonj!ines or Wittniluer 
watches within a half·hour on l'it her 1'ide of the 1'how, thus preserving 
the semj·instiwtional sell in!! of " the world's most honored watch"' llnd 
"the world's most honored lIlusic.'" Ilowe\'(' r, the show ne\'er exists in a 
vacuum so far as Longincs is conceTlled: at all times it is an integral part 
of the company's adH'rtising activities. In fact, the sho\\"s maestro, 
,\ Iichel Pinstro, has his office and music library only a f{'\\ ' fC'Ct a\\'ar from 
Cuwan·s. 

"//.,d",·. /in' CV"""U~;{f/ ",," "9""/ ' .... d 'An1;"" '1">1 ",,,,d i" r<'b"~,,. / .~;'; .,..,. WJZ h 
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" \\'c're not so old ill du: .-\1'111)' List , 
DIIC we're lIot so )'Ollllg {It OilY Irnde." 

- Kil.ling, "Tile Irisll Gllcu"cls." 

YEAR 

A of Apr il 2, 1948, Radio Station WOW celebrates it s twenty-fifth 
birthday-which is old , a s agc goes in the radio business. But ripe agc, 
alone, is no guarantee of cffcctivcnCES in lovc, war or the operation of a 
broadcasting station. 

Agc is not so important as wide experience, digested and assimilated, 
powered by the cnergy and enthusiasm required to translate knowlcdJ;c 
into action. 

It is the operationa l "know·how", born of twenty·flve years expe
rience, plus the energy and enthusiasm of its s till youthful s taff, that keeps 
WOW tops in its field-tops in listening audience-tops a s an advertis ing 
medium. 

That 's why, Mr. Advertiser. in the territory within a radius oC 200 
miles from Omaha, RADIO WOW CAN DO YOUR ADVERTISING JOB 
Ar.O~E! 

JOHN BLAIR & CO. JOHN J. GILLIN , JR. 
Hl'llrcst!l1 lulil '\'s l'r\·sidl· ,u & Gen'l Mgt'. 

OMAHA, 
590 KC * NBC * 5000 WATTS 
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REUIURU 
THAT NOISE you heor i~ feel slo p

ping down off desks. The trend is 

bock to pencil-shar peners ... which, 

in Rhode Island, ma kes it nicc for 

WFCI, For here's more for your 

radio dollars ... ASC covera ge a nd 

listener. acceptance 01 rock· bottom 

rates. 

EHAmPLE: 
C .... en •• ole. of the Ihtu compeulIg 5000· 

"'011 I .. n lime IIo,ion. ,how for .. 5·,,"',. .. 0-

WH~ ""._min.,te .pol 16· .. eek lCh,.<lule-

STATION " A". 13% Higher 

STATION " S" 16 y, o{~ Hig her 

STATION "e" S9°,~ Hig her 

• 

5000 WAn s 
OAT & NIG HT 

WAU .... CE A WAlKER, CIOn. M9', 

PRO .... IDENC[, Th Sh,raton.Bihm",. 

PAW TUCI(O, HO Mo ... $1. 

• 

THE KATZ AGENCY 

p.s. 
(Su " How J ·M Ruehl! Th.1 Vil.1500,OOO," SPONSOR, 
Au,ull 1947, P' 9' '14.) II Johns.M.ny;U. ",ou," on 
..dio? Why i. their neWKut Ic:hedutltd to b. dropped by 
CBS? Wht . , ~ J.M ', ,.dio pl. II,/o, th~ 'utu,~? 

1111': $SOO,ooo thm j ohns-Manvi lle has bo.'Cn spending for radio on a 
52-week basis has nOI bo.'t.'l1 allocated to other ml-dia, despi te the fact thaI 
their 8:55-9 p.m. lIew,> ~.'riocJ is to go of! at the md of j une, just .... hat 
j -,\ ' .... ,11 do is stili a q~tlOIl llI,uk. Sevcra l nC'lworks have made pitchl'S 
to j_\ I, bUI \lhcther the), will continue 011 il nelwork b:lsis, or a local 
basis like Esw UI!/KJrtrr, is ~Iill undecided. 

It 's undl'rstl)lKl Ihal thl' rea~ltl t lwt CBS is cancc1Jing the capsule 
newsca~I, in ~rit~· of Ctll1~blcnll} good ratings (up to 13.7), is two-fold 
Lever Brothers, \lith their block o( ,\ lond:lY night shows including 
Talelll Scouts, Lux U<.lc/io Thrdlrr, and My Fril!lld Inua, playing back-to· 
back, objected bccnu'>l' the lie .... ·) ~how broke up their "advertising mood .. 
Also, CBS has bel" building up FTidllY night as a comcdy night, and the 
Bill Henry Ill'"'S show is Sloltl-d bct ..... Cl'lI t ..... o comedies, the Dallny 1'homa~ 
Shozt' ;md the Olet Calc! Sholl'. and was believed to break t he flow of audi o 
l'nce bct ..... ~'C1l Ihe twu progmllIs. 

A third (actor stood in the way of j.,\ 1·5 cOfl t inuing on CBS. Columbia'~ 
ace ne"'SCastCf, Edward R. t. lurrow, comes JUSt a little more than an hour 
\)eforl' the j -,\I :ohow, with a 15·minU[e across- the-board newsca~t for 
Campbell's Soup. Some CBS execu tiws are said to fed that the e1im· 
inat ion of the rival j-,\ Inc .... :.ca!ot flught raise ,\ lurro" .~ current 5,2 ra t ing 

In all, j _;\1 i~ a \ictim ofm.,ny circumstances. Ilo\l'e\'er, Ihe building 
materials finn i .. cOIl\'irICNI thaI their consistent radioadwrrisingreachcd 
the half·million who buy or specify the usc of j -,\I products, and that 
they lIa\'e di:.co\·ercd a radio formula to sell a mult iple-product line to 
both public and contractors. Their problem now is to find a broadcast 
facili t}' 011 which t hl'Y can duplicate their <;ucces~ful ~lIinl!l fonnula 

p.s. 
(Su " Rltpul Bro.acuh in 1947," SPONSOR, Noyemb~ , 
1947, p.,1t ]4.) Wh.t will bit the 1948 , itu'lioll on lurn
rn~llimlt Iltctioll.1 ,epuh? How will Iponlolltd n'two,~ 
Ihowl bit .ffected? Wh.t . bout co,h? 

The annual problem that comes with the April 25 ch.ange-over to day. 
light linll' has, for the firs t t ime ill radio's history, been overCOme. Credit 
for the solution goes to program ofJicials of ABC, who have been fighting 
an uphill battle for sUIlHllertimc ~-c t iona l repeats since 19-1 6. rrogram~ 

in non-claylight time ,.Teas wi ll be sen t over the net work linl'S a second 
ti llle w that th..:y Will be bro.,dcast at the same loca l time in all areas. 
Spomors on three of till' major net\\'orks will no longer find thdr shows 
up against a changed competitive picture in non-da)'lighl aH'as . .and 
a[!enc)' tinwbu)'ers will not ha\'e to go mad dearing a series of delayed 
broadcasts. Columbia and '\\utual will handle their sectional rept'at~ 
.... ith e.t.'s, \\hik ABC wtll usc tape recorden.. NBC, last major network 
to consider daylight repc,1ts, will solve the problem ..... ith straight trans
scribed repeats, or ..... ith Illultiple ddn)l-d bro.1dcasts. The hesitancy of 
NBC executivcs is due to their being caught bet "'«II a no-transcription 
policy and pressure from other Ilel'4'orb. and agencies. 

l1lC COStS of transcribing a~ Illudl as 10 hours a dar of sumnlCrume 
programing and playing It back on special lines to ~tandard·tjnlC sta[iom 
will be bome by the net \\orks and staliOlls. PcuilJo has put his official 
okay 01\ the plan, sincc the sho\l's being tTanscril::l(:d wi lJ be heard onl~ 
once on any single stntion. Talent fees in general lIo iU remain unchanged. 
except for the re{.'Ular Wcst Coast sectional repea ts. 

t. 1uch of the support for thl' plan cacne from stations on standard 
t ime who were seeking to a\'oid tlk.' annual da.<;h between l'ar l }'~\'ening 
nelwork progr:uns and local progralll~ in statioll option l illie. Atlili3t6 
opera ting undl'r the daylight repeat plan arc now atrorded protect ion for 
their local ad\'ertis.cr~ which ther did not ha\'e before ABC sct the sum
mertime p..1ce ror the emire radio indu~trr. (Pleay / lInl to pugt /41 
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WATT 
WINN I N G I,. I S T E N E R S FOR OY E R 

01. 0 YE ... R S I N A RK .I,. ... _T E lt 

Quality .. Coverage 
Not just power olone has made KW KH the dominant 

stallon in Ark-La-Tex for over 20 years. i1's been power 

and Quality Coverage. Yes, KWKH has given its listeners 

the linest in radio fare, planned programing thai is 

tops in listener In terest. Because 01 Quality Coverage, 

forty-nine industry-rich, agriculture-rich. petroleum-rich 

counties and parishes in Ark-la-Tex awail YOUR 

SALES MESSAGE. 

By UliLnQ 1ho .evon olher slollons in Ihe Ark. 

to·Tex a rea you do nOI cover Ihe IIch. 

prilllory (50%) 0100 of 50.000 walt KWKH. 

Ihe slalion heard by mOSI .•. preferred by mOSI 

.• ALL THE TIME. 

1J 
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P ike's 
Peak

l • 
IS a 

far 

cry 

from I 

DENVER 
(IOWA) 

. bill Illln)':t Slit,S I){'"k rc.lchl'S 

.111 ,IPOt;C(''' in \\' .\ITl.Ind, of which 

Iknl'l'r ( 10\\'.1) is .In impon.llll 
p.ln. !t '~ impOI'I.lIH bcc.Ilj,c, 

Ihou.~11 SIll .• II, it typifies Ih~· tholl

~ln<h of rich J.tir), :lnd li vnlock 
prOdU"ln).: lfc.l\ of E.IStan )O\\,l

whl.'l'C prolluction l.iS! yr.lr in
crc.l~cd to .,lmoSI S J ill billions! 

And th.u's only ll.llf of the 

w",llthy 1ll.lrk .. ! you fe.leh on 
\\'\1T ... th ... odl\~r h.tH, ('quol ll )' 

rich, i\ induslri.ll. 

...... ·11 thl'W {\\'in m.lrl..en on 

\'\ ''\IT- F.lIlcrn 10\\'l'S only ens 
OUIlcl. Rt',l.:h your ~h.lfc of tile 
[,I 3 I ,7 ~ 2 well-to·do people wi dlin 
\\',\IT'S 2.S .\IV limo, ~\sk the 
K ,t(7 m,In [or J(,1.1il~. 

• \\"~ I""kcd ;, Uf'o n, nth", W,-I>>t« 
HI'. ",b. {",II,,<I ~. ""/",, "oj .. ,," 

It.s. (Colltinul'djrom paSt 12) 

operating under the daylight repeat plan arc nOli, afforded protection for 
their local ildvertisers which the}' did not have before ABC set the sum~ 
meflime p.1ce (or the entire radin industry. 

p.s. (Su " Rigt!t Witt! Evc"h.,p," SPONSOR, Dccembc, 19.46, 
p''3c 9.) How t!u Evcf,h.,p wu tt!cfcd 19 477 Did It!c 
,hilt r,om CBS 10 NBC t!clp 0' t! ufl "T.~c It 0' Leavc II"? 
Why wu HCflfy MOf'3'fI lhclvcd? 

Ewrsharp's shift from a postwar to a scminormal buyers' market occurred 
during 19-17. [t suffcred morc than the nonnal aches that arc part o f a 
shift in any organization's economy. Drastic CUtS jn the priC(" ranS!c of the 
Ewrsharp pens and pencils to mcct competition, plus a marh·t flood of 
$1.00 ball poinl pens, Cut sharpl}' into the Ewrsharp gross. 

The shift of Take It or LNH'1' It from CBS to NBC during the year CU t 
the program's audience at the start but rurH'ntly it's n.Jnning a little 
Ix'[(er rilting~wise than it did on Columbia this time last year. Last 
}e:l r's S('Cond Janu<Jr}' Hoopcrming on CBS was 13.5, this }'ear's January 
IS standlllg on N BC was 16.7. With NBC's slightly larger potent ial 
audience (8"IB), Ix'uer rating means a bigger audience. The change to 

Carry Moore as mc, which was also mad<.> during 1947, lost very few Phil 
Baker fans, a survey made towards the end of 1947 revealed. Carry 
Moore's fans helped but did not offsct at first the deflCC'tion of Baker'S 
follow('(s. 

Evcrsharp droprcd it s sponsorship of Henry Morgan not only as a 
direct economy mcasun: but also because the caustic comic's program 
wasn't delivering the aud il'nce which Evcrsharp wanted. 

Take It or t eal"t It i~ no ~64 question to lhe Eversharp corporation. 
It continues to sell not only the pens, p<>ncils but razOis and blades as weI)· 

Presenting America's 
Most Sensational New 

DISC JOCKEY 
5 Hours Weekly of Plotter Spinn ing 

By 

TOP TUN ES ON RECORDS 
STORIES BEHIND DISC AND MUSIC MAKERS 

AND INTERVIEWS WI TH FAMOUS STARS 
ON TRANSCRIPT IONS 

Sold exclusively to one station in each city 
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Tu I s a 
Leads 

5.0 , 000 WA TT S 

,. 

United States Department d Commerce year-e nd statistics 

reveal the following : 

Tulsa led every large city in the entire Southwest in 

business gains in 1947 over 1946. The report shows: 

TULSA 18 % increase 

Houston 16% 
., 

Fort Worth 13% .. 
New Orle3:l.S 9% .. 
San Antonio 6% ., 

Dallas 5% .. 
Oklahoma City 4% 

., 

Little Rock 1% ., 

In addition, man ufacturing payrolls for December, 1941, were 

up 33 % over December, 1946. Most of this increase was in 

the Eastern half of Oklahoma where there is an abundance of 

power, fu el, wate r and other mineral resources . 

These impress~ve figures clearly demonstrate why Tulsa, home 

of Oklahoma's Greatest Station, is the favored spot in all of 

Babson 's Magic Circle! They demonstrate, also, why KVOO is 

the logical selling medium to reach the prosperous people 

within this g rea t Southwestern market. 

OKLAHOMA'S GREATEST STATION 

NBC AFFILIAT E 1170 KC 

EDWA RD PETRY & CO. INC., National Representatives 

SPONSOR 
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· .. it's so easJo 10 listen 
A' ld ~ill cc 19~1] -whclI lbi ~ phOIO~ rtlp ll w<l:5l1ladc-il ll<lS 

I)CCOIllC c\ e ll t'rt'licr to li:-ll' l l t o CBS. 

That';:, olle 1'1':.1::-011 \\11 ) Hill' ud\\orL ellS. with it~ 9t).OOO.OOO 

t.lifrcrclIl l i::-tcllcr~ each nct,L readlc:; more people than 

read all the lIlag-al.i ll c::. plIlJli ~ hcd ill Ilrt' L'nikd S t .l lp~ . 

For cns today lin ... :u'hil'\ cd li lt: l,e,..1 "lml:lII("l;" flf t'l'ilitil'!l 

in all Ibdin: \,i lll llIo rt.' hi;.,dl . po\\ l'rl't!. and fc\\cr lo\\.powered 

s ta ti u ll ::::. tllan illlY oll ll'!' nl'l\\{II"k. \tld ~ ill ct.· 19 11 ~dlllo:-1 

cn;ry CBS sta tion - I SO ou l of 162-h .. ::- lIIad(, :-- pcciflc 

major technologica l i tll l 'I'O\ "l1l en b . 

III the past ycar alollc. CBS ::- laliolb linn! added 230.000 \\'<Hls 

of exIra power: far more P(I\'L'I' than .IIlY other lIL'twork illcrca!:c

all1lo::-1 a~ IIIlIch atlded ptJ\\er:l ::- all the other Ilcl\\"orh~ combined. 

i\o wonde r tlmt CBS dcl i \ cl'~ ib Iilr;!c tllldiclICC 10 acln.' rt i:,\' r:, 

a t iI lower co::;t than all) other 11I.: tWOI"" . AmJ Iha l lat l'd rcporb 

s ho\\" thaI the largest illdi\' jtlual audil'll ce~ ill all radio arL' 

the CBS a ud ience::- of til..: I.I ' X H \1110 TilE \THE ill thc c\'cll ing, 

tir e ,\ltT IIL' 1{ GuDFHEY ~I I O\\ ill the dayti llie. 

Alld that murc of t lt c hUlldred l argc~ t u ~c rs of nadio .:lre 

0 11 CBS than 0 11 any othcr nelwork. 

Co/tllI/bia Broadcasting System 
-u.:hcrc 99,000,000 people gather ere'), week 
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There's a lot more to it than this ... 

and 

" 

ee 

In any kind of business these days you (errainly have ro 

get around . Bur in rhe high ly complex advertising fie ld of 

Spoc Radio there 's a lor morc co it than rhis. 

To cash in on Spot's tremendous sa les-mak ing potenrial 

CO g ive advertisers rhe kind of expect service they need 

and want, a number o f qua lities arc required. 

\\fecd and Company representatives have them all. 

first rhere 's training and experience; you can't even get 

started withom chern. Then there arc the intangib les of riming, 

associations, persistence-and maybe even a link- luck. 

13ur, most imporram of a ll -are expert kllowledge' and plain 

hdrd 1I'or1.. for these arc the two facwrs that produce mos( of the 

resu les most of rhe time ... the twO faC tors that make 

\X'ccd and Company servicc so valuable ro any :ld\'crriscr. 

radio station representatives 
new york boston c hicago detroit 

company san francisco atlanta hollywood 

SPONSOR 
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SOlne of 
the S4~CI·4~.S behind ••• 

M eredith YOII"!. WOl, W" hifl gton, holdin! bU l,lty ,hop h. i,-'aIMo" . how, Iu d. c:anln l.nls. She WUIf Aori st sponsor', C: OIW'JC 

women's participating programs 
parI } 
one 

T,,·o of tlte "lost hlll.or' ; .. I' ur4~ ,,'uri .. 
fri4~lldly ,.ersolulli.y •• h e ""ili(~' t .o s4~11 

TIlt raCings of wor-nen 's p.1r~ 

• • cicipm ing programs mean prac-
tica lly nothing. T his Iype of 

com mcr. ial sho ..... can be judged only by its 
$.1.1cs recold . T he program may emphm izc 
down-IO-canh hOfl1cbu i ld i l1 ~ or ('senpC', 
it may ..... ander across the face of t he globe 
or glay right in the stat ion'S home 1m.." , 
y('t unk-ss the m istrCl>S (or master) of 
ceremonies is able to make the commer· 
cials as interesting as department store 
advert ising it 's a failure. 

While dayti me serials gather listening 
audiences of 5 to 8% of all Amt'rica 's 
homcs dai ly, women's participat ing ve
hicles are doing wd l if t hey r('ach 2 to 
3o/r. Mary M argarN McBride, a grand _ 

..... PR1L 1948 

mother of this type of program, usually 
ratC'S in (he vicinity of 21'I, In SOITK' 

House"'ivC'S PrOIC'CI I\'£> League ar£>as the 
HPl program reaches only slightly more 
Ihan II.( of the homC'S, and yet in ils 
territories grocery chains ha\'( lx-en 
kno"'l to dedicale an emir£> week 's pro
mot ion to the mc of this mul t iple-sponsol 
plOgram, It sells so much J,.'OOds. 

Women 's participating programs arc 
proclically the sponsor 's last ,"chicle for 
good one-minute announcements. On 
most part icipating pl"Oglams advertisers 
cannol contract for t il(' exact wording of 
their commercials, The majority of par
ticipating programs refuS(' to use agency 
commercials. Most of the rest do a better 

job "'hen lhe mc's are IX'Tmitted to set1 ill 
their own lan!-'Uage. It 's this factor, this 
ch.,ning with the listeners aoom prod
ucts, that marks these programs ap.1rl 
from others. J'.h ny of the me's also person
ally tCSt every produ<: t so that they can 
honestly d iscuss them frem Iheir own ex
perience. Such pcrsonaliU'd selling 01\ 

the air makes it awkward for an mc to 

hand le a trade-marked product immedi
alely following anOlher of the same kind 
which has dropped pm ticipation. J\ \ary 
Mar~aret McBride reflects women pro
grail) conductors ' feel ings generally in 
insist ing 011 a I 2-mol1th5 lapse in such 
cases. She f('(: ls that if she werc 10 shifl 

" 



,. 

imnk.'lliatcly her listeners would think 
llC"r insincl'rl:' and Ihm would be the l'nd 
of h .... r (0I1o .... 'lng·5 loynlty. 

Sincerity is an CS.${'ntial ingrcdil'nt in 
any WOOll..l1'5 particip.lting progralll if il 
b [0 m .. 1intain an audil'llCC wlllrng to buy. 

' I hen' arc Ilm.'(' (undanlC"ntals In prac
tically ('WTY J.,oood ""omen's participating 
prngmlll some "how to do it • infonna· 
tron, Infonnaticn 3hom currcnt events 
and int~'rl'~ting happ.:nmg!;, :utd <;orne 
smisfactlilfl of the dl"5ire for ad\,cmurc, 
rom:mco.', l.'Scnpc. 'nll"S(' thn.'\' need not 
be prNrH In l'qual parts but sonK'thing 
of each shou ld be part of l'ver)' bro.ldc:bt 

I n the glarnor dq}.1rtl11cnt It fomM.'rl} 

was customary In have bi~ names, :1\\"('

inspiring personalities, on;l<, lIlall} airings 
as possIble. Now 1IIost me's on till'S(" 
program~ SC'Ck out gUl"'iIS more n(,:Hly of 

a lyre that diakrs IheIllS('!\,l'" (nndl), 
aspire 10 be. Cu(.'<;IS arc (Tl'ljUl'nll}' till' 
Iiql'lll'r.;· COllInct "ith the worlds o( arl. 
theater. politiCS. accomplishment o( all 
kinds. In the lar/-!<-'5t citics th{'re .1rl· many 
of these p..·ople a\'ailabll' :1I all times. In 
smaller cllit'S. getting IIIl' right j:!llcst is 
more dilhcult No matter \\ hat the Si:l' 
of the Cit)" hOIH·\Cr. thef{' an· j.!\lCSt< 
3\'al lable most o{ til(' tin){' \\ho can IClid 
a touch of novclty to thc plOgfallling. 

In big cities,· Il1C'~ h:>\'e k,:: men and 
WOfmn to dig thcir maU'rial, A plOglam 
likc \Iargarl't Ar1(·n·s on WeBS III Ne ..... 
YOI k nw) hOI\'(' thr{'(' \\mers. a producer
script l.Jitor. and a male announcer "llO 
!-('rH'S as a (0;1 to thc fcmininc program 
Mar, Out uf to\\1l. if the IlIC doc ... n't go 
(Jut and get her own m,lterial she soon 
finds herself 100bded high hOlt and both 
audience :1llJ sponsors drift away from 
her. E\'en in big lIletropolitan centcrs ;t 
is ('!>S('ll ti~1 that the star of the program 
be 5C('n in the right places at the right 
time, It·s a I..J-Ilour_a_da)· job for ,\ Iarsa
let Arlrn (wilOS(' real name is '\\argarl't 
lImes. Arlen beIng a stlllion·created and 
owned name), 'nlere'~ littk nome life 
possible for the conductor of a won'll'n 's 
particlp.1tion program, In smaller OlteaS 
she may evell h,we to double as wOll1en's 
program head of the st:'!tion as w'ell as 
the conductor of the particip.1tion show, 

Hundreds of publicity mCtl fC<'d ma
terial to Ihe condUCtors or women·s pro
grantS. Book pub li~hl'rs, film companies, 
lIIanufnctur('(S or hon'l(.' {umishinf.,'S and 
llOlIK' appliann'S. !'end OUt maihngs at 
ka~1 once a "('\'k, In each arca local 
w()nlen·~ clubs and organi::'!tlolls pl:'!n 
ning public {unctions maintain contact 

(lop 10 bottom) WPIX' , Glori, SWln,on pl"n, 
fonl ml/l liplt-,pon,or ttlteut. Food "nd drug 
dilPl.'i' luluft weBS'. M"rg"ftl Arltn. 
We ..... E·. flOftnu Sando. WNBe'. McBridt 

with thl'SC" progralllS. In the big cities, 
the rela t ionship between program and 
their sources isa personal contact for sho~·s 

won't use material that will a lso be heard 
on other programs. In smaller areas 
there isn't that prohibition against using 
copy also aired on another stat ion but 
material marked "exclusive in your city" 
grts a better play than non.cxclusive 
stories, 

These publicity releases are supple
mented b)' women's page ma terial trans
mitted O\'Cr the wires of the news services, 
,\p. UP, INS. Natumlly },!t"nl'ral news 
m:ltenal included in thl' programs is 

" Shopp;n' f un" 0"" WFBR (B.himOft ) full/ft l me: J. d 

taken off IIX' s}11dicalc wires and re
written III the individual s t ), le of thc 
program, In the case of Hill the ma 
terial is designed for a ('{"rtain type of 
handling and the HPl announcers in 
each to\\11 con form to tilt" program type 
rather than rhe rfOj:lram's conforming to 
the announcer, The local announcer on 
the transcribed Art B:'!ker program 
handles the commercials Straight. e.~ccpt 
in the case of sollle national $pot ad\"er
ti«'rs who haw Art B.1krr r{'('Ord their 
sail'S copy for thelll so as to h:'!w it better 
inlejl:fatl'd with the program. 

SPO NSOR 



Indicmiw 01 how cach I11C l11akes l11a- cOllllllcrcials afl' seldom kidded. Thc 
terial conform to her program is the sel ling IS always seriolls ,lIId the failS know 
manner in which three slIccL'SSful pro
gra l11 JJl'rsonalit ies might usc a margarine 
s tory. Melva Graham (WCHS, C harles
ton, W. Va.) would very probably give an 
unusual reci,X' for the uSC of the product. 
Mnrtha Dc:lll (WOR, N. Y.) would dis_ 

thnt their favorite woman mc wants thern 
to r<'Spect the advertiser and his product. 

The conductor of the program doesn't 
have to be an :lllthorit}' in all the fields 
covered by the program but she must 
sound Huthoritath'e when talking about 

adverusing on \1 hich there is a tnllC 

factor. Spots that havc news valuc as 
well as all imlllcdmtc scl ling fncwr ;m.: 
liked by many progmms since they help 
give thc res t o( the Cllrnrllcreial copy a 
(eeling of imlllcdiacy too. 

Very (ew parucip.."lting programs ust." 
Illusic, In the IS-minute (orm, Iher("s 

cuss the margarine tax. And McBride sponsors nnd what they have (0 sell. no time (or it. In programs of JO minutes 
would no doubt intervicw a scientist who Like Christine Evans o(WII DII, Boston, or longertherc lIlay be a hYllln, old (avor
had developcd a process (or adding vlta_ Illany mc's go to the sponsor's place or ire tunc, or other idcntifying short theme 
mins or some other improvemcot of the busi ness. learn hoI\' he operates, and how at the opening and close of the presenta
butter substitutc. The subjcct would be the product is scrviced. The more they tion. 
margnrine in all cases bllt only the mar- know of the product th(' OCHer they're Music docs fit in with qu iz or audlcnce 

giving .way eye,ything but house and lot . It's a qllil type prog.a m fo. mllitiple sponsors (three per broadcast) with gags and I menta l .0ughhOu.e 

garine would be thc same, plus the ract 
that none of thc three mc's would handlc 
hcr matednl with a heavy hand. The 
program IS light or it talks to the empty 
air. 

The annuuncer is a vita! (actor in 
attaining a light approach . In most suc
c('"Ss(ul prcscntations he's an cqual mem_ 
ocr o( thc program tcalll. Hc is seldom 
on thc program for the so[e purpoS£' of 
handling the commercials al though hc 
often works with the girls in that depart
mcnt. Despitc the light approach the 
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ablc to talk aoout it on the air in an in
formal cas)' mann('T. 

T hat isn't as simple as it sounds for 
some stations accept up to five sponsors 
for cvcn a IS-minute program although 
all try to have the 5."lI1lC sponsors on five 
limes a I';eek. Not many stations arc 
able to sell their entire allotment on a 
nve-a-week basis but vcr), rew acC<"pt 
sponsorship or single announcemcnts. 
Short-teml contracts aTe acceptable us
ually only (or dcparmlerH store sl1les, 
concerts, introduction (Of a ncw book, or 

particrp.1tion programs. It also fits III 

lI'ith shopping segments !lkc ShoPPiIlf! hy 
Radio on WORC, Hart ford , Conn. 111is 
IS an off-the-bea leIHrack multiple-spon 
sor program thm appeals to womcn. 

The present trend towards what the 
me's call "think" matcrial startcd, ac
cording to Nancy Craig (W):, New 
York), when she was progT:llll d;r<"CtoT or 
Kfl.IOX. St. Louis, in 1937 Prior to that 
all I\'omcll's programs avoided anything 
l1lore than small talk. It was all stra ight 

(PlulS(' tum 10 page: 80) 
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1\' toC!,,} I~ till.' hroadL<lSI· 

ing: iJ1du~Ir)'s most pm
tIlmable filLe!. "1oSt ~ta-

tum:; tl'aJI~l' this and n1:lkc the most of 
It. N('v.~p"pers which IHm't ordinnrilr 
give ~tandnrd broadcasling an inch of 
new~ Sp.1CC frequent I} dcvOle full col· 
umns to tcl('"i~ioll. It is not ullusuni for 
a publication to featurc ;1 \leek.long !'Cries 
(the Scripps-l low:Jrd ch:lin has done this), 

Department stores, one-tUllC srurts 
o.'\,('nt~. IUllchcon n1c~:tin~s, bilnqu('(~, 

ch'ic nll"Ctings, and ('\,ell m;mufacturcr,, ' 
~al!.'S !!athering:. optn their dOClrS widl' to 
TV ('xploit<lt ion. WOlllcn's clubs, fashion 
:.hov.'l>, community fu nd-raising projecu, 
and ('\'en state and cit)" political bodies 
,,11 smile prettily for "i(ktl cameras. 

TV stntion promOlion is usua lly .'> t :moo 
even before the Federal Communications 
Commis.'>ioll has granted a construction 
pt'tmit 10 an applicalll. It is frl'qul'nl ly 
be~un Ihe ver) day thai a 'A"Olild-1x' 
51a liol1 operator dl'cid,'s 10 appl} (or;1 
channel. J( it's a rc!!ular radio s tation 
hcensCt' reque~ting Ihe licen~, the ~tor}" 
i, included in the station·s rl'gular nel' .. s
caSIS and oftl'n in the broadcaSh of its 
comrl'tin,::- statKHlS. Local newspaj)l:rs 
carry the (actS of th,' application. TV 
promotion is under way. 

With the grantmg o( tlx' COUSITlictioll 
pefllllt, re,11 promotionnl pres~un' is 
tUrn,'J on. It 5tarl~ 'Aith:J press confeT
,·nc,·. dUring which til{' studio ,lIld ekc
tronic pl:Jn~ arc made public Pil·turl'~ 

or the Prol'oscd inQallatiom arc relra~ed 
:Jnd (as is not alwa}~ till' ca~ with pub_ 
liCit} sWnes) u-.cd. In man) Ghe" ",1ch 
~u"p in the L.)thtructU)n or th .... tekca~tinJ.! 
unit I~ llIade till' ~ubj('n of prc~ ... COIl
fl'renC\'~ and ~I"'(:ial rek;I~("o. Station 
\\ CAL' I I 'hiladdphi,1 I'lilCl't.! I('h:'-Copes 
(m ~tratq!ic (ormor" [rom "hich till' erec
tlOIl of till.' gi,lI lt antl'IJI);! fin tOp tlf tl1l.' 
I'~ FS hliiduig cuuld N "11 ...... nl·.1. Since 

,. 

promotion gires 

till' buddmj! I ~ centrally [ocatl'd the g l as~cs 

were Wl'll u!\oI.·d and 'A'erl' the subjl'ct of 
considrrablc conversation in tix' Quaker 
ttl"11. 

When CBS maJe it;;; decision to go all 
Ollt for TV, it,; pTl,<:ident, Frank Sianton, 
hdd :1 pr('<;s confert.'nce. New~pap,'r Illl'P 
fmm 1O'A11S throughoul thl' Easl were 
brought to ;-;"C'"' York by the network for 
Ihe COllfen'nce and the Ilew~ of C BS's 
SJ,OOO.OOO TV iuv('Slmell t was accorded 
both local nC"'SIl<lper span' and wire 
services (AP, UP, INS) co\"Cra~e. 

