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Signals . .. Spot Campaigns. 
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CHESTERFIELD'S 
99% LOYALTY 

BEAUTY SHOP 
RADIO RECEIVERS 

GOEBEL BREWING 
BUSINESS UP 
50% IN 1947 

LOCAL STATION 
LEADERSHIP 
TOLD BY 8MB 

FC&B ADDS NEW 
BUSINESS BUT 
CUTS STAFF 

CBS STARTS 
SELLING HPL 

TV WEB MUSIC 
SCALE 75% OF 
RADIO NETWORK 

NEW NAME 
FOR SPOT 

, 

Chesterfield, according to Vergil D. Reed, J. Walter Thompson ' s, 
associate director of research. has greatest brand loyalty of all 
mass-produced cigarettes on market. Of Chesterfield smokers in 
1943. 99% are still smoking them today, according to Reed. Loyalty 
to other well-advertised brands runs to as low as 20.1°'0 . 

-SR-
Radio-receiver equipment installed inside dryers in beauty shops 
will increase afternoon radio audiences. Over 500,000 women visit 
beauty shops daily. Over 60 0/00 use dryers. Inventor of radio 
set for dryers expects that 5~ of dryers will be radio- equipped in 
two years. 

-SR-
Goebel Brewing Company's 1947 business was 50~ higher than previous 
year. Goebel uses biggest special regional network for daily broad
casts sending Detroit Tigers games throughout Michigan and several 
surrounding states. Goebel also sponsors two Tiger telecasts a 
week. (See Baseball: 1948, page 23.) 

-SR-
Hugh Feltis, Broadcast Measurement Bureau president, is pointing out 
at NAB district meetings that in one-station areas local stations 
ranked first in daytime in 65~ of cities, second in 23~. At night 
local stations ranked first in 52~ of towns, second in 32 ~. 

-SR-
Foote, Cone & Belding has cut staff by 50 and may release another 30 
unless pending accounts are signed. It has regained $2 ,500,000 of 
billing it relinquished when it resigned American Tobacco Ca. 
account. One new account alone . Glass Container Mfrs. I nstitute, 
will spend $1,500,000. 

-SR-
Housewi ves Protective League . which CBS bought recently, is now 
being offered to non-network-owned netwo rk stations. First 
affiliate to sign is KIRO of Seattle. CBS is first network to 
syndicate a women's participating script program. 

-SR-
TV network scale for musicians will be 759d of present chain radio 
wage. Local stations will pay $9.20 half hour for side men and 
$13.80 fo r leaders and soloists. Scale includes half hour rehearsal 
time. 

- SR-
All -Canada Radio Facilities Ltd., biggest privately- owned broadcast
ing f irm in Canada, has joined advocates of new name for spat. In 
l et t er to industry. All-Canada endorses Paul Raymer's "selective 
radio" and requests confirmation or additional suggestions. SPONSOR 
believes new term is needed and has frequently devoted editorial 
space to an appeal for a new name. 

SPO NSOR 



Take a NE LOOK 

••• at CONSUMER BUYING. 

MOVEMENT OF GOODS. 

PRODUCT TRENDS in Oklahoma City 

T il l' Okhhoma City Co",·unlf' r l'an .. 1 no\ 
onl r ll'iH8 ad n'r ti ;;l' rs a new look at the cluar le r
rniliion'I)N!!01I Okbhoma City melropoli l"u are-a. 
hUI an o\"er.lhe. lran~om \ ' ;1'''' of lIu' I'I' I",_,-;or of 
their own IJroJlIel ~ ill lo,b )" ~ mark('1 3l!ain. 1 
lotlay '~ ronqu·titioll. 

It i ~ a conlinui,, !!, aud I' red~ 31131"';$ of 
eon~ UIlll'r Im yill t: ,, 11<\ conmmer no.!' of food a nd 
.IrU ;l: IHOduCh in -1 0-0.1.1 d :u~i ri ('alion~. 

Quarterly l ahub lion ~ fot each da."ifi ('a lioll 3ft' 

".-:.Ha M!' wi thout cha rI!'I' to a,herli.(' r~ 8h o .... in l!' 
h r Iorand . the l1umb" . of f"mili .-s bu r in,: • 
• Iollar '-oluInI', "laC<" of purcha ;wo " ",I other 
;;igntieanl iuformalion. 

TI,,· 30.000 or m Ot .. il1<li" iti lia l l.ur ch.H(>~ 
ead , month by till' -100 t l'pr(,Sl'n lalin' 1'3n .. 1 
families a r .. 1'0.1 1.".1 On ill<lh'id lla l n rds wilh 

0".'-00 .... D (M>ElHU" TIl. OKL. HO". n ·n ' _H'S' CO",."'" TO". 0'\1.'· OKL~HO" • . '( ."D T"'l~ 
THO hUll.·srOCK ." .• s _ K' OO, COLO"UIO ~'" ' .~c~ _ KLZ, Dl,.. \!:. ("fFll" n D :>I,.,(,t("("t. 1 

MAY 1948 

('O"' I'I I"It' l.ioj!r3pb ita l malerial. The sl"' cial 
in ro rma l ion a .. aila l. l!' f rom I h; s hou~llza of 
lI.a rl.. el da la i ~ ",-ailahl .. al aclual lal",Ia I; 1I1! coo'l. 

Th e llui lL lcnallce of tI. 1' O!.. la h oma C: ily 
C:on ~lnll l' t i'ant' l a l a ll a llllll,,1 CO~ I of 550.000 i ~ 

0 111' of 1101' ma lL Y ..... nkeg offer~,1 a,h(' rl i!!e rs br 
SIal ion WKY alltl the Oklahoma l'uhl; , ltinjl: 
C:onll. :m r 10 1.1'11' 11,>'m ,10 a more I. rolilahle 
.e lH u/! joh i n t h e Okl ahoma r.;t~· ma r!" e t. 

, 



SPONSOR REPORTS 

40 WEST 5'1ND , 
MR. SPONSOR : HOWARD M . CH APIN 10 

P.S. 

NEW A N D RE NEW 

BASEBALl: 1948 

TV RESULTS 

LISTENERS ARE PEOPL E 

" 
17 

" 26 

" 
SPOT ANNOU NCEMENT PRO GR A M ING 31 

THE BUSI N ESS O F G IV E-A WA YS 32 

WOM EN'S PA RTICIPATIONS 35 

RONSON SELLS A SPECIALITY 38 

THE PR OBLEM O F TH EATER TV 40 

WILL RA DIO H AVE AN OSCAR ? 44 

SPOT TRENDS 50 

ALL IN 18 M O NTHS 5 5 

MR. SPONSOR ASKS 60 

CONTESTS A ND O FFERS 64 

SIGNED A ND UNSIGNED 72 

WH A T THE SPONSOR ASKS OF NAB 85 

<4. NETWOR K COMPARAGRAPH 

SPO NSOR SPEAKS 

APPL A USE 

'IS 

'" 
'" 

f'rHod •• 1 oDd Pubh,b<t; S",,,,O" R. GI.... S<crot&/7-
T ..... u"" f:l., ... C. Cltn.. td,w; Jootph ~t. """hi ••. 
A...".I. rA,I ... ; rllnk "onaltt". CbOlI<. Si.d,,,. All u.",.",." 11 ... «1 \\ .. ~,. Adl'e.I'_Ol 0;""1.': '-or 
J. llrulD •• lh.:. Ad"'hllnr O"S'"'tm •• I: I: I""t II. ~iJ, 
(~ ..... ~I ...... ) Kor Brown; ILoo An",rul Du ..... A.S ... U 
01: Ca~ U~ S. It,ll SI.; (S •• r ........ of Duo .. " A. :'<011 01: Co. 