OnCl' the announcement of the forth
coming arriv:I[ of a TV station has been 
made. organi:ation of Ihe promot ional 
drive proCl'Cds ap .. 1ce. In Boston {\v BZ
T V). Allallta tWACA-TV), New Orleans 
IWDSU-T V). and in varying degrt'C in 
most othl'r TV or aoout-w-be TV to 'A11S. 
the station 's mobile unit has gOlll' to 
work a considerable tillle before the sta
(ion is pn'pared to t:lke to the a ir on a 
regular basis. These units arc used for 
srecial closed circuil (el!."Casu directed 
10 special receiving installat iom in hotels, 
department stores, big audilOriullls, and 
in man}, other public or sc111i-public 
p[;lees. SfX'ci;l1 progr;lms arc tmnsmi lted 
to these illsta ll;llion~ and ill practica lly 
a ll caSl..'l> great crowds h;lve lurlled out 10 
wimess Ih". telecasts. 

\V,'re TV ~tmions 10 wait until t hey 
wellt 011 the air to beltin promotion. in ;l 
tcrrilOr}" in which there h;lS previously 
Noell no \"idl'O ""rvice the)" would ~talt 

Iheir I'rngrallllllg "ilh virtually no view
('fs. The wa)" ~t;]ti{Jns like \\'T,\I.I-T\'. 
Milw;]ukcc, build up .:~\"allce audlellce~ 

<;() thm thl'}" art' able to sign ~pomor!
bl'forl' the}" air their lir~t prograll1, i~ 
through illtemi\"l' coopl'ratioll "·ilh th ... 
d ... a[e~ ill Ihl'ir M'r\"icl' area. Wilbur 
Ila\"('n.", who hopC"'; 10 be On the air \\"Ith 
\\'\IBG-T\' in RichlllOllJ, \':1., b) .\1;]}, I 
at till' 1;lll'St, had Cl'f1rral Electric.:. Phi!co, 

and RCA hold special dealer mcctings 
in his WM BG (AI\\ ~ta tion) studios. 
G E sold a carload to its deall' rs following 
;"1 J anuary 20 ml'l'ting. Philco's ml'l'ting 
on j\ larch 9 was greeted by a special 
edi t ion or the Richmond Neu.'s Leader. 
No formal announcement of sall"S results 
was made but the district s,1les manager 
said that It wasn·t mu::h under a car
load. RCA had a rrn.'t't ing on March I I 
and its dealcrs arc going all out to sell 
TV receivers. Before J anuary 20 Ihere 
were jusl 13 setS in Richmond and 
Wilbur H:lvens 0'A11cd them all . When 
the stat ion gCK'S on t he nir there'll rea lly be 
a T V audience in lown . 

Special T V edi tions of loca l newspapers 
are standard in opening a new cit )' to 
lelevis ion. Dealers, manufact urers, and 
somt' t imes even prospect ive sponsors, 
take space in t hese edit ions, which reI 
mind o[dtimers of the special radio 
edit ions published in t ix' t wenties. 

T ekvision has been prcsold in il num
ber of towns through t he Allied Stores
T V Caravan which under the d irect ion 
of Lou Spos.l and Sam Cuff loured 
most of the stores in t he All ied fam ily. 
T hese depanmenl store demons trat ions 
llOt only produced outstanding store 
traffic and 5.1 1cs for the storl"S bu t al~o 
prcp.1rcd tile cities (or Ihe coming of 
regu lar vidoo servicc. 

The success of t hi~ tour, and Ihe in
terest displayed in a previous lour spon
sored by RCA-Victor, has inspirro most 
new stations to work with depar tment 
Storcs in building up prcdl'but interest 
in tho.' viSU;l1 ;Iir medium. Telecasting 
frolll departmcn t store windows to re
cl'ivcrs located throughout the ~tore ha~ 
b..'Cn found to be ;"111 ama:ing stimulant 
fnr sales or the producb scann(',j. It has 
abo ~old tc1e\"i~ioll receivers before therl' 
wa~ an}"lhil1g to ~l'C at home. 

In BoSTOn WHZ_T V l\.ld NBC pro-
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The Bollon StOUt show window becomcs <I tc lnilion studio in Mjlw~ukn . Style showl •• e t,lccut .nd lun on ,eu;vltrS hung from the window top 



)!ralllS availahle long bdo(e II wa~ rcady 
IU put t!11.'111 on tlw air, so II had thl'lll 

piped to fl'Ccin.'(" localt.'lI ill dCparlll'H.111 

,tofl."', The opt'nil1!! of till' coaxial cabll' 
IlO.lml1 carri,'" ,1i:1I11 tdn'i~i()n progr:uns) 
10 Ro~tClI1 wa, Ill:lde a gala ("''i'nt br 
\\n:_TV, NBC, and 1Ill' ,\n1l'rican Tell'
pholl{' and TdtWaph Company, Jl'~pite 
t ill' ab~'l1ce of a local tr,m,mitll'r. Al> 
COIhtfUC(i'lIl of tUfttW( co.lxial links go 
Oil. 11 .... ,lc·1I be ~l'lI,:ciaJ city-olx'I,ings \.\hich 
\lill hdp w ball)hoo tht.' ml:dium. In 
!>lll1~l' ca;,c.'S till.' cabk will reach ;In ar('a 
r.:kn: the ~t:nion I~ operating. In more 
and Illor(' C:l!>C!> till" (abk will rl'ach to ..... ns 
with tr;"mSmith:rs aln'ad)' ill S\.'n'icc and 
thl,l ~ Ill(' cC'lcbratiolls will Ix- morc pro
duclI\"(.' than the pr<.">l.'rvicc promotions. 

TIll.' Jay a I1C"'" ~t:ltilll1 got'~ 011 th(' 
air is a gala ocl'asioll in ('\'ery to ..... n 
\dthollt cxception. Nc""~pa lx'rs are ..... ('11 
filll'J ""Ltlt dl'akr ;IIlJ 1ll.1llUfacturer ad-

\"('rti~lI\g. Tile :.tation ilself sp..'nds pMt 
of liS fnololllional budget 011 Ile ..... spap:r 
adwrlisillg anJ ..... here the s tation is 
l1ew'paPl'r-owIK-J Ihe publicallon usually 
plans a tdevi~i()n issul' Ihat looks like ;1 

pu lf-s ht""I. Nl'wspap,:r-ownl'd ~tatiom 
arl' a ddinile factor in sewral areas, 
l'hiladl'lphia (WC,\U-TV), Ml lwaukl'\' 
(WTr-. Ij-TV), SI. Louis (KSD-TV), 
W;I"hiliglOll (Wr-.IAL-TV), Baltimofe 
(WBAL-T V), ;lnd Detroit (" WJ -T V). 
£\"("11 in the c~ of the Ne .... York IAnly 
Nell's .... hich is buildillg a slation (WPIX ) 
but isn't on the air as yet, tht' faC"t that 
the parx'r is in the \id('O busill ... ~ has a 
gn~;u bearing on the attilUde or Ihl' 
DdilyiVrll'soll T V. ;\11 the gossip colum
Ilists have bt'\.'!\ infornll'd that lcicvision 
is Il l' .... s. and as a r('su ll T V iteills apPl'a r 
almost daily in Danton Walker's and 
Ed Sullivll l1 'S columns. SinCl' bot h o r 
th('§(' arlO sYlldicat ... -d widely this m(:alls 

nationwide publicit), for the m(odium 
So important is the prcmil'rl' day of a 

l>Ia t iWl that dti('S oftell officially dl'Clare 
I( T-Day fu r the 10WIl. In Milwau kl'(' . a 
weat electric sign sarin/-! "Welcome 
Telcvi~ion" was erl'ctl'tl on the City I-Ia ll 
til(' we.:k Ihal WT;\1J -TV Starll'J its 
re)::ular commcrcial ~efviCi.'. 

Not always doc'S a radio st:l tiOIl owning 
a TV (JUliet d('vote r ... ·gular lime on itS 
sound broadcasting Ullit to tl1(' visual 
m(oJium. I-IO""'CVCf many, lik(' WCA U, 
sch(-du le a regular pro)::lam of tl'll'\'i~ioll 

information. WCAU has golll' rUn her 
than this regular telcvision ncws program. 
[t has lIloldl' certain thai pro)::rams reach
ing "'omen, men, and the }'oun/o!Cf !lenera
lion ha\"(' had gUl'sts \\'ho explain TV, 

Telcvision dl'aler promotion and l'<lU
cat ion i ... an inlcgra l part or cvery TV 
station promotion. b..,rorc the station 

(I'/I'tlst 114m 10 fldge 61) 

(1) Ntw Yo,1e SUI' TV (0"1'.(1 signed, (2) Thulcn lutu/I "ideo. (3) Phil.dclphi.M ,,; ew WC .... U-TV bling buil l. ( 4) WLWT. Cin
tinn'li, b.nnen its IpO.bC'lh .nd (5) br in<,js itl u rn . , n into Ihl loul ",ole_count ing. (6) M obile units 1.1cc We BS· TV', . H ... ct 'fowdl 



P.t.ieia Bailey, "p of Metropolitan YOllth Su,,,ey, in tl'"ie,." a teen-age. on a metropolitan corni' . Re\pondents we,e checked in school and out 

Teen-agers like mysteries 
~"SIlSI,ellse,!,~'!' ~~ llIlIer Snll.·'IIIII!~! nud ··SUIII Sl.ude~~ I.· .. d 

in nen".11 ,~ Uo\\-Ies YOII'." slIr,·ey 

The mystery programs which 
teen-agers most enjoy are 

those to which their parents feel they 
should listen least. This has been re
vealed in a survey conducted by the 
Metropolitan Youth Survey for Benton & 
Bowles. The survey was inspired by the 
fact that B & B produces House oj 
Mystery (MBS) for General Foods and 
HOM is planned as a wholesome thriller 
for youngsters. The B & B program ran 
twelfth in teen.age listening. 

First in juvenile listening was Suspense, 
24.7% of the respondents listing it as 
their number one whodunit . Inlier 
Sanclllm was second, with 16.2% of the 
youngsters polled saying they liked the 
creaking-door chiller best. Ten per cent 
were Sam Spade fans. Only 3.5% prefer 
House oj Mystery to other shows. 

First among parental dislikes was blUer 
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Sttnwnn, with Su.~pense ru nning a dose 
second for juvenile listening. Parellls 
also didn't like their offspring to listen to 
Lights Out (now off the air). The Sltadow, 
Thin Man(also otl), Mr. Gnd Mrs. North , 
Crime Doctor, in that order. But Imter 
Sanctum and Suspense were far in the lead 
in this parade. 

Tcen-agers like Suspense for its tau t 
spine-quivering scripting, which is the 
vcr}' reason why their dads and mothers 
dislike it. The adults feci that it leaves 
their children too keyed up at bed t ime. 
Youngsters, however, feel that it winds up 
their parents more than it dO<."s then1. 
One qUOted the fact that it was her dad 
who rel ived the air 's mysteries in h is 
sleep. She, said this teen-ager, had "gone 
on to higher things awake and asleep." 

The great interest in In lter Sauetllm 
was directly traceable to its " blood and 

thunder." Naturally this was the very 
reason why it was thumbed down by 
Parent-Teachers Association menlbcrs. 
Blood and thunder rated third among the 
reasons teen-agcrs gave for listening to 
mysteries. When asked to ra te what they 
wanted in mysteries on a 1, 2,3 basis, the 
bobby soxers ranked dial att ractiveness 
in t he following order: 

suspense, adventure, blood and thun
der, helpfu l infomlation, l"l.1rra tives, 
humor, romance, cheap language. 

Although advenntrc was listed as sec
ond amo ng reasons fo r I is tening to mys
teries, it brough t Sam Spade, as indicated 
previously, only a 1W,6 standing. Mr. 
and Mrs. Nor th , rated eleventh in teen
age imerest, received its votes because of 
its romance qual ity. 

The fi rs t 15 mysteries with the 10-1 8-
(Please hlTll to page 52) 
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Dialing Habits 
are Changing 

PART TWO 
I~ '· .·II h .... II.·.s h.n-.· sf"liulis 110\\' .. 

:1114'1 IU·.-·\\-'''· nn.-·sf:uioll ci li.·s 
luu'e 1IIIIIIi,t'.· ollll.·ls 

+ 

DAlty AUDIE NCE fOR ONE WEEK 

AVERAGl DAILY 

1 

~.~.l~.I~!!!5~111 Listeners ,tunc their home 
.. _ •• to .... n ~ t atrons first. Only 
..... hcll IrlCal bmadcastcrs havl' nothing to 
olfer do (ans tum up the power and spin 
the dw.ls !>«'king Cfltt'rtamlllent. A per
(l'ct example of local dialing habits is 
carly-morning Iblt'ning in Indianapolis. 
In this Hoosier [Own a diary stud)' \\'a~ 
made by Audience Surveys. Inc., during 
the week of j\larch 31, 19-17. Ikty,'l'{'11 
7 and B a.m. the four local st,uions 
WFB,\ I, WIRE, WISC, and WISH 
divide 661 / ; ofthe M.'tS in usc, WLW of 
C incinnati, always a factor in listening 
thwugl10ut Ohio, Indiana, and nearby 
s t;l.tt'S, and all mher ~tation~ divide 
33 1/;. Whcn BreakJrul Club comes to 
W ISII :n 8 a.Jl1. out-of-town stations 
become l'\'l'n less a faewr, dividing 167i"':"G 
of the total se t S in uS('. 

Four networks serve these four Indian
apolis stat ions and they all cowr their 
areas with the same power in the da)'
t ime. At night only W ISH is less power
ful than the rl'St (1,000 watts against 

I 

Qu.rtct.by..qu.rtet.houf Iludy (6 ' .m. to 6 p.m.) of t"I.lion .hip bctwun .nlage IUtnon, and nCt'!C d.ily audiencc. (Rcport wuk: hn. 28, 1948) 
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5,0(0). "II four stations :jre loca(oo in 
tbe same srction of the AI\. 1 band. Ix'( wcen 
1070 and 1·130 kc. 

T he usc of WLW as an example of an 
ou t_or_town station's share of a mark('[ing 
area's listening is ddiberille. There is 
only one WLW in the nation. lis pro
motion and mcrch:mdising budget is 
bigger than any other single station's. Its 
rate card is the highest of any in the 
entire U. S. with the exception of ne( · 
work key s t:lIions in (he New York 
market. The fact that it tilkcs second 
place to in-tO",l ~tations is indicative of 
the edge tlwt a horne town broadcaster 
has (given competitive programs) over a 
s t:ltion delivering coverage from without . 

This edge h:1S been indicated in many 
research studies such as the NBC "most
listening" survey, the first report of the 
Broadcast Measurement Bureau, "audi
ence diary" studies, and a number of 
Nielsen Radio Index reports. Since llel 
work maps for both NBC and CBS show 
almost blanket coverage of the U. S., it's 
importallt, marketing authorities point 
out, for sponsors using the networks to 
realize that in a number of areas the non 
network station (when it's the in-town 
or near-by outlet ) is dialed firs t, and 
often listened to most. 

There arc a number of reasons for this. 
In many cases the distallt station is 
heard through a barmge of static. In 
other cases the out-of·town stations are 
located at the crowded end of the dial 
and can't be separated one from the 
other. There are sti ll o(her cases where 
the local station, through intelligent pro
motion, block-programing, and real ser· 
vice to the community which it serves, 
has won the unswerving allegiance of a 
town's population. 

NBC's last su rvey of the U. S. (I9·H) 
indicated in scveml areas just how effec· 
tive independent in-town stations can be 
against even combined four-network com_ 
petition. In Moultrie, Ceorgia, 35% of 
the respondents said they listened at 
night to NBC most, 25% said they 
listened to CBS most. The other 40% 
listened to the in· town independent sta
tion. In Massena, N. Y., NBC night
time survey returns broke do\\'n in the 
following fashion: 

NBC CBS ABC MBS hid-local 
25% 21% 13% 470 37('"~ 

These were two outstanding examples 
of a city's population listening to no n
network in-town stations at night against 
out-or-town nctwork competition. 

Because AM radio waves travel further 
and dearer at night than they do in the 
daytime, fiX' record of listening in the 
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sunlight hours i' more '" favor of the " indicated io the NBC most·listening 
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The NBC sun'c) was made in 19-1-1 
\I.-hen tilere were 258 indcJX'ndcnt stations 
and 596 network OU\l('[5. Today these 
figur('S , in the hundreds of one-station 
towns (there are o\'('r 900 independents on 
the air) would enjoy nn ('VCIl greater bias 
in favor of the non-network operations. 
They would also show a \ cry heavy bias 
in favor of any network in a to .... n that 
has just one nct .... ,ork station . 

For years \\.'CBl was the only commer. 
cial station in Scranton. I t delivered at 

[cast twice the r.1tings for CBS shows that 
were indicated in national '-Ioopcratings. 
This was duc in part to geophysical con
ditions v:hich are such that out-of-town 
sta tions can't get into Scranton with a 
good signal. 

The "IUlua] /lct .... ,ork profits from one
station towns and homc-Io .... l1 station 
loyahy. In towns lik(> New Bern, N. C" 
Wisconsin Rapids, Wise" Sal ina, Kansas, 
and Salisbury. Md" th(> M BS out](>t g(>ts 
0\'(>[ 5<¥,', of all rh(> listening and some· 
times (notc chart on page 31 ) rates o\'er 
i5% of the sets in use. 

Buying time on small stations which 
are the only outlets in their towns is not 
a cheap way of buying market coverage if 
they are selccted on the same basis 
as high power stations which cover 
great areas, Howe\'er, they deli\'er a far 
greater percentage of the potential audi. 
ence which the ad\'ertiser does buy. It's 
not unusual for an in·to .... n station to 

regularly deliver 6O- iCY,C of the sets 
within its cO\"Cr:lge area, whereas powcr 
stat ions seldom pretend to delivcr better 
than a 3(p,~ ,I\'eragc in the daytime and 
3~O~(. average at night, 

Thus .1I thoug"h time costs arc higher 
when based upon the total radio homes, 
these stations deliver a higher p(>rcentage 
of the homes in their areas and thus may 
justify the higher rate. In a number of 
cases, howC'\'er, outlets in one·station 
lawns are bonus on any network and 
don't cost the ad\'ertiser, at present, an 
extr:l nickel. For example, in the first 
quancr of 19..\6 Bromo S:>1t: er used non· 
metropolitan in·tol\11 stations and with a 
six-annoullcernent-a·wcek ~chedule in
crensed their business IS';'; in these areas . 
Sales in territories served by their net
work program also went up-2~c. In the 
first quarter of 19..\7, with the same small· 

(Pleau turn 10 pugt 5i) 
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HOlV $1,500 grew 
to $3,000,000 

John L .. mer, pfOnident of Stanback's ad"gency 

CD For six years "DoctOr Tom " 
•• Stanback and his brother Fred 

t ried ncwsp.1per and other 
fomls of advertising to sell Stanback 
hcadacht.> powders find discovered finally 
that the only resultful form of promotion 
was handing out frcc samples. Adver
tising agencies in Crt't'l1sboro, Atlanta, 
and New York all tried their hands during 
these six years (1924-1930) at writing 
sell ing Stanback copy. J\'lonc)' and more 
money poured into newspaper and maga
zine copy. But onty when the salesmen 
greeted .... 'Orkcrs at the gates of textile 
mills throughout North Carolina with 
free headache powders did the product 
move. 

After the sampling, word-oC.mouth ad
vertising did the res t plus counter-cards, 
small displays, and decalcomanias for 

retai l ou tlets, It was a slow process. The 
$1,500 which the Stanback brothers in
vcsted in the new business increased very 
slowly, T he product did what D r. Tom 
claimed for it , and Fred, who had given 
up being a hosiery manufacturer because 
a Stilnbilck powder had cased the ilche of 
an abscessed tooth, sold Stanback for all 
he was worth. 

In 1930 Dr. Tom, the inside man of the 
combinat ion, decided to try radio. He 
placed contracts direct with stations in 
New Orle,ms, Atlanta, and Bimlingham 
and a small local agency was emplo}'ed 
to write the commercials. Twenty d iffer
ent announcements were created every 
six months. These were used wi th the 20 
of the previous s ix mon ths so that dlere 
were a lways 40 scheduled on a rotated 
basis, For the first time advertising 

pro\'ed its salt:'S effectiveness for Stan
back. Actual orders could be traced to 
the medium, 

Stanback growth began at that t:me, 
;md kept on going- the rcCflrds show from 
15'lO to 29'0 ewry year. Radio was not 
a split-second miracle-worker, It was 
most eff ... ctive when combined wi th an 
act ive sampling campaign. Broadcast 
advertising sold the product but no sec
t iOllS of the nation went Stanback-crazy 
just because its 40 announcements were 
rotatcd on local stations. II took a lIlini
mum of from six to nine months in most 
cast'S cV('1l to discoV{'r what radio was 
doing, because of the slow movement of 
orders from OUtlet (in m,IllY areas 
Stanback powders arc sold in almost 
ewry kind of ou tlet, from drug store to 
filling st<t tion) to wholes.."ller to regional 

St.nlntk isn't point·ol-sa le adver tisin g-minded, so st. tions they employ develop .udienc:es for Peter Don.ld program through thei' own promotion 
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sak~man LO f:lctrory. 
Thelc :He' no .... mall)' profitable area~ 

(Ill Stallh:'ck's i:()(lks thm .... l're l10t ~(']f

~upror[inl! for ttll- first H' \'(' II )C" 1TS, J\loQ 
drup. ml'nh:lIldi~er~ \Io\lld throw up ttwir 
h:mds in di .. gu~ t at this t}TC'llfnlalkdillg, 
\\'hat nl:lr~s 111(' S{ani':!ck brnthl'rs ;'Ir:ut 
i ~ rHsi~h:ll(l' ;'Ind \lhm merchandiscrs 
C,1JJ "advcrtisillg heatt." 

D('~pl te their ~ l:lUl1chn('l'S, t he fir~ t six 
month~ of 1947 ~ho\lk Stallb:lLk con~ider
ahl) , Thl)~l' si)' mOllth". were the wOr!'t 
Ilholes,1k dmg buying rl'rind ill Ilcarly a 
p,('nC'r:1!inn. II \\·asn·t . It dC'\elorl'<i lateT, 
that til" U, S. h:ld stopped bu}ing drugs 
l'u( (1t:1I th ... jobl'er .. :mel di~ ( ril'u tur ' 

II'CTC' o\er~toc. h'{\ Oil m :1lI)' items and 
were just ck:lting the shdn·s. 

.1.·U;!.·:lIl1in;! in tlu~ 

St:mhaek \las l'p!-·ndm j.l an annual 
$ t ,OOO,OOO·piu< in mll1utC' ~,){, t annou nce
ml'lH~ and chain bf('n~ ~. II wilsn'l 
gctting. in mallY llIil rkcts, full wIIOI: for 
it~ il1\'('stnwllt. It \\il5 buying l110st of 
it~ timc dirclt; wlwt<: the ~ t;nion~ .... ·ould 
nOI t alk dl'ab. the buyinJ! \Ia~ thrnugh an 
a",('lIcy, which followl'd home office Clrdl' rs 
011 where nnd ..... hat w buy. 

Dr. Tom Stanback, their ilssis[;'Int ad
\'l'rti~i n j:! m;ulaj:!er, and 1 .... ·0 clerks were 
srcndinJ..\ virtually al l their time in 5C~ 

kct il1l:! nnd buying tiul(', kt'!':ping r{'cords, 
and Il('oo lin ,!.! stat ions for ixotter spot 
availabilitil'''. Nearly l'\er)" t ime-buy 
was il bargaining IIp;:or:nioll. Aargain 
"deals" hrou j:!ht Ihcl11 frl'qul'llt l)" into 
s('('ond;lr) markets and kepI Ilwlll OU t of 

The f.1rmer Iws left the low income group b<>hil1d him. Tod.1)' 
his ann un I in come is Inrger th:1Il Illos t workers' in cities. His living 
condition s arc seldolll pri mitive. Rural electrificat ion ha s cha nged 
that. Whil<.> no t all tillers of the so il and breeders of livestock arc 
modern in their methods, the United Stales Department of Agri
culture and count less colleges have changed the by-gee~and-b}'~gosh 
type of crop raisi ng and nnimal husbandry to a science. Fewer and 
fewer farmers also de pend upon their banks to carry them from 
seaSon to S(':1.S011. More tl1:111 half o f th(.' nation's fann lnnd is un
mortgaged or the mortgage is a token one because the former pre fers 
ready cash in the bank to a free and clear title to his property. 

Thus lhe man who drives the plow is II prospect for practically 
ewrything that there is for sale. In most cases he is, t o a ll intel1l s 
and purposes, a s ma ll busineSSIll:l1l wi t h a going p lant. The farmer's 
wife is no longer represcnted b), the traditional picture in ca lico. 
Nylons are no strangers to her legs. 

The broadcas t indus try ha s been somewhat slow in realizing th is . 
Farll1 programs arc to a great degree token gestures towards the 
men who feed the nation, Therc arc cxceptions. St::nions li ke 
WLS (Chicago), WNAX ( Ya nkt on ), WHO (Des Moines), K VOO 
(Tulsa ), WMT (Cedar Rapids), give more than lip ser\'ice to the 
soil cultivator. hlost far lll programs arc on the air at 6 a.m. and 
for a maximum of a half hour at noon . Hundreds of stations run a 
few farm promotions, broadcast wea ther and market information, and 
cn ll it a farm day. Thm ha sn't been cnough. T he fanner' s da)' is 
n ot the eight hours of the f<1 c to ry worker. Most stntions arc located 
in ciues and towns that a rc cOllsumer market s in themselves. The 
farmer has had to sh ift for himsel f 80% of the dHy- to di<11 his 
entertainment <1nd information on a·catch~as~ca t ch-ca n bas is. Old~ 
t imers in radio remember how farmers used to rise from their beds 
in the Midwest to hear Amos 'II' Arllty, when the)' broadcast at 
10 p.m. out of Chicngo. Lights in farmhouses wou ld go on , the 
f<1rmers would turn on t he ir battery -oper<1 tcd receivers, listen to the 
check-a nd-doub lc~clleck duo, il nd thell go back to bcd. Farmers 
st ill arc known I(l gCt tip from bed to listen to a progrnm they es
peciall), Want to hC:lr. 

In the r--,st two ),ears there has been a s hift in the thinking of a 
numtx>r of bro:1dcasters a nd a nUJllber of Illen who managc farnlt'rs' 

( Plcl1se turu to page 9(1) 
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major mark('t lo. Yet the busioess .... 'a~ 
Slill grow inJ! day by day'. Stanback 
..... asn ·1 complC'wly a\\'are of the fact th:n 
it .... <as partl)' that their market ..... as 
growing. Use ()f headache f(,"ll'die~ ~rew 
50~; in nvC' years, rrom $63,000,000 in 1942 
to 596,000,000 ill 194i. Stanback's great 
sale <, in(t<:a5CS have COIllC' rrom new mar
k(·ts .... ·hich the)' open yea r arter ),eal. 
There arc markets in ..... hich thl'), have 
stood .. ,ill and otht·rs ill ..... hich they ha\'e 
slid back decidedly. While actual fiJ,.'Urcs 
are oot available the trade believcs thal 
Stanback had only two losillil areas in 
1943 and I~ in 1946. r or most of Ihe 
polSl 18 }(,il r~ Stanback's llro ..... th. per
ct'nt:JgewlS(', has been pmnicalJy double 
the headachl' rl'nu'CIy industry gro\l'th. 
A typical yeilr WilS 1944 when Slanb.1ck's 
sales increaS('-J 20.5"'; and tht. industrys' 
1O.8~. That \\ 3.lo the year in .... hich 
Stanback's s,1Ies, for the fir st tilllC', passed 
$2,000,000. 

There arc major markets in which 
Stanback is j!amerinll for itself but a tiny 
part of the business-markets like New 
York, Ft. Wa}ne, Columbus, 0., and 
Worcester, ,\Iass. There are rnarkC't s ill 
which it is practically impossible for 
Stanback to bu)' j!ood one-minute spot 
announcements ..... here the on ly j!ood 
buys are elwin breilks:lt high cost. Chain 
breaks rrequently deli\'('r great audiences 
but the time pennittoo the advcrtiser on 
them is sufficient only for reminder copy. 
not l'elJing continuity, when a product is 
hedgro by Federal Trilde Commission 
regulations. In a 25-word chain break 
(and thaI is a ll that many stations per
mit ) Stanback can sa}' practically noth
ing aboul its product but "Stanhack." 
Here's what it cou ld sa)' (tht, italic 5Cction 
is by n-C regulat iOll): 

Take Stanback headache powders. 
OIulion: Usc 0111)' I1S ditl~cltd. If 
headaci1ts persist or r«ur frtqlltlJlly. 
see }"ur doctor. For simple il{'(/dac/lr 
snap back with Stanback, 

The headache remedy field holds thilt 
Ihe great gro\\'th of thr field has bct'n 
amollg those nO! gh·en to use of pain 
analgesics. Therrforc every remedy on 
thr air sells ··relief from headaches" first 
and itself second. Nevcrtheless it's not 
b'OOd business practice to depend elllirrly 
upon market growth for snlcs, and wi th 
chain breaks Stanb;lck WilS 10 all intelllS 
and purposes COl1finoo to doing JUSt that. 

Stanback like man}' ilomOer national 
spot ad\"l'rtber facoo increasing ad\'('r
lising COSts during 19-16 and 1947. It is 
('5limat('CI by John L'tnner, he:ld of 
Piedmont Adwrtising Aj:!enC) . which is 
no\\' handling II", Stanb.1ck accou nt , 

( Pltcuc lunl 10 page 61) 
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Put YOUR Radio 
Dollars where theyll1 

PAY OFF BESTI 
Ut Ute DETROIT IJ~ 

YOU GET a clear channel s ignal 

beamed via the Great Lakes water route to an 

eight million population primary area . 

YOU GET a market with <II radio homes 

and buying power percentage second to none 

in the country. 

YOU GET the pow« of 5,000 wOO" 

Guardian Bldg., Dt/roil26 
J. E. Campeau, Pruidef/! 

day and night and a middle of the dial fre. 

quenc y of 800 kilocycles. 

YOU GET iii station with alert, around. 

the-clock progra mming keyed to the trend of 

this market 's listening habits. 

yau GET the market 's No. 1 time 

buy! Comparison prov!>.s CKL W rates the 

lowest of any MAJOR station in this area! 

Adam J. Young, Jr. , lflC. , Naf'f Rep. 
II. N. S{ovifl d Co., Canadiall Rtp. 

• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • 
5,000 Wall. Day and Night-SOO kc.-Mutual Broadcasting System 
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MOTION PICTURES 

- lUX 
RADIO 
THEAT RE 

O So mud} fil m time, effort, and 
•• money arc spent using the air 

for publicity pUrfXlscS that the 
ITM)(!O Il picture industry on a national 
basis hasn' t had the time or c.1sh to dis· 
cover what broadcast advertising can do 
for it. Morcover unt il r('«'nt ly It didn't 
..... ant [0 know. It was doing okay, thank 
you. Lalely with the lush foreign 
markets shot and with television looming 
as a threat to exhibitor businC'SS, the in
dustry has been reappraising its ad"cr
tising approach to thcatcrgocrs and 
potential thcaH'rgocrs. 

Amazingly, the policy makers in the 
motion picture industry are blaming the 
"bad advertising" tag which was rcecnt!y 
hung on it by a fi\'c<o llcgc survey 
(N. Y. U., Iowa, William & Mary, 
&')5Ion, and Woodbury of L. A.) 011 their 
advert ising agencies. It 's generally known 
t hat a ll picture advertising is planned by 
t he studios and that the agencies are for 
the most part mcrely production and 
bill ing fac ilitics. 

No dircct-selling network program 
has cver built good box offices. Lux 
Tht'o lcr, Sert't'u Guild Pla),fTs, H o/l)'· 
1I'()(1{1 Star Pm'it'II', Skippy Hollywood 
TII('atf!T, Sta rs Ot"l'r J-Iol/yu'()(){/ do an insti
tut ional job for thc industry and get in 
at least ol1e mention of a current picture 
attraction during each bro."ldcast (in con
lK'Ction with credits for the star per
fomlers). 111e film gossipers, Jimm)' 
Fidler, Louclla Pa rsons, and from time 
to lime Hedda Hopper and the like, aU 
contribute to spreading "I1C\\"$'· of the 
SCft'l.'n world. SUf\·C)·s show that they 
do not takc the dialC'r by the hand and 
bring her to the theatcr. The}, build 
intercst but it lakcs something beyond 
this to turn imcrt'st into bu}'ing action. 
The $."l ll}(' thing is true of the coun ti('$s 

Rob~. t Cumm in~ • • nd Ann Blylh ... k~ l im~ 0 101 
for , . , du rin, Lux Thule. p.o,r.m ,~hu ... 1 
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Y.nkn Network used mock lIi.1 to publicize " The Lon! Night" WN AC .irs ;nte.viewt.t Hub "Gentlemen', Agretment" openin9 

guesl appearances which slars make as 
their laH'st vehicles arc released. Even 
greal publicilY ideas, such as TILl: ERg 
and I stunl of Peoplc Arc FurHlY (NBC), 
the Vox Pop (ABC) promotion of TIl l: 
&st Ycars oj Our LiI'I.'S, only entertain 
and spread the good word of wha t Ihe 
picture is like, without startling the box 
office. 