~I,U. Bid •. Ci,.olol, .... ~I •• ,.u" M,lt ... A'I'" 

rorFlI PUTI'IU . '.\Rr .. ·;·!,otJ".bnM,U '''r'''f"1.> 
t .d", f U. "t ,j I 'lid ru < ,D, 

SINGI NG COMMERCIALS 

I noticed on page two of tht: April issue 
of SI'O'SOIl. an article with rt:rt:renct: to a 
par('r prepnred by a Dr. Paul La:ard('ld 
(,mi dt:d Tire P,'ople L(J()k (1/ UIIC/io. This 
paragraph indic<l t('d that a survey had 
l-nn Illadl.' showing t hat listener!> \\ ho likl, 
ad\'ertising mosl like singing commercials 
le<l~t. 

This L!> a subject which ha~ had con
~idt>mblr thought here recemly and I am 
wondlring if you would be good enough to 

tdl me how I might obtain a copy of Dr. 
Lazarsfcld's paper. 

JOSEI' ll R . ROLu~s 

Adl'ertising manager 
Allanlic Refining Co. 
Ph iladelphia 

~ A ~"r'~' " I II • . 1.,,~ar~I.'Id's ,.·""rt ' ''i1.e.h.·t 
"hh" "01')' "1,1,,, :Sali",'"l HpJ"r" " 1(.' .. ',,,,,,, 
C,,"n<'!1 " ·IM , ... " T Io.· t'.·""I,' I..H.k '" 11.",11"." 
h ,,. 1M ••• " ~~" •. \Ir. 1("lIin.<. 

SUNOCO 3-STAR EXTRA 

I note in the April issu(' o r SI'OSSOR in 
program listings (on page 83) the Sun Oil 
Company radio program is listed as the 
"Sunoco Sun." I would lik(' to point out 
that the correct 1l<ll11e of th is program is: 
Sunoco 3-Star Extra. 

F. S. CASSAS 

AssislGlI1 (le/t'rTl ising mmIDgef 
SUI1 Oil Co., Phll(lddpiliG 

ESKIMOS BACK 

Wc cnjoyed reading your article on 
Sort Drink Le<ldership in your January 
issue, particul<lrly, or course, your rerer
mcl' to the CHequol Club Eskimos. 

It might intercsi you to kno\\' Ihat Ihc 
Eskimos are now back Oil the aiL with the 
characteristic signature and Harty RCfer 
and IllS banjo in a series or quarter-hour 
tran:<riptions which are bdng prcscLlll'd 
cool'crali\'eJy in local arca~ through 
Cllcquot's rr<lllchisc boulers .1nd in 
Clicquot's O\\'n l'\ew England rcrritory by 
Ihe parenl company. The)' rtrl.' cu rrentl) 
!:oemg rUll by about a dn:rn statiom acro~ 
thl' country, largely in da) lime ~rots. 

Exrcrimce thul' f<lr indicates that the 
I'ubhc ha~ ind('{'d a wry long L1ll'tnOry and 
apl'l'ars 10 lx> wl'lcoming thl' Chnjllot 
Club El'kimos b."lCk OLi the air "ith en
tltu5;aSl11. \\'hell"1:' made thl'~ tran
KrI[1tioll!) at l'BC and He$er 1\<lS r('-

(PlcOJC lum to page 6 

~Th;lt'l; what hllppened whell 
WWSW pulled togl'thcr the sponsor 
of it s National Rceord H its disc 
show, the distributor for j\ lercury 
records, ar.d the local agent for 
Frankie Laine, and pul on nil hour 
disc show that IUld the \\hole town 
talkin::! 

O\'er 8,000 requests poured in fur 
tickets before WWSW hunJ:: oul the 
SR 0 s i,:;n. Some 800 music f~lT1s 
were turned a way Ueeausc there 
wasn't e\'en "st rmdin J:: room" left 
on the day they broadcast. HE
SULTS: Pltt.~burgh's three local 
papers ~a\'e the story a two column 
I<pread; the more than satL<;fied I<pon. 
sors beamed, for liS a result of the 
show Frankie l ~'line rceOl'd sales 
botlmed. BI'en !'.Ir, La ine himself 
remarked " 1'I'e been in the 
business 18 years, hut no thing like 
t his happened before!" 

Bu t BIG 5TORIIS ar e t y p i<ol .... it h WW 5W 
, ' , t h e I lat;on Ihot ', .... ll e THREE BI G 
WAYS ., . PROGRAM ." 5ALIS ". AND 
PlI.OM OTION~ Thal ' l .... h y local a nd n. · 
,ionol ' Ipo n lorl t ' flle and I;fll e o g o ln 
have fo und WW5W '0 b e 0 ' Ur e ,aiel 
.... Inn e r in Ihe Pin_bu r g h rnar lcet, An d 
tho'" oho why Pin _b ur g h" .. pain t to 
WW5W as ' he .'a li.n , h. I Ir uly le ad. 
in SPORTS ., . MU51C and SPtClAl t VtNT S! 

- Ask Forjoc 
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TOot/lpaste 
of 

tractors 

ONE Station 

ONE Set of call letters 

ONE Spot on the dial 

ONE Rate card 
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• • • • • • • -
Wholever you sell - whether il 

oppeoll 10 former or city dweller, 

KCMO reaches your market in 

Mid-America. Kansos City's mosl 

powerful slo,ion, KCMO, with SO,OOO 

walls daytime. non-directional, beams 

your w les message -1o 213 counties 

within KCMO's Y2 millivolt measured 

orca and for beyond. Inside this 

orca ore over five million consumers-

54% ruro l and 46% urbon. And moil 

response from 407 counties in si:.: 

stoles, plus 22 other sloles nol lobu

lated, proves your CUSlomen lislen 

10 KCMO. Ask for proof of this 

unparalleled coveroge and find oul 

how economitolly you con put 

KCMO's powerful selling force to 

work for your product! 

-

50.000 Walls DAYTIME Non -Directional 

10,000 Walls Night-at 810 k,_ 

Basic ABC Stotion for Mid-America 

5 
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" j iE' K \ file Swing is to Wi m ansasCi, 
l --------=-- .IJ-----i( 

THIS 
IS 
THE 
MONTH! 
The merry momh of May! T hose dynamic new sales
hoosting extras \'V'HB has p romised arc here aI 1;15(_ 
f:tCalcr power, a benet frequency, increased coverage. 
full-time operation! After yeats of planninl!. months 
of building, weeks of {('sling. Ka nsas City's Dominant 
Daytime Station gues fun-lime_and in a Dig \X'ay! 
"latch li S swing with_ 

10,000 WATTS· 710 KILOCYCLES. FULL -TIME 
Coverage Illap' available on r(''1ues!. Sec your John 
Blair man and jom the Swing to \X' !-IB! 