Selling pictures via broadcast adver
tising is 1001'( effective only when it's 
done directly and when both the motion 
picture company and the stations or 
regional chain make a project of pro
moting the release. 

Linus Travers of the Yankee Network 
has made this kind of film-radio exploita, 
tion his personal responsibility. The 
first time that Travers undertook this 
type of promotion was in I9·B when 
Terry Turner of the field staft" of RKO 
Pictures had the problem of building 
audiences for a 50-city premiere of 
Hitler's Clrildren. Yankee cov('red the 
event with its U home-town stmions 
eft"e("t ively for the areas from which the 
theaters in the 50 premiere cities drew. 
The results, attested to by both the ex
hibitors and the producing company, 
were broken box-office records in all the 
first-nul dties. No other type of pro
motion had accomplished this consist
emly for RKO. 

The radio advertising appropriation 
for the picture was the biggest up to that 
time (1943) that had ever been budgeted 
fnr 11 picture. The subject matter of the 
picture was timely and lent itself to 
interviews, round table discussions, re
ceptions for the stars, book displays, and 
s(X'cial recorded broadcasts by Cregor 
Ziemer, author of the book EdllClitioll 
for Death upon which the screen play 
~· as based. The advance campaign was 
climaxed by a dramatic broadcast , fea -

APRIL 1948 

turing the stars of the picture and based 
upon the pictu re. 

Hitlcr's Chili/reu established Ihe fac t 
thilt a saturation campaign will bring 
listeners to theaters and in a greater 
numix'r than other mediums. Othe r 
mediums do not, Yankee poin ts out , lend 
themselves to the saturation technique. 
It requires a number of other forms of 
advertising to achieve the saturation that 
broadcasting projects of itself. 

Hillcr's ChildrclI was the fi rst of a 
regular chain of Yankee picture promo
tions. In fairly rapid succession New 
England's pocketbooks were opened for 
This Uzrld oj Mim', Behiud tile Risillg 
Suu, The Iron Major, Thr Hilirr Gang, 
and Thr Master Racr. All of these pic
tures had promotional possibilities, each 
could be tumed into a public-service 
type of broadcast campaign. and each 
could be radio_handled in a way that did 
not make its air-time seem like straight 
broadcast advertising. Yankee never 
made the mistake, and neither did the 
releasing companies, of using a razzle
dazzle technique to sell a run-of-the-mill 
picture. 

In July of 1945 RKO's timely Back to 
&lIaan f(.'ccived the RKO-Yank<."(> ex
ploitation treatment. Former prisoners 
of the Japanese were sent into all the 24 
Yankee network dties. They talked at 
hundreds of c ivic func tions, nwde per
sonal appearances at every theater that 
lent itself to that type of exploitation, 
and broadcast a number of times over 
each station in the regional net work. 

This campaign was climaxed with a 
monster demonstration at the BostOIl 
Carden. J ohn Wayne. star of the piC
ture, was at hand with artists of the 
stage, screen , and radio. Yankee dis
tributed over 100,000 throwaways 
planned to increase the listening audi
ence. Libraries in all p remiere cities co-

operated wi th d isplays of books on J apan 
and tied in their displays with the bro.1.d· 
casts and the picture itself. 

Later the sanw y('ar RKO and Yankee 
used the same formula to exploit another 
war picture, First Yank 11110 Tokyo. 

Du ring 1946, the net work and pictu re 
producers spotlighted Bali Mau's Terri
lory and &m Ou~ulitl. In April of InH 
yeilr Yankee went to work on Duel ill 
IIrr Suu which had a bad press and the 
results in New England were better than 
they were throughout much of the res t 
of the nation. It's difficult to sell a pic
tu re like Dud when both chu rch and 
press a rc fighting it . 

Yankcc·s more recent handling of Tire 
Long N ight is ra ted as one of the best of 
its long str ing of broadcast advertising 
sllccesses. Interest in the picture was 
fi rst roused by a spot annOUllcement 
series used in the Yankee Network News 
Service a irings starting ten days before 

Philly t"e. ten ditplay WCAU contest poster, 
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llv' Nt,,,,, England opcning~ of the picture. 
The film W;\~ o,('matiOlwl .md ideally 
:<.Ultt'<lIO lx'ing advl'ni..cd during tl ne .... ':;· 
cast. Yallk("(, pcr~llaliti{'s r('(cTTl'!! to 
Ihe picture frC'quenrly durlllg Ihb t('l1-
da}' period. Special l>CrC('ning~ W('fC ar· 
ranged for nll'lnocrs of the ,\mcrican Bm 
Association and law enforcement agen· 
cin so Ih:lI Ihrsc l1lt'n could ~('(" and dis
CU~" the picture before if:> public show. 
ing:.. On the day before ilS olX'ning, 
('veTY :.t:Uioll break o\'('r \VNAC, Bo"lon, 
was prt'Coocd b)' the phrase, "I I:I\'c you 
Sff'1l The Llmg Nigh/?" Listt'ners hadn't 
then- but th('y cenainl)' did later- in 
New England. 

'Tlw climax of The Long Night cam
paign was a mock tri:11 ba~d upon the 
pmblclll prcsclllcd by th£' picture, in 
Bo"wn's Symphony Hall. The trial at· 
tranC'<! thousand:. of ~pcctator:. despite 
the fac t Ihm il was one of Ihe hottest 
nights of the Summer, The ha ll filled up 
well before Ihe trial and the overflo ..... 
s lood in Ihe slre('lS outside to hcar the 
cvrnl. Outsidc thc cntrance a baltery 
of ao ny searchlights traced paUCnlS of 
light across the sk}'. Thous."mds of Hub 
citizens who d idn't go 10 the tria l never· 
thekss knl'w of the presentation and 
were rem inded of it by thc finl,,'Crs of 
li~ht thcy WCtC able to S('(' for miles 
arouod, 

The stars, Victor Malure aod Ann 
Dvorak, carnc East for the trial and par .. 
ticipatcd in t hc e\,cnt. Boston's Hcrben 
C'Iliahall and J udge Thomas Courtn!'y 
of Chicago. ooth famous la ..... yers. acted 
as defrnS(> counsel and prosecu tor rc· 
spectively, Once again Yankcc d id an 
outstanding job of sell ing a mot ion 
pictu re, 

T he t .... u .. lI('cond announcemen t , "Have 
you SC£'tl T ht Long Night?" is a form of 
motion picture ad\'enising which S(>veral 
of the mQ[ion picture promotion mrn 
claim to have originated, Man}' of the 
stat ion!> in big ci ties credit 20th .. Century 
Fox ..... ith pre~uring a rate for fi\'c sec .. 
ond~ on to Ih('ir ratc cards, Thc cost is 
usually 30':'"; of the station·break an· 
nounc('tnrn l fll~ure but these spots arc 
1I0t for ;;''Ile unless they're purchased in a 
minimum quan[Hy-u~ulllly around 50 
JX'r campaign. 

Twentieth .. Centur}' COIlSbtCIllI} u<;('s 
Illorc spots on a national ba!>is than any 
of the other major compani~. \\"hen a 
picture is !>elCCtl"GI for the "radio treat
llIelll," 20th spend!> around $5,000 to get 
from 400 to 500 ~p()( ... 011 thc air \\"ilhin a 

( top ) Goldwy n G ifl l publidlin, " M f. Milty " 
io in~d M'l. FDR on M .,y McBdd~', pf09"m, 
(bo lto m) hllpld op~n WABO . (c .. nt .. r) O.nny 
K. y" , " Mr, Milly," ,iYII lobby IntlN;lw 

fiw .. da} JX'riod in major markets, For 
~mallcr are;lS a maximum of 150 an
noullCClncnt"is used, .... i th a budgel of but 
a fract ion of the big-cit)' cxpendirures. 

No mallcr ho ..... sold on bro.1ocast ad .. 
\'('rtising 1lI0tion picture companies may 
be, the)' all agn."(' thai some pictures Icnd 
toonsclves to the use ofthc air, and somc 
don't. Broadcas.t advertising authontws 
don't agree ..... i lh the motion picture mel1. 
They fed any picture can be sold \'ia 
the air, though not all by Ihe snnK' 
formu la. 

Paramount 's Dear Ruth and Coldtn 
Earrings are pointed to as t ..... o unsens,'I .. 
t ional pictures ..... hich radio helped to 
bui ld to solid grosses. 1111.' laUcr had the 
assist o( a hit song, Colden Earr ings, 
..... hich ..... as p layed to death on the air, to 
help it along. Neither, however, was th(' 
controversial tyJX' of scrccn ing on which 
Yankee built its picture promotion rcpu
tat ion, 

Typical of the money that Paramount 
spends on a radio.promoted picturc arc 
the following broadcasting budgets: 
To .. n Slulon . Spou Cool 
lIo ll r .. ood ... S /11 H.OOO 
lIo .. 510n . 'fl, .. l Il' II .J"· 
Phubur t h 1 1).1 U,lltl< 
f'h Uaddph L:o 1 ISO U.toO 
ilanford . . 1 I~' 11. .... 
·'n/l.~Ia.~ T/wolu. -w-w..J~d 1J«l "" /Jou, Itllotll " 
/N,,' wuol P'"'~~ .plil ... '1'«;,.1 ~-". 

The total radjo budgel for DraT Ruth 
IS nOI available but estimates placc it 
bet ..... een $)5,000 and $-10,000. 

Metro-Gold ..... in .. Maycr spent ncarly 
$1,000,000 in broadcast adwnising in 
1947, Everything has been curtai led at 
t his studio this year and at present thcrc 
is no budgct for radio. T h is is bound to 
be COfr(,"Cled but no one in thc ad vcr .. 
t ising depart l11cn t is prC'pared 10 say 
when. 

MOlion picture rrntals arc usually 
(,stablished by first .. run oox-office re turns 
in cit ies ..... here thc producing compnnies 
have exchanges, roughl), the top )0 
cit ies in population. In these citics most 
of the national ad\"cnisinj:: budgcts for 
thc piaures arc sJX'nt, 

The efi'l'Ct of broadcast ad\'crtising on 
(hI.' box offices is said to be from 5 to 25<;0 
of the gross tnk(', according to the cxhib
itors. Thcy're able 10 judg(' this ,,«rtt 
lx'cau:!o(' pictures either uS(' radio (or all 
it's \\"onh or lea\"e it entirely alonc. Thc 
oox-office \ alue of radio b thcrcfort' \'cry 
apparent to the exhibitor, 1-11.' Simply 
contrasts a picture using hroadcal>tinl: 
..... ith one which docsll't. 

This 5 .. 2Sc;c. ~prcad d()('S not tah' into 
;lccount ;In all-out campaign such as 
Yank('(' Slages, or a conh."St promot ion 
like \\,CAU, Philadelphia, or WCKY, 
Cincinnati. ha\"c been spom:oring latdy. 

(Please IIITII 10 (lagt 64) 
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The KMBC.KFRM Team is Cusrom·Built 
to provide completc, economical , simul· 
taneous coverage of the Kansas City trade 
territory. When you add KMBC's audio 
ences in metropolitan Kansas City to 
KFRM's-it had listeners in at least 9 states 
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and 231 counties the first tWO weeks it was 
on the air- you have the only real combi· 
nation for covering the Kansas City market. 
A study of the map above will show we're 
really talking turkey when we talk of 
Custom·Built Coverage to fit the market. 

KMBC KFRM 
of Kansas City 

APRIL 19-48 

for Kansas Farm Coverage 
Represeo'ed No/ionolly by Free & Peters, Inc. 
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Are ANI prograllls a\lailable 
on FJf stations? 

...Ii .~ NO! all network stations 
--'- with Fi\1 arliliates arc dupJi-

catmg aI/ their Ai\\ chain programs. The 
percerunge not going all out on the dual 
airings is sm.1!! on CBS and NBC and 
large on Mutual. These and mallY otl]('T 
fact s and opinions were disdosed in a sur
\'ey rcecll tly rompleted by the Frequency 
Modulation t\S!;()("iation (Fi\IA). The 
surwy was undertaken among Ai\\-FM 
slalions to ascertain just what FM sta
tions were doing with network programs. 
Fi\IA had fought long and hard for the 
right of its members to duplicate web pro
grams nnd wanted to uneO,"!'f wlt;!t had 
happened since February I, when the 
duplica tion was made possible through an 
interim agr(,(,lllcnt between Jamcs C. 
Petrillo (AlTIerican Federation of Musi-

".' 

~4 I • ~ 
I 

/.' . . 

'/ 
\ 

crans) and the four Iletworks. 
Only 15' , of the 171\\ stations arJiliatcd 

with network outlets al"(' presellting: none 
of their web programs, but 48'(, are not 
airing the ful! net scheduk'S. Their rea
sons \'llry. Some don', take their net's 
full sclJ('dulcs just because they're con
trary. Some arc not duplicating becau5C 
they have had complaints from listeners 
who misscd certain programs which the 
Fi\lcrs had broadcast prior to the slarting 
of duplication. 

There is a rcal lack of understanding 
concerning duplication of Ai\1 network 
progrmns on F,\1 outleh, 0 11 the p.1rt of 
the stations. Only 58 per cent of the 
network affiliates reporting in the survey 
knew that Ihey had to take everything or 
nothing. When asked if the policy of 

their network disrupted programing on a 
local basis against the intercst of their 
listeners, 691'; said "no," 21';(: said 
"ycs," lO r, ducked the question. When 
further queried on whether thl· network 
prcgram duplication caused them to lose 
revellue, 75 .:"( said "no." Only 6% re
ported any cash income decrease. 

PerC<>llIagewise, 15 r , of the CBS F,\ t 
stations, 19% of NBC's, 32'0 of ABC's. 
and 94 ':"(. of MBS' arc not taking all web 
programs. It's vital that sponsors have 
an actual report on the FM release of 
their programs. Chain men, like presi_ 
dent Mark Woods of ABC, realize this. 
111e latter recently warned ABC stations 
to duplicate or else the web would go into 
the laggard stations' markets and make 
arrangements with non-affiliated FM sta
tions to rc1eOlSl' ABC shows. He warned 
the Ai\1 outlets further if they didn't 
ha\'e PM lic<>nses to gl't th£111. 

Most stations (73 '0) reported that PM 
listening had increased substantially sinet" 
network programs had bccn available. 
On the \'ital qucstion of increase: in FM
A I\I receiwr s.1Ies, only 49<0 of the sta
tions reported that they knew anything 
about sct sail'S. Forty_fin' per c<>nt s.1id 
sct s.11cs havc bcc'n definitely up since 
chain proj!Tarns were made available on 
PM. Only 4:c reported that to their 
knowledge there had been no increase in 
consumer buying. 

It is mostly the sustaining programs 
that arc not picked up by F,\t stations. 
Under the duplication ;lgreement no 
charge can be made to sponsors for the 
FM dissemination of the A ,\ I network 
program, and the Sl<lIions must scll some 
time locally to carr)' the operating burden 
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How come 
WFBR is FIRST 
in Baltimore? 

No radio station was ever accused 

of modesty. If you have super-power, 
you blow your top about it. If you 
sell your time for lunch money. you 

get up on your hind legs and yell. 

zillion watts in the bank-and no 

matter if he buys time for 2c a 
year, it's expensive if it doesn't 
deliver the goods. 

Radio stations sell audience-and 

that's how come WFBR is first 
in Baltimore! 

B ut what does a rad io station have 

to sell ? An advertiser can't put a 

FACT: 

FACT: 

FACT: 

FACT: 

For October.February, Hooper shows WFBR FIRST in morning 
period: 8-12 A.M. 

For October-February. Hooper shows WFBR FIRST in afternoon 
period: 12-6 P.M. 

During the months of October through February, WFBR led all other 
stations in Baltimore, according to Hooper T otal R ated Time P eriods 
from the Hooper Station Listening Index for the City of Baltimore.'" 

WFBR seats 100,000 studio visitors yearly! WFBR audience broke all 
Maryland records for March of Dimes contributions! WFBR audience 
wrote in for 75,000 tickets because of one mention that a few were avail· 
able! Yes, in America's 6th largest M arket, WFBR is your first choice! 

-Hooper Station Listenill~ Index-October, 1947, throu~h February, 1948. 

BASI C NET WORK . ASK YOUR JOHN BLAIR M A N 

A PR IL 1948 
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- ~ J - We don't sell the sizzle --

1 
\ -we sell the steak! 

-And that's NO baloney! 

l. We'n· dOIll' a lo l of wll< lilpitl J.: 
HhulIl a ll the .'md l rich-gr.l\',' 
l rjlll1uillg.~ you gd with a \\ r ET 
(·'Hltrnct. 

11111 yrl/ill!! t/fll"" III red llti'lI! 'ir_~t 
a1ld (on-lim,.t. \\' \ ' E'I' j, out to 
11('11' Y"" ('arn' out a lJigW'f, 

Jl llci(-r hu nk of tilt' Hud ll"{N lIIa rkl'l. ~ol OII{' to bt, 
,I pi;,:. Ill"lI II'l!\'C tht' gri"th- al1ll an,\' _,iz1.lillg t" ,I('llr 

(:ompditor:i, 
.Hlt·r thalt'lUlU'S ... :oiNt'it't' I'I.I -~! 

\!. or C(lu r :'l' if Vutl /1'(1/11 

10 Ul' a pig allti Iwg: tht' 
It uc hl''>tcr market. 
\\YET C;III givc 'y1II1 

Complete .\ dnrtj"ing 
"uri )Il'rchall di ~jllg 
:;en' ice-of·tl,,: .\ i f . 
Eq' rythillg fr o lLl 
IIlOlLc:O"lllaking. hwlgd
:.lla\·illg prrHllotit)lIat ~ 
idca:;- and we pride our:.ch '(,s on soule hi lus-to ('xpl'rt 
trt,u l,l t··."hool illg o n toUg!l ,li :.tr il lUtitl/l prolll{, llls, 

:1. ,\1111 if you waHt F aHey I'lInts a ll 
,\'Ollr show, we have II spccial Fa nc~' 
Punb I)(,pt. WI' C:l1I also streldl a 
dollar, 
F ir:- t, \ \ ' \ '1-;'1' CUS10Ill'll!a lls,I'our "how 
tr. fit YO llr product, yOllr problellls. 
yllllr salt·s objec:tin·;;, ,schcdules it 
to rl';lch your bl'st IIwrkt'ls allli out· 
:.coop 1'OlIIpclitioll, Then we pack it 
wi lh lilt' killd of li skllt 'r.a ppc:t! alI(I 
IIU Y';1I11Il'al tha i reall." g('t~ dip. 
Ilca I'.\' Pro"lJt'cts, 

.J, T Ill'rl' a rt' no t urkcI's f)/l 

W\' E'I', Frankh' wc· can', 
afford that kiwi of rcpul;ltioli 

-.. anti we dou' t hdic\'c our diclib 
call ('ither - 110 l/lath'r how 
Illllelt they ha\'c to spcnd 
That's wh" we'\'c alwavs had a 
Xc\'\' York' ofli e{'. "YET is the 
OXLY-y0l'. Ihe only- Hoell
l'~ter station that dOt,~, 

" 'e know till' (1Ilh- \\'a\- \It' call 
" Ilel" you cash il; all - lll'll' de

l'dOPIIll' Il t.C; and snap up smart 
talent·IIlIYs is 10 lIlainlaili li \'c 

, , C(lll t:lct wi llt thc \'t' ry pulsc of 
til(' radiO Im]u ,,, lr,\', ,\ 11(1 wc do just th al--(:'I'Cf\' t.1a\' 
III thl' \H'l'k, ,\1 30 Ho<:kt,fdlt'r I'l llza. ~uite ':U J(j 

:i. :-; (1 \"1\' lIu t let 
\\' \ EThrlng iao lilc 
tl lc hacoll for you ? 
\\' e' ll h e lp 'yo u 
hulcJH' r cO lll lle ti. 
lioll (ill a uice wa y, 
of course)- 1'1I11 up 
\Ollr lis tener and 
.~e llilig ralilll!s
cl o ou r dnrnl'd~l 
10 sec Ihal 'YOII I!ct 
oodl e~ of lI wlni('c 
,.it,1t g ril\,~' " lh e 
\\ay we lIIake it li p 
Hocilcs lcr \\ ny t" 

THE EAGER-BEAYER STATION 
204 GRANI TE BLDG .. ROCHESTER 4, HEW YORI( 

ROCHESTER, NEW YORK 
BASIC MUTUAL STATION 
500 0 WATTS 1280 KC 

NA T I ONALL Y R EPRESEN T ED BY WE ED AND COMPANY 



TilEY GAVE 
AWAY 1800 

LIGIITERS! 

~\ 14 ~(f-o\· 4·r t.:hrisfllHIS ,:U. 
door oj' rudio h. Okhllutln;1 

iC.~ 11I Ulu·lu·" eh.· 
S;III"i •• ~ '1 h .. u.h.· .. s 

good money after bad. 
" '1:mricc had an idea. Cou ld he buy 

just Iwooh.so-cheap time spots on Tuls..1·" 
KVOO and lell e\'eryone to get one? 

" 110 ..... much?" 
TIlCrc's 11 b ig profi t in milO 
accessories. Sam S.,nditen, 
Lithuan ian. looking through 

the windo'A'S of his Okmu lgee, Oklahoma, 
gasoline s tation in 191 8, dl'Cidcd that for 
the retailer oil and gas weren't t he way 
to make big money. He kne ..... that he 
m.1dc 11 higher margin of profi t on the 
little side il ClllS he was selling than on 
pu mping gas. 

Was there any rea l money in the $.,n 
diren family? 

No. 
Even after S.1m brought in brothers 

Maurice and Herman, there was only 
enough cash to open onc store in Okll1ul· 
b'«'. The brothers Sanditcn sold 11 few 
auto acccssori('S nnd second,hand t in'S. 

J USt as Sam thought , there was profit 
in the accessories business. A second 
store was Opt"IlL,j in Henryetta (.11$0 in 
Oklahoma) and then a third, in a new oi l 
(011011, Tuls..1 . Every store made a proll!. 
the hard ..... ay. Business didn't flow to the 

stores. Oilcct mai l (a £.1\'orl tc S.1nditcn 
..... ay of reaching customers 20 ycars or 
morc ago) produced, bu t slo ..... ly. r-rom 
1918 to 19]2 , the Oklahoma Tire allel 
Supply Comp:lIlY, as the SmlClitell broth· 
ers called their business, grew from onc to 
12 stores. In 19][ rhey were spending 
$7,500 for d irect mail, $2,200 for I1C ..... g... 

P.1pcr advertising. TIlCir :KivCftising 
budget for 19]2 was to be the s..1me. 

The out look for ']2 wasn't good. The 
depression was at its height . Taking 
stock after the Christl11o.1S scason wasn't 
a happy post.holiday chore. Checking 
the odds-and·ends left over, the inven. 
tory showed [,BOO cigar IightclS. 111e 
lighters were a holiday number. TIle 
chances of anyone's buying the things, 
after the gift.giving spirit had left them, 
were nil. Brother Maurice went to 
brothers Smn and Hcrlll,lI1 and SOl id he'd 
like to give the things away as a store 
(Taffic builder. 

111e brothers asked "how?" No sending 

"Less than $10." 
"What can we lose?" 
Their plate glass ..... indollo'S ..... ere dam· 

aged. Policemen were called OUt to keep 
the crollo'ds undcT control. An extra spot 
annOUnCellK.1n telling KVOO listellcrs 
th .. 1t all the 1,800 lighters were gone-"oo 
please s tay away from Oklahom.1 Tire 
and StIPply Compo11lY stores, p-1.e.a.H'." 
had to be bought. 

For C\'l'r)' lighter (cost six cem s) that 
thc S.1nditens gave away they did over 
$2.00 lIo'orth of business- the undcr $10 
ofbro.1dcast advertising delivered roughty 
$].600 ..... orth of business. Even if tllC 
cost of the lighters were included in the 
ad vertising costs it would have meant 
only $[08 plus $10 or $ 11 8 to bring in 
$3,600 worth of business-an advertising 
cost of less than 3- 1/] cents per dollar. 

TIlat was far lower than the cost of 
(PlroS(' /unl /0 pagr (6) 

Ont of S.ndittn,' 115 ItOfU Ih.t to"'CI MtdwuI thlough di rtct-Itlling nCWIC41th 0'+'11 KVOO .nd I holl of 11.1i0nl.t (011 of $100,000 • YUf 
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• l'rO;ild.~.ls. nd,-.·.·. is.·.·s luok 

• nh.· •• d 10 • h.·.·.! ~· .·.II·S 0" 

• 1.lhu.· Irnll.lllili.~· UII .he .Ih-

.. ,....-... TV, Ft.\, rind AI\1 arc now 
rnu~ically on il p.lr--i n so far 

a~ InOOr rd;nions art' concerned. This is 
\.\h:lI, in brid, tl1l.' ngrc('t11cnt Ix>tWcell 
J;mw~ c. Petrillo for d ie l\n~ricaJl F,'Cll' r
at ionor j\ lusicians, and tht:" fou r 11N \'-'orks, 
I1IcnllS to till> spon:;ors of cOIl1Olcrcin ] pro
grall1 ~. While thel't' :lrC a fc"' "ifs" thm 
TiS(' to di~turb Ihe cllrping, the rd i .... f that 
is SCl.'Il in till' <')'('5 of ad \'ertis ing agmcy 
radio men i~ gCllu illt'. 

i':01 e\'(,11 the r<:minder br Georg ... 
I tcllcr,cx('Cu l iV(' r.<.ocu'tary of the Am ... ri· 
eilll Fcdermion of Radio Actors, that per
fortlwrs cmmO{ Ix- bot h h{'art! 011 sound 
broadcasting: and ~~'cn 0 11 t he visunl air :I t 
the ~amc tink' without their b(.'ing paid 
eMfa, inspire:. more thnn i1 lllOt11Clltaz ), 
frown. No OIiC fl't' ls that ' -Idkr will do 
:mything to cu t dowll aV.1 ilablc work for 
his IlK'mbcrs, mallY of whom h<l\'(' Ix-cn 
finding it tough slcddin~ during the P<ls t 
f~w mOllths. AFRA is out to creme new 
jobs more th.1ll it is to incre<l!>C p<lynwnts 
to the f~ ..... who <Ire .... '01 king. Heller's 

prcfercnti<ll contract with WLW (Cincin
nati) is an indication of this. 

AFRA, Din'Ctor.:.Guild , I BEW . IATSE 
and all the other unions may raise future 
disturbances. They cmf t , howe\"(~r. dis
turb the sleep of agency. network, and 
Slfltion exccutivcs in t il(' mannC'r thm the 
IW:ld of the musician~ has been doing fo r 
the past fl'w months. Most ad \"Crt ising 
men. \x'ing natUTnl cynics, felt thnt 
Petrillo's permission to F,\I afliliatcs of 
AI\I stations to duplicate the latter's 
musical programs for <III interim period of 
60 days, while thc networks and the union 
Wl're ;]rriving <It ;] new contract, was ;"I 

gcsturccalcul<lted to lull ~u~picious minds. 
Apparently they were wrong. Th .... head 
of the AFM seems to have been con
vinced that bmadcasting at the momCllt 
c<ln't :1(fOrd a higher rall" of pay for 
musical talent. He SC(.·IllS also to have 
bel"n convinced thM it would not be 
poli t ic at this time to force the networks 
to l'mplo)' more l11en. TIl(' networks as 
such h:l\"(' not been making the huge 

~ 
Musicians 

, 
Pro gram (o-o p 

employm en ~ d upl icatio n progra ms 

AM I unchanged as is yes yes 
~ - -

FM nothing I extra CIS IS yes I 
yes 

-- I maximum 
TV flUid possible yes yes 

-- -- -- -
DISKS not covere d '" h " w , , teet 0 k"9 ee ment 

sums thm t hey arc thought to have been 
Ol<lking. Best (·xample of how difficult it 
is to opcr<lte <I n<ltional network .... ·ithoot 
other income th<lll thm producC'd b)" net
work commerci<ll tr<lnsnlissions is seen in 
the uphill baule that the Mutual Bro<ld 
casting System has been making to come 
of :lge fin:lncinlly. Onl)" the MBS co
opernti\"\' program department has con
tributed somelhing extra to the net
work's incon)(' and hdp(:d it keep the 
wolvcs from rearing the fI\utua! Red
Riding Hood to tiny bits. With music 
now okayed for cooperative broadcasts 
the missing program factor in network 
service for local sponsors is no longer 
missing. Networks cOIn serve their sta· 
tions and local and region;]1 advertisers 
with shows just as wen produced and JUSt 
as well rounded as the programs the}' 
produre for regular web airing. 

Transcription produrers c!cclare that 
availability of music on co-ops puts t hem 
at a disadvamagl.", sinre they an.' con
stantly cailed upon to sell advertisers in 
compet ition with coopcr:nive programs. 
An ;]ppeal 011 this is scheduled to be made 
to the union. It is kno ..... n that Petrillo is 
perfectly willing to reach an agreement on 
transcriptions if the producing organiza
tion will certify tlmt they \\"ill be used only 
once pl'r station. Such uS<'" would in his 
mind be little different from a network 
broadcast exrept thm "it might Ix as big 
as all four networks combined and thus 
could justify a slightly highl"r ~ale than 
a network perfonnancc." 

T he new Petrillo-network agJ"(.'clllCflt 
looks upon all broadcasting as part of one 
great medium. be it FfI \, TV, or AI\ I. In 
thl" C;"lS(' of TV, thc president of the AF,\ \ 
i$ not re<ldy to agrre to a scale as yet. 
ror tllf..' til1"le ocing. every td ecast will be 

(plrase rum ro page 99) 
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Sun. 12:30 WTM 
101.1 t ' r J . Bull 
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15,000,000 Peanuts and some Buttercups (... 

m lell a ll offer of HaJl!lrh 'ulu s Bulj,s was made r('TI-nll)' Oil Elmer Pd l'I'SOIl'S IIClq:; prograll1 , " OIl1 l' 

101,000 prITt's of lIlail cucl osing: ('\' i i l~IW(" of purch.l~l· weft ft'I'(' in'J. 

'1'1 1:1 ( ,., !lilly OIl\' t''':tlllp]'' nf mall) Ilbieb ,!clIl()I\,.,lrah' IIlal l'diT"OIl and the j\ BC \\'61(' 1' 11 

Nell,·ur l.. till a job fllf Pl an t,-!"s ~ut :l nJ Cbor'o lalt ' Company. 

Plan k !',., bOllglll tILt' oj : 13 p. III ., Wt·dm·,;,lay.tlirough .S.[lUrduy ti lll\' in 1911 , U~iilf! erglll 

i\ BC Pal' illt, C():I.~ I ,., Ialin ns. Tilda)" ]'hm[e fS s till ha" the ,,:U11, ' linll" pprind, ,,01111' 

f0 1l1" :t,llli lio ll a l " tation,.-and a tlayti u1l' ('OIlIl 11l'nl,1I01" l'on~i':'I(,/Jlly j,[(";;~ , ', 1 

lI'it[' lli!!lief raling.~ than :my other, national Of fq.dolla l. 1' .. lt'r""ll·~ day ti me 

3\'crage JIJ tbos(' tbrel..· yt.'a rs k lS L('(' 11 5.6, all t! h(' I,it B.I lust p',lr alone. 

Tlll' re arc rea"orl" for tbis suc'c('ss, li e's "x ll(' ril'ueed, or t'our"l' - Ilas covered the 

news for A I' allIl tlw!! NBC in 33 coulltr; ... s .. lie's cQnsl';elltious-

;:,pl·ntl ;; 7 hours ill the San FralH' isco Jl{'w~rO'IIJl preparillg h is Ijuartf'r,!aour program, . , lie's a 

finl' bro:llh-asler-offn illg inh·l1ig(·1l1 re l'o rt illg, hOlle;;1 in lerprl'tatiIJIl , 

plu.'. .~ Ollrlll all;IIY8i:- . And Elmer Pelt'r8011 broatlC,I8ts for 

I'lallters o\', 'r the great i\' UC Western Nelwork. 