..... 1.0,000 WATTS IN KANSAI r DON DAVIS 0./" 
"'"0"'" 

JOHN T. SCHILliNG 
GI""" ... 

c ont i nued " om lUSt 6 

hcarsing his band in the signature num· 
ber, it \Io'as interesting to have many a 
NBC executive pop into rile: studio upon 
hearing the s lrains of music dvough open 
doors, C'xpn~ssing kem in(er~t in the 
famil iar melody (hat for so many years 
was on their ~twork_ 

FRASK \VESTOS 

Adl'C'Ttisil1g dirtctor 
Oicquot Gub Co. 
Millis, ,\ foss. 

SPONSOR TEXT BOOK 

As a senior in ne ..... spapcr and radio pub
licit)' at (ht" Uni\'e(sityofOklahoma, I am 
doing considerable rCS<,"3rch in newspapt'f, 
adH,rti~ing. publicity ilnd sales promo
tion. 

Ono'r 1,200 of the encloseC mailing 
pieces ha\'e been sent to manufacruring 
conC('ms, advcrtisinp agencies, news
papers and radio stations throughout the 
United States. ,\lore than 300 answers 
havc been received, including 75 applica
tion blanks, 8 outright o tTers of employ
ment. ilnd almost 100 very promising 
public relations and promotion oppor
tunities. In addition . numerous gen []e
men haw forwarded infonnation towards 
the expansion of my ideas. Among th{'$(' 
were two old copies of }'our maga:ine. 
SroSSOR. 

T he purpose of this It"tter is to secuft" 
addit ional copies of your publication. p.1r
ticularty the ''';S February and April 
editions. I ..... ould also like to know if you 
ha\'c a special research. education sub
scription offer for graduate students. If 
so. start my mbscription toda)" 

You might be imef{'$Il.-d to know that 
SroSSOR hilS the rcspcrt and admiration 
of many broadcasters, advertisers and 
~tudcnts ill this areil. You arc certainl}' 
(0 be commmdcd for the outstanding 
.5C'rvice rOll ilre performil1g for the rad io. 
adVertising and their related tcaching 
pro(cs$ions. 

HERAERT TRt.:E 

Ok/dlioUld City 

• ~ub,,,"rlpd,,,,, ~r~ ~'":.Iu"hh' ". B.OO" )'-'" 
.hrnull.b h .. "uc.oro "bn or.!" . ,hI'''' In bul~ 
r .. r 311 nr rau "I ,h.-Ir r"'.~.-, . 

WOMEN'S PARTICIPATING SHOWS 

I re:ld your article 011 \\"omeu's P,lrtici
" Hill,'.; r'rogr,uus (Part One) JUSt }('$tcr
Jay. and felt a ~fl..'at sati~faction to H'C $0 

( r'/rust tUrl1 to f't'gt 51 ) 

SPO NSOR 
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, LI lII aiula ill :lIul :--1I"("II;!IIH'1l il s tr;ulil iulI-

all"IIII ' or 1..I':ul (' I"sll i )1-:11111 In k('~ ' I' \\"('11 ;'IIH.';I(I (If 

lII;tl"l.:('t - h': 0 ~ I 0 tlnW h l"O:ult,:tl'ts with .~o.()OO W:lIt!'i_ 

I\O.1I0 1"' 11.~ fl u> II/flrJ."(" ~/JrdJ' quir kly, N"ollolll;mlly" 

FOR 

SEATTLE 
TACOM A 

A N' 

T H , PU GET SOUND TRADE ARE A 

NOl,onol Repre~enlo""e~ EDWARD PETRY & CO Inc . N~ .. York· Ch,cogo· Son Franc,,,,,,· La. ""'g~I~s· ~""' I . SI l O<J" · A,lon,a . gos'O<> 





nil' HIII'(' of 1/ (1/1 h",~ IHllg ~ ll'lIggll'd In d('r(,fII ~/}fj('/:' 

Th ~'" /III/gil ' 110"''' (If , 11/'.\1/1/11, ,1' mrrir'd his "(liN' (lIIIIMlt Ii 1'1'/' III if ('s! 

NUll', U/Ilbo tWI t'rs lil" ,thallif If ens Illlhe /efl . 

S/'IIt! 1/ fill 'S m ) ogillg I oi('/: l'L'cr) I( Jwrc. 

o we {j'O ./j-oln here ... 

011(' frotltt e r in Hadin is :111110,. t (,ntird y gon(, : the frontier of space. 

WIu.' rcl('l" Allwril'an,. li vt', tl ll'y now OWl 1 a nulio atltlli ~ t ell to it. 

Today ti lt' Badi n ,.CI I,. all in l ima tc fllnti~h i l lS of tlie l ives of 9:~% 

of all tltl' fHlIl ilit,,, ill AIlIt'rif':!. 1r7U1t froll/iN, ,h(,lI , is {('{t.? 

I t li (,5 ill \I hal HIHlie) I'an so)". wIlier than whcre it ~'an {Jo, 

It lies in th e 11:11111"(' a lld qllalil y of H al li o'~ p!"O~ra1l1~ ... in til e 

lilllitl c:,~ field IIf ,\111 11'''' imag inalion ami r('"poll~i1 1i lity . 

TIr (' e\,idrlwc ltl'(,lI lllulat('~ th ai CBS leads 

a ll Badio in pu,.hinp; h;lI'k lir i,. front ier 

hrillp:iug 99,000,000 li~I(,llrr;: e,wh \Ieck 

CBS-prudut'r tl prop:ra lll ~ \Ihich ~I:lkc 11/'\1 

duim,. 011 the \lI h'l'ir:ln people·" d e~ i re for 

f' lIte l'lailll llf'll\. knolllf't/gf' and in,. piration. 

A.~ the Nt'll' York Ti1l16 pllt it ill it;: :l 1111 11a l 

,. lIllllllary of Badio·;: pI'ogl"/"~"-·'I ,, origil/a{ 

Ilro{!l'flllllll i llg-CHS 1/"(15 {fir (/1/( / (//('(Iy Ih l' 

{l'lldl'r. III 1/ )'f'lir //Iflrked by I'fIl'id wlk .. , 

C 1:5 (1('/lIfllI r rl irl S OliII'I hillg . , ." 

TIIi ,~ ";:OUlll el II i liS'· i lll · lw l f' ~ the CBS p:I\·k.! gt' Pro~r:ltll~. t/". III lISl 

('xrilil!{! 111'/1' /iirs ill /{lIIlio. Surh :>pum:ored !' I HII\' ~ a:- '\rthuI' Gotlfn 'y. 

"\Iy Fr ielllllnll :t: · All\, B urrn\I· ~. Edl\ard H. ,\1111"1'0\1. ··Strike It HiI'll"; 

~1I ('h ~pllJ1~orahl l ' olle~ a s ·· lIIr. at'e allli lASE:- \ li('kI'Y HOOll(,Y 

i tl "'81111 rt y Bell," lJ ()a~)" Cann i('h;lel. "Stlld io 0,11'." llI1 d lila ny 0 1 hers. 

I)OIHH'cd CBS P:I('kap:l' Prug ralll~ f' urrel1 tl y a\t'ra~(' to ~; less 

ill talenl ('u ~ t~ Iha n other 1H'!\I'o rk progralll~. 

So. fur large ;l\Itli(,Ih'l'~ a l lUll ('Mt .• ,al tilt' loul'st 1'0 ;:01 in IIchl'ork 

Had in loday.,. :-('l' CBS. 

Colli mbia Broadcast ill!.!.' S, ;-;tCJrI , . 
- II'/tel'l' 99.000.000 pcop/t' go/IIl'r I'rer)' lI 'eck 

• 

. ........ 0<" .... 
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THE RICH 
DOWNSTATE 

ILLINOIS 
MARKET 

anJ tut4 ... 

W M I X 
"Southern Illinois' Most Powerful 

R.dlo Voice" 

SERVES THAT ENTIRE 
RICH AREA 

940 ke., AM 94. I me., FM 

No.2 Radio e,nler, MI. Vernon, III. 

Your John E. Pe.non min "ill be gl.d 
10 dilCloIU n.llibililicl 'nd 

,.1" with 'IOU; 

sor: 

OJ,"da. of .dverliling, Gene,.] Foodl CorporatiOll 

T he advenising methods of CA.-ncTal Foods have always been simple. 
Its many products are never sold as a "line," but al ..... ays as separate 

and distinct identities. Each major product group has its O\\TI budget and 
ad manager, ..... ho is frcc to use the media he thinks will produce the most 
sales at lo\\'('si cost . This is ..... here unassuming. straight-thinking, Yankee 
Howard Chapin comes in . His newly.acquired job is that of connecting 
link beh"cen the various product advertising men , which for him involves 
endless conferences and decisions necessary to keep all GF advenising 
producing sales. It is Chapin's firm hand that gu ides a $13,000,000 bud_ 
get, largest food ad budget in the country, of which at least 65'70 goes to 
broadcast advertising. 

Chapin's job is a vital one. General Foods' profit margins are dov.n 
al thou gh gross business is up, and advertising know-how is being counted 
on to stimulate higher total sales. The 11 GF air shows on three net
works, plus television and periodic national e.t. spot campaigns, .... ill carry 
the lion's share of the burden. Chapin, who researches a medium thor
oughly before he recommends its use, feels t hat air advertising .... ill con
tinue to do a job for the big food 11m}. The various product ad budgets, 
arrived at by multiplying the number of advertising pennies per case by 
projected case sales, \\i l\ be money well spent . Television .."i ll receive 
many General Foods ad-dollars this year, since Chapin is well aware of 
its selling potential a fter heading the c1ient-ag('1'lcy group which prepared 
a \;doo survey during 1947 for General Foods. The medium, however, 
must continue to sell itself, as Chapin points out th.1t the final decision 
to use TV will still have to come from the dh'ision ad-manag~. 

Chapin has been with General Foods since 1929, when, out of Dan
mouth o,llege for just Olle year, he landed the job of export advertising 
manager. Since then, he's served as assistant to the president and has 
been 'thc-..advcrtisin!£'manager of two of the GF product divisions. During 
the war, he did a hitch as a lieu tenant colonel In the OSS, Mediterranean 
Theater. The s\"crets he's working on now arc those that will place more 
and more General Foods products on more and more pantC)' shelvcs. 

SPONSOR 
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• II.~ERCHANOISAaLE AREA 

_ BONUS lISTENINC AREA 

SERVINC 3.835.800 nonE 

Complete Coverage of the Pacific Northwest 

with a 

Single Contract 

PACIFIC NORTHWEST BROADCASTERS 
POBOX 1956

11 ~YM()NS BUILDING b"" HOlLVWOOO IIOUl£VAAD ~MITH TOWER 

BUTT!. MONTAN-' SPO"ANE WASHINGTON 

ORPHE.UM BUIlDING 

PORTI...'NO. QIUGON HOlLYWOOD. CAlIF~N'" !,l"rru WASHINGTON 

MAY 1948 

THE w ..... KER CO-551 FIFTH AVENUE NEW VORIC CITV-360 NORTH MICHtCJIN AVENUE CHIC"-GO, ILliNOIS 

no H(NNEPIN "VENUE .... INNEAPOlIS MINNESOfII._IO WUT .arH 5TRITr. KAN~ CITY, MW;OU'U 



Strategically 

spotted-
-Immedi"tely foll owing the 6 :00 P.M. 
local . nd world news, the 15'minl,lle 
Sporlt Picture by Chri s Schenkel hits the 
sporls "ydi"nce when thlty',e most u 'jcr 
to lislen. It .. the ouhtandin'jly complete 
roundup in the ......... ich in po!t:nli· 
alitin lor the adve rtiser Or space·buyer 
who w.nh" wh.le of" lot for his doll .... 
Sporls Picture .lIsa indudu " complete 
.esllme of ,ace .nults . t .11 nor th ·eastern 
t •• eb. 

" 

"S ports Picture" 
by 

CHRIS SCHENKEL 

M onda y th ,u Saturday 

6.15 to 6.30 P. M. 
"' 

soaD WAlTS 

DAY & N IGIiT 

""'","LLA(£ A WAll(fR, G~n. Mg., 

PROVtDINCI, Th t S"~'oron Sa'mOr. 

PAWTUCI«t, .~O Mo," S. 

• 

THE KATZ AGENCY 

p.s. 
(See "C'ndy on the Ai. ," SPONSOR, March 1948, p.ge 
36.) What 'rl .. d io'. len-th,n-n<ltional candy sponso •• 
do ing? What is the ir current thinkins about broadust 
ady,ut isins7 

Thc S<lllmuion tl'Chniqllt' of S/ll11l' of radio's biggest candy ;Jdwrli!>er~ is 
being uscd succcssfully c.n a regional basis, And likc national aJI'crtiscrs 
of the ~ lars-Schlltter-Wriglc}'-Life Savers calibl"(', rej(innal ;rd\wtisers arl' 
no\.\' u~ing hOlh ~roiS and programs. 

New England Conf('("tionery Company is !"odling ib \'aril'ti line with 
hea\') spot M:hcJules in major castern and midwestl'm markets. Radio's 
~Iice of the ncw 194$ Nccco budg('t, c;rlled the "grcat('l>t So.J('s and advcr
tising program" in l'\'ccco'~ 1 00-) car history, is going for 3O·S("Cond and 
1'llIinut(' c.t.'s, placed on 36 stations. A majnr objl"{.""l ive of this million
Jollar c:lrnp..ign is 10 push distribution in ~potty (('rritorits, since Nl'CCO'S 
distribution, t('Clmicali) national, is actuall) cnllC('Jl(ratl'd in the north
east U, S. 