That comhill ;lt iCi n Iorill1! .~ t he nat i"lI 's lurgl':-t ,("lIillg ImUlI! of pt:'<l lI utS hOlh good will 

and goo.! ClIslollll'rs . 'I'll(' " xl)(, l" ie l1(,(, of 1'Iant" r,,-alld 5'1I'/t 

o t[1I'1" adnTli;:.,' !";:' <IS B,·kirr ;:. \'a n :11111 S lorat:'" Hid/field Oi l. Sp('rry Flour, Standard Oil and 

Tillarnook- I)t'ars oul Ilw eoncl u;;irl/l : Fi,w I' rugrarn" un ~ HC Wesl(,rIl 

N"e l\\'ork g<'1 rh' uit8 in the Ho(·k), j\lounlain anJ Pacific' sta les. 

S A N FR ANC I S CO NBC WESTERN NETWORK 
A Serviu oj Radio Corpllralion 01 Americo 

I 



Tim 

I·i.du~d l ·ullc~1 

On the basis of 
my experience 
here at the Katz 
Agency, I do not 
think that the 
idea of a "clearing 
house" for spot 
broadcast :J.d\"cr
tising billing is ap
plicable to radio. 
Por Olle thing, it 

would inevitably disclose the qU:l li ty and 
quantity of the btlsin~ don<' in specific 
mmkt'ls by certain adwrtifo('TS who for 
compctilin' business TcnSOIlS do not want 
this iufonllntion made public. 1\lso. the 
sctting up of such an organization to clear 
all biUm!::: betwccn stations and agencies 
..... ould be a tcrrificall) complex job. T ht' 
Katz t\gOK}, as a radio station represent
ative, docs hand1" billing in such a manner 
-but we handle it only for om list. 

Any sl'Ot broadcasting denting house 
hi'lIlrllHlg billing for all radio stations and 
agencies would require a tremendous 
number of trained and efficient emplo) ecs. 
The overhcnd for such a staIr would un
douhtedl)· be charged to the advertiser -
and the CO~t would be considerable. The 
Kat: ,\gency make~ 110 charge for such a 
sen'ice. In addition we provide the 
duplicate function of prol(·cting OUr sta
tions· intat'sls by prolecting them on 
short raIl'S and b) advising all Kalz sales
men of thc trCllds in ~pot bmadcasling, 
while ginng automatic reb;'ltl~ 10 advcr
ti~ing agellck~ and tll<'ir clicnt .. on all 
eamd frequency discoULHS. In other 
words, if billillgs for spot radio arc [() be .. 

~Il·. SIJUlIsor Asks 

"I~IJ'I a ('(' Illnd ('I( 'ill'ill;! hUII:"(' o f SO IlU! 

ki.HI 1"01' :" Jlnl hnwdc'asl 'U h ·CI· l isi lig hill 

IIl g 110111 cI(' :o' i,':rhlc' alld fi 'a :!i il.h ·,:m 

C. E. Rogers I AJ~lft"'II'"g mdndglft 

FtIfJW. Amlf"J (0., (",ugo, III. 

cll.'arl'<i through one channel, that channel 
can ocst be the station representativc. 

T herc is, how{"\'er, a definitc nt'ed in 
radio for a compan ion organiz:lIion to n 
clearing house. Sucb an organi!ation 
wou ld oc a checking servicc to keep 
records on srot husiness, much as Media 
Records :md P. I. S, do for printed 
Illedia. It is obvious that there are many 
diOicu lties in setting up such a service, 
due principally to the reluctance of some 
spot users to rcl('aS(' cxpenditure figures, 
but this SOrt of service would, in my 
opinion, be a morc practical contribution 
to the business of broadcast advertising. 

--

i\lORRls J. BECK 
TrraSUftf" 

Till! f.:at: Agt'llc)" blc. 

I t seems to me 
that such a clear
ing house would 
only complicate 
matters more than 
they arc at pres
ent. Since station 
rep resen ta t i ves 
thrive ~olcly on 
spot radio, it's 
their function and 

responSibility as sale5-SC'n:ice organi:a
tions to know and handle all phases of the 
busincss, including the many variables 
that emer into cach piecc of spot billing. 

As it stands \"lOW, station ilwoices and 
affidavits go directly to the agency. Whell 
a problem arises, tile agency ti1ke~ it up 
wilh the TCP who, in tum, straightens it 
out promptly with the stalion. \\'hnt will 
be gained by ha,·ing anybody elS(' in the 
act? 

Under the proposed plan, agencies 
... ,ould check their billing problems, I 
assume, with the clearing houS('. The 
latter, in order to iron OUt the problml, 
would necessarily have to check with the 

rep or the station, probably both. T his 
wou ld require that the station or the rep 
report a ll details of the deal, all omissions, 
make-goods, and other schedule chnnges 
affecting invoices and affidavits to the 
clearing houS(', as well as to the agencies. 

Assuming that stations and reps would 
be willing to cooperate with til<' project 
and release such confidential, detailed 
infomlation on all [heir business deals (a 
very un likely assumpt ion), the system 
itself wou ld only tend to further compli
cate an already overly<amplicated busi
ness. Th('re would be O\ulapping of 
effort. additional confusion, addit ional 
paper work, i1 slowing down in procedure, 
a ncw bottlellC'Ck. 

If agencies, stations, and reps arc look
ing for a way to simplify and reduce the 
work in\'olved in spot billing proct'durt', 
they shou ld urge the adoption of a 
standard, combination invoice-affidavit 
fonn by all broadcasters. Such a fonn, 
car('fu lly tCSted, is a,·ailable. 

N. CHARLES RORAIIAUC:U 

President 
,\'. C. Rorabnugh Co., N. )'. 

In my OpJJ110n 
this clearing-house 
idea \\·clI..dd make 
impossib l e a 
prompt and accu
rate relationship 
between adwrtis.
lllg agency and 
station for the fol
lowing reasons: 

I. To notify an 
outside source of all the details of the SPOl 
canlpi1ign-whar is bought, leng' th of con
tract, crulCd latioll temlS, appropriate rate 
card or special rates ",;orked out, \\"OUld 
takc agency time ocuer de\·oted to the 
purchaf.C and impro\"ement of the spotS 
themscI\·t'S. 

SPONSOR 



2. Since the dl(-cking of atlidavirs is an \ ,-------------===---------------------, 
imporlnm preliminary to the paying of I 
bills, clcaring-hOlll'C participation in the 
s tation-agcncy-c1icnt relationship \\ould 
definitely s low up Ihe agency's ;mal}'~ is of 
one_ time substitut ions and omissions, 
whether previously c1car('(1 with the 
agency or not. 

J . A central clearing.house would make 
it ll10rc difficult to conceal the filetS of a 
campaign from compcrition. Even though 
the cleating-house were s v.u m to s('cree},-, 
basic information concerning areas in· 
volved .md the total s ize of the app ropria. 
t ion might all too ca.<; ily leak out in till' 

(ann of off-hand com!l1Cilt . 

4. This clearing-house service would be 
a duplication of already existing ck aring
house techniques cstablished by m:my 
large advertisers with severn I brands 
earning combined discounts. In somc 
instances, the client no tifics all of its 
agencies of the discount earned, and somc
times an outside hou5C agency is re
sponsible for the disscmillatioll of this 
infomlation. 

STA" LEY H. P UL VEIl. 

Timebu)'fT 
O<lllccr-Fitzgerald-SdIlIPIe. N. Y 

The reprt'SCn
tatives of radio 
stations would Ix' 
doin g advertis 
ers, agencies .. and 
the stations they 
represent a great 
service if they 
would establish a 
clearing house for 
s po t broadcas t 
schedules they set. 

Bills rendered by stations arc some
times late or incorrect ; or the aflidavit$ 
are missing or contain discrepancies. The 
agency must wri te the sta tions direct 
and even if corrected billing or missing 
affidavits are forthcoming immediately, 
so much time is lost that the station 
sometimes docs not allow the cash dis
count, if it has one. 

The advertiser requires that schedules 
run at the exact time ordered. The sta
tion , too, is entitled to that S'lnle prompt
ness in receiving payments. This Ix'
comes a grave problem for the agency 
when hundreds of stations are involved. 
If a/l representatives supplied one bill 
and one affidavit, or at 1cil~t handled 
their 0 ... .11 stations' billing. not only would 
the responsibility be shared but a octter 

( Please turn to page 1O/) 
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BOOK OF THE MONTH 

IN_'J,~~~ 

"Promotion" 

• W ith a plJlellti<l/ of 400,000 rad io·fam ili es In 

Central Indiana, \'{IFO,\( recruit s LISTENERS by 
cons istent, yelr-'round pro gram promotion. 

Se\'en d ifferent media persistemly pound home 
the "what, w hen, where" o(\\l FBM programs. 

WFOl\1 's 4·color taxi posters are carried nea rly 
5,000,000 m iles a year. Leg itimate playgoers find 
WF O M di splay ads in C\'ery playb ill. Oaseball an d 
hockey fans arc reached in every home-game pro· 
gram, Counter card s, win<low streamers, and post
ers arc placed in drug and g rocery stor es by per
sona l call s el"eJ')' In'ek ill (be ),('(1/"/ Display ad s in 
Ind ianapolis newspapers suppo rt s pOrts and spe
cial e"em broadcasts . . while sel ect ed groups 
rece ive direct mail promotion of \\lFB~1 pro · 
grams of s pecia l imerest. 

Best of a ll, we think, is RADIO-u sed con staml y 
to win new listeners for \\lFOl\1 programs. 

All prolllolioll ( exapl <l1/I/Olll/ceIll I'II/S) iI/eludes tbe 
millie of tbe SpOl/$fIr or tbe prodllct ({(herliu d. 

Persistem program prommion is one reason why . .. 

\\lFBM is " Firsl i/l I"dialla" allY wa)' you look a/ il / 

BASIC AFFILIATE, C.lumb;. 

Kotz 

.9 



A network quality 
appeal designed 

\11." ", •• ~-~ ..... . .. _,~ , .... , ~ . • . . . .. . 

~ ho'" \'a! Ll cs • I I Iran!'c r ihed .. e ries II 

w C8 1e t n fl s\'or('d hilt n o t co,,· ho~· . hom e~ I 

seri es ~'O ll h ope fo t hut !If' !cl a m find 

skillfu ll y prm ill ccci. pack f"11 ... ·jlh • 

un ive r sal a p p ea l. ~' e l in c lpe n s i,'c e n o 

TIIANSCIIIPTION 
117 W. High St., Springfield, a, 



I 
• sel'les with wide 

1 • 
minute show 

small the budget advertiser 

~ ...... _. ~ ..... "' ................... \ ... .. ~, .. ' ..... 1 .. ....... , . 

to interest slIIlIlI hlul:::ct ail n ! rtisers . 

• I f you" 'e heen lookin~ for II IIclwnrk qualit~, 

~ day. to-day conlintlit~·, senll fnr lIudilion 

discs. There'~ no nblip:ation and yon are in 

fo r II renl s nqlrise. Cos t . availahilities . :m fl 

other details Rilio aVllilahle on rC(f1lell l. 

i~ALES~ INC. 
Telephone 2-4974 

I 

~\ 
~J 

New York-47 West 56th St.-CO 5- 1544 

Chicaso-612 N. Michigan Aye., Superior 3053 

Hollywood-6381 Hollywood Blvd., Hollywood 5600 
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WSM APPLIANCES? 

In ten years the elettrified farms 
in the WSM region have increased 
794 %. That's a market. 

It ' s a market for appliances, for 
home and farm-appliances which, in 
addition to their own trademarks, bear 
an invisib le IQbel- the stamp of 
approval our listeners automatically 
attach to products advertised over 
WSM. Our 7 Vz million have come to 
accept as gospel" the statements that 
ride our 50,000 watt, clear·channel 
signal . 

This conf idence is the force that 
opens the gates to this market for our 
sponsors . 

WSM 
NASHVILLE 

HAUY stONI, c .... 114, • • , IRVINC WAUCH, to .... M" . • (r:.WA.O ,nlY ... to., 1'01., '1 "p. 
SO,O OO WATTS. C~IAl CH"NN(~. 650 KI\OCYC~($ ..... ac .. "IL.A'. 

" 

TEEN-AGERS LIKE MYSTERIES 
(CoUl i1U1fdjrolll page 29) 

)'car~lds (the span covcred in t he survey) 
""'erc in T::ItOO order: 

Sllspeuse (CBS) 
Inner Sauctum (CBS) 
Sam Spade (CBS) 
The Whistler (CBS) 
Fal Mall (ABC) 
Thl' Clock (ABC) 
Escape (CBS) 
Molle Mystery (NBC) 
Thin Man" 
Murder & Mr. Malouf (ABC) 
Mr. and Mrs. Nor/It (CBS) 
House oj Mystery (~mS) 

Tlte Shadolt' (J\ IBS) 
Mysleriotls TrCll'der (,\185) 
Crime' Ph%graphcr (CBS) 

Since 1-101151' oj Mystery was the focal 
mtcrest of the adVertising agency paying 
the bills of the fl'SCarch study, there was 
mOT(' dl'taik-d delving concerning it on the 
part of the young researchers of the 
Metropolitan Youth Survey organi:ation 
th:!11 thl' re wa~ on other programs. They 
uncovered the fact that 54'0 of the 
rl'spondl'nts listened to HOM and 46'0 
did not. Howe"er, only 13.st;C of thoS(> 
who listened did so every wcck. Less 
than half (';9.6~) listened "often," and 
36.9('~ listened "occasionally." TIlere 
was not hing in the report {O indicate the 
frequency of lis tening which "often" and 
"occasionally" represented, 

When queried on the reasons lI.'hy they 
Iilwd or disliked the program, the re

.spondents focused on two of the same 
factors for both liking and disliking. The}, 
disliked the program because they "don't 
like mystery." They liked it because it 
was "(u ll of !l1ystery." They dis liked it 
because it had "not enough suspcllSe," 
They liked it because it was "fu ll of 
suspense," 

Negati\'Cs called the program "childish." 
Tht, aflirmmives labeled it "interesting," 

Of the tota l panel of 257, 58.sec indi
cated that tll('r listened to mystery pro
grams, with 56,S"; of these lI.'ho listen to 
mysteries indicatin!! that they lis ten fre
quently (at lea~t evcr)' other broadcast of 
their fa\'oriH'~)' 

Although their parents may wish that 
they didn't tune thrillers as onen as they 
do, 9';";"'-; of tht' respondents stated that 
tlll're was no parcntal objection to their 
program choices. And the)' all stated 
that the( d li~tl'll, wlwther their paren t~ 

objected or not. 
Which mi.!!ht be construed as bringing 

hOllle a certain rc~!X'llsibilit}" to sponsors 
and bruadcaHers of ll1)'stcry tales. • •• 
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Payl W. More nc:y, Vic:e-P,es.-Ge n. Mg,. Wal ter Johnson, Anislanl Gen. ""g,.-Sls. Mg'. 

WIle', 50,000 wotts represented nalionolly by Weed & Co. 



spot 
trends 

Bultd upon Ihlt numbel of p,o ~' .. m ... nd .n· 
nounccmenh pl.ccd by 'ponton with .!.'iOM 
.nd indued by Raltb,u,'" Repor t on Spol 
R.d io AdYl!~"ilin'J. Spot. reported tOI month 
of Sep\I!mb" 1947 tre u .. ~d .... b.le of 100 

250 -

200 -

150 -

100 -

50-

February s pOt bllS Il1C~S cominued down for the fourth consecuti ve 

month. Only in Ne ..... England was there a rcgionnl increase. The 

index of business in the Northeast jumped from 9 1.8 in J a nuary to 

~5.2 in Fcbrumy. In the industry c/ossificOltions, only Drugs increilsed 

their nation;)1 spot business, thei r index moving up from IOS.7 to 117.0. 

Drugs have continuously used more air t ime s ince Inst September. 

Some of this increase should be cred ited to seasonal trends. Single 

other industry to continue above the base month (September) is the 

Bevcrngc and Confectionery, :Jlthough it was orr considembly from 

Ja nuary. Eleven per cent of Rorabaugh-reponing advcrtisers in

crcaSl'd their schedules in Feb ruary, while 12(;' scaled [heir's down. 

Food 

M iddle Atlantic 

1 
Mid·Western 

Automotiye 

Tob.tcco 
Southern 

30.1 2U 5U SO.I 

Drugs 

• F", ou. folur" .po ... '" ; . " '1''''],.1"." ""9" ""I',,,,,f. ,,,hI), "" ""'If" ~"'" mn,,), .1",,,, .Ii ... ,'"". il ...... )' i""IIIlt. I" flo. .nd ... ,,)' .,,,,,,f •. A"", .. ",. Ut, ..,"" .""" ... , ...... j 

W uP'l,'tJ ~nJ"" numl" ~/ c/"";" ... ,,,,,, •. 
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• Here 's Ihe way tile Brown & 

\'Villiamson Tobacco Corpo ration and its 
agency. Banen, Barton, Durstine & Osborn 
-New York , build sales and profits for 
KOOL Cigare((es: They reach plenty of 
people ... with plenty of announcements .. . 
on pl enty of stat ions from coast to coast. 

It 's a big typica l SPO[ Rad io job and you 
know it pays because Brown & \'{filliamson 
keep a t t his hard-hitting adve rti s in g 
52 weeks a year. 

'~p., Il,..,.,dc"u",& i, 
",di • .rd,·tr,,,i>l& ./ 
'"'' "~PI (/ •• ", h., .. / ,,,,, •• ,,,u,mm" '0/,,/1· 
hou. p.o&."m,' pl,,~. 
~ ,d ,,~d pl""d ... " 
jI,xihl, ma,J,,,·h, _ 
"""h, basis. 

I11KU in CbiclU. New York. Detroit. Sl.lauis. Los Anilies • Sn frutistu 

APRIL 1948 

And wh y sho uldn ', it pa~' ? Each sta li o n 
in each marker is picked o n merit - regard
less of network affiliadon. Each announ ce
ment is aired at a carefully se lected tim e 

with a large measured aud ience. And every 
second o f rim e that 's bought is dc"otcd 
so lely to se lling. 

\'{l hy no t Iry flex ible, powerful, profit
able SpOt Broadcasting yourse lf? Ask your 

J ohn Blair man about it. 

• 

JOHN 
BLAIR 
t COMPANY 

~NG. LEADING --------------RADIO STATIONS -
" 

i 
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N ext month, we anti cipate, \'VHB in Kansas City 
will offer greatly expanded facilities to carry )'0111' sales 
message co the rich Midwestern Markctland. \'{' HB 
is swi nging up to_ 

10,000 WATTS 
710 KILOCYCLES 

FULL-TIME 
Get next to a good thing, .Mr. Advertiser! See youe 
John Glair man and join the Swing to \\7HB. 

.... 0,000 WATTS IN KANS.04 
r DON DAVIS 1/1 

MUTUAL NETWORK· 

.... '"' .. ' 
JOHN T. SCHItLIf.lG 

Clt_"" 

ContinI/cd from P69C 6 

have time to listtn to a (actual presenta
tion by sa l~ and promot ional representa
t ives. If this attitude ",:ere adopted by 
thoS{' in ..... hom SPOSSDR suspect s "an 
appalling lack of apprecia tion of radio" 
our educat ional duties would be more 
effective. 

Granted we can afford !O improve our 
OWI1 promO!ional effort; how about fin
ishing your editorial with an appeal to 
t he apathetic advertiser? 

BOB KELLER, President 
Robcrt S. Keller, Inc. 
Nell.' York 

COVER TO COVERt 

I ha\'e just finished reading the March 
issue of SPO ...... SOR, and whrn I say "read
ing" I mcan from CO\'cr to co\'cr. I found 
it a trcasurc house of infOrmation. 

The job you arc doing I know must be 
a difficult onc but from an industr}' "icw
point it is nccessary that your finc cfforts 
continue. Ke<'p up the good ",;ork. 

, 

DAVID H ALE HALPER ...... 

Vp 
Oll'tll & Oltlppell, /I.'. Y. 

You 'll get BETTER 
RESULTS 

In NORTH JERSEY 

with WNJR 
5000 WATTS 

the radio .tation of the 

N emark N ems 
SPONSOR 



DIALING HABITS 
(Co utillllt"jrom page 31) 

town schedule, sales went up another 
12~. The network areas sho"'cd :l. sales 
slump of 4CO. 

I ndicativc of what can be ;K"complishcd 
with p~rams kcyro to small·to"" audio 
ences and broadcast ovcr homc-toym sta- I 
tjOllS is a snldy made on Lwu & Abllff. 
The survey was made durin~ "larch 1947 
when th.:- progralll was still on ABC (it's I 
a CBS feature now). NmiOilal network 
Hoopcratings gave this show a JA. In I 
order to obtain a cost-per-thousand figure I 
for the sponsor, Miles Laboramries, it is 
lK"Ccssary to projcct this 3A-which is 
only a figure for listening in 36 cities 
where tiU'tI.' is ('qua l opportunity to listen 
to all four nNworks - to the entire [10 
network citics used. This is not good re· 
search proccdun.' but it must suffice for 
comparative purposes unti l there's a 
National I-foopcrating or Nielsen's Audi
IlX'ters are sufficientl), numerous to give I 
cit)'-by-city ratings. The 110 cities lO.·ere, 
at the time or the sur\'ey, the hOllies or 
106.087,000 people. Proj('('ting the' 3.-1 
rating against this number de\'eloped a I 
cost-per-thousand or $0.971. 

A special Hoopcr coincidental rating 
was taken ror Miles in 30 or the' 11 6011(>. 1 

Mla~ 
KBIW 

ANY WAY 
YOU LOOK AT IT 

KNOXVILLE'S BEST BET 
IS 

Represented b y Donald Cooke, In c. 

APRil 19-48 

$5,000 COU LDN'T! 
Fi ve thousand dollars couldn't pay production costs for 

cuen one half·hour program of The Cavalcade of Music . ... 

Yet this entire 52 .week series is ava ilable for local and 

regional sponsors at station time plus a sma ll service fee. 

The Cavalcade of Music (transcribed) is a big.time musical. 

It features D'Artega's 35'piece Cavalcade Orchestra, 16· 

voice chorus and a top-night guest appearance e very week. 

Guest stars include : Tommy Dorsey, The Modernaires, 

Anita Ellis, Va ughn Monroe , Tony Russo, Riders of the 

Purple Sage, Tito Guiu r, The 4 Knights, Rose Murphy, 

Frankie Carle and many others. 

The Cavalcade of Music is available NOW on 600 Lang

Worth member stations-uclusive ly! For cost and time 

availability contact the Lang·Worth affiliate in any de

sired ma rket. 

LANG-WORTH, Inc. 
113 W. 57th St ., New York 

* D'ARTEGA 

* 

57 
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WHAT STATION IN 
SOUTHEASTERN OHIO 
DELIVERS 60 PERCENT 
OF THE LISTENING 
AUDIENCE? 

IT'S 

ZANESVILLE 

60 PERCENT 

of all listen;ng homes in 
ZancS\·jlle are (uned to WI liZ. 
IIccording to Con lan Survey (week 
of l"o\'ember 16. 1947), 

60.4 

Average for 

entire survey 

17.2 
9.0 7.6 

WHIZ A B c Others 

MORNING, NOON 
AND NIGHT 

WHIZ dominates 10 

Southcasicm Ohio. 

• 55.5% o f morning audien ce 

·59.7% of a ftemoon audience 

• 63.2% of evening audience 

IT"S A 

FOR SA LE; 

NBC IN ZANESVILLE 

REPRESEHTED BY JOHN E. PEARSON 

" 

:.1.UJIJIl lu\ldb thL') ,",en..' mUl): ""llh thl' 

same program. In theS(' 30 ci l il'S the pro
t.:ram had 11 Hoop<'r of 10.2. The 116 
dties, an:ording [0 rCf,CarChcr Wahl'r P. 
Bum, were hubs of IradinJ: areas wilh a 
population of 15,094,8]1. ProjC'tllng the 
10.2 rmUl~ against thiS popul:nion pro- j 
duces a c~l.pcr.thous;uld fiJ!urc of~O.377 . 

Ikt'l'nt olrer.; on Ihl: air furlh,"'r indicate 
the pull of small in-low II stations. Miles 
Llbomtori~'S ofT('red :l piel ure o( Luot and 
Abuer Oll (our broadca.\ob, pulled 62,075 
inquiriC'!' :n a (O~t per inqu iry of SO.0)1. 
During Ihl("(' "ulil )1.'1111)" 'CBS} broad· 
C:lHS Ll'\"('f Hrolh(' r.; mad", an ofkr of a 
$1.50 ooClkbook fre(·. The o(ft:r pulled 
I -14,000 inquiries m a ~pl!ll~Or COSt o~ $0. 14 
I pcr inquiry. TIl<.' pull of IheS(' two pro
grmns is compared I:.,..'cau~ bOlh u<;c a 

I 
homey appeal, Ira\'(' b<''{'fl on til{' air for a 
long time. and .... 'Crl· frt'c of boxtop or 
other proof.of·purcha!o(' r<,·quiremelll. 

I 
To .... ns wi th OIlt.'" Stmioll frequClH lypro. 

duct.'" oUl·of·this ...... o rld r:1tin~s. While the 
Broadcast Measurement Bureau survey 
wa, made in March 1946. v. hen the rmc 

I of new~l ation Rmv.th hadn't re:ldled thc 
size it has today (there were onl} 235 in· 
dependents when the n,\ IB survey was 
being made), IlCvertheless the Bl\lI3s ofl I in-IOwn s l :niOlls are s iRnificnnt in many 

I 
cases. A f('w picked counties arc proof 
posiri\"(' of whm hnpp"ns in the daytime 
in Ihese olle·sl:ltion towns. (In-town 
s tm ion is listed last.) 

COl,lnty 
Jo~r>h;ne. are. 

51-ulan. an_t 11M It, 
~":X.IV I , ~ C;O. ~GI\·. ~ .'mD. 

l.T l.T loT U I.T 
~:-;X , ~Ol". ":1'0. ~O\\'. ":51.. 

LT I.T IS l.T 10 
Kill ." 

Pontotoc. Okla . ..:(.r-.:O. r;:()~I.I. ~N.L[). r-.: S ~\" . 

L.T 10 .SI :-;~ 

r;:\·00. r-.:\HT \\'11.\1' . 
4(0 I.T 6(, 

11·£:."!t·\\'L..". Wr-.:\" \\'S M. 
I.T 11 l.T 

"': AII\ 

" C30nd~ . Mon. . ~"·I. ":G IlL. "'-':\. " OA. "GIR • 
I.T n LT IT LT 

r-.:PO. "': <:;1 •• ("~II. "t'nli 
I.T Il 1$ .J 

lIannibal. Mo. r.;M(lX. ~D. r-.:xor-.:. WeAl. 
19U21 II 

WD.W. \\"" ..... !t.WL..<:;. WC:.", 
lJ !2 JI 

\\"110, 111.\\. \\~t.\Q. \\'S~I. 

11 :\<:; IS IT 
IIT,IO. "':IIMO 

11 .1 
Janel. M OM, h:MO:\, 11'1'0(' IIE-';R·WUo. 

" :\~ " II"FO!t. \I·JU~. \IL 1(", II'LII' . 

'" " n s"s 
\1'0\1. \\"<:;\\, \1 II I. . \\ A \lL 

'.T " " " !>brll ~~ <t~, ~ I ,"h. KM OX \\nll~l. \\·cen. 
I.T I~ IT 

II'E ..... !t. 11·1.~. we; S". 11-110. II' J!t . 
IS 21 LT :-;S 

\l'LII . 1I!>t.IQ. \\'T"U. \II)MJ 
:-;:-- 11 I,T ~1 

(Pleast lur" 10 P.I1!t 62) 

CITY 
WITHIN 
A 
CITY 
TIH' .\IUlIllt aili 

1101111 ' "t'! e r a ll 's Ilos

pital. Idllrill tir e limit!'> 

of .JohJl !»OulI Cit ~, i!>O :I 

t ' i t y in i t!'>t'lf. aooo pa

ticllt!>O and all ulH' rating 

lH'r!>OOIlIH'1 ltotl :--l·d tl ... re 

11H':I rl tllCllI!'>:lntls Ilp011 

t It o ll ~alld ~ more tlo llars 

ill p cr ru:lll cnt hu !>Oi n css 

for this m ar k ct a rca. 

Alld familit 's h e r e al

rt'ady haH' the hig hes t 

an'rage incoill c of u lly 

com p a ra hie g rolll in 

the South. C h cek WJIIL 

a nd Johnso n C it y now ! 

ONLY ABC OUTLET 

COVERING THE NORTH· 

EAST TENNESSEE MARKET 

A 
B 
[ 

5,000 W 910 KC 
JOHNSON CITY, TENNESSEE 
N.t. Rep . John E. Purson (0. 

SPONSOR 
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is the ONLY station m D etroit that 

offers you a comple te merchandising 

operation, plus proved sales power! 

Last ye.u a cit rus packer (name on 
request) decided to introd uce h is lillc 
in t he De tro it ma rke t. Beclluse of its 
natiotU\l reputa tion in merchandising, 
WXYZ was give n the job . In cooper
a tion with t he food broker fo r thc 
account, the stat ion's me rchand isi ng 
st aff under look Uw com p1ct.l! assign
Incnt : jobbers, d istribution, po int "of
sale promotion , etc. Demonstrat ion.'! 
that tied in with WXYZ ad vC!rt ising 
were conducted in supcnnarkcts ... 
a n average of 600 ca ns a store were 
sold ... a t ot a l of 2G ,858 cans sold 
over a 13-weck period. I n the first 
ha lf year, sa les zoomed from sixty
sixth place to forty-fift.h . . . and to 
twelft h place in the second half yc.'l.r! 

If you have a product to sell in 
Detroit. . tbis sl ory is impor tant to 
you for several reasons .. . 

f iRST : i t proves the t re me ndous sales 

jxm 'l!r of the st ation. J o bbers a rc 
wil ling to cooperate o n \VXYZ-ad 
vertiscd goods because they know that 
IVXYZ moues merchandise. 

SECOND : it illust rn tes a romp/elf' me r
chllnd ising serv ice thll t is unique in 
Det ro it. It d oes not (."Onsist of j ust 
sending out letters a nd pro vid ing the 
usua l m ercha nd ising hclps . . . \VXYZ's 
staff o f food a lld d rug e xperts docs 
the e ntire job from s ta rt to fin ish. 

TH IRD: it shows yo u tha t , Il t \vXYZ , 
the emphasis is on cffic i(mcy a nd 
serv ice . . . on gett ing more fo r your 
ad ve rtising dollars t han you C~1Il get 
o n a ny o t her Detroit s t ation . 

If you arc in the compe tit.ive seil 
ing market in Detroit - o r planning 
t.o be-remembe r : WX YZ is the 
merchandise·mind ed medi um foryour 
p rod uct.! 

ABC 
••• • " 0 /11" hn/ he /- ho/h e"ds oj the alphabet 

1270 K C - 5, OOO W ATTS ~ 
America n Broadcasting Company 

Call the JI B C spot sales office nearest ) '011 f ur ill/01"l1l11tioll abollt 
fl lly or all 0/ these stations.' 

W JZ - New York 

W ENR - Chicago 

50,000 watts 170 kc KGO -San Francisco 50.000 watts 81 0 kc 

50,000 watts 890 kc WMAl- Washington 5,000 watts 630 kc 

KECA-los Angeles 5,000 w~tts 790 kc ABC PACIFIC NETWORK 

S9 
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One order for any or all Tall Corn Stations to 
reach the *4 Billion Dollar Iowa Market. And 
when you use the Tall Corn Stations , you are 
using stations in the major city in the heart of 
the hade area where your message is inten· 
sively localized . 

·1947 Iowa Mfgd. Product ion $1.650,000,000 
·1947 Total Iowa Farm Income $2,400,000,000 

for availabilities, write or call 

I 0 ill A- TAll COR n n f T ill 0 R K 
Geo.qe Web be. 
General Manol)et 

407 Fifth Ave, 
De' Maine" Iowa 

DES MOINES , IOWA 

T aylor-Howe.Snowden 

Radio Sales 
National Representati ves 
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j 
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local BUY Makes Good for Sponsors 
on 293 Stations - How About You? 
The usual story is (h at of '" loca l boy making good in 
big ciey." Ilcrc's a man-a {all1C'd news commcntator
who r('\'en.c~ ,he process. His program originates in 
a hi£ city (\X'ashington, news capital of the world) and 
has been making good in 293 cities and (Owns, large 
and sma ll , for his 10<<11 SpOIHOrs. 

Fulton Lc\\is Jr. 's program is the original "(o-op"-a 
nelllork show c.ltr icd locally hy ;\lutual 5[:l(io05 ;lnd 

sponwrcd b~' (or availahle for sponsorship hy) lucal 
advertisers-Ole low pro-rated talent COSt and low local 

ClIne cost. 