Spots constitute the basic radio approach of the Fred W, Amcnd 
(Amp,II1)" makers of the nonchocolaw "Chuckles." Amend, which once 
~ponsoreJ Fibber McGer 1111(/ Molly in Chicago, is II~ing Bugs 13111111), spotS 
in i, 11<.'1\' 1}·l.Il"('k rq~iollal camp'lign 011 20 stations in e:1SI and midwest 
minkets to do a sdling job. Their spots lie clo~d) into carcard~ and olher 
media used, and arc being promoted hea .... ily to jobh<:rs and dealers. 
"\VI.' r('l'l ddinitdy," says Amend ad managl'r C. E. Rogl'r~, '"thm, properly 
lIM-d, spot radio annollncements can do a ~'<.IOd job for us, and we plan to 
giw them every te~t." One An1<.'nd test will be to U!>C spots alone in ::I 

major market to see what kind or job they can do by themseh'cs, 
~al programing accounts for about 60"( of the ad \'ertising expendi. 

tun'S of til(' $\\"C('t Candy Company of 5.1Jt L1ke City (no relation to 
S\\"l'et~ Company of Americ<1). Occasionally they usc spot announce
lllelHS, but their main radio cflort comists or three transcribed sho\\"s 
Ziv's W(I)"tlr King and &Irry Wood, and Ira Cook's Meel Your Music 
Milkers, nJllIling now on nilll" u'cstenl stations. The S\\"('('t agency 
(Cillham, Salt Lake City) prefers to bur time n~>xt to similar-trp<' net
\\"ork features, which gi\'('s thdr client a fIowo r program audience resul l ing 
in mtings avcraging lO's and l2"s. $\\'("('t Candy is hesitant about giving 
major credit to an)" medium, but the firm's thinking hinges on a year-in, 
year-out radio e(fort. The growing dislribution orthe varied Swcet Candy 
line of bar and packaged good~, no\.\' covering II wesl("m ~tates, bears out 
this thinking. 

Candy i ~ being: sold on Ihe air successrully; it is being done by con
si~ tency or ellort which is the closest approach ~ rar achiewd to a 
formula for SIICCl'SS. 

p.s. (SI!I! " Ro.d to Ruyhl," SPONSOR, May 1947, pa!l l! 17,) 
Why did Ih l! I!ll!dri~ ~omplnil!s drop Phil Spit.!ny ? Will 
thl!Y un .. dio nut yur? DOl!I Spitalny haYI! .. noth" 
sponsor? 

Fr:l1lkil' C1rk·, \\"ho takes owr with his band ~ Iar I) from Phil Spitalny 
and the I/our oj Charm, will tr<11"C1. but C.1rk's plans, althou~h not ret 
scnled, don't contemplate the extensil'e touring that took the all.girl 
orch("'St ra illlo c\"C'ry CQmcr of the country. The ~ponwr, EI('("tric- Com
panies' Ad\ertisin~ Program ECAP), i~ undnwriting only the Iwckly 
hroaJeasl (CBS Sunda) . 5:30 S p.m.), al> was tnle lI"ith I (ollr oj Cil<lrm, 

which is lx'ing dropro..'d \Iith the I\ \a) 2 broadcast. While $C\"('ral pros
lX'Ctiw n('w sponS<lrs have indicatl'<..l an il1(C'rt'st in Ihe S]}()I\', nothing i~ 

)ct l"lC.'),ond the talking stage. 
Neither thl.' elcctric conlpanies nor the agmcy (N. \\". A)er .,): Son. 

New York) 1\ 'asdi~1tisfied Wi1h HOlirojOran!l as a vehicle for the spomor's 
institutionnl 111('SS."lgl·~, and the parting with Spitaln)" was friendly. The 
decision to drop Spitalnr'~ ~hn\\, according to till' ek'C{ric comranies, 

( 1'Ie(lst lurll /0 /ltlgr /·n 

SPO NSOR 



WITH 22 COIltIllUOU", }'ear~ of .;:on~[a1H LI\,iI, expert. 

mentation anu study, we of K\VKH know we ~IIOW the ways 

to the he:lrts, minds and confldence of Southern raulo hHcners. 

Our 50,000 watts are, of course, a prime reason for the f~t 

that our DaytIme BMB M ap shows 105 counties in Arkansas, 

LouiSiana, M1:,sis~ipPl ;'InJ Texas. But II'S KJ,\O\v·HO\V 

,hal ma~('s lIS the eighth CBS stdtlOlI It] Amenca, 111 ,he mOTllnlg 

- the l1imh in the afternoon the Sixth In the e\'cning (Hooper 

Station Listemng InJcxe~. M ;lf.-Apr., 1947). 

The K WKH daytime area alone accounts (or nearly 2<-; of 

;tll U. S. potential 5.11es. It should accoun[ JoY dial llIlIch of 
your dlents ' sales, 100 . .. t-.l ay we talk with you about It? 

50,000 Watts • CBS • 

MAY 1948 

Th~ Ilr..nlllm Comp~nr. 
Rerre.<enut1\"e~ 

TeXAS 

LOUISIANA 
ArkAnSAS 
Mississippi 

Henr y Clay, Cweri!l ,\Iallag, 

De:ln Upson, COUlll1crCl<1/ ,\lan<1gcr 

1J 



14 

V0tL a'l:t! cfJ.'uJi(dllj 

i,wit~l W tIlut_ 

JI II l' 
1I 1lK EII 

t' ,\ I'1 Bakt.'r'l'!i ~(l l ch(l(lk- ' 

"" '/ 

JIM 11 \' 
SC IlIIl NEIl 

crea lor of 

"S LEE PY JOE " 

"I 11tt' 

CIIHIlIX !IL 
C 0 ~I I' A IY l' 

(,ouo SL' :\SET IIL'D. 
( O~ JI ,\I)I(I 110") 

II E III P " I e ,I II 1 1 -; -; 

----. 

I'·"· (Con/inued jrolll /XI,!;e /2) 

was an economy mo\'e. Talent coSt for a 54·person musica l organl:ation 
like the famous all.girl orchestra. is rela tively high, involving more money 
than the electric companies fec i justirlCd in spending for radio in 194&-49, 

It 's Inle that some companies improVed their cash positions in 1947 
bu t others did not, and this year finds a number of requests for ra te in. 
crea51.'S before state uti lity commissions. E lectric company \\orries over 
a radio advertising budget aren't due primnrily to the cost to anyone of 
them-spread among the sponsoring group the cost is relatively small . 
It is a fact, however. that utility cornmi~ioners in ratc hearings seriously 
qu('Stion all nonoperating expenses, and arc even more inclined to question 
the spending of advert ising dollars in cases where a company isn't in a 
posit ion to fulfill current demands for service, 

TIle Frankie Carle show will originate from Holly ", .. ood o\"er the cur· 
rent ECAP Iletwork of 155 stations. ECAP definitely plans to continue 
using radiO, but no decision has yet been made on continuing Carle beyond 
the summer season. He's far less costly than Spitalny. However. 
summer lis teners will decide whether or not Carle "'ill be on the air 
this fal] for [ CAP. 

p.s. 
(Su "TII~ R.till! Toude! Bottom," SPONSOR, A~lIjl 

1947, pe!c 41.) Wllet uUI~d Amc,ie.ll Cyallamid Com
pally callccllatioll 01 "TII~ Doctoll Talk It OY~I"? II 
Am~rican Cyanamid III,ou!1I willi radio? 

Despite the fact that The Doc/urs Talk It Ot"ff did thl.'" public relations job 
for which it was created, it has been dropped. Despite the fact that top 
execu tives of both American Cyanamid Company and its Ledcrle labora
tories d ivision are thoroughly sold on radio as a public relations medium, 
the program will not be resurrected. It's a casual ty of divided opin ion 
{Imong these same top execu t ives. 

The decision to drop the show last October after 156 conserutive 
broadc<tSts was the firs t step in implementing a basic realignment of 
American Cyanamid public rela t ions policy. The move had nothing to 
do with financial "retrenchment." Officials state catcgorically that 
business is "good." 