These 10(,11 merchanb favor the idea of rC:lching a 
rcady·m:.dc. to~ ,II :tudicnc{' wi lh money to spend. Per
haps you h:1.\(' (or aTc) :l diem widl a limited htulgcl 
:lnd wane to make the most of il. Check your local 
;\Iucual ,[.LIIOn; see if it ;w', one of Ihe 293 ;\1 LIS )Iallons 
upon which Fulton J.elds Jr, i) already )pomored, Or 
get in lOuch IllIh the Co-operative Program Deport
ment, Mutual Broadcast ing System, 14,10 U road\\'a~, 

NYC IR (Tribune Tower, Chicago J I) , 

DIALING HABITS 
(CoufillurdJrom page 58) 

KDtV., WAlK, \\"IHI., II'UT' 

" LT " LT 
l\'t AO, \\"~IIC 111,~tD, WJZ, 

" " " " InIAl.. WOR, \IOkK, 1\'Re, 
LT " " " W}lI'A, \\'W\'A, \\'J\\'J 
LT LT " Kl-D:'It, KMOX, KPAC, KPLC", 

" LT " :-'s 
KPkC,t.:TRIl, K\\'III', KII'KH, 
HLS:-'SII 

II'DSL', II'JIIO, 11'1. \\', 11'0,\ I. 

" " :\'s " I\'S~I, WWI., '" LT " " II'A\"}-:, W!l:\'R . WI.5, II'IIAS, 

" LT " "JjD, II'I.AI... \1'1.\\ , WSIX. 
:\'$ " :-'~ " \\'S~l, 1\'\11., I\'LIIJ 

" LT " 
In counl}" aftcr count}" where therc is a 

singlc local station, that outlet gcnerall), 
reaches thc most people, 

It is also true that there's marc total 
listening when there's an in-town station. 
With more and more independent in· 
tOwn stations, 1Aith more and more net· 
work coverage coming from iIH01An 
stations, dialing habits arc changing, to 
the advantage of all who use broadcast 
advertising. 

TV PROMOTION 
(Colllil1l1tdJrom pagt 28) 

hits t he air and afterwards. Without setS 
in the homes there just isn't an audience. 
In some areas new stations come to the 
air \li th the knowledge that most of the 
sets in usc in its area arc not equipped 
!O receive its signal. \\'CAU· T V, for 
example, knew that the local dealers 
would be swamped with sen'ice calls 
since a great many sets w ... re not equipped 
to receive its channel (16), The)" therefore 
set out to pe-rsuade set o .... ners to wait 
their tum- that their recei\'er guarantee 
would be effective. This I\'as handled by 
direct I ... tters and by broadcasting of the 
infomlation, Thus the dealers haw 
bc<n able to schedule the adjustrncm 
calls and the station has both delleT and 
retailer ~ood'\lil1. 

Once on the air, thcre's a regular 
routine that most stations rollow pro
motionally, Until the vLewers lx-corne 
too numerous to seT"ice, progranl book· 
lets ar ... printed and ~nt to all who r ... • 
qu~t thelll and ill some cal'CS to e\'ery 
receil'('r o\\ner. When liew ... rs become so 
numerous as to make the printing and 
mailing of program schedules too costly, 
stations getlcrally call att('tltion to the 
program listings printed in the daily 

(PIca$/.' /unl to fhlgc iO) 
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~ WITH A ... 

SINGLE 
CONTRACT 
THE PACIFIC NORTHWEST 

1J~PNe 
PACIFIC NORTHWEST 

-c::J Bonus listening Area 

ROADCAST ERS 
Orph~w", Bldg . Symon. Bldg. 6381 Ho lI~ .. ood 81~d . 80a 19$' Th~ Wolk.t Co. 5 ... ,111 To .. e . Bid,. 

PORTLAHO. OREGON $I'OI(AI'I(, WASH. HOLLYWOO D, CALI', 8utn, MOHT .... A 55 J 51 h AYf. , JoUW YORK 5[ATTl£, WASH. 
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MOTIO N PICTURES [1)(,'111\.'11\" In motlon piclUn.' trade Jour

oak On.'r tOO pll[ur('~ha\·l'~lSCrl'o.:nmg 
dall's fur club>., prc"s, and (r<lde in 
WCAU's auditorium in I'lli' ycnr. 

Gmtil ilier/from J>tlgr 38) 

111 Plulmjl'Iphill Dr. l-l'on u'\'\ rrl'~ldl'nl 

of \\,C,\U, j~ iI Inrnll:r lilld odrka oflhe 
PhH:It.Jelphia \':lJl~t\" Cluh, .111 or~"lIj
::lIi'!Il ot rielllrC pnllllotiOll Illl'll. Like 
Tra\ l'f', in nU~IoIl, Ll'\') !<ornrkrlug~ PiC

t\lll' promotioll" of hi""I;l[ioll. \\'CAU's 
.11ll1110riunl b cquiPf1<-'d With 250 (healer 
'",:nh and h,,~ first (:lIe Simplex pro
J('c\l'r~ ,l11d l'xn'!I\'1l[ !>IJUlid cquipull'llt. It"" 
It...:-d (r ... qul'nl l) 10 o.crl'Ctl n(\\' rictur('~ 
and thh ;J\'llilnbi'it) is ~trl""'lot.'<f ill nth'cr. 

,\I1()!lll'r rl'noon .... hy \\'CAU t hink .. 111 
(('TIllS of lllotion picture ad\'crti~ing is 
l he fan that thl' station ', promotion 
man, Bob PT\'or, is ex·RKO pubhcit) 
and ;'Idwnising Tl:pfl'sc:matiw for the 
Quaker Cit}' ar('il. \\'CAU's rllO ~t recl' llI 
"deals" brought Ilwlll drtuall} the en· 
tire radiu advcrtising budgets uf Voict oj 
tile Turtle and Llje Witll Fotlltl'. On 

.... 

'6 

COVfRS EASTfRN 
NEW YORK AND 

WESTERN NEW ENGlAND 
FIRST 

FIRST 

FIRST 

i" Con,o,. booo ••• it , .. <h .... or. "dio ho ... , 
tho" O"Y olh" ... tionl 

with .u ,h. N ... . , 15 co" .. po .. d.nh ond ,.. 
port, .. co~,' loul "'W1, <0" .. ,1 ... Unit.d P .... 
• . ' olu, tho , .. ot MBS no .. , P,o"o",. 

i. Sport. ""d., th. d"t<,io. 01 ROY SHUOT, 
" .. Io" o\ly k"o..-.. lItoodu" .. of ho, ... " ,.<i .. " 
bo,k,tb.n, bowli." bo,.b.11 .. d Footboll. 

FIRST 
FIRST 

i" Publi. Spi,i'. Locol ToI,"I, Locol p"I","«1 

0" tho Oiol ., 590 .... "' "'0" lock 0' 5000 
... olt" 

WROW bl.nkets the Alblny.T,oy.Schlneettdy mI>· 
kel and cove's the lieh dJilY .nd fluit 'egio.u 01 
Northeln .nd E.stern New YOlk .nd Weste,n New 
En,l.nd, Ruches. d.ytime potenti.1 01 oYe, 
3,403,000. No olhel st.lion ct" domin.te Ihe 
A,u H does WROW .• 

'-.' 

I \'oict oj the Turtlf! it rnll the producing 
compan}"s suggested contest, '" .t\1nrrioo 
My Blind Dme," nnd sent the winners 
to New York (or a Uo'I:('/.:·end. 

Pan of the Trlrtle deal included trailers 
and lobby displays in ] I theaters through. 
out Phi1:ldc1phia. In practically evcry 
area in .... hich pjctur~' thcaters and radio 
stmions juimly enter into promotions 
both the,lt~rs ;l nd hroadcasters profit. 
That's true in Cincinnati, Houston. 
Bc)StOIl. and nearl)' SO other areas 
throughout the n:ltion. 

\ When motion pictures spend money 
I \I,'ith radio stmions, they find the individ· 
u:lI outlets much IIlOTe ready to cooperate 

I
Wi th the usc of publicity and promotion, 
This i1' true also in the areas (nbou t 
33·1 /3';;' of radio station cities) where 

I
t'XhibitOrS usc time on a rcgulnr 51-weck 
basis. Thesc cities include to .... n s in which 
therc arc theaters of the Fircball, Inter· 
mountain. Goldman, Fanchon & Marco, 
nnd Interstat(' circuits all of .... hich bu}, 
radio tim('. Thesc circui ts have promo
tion men who know how to usc the 
medium effcct ively and thus get their 

I dollar's ..... orth from it. 
Even thoug:h most exhibitors do not 

considcr radio a business threat any 
more. they havco 't learned to consider it 
n good adn'rtising medium either. An 
intensive sur\'ey of motion picture press 
books o( producers explains .... hy. 
Only in a few cast'S is more than a quarter 
of a page in a 34,p:lge broadsidc de \'Oted 

1

10 the usc of radio. This is in spite of the 
faci that regular publicity mailings arc 

I 
sen t rcgulnrly by proouccrs to a radio 
list that \'aril's between 500 and 1.000 . 
There's hard ly n stmion in the U. S. that 
is without a program on ..... hich SOIlIC 

Illotion pictu re neWs is uscd. . All that 's 
miS$ing is a committee of the motion 
picture business 10 put broadcast ad.w·rtis· 
ing to v.ork for exhibitors. If an indepcn. 
demorgani:ation like thel'\ational Serren 
Scn'ice were to service exhibitors ..... ith 
broadcast accessories as they do billboard 
and other fomls of promotion, theater 
O\l,11ers wou ld usc the medium, It ·s 
diflkult for them to usc bro.1dcast ad· 
n;·rtisin ,!:" without help and direction, 

Current pictures which :lrc profiting 
from good broadC:lH advertising are 
CefllIMw'II'~ Agref!lll~!lI, The Bi~liop'~ \\Ve, 
and second nrns of 11re Secret LI1e oj 
\I','/ltI' Milly. The last Ill:l)' carry a 
mor:ll for the motion picture indust ry. 
It W;IS sold. in spitc of itsl author ntl:lcking 
thepruduction. by a c\c\'er broadcast ad · 
vertising cnn1pnign which asked "Arc you 
a .\Iittr~·· 

That'~;] qUl'!'tioll for the exhibitors! 

SPONSOR 



Peter Paul [an dies 

Brama Quinine 

William R. Wilson 
works with words! 
He's our favorite news commcntacor. 

The favorite, tOO, of thousands 

of the 395,780 radio families served 

by Virginia's Duly 50,000 watt 

radio sration - WRVA. He's likewise 

the favorite with sponsors (as 

the above list indicates). He'll be 

Jour favorite when he works 

with your words. 

Available on Tuesday and 

Thursday at 6:05 P. M .. .. 15 minutes 

at 8:00 A. M. and 10 minutes 

at 12:05 P. M., Mondays thru Fridays 

. . . and a 15 minute program 

at 6:15 P. M. on Sundays. 

When William R. Wilson works 

with words in this billion-dollar market 

) 1011 can be the winner! For all 

the news regarding this news com

mentator, contact WRVA 

or Radio Sales. 

WRVA 
Richmond and Norfolk, Va. 
Represented hy Radio Sales. 



HOW FAN CAN JANO HESS GO? 

sponsor The . r .... \ 
'''''''f ,.a l

' " 

FREE, with your subscription to SPONSOR 
(t-,i.OO I,, 'r ~"ar) 

li e'!! ;':llIl e 100 far alrel-Hly, b a~' 

MIlli e. Tlwrc'" till ' ",1;:llioli Ilianager in 

.'\orth C;lrolina w ho wrut c th ut 

h e Hoi,.., s icaili c il u"lookill l; ill Ihc r c prcscn_ 

I(l iion of thc "S tation .\1<1na1-!cr" 

thai th e "rint hur,,1 into /I<l1I1c. Alld thc 

;\ ..... York ra<lio dirt'clor who 

h,..k.·d his ( ' I)JI~' of till' "',\ CI..'fJIJnt E.'\l'c u

ti,'c " in' h b .It '"k h CC'il U"C on e of Ihe 

agc ll c), lIccHllnllli J.: -, ... i;,: .... ·• .. ·w' kind o f 

"cn .. ilh'c . " ~IJ il · ... "j"c III eal ('ul;ll c the 

ri ;;: k)lcfurl ' d('('Or ;llill f! ~'o ur u Ul ce 

" ilh tlH'!'oe 'he p roHlc:lli1'e . radio -rih

h ill ;': . Jaro Hess dra wing,.. The~" re 

) .)11 )- " d) _ x;:. . rc ' pro II Ct !t 011 tOII-

' I\lalil ~' e namel ,.tor k. ideal fur fr a ming. 

8 ... d .. th. s,,"~'''' th ... ·, ,~ . t" .. b .. . , 'h Stol,". 

Mo." •• , ,h. Acc" •• ' E .. c~h •• , I~ . R.di" D". d"" 

Whll . " •••• ",,1. I .. n 'ho ,., I, y"....-fo • ..-... , .... " ... 

•• bler,,,lIo. 10 SPONSOR. u ...... h ... dy .. ,", ... ,d 

"" ... ,'0 '0 S1'ONSOR. ~o W 51 St .. N ... Y ... ~ 19, 

If ."1111 II.ink 1111;-' tollOw"I!' i) ClIII·uf-lhi~. 

\oul'ld, 11 .... 11 Wllil 'Iii ~fllI ,.t"t· Iflt" four 

01111'1':.0. J:II 'U IIt·~!o 

:I ' ·ail .. "It" ouly \o·ilh 
liun 10 S PO~SOH, 

cadl'alllt'I ' S :Irt' 

yUill' ~ 1I"S"I'iI'
E.~ Il'a ~t ' l s. ;n.,1i I· 



I w."t • s.t ., JAR' NESS CARICAT(JRES ! 
Ple~,e en ter my subscroption to SPONSOR lor the pc:rood 
dt~,gndled below. And lend me Ofll!: complimenl4ty set of 
JARQ HESS' &dv(fllSing CdriC<lhm.:s, 5uit&ble for I'"mlng . 

0 3 Veors$12 

Send II'll:, in tddition, 1 0 2 0 3 0 "dditlOndl 5t~ of uriC4lun:s 4t \2.50 C4C:'. 
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HOW $1 ,500 GREW 
(Contiltrtrlljrm,,/!(/I.OC J4) 

thm IJIl' UlCrl'n"('S (;'In (nUll 7' ·/ r to 6~1,. , -
Nm nil dk.><:!.' iIlCf(':I.'o( .... ('n il lx· 1r.1('( '\.1 In 

fa h' (,;lrds. As a ""1Iiol1 ddi\"'r ... d ;, 
J.!r(·~lt('r prlrt of 11K" :Judknu! ill il ~ 1ll1r!.: t '! 

it b.:'Cal1l(' b s nnd k'S.S \dllin;.! IC> gr,tllt 
Il)Ic.11 rail'"!' to national tlcrount ~. and 
St:tnbnck, like 111m1\' utl","r fInn'" \~ .. :'ich 
had IlInd,' n hahit of bu)' jl1 ~ ,illl!: dir(,(,I . 
r~lI1d Ih('· ' ~lSI,-'Jws ran'\l with 1'1l} 1II;.! !II\.' 
11Ighn nlltron;11 r:Ut' 011 mOno' ,fmd lIIore 
,rations. 

Stallb:I,ck hnd of mill'S(" during 11K' 
}t'iln; built ,1 busil1(':;5 rdntiollsilip with 
many s lm ion~ which fa led th,'111 prd,'rred 
tn:'nltllCIl t. The qunlitil ) of busill('~ 
plnn'd by the dnl,!,! firm was largl' illld 
111m.)' stlllions 1m.: willing th\~lr(' ticalJ )' It1 

tear up ,h(' fait' cnrd wllLit a bin block of 
business ("()JIll'S their wa)', ""' .. tudy of 
·'de.1ls" likj ' Ihis is likd>' In rewal Ih:1[ 
Ill<.' nd\'(·rlis..'r seldom gets 111011.' than II{' 
POlYS for. A nnliOiJ:l1 spot ad\'{' rtiSCr rHny 
buy a block uf nrmnUIIC(11K'I1IS m whnt is 
t('ClinicnlJ}, class i\ time at ns low as hnlf 
the card nile bUi the Spills sold hilll art. 
sddom lOp a\'nilabilities. 

Jus t as n "~)rnnll :II ,I ba rgain s.,k. fre_ 
quent I}, buys il('nlS for which sill' has lit til' 
or no usc, so dnes a bargain.hunting 

---THE KEY TO'---

.J&,LtllVill1/kllleJota 

---
MINNISOTA'S TRIPLE MARKET 
'It HO.Ooo IN1·EI(NATIONAl.;.;ton 
... H.Ooo METKOI'OLITAN '~,id~nn 
... 87.200 fl.UKAl "'on,un'~" in th~ I>rim' r~ 

«l.erau aru. 

IVU VONI KROC .BC Mlu. N.'_ •• ~ 
DIAlS TO N. W. N . ..... rk 

So ... hun Minnt.ora·. Old<'" H.di.., Station 
DI.,Mh/uJ '')J' 

IN ROCHESTER, MIHN IIS OTA 
N~'''.~''. " ~' ..... Io~ ltv rh. J.h. I . ' .... "00 c.. 

APR il 1948 

Hit TUlles for April 
(On Rccord,) 

ALL DRESSED UP WITH A BROKEN HEART "'.,h' 

DREAM PEDDLER, THE 
F, • • kle C .. I-C .. 1. lIDJ~ , 5.1II .. y Key_l,/lc . to.!~5t 
Hotl O., ... i.-Co".'" • SOl>Oh L""o.-M.,e.' • Dol C ... ,lo.,.-l,/ilo .' 

FOOL THAT I AM (H ,'" •• '_M,,~I) 
O' .. h SIIor-Col. J795t • 5.","y Ke._l,/ie . to·9:601" 
Billy Eeklli._MGM l oo9J • ["kiu H.",kino-Vlc. to.U10 
Di .. h W •• hi.,I ... -Me.-c. .050 • G .. d,. P.I .. _Mir.d~ 104 
G.orllo Glb4,.-M.I. ltOI J • 9.l>Ok. Brolh ... -O.., . • ,0.9 
The Ft. •• no-N.r. 9040 

I WOULDN'T BE SURPRISED ,,_",,) 

IT'S EASY WHEN YOU KNOW HOW 
heldy Cr.,1,-X •• i., (usft-(oI. JII J5 • 10M P .. I.-I,/ic. t6-9OtJ 
J ..... EdwoWdt-ViI •. 9Jt • III •• a...OfI-MGM' • Eddi. BoII •• lin_T ....... • 

LET'S BE SWEETHEARTS AGAIN 

LOVE IS SO TERRIFIC 
L., 8.o .... -Col. U060 • Aft Lo.d-N\GM 10lt~ 
H.len C ... .,II .. s.til~ __ I,/I • • !O.!~1t • E ... I. f.lI .. OO"".I-C .... . '6 
I,/ie o. ... o"_M ... ",y 5104 

PASSING FANCY (BM" 
I,/ •• ,ho 1.40", .. _1,/1 •. to·un R.v Oo .. ...-Mer. 1186 
Johnn y Johll .. __ MGM 10117 • f •• n.e. L •• 'I ... .r-M •• cury 5095 

TERESA (Duet.. .. ) 
Oi"" Hu .... ·A.dre .... Shle',.....O..,. HUO • Ku Ky • .........col . J8061 
J."" S .. llh-C.". 414 • I,/Ie o. .. o __ M"e",y 509t 
Do·R<ty·M~ T,IO-<:o ... 7504 • J .. Gorb_To"," UJ5 
Thrn 91 ... ..-E .. I •• i •• '61 • JooLo .. -VIc. IO.1819 

WHO PUT THAT DREAM IN YOUR EYES 
Motk W ......... -C ... " .ot~ . Ft.y c.t! • ...-« .... 1" 
J .. k MeLun-C .... 1 '015 

WHY DOES IT HAVE TO RAIN ON SUNDAY c ....... ) 
f reddy MMin--VI •. to-tSH • s.. ....... Le.iOn-M .... SOIt 
O •• nil o....-I,/Ie . to-IHl .lIut.S.. Bo....-MGM' . Mih He"" Trio-O ••. !Un 

YOU'RE GONNA GET MY LETTER 
M .. y Oobor._O.., . t4101 • A,ltl •• Roll in t-Iktilol Ion 
GUY L .... b.-d_O ••• • 

YOU'VE CHANGED (Mo, ... , Co" 
HOff' J .... .. Oick Hoty ... o-e .... )~411 • A ••• Sholt_L ... do. III 
Adol. cr..r.--oec. 14159: • F ... kle Leln_At", n6 
Ki., ( 01 . T"_C .... • • J .... EclwO«l,-Vile. ' MOlY o.o __ Ale<ldi. l010 

67 



... ----------------------------------------------------------------------------------........ --......... 
~roll<;()r (rcqtll'IHI) ~l't stuck in market" 
",JHeh dn fU)t producl' l'110Ugh to justif) 
ewn the romp;lf,lti\'cI), little Ill' is spl'nd. 
inJ.: 10 rea<.!! th".nl. 

Stanback had growl! up Wllh rooio but 
bro;ldcil~lm}! ..... 3~ r:lpldly I)utgrowing the 
(Joe·minute announU:lllO..'l1I form on which 
~t(lnbtltk h:ld jlrfi"P"fl'<l Felloer and 
fl' '''' t'r unt:- rIllllU It' ;'IV ail(lbili til's"" crt' b..-ing 
.. Ifl'n:d , dl .... piu.· thl' {act that Stanback's 
ild\"crti~illg probklll H-':llly rcquirt.>d til ... 
usc of tlw Ofk.'·JlUnute p{'rOO. 

SHlnbnck :'ibo {"cl'd anotha problem. 
II nov.' had a tablet ""hich it ..... anted to 
sel l to tlK' prllipt.'ct who couldn't be 
shift{'d {rom th(· lI"C of the tablet {orlll of 
rl-'nU'd}" .... hilc at th\, .,:lme tuHe main
wining major emphasis un the powder, 
where Its }:trl'a ft'St margin of profit lit'S. 

This ;Jlsf) n·quircd lI1or~ im timc. Th~ 

;'l n l' ..... cr, :I' prc<.('nu-d by L1rml'r's Pied
mont ag\·ncy, .... ·a~ a ~pO t progrnm plac<.>d 
on regional stations Ull a dail} basis where 
possible. 

I t was a million·dullar g:lrnble. The 
premiw was l .... wbli~h\>d through a 100, 
pa~ pn-.cntfllion and a thr(:c·dar selling 
<;(, ... '>ion by L1nner. 1/(' explaim-d ..... hy 
he W:lS strungly for usin~ rcgional st:nions 
with good ru .... er. HI.' :ldllllt[\'d that ..... ere 
he Ixl}in!! all} thing but a program .... hieh 

he ex]X-ch_'d ..... ould (,kwlop a listcning 
h<lbit hl' ..... ould have many holl'S in his 
sl'Hion lillc-up. '\5 an cxample he pointed 
out that at the llOll'S WLS (AIlC), 
Qlica,Co, carried the ~amc prof:!ram as did 
WE.\lr, tilt· ABC ~lil ..... auk\'C o(Jlll,t, II 
hnd vcry fcu, Ii~tl.'n{'r') in ,\Iil ..... aukcl.'. On 
the olher hand \\'LS'~ broadenst of Tlrt 
Lout Rong('T, ..... hich is nUl carned b}' 
WEMr in ,\Iil .... 'nukce. rates from a 6.9 
to 9.1 in that 10 .... ·11. Follo ..... ing Ihlll !'<1nl(' 
pattl.'m he l·Xpccts 10 pick up many 
listeners in !O .... ·ns in ..... hich tht: Peter 
Donald pro~ram .... ·llh which Stanb.1ck 
is domg its giullbling is lIut heard throul!h 
any loc.lI SUIt ion. 

The sck-ction of a program built 
around Pctl.'r Donald u,'a') a major de
ciSion. Donald's work on Qm You Top 
Tlris? nnd the Fred Allen progralll had 
buill him a cominuing nnllonal reputa· 
tion, yet he .... 'asn't in the bil! money 
class. ),el. Ch"riie Swrk ..... as choSl.'n a~ 
the produC('r lx'eause hI.' had a long r1('[ 
..... ork history behind him and he kne .... · 
tran .. "'rirtions. It ..... a~ Stark .... ho con
tributed till.' "Stanback (or Peter Donald" 
upt'nin~ which is adding to spon<;or identi
fica tion ratings retn Donald's best 
audicn~ app:1rl'lltl)' is in the middk' aJ::(.' 
group of adults. so the Thn .. 'l· Flanl('l' ..... l·re 

chosen for t~ musical section of tlie 
prowam to appeal to the younger cle
ment. A fairly ne ..... \'oicc, D . .'nnis James, 
woose fame is based upon his lOP an
nouncing on WABO (Nt, ..... York). was 
SCll-cud ( 0 halldl(' thl.' commercial chon.'S 
on the program. The pack.1R<.' wa~ new, 
the fOffllula, s tor) Idlmg, old. 

Three conUTw.'rcial spots arc used on 
the program. The first is dcvotl'ti 10 

Slallb.1Ck tablels. The middle comnll'r, 
cia l IS assigned Ihe job of selling Ill(' 
formula, tts usc, results. l·le. The closing 
"POl is given over to Ihc produCl that 
kecps Stanback makmg big moncy- the 
po ..... der. 

Thl' program itself is cO~linl! in the 
neighborhood of $}.SOO a .... ·l"ek for five. 
With tran!'Cription OOSIS and trme, SliIn
back appcars 10 be slknding bet ..... ccn 
$1.000,000 and $1,250,000 a }Car, on a 
52-..... eek basis. 

This mcans thai il ..... iII havc to do 
bellcr Ihan $],000,000 gross this rcar if 
the campaign is to Justify itself. Tabl('t5 
do not permit an ad\'crtising allownl1Cc 
nearly as gr('at as po ..... ders. The latter 
con~i\'abl}" could spend as high as ..w'O 
in advcrtising and not run in the rro. 
Th..' maximum that can be spent in ad· 
\'ertising a tablet is "aid to be 231'-;:. 

WBT takes care of a thorny problem 

1.s"[,,,,J,,,,) "I r h,· J,.q.." JI, ~I,m./,,,,l /'i{i·/""""""· r""'/IIIII, 



Tablets arc brand new wit h St anb..1ck
they were intoduct-d for the first ti l11e on 
February 13. Stanback makes its 0 \0.11 

powders, has its tablets made for it by a 
great pha nnaceut ical house. The head
ache rem(.-dy field spends from 20 to 3Q(J-o 
of its wholesale gross on advert ising, a 
common perct'ntage ill the patt'nt 111(.'(li
cine field. 

Stanb<lck's big pnlbk m is rost per 
sale, m t urally. Will the trnllscribcd 
program spot COSt them more t h:m their 
spot campaign? With the program, 011 an 
over-all basis, they have achieved belter 
t ime slots. However, the sponsor looks 
<I t his campaign in the budget. Since it 
tnkes from six to Il ine months to cstablish 
the 5:llcs elT(.'Ct ivencss of any he.1d.1che 
remedy advert ising (as fo r most pharma
ceuticals) it's important to establish the 
reliltive cost of the Peter Donald pro
gram vs. spot announct'Jl1ell ts. 

Sillce with regiomll stations it's practi
cally a casc of compa ring chain breaks with 
programs (one-minute announC('ments 
arc not avail able in premium t ime), 
St anback checked the cost of chain 
breaks vs. programs. 

Three stations call be taken for com
parison: WSB, Atlanta; WFBR, Balti
more; and WWL, New Orleans. 

On WSB, a chain break before 6:30 
p.m. costs $29.25 0 11 the 312_time rate. 
On the same statioll a 15-minute pro
gram at 6:15 costs $72.90 on a 260-tinw 
rate. T hus for less than the cost of 3 
chain breaks (at the daytime rale) which 
would have 1x.'C1i $87.75, Stanback ob
tains a IS-minute program with two and 
<1 half minutes of commercial. The chain 
breaks arc 20 s<'COnds long at the most, 
so this contrasts 60 sl'COnds vs. 150 
SCC(Jnds. If the nighttime chain break is 
used as a contrast (it starts at 6:30 p.m.) 
the bias ill favor of the program is even 
greater si llce t he chain breaks at night 
cost $48.75 each 011 t he 312-time rate .. 

Stanback d id some intell igent buying, 
obtaining this particu lar 6: 15 p.m. slot
just before the time cost jumps up. 

T ypical of rate structures is that of 
Wf-BR. Fifteen minutes at night cost 
$140. A cha in break costs $35.00. 
T his makes a ra tio of four chain breaks 
(SO seconds of commcrcial) ag:linst one 
IS_minute progr.nn (150 minutes of 
sclling). 

Radio station WWL in New Orleans, 
t hird of thc stations taken for comparison, 
has a chain break rate of $55.00 and a 
I S-minute rate (during the same period) 
of $150.00. This ratio is less than three 

to 011('-60 seconds of :IIlOQunccmellt 
commcrcial vs. [50 seconds of program 
advertising at nighttime rates. 

St:mlxlck had SQllle hot chain breaks, 
next to programs like Jack Benny, Mr. 
D. A., and other high rating programs. 
It also had some low audience spots. 
T here is no available infoml:ltion on ad
vertising effectiveness of chain breaks. 
There is 0 11 programs. 

In most areas, the Pet('r Donald show 
started with a 7.5 rating. It's on the air 
at times when it would be almost im
possible consistently to obtaill chain 
bre:lks. It's on the air 011 stations that 
have broad regional covemge. In most 
cases, because it is a program with a wide 
appeal, stations have played ball with 
Stanback's agcncy, and COSts arc being 
kept down. The problem is that chain 
breaks have literally no talent cost. Peter 
Donald has. Thus it's n('('cssary for his 
program to produce at a level that justi
fies the program tab. 

In New York, P hiladdphiil, Detroit, 
and Pittsburgh, SPONsOR'S confidential 
check-ups reveal that the program is 
doing " bt'tter job than Stanback's an
nouncements did previously in these 
areas. The sponsor has no figures as yet 
thaI reveal anything conclusively on 

• • SELLS 52,412 ROSE BUSHES AT LOWEST COST PER SALE IN THE NATION 

I\ Jo vil! ;;: ro.;;c 1!Il "h e~ "an he a st il'klf'r of :1 job. Bnl n OI fo l' 
50.000·\\"all \X ' UT. For Ihil"l ('ell we("k ~. a 1I111· .... rr r:m a I'O~C 

11I1.·1i ~ cllill t! e<l lllp a io:n o n the ('(l ull tr~'s Icnl tin g ~w l i"Il~. 

\VBT ~01,1 52.1 12 ill Ihn'f' lII o nth" ... all a ve rao:c o f 5i 5 
IoI1 " b e~ a da y! \Iost illlporl :mt. W UT's ('ost per s,tic was t he 
1m, ('.;:1 in th e 1I a li o ll - 9 % ! 

Th e a",em'y r e po rte d . "y, ,11 r rel'onl ill I he fill est we h ,,\'c 

c ,'c r hall. '\'e ,I re ~urf' it i" 1H',·a ll .'C fl f W' HT's la r;:e a",l i(' II('(' 

am i til(' t'ol1fide IH'c it li ll .. in \r BT:' 
Big s ti les at low ('OF I. Th a l '~ a " ' UT luilli!. Bc(';w~(' 

\VLl'!, a \ e r ;!;!!!" 1II0 1'C li ';:Wllcr .. ill Cha r l"' ti f". ,J ;I~ - :H III lIi ", l1l , 
th a n a ll u lh er s t a ti o ns ('o lll bi ,lf'd · ... h a~ virlil a ll y II I) 

Charlotl/' " OIl IIIClilioli ill 9 1 o lher C:lro li n:t " ollnlic~. 

H ave yOIl a I ho ru ~' sales pl'o hl elll '? Ui'C \\'BT. YOII' II 

p la nl yUill' lII e"~:I :;(, in the 110 1I1 C!' o f three ,lIul a li li lf mil lioll 

\VBT·Ca roll11l:1n ~. AIIII h al C ,I ros)" fU(ui c. 