" Tcll it to the doctors" sums up the concept out of which grew The 
Doctors Talk II Ot'er. Its adherents believed the doctors themselv('S and 
others direct ly concerned with Lederle products "'hom the doctors might 
nomlally influence comprise the target group for pu blic relations \'ia the 
airwaves, "Tell it to the people " sums up the exactly opposi te viewpoint 
o f highly placed execu tives who are convinced that the public is a vitally 
imponant objl'Ctive of Lcderle and American Cyanamid publ ic relations. 
They have had no quarrel \\'ith the selling of Lederle to the donors via 
radiO, but rather \\'ith sdl ing it to the doctors alone. T hey are convinced 
that a program of popular appeal would include in its audience perhaps 
as many doctOiS as Tile Doctors Talk It Ot't'T attracted. 

Before thl.'" surpr ise notificat ion to the American Broadcasting Com· 
pany that the program ""Quid not be renewed in October. American 
Cyanamid had completed a rea llocation of its advcnising budget. Accord. 
ing to company Ilffici:lls, pl:ms called for sJX'nding aoout the same amount 
o\"er-all, without radio. They state. however. that the decision to drop 
radio was 110t influenced by the d ifferi ng views among the management on 
how to use radio. T hey point out fun her that radio \\ill be included in 
the comprehensive, long range program for all its units ""'hich the company 
is now developing. But it will be some two or three }ears before the}" are 
rcad)' w go inw radio again, according to present thinking. 

Effon s of American Broadcasting Company to interest other "logical"' 
prosrects in the valuc of reaching the highly vertical audience of T he 
Doctors Talk It Ot'('T ran into a hard \\ all of indificrcnce. despi te the proved 
responsivC/less of the audience. Sponsors, or potential sponsors, are leery 
of a network program whose rating touches bottom, no matter what its 
5pcciali:ed impact. 

SPONSOR 



50,000 
WATT S 

This 15 Free Speech Mike - symbo l of Amerlco's most '0'1101 

fr eedom . He wes conce ived with ,he Declaration of inde· 

pendence cnd is a unique figure in 0 world in which dictator

ships hove thrived only through ,he absence of free speech. 

Even in Amer ica, Free Speech Mike Ii unpopular with certo ln 

groups - folks who hove a distorted ,deo of their own greatness 

o r who have been swayed by strange philosophlcs born overseas 

- me n and women who would destroy American Ilberty.o fur · 

ther ,he ir own selfish ends . True Amer icans see in the freedom 

01 radio and the press on ossuronce of the priv ileges and oppo r· 

tunilles found only in rhe American Way of LIfe . WJR cnd ils 

oUiI, oled stalions, WGAR, Clevelond, ond KMPC, los Angeles, 

hope, through Free Speech Mike, 10 keep Ameflcons ever con· 

scious of the true principles of Americonlsm. 

TH E GOODWill STATION Detroit 

MICHIGAN'S 
GREATEST ADVERTISING MEDIUM 

- < -----
MAY 19.018 

C. A. RIC~AIIDS 
P,u. 

H"R.RY WI SMER. 
A",. '0 'he Ptu. 

15 
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Ord inarily, we don't try to sell ou r advertisers on the idea 

that we regularl y serve their customers who live 497 airline miles 

from our transmitter. But, when listeners from that distance buy 

time on KVOO to advertise to their own folks . well, we thought 

other advertise rs ought to know about it! 

The Chamber of Commerce out in Clovis, New Mexico, 497 
airline miles from Tulsa, now sponsors a half-hour "Clovis Campfire" 

program on KVOO every Saturday night to tell and sell their friends 

and our friends on Clovis, the "Cattle Capital" of the west! Produced 

in Clovis, this show is designed to invite people from all 

over the west to visit Clovis on business and pleasure_ 

The first broadcast drew mail from 16 western states 

so evidently a lot of folks like to gather 'round the 

KVOO Clovis Campfire on Saturday nights to hear 

a swell show' 

Thanks, Clovis, for inviting us to be "pardners" 

with you in sending the " Clovis Campfire" to your 

friends and our friends all over the west I 

EDWARD PETRY & COMPANY, INC. 

National Rcprescntat vcs 

NBC AFFILIATE UNLIMITED TIME 

SPONSOR 



new and renew 
New National Spot Business 

SPONSOR 

Clytl~ n"",.y Clrcus 

Bcn.us WatchlCo 

Drown Shoe Co 

Cosby Ihush:& In'pon Co 

G~n\'rnl Foods en .. " 
(Calumet-La F.ance I)lv) 

Griffin .\ ltg,Co 

J", .... ,·o"' l<1 Milk 1'<"""'1"8 
(Loa An!!.clu) 

:-;esrlc'$ :0.111.11. l>rO<lun~ 

Orange Crush Co 

'Statlon list alr eady ac t . 

PRODUCT 

Circus 

Watches 

K.'n. or Lon<.lon 
h:li.brushcs 

1.3 ""'ncc~l'luin!1. 
flakes 

AlIw h l." SIlO<! 
Polish 

1<,,> c rcam 

","C5t\,(I. ( Instam lea) 

Ornn\f.c Crush. O ld 
Colony be~cra~es 

AGENCY 

Ted II. ~'"ctor 

J.:». Tardier 

;XCt'dh,,", & 
Groh",,,,,n 

Young I< J(ubkam 

lIe r mln!tham. <''''sI ll'. 
man &. Pierce 

MOAAe_l'rh'e,t 

Doherty. Cllfrord &; 
SchcnfieW 

J('lI h raul'l & R yan 

STATIONS 

(will upand a s cl tc u s .... .1'·cI~) 

"" (add ln~ to CUtr~"t ""h<'<.lul".) ,,-
(may upand) ,-, 

(I"S' campalj!.n lot nC" 
perlumed haIrbrush) 

4(1·~0* 
(m:llor n'''ls only) 

~·!OO 
(ti nal SU'lle 01 notth"·,,rd· 

mo' !nll .""sonal camp..~llln) , 
(may npand in <.:allf.) 

CAMPAIGN, slart, dur.tiQn 

SPOI$ , breaks: Ar.·.\l3y_Jun: 2 
wh 

T ime SJlQIS. 1>'<':110:.: AI" 15_Ma)' 
I; lil "k. 

"!larry \V'''.., ~ho"" C.l,'S; Apr
.\I :oy; 1.I .. k$ 

\'"rI"u. local I"u!!.'''''''", SPOil, 
bre"b, uc.; Apt-)I;ly; IJ "los 

E.t. 51'11,"; ,\1'( 1?·May 26; ~ "'k' 

\ atlou~ 1""", 1 pro]!"""' •• spots, e.t. 
break.>l , etc; .\b) _Jun; I .I·IS " ..... 

5(1 .;.1. spOil, brcaks; .\jay-Jun; 13· 
(may staU a. Us , c~mpail.V» 26 wks 

50- 100 E.t, .pots. brl'<lh; Al'r·.\I"y; 16 
(m"y tun as Has.on al ca m""l]!n ) wk. 

New and Renewed on Television 
SPONSOR 

" II Weather Produ .... 
(lnsul~I I IIn. routinll.) 