*C, E. f/ OUPf'f. 0"/ . .,\' 01 ' , / '.Ili W BT 
'h .. J effl!uon Slondul'd Broudco$lihg CompOhY 

Rcprcsrfllrd by Radia Safes. , . Radio Sialia"s Rcprru~lalh·e . . ' CBS 



'Ill)' markns. TV PROMOTION 
In (}Ill' dl'p,lrtll1l'nt the Stanb:J('k broth

ers ~-'l'm to be missing the hom. The}'r~' 
doing no plJlIlt-of-salc Illerchandising 
1111 th..: program !It a ll. Thl',lgclllY is II firm 
Ix'lien'r in p(lil1t '<l f-~;'lk ndverri~ing, If 
till' prugral11 Te;l lI}' "<'II ~ tlwrl' 's I itt Ie duu ht 
hut that therl"l1 LX' pkllt)' of tic-in ad
Wrti~lIlg. which liP (OliO\\, h:15 b.:en left 
t" tht· bro.1dcilsting ,ulliolls, i\ lany of 
tllL'1l1 havc over-l'xtcndl'd thclll!>Cl\'c~. 

Thl'} rt'nli:(' thllt if the formula of 
ll;m<>llI11 .. pot programing b proved by 
SVlI1hack, the brnadca.<.ting busil1c~, 

and ;ldnrt ising trade will profll .••• 

(Om tiuucdjrom ""iiI' 62) 

ll~,\ ... spapt:'rs, By [hl' liml' tht're arc enough 
vkwers to fnTCl' till' ~1;lIion to drop m.ul
ing~, tht'rl' are enl/ugh fans to ju~tify in
clu~ion of Ihe schcdllks by I\l'W~papt:'r~. 

Sport in}! e\'l'nt~ art· tllP drilwer IIItrilC
{iOIlS for [cievision, and Sf) Slmlons make 
cer(;lin that they haw big banllcrs 
displayed, Whl,!l there i~ no C011II;'lC[ 

prohibition against tlwlll, \\hen tlwy sc<tn 
any l'\'ent. This is abo true in a ]l'Ssa 
degree wheo civic \ Wilts, lunchC':>, and 
an}' form of special e\'l'nt is tl'll'CaSl, 

5000 

8 Times 
BIGGER!' 

Since 1934 \X' DNC advertisers have 

moved merchandise fas ter in Durham, 

third largest North Caro lin a city, 

they can do so over a s till great

of the South's Number One 

"-
Scate. Now ~DNC has gone f rom 

250 watts at 1490 to 5000 wattS Day_ 

1000 watts Ni~t" 620. Now 

\'<'D NC has a primary of eight times 

" more people making six times more 

" ret a il sales! leI Paul H , Raymer 

you t he who le new story, 

W 0 NC 
DURHAM, NORTH CAROLINA 

WAITS 
620 KC CBS 

BONUS, WDNC-FM 36,000 WATTS 

Since [he medium is basically pictorial, 
"billbllarding" is nl ..... ays dfcctivc promo
tioll tn the Ii\'e audiencl'. A[ thl'S(" e\'elltS, 
thl' qati()n~' mobile units are direct pro
l1lotilln for TV, Thcse "swtions on 
..... hl't·b .. arc usually colorful. permit side
walk "uJJ\:rilllendelll~ to over5('C the l'n
ginel'r~' moniwring of the programs and 
illl the det.1ils Ihat gn into relaying the 
events In [he (Tansmitter. \Vlwl1ever 
one Ilf thl'S{' giant bu~ ,1ppcars a Clowd 
gatl1L'~ quickl} and gncs aW;ly talking 
aPotll [he magic of vid(1), 

While nllltion picture theaters wOrry a 
grC<lI deal ahout the competition of pic
torinl el\lerUlinmefit on the air, there arc 
many thl'aler owner~ ..... ho have proved 
by tl'St Ihat il receiwr in the hlbby is a 
busilll""s builder. This is cspt'Cially true 
in the case of ne\\,'sTt'('l theilter~, but 
many e~hibitors alollg ,\lain Street obwin 
crmsiderabl<.' off-tlw-strl'C[ businl'S~ via 
their TV receivers, A good number of 
tl'icvision set o\\'Oers ~a) they saw thei r 
first tele"j~ion ~t in operation in a 
theater foyer. 

The Don Lee lll't\\'(lrk uses motion 
picturc theaters to publici:e it~ lcgu]ar 
radio programs, Fift)-foot trailers of the 
proJ.:ram arc made (or this purpose, After 
the}'\'{' scrvcd thl.'il purpose in the thea
te~, Don u'C has 16mm prints mlldc 
flam the trailers and U$CS them on their 
stat ion, \\' 6XAO. The) also lire .scanning 
the broadcast progra ms 0111'1'11 Jar (I Day 
and Hrrtrfs Dcsire re~'Jlar1y. It's rhe 
Oon Lee idea that thi .. is the ..... ay to con
velt list(lIers into \'ieu,'er!-painlt'Ssly, 

George Btllb,lch of KSD-TV, gent'la] 
m<llwg~r of nil St. Lollis Post-Dispatch 
radio activities, rrol1lot~ his TV opera
tions as intensively as hc C\'{'r did his 
radio bro.:ldcas[ ing. Hl"S using dash
bo..1rd calds on 200 bu~cs, car cards on 
500 ~trec r cars and bu~, His is one o( 
Ihe few stations on thc air that is opera
ting in the black (not cooming any return 
on the ne"spapcr's original invcstment 
in the s[<t[ion), The reason: he uses 
e\'en' worthwhile promotional de"ice he 
can-- [0 sell more ~els for deniers. The 
marc -.ctS, the more \'il'\\'l'rs, and more 
vie'\('rs t1lcan bener Tl..;ults for hi~ ad_ 
\'erti-.cls, 

RCA-Victor center~ it~ comumer seil
ing of tde\'ision in it~ giant ('xhibil in 
~C\\' York's Radio City. There, as a 
pnrt of the rrl'~clllatioll of all RCA 
acti"iti,$, \'i$itors ~ thel11..cI\'C'S scalllled. 
111e receiver which ther walch is sus
pended abo\'c the platfoml on u:hich they 
~t;lIid while being scanned, A numOCr of 
Il'Ct'h'en; arc in"tallcd in a semi-circle 
around the platform so thai other d~ilOrs 

OWNED BY THE HERALD . SUN NEWSPAPERS (PI""""''''po,,c,S) 
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c - 2 .2 

""fi"n Will - 4 .9 

The WEEI Food Fair has a 158% 

larger rating than the average 

for all five similar 

Boston-originated shows on 

competing stations or regional 

networks-96°/o more listeners ,han 

the second·ranking station 

(Pulse, January-February , 1948 ). 

To increase sales of your product 

in Boston, ask us or Radio Sales 

about the best food buy in 

Boston radio ... the WEEI Food Fair . 
~~~-~I.~O __________________________ ~ 



MUSIC WEAVES A SPEll Good music wc:!.\cs a spell that attracts and 

holds Iistcncrs, keeps them close to the station that gi\'cs them thc music 

thcy love. ~Iore than half a million families in and around New York 

spend so much time listening to wQxn and WQXH-F\ f that no other 

station can reach them so drecth·ely. And bl'ca use these music lonrs are 

hetter-income families in the world's biggest and richest market. , . 

a<kertisers find them valua ble and profitable 

customers, For bigger sales more casily made, usc the WOXR stations distinguished for good music and 

bulletins of The :-':cw York Times. 

" 

the ncws 
,., and \\'QXR-F,\f 

Radio Slalion$ of The XeIV )'0',1; Times 

IItatu8 report 

The People Look 
at Radio 

l\. tore people likc commcrcials 
than fecI they "spoil a pro

gram by mterrupting it," This is onc of 
the conclusions reached in thc sccond 

I NAB-National Opinion Rescarch Center 
study of public attitudes on broadcasting, 
Ewn Paul Lazarsfeld, of Columbia Uni
versity, who admits that he is ncgative on 
radio and thus of the lesser onc-third in 
hisattitudc towards broadcasting, couldn't 

I 
find a substantia! rcason for controverting 
the survcy's rt.'port on this fact, It is im
portant to sponsors, howcver, to rcalize 

I 
that thcse very same respondents (60%) 
flX: ] that commcrcials detract from 
programs by intcrruptin~ thcm, They 

1

(58%) further criticize commercials as 
bC'ing boring and repetitious, 

On advertising claims, 60% of the re
spondents feel thac sponsors "claim too 
much for the product," lndicath'c of 
how important this 60~ figure is, only 
28~ fed that adwrtiscrs don't claim too 
much for their product and 12c;o "don't 
know." As high as 46~, of the respond
ents find broadcast commercials "often in 
bad taste," 

\\'hen 74~ of radio listeners feel that 
commercials give useful infomlation about 
things thcy want !O buy (indicated in the 
SUf\'j~y), but 60~, fecI that thc adver
tisers' claims are extravagant, it's time for 
sponsors to check their usc of the broad_ 
cast ad\'ertising medium, 

Singing commercials appeal basically to 

the listener who isn't pro-advertising. 
The dialer who likes tuneful selling repre
sents only 3750 of the listl.'l1ers, while the' 
radio set OI,\11cr who prefers other (onns of 
broadcast ad\'crtising represents 43%, 
Th is indicates that creeping up on the un
aware may be good policy in other medi
ums but it doesn 't consistently reach the 
majority of radio listeners, 

Answering thefcelings about a dffrease 
in listcning to news::asts, the survey. 
made in the winter of 19';8,'48, indicated 
that this fom1 of broadcasting is still first 
in the hearts of listeners, The first dc
sired program types (day and c\'ening) 
are: 

lh)' F.~~nln~ 

"~""C":ISU <2% 1~$ 

S<-rl"I .. ..,.I ... 19% 
()ulz sho'u 1i% "'% 
KdhHo ... "nd dHo!lonal H % 
r)-.. n~ .. and I""P nl uSI~ "% " % 
llon'~n", ... rn~ " % 
1' .. bll<, I ..... u "% 
:'>I}·'!('f")' I'",c,rnn>s U% 
S""ns '-'% "% 
Seml_c1a .... l ... l mu,1c "% 
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"And some feU among thorns: und the 
thorns sprang up. and c.hoked them. But 

others fell into good ground, and brought 
forth fruit, some an hundredfold . 

~{}·\D I 0 TIME au '( E RS SO " the "secds of sell " 
lip and d(lwll the land. The fr ll it of that sowi ng depellds IIpo n 

the fert ilit y of the ground ... ill this case, the receptivit y of a 
particlIlJr alldience to a sell ing message. 

Here at '''SA L a SJ ics message is !lOt SUlllc thin g: to be grafted 
10 a pr(l,c.:ram . Ollf programmi ng is bui ll to sel l produc ts ... lO 
pn.duce PuRPOSEFUL T UNE-IN by the people " 'ho buy 
lho.<;c prodllcts. \\'c bcl ilxc this purposeful 1IIllc· in is the radio 
equiva lent of the paid su bscription ill printed media ... that it 
produces the Illost ."ales for the advertising dollar. 

Ci ncinnati tilllC bllycrs kllow this" " " " " th;ll 'S ,,"Il \' 
WSAI C .\RRIE S \ I ORE DEPART\ I E)1T 

S TOR E 1\ J) \' E R TI S I N G 'I' H A ~ ,\ L L 

OTHER C I :\C I :\)1.\TI STAT IO:\S C:O \IB I :\ED' 

• 
• CINCINNATI 

• 
• • • • • 

A-B-e 
A MARSHALL FIELD STATIO N REPRESENTED B Y AVERY · KNODEL 
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Only m' .... ~ ha~ ,lpproXilH1lIdy tilt S!1flll: 

app~':11 da} imd ni~ht. Tilt hi~b position 
of rl'l igiou~ prugr:nning js a ~urprl';'(' to 
m:my ~tUdl'l11~ of radio. Fl· ..... n(tlll' OIIIl'T 
program hgUfl'S ,Ul', In roting, .... h;lt Wil!'o 
(rfth ;1 1 night ! m}~tl:ril's "/1', hnu mort 
[t1tl'rl'~t (hnn wh;lt lIas ~'i:oml III till' d.1)"' 
lirnl" I~f,: rial ~ 'N';), This I~ ;mO(Ill'r indi· 
cnllon thm th~' d:L) t itlll' ;LuJK'nn' li~tl'ning 

dt~irl'S <lTl' not as ..... ell siltisfl('u as night
timl' }l·m. \\'Jwn thl' sl'mnd Ll1o~t·]ik(·u 
progrinll tYl'l' at night Iq lti~ ) rall'S 56', 
of till' n~pC!LlJI'I1tS to il sun'l') anu till' 
S\."l{lnr.i Uil} I1l11l' prl'fl'rl'nn' (sl'Tlilb) rnlt'S 
only 3\)", It t1lU~t b..':apparl'llt thn! ad\,('I' 

ti~('rs haw thl' da}light hours wjdt, OJ'I("11 
in .... hich (0 tlt'I'dop il program form that 
eomp,lrl'~ ..... ith thl: nighllil11l"s comedy 

~hlJ""'. 
Therl' I~ ,I qUt'lotioll ltl man) ~pcm~r 

mind~ ahout u~ing program ad\'l·rti~ing in 
nl'W~p!1rl'r~. Jf it', a nl· .... program about 
.... hich the ~ pIJIlSOr llil' to tell his Hutllt'net', 
figurt"S from th~ sunl:) Tile ['ublic l-OOks 
11/ Uat/IO arl' VN}' important. WlwlI 
ilSkt'tl iI thl'} maUl' ,Ill} dlort to rind out 
about nt' ..... programs Oil the mr, (>4"; said 
"no," 35'- ~ ~,liJ ")t'~," and I", Just 
didn't know. \\'hcn (J-I' , indie:LH' an 
inl:rtra towarus finding (,ut fur themsel\'('S 

NEW TOWER 
More Effective Power 

New tower and transmitter 

now completed . 465 foot and 

300 foot ground system pro-

vides 100% increased coverage. 

. " Listeners hail improvement 

to W EMP serVice area . 

• I B~ WEMPA.M. 
(t~V WEMP f. M.--

Avcry Knode] Inc. 
N. tio n.1 Rcp'cfCnt.t ins 

• 35,000 Effcctivc R.di.lcd Powc. 
b eginning A p ril 15, 1948 

..... hat\ Ill' .... Oil the :Ur, it would ap~;lr 
that r('tnindn adn'nising about Ilew pro· 
gr;)lll~ is \'i(;ll. 

As (or tht· ll11'diwm that sponsors ma)' 
tl!:>C.' In .;.(.JI their Il('W whjck~, -15'~ of the 
Tl'spondl'nts indicatl' that thl') find ttwir 
Ill'W alT elHt'rtililmll'nt ViiI ne ..... spapt·r~ . 

Word·o(·mouth is right IWXt to r,lJio a~ 
an audit'net' buildn for programs with 
261 ; 01 ti~u'IK'rs indicating lilat broad
C:l~ullg brlnj:!s tlWnl nl'W~ o( ncw programs 
and 24' (, th .. ' eOIl\l'rs:l tlnnul mUll'. 

Roth aUvl'TtiS('rs and 11(':w)rk eXt'cu

tl\'l'S S('('m undil<turlx'd abJut "nun· 
JiMcning" ,s l·O:o.SUH. r:t'b~""lr)' I 'H3), The 
"lIb/it I.ool.: s III Huilw m I} br;ng h.Hh up 
~horl, TIlt' rqx)rt indie:ltl'~ that non· 
li~tl:lwrs aI{' III thl' (olJowmg P'vp'}TtiO~l'; 

' Iu.n;,,\! \r,,' '' '''''" 1.1 'nh~ 
l" "~ j~9'~ ~"Z 

On lotallis[clling rx:r:da). a figur~' Up'lIl 
..... h[ch most advt'rt[S('rs and bro.1deastcr .. 
would lik{' to COllet'ntTate, 26' { li~t(':l o\'er 
~i.\ hours. From this pt'rioJ d )WII, hours 
or IiStl'Jllllg art' as follo ..... s: 

(h-,'r.h hu"", 
Fin' to>.h h""h 

t'"". '" h,,' h""h 
Th'~,' '" /"u. h,,",~ 
'(' .. " ,,, d,,,"· hu"" 

.'4.,..; 
11'% 
l(lot 
1.1 ",;; 

/1." 
([,lease turn to JXigt 78 1 
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I n the nc h, progrC'Ssive Southwestern area served by 
WFAA. news /s impQrtllnt , Today WFAA's vast au(hence demands 
complete, accurate, frequent newscasts. That's why we offer so much 
news every day on WFAA .. ,95 newscasts per week,locally gath
ered, e<iLted and prepared by the WFAA Newsroom, irK!epcndenlly 
01 MK/ in lOrldl tlon to NBC and ABC News a nd Commentary, 

Beginnmg at 6:00 A.M. each morning, the WFAA Newsroom 
pours out n steady stream of news and informot ion with n mmunum 
of 12 newscasts daily (and more on some days ) over WFAA-820, 
WFAA-570 · and WFAA-FM. 

T he Important job of directmg, cOOI'"dinating and writing a ll these 
95 weekly newscasts falls to SIdney Pie tzsch, WFAA News DIrector, 
and the Newsroom staff of six full-time, e xperienced and able new~ 
writers and editors pictured to the left. 

WFAA's volume o f news is kep't fl owing from Associnted PrC'Ss 
wires and United P ress wires. plus State Associated P ress wirC'S
p/u!J leg men in the Dallas-Fort Worth area spendmg full time gath
ering local news to supplement wire services, With nl/ these fncilLtie!, 
the WFAA Ne wsroom digests, analyzes and rewrite! each day's ne ws 
. .. to provide up-to-the-minute coverage and reportIng o f world news, 
national news and local news, instantaneously, a s it happens, fully 
nnd accurately. 

Even this LS not a ll of WF AA'$ complete news service! Special 
events, public service and farm news are handled separately-in 
addition to regular newscasting at WFAA. T his. with our regular 
daily news programming, hears out our claim that W FAA oRer1l 
the fi/!CS t .md most complete news service 01 /lny ~tatlon in the 
Great Southwest. 

'Oy «<I .. ol FCC. WFAA op ...... h.lft,,,,, On no Kc (5 0.000 ... ,") ond ILoII '"n. Dn 
570 K~. IS .OOO ... ".). 

ADVERTISERS AND LISTENER S (ONTINUE '0 RELY 

ON WfAA TO LEAD THE WAY IN THE SOUTHWEST 

largest, Masl Experienced Staff • (omple'e Modern Facili ties 

Proven, Papular Progromming • (amplete. Effec tiu (overage 

World News 

National News 

Local News 

I 
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B«j l1r;r;ie DOES IT AGAIN! 
over HALF A MIlliON LETTERS in '41 

A total of 527,209 pieces of mail poured into WNAX 

dur ing 1947, proving more convincingly than ever that Big 

Aggie's listeners are loyal and responsive. More than 74% 

of the letters were directed to commercial programs, either 

ordering or in quiring about a WNAX - advertised product! 

Mail came from 400 of 401 counties in the WNAX five 

state area plus another 100 " outside" counties. Maps telling 

the complete story have been distributed. If you don't have 

yours or want additional copies, 

write us today . It's packed with 

information you'll want to know 

about Big Agg ie Land, the richest 

agricultural region in the world . 

, 
570 KC 
5,000 
WATTS • n 

StatIO 
A Cowles 
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'Roclin; 
c!L8;lr's 
gotine 

• That's how lazy S"nes. in 
the p efson o f Ted Cha pea u. 
s tarts his disc jockey s how 
every w('c k-d"y afte rn oon on 
WMBR and Ihe onl y sleepy 
t h ing a bou t il is the d rowsy 
accent s in which Bones plu gs 
h is com me rc ia ls. 

• l oca l advert isers can ', af
ford to fool a rou nd with t h ... ir 
advertising money. II ha s to 
payoff in sales _ and quick. 
That's why t he l azy Bones 
show and Iheot he r WMB R par
t icipa t ing progra ms are so ld 
oul so lid 95% of the time. 

• Bu t when yo u wan t your ad
vertising dollars 10 pay off in 
Jacksonville s ales, it's smart 
to follow the lead of the loca l 
merchants to WMB R. 

NOW 5000 WATTS 

WMBR 
Pays off in Sales 
J,cbonville, Fkt,ida, C.B.S. 

THE PEOPLE LOOK 
(umrillUrd from /XIK(' i 4) 

O"t' ", " ... h",,, . l~% 
1l,,~.h~1f ,,, ""., h uur 10% 
fU"'o·,, "'Inu ... ~ ,,, h~H hn'" 1% 
t fl '" IS ",,,,, .. ,.. 1% 
II",,', lI,,,·,, 1% 

/I. lore Public Opinion survey rC"S!Xlnd
ems think that radio i<; fair on public 
questions than believe that newspa)X."rs 
;lrC fair. Thl'}" re!Xlrted: 

1("0.11,, . ...:'· .. ' ...... 1""'_ 
F,,;, iY% ~~% 

The f{'('ling of radio'~ news-unfairrn.'SS 
among those who arc anti-broadca~ting 
( 1J7t, since S~ didn·t hazard an opinion) 
IS attributed to advertisers fJ2r;), sta
tion owners (26"; ), and CQllllllelHators 
( I S~). The b.1lanre, 2-I t'(, think thl' 
I-.'uilt} parties arc "SOl"noon(' elsc" or just 
"don't know."' It 's imporlant to ~pon
~ors to realize that allllOugh the critics of 
radio·s I'M.'WS ;:!rl' k ss than 13 .... ;: , almost 
aile-third of tlK"Se put the onus for s1;lnted 
news on the advertiser rather than thc 
station or othl'r factors in broadcasting. 
Thc actual anti-radio pcrcclltag<' of the 
entirc panel of rl"Spondcnts isn·t high 011 

this qucstion ( 2(i~ of 1J"; is only 3'"'"( of 
the whol(·) but it indicates, a" did a rt'cell1 
college sun'l.'Y of undergradua1l.' opinion, 
that it doesn't takc tOO much to put the 
finger on bro.1dcasting. Thc so-called 
intellectual minority is suspicioos of all 
adwrt ising, Paul LaZilrsfcld, who ana
lyzed t he survcy, points out that while a 
breakdown of the respondents on the 
basis of education rewals that the 
·'critics" of bro.1dcasling arl' pr<'ponder
ent ly in the colk'go: graduate group therc 
is a high degree of crit icislll in respondents 
who haw ··some college·· and \\'ho hav(' 
complctcd high school. The <lrticulate 
minority arc anti-adwrtising. There is 
also a marked increase in thc criticism o( 
broadcast advcrtising in the higher income 
groups. The combinmion of those who 
"don·t likc advcrtising but will put up 
I,\·ith it ' · and those who would "CUt OUI 

all advcrtising on radio'· in the monied 
dass amounts to J2C( of this group. 
Since the higher income group usual1}· 
earn or rccdw thdr incomcs f(Om indus
trY, it's s ignificant that 32';; of thclll dis
likt' broadcast adwrtising. 

Thcrc arc mallY favorable rl'a,tions 10 
radio ill this !'('{"ond Th(' ProP/I' Look (II 

Radio report. Asked if the) thought thill 
schools, l"X'w5pnrers, radIO, local gowTll
mcnt, churdws W("Te doing tlll'ir job. the 
rC5pondl'IHs rl:'port in thc (ollo"·ing 
manner: 

( 1'/C"II5(" IlIrll /0 pag(' 98) 
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fOREMO ST in PIONEERING 
and PROMOTIONAL policies 
tllal have kept WWJ on top all 
through the years, and trail· 
blazed the way for bolh FM and 
Television "firsts",as well. 

WW)'s leadership in PUBLIC 
ACCEPT ANCE is evidenced by 
the results continually obtained 
for its advertisers. • a.o'ding 
prestige to their products, force 
to their sales messages, and 
increasing sales through lowered 
sales mistaoce. 

WWJ - The Det l'Oi t News 

TOPS in TALENT .. with 
Detroit's best· known, best· liked 
personalities, combined with the 
world's finest through WWJ's 
lO·year·old NBC affiliation. 

FI RST in PUBLIC SERVICE fea· 
tures fOI more than 27 years ... 
tirelessly working in the public 
interest, constantly retaining 
community confidence. 

~ (~ 
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PARTICIPATING PROGRAMS 
(Con/iuurd/rom /Il1gt 2,5 ) 

rcOre. home (urni~hin~. beauty, and 
f:tshion mfonnatioll. 

Today Craig talks of books, curren! 
1.'\'1.'0" . m(')vic~, theater, <lnJ living in 
j:cllI~ ra l. She block ·proj!r:nllS her com
IUl,:rci:,b" piC With cotlcc, ruj.,'Ji ..... ith cur· 
Taill~. ~)"lP .... ilh dbh .... a~he~. l' te . She 
also bl()ck .pr~rams her ('ditorial contcnt. 
SIll.' lm ~ found oul, <I S mCht successful 
p mW.ln1 11K:11I0r, have, that varicl), in 
the pro!:ram 111m! be ill the prescntation, 
not 10(1 ohvinu~ l)' in the mal(·rial. \Vhcn 

a program jumps all around the lot it 
doesn't build an audicntt. The prngram 
must be integrated 50 that the listener 
docs not have to do rnenlal handsprlO!!S 
to follow it. 

" lost succ~ful program.) on k)Ca1 
stations haw, like I'oddfloll'-('rs. j~1 

grown. Pnlj!rtIOl managers don't seem 10 
have th(' time to devote to bUJldinj.! a 
wCIf1~n's catch·all vehicle, SOl11e of the 
~irb bemoan Iho: l:Jck of a j.!uidinj.!: hand, 
Time and lim .... ;Ij.!ain IOCOlI WnlllCTl broad· 
Cilster~ 1.."OII1e 10 New York or Chical,'O 10 

ask help of the "11;jrn~" in thc fidd. They 

How '0., YUH 
LIKE THIS., ~OR 
MAIL-PULL? 

• 0 

'Vt.'\C b" c' lI Ic·llin;.: ~Oll fur ~ ;.r" 
and )ur ... Ilml H.·. I Hi'l'r \'alt .. ~ 
""op'" rcnll y ";':0" fur \\' IM y , 
Bill ".·r. ··,.; a n .,.:c hi ": lury Ihlll 

... lIrl'ri .... ·.1 C'l'l1 Il !>~ 

O .. t· of u nr " U \ Y lid \ c'rt i ... t'r~ re 
c"u tly pili U II .. 2U-... IlI liull ,'UII

t.· .. I, lI ... i,,;.: a lui tlf lilt' h c,., ' 10 1a
tim.", ill :'\li.I-.\IIIt'rit;:t. At thl' 
... 1 ..... · IIf lilt' t'n UlJlaigll , the 
\;':"IH'Y lul,1 II ... 1111' 'a riou ... c(I'; I,,
/It'r-'·l1lry. \\ I)\Y It'd the li ... l. 
";11t a ,·u .. 1 nf .Oln . The u!"Cnlf!!! 

"0 .. 1 for lin' ,,11l"r :!7 "llIli"l1 :., 
"II" ~:!. 13 ~ 

. 111." \\ U.\Y lIt!n'rl;""r "all lell 
) 011 thlll \\().\ ' nl1.1 tIll' Be.1 
H;II ' r ' ·ll ll .·y lIr,' hurt! In Ilal. 
11111 for nil 1I1'llIal rc, ... itl'·III' .. ml 
" ;".'. II.~I; "our lo('ul "'pH'Wl/falin'" 

W 
D 
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Y 

FARGO , N. D. 
NB C· 970 KILOCYCLES 

5000 WATTS 

I'II[~ & Ilm~j. I \r. 

don't know thc available program mao 
terial sourCl'S and they find it diffICUlt to 
fill lilelr 1 S minUIl5 . Once d~y're cstab
lished, they discover it's a mailer of se· 
lection, not one of enough dala. For Ihe 
most part participating program guard
ians are happy to be 1('(1 to their own 
devices. 

A number of the programs have dis
covered thai great lime fillers, wilh un
usual listener inler~ t , arc lellers. Once 
C5tablbhcd any mc could fill up all her 
progranls just reading leiters - and J,'OOd 
l etler~ at that. MO~I of the mc's are 
marril>d, and m,my (If them lind that 
rcferenCl'S to Iht' husband and other 
membeh of the famity nrc welcon~d by 
their [am, Somc keep their privatc Ii\"~ 
far from thl' mike, but they are in the 
great minority. 

The b.1ckground~ of the mc's also 
na\"or what they cmphasin' on their pro· 
grams. Fomler fa~hlon "\"Iitcr~ play up 
fashion. Home ~'COIlCllllic.. ~1X'ti;lIjsls 

slres~ cookery. Ho ..... ever they all learn 
not to teach, nOI 10 talk dow", but to 
share tl~ fullness of th('ir lives ..... ith their 
li~t('ncrs, 

Sponsors who weigh tl~ use of wonlcn's 
panicip.-lIing programs from Ihe cost 
fac tor arc often lempted to try to buy 
one-minute ~jXJts near high-rated pro· 
gralllS instead. The trouble with this is 
Ihat there are few one-minute spots 
available next to high-rated programS. 
If the station is a network affiliate, there 
nrc no one-minute spotS between pro
grams (only lO-sl'cond stat ion breaks). 
If tIl{' station b an indl'IXTIdenl and has 
soml' top-ra ted programs. one-minute 
spolS arc about as scarce as hens' tceth. 

I n some cases, one·minute spots 011 
participating progranb cost no more 
than straigh t one·minule comn~rciab. 

In others the prl'mium may run as high 
as 50!.';-, although 20'1 is a fair a\'era~c. 
It 's gell('rally marc reasonable from a 
r('Sul! point of view to buy a p.1rlicipation 

I than it is 10 buy a one·minute announcc· 
n~nl cven if the latter were available, 
which 1Il most cases today it isn·t. 

I 
There'!> no rule of thumb upon .... ·hich 

a women's panicipation program may be 
bought. A rating doesn't lell a sponsor 
\"cry much. Each participation must ~ 
checked via somc Olher sponsor's cash 
register. Wom .... n·s participating pro
J:rams are b.1sically salesmen. If tile), 
$CII they're worth a premium. If they 
don't, Ihe answer to adequate local 
cf1\"l'rage ror a sa les meSs.1~e may be 
chain breaks, a good local program, or a 
top·Oi~ht open-end transcribed produc
tion . 

SPONSOR 



JOSEPH K. BURRIN 
Pha rmacis t 

Covington, Ind., says . 

/~ tU'&r~~ 
.&tn t?!e- rite ~ " 

)
O)CI'" K. Uurrin. ,I gr,HluJIC I.", June frum Purdue Ull i\'crsil~. hought 
his U\I n drug ~torc in Scplcmn...'f at Cud ngwll, Int!i ::llU. 

I l c'~ ~ Mrong belic. t't in ad, t' ni.ing. Uurrin') I'hJ rill:'') ad, Cfli)cml'l1h 
appc.lr regularly in thl' 10(":11 Il cck l} "Jper and on ,hI.' lox:'! theatre M"rt'cn. 
Al though he duc) nol hale ol' llOrtunil} 10 UH' radio ad\'l· fli ,in~. h(' kilO'" 
II wurk), ""'h\'n Ihe culd rl'lllldic) )lanc.l,o 1110\ c in thc fall," hi' r('pun., 
" 1 noliccd i, ') Ih(' br.lOth Ih t·) hCJr .Ih"ut till the radiu Ih:1I pt'Oplc a,1.: fur." 

'\ Ir. Burrin's (('actioll to radio is t}picJ I of I11ml small-H)',11 1l1{, t ('hJnt!> 

In thl' \\" '1.$ are.l. And rad io in Founta in Lounl\ 1ll1":lm \\ I.S -fur \\ LS 
h:l' thc high.·" n:-.w in Ihe count}. 88r.;. tl.lY ~nd 9 1c( night. In 191( •. 
\, '1.5 .ccei\\'(14,171leller. from the cuunl\', ·f.S30 radio h'MlI{,_9!C~ 
.e'lltIlIse! lIere", 3mple proof of li,tl"\(" c(}~fidl'lI{c in \,' L5- cunrllh.'nC'l· 
huilt up in .H ~l' ai'l> hy gi\ing li>tl'ne.s the kind ur ,en icc the~ Ilf,;ed. 
entenainment they "'.Int. 

L,l\;ngtoll . l,iS mile) 'tlUdl of Lhic.Jgo. i, the Fountain count) 'l'at. 
Thi, cO/unt! i, :In im~>rIant IllMkel. TOlal IltIpulatioli is !8.!99. "iill 
79.5';;' .ural. Rela il ,.IIc-, in l,)i(; tlerl' I !I/\ milliull tloIIJr'. o\er j million 
of it in fuml ,ale, alone! 

T hi, impllrtam eOlmt)' i, unl> .I "1110111 pari of the m.Hket iruen,iH' I) 
(o\l' rl'd by \,' 1.5. In Covington and Fountain (ount), a, in man~ I/ther 
.\Iidwhl ('Unmltmili l',. \\' 1.5 is the IC.ld ing radio swtion - l1lo)t li,ceners, 
mo,( in ll uenee ... amllhc mer(h.ml) know it! For fU rlh('r de!.li" .lbOUI 
W' LS-;" audi ence. it, nurkct. its fc-sults-a,k all} John Blair nUll. 

AFFILIATED IN MANAGEMENT WITH THE ARIZONA NETWORK : KOY. PHOENIX ... KTUC , TUCSON 
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890 Kilocydes 
50,000 Walls 
ABC Affiliate 

Represenled br 
JOHN BLAIR & CO . 

KSUN, BISBEE·tOWEll·DOUGLAS 
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Bio' enouo'h b b 

to be smallest 

OJ,viously. YOU'YC ~ot the hest ill Haclio 

\\ hell you C.1 Jl spend mOlley for a "big" 

prof!ralll (lilt! sfill/H'llis/ellas at Sill all cost. 

That'" \, Ir y thc !- hn'mlt'st huyers of I~ a d io 

I h,' mell \\ hn II SC I1atiio lIIosl and kllow it 

IWll t-so on- rwhcllllin gly prefer the IWO 

lOll U .. tll' l\l"orks. the TYP E I networks, 

I he " bi ;! aud ience "uel works. 

t\th I'rti~lT5 ca ll flOort! 10 pu l a " hi;!" 

prO;!T:l1l1 011 a TYPE I Il c l\\"ork hcca ll se 

"u'se 1I01\\0.-h.:-. \,' jlh rlil'ir SII'OIl;,!c r. 

ildlt'l"·l.alan<:ctl faci lit ies ami stroll;,!"" 

~t ht'dulL's. (h·liter morc Clistomers ill more 

II/Ilr/d'ts 10 tht·ir pro;!T:tIll!:--protiucil1;! the 

Iln\t· .. , co:-l JI''/' cu'- lolllc r in till H;ulio! 

\ ud ilion' of till' IIlJtHln,d lar.;!"(·;;;t lI se rs 

of n.lllin prdt'r CBS In allY odll'r llt 'l work. 

For lire lIt1hia",('d fi;,!IIJ'l''- "IHm' th.1I ens 
tlt,li\t'r.; il~ L\HeE audit,ItCL''' al 1.0WEH 

('u::-lfo Ihan A:,\Yt ll llt 'l'lId\\ork. 
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ouble-c~eck;nl ooper 
I 

oc~ester. " 
40% HOOPER SAYS WHEC SHARE 

OF LISTENING AUDIENCE IS ••• 
·Combin.J avercrge Morning, Afternoon, 
anJ Evening Hooper Index '01"947. 

A ROCHESTER NEWSPAPER IN A RECENT 
HOUSE-TO-HOUSE SURVEY ASKED, "WHAT IS 
YOUR FAVORITE ROCHESTER RADIO STATION?" 

39% " SAID Ie" 

APRIL 1948 

26 PERCENT SAID, "STATION B." 
12 PERCENT SAID, "STATION C." 
11 PERCENT SAID, "STATION D." 
8 PERCENT SAID, "STATION E." 
4 PERCENT SAID, "STATION F. " 

N. Y. 

5,000 WATTS 

B7 

. 
i : 

i: 



the WATV Test-PaHern is now being telecast 
daily in the Ne w York areo on Channel13. 

the new WATV Mobile Unit will begin remote 
operations in April. 

the WATV main Television Studio, the world's 
largest, (84 ' x 82') , is rapidly nearing 
completion. 

A Winning Combination ... 

WAPO-FM ... 
Pioneers 

. 
In Chattanooga 

AJfifia/tJ u'uh 

National Broadcasting 

Company 

HEAD LEY-REE D COMPANY 

.. 

AM PROGRAMS ON FM? 

of the second transmitter, Eventually 
(h{'r(' will be a rate adjustment which 
takes into account the fact that network 
programs an: being fed to listeners via 
(110'0 stations in the area, Instead of a 
separate fatc for F,\\ ana AM there will 
be a combined rate. such as WWDC and 
WWDCFM has establbhed, which will 
be subject to a discount if the F:-'I station 
dot'S not carry the program. 

No rating service except the Pulse of 
:-':ew York and its related Pulses in 
Boston, Chicago, Cincinnati, New York, 
and Philadelphia, is reponing any special 
F,\1 indices of network program listening. 
Hooper is not asking a special FM ques
tion, but believes that respondents call 
the F,\\ affiliate of a net\.\'ork outlet by (he 
call ktters of the A"\ station more often 
than the)' identify it correctly. Since 
Hooperillings are basically program rat· 
ings this docs not affect the show reports. 
Nielsen Audime ters can be adjusted to 
record FM listening but practirnJly no 
FM·A,'v1 Audimeters arc in the field at 
present. 

There has been an increase in listening 
to net\l.·orks during the last two months. 
It is, however, too early to ascertain 
whether this increase is due cven in part 
to network programs on FJ\' stations in 
areas that couldn't hear the programs of 
one or more chains too clearly before, 

A confidential survey among station 
licensees just completed by a major net
"'ork reveals thm .... 'ithin a little over a 
year 75CC of "'cb service areas will be able 

I to dial their network programs on either 
FM or Al'-1. It appears that in tWO years 
commercial duplication "'ill be almost 
IOOc-~, unless the musical or other union 

I problems should once again force non
duplication of network programing. 

,\Iany network stations, however, are 
using their station time (periods during 
which there is no mandatory commercial 
network sen'ice) to program their F,\\ 
station differently from their standard 
broadcast operation. There " 'ill be sepa
rate rate cards for local and national spot 
ad\.·enisers for this operation. Whm it 
will be, mOSt stations report, cannot be 
decided upon at present, 

There is no question bu t that listening 
audiences arc being split up betwren A.\1 
and F;..t, and where there is TV, by the 
\.·isual medium also. What is listened to 
or \'iewcd and who looks or listens is still 
a to-c.c-res<:arched field, Therc is a great 
area in which the field of broadrnst ad
vertising knows vcry little; F,\t has in· 
crea$('(j that area . 

SPONSOR 



/Yow;/"tIfe Z~ 
a ~ ~r-n?'A~U~'""~ 

NOTICE THESE 
SELLING FEATURES 

• COBRA TONE ARM • •• 
Zenith's new way to play rec
ords. Makes them sound bet ter 
- laSt longer. 

• GLlOE~AWAT COVER • •• 
Endre (Ovrr gJide ~ back so 
phono un it is open for easy 
loading. 

• NEW " DJAUPtAKER" ••• 
New Zcnlrh deyciopment for 
big,c:cr speaker- brger, easier-fo 
read dial. 

• SILENT SPUD (HANGER •• • 
Qukkly, genr ll' changes to or 
12·inch re<otds. 

The Most Demonstrable 
Table Combination You 've 

Ever Had on Your Floor 
II/ul it's In'iced jor z'o /Ilme bllsilless! 

RETAIL LIST PRICE 

$9995 
MATCHING ~ECORO CAIINET .•. $39.'5 

W~ I I Ceo" SI'ilh" r H'g~.' 

IJ ere is a new Zen ich model designed to 

walk 00 with the bu lk of ,he business in 

the important table comb inat ion bracket. 

It is a ql/alit)' set throug h and through. 

\'<' ilil its tone quality , beaut)' of design and 

terr ific performa nce, it is far ahead of any

thing you have yet seen. You w ill want to 

advertise it, disp lay it , de monStrate it . . . 

for this set has real features that your cus

tOmers will see and like. 

Keep An Eye On 
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IN THE RURAL INTEREST 
(Omlinrltlljrolll pogt 34) 

CfJopcrmivt.'S. "len like Arthur Church, 
ho.'ad of th ... Midland Broadcasting Com
pany of KOU1Sas City (KMOC), reali:e 
Ihm s.omclhing has to be done to seTve the 
(amlcr as:l ~roup ap:m from urban JXlpu
lations. A IHIIllN-r of stmions on the 
W('SI Co;Jst ha\'c started thinking about 
bUIlding a local challl 10 serve (:lrm nC('ds. 
Up in Nc" York State, (l-n (arm organiza, 
tions have un<k:rwriucl! a non-profit cor
JX)ratioll kllo",n as Ruml Radio Founda
lion. TIll' fou ndation in !Um OIll'IIS the 
Rural Radio Network, Inc. which .",ill 

serve, it is clamlCd, through si:lt FM sta
tions, SO":,; of the farm audience ..... ithin 
Ne ..... York State. The stations will usc 
micro-rcla}s 10 pass along the programs 
from one to anmhcr. Each transmitt('T is 
on a fairly isohnoo peak in a rural arca. 

RRN lli1sn't sct its program structure 
)"l'1. II knows (ha( it will be useless to 
pro~ram after 10 p.m. lIS audience isn't 
awakl' at that hour, exo:pt on a Saturday 
ni~ht. It has plans that arc Vitally con
(:Cml-d with rL'TTIotCS broadcasts picked 
up from rural church functions, grange 
ml"Ctings, county fairs, and all the social 
fUllct ions that arc planned for the fanner. 
It will sdl no urban audience, ha\'e no 

"7ISCONSIN~S 

90 

MOST 

RADIO 
STATION 

AFFILIA TED M. B. S. 

10,000 
'Wd4 

Iii 

1070 (jn ~ JiaL 
MADISON 3, WISCONSIN 

R.p .... nt.d by HEADLEY·REED COMPANY 

programs that are basically urban. E \'cn 
the comedians will 3\'()id referl'flct'S to 
Hollywood and Vine. This doesn't mean 
that the gags will havc hayseeds behind 
their cars, but that thcy'lI be phrased in 
palOis of the land, not Lindy's or hot 
spots. 

T h(' head of RRN is R. B. Cervan, 
formerly director of information for the 
Cooperat ive Cranl,'<' League Federation. 
His was the responsibili ty of buying time 
and programs lO get tht.' message of the 
co-op across to its 1I"k"mbers. He started 
with one proS!:ram once a week on one 
'nation. In his pt.'ak )'Car he plact-d 3,000 
time and proS!:rilm deals. This included a 
daily progrrun broadcast over a specially 
linked Iletllo'ork covering Ne ..... York and 
New J ersl'),. He discowrcd ho ..... hard and 
l'xpt.'mi\"l' it ..... as to reach the fanner by 
himself. 

RRN will opt.'ratl' OUI of Ithaca, ..... here 
no doubt it will ha\'e the advice of ,\lark 
Hanna, manager of WHCU, .... ho has 
made th is daytiml' st:n ion of Cornell 
University both a credit and a profit to 
the educalional instilUtion. WHeU and 
RRN arl' located in the same building, 
..... hich would seem to indicate more (han 
the normal dcgrt'C of cooperation bctwl'Cn 

(Plrtlsr IIIrn ta pagr 95) 
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PROMISE NO. 3 

S PONSUH has 1.llill a r",Hllation for slIrt,-firt · 1:;:O llt'!'\ . IIlOlItli ill 

:11 1«1 1)1411111. oul. J'lll Lwit 'c hefure \,'c' \,(, ~('('II fit Itl g i\'c' prtlllli~c tlf 

cxtra-s p('c ial f('a llln's ill 1IlH'omiug i!.'slics. \V('~n' luld ~O ll 

ahout the FALL FACTS tli gc~t high lig ht ed ill the July 1917 

il"s tu' ; Ihe NA B E\"'\Ll'ATION aJialysi:oo; ill the 5" " .. , ... 1)1''' 19H 

(NAn) i:-;:-;II( ', YOII Im'cd them hoth , alld aflt:r wardi'O 101.1 

li S so*. Tllis poli er of adnlll cc uolit·.,s of 011 t l'>ta lld i II I: 

("alllre ,," will ('0 11 lilliI(' . Big ht now S I)0.''1 501( i~ 

i l ll c n 'it' \\' illg s pulI~ors and Ilu'ir ag('ncics il' a IIl1i<JtH ' I~' 

1IH'l.mingJul "' lllll y. "' What the s pon sor a sks of Ih l' ~A n" 

wi ll h(' f. 'ullln,.1 ill the l\luy (NA B) iss ..... 'I'll«' i :-;:O<II(' will 1..

Jlllhli s lwd l wu \n·c l.:s hc forc the I,os A 'leW1c1!l 

Conn'nlion , " ill he addilionall:y di s t r ihut cd ~IIHI 

d i SC ll ~~(·d ut the' C url\·cllt ion . We hdic\'c thai it " ' ill g-np tlH' 

intt' I'cs l elf sponsor', a g e:llc 'Y, and radio s laliun rcudc· r:oo . 

TIll" ~ I ar (NAB) iss lH" con s titutes a ll c·.\:c 'cptiollal 

adn'rtisillg" npporttlllily, "'\dn!rli~illg form s close A pril If) . 

hiliturlu .. l re"'lflill ~ ror illllturlu .. 1 1" ~Oltle 

• YOII ..... 'ote ,It;"g, lilce ,lti,: 

"Congralulalions 0 11 "011' Sel, ' embe, (i\-AH .E,·" I" :O l iou) 
;,;,o ue "hieh j~ dme" f,,11 of j,le'" which will help U8 '0 lUll" .. 

" YOllr J " h' Fac l ~ ; •• ue is Ihe lot S! one of any Ira.le 1'01,'(1" Oi l 
any Ollt ,i·,ur. Yoo ,Ie!t" 'e Io earlr ron~r:II"l al ioll" I ".1n 

010"" ." fOl" our..eh·efI; ",,,, I Our dienl ~." 
Uiebard J ors:ell~1I 

lI id ' ard Jorgen8en _-\ d"erli ~ ;"g 

" Foc t he fir1<1 li,ue I h" " e t,a.1 'he e"IM',ienee oi ll id.:ing "J'" 
I'"Llieal ioo . he conlena of " hid ,. f' olll cove ' to rO"er, IIU
l" e.<~e,1 me ,,~ Io a"ing hetu 1"~ I.are.1 for me and me alone." 

C. E, Hooper 
C . .E. 11001' 101' . h,c, 

" 'I'Le Jul~ i,.ue uf S I'U:" SHK i. a J,,"ucl.oul." 
lIowa,d Yeigh 

J . Walter Tho,tll"'0n f:n. 

".e "' couple e'l: lra ro"ir':' 

" I Wll~ graliliNI '0 !Joliee 'he IrrrifKc amOUD' of ~\'"re Ihat 
" 011 ,le"OI e, 1 to ~ I'0' 1,,011(110"" ' ;11 1; ill .hi~ i~'ne (In y ):' 
. \lj'e!h<\lf . Marnell , Jr. 

Jnh" lIIair.'{ Cnml'''''~' 

"r"u, c"rr~u' i~'IH: (Ju lr J i. ,I ,e I,e~ , one )"el. II h,, ~ a 
lrclllcmloli ' a",ou,,1 of i"form" ,iu" i" i1 . If r " ere" "lIOn'''' 
- hnveu forl,i"- I ,"u"I<.1,,·, I, e "ilhou' il .·· 

Pau l Den; _, Ha.lio E."luf 
:"'cw '1'0'1. Po., 



\\'\\,j-TV rccl'i\'(d a 21' '; rctulII on 
its rostrard t>Ur\'C) of TV listening in 
nctrnlt made durin~ th~' Ix:rit,d IA.>ccm
bcr 10 tt) januar} 14. The respon5('s 
camc 65<:;' from home~, 241 ~ from public 
places, ,lnd 11 '-;' frnlll dca lers. The pm
gram T('C('i\'ing the grcme:1 number of 
"exccilen(s" was till' N UC NfU'srffl. It 's 
~canned t\l'ice weekI) , at 8 p.m. \\'ednes
da)'~ and 3:30 p. llI. Fridays. Out of 463 
H'pli('!; 237 hOlH.:s, i2 public places, and 
28 dealers rat ~'d it tops. Only one re· 
~p()ndl'1lt tahbed il bad, 19 poor. The 
bal~Jlce, 93. fdt it \I'as good. 

In the order nf "cxcellent ," viewers 
TllI~>d the balanCt' of their vie \lin!,! in the 
follow ing :.cqU(·l\U': 

11< ... ~,'y .11.1; " II" I'k"",·, ( ",,,11<,,, "k !"Tt·~) 

1!o.I; J""I"r J"",h",,'" 0 ".-.·,,11,') IH: 1'"" 3 ,,,j 
r"h l<.,; ("'trl'""'~) IH , ....... 1m \11 (aut! . I".nlci· 
.,..<11"" IH; , ',,;n, .,\ \'I,." (r"u.,,1 , .. "I<-) ,"X: 
C"",I,~ {~Ud,'~ ~ ~ld ' ~ 1 I If,: T\' )I :"I,,~.· h"",,· 
,·('" ",,,,,I c~) S7: I''''' ~h Srh, .. ,1 ({' I",.m ~"" rM') 

711: ~I:", ,," ~Ir,"" (I""'r' i~ "') /,0: :-.I...· ' ~" hn"~ 

d.·". ~ I " .. · ",.I,,' ) .\;, 
The \\ '\\'J.TV SlIrn'y abo tumed up 

the II1fonmllk>n that the an'rage telc
visioll homC' ill Detroit has five viewC'r5 
rer 5('t, thc average tavC'rn ojJ "iewers, 
and the a\'eragc de;iler nine. It also r('
\ 'ealed th<l t when thC' s tat ion sc:1I1lled the 
Rose &)\d f(>otb<l 11 gaOiC', in \\hich the 
Univers ity of Michigan p.1r t icip<l ted , the 
;l\'er<lge \'iewers per horne jumped to II, 
the pnblic-plilce viewn" to 128, those in 
dC'<lkn' stores to 80. The ,\ Intor City is 
"r on s.roosciolls plus. 

••• By October 1948, Chicago will 
Ix: linked via coaxial cable with ""il· 

\Iore than half tl'\l' F~' Stati\lllS in the 
!1<1tion :lJe Ii-jng bre.1ks be(\\'t:t;n programs 
to rrmmd their li~te l1(' r~ nwny (.f \\ hom 
arc hCaTllIg F,\I 011 a fricnd 's T('((' iwr) to 
·h.' sure r.,ur nC\l' radio has F\I .·· This 

., 

w;lUh'c, Toledo, Detroit, Cleveland, and 
St. Lollis. and 5('\'eral net .... ,orks .... ·iIl be 
fceding their afli liates visua l progr;1llls by 
that til11e. The Eastcrn link ill the chilin 
INcw York, Philadelphia , Schenectady, 
IkoS ton, \\'",hington, and Baltimor~') 

will be extended to Richmond by De
cember and at that time is scheduled to 

j oin the midwestern loop. 

• •• There wilt be over 190 applica~ 

tiulis pending for TV licenses by June 
first according In pr('S('nt indications. 

• •• Fr<lnk I L u:e w mp.lny (hat 
manufacturers) will prl'Sl.·/H Drew Pear son 
on TV, as wdl as 011 the ARC net\O,'ork , 
as soon as plans can be cumpleted to give 
the progr;101 a visual a~po..'ct. 

• •• Thc Crosley R!Ondcasting Corp· 
nration (WLW , Cincinnoltj) will ha ve 
three T V operations on tnc ilir b)' the 
end of 1948. WLWT in the QU('4:Ll Cit)' 
is now Ieleca:.ting, W LWO (Dayton) 
will be on the air stlol("time in November, 
and WL\\'C's location in Columbus, 0., 
is beingcieared with the Civi l Aeronautics 
Authority now. Crosley hopes to be able 
to cowr ;t good p.lrt of its radio servin' 
arca th rough multiple o\l11ership of TV 
stations. 

• •• While Ai> announced (m a 
Hollywood convention) that it was drop
ping its imnwdiat(, r lans (or a TV ne ..... s· 
recl, INS and UP ;lre going along with 
their plath full steiUll. INS beat all the 
theat er newsreels wit h fi lm on the C:ccho
slo\'aki;ln crisis during ,\Iarch. 

• •• RCA-Victor has blOu~ht its 
booklet "\\'hat's )our tcie\' isinn I.Q.?" 
up ttl date and expect:. to distribute well 
o\'('r 1,000.000 this year, 

• •• Besides his 10,000,000 feet of 
~ tock film for TV, Fredcric :iv has some 
75 full-length featur<.' films for lease TO 

stations. Pictures include in thei r C;lS!S 
such players as Alan Ladd, Rela Lugosi, 
Doris Day, and Parkyakarku". 

• •• Duane J ones has mmbined the 

is an F ,\IA-inspirt>d campaign. 
, • , 48J F)\ I slat ions were 011 I he air 

;It the end of ,\I arch. 
• •• T ell rc~ional F ,\\ m.' t work~ are 

ei ther functioning on a pilot ba~js or plan 
In lx' in operation within the next three 
momhs. Regional networking for spccific 
sectiom of the radio iludience ~cellls 

d('l,tined to he .111 important part (If F,\I 
sen'ice III the years to cume. Stations 
will thell1l'('lws operate tlll'ir own micro· 
\\,;1\'e relays and thu~ networking C01't1' 
will be kept to a minimum. 

• •• Se,·cllty.fi\,e rer cent .If a ll F,\ I 
St;1 l iollS .1re o\'.-ned by A)\\ Hntion oper· 

fad of " Who I ~ It ?" with jigsaw puzz les, 
Durin,e the {('1('Casu of Misslu CIX'S 