American C hIde Co 

"mec;can Tobacco Co 
Darn ey's C lothes, Inc 

Dib le.one Hc .. o n b 
Uulo~a Watch Co 

u,.,·ej!ll-Chy Ra<llu, Inc 
Disney lIat :Co 

AGENCY 

Uadllu and lltownlni! 
& )Iec",y 

Foo.e. Cone &:,J.lcld in]l. 
Emil Mollu! 

I)lr<:<: 1 
Dlow 

S!lbcrst cln·Coldsmit h 
Grey 

STA TIO N 

\\ PTl., Phlb. 

\\":\'UT,:\'. Y. 

WCnS·TV, K Y. 
WABO. :"'. Y. 
WCBS.TV,:\'. Y. 

~~'tff!~l~;. k Y. 

~~:~g~: iJ: {:: 
w~'nw, Wasl,. 
WHGU. Sch cn, 
Wt"'rl:. PhUa. 
WRAL·TV. nallo. 
(a ll olh"r :\'UC TV;;, i_ 
6I1a. <'$ on air by SCI') 

PROGRAM, limit, It •• I, d" •• I.on 

WC:>lher R~po.rt: MTWTF 1:45·7:56 pm; Ap r 5; 1.1 n-b (n) 

~' iln' 6PO'S; Apc 5; 1.I.""ks:(n) 

Toni~ht on Uroad",ay ; Tu 7. ;:JO: AI't (,: .1.51 "ks (n ) 
,"' 11m SPOIS; Apr 4; 1.1 ........ (II) 
Film SpolS (bdorc, all ... Dod~cr Iclccas.s): as uh<'<.l; Apt 1(,; 

IXI J; (n) 
Putklp".;ons In "S",,,U Fty"; "' r! \0,15·(':45 pm: Apr 1; 4 " 'ks (n) 
9 time Silln"l . (bdorc. aft,'r l>od~l'r !l'I,'ca$'S): as .., h .. d; Apr 1(0; 

(XI.!; (n) 
~'lUp M,' If You','" lI ~ard This O ne; i'rl 11 . .10·9 pm; ~"'r 1(, ( .. ) 
;-;"""of Wcck;n Ih·,' I" ... ; III ml .. assc~,..<I:Sep I: IJ ... ks (n) 

\\" I. \\·T, Clnci. "o~ul [n.cn""" .; befor,' all Clnc!. R<'<.Is hun,~ ~am"5' Apr H; 

lIerman CI""ncts 
Iloward C lo.hlo.IO-<:O 
!\.Iororob, Inc -

('1' \ ' SCI8, rad ios) 

J'c!»'i·CoJa":Co (Eycn'''$S) 

Honson Arl Me.,,] Works 

OiJ"CC I 
R""lichl-Johnslonc 
'-'ourlaln·Cobb 

)'ounlO I< Hubka", 

(.:..ell &. "r .. s bn'y 

•• & M Scha .. fer llrewlnll Co llllf)&'O 

U, S. Rubbcf Co C:lmpbeU.E",,,ld 

New On Networks 

WMm,:\', y. 
WA II D. ~.p. 
W:\'UT,:\'. Y. 
",:\' n \\", Wash. 
WKGB, S<: h en. 
WYrz.l'hlb. 
WBAI.-T V, BallO. 
WCDS·T\', N. Y. 

"CBS.T\',:\'. Y. 

\\CDS·T\', No Y. 

WFlL.TV. I'hU". 

se""so,, (n) 
Spots; Ap r 1; 1.I .. ]a (n) 
UO'in~ !lours: Tu 9 I'm 10 e1011"; Apr (,; 51 ",]a (n) 
The :"a.utc of Thinl/.ll' Th 8: 1 5·~:30 pm, Arr I: 1.1 "~(nl 

FJln' SPO I ~ (t.c.forc, afl .. r !)odll.cc .cI<'CIlsu): as .ched: 
Oct'!, (n) 

t'lim spot. (bdurc, a"~r r)ud~cr lel""",,sts): a. ""h,..!: 
Oc • .I; (n) 

SpO.t.s Album: 5 mIn a. ""h ed "j.h OoJ~"r .dccasl$: 
SeallOn (n) 

AI Libetty C lub; Tu ~.":Jil pn.; :'o lar .10; 1.1 ... k, (Il) 

Apr 16; 

Apr 1(0: 

.Ipr 1.1; 

SPONSO R A GENCY NET STA TIONS PROGRAM, time, ,urt, duration 

G IlI .... e.Sat.·.y Hazor Co 
(Toni Co dlv) 

I.C\"Ct lItO!hct. Co 
~ash.Kd.jn:"or Cotp 

(Kell Inatoe dl") 
"msb .. ry .\IUI. Inc 
R. D. Seml"r Co 

.If A Y 1948 

,,'oo.e, Conc & IIcldl .. ~ 

:\'''~-.lham, Louis & Ucorby 
G"y .. r.:"·" ,,",, 11 & Ca .. ~cr 

Leo Durn" .. 
ErWin, Wasey 

CUS 

CUS 
AIlC 

)\;UC 
MUS 

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

C r!In" "ho'oll",.ph"e, Th 9:.16·10 pm JApr I , Sl n-ks 
tTh; . Is :-'-oe" f).,.k c: .\ ITII'TF 1;.I0,J·4~pm; .\by 10. 51 ... \';s 

Junior .\lis.: Sal I I :JO·I 1 n ; .11" .1, 51 "'ks 
Edw! .. C. lilo; .\lTWTF 7_7 :05 pn" Apr 1h; 5J " .... 

Bob Trour: Sun 4:.16·4:.15 pm: ,Ipr 4; 51 "k. 
'UiIly R","e, MWF 8;55·' Pin; Apr H; ~1 ... "" 

, 
r 
! 

I 



I·,,<k,-. C"'I' 
I '"II,'" II,-<'rk,,' I(,HII., ,\ 

\Ia, hln<' \1 '''~'' .. . 
Ilny ,,_ 1)".--., II,.. 
Ihl,,~"'ln 

.
I U 

... ,,,,,k I '" \nwd .... ' , ....... 4.~, 1 ' I' n >: \p. 1. ~l ... ~~ 
I \ .. hul 1 '~'·'h, " "n HI- I O'I S pn. , _\" r I'J, ~1 ,,\0., 

I'",'nol,'" ""I .. ,.r~ fAIao 1I"~ldr.'.I"" ann,I"'r "~I""" ~ 

Renewals On Networks 
SPONSOR 

\ "","It.'" r"I~"h"'''' :I,," 
IdM!..""h Cn 

I",.-.Ir"" T"to.or ... ,., 

It_ ..... " .. , C" 
1"·,,,. U,n',",-'" ,'" 
, '"h), \1, ""1\1 .'. I.Ihlo) 
\t.,,~ I". 
~:i;:~~'r.::~~';.':,.')r,\ '~;,"t"o". 1 '" 

I·"",n<.,e .. InC' 
I'hl1ll' \I"rrl' ,,,- f' .. I,,, 'nc 

AGENCY 

,"". " .. I)'fl 

11111)"0 

..-'''In.lI'a .... ,. 
K",h .... "n & ltpn 
J. \\'3h.·. Thnm"""o 
( .rot", 
'·".mll ..... Kuhle,,", 
11:,,1,' 
Ih"hl";,utr I< 11)". n 
':"C'II" I· .. ·~h,,·y 

New Agency Appointments 
SPONSOR 

\111,·.1 \"1 .. ,,. 1I· ... o .. d. . 
,\",.'d<"110 1I,·"·I,,,"dlllo!!. (:n, ;llonl!!."m .... )· •. I!a. 
In,,·.IUn """~<c,, en. 'I.. l .. 