A-ShOPPing (WARD, New York), John 
RC'cd King. the OlC, builds the face of a 
noted personalit y, piece by piece, ..... hile 
vie .... ·ers are asked w identify "Mr . Who." 
The cont~tants must write the name o( 
"Mr. Who" and 25 .... ·ords or less on "the 
subject " What changes televiSion has 
brought to your home," on the back of the 
.... rapper of any (Jile of the sponsors' prod_ 
ucts. DU<ll1e j()ncs advertisers u~ing the 
prugram nn a re\'ol ving basis are SWt'l't
Heal! Soap, Bab.C, and Mueller Maca· 
roni produclS. The grand prize will tx a 
Laulld('ra ll Wa~hing ,., lachilR'. Resu lt s of 
the contest arc going f(j be judged by the 
ad\erti~ers, says the agenc)', on a cust· 
per_s.1!c basis. Walter Ware, TV. director 
for Duane Jon~, feels the time has come 
to make tek"i~ion in :-':ew York deli\'er 
sales thm justif) tl'i('Ca:.ting expcnSt'S. 

• , • O\'er 16,000 TV rec('iving setS 
were in UM" in Chica!.'u ilS ,\Iarch dr('w to a 
closc. At the begillnin~ of thc \I'indy 
111011th Chicago passed the 15,000 mark 
and WAKB's ra tes wellt up to a base of 
$500 an hour. C<lptain Bill Eddy, direc
tor of the station and R .. laban & Kat.: 
television activities, stated that nor onl) 
.... ·ere a"nilable vie\l'ers increasing b)' leaps 
and bounds but that the switch was to 

Iwme recei\'er~. Whereas a )ear ago a 
miljority of the sets were in ban; and 
grj]]s, today only n~ arc so located. 
Res idential installations account for 
69.i'(. of the 16,000 sets in the area. The 
balanc(' arc in usc in dealers' stores. 
WBKS 's rate during thc period in which 
from 5,000 to 15,000 rccei\'ers were in usc 
\l'as $375 an hour. 

• , • I\merican Tobacco wi ll ha\'e a 
numt.el of TV programs on the air this 
spTing. There'lI be il mystery, 8o(llfY 
Blakf, produced by N. \\ '. Ayer, TOlligilf OU 
Bro.lc/I(·ay produced by ,\Ianin Gosch for 
Footc, Cone and Relding, and a number 
of other to-bC'-announC\.'d \·chides. 

atllrs. Olle·third arc contrnlk-d by news
p.1per'I\ ,\1 station ll1anagenll'nts 

• •• Cincinnati's \\'CTS·FI\I will be 
serving trollcys and buses wit h five-min· 
ute radio p.1ckages - music, new$C;J~t, and 
comlllerciai. Du ring a ~tudy Illilde by 
the Taft illt erc~ t S 96', of all riders in the 
troile),s and buses noted on sur\'ey ca rds 
that the)' approved of the idea. 8.1Iti-
1110re alld \\'a,<.hingtol1 won't be far behind 
the Quem Cit)' and Wilkcs Sarre's \\'1:: 
may ha\'(' its trallsitradio plan, ca lk\J 
Tr:Ul$Ca~ts, in operatioll almost at> $()On as 
WCTS. 111e latter are also affiliated with 
the H ulbert T a ft orJpni:!ation. 

SPONSOR 



Calnel's Choice . .. NBC Television 

R i{.dl1 011\\ Ill(' H. 1. 1{ t'~l1old", Tollal'co Cmllp,IIIY j<; '-t,r rli' ll.! ,olll!' liLirlg

,,!Jal \\t lllJf' 11 11 (" flf j(·lt·\i,.i oll ·", 1II0 ~ ( da lllJratf', ('.\Cili ll ~ d('\'elnpmcn ls 

- '1'11 (' r.:lllU'[ ,\'('\\~r('t' l T [walff', 

J\alural ly. \\h('11 Camel dpcidr',l to ~ l' l ln !l () r ;1,lI t '\\' fllll ·k lL:,.!llr !U'ws r('{'J 

paclt day. S day~ a \f\·pk-naillrall). the ellOic(' in \('II'\' i,.IOII I,';,!, \BC. 

511 ... ('\(' 11 :-(' Ill;,., p;rraphra;:: (' of Call1P[ ' ,. C"o;('(' oj F:.IJll'fir'IICI' clincher : 

l\ lie '/p/t·l'i .• iOfl "ifill (' / '/'/ /J(fim·. 

Here's how CAMEL Telecasts the NEWS ! 

" .... 10· .. ;".,. '0011".1,'0" o",ft 
_do, ,Iv"" .. ,,;"oy-... ~hI'lBC. 
.. "'. 1.1 •• 1 ...... 1'1 .... , •• 1. 1_,· 
TI ....... ·s""J TI ... "'0""' I"", .. ;", •• 
,;vl>l 0'''' lou,"1 n .... P'oto'OfOII 
,,1I ... eI _ NIC, 6 do" " .... 1" 

w .. [tI, Co Ito ........ r..ed 
"" T .... ".'~ c •• ,." fo~ _.1.' .... 1'1 ...... . 

_ •• 1, Of. ".,... 10 N,C 'eI •• ;';-
0,$;0, .. "'" Y.' joooe<! "" Ih~ fa,,· 
_ N ....... ~ .... 1. 

ShoI ...... d~.d. 
"' .... 4. oauald -. 

\I; .... " '" N •• v ..... !'to;!od.I .... ;a. 
Walll"ql ........ _ • . aod S,h .. 
."'ady. I ......... _l, wa"h ';"vl • 
.a_. b,aockoll' a"a' .. ' ..... ". 

Television 
1\' ,11"10"'11, IJRD/OC ·D 'II\G CO.l/" ' \I' 

10 R<X"~'~f"lIt:r 1'111;(1. Nrlt' r"r~ :"0, N. I' , 

I . "", _.o~ ... ,_. 
01 . ...... '""". Co",.I •• 

r r 
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W:-OT TO GET TIl E MOST f or) our 

promotional Jollar in New England? 

Bend iln car, then, 10 Ihis case hislOr),! 

The advertiser's name, Tern Incor· 

porated. The product, a liquid house

hold Jercrgcnt. The promotional plan, 

oITers of free samples during a I j.week 

test period. The media. five prominent 

New England stations. 

Cosl per illqlfir), ( including station 

lime, manufacturing, mailing and post· 

age, and handling charges) ranged 

from S4.35 for onc nation all the way 

down [0 30~ lor MiIJred C",rlsm,'s 

"Home Forum" progrilm Ot, if/BZ. 

Wh)' this .sensational success on 

WBZ? The advcniser credits it to 

Miss Carlson's spark ling cnl husiasm .. 

and to her acccplance b)' thousands and 

thousands of housewives through out 

the six New Eng land Slates. \'(7hcrc\'cr 

you go in New England, people listen 

to \\78Z .. and like what the), hear. 

WBZ BOSTON WBZA "'''''''LD 
@ 

WESTINGHOUSE RADIO STATIONS Inc 
I(DI(A • wowo • I(EX • I(YW • weI. W8ZA 

1111, .... 1 h~re"'nl.h.n. Nac SpOl S,lu-( ' CtPI'Cot I'.U 
fCot K(X F,tt' PtlflS 



IN THE RURAL INTEREST 
(Qmtilwedjrom pagt 90) 

the units. However, Hanna docs not plan 
to leaw WHCU :md has l'xtl'nsivc plnlls 
for [hilt 5t,uion and its full time FM 
affiliat e. 

For a number of years, Arthur Church 
has been study ing the difficult problem Qf 
trying to serve two masters in Kansas 
City-the grl'at metropoli tan an'a of KC 
and the greil t nmll area of which KC is 
logically the hub. Being program con
scious he knew th>!! he was bui lding a 
number of programs lh:11 ,"'Qu id e lller· 
tain both rural and urban Kansns, but he 
knew that his urban and ruTil) .1udicllCC 
didn 't listen tH the s.1.me time. {\ftcr 
mature con.~idcratioll he dccick-d to nwkc 
application for l'lnd build anOlhcr s tation 
-.1 s tation in the middle of rural Kansas, 
but which would be programed wher" the 
talent was available, in Kansas City. T o 
the casual observer this would appear as 
though Church was cutting his KMBC 
lludience into two pieces. He was, but 
only from a transmitting point of view. 
Church was pla.n ning for advertisers a 
"team" operation, through which they 
could reach bot h urban and ruml Kans.'lS 
at the t ime each wanted to hear wl1m the 

Rangers 
Ridin' High' 

The Teu .• Rangers transuip{ion, 
of western lonl!S have ",ha{ i{ 
lakes! They build audiences ••. 
Ihe y build sa les. The prke is right 
-scaled 10 {he . i:e of Ihe marke l 
and sl3lion, big Or liule, Standard 
o r FM. And The Texas Rangers 
{ranscriplions han qual ifY, pI ... 
a p ' Oj: ramming versatililY {hal 
nO o{heu ha,·e. 

Wire, write 0' phone for 
I detoils . 

.... PRll 19-48 

advcrtis.:T had to s.1.y. TIl<: nltal team 
mate of KMBC is KFIUvl. 

T he fact that the IlUI1lIX.'T of statiOilS 0 11 

the llir has increased so much is one re<l.<;(lIl 
why broadcasters are gradually getting 
away from the idea that a ll stations must 
serve the great ma.ss of listeners. While 
the growing tendency to program s tat ions 
exclusiwly for the farmer is moT(' dra
matic perhaps thai I other examples of pro
gmnling for minority audiences, there is 
all increaSing number of outlets tlwt af(' 
thinking in terms of individuals instead of 
million s of homes. Oldest of these is the 
"good music" station, WQXR (New 

OKLAHOMA CITY'S 
ONLy .... 

50,000 WATT 
STATION 

York), now OWI1<.'Ci by thc New York 
Times. Ther ... are, howevl·r, a greal num
ber of olher examples thm haw Ix'en 
doing a s imilar programing. WH N (New 
York) ;md WIIDJ I (BasIOn) aT(' leaders 
in the odd of rC;lching sports listenerl' . 
News and music slil tions abound through
out tlll' Unit l-ci States and whil ... they 
makt· little aHelllpt to supply something 
for cvcrylxxiy, their audiencl's arc great 
and in sol11e areas like ,\ temphis 
(WHHM), the SUI11 tOlal of Ihe so-called 
minorit)' listl·ners frequen tly ndds up to 

more cars than major network uutlets 
deliver. 

fo r best resuhs in the lith central and western 

seclions o! Oklahoma tie YOUt message to d 50.000 

wall signal lhal is heMd by OVER 1,370,000 Okld' 

homans who spent OVER 5855,739.000 in rclail 

sales dUlinq 1947. 

.5 



Retail Sales in 

WPTF's Primary 
Market Exceed 

ONE 
BILLION 

$$ 
A Y~AR 

More Proof That 

WPTF is 
No. I Salesman 

in North Carolina 
the South's 

No. 1 STATE 

FREE & PETERS ,. ....... , 
".,.. ... ~1.1' ... 

,. 

THEY GAVE AWAY 
(Colllimu"" jrom pagr 43) 
d irect mail and !l(·\I,'l>p.1Pl'r :ldwrtislIlg I 
.1 1 Ica~t in the way that the SanducII l> 

\IO('re USIll~ tilC!>C mediums back In 1912. 
TIl(' tllfer brothl'rs didn't Jump right 

into broadcasting with all their ad vcr_ 
ti~ing c.l~h. Mayix'. the}, thought, the 
cigar liglll(,( olTr..-r H'<'ult,.<; wefe simply a 
fluke, No Sl'nse in disrupting a prowd 
success (omlUla. So the)' con r~-rrl'tl and 
came up with $1,000 to sr"ll:nd in rad io. 
'nley bought spot anrlOU/lCl'lll('nts. and 
Ill(' year being 1932 they \1,'('((, abl(' tn 
buy vcry j:,'OOd spots. The), ('xperirnclll<:'d 
.. dtll dilfcr('lll commercials. They dK'ckcd 
differem tillle a\'ailabililk~. No matta 
wha t till'), t ried, they round that broad
cast advcrt ising o;o ld auto accessories. 
Some idl'as sold mort' tl1111l o thers, but 
regardless, radio mo\'ed their nwrchan
disc. The second year the radio ildwr
t ising budget was upped to $2,000. No 
big gillllbicrs thl' Sanditens. 

The third ycar il was decided to sp! • .'nd 
a IUlle real adwrtising money on the air. 
Station K VOO was ernploy(od to build a 
.3O-minute "ariety progrillll for OTASCO, 
as the Oklahom l1 Tire and Supply Com
pany was becoming known . T he prOi!ram 
was also flod to WKY (Oklahoma City), 
to which t hc S,1nditens were beginning 
to sprl'ad their business. 

Variety was sat isfactory in so far as 
the merchandlsc in their stores was con
cerned. It sold merchandise bu t not 
(·llOugh. It con vinced OTASCO that 
newscasts wcre a OCHcr \'ehidc for their 
sclling. Slaning with their fnurth year, 
the firm has concentrated their sell ing on 
Ilewscasts. This doeSll't mcan thai 
throug/'IOut (ll(" SOlllh\'\'CSI II'I('Y hawn', 
used ewry type of program known to 
broadcasting, but jusr tha t after every 
tes t o( another program fonn, tlwy re
turned to news. 

Tell years ago \ 1938) six years a (tl'r 
they had purchased their first commer
cial the S.1Ixtit l'lls were spending mo rc 
than half thei r adver tising budgct in 
radio. 

And they " 'crc a\'eraginl! a l1e .... ~ torc 

a mornh. 
13)' 19-11 they had 11 0 ~torcs and a 

raJio budgc! of $40,000. Tlwy werc buy
ing neW$Casts on 16 s tations. \\' jl h the 
com ing of World War II , tnt·), fd/ heir 
to till' greatl}' incren""d IIC"-'; aud lencl's. 
The ocCaSiOll.1J news-hrtladca'>l follnwcr 
b<-callll' n regular :1I1d OTASCO rcachC'd 
nlOn' and morc l.'ars with Lt" ~11c-" 1llC'i

aRCS. ,\t the cnd o( the war, their radin 
I:>ud~t h.1d reaclwd $iO,OOO. D('~ pit(' 
Illatl.'rials fre...·:cs Ihl' Oklahoma T Ire and 
Supply chain hild gro\\11 to l:n ~tOr(-':. 

with 
LIVE 
TIILENT 

---

Wi\ IBD has a larger share 
of the audience than all other 
Peoria stations combined 
(Hooper Station Listening 
Index, Dec. '47-J an. '48). 
One major reason fo r thi s 
domi nance is LOCA L PRO· 
GRAl\ II )\G with LI VE 
TALEi':T. 

35 
... Fe LL TI i\1E person
ali ties! Out of a total staff 
of 65 o\'er half are exc1usi \'e
lr t~lent and programing 
per sonnel. This pe rso nal 
touch in news, sports, farm 
information, women' s pro
f,!:rams, music and \-ari~ty 
shows represents genuiOe 
communitv service. Com
bined with top-notch CBS 
features, it keeps Wl\IBO 
"First III the Heart of Illi-

. " nOls. 

SPONSOR 



It was time to lake advertising slock. 
When they firs t started, broadcasling 
was a wide optn merchalldisillg medium 
but Oil(' which, :lccording 10 authoriti(·s 
o f tIll' timc. should oc ust·" only institu· 
t ionally . The SandltellS hadn't agn.'Cd. 
For their tylX' (If opn:1tioll nd\'('rtising 
hnd to sell ~ direct ly, Ttwy broke down 
Ihe res istance of n1;'lny sta tion managers 
10 mentioning price 011 the "ir. T hey 
even developed a radio signature thai 
stressed price, 

All their progmms open with the musi· 
cnl dang of the cnsh register and the 
announcemenl, "Thank you, here's your 
change. Remernlxr you always sn"e a l 
your friendly Oklahoma Tire and Supply 
Slore," 

Two items a re sold dir('Ct ly 011 l'very 
brondcnst, no more, no less. One hundn.'d 
words of seiling copy nrc used on each . 
Each is n spccjnl, a lender, at what 
OTASCO belie"es In be a bMgain price. 
CenernlJy the item is one not nd\'ertised 
in any olher medium. The stores there 
arc 175 stores now havc check lists on 
which they tally the 5."11('5 of the radio 
specials , The company thus has a day. to. 
day r('Cord of the effICacy of every pro· 
gram and every stntion they arc using, 
They a lso have a record of direct I11nil 

-d'7~WD5U J -s wosu bm.dc.", SOOO .. " " 
~ from ,1M: f«n<h Qu,,,,,, to 

the Gulf ,nd Sou,h 1.otJ"iln. huen .... 

f rom d,ily """';',;on ... i,1t timc· hon" .. <d 
N.w Q'I,~", ''' ''''M'i •• , \1('USU h .. 
d<v<lop<d • h'gh '1u.I,, ) of ""eg,it )', 
WDSU d~.o<"> 1""1""" ."". " 1,,1 ... 1) 
'nd o1d~.i"dy '" ,h. So.I.",, ;,C>fh<dul, 
,It< In,e,n,,<Oo.1 11 01> ... , MoO .. nt In.«, 
n>tion.1 A,rr0ft, Tubn. Unlv. ,," )'. 
IInion S .. ,ion, ' he M~ni<ip.1 Auditorium, 
S,-mphoni« .nd 01"""" 

l);'USU', do mi ... ,.l1onp . 
... ,ing p,ovu ,II., h",,· 
oring 1,,,, .1 'n.",ur ion, 

".~"' .. ..,"'..,\. c ... u.' It'G*' li" .. n« (1. k>j,.hj', 

ABC 
Aliili ole 

5000 
Wo'" 

John BI. ir & ( a mp" ny, Rep,esenlative 

APRIL 1948 

sales from California to Wyoming. These 
sales arc lhe bonus thal radio d .. Jiwrs. 
11ll'y' r .. also in l'ITeCl survey~ which tell 
thl' $anditens when' it may be profitabl e 
I\) oJX'1l .1 new s tMl'. If there nr .. ;1 gren t 
many mail nrdt·rs rrom a n a rea nmyhc 
thOl I areOl hnsn 't a tire and supply store 
which is fi ll ing tho: local needs, 

Plans (ilr PHS call for more and more 
r:ldio, The btrdJ..'\:t for brondcas ting is 
$ 100,000. 1lley have not dropprd a ll 
othl'r nll'din, 111ey' rc still using I1l'WS· 

p.1pcrs and direct Illnil , althollgb the air 
docs get the Illnjor portion of thl' budget. 

The chain tropes to grow tn 200 slores 

in 19 01 8, Dclmite plnlls call for 196 by 
the end of tl1l' yt'ar. Thl' progr:ull key· 
stone will s till he ncwscasts, at breakf..st , 
lunch, and supper, when , D. C. Sperry, 
ad vcrtising mnl1;rger Ix' lil'ves, "the ell tire 
[' lI1il ), listcn ~, is rdaxed, r('C(' r tiv(', and 
mos t likdy 10 tx'COllll' custolllers." 

Rcw rsin g the usual fo mllda in which 
sponsors go rrom Spot annOUIl(('Illcnts to 
prognrnls, OTI\SCO ('xpl'Cts to b'O into 
spot nl1I10 Ulln'ffil"nt buy ing this year. 
TheY'fl' going t ll combine their cnsh 
register slugnn mid thei r da ily specials 
into :l ch:lin brenk and try to buyns many 
prime availabil ili('s ns th('Y can fi nd, ••• 

Sales 
Costs 
can be 

little Ones 
too 

WTAR.NORFOLK' s audience 
delivery per advert is ing 
dollar does it .. . and 

here's how: 

NO RF O LK MA RK ET has the 9reatest metropolitan area 
pop ulation g ain in the nation , 194 7 over 1940 , . . 43 "/0 
more custo mers, 6 1 "/0 more new household s to supply, says 
Burea u of C ensus. And . , . WTAR keeps right on d elivering 
the BIG share of this healthy mar. et ... 

Let u, 9 ;"'1 you ",or. loch 
~bout buyin9 pow .r end 
co",u4 g e. They ,how why 
WTAR·NORFOlK dots 'uch 
a thrifty job 0/\ your ",I" 
cOlh, with ,uch henchom. 
i~cre .. e in profits, 

NBC AffiLIATE 
5,000 Watts Day and Nig ht 

Opt ,,,tor, WTAR,FM 97,) Me9acycl ts 
N"lional Rep'eoent"""'tl; Ed""Md Pell., & Co, 

97 



THE PEOPLE LOOK Uldu~tr!!,'s 111 the fo!lowlIlj.{ fashion: 

~Col1lH1 utllfrom pa~ (8) I'rh",,· ,,' I;""" nn"'n, ( ~,,,u,,11 
r,n' ( I'd" .. ,,· 

I ".~ , (;f~'" ful. I',~,r (~~,I ,Il '\; 4~% 

, .10" .. -1,.._ ll% " % 1.1% " 11,,,,10.. l~% ~.~% 

H".u .. H% ~. I ~% , % (;~~ II. ~. h .. · >0 ", ~~% 

"' h""I~ I.l% ". ". '. F,""J ... , .... , .• I ~% ". " .... ,"', ... ,. '% \4$ H % '% K , .. U" ' % ~~ "" 
(;""' I"l,n"'n , '. J~% .1 1% ". :-:'·" .'~"' r"·" "J< "'" The balance of rC'Sponcll'm s ill each c;'lIe

)!or)" r('port "don't kllo<,\'.'· TV PROMOTION 
(C,lmtillutdjrom pagr 70) The publ ic generall ) report they don't 

.... alll mdio in the hands of the govcnI
inCH\. Th{'Y don' t want ncwsp<lJX"rs go\'
emmCll1 comrollcd eilhe r. Ther (e
~pondcd to this qucst,on un !>ix different 

call look in, too. Thousands \'I~ it the ex
hibit daily, get a octter ielea of ho ..... TV 
works. Sinn' these viSi tors ;'la' for the 
most part OUI-o(-[OWO sightseers, they 

" 

-. --

You CAN believe your eyes when buying power " g ures 
prove thol Cenlrol New Englo nd's overage intome is \3 % lorger 
Ihon Ihe nolion's per fomily overoge.· Nor is il on illusion Ihot 
Ihis goin over Ihe notion opplies to more Ihon half 0 million 
people in Ihe trading oreo of WT AG - Ihe one slolion which 
tompletely and eRetlively toyers all of the prosperous Cenlrol 
New England morket. 

Notional and local WT AG a dyertisers are quick to retog
nile tho I their odYertising, oimed ot Ihis $549,083,000 income, 
brings profi lo ble relurns. 

WORCESTE R 

H. RAYMU co. No/;onol .sol., ~.p'.' . n'o';,.' 

"'''',lio,.d ... ;," ,h. Wo"u'" J.IOQ'o.., _ Go,." • . 

I(' tum to th('!r homes in tr igued, at lca~t , 

by vidro. 
The NBC-Television tour of its New 

York studios also sells till, visual mroium. 
Thousands take this escorted walk:nhon 
monthly. NBC-TV promotion is con
centrated on its programs. It finds 
Kleig-lighted gala openings such as it 
staged for the Theatre Guild's presenta
tion of John Ff'J"gllSon \'ery effective. 
N BC concentrates on publicity and ad
vertising with very little exploilation 
bl'ing done at present. The recent ap_ 
pointmen t of Dick Hooper (ex-RCA-TV) 
to head an exploita tion division of N BC 
Television indicates that this hole is being 
plugged. 

The networks are prolific picrure 
sources for all national consumer publica. 
tions. Many publications call daily upon 
the networks' picture files for material. 
Thus far they've been able to fill most 
requests and television reports in the 
press have been well illustrated . 

Poim-of-saJc promotion by sponsors 
during the past six months has bt'e-n 
scant. This phase of TV promotion was 
a (acet of the earlier days of visual broad . 
casting. $everal slXlnsors state that 
they' ll soon be promoting. At present 
it's the stations ' burden- and they' re 
ca rrying it well. ... 

SELL 
ALABAMA'S FIRST MARKET 

1,833,430 Alabamians 
covered by 

Co ncentrated Power 

• 

WKAX 
BIRMIIIGHAM, ALA. 
1000 Watt . 900 KC 

• 
Ganus C. Scarborough 

Gen . Mgr. 

• 
JOSEPH HERSHEY Mc~JllYRA, JNC, 

NATIONAl REPRESENTATIVES 

SPONSO R 



PEACE- IT'S WONDERFUL! 
(Coutifilledjrom pagl' 14) 

a matter of negotiation. Petri llo neWT

rhc1css gaw an indication of being morc 
than reasonable about the- matt.:r by 
agreeing to the scanning of the NBC 
Symphony on March 27 without any 
extra fcc al a ll. F uture vidM presenta
tions of the Symphony, if NBC shou ld 
want to continue [Q [d{'cast that 
great musical organization, would not in
crease the musicians' scale vcry much. 
It was understood that the prohibition on 
the TV usc of theater musical motion 
picture films stands. It was agrC'<'d, how
ever, that the networks will be p<'mliuC"d 
[Q seCV(' t h{'ir affil i:uc statio ns with filmed 
transcriptions of their TV programs, thus 
enabling the chains [0 service outlets that 
may not bE' conrle<:tcd to the wcbs by 
coaxial cable or microw;Jw rday, for a 
long time. 

A number of stations have em th{'ir 
musical s taffs during the past year, under 
the protection of the Taft-Hartley act. 
The fact that the networks did not try to 
reduce their staffs was one of the reasons 
why Petrillo in negotiation was mor{' 
agreeable than he has been since he 
;rssumcd the mantle of president of the 
union. There were other factors as well. 
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FIRST ~tote .... ith the 

FIRST ~et .... orl (bo.ie ABC) 

WOKO load. by a. ""'C~ a. 4.8 
po,o" 01 " 22.' tata!. 

Local bu.ineumen back 
th i. lo,,1 stetion (loon 5000 
wettl) beeeuse they \cnow 
the import.n t) Capit,1 Oil
Iriel market has: the' /t abit of 
leaving Ihe' dial tuned to 
Albany'. Pioneer Station . 
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The:' Iktworks agreed, though not contmc
Ulally, to work towards "getting as much 
Jive Illusic on th{' air as possible. " [n
stead of using just a token amollnt of 
music on T V there will be a sincere l'ffort 
to devise programs in which music is a 
vi tal visual part. The net works arc also 
commit tL'<i, it is understood, to f('t'ding 
their FM :lffiliatt's a block of live Illusic to 
show how good music sounds 0 11 this full 
range distortionkss mediurll. 

Broadcasting will hawaII the music it 
wants, needs, or desires, at no increase in 
cost. Whenever and wherever music is 
call{'d for it will be available, except on 

rL'COrd. T he more li v(' music is on the air, 
c(('ming and building musical hits that 
have not been recorded, the nearer the 
record industry comes to the day wh~n it 
will haw to cOlne up with a disk solution 
Ih,1I is smis(;Jctory to Petrillo. The new 
Petrillo- hl.' ('wn posed for Tlewsreels and 
still pictures playing Ihl' buffoon with a 
horn in his mouth-is ready to r{'vcrse his 
"we wilt r1e:'Vt'r rll:Jke rl'Cords :Jgain " 
dictum. 

No, Ill' hasn' t gom' soft . He's simply 
looking for ways in ..... hich he can make 
rnore jobs for AFM members. That'S 
what he's paid for. 

S8T 
GIVES YOU PRIMARY COVERAGE 
OF A BILLION DOLLAR MARKET 
R("la ii ~al,·s in Ihe l' ri ul~I)' ~'("'erll~e area of 
\\ SliT Inl .ll[~.[ 5 l.fJm.:2(~I.IIOW il) I') 16! 1'h.., rich 
c"unti .. s of n<>rI[Jtorr> [",[i !lull and S,,"lhcrn .,\i, ·hi . 
gall which cOlllpri.e thi~ 1,;lIi"n·doll~l r lll" rl." l 
han· a ~·"",bilU~ 1 1"'I" ,latin" of r.:lIIO.i'iO()" . 1\ ".1 
Ih,"" are .,! 1.7110 ra,li" [W ille. in I h i ~ an-a 
(1l.\JI> ). H,·""·",hl."r - Ih i,, is a ll 1" ;"111'" 

I ~::::::;;\:,;, \\' ::;1.11' .. ·."() n<lal)· ~, " ,··r~c l)l ank"I~ 
I uf lmll:llla. Sln't..]!>'!!' ""II Uj! ; "1" 
.\! ichig"n. nncl e~t"n,ls inlo 1lI'IL" j~ and Uhiu. 
·s., .. "'_~." ....... '., M ........ ',"U, 

PAUL H . RAYMiR CO . , NATtONAl 

J OOO WAITS 
960 KC • cas 

RiPRESEN rATIV f 

99 



100 

An .. h tray wi th • WORe mitrophone en
grawd 011 its b;lse is olle of the re&'Ular 
awards in that station·s ShoPPillJ! by 
Radio daily contest of the station. 

"Gn~atut Story Ever Told" and Wl W wert 
voted, re.pectively , the bu t progr.m .nd 
be.t promotion.1 oper. tion of 1947 by thC' 
Co!legl' of the City of New York. P I<lques 
will be pTl'Sl'n!l'd to both on April 15. 
FilS( awards in thdr Tl'spt."Ctiv(' divisions 

When. bur w .. born during the winter of the- allnual CCNY competition w(;'nt 
to WAAT, Newark , N. I.; CBS; Frede-ric hiix'rnation to a large black bruin, 
Ziv; and Ray~I)Ow , In::'., for programs. listeners to Wj\ IT (Cedar Rapids, la.) 
Promotion "Awards of ,\lerit'· went to Wl're given the-opportunity of naming Ihe 
C BS; CBS-Pacific; KLX , Oakland, Calif. offspring. The prize-winning Ilame was 
(two awards); WKY, Ok lahOlllil City; Bezoo, for Bever Park Zoo wht.'re the cub 
t\rthur Kudner, New York agency; was born. 
KELO, Sioux ralls, S. D.; K,\lBC, 
Kansas City; MBS, Cincinnati; and 
t\ lBS. Honorable r1lt'lltion went to a 
number of olilel ('nu ies. 

A dip of pit . throwin9 slunh which arc a 
ref:,'lIl :rT part of tli(' Bordell program 
CuulIty Fair \I.'l're included in a recent 
PathI' Nell'S. CBS and r..oUllfy Fair Ie
ceiv • ..:!. gelll'rous crt...:!.it in the footage. 

Although the Denver Poll i. not noted for 
its r.dio tooptration it has tied up with 
KLZ (Denver) in one of the most far· 
reaching newspaper.radio promotions 
evcr consummated in the Rocky Moun
tain region. Five $500 awards ill a soi l
conservation competition will be made on 
a swte-wide basis. 
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I 
jockc)' WayJ ll" Farrdl spins :. prollr:ull 
ca lled 1~(l1lio UI'COTC/ Shop O\'('r WJ H P 
;lIld lisl(1)('rs .Ire lIrgl>d 10 ord~'r their 
f<lvor il('!i ddivcn-d 11\ thc lr honK'S till-

I ileU day. T he stat ion whs o rders by 
phone lmd has sold IO,OOl lnl' pro~rn fl1 's 

I Hoopcnlt ing: has a lso jumped during the 
period I hi'l l th is Si.IC'S n 'rord was madt-. 

I 
Corn To .. ,I; •• I.t printin, MBS " H Olllt of 

I 
Mystery" th.ille,s on I"e i. p.clc.!lu . A mys
tery is told in cight capt ioned drawin!!s 
:lppcaring on the b.1ck of each box. 111l' 
solu t ion, writ lrn on a card l'ncios('d in 
the package itself, is invisible until " 
pk'Cl' of wet p:lpcT is rublx-d over it . Tht 
stunt tums every box into n din.oct pro
motion for the prognl ill . T wdV{' differC'llI 
thrillers arc pictured- Oil{' to ;r box- so 
that evcn (jndin~ the differen t tOllcs b..'
corm's :r ~:UT1{' for the youngsters, 

WKBW "ppurs to havt plovtd th. t listt ntn 
will t"kt pracliuliy "nythin,. Foster Brooks, 
who runs WKBW 's Mi/lioll Dollar BlIl/-

I 
rOOIll, d('(" ided T('(;elltly tilOl t he liked Art 
Monney 's &by Fau. Hc pl;ryed it con
seCtHivcly fo r 45 minlltl'S on thc program 
(approximmcly 15 times). Rcsult t ied 
up the switehbo.uds of WKBW and fo r 
no apparel][ rcason all thc reSI of Ih.' 
st ation s ..... itchboards in town. Mosl of 
till.' calls ..... hich got through sa id till'), 
liked the lull('. Buffalo sail'S for the trUll.· 
jumped 10;'l Ill""'" high for a nc ..... disk. 

Bro.du st ticktls .rt .ddtd .lIr.,;I;ons for First I 
Piano Quartct concert . When t hc Edwin 
Fad iman-NBC First Piano Quartct pia)'<.'<l I 
S.1n Antonio, newspaper adllen isclllcnts 
..... c rc hcaded " Salle Your Stubs." T he 
ads callcd a{lcm ioll to the fact that s tubs 
of t ickets for thc COlleN! wou ld servc as 
admission to the Quanct"s S.1turd;'ly 
:rftcrnoon broadcast. 

T here wcre 2,500 pt:rsons at tlK' m ncert 
and ollcr half thm mUllocr cumcd up for 
thc broadcast originated Ovcr WOA I 

MR . SPONSOR ASKS 
(Collf illlle<IJroill pag/.' ~9) 

s('rVICC would be rendered e"cryone con 
I cerncd. Thc networks fi nd it fcasiblc, so 

should thc rcpr('S('llIatin ·. 
If national spot radio is to con tinue 

and grow , which it can do with th ... evcr 
increasing numbcr of AM, 1-:'1\1, and T V 
Slat ions, rcprescnt<1l ivcs will ha \le to Jc.nd 
their support to maintain thc sponsor's I 

, desi re to usc spot radio. By g ivin~ the 
smllC dcgnx' of scrvice aft!!r he takes the 

, order, thc spot reprcsclllal ive is insuring 

I 
his position in Ihe fu t urc of this Big 
Business c;r lled b roadcast ad \·crtisin g. 

LI L LI AN SELn 

I~====~I 
Tilllebu)'!!y 
Foote, Colle (; Be/dillg. N. Y 

APRIL 1948 

FIRST 
in .he 

E~ • • 

Th 40111 ulJU mlr~el 

OIVENPORT 
ROC K I S LIN 0 
MOLINE 
EIST MOLINE 

" FIRST to broadcast from a 
Stat~ Leglslatur~ . " 

woe WOC·FM 
5,000 W"tl s, 1420 Kc . 

BAStC NBC AflUi",. 
Col. B. J. P. I ... " P,n. 

B"'v l Le llll" ,. , ",, ,,. 

DAVENPORT, IOWA 
National Re presentatives: 

FREE & PETERS, Inc, 
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!~PEAIiS 
Good Samarilan 

Each week new honors arc heaped on 
Thf' Crtolest Story £!'/!r Tald, sponsort'<l by 
the Goodyear Tire and Rubber Company. 

Last September SI'QSSOR selected Paul 
E. litchfield. Ch .. irman of the Board of 
Goodyear, as its "Sponsor of the Year." 
Since then scores of newspapers, maga
zines, religious groups, schools, and organ
iZi'ltions of many descriptions have cited 
the program as an outswnding example of 
public servicc. This issue of SI'O:\'SOR in
cludes an item conccming the latest 
tribute (page 100). 

Therein lies a remarkable advertising 
story. For the sponsor who dared to 
venture into unchaned program waters, 

who insisted on "not a single word of com
mercial," who presented his network pro
gram as a public necessity at a time when 
the world needs to understand Christi
ani ty more than ever before, is reaping a 
rich sales re ..... ard. 

The purchase of Coodyear products is 
being boosted in unexpected quarters. 
An apprcrimive public sa.ys "thanks" in a 
Wily that docs something to that sales 
curve. 

There's only one Crralt;M StOTY. We 
can't tell sponsors where to look to find 
something that will accomplish a like re
sult. But the Coodyenr cxperience re
minds us that there is a gencrous harvest 
to be reaped for the sowing of more initia
tive, farsightedness, and real under:.tand
ing of public relations in rildio progwm
ing. The sponsor must call the turn. 

We're reminded, too, that "bread cast 
upon the waters ... " 

The Apathetic Adverliser 
How fM should an advertiser extend 

himself toward acquiring a know-how 
and apprecimioll of broadcast adver
tising? 

Robert S. Keller, pn.'Sident of the radio 
sales-promotion liml beilring his name, 
milintains thm :l lot of potentiil! sponsors 
aren 't extending thelllsel\"($ at all. He 
SilYS so with vigor and feeling (sec "-40 
West 52nd," page 6). 

We concur ill this conclusion. Adver
tiscrs- thou!klnds of t!1('m- ha\"en't S('{'n 

He inclincs to the opinion that adver_ 
tisers apilthetic to radio's VirTUes need to 
be reminded of their shortcomings. He 
writes, "[)oc'SIl't a successful educmional 
process depend as much on the willing
ness to !cam as the abi lity to instruct?" 
He points OUt that commercial radio has 
developed infomlation "on circulation, 
audience, cost per thousand families, etc. 
to a higher degree of accuracy than any 
mher medium." 

We concl'CIe radio's virtues. We be
lieve that radio has a Ix-tter story to tell 
about its merits than any other medium 

What Mr. Keller overlooks is a simple 
little fact thilt has oc'Cn consistently over
looked by sellers of radio time generally 
Namely, that advertisers are people. 

People, no matter who or where, like 
to learn (and buy) the easy way. The 
easy way for radio to make its presence 
fdt by potential sponsors is vill a process 
of easy-to-understand, easy-to-apply edu
clltion that doesn't feel like education al 

all. The way to make them buy is to do 
some friendly but aggressive and con
vincing selling. 

Sellers of time have neglected a con
stluctive, industry-wide, medium-selling 
progmm of promotion, publicity, and 
follow-up. The other media haven't 
Newsp.1pers, magazines, billboards, and 
direct mail arc cashing in on radio's 
negligence. It happens every day. 

There are signs that broadcasters have 
leamed their lesson. It isn't too late. 

lit to eduCilte themselvcs radiowise. 
But having agr('Cd to this extent, 

part compilny with Mr. Keller. 

Advertisers are al\\.'ays willing to put 
we their appropriations in the places that 

they're convinced will net the best return 

___ r. ______ A-'~'-'p I a use 

DAYLIGHT SAVING NO PROBLEM NOW 
Daylight s,lvmg time, "hlle helpful to the country as a 

whole, has not been an unaJloYl'CI blessing. Famlers, whOS(' 
days go by the sun, lind that daylight time meilns merely 
Thilt the clock reads an hour earlier when the}' start \\.'ork
and their day is an hour longer. 11le entertainment world 
finds that it cuts into the box office for people generally wait 
until iI'S dark to go to motion pictures or the legitimate 
tneater. To the sponsor using network time, it also has been 
a headache. With key cities on daylight time, his programs 
have frequently hit non-daylight areas at hours that were 
not right for hIS selling. He has frequently run into con
ditions where local ad\'eniscrs III standard time areas refused 
to give up their time to permit the network airing an hour 
tarlier than during the wintl'r. Such refusals required re
cording the program off the network line and sctting up a 
new tin~ schedule. In many cases it further reduced program 
audiences. This year, the networks gencrall}' have agreed to 

10. 

forget their prejudices against putting recorded programs on 
the air and arc networking IllOSt programs twice over specially 
leased telephone tincs-once li\"e and once recorded. The 
stat ions on daylight time will take the program live. Those 
on standard time will take the program when it's networked 
the second time. ABC, CBS, MBS ;lre p.'lying the costs of 
the second telephone line. It's expected that NBC will solve 
the problem in its own way. Network broadcasting has 
r('Cogni::cd that it has a responsibility to sponsors and to the 
public in this matter. It has also rcrogni:ed that the habit 
of listening is so important that to disrupt it is to lo~ listen· 
ers who arc radio's stock in trade. 

ABC led the light for the dual service that brings the 
nation's commercial network programs to the nation at the 
same hour on local docks. The ad\'ertising (ratemity owes 
the Ed Noble \\'eb a deep debt of gratitude. Sponsors, tht 
public, and \\'eb affiliates thenl!'~r\'es also ha\'e GlUS(' to 
th.1nk ABC. 

SPONSOR 



CINCINNATI'S FIRST COMMERCIAL 

TELEVISION SERVICE ILIT 
WLWT. Crosley Broadcasting Cor
poration's television service for 
Cincinnati, began commercial oper· 

atien on February 9 and on February 
15 a special T-Day celebration was 
observed throughoutthe Queen City. 

Television is not new to Crosley 
or Cincinnati. We established one 
of the first television stations in the 
United States in April. 1939. under 
the call letters WaXCT. Experimental 
television broadcasting has been 
conducted continuously since that 

date. interrupted only by the war. 
Now, after years of experimenta

tion-training personnel, developing 
programming and technical tech· 
niques-we are ready to provide 
Greater Cincinnati with the finest 
television service possible under an 
expanded, commercial operation. 

The newest, most modern televi

sion transmission equipment avail-

able will. within a few weeks . be 
sending the sight-and-sound of 
WLWT. This new transmitter plant 
will deliver one of the strongest ef
fective radiated television signals in 
the world, assuring an even finer, 

more de?endable service. 
The Crosley Broadcasting Cor

poration is proud to have estab
lished the first television service in 
Ohio and Cincinnati. We believe 
television inevitably will become the 
world's greatest medium for mass 

communication. And not only can it 
be expected to provide the greatest 
and most effective advertising me
dium yet conceived, it must also con
tribute immeasurably to the broad 
fields of entertainment, education 
and religion within the home. 

WLWT Rate Card No. I. and we 
believe television's most unusual rate 
card, is now available upon request. 

TELEVISION SERVICE OF THE NATION'S STATION 

I. 



BASIC 

ABC Network 
REP RES E N TED 

STIJFFY1 NOT ON 
YOIJR TINTYPE! 

<JhC only formal thing about WJW's 
MAN 1I"ITII T ilE flAT program, .. 
1:00 to 1:15 P .... £. across the board 
, , , is the protlucer's costume. Versatile 
Dick Hallon ... the ,\ l an With th e Hat 
..• has a rcady lOngue and a li\'cly wit. 
\\7he(her he's on (he sidcwalk or in a 
store, his show .. , taped for reproduc. 
tion on the following day so th e panici
pants as well as their friends can hcar it 
, .. allractS SCQres of shop pers. 

On a regu lar rotalion ... with a different store 
playing host every day. , , more than 130 repre
sentati\'e independent drugstores participate in the 
program. Combined. _ . thcse s tratcgi::a lly located 
stores arc a powerful selling force" _ represent 
Ii\e priceless ad\'antages (0 drug manufacturers 
who nced spccial cO\'erage in the Great Cle,'eland 
markct. 

W')\\:" s ,\JAJ\' WI T II T H E H AT offers the oppor· 
tunity for iJIIllledi{Ile diJlrib",ioli . ' . prolllpl poillt of 
$ale disphl)'. , . e:rper/ bebilld-tlu-coNllle,· sales bell'. , . 
complele co-oper({/ioll frolll drug u'bolesalers . . , and 
a higbly l'esjH)/lSlI"e ({ut/iel/ce. \\7e'n! p reparcd a brief, 
but complete. wrillen presen ta tion on th is potent 
progum. Your nearest H cad ler,Rced office or a 
W')\\" representativc wi ll be glad (0 show i t 10 you. 

CL EVELAND 850 KC 

5000 Watts 
N A TIONAllY BY H E A D LE Y - R EED COMPA N Y 



Scanned from the collections of 
The Library of Congress 
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Packard Campus 
for Audio Visual Conservation 
www.loc.gov/avconservation 

Motion Picture and Television Reading Room 
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Recorded Sound Reference Center 
www.loc.gov/rrlrecord 



This file including all text and images are from scans of a private 
personal collection and have been scanned for archival and research 
purposes . This file may be freely distributed. but not sold on ebay 
or on any commercial sites . catalogs. booths or kiosks . either as reprints 
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Please help in the preservation of old time radio by supporting legitimate 
organizations who strive to preserve and restore the programs and related 
information . 