(.\0 .. ,.1 .... 0 t:le..u<'u<' I\. C"ll!.:l' (:0 dh. ,.,.. l .). 
\,,!!u.,:> ..... I"I .. lIl:o.t'I. t ·fI .. a. ,. Y. 
II~"I." \tonl .1,,,,, I'bn. ,-,-" II"'-"n 
II.·"·",,,~ 1I.~ .. ,·rI.·. I"e. \Ih~oy 
It" ... ·" 11 ... .-,· ""I"'~llf ,,",. I'hll:>. 
(:~lnuo.1 In ... \1,·..-.1)- 11111 •. 
C .. ·' ..... n .. ,\ ... ~n .. u.kl 1I .... "lnt C"'P. Ctco'etaod 

t:"n .... · .. I~odll.r"I"1!. c.", C"n,,,~.bnd, " .. . 
.. "tt ... , " K~o"d ... 1 10'-,' )'. 
II' 1 ... I!!n 11."'1,.. .. ("'" II, .. ,,," 
IIb .... ,nd F'·IIII/a. (:0. l1aodu.~y. Ohlo_ 

(;r-~,'" 1100,10 ••• n .. ·,,~.y. ~ .. n' .. Mo .... 
1I""''''''n.;I'.-IIOO,. t·".nl~ 11;>1,),. ChI. 
11,,11) .. "' .... ~,~ ••• /1' .. .-1 
...... lr1' K . ... ,lnll C.<1. (:hl, ,,< ,,'nlll C .. n,·e C :0. (:I orl. 
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The hest~"s lcp" a rllci in s tation ellll tak e is 

to put more, 1l10re n n tl stjll 1I10rl: l' ,nphas is UII 

s ki llfu l progra m min g in t h e puhlil' ill t ('re~I, 

\\ '110 was foulI~lcd wi l h tlull l'OIH'c pt , :lIId h:.l," 

"'I liek to it , The result ", hu, .. ", II,) again ill the 

rill g of 31 l'O unties at the rig hl - "'hit'il ;,j \'prngt' 

apllro~irllately 100 mi les frOl1i our trn n Slilittl' r. 

lUHI ,,·hid. lIrc closer 10 1Ilf/1l)' ~ Iali on s than 10 

WII O. In thtHe 3 l c"untje,~, uccordillB ttl the 1917 

Imm /lUI/iO AIlI/i elicc Surre)" Jf' IIO'$ t'CrCel/ tllb"': IIj 

totul fi "u' fling.jrol1l 5:00 11 .111. tllff/ugh 6:00 II .m .. i,~ 

IIctllllll\' 17.1% ! 

Tlwt{, i", OIal~- oll e <l1I I'>"l' r t o s u c h li:. I('lIcr

prc fc rt' lIt'e, Thai :uIS" "('r I", Top.tYotclt I'ro. 

gmmm i"s - OutMarulillg Public Sen"ice. Writc for 

Sllrn~)" lllHI M~' for )"ours t' lf. 
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+ for I owa PLUS + 
Ul-.::5 ,'lOL~t:S , . . 50.000 WATTS 

Col, II. J . Pnhner, I're,ident 

I', ,\ , Loyd , Ue.id eut ,\Ianager 

F'nEE & PETt:n s , I;'OC •• National lI epresentati .. ",. I. 
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GROWING REPERTOIRE 

SERVICE 

COMPETITION 

• • • • • • • 

GROWING REPERTOIRE 

MUSIC FOR EVERY NEE D-8MI which had 

enough music fo r the entire needs of broad
casters in 19.{ 1, has since increased Its reper

mire of music b)' more than 4S0%. 

In American folk music, BMI is unqu~. 

tlonablr fir st as it is in Latin-American Music. 

In e'er) mher d ani ficaliun -cll trCOl popular 
songs, fo reign music, dance music, hot jan, 

serious and sem i·dassical-the B"tI -A MP reper
toire provides bOfh the quantilY and QUALITY 
of music to fi ll e,el')' program oeed. 

• • • • • 
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SERVICE 

8MI emphasil~ its S~""i(~ ill 1\luI;( through 
a wide \'ariel), of~ pracdcal programming and 
research a ids. 

Today, 2, 120* st.Llioos are ma king good usc 
o f such special B"1 I SCf\' ices as-COPYR1G HT 
RESEARCH - CONTI NU ITIES - HO LI DAY 
MUSIC LISTS- PIN UP SH EETS-NEWS· 
LETHRS-SONGS OF THE MON T H -PIN 
UP PATTER - RE CO RDATA - M US IC 
MEMO-GRATIS MUSIC-RECOR D PUR
CHAS ING ASSISTANCE, elc. These and 
ot her helps ate a\a ilabllo to all broadcaSt 
Iiccns<:C1. 

• • • • • • • • • • • • • • • • • • • • • • 

• • • • • • • • 

COMPETITION 

8MI has had the hearty support of music users 

from its ,err inception. nOI only because its 

combined cata logs conla in a well· rounded 

$lore of great music bm because it has CtCiltcd 

Hron,!: com pet it ion in puhlishi nl; and in the 

field of performa nce rights. 

\\,/ ith in current licenses running unt il 1959 

BMl mo rc than C\'er stands as enduring proof 

of Ihe po"er and determ inat ion of American 

e:uerprisc 10 creale and maintain the righl o f 

frc : trade in a competitive market . 

• • • • • • • • • • 

• • • • • • 

WHEN IT'S BMI IT'S YOURS 

• • • • • • • • • • • • • • • • 

BROADCAST MUSIC , INC. 

S80 FifTH AVENUE , NEW YORK 19 

NEW YORK. CHICAGO • HOLLYWOO D 
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First in Television Music 
MUSIC IS HEARD AND NOT SEEN. THIS SIMPLE 

POINT OF VIEW IS THE REASON BMI MAKES 

NO DISTINCTION BETWEEN THE USE OF ITS 

MUSIC BY AN AUDIO STATION OR A TELE· 

VISION STATION. 

• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • 

AVA ILAB ILITY AN D ASSURANCE 

Since 1940 8MI has been television·minded. 

h grantS the unrClitriCted right to te lecasters 

[0 perform its music from any source-live, 

filmed or recorded-with assu rance that BMI 

music, recorded or filmed now, may be used 

in [he future. 

From 8M I you ca n get long term performing 

rights 10 a vast catalogue of music of every 

typc-Ielefl;s;on mush lori41 for ttdeflision 's 

tomorrow. 

• • • • 

• • • • • • • • • • 
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• • • • • • • • • • • • • • • 

: . • • 
SIMPLE LONG TERM LICENSE 

The BMI television license runs until March, 

1959. Broadcasters are thorough ly fami liar with 

iu terms and conditions fo r it is the same as 

our audio license. Its cost. similarly. is based 

on identical percentages of the reven ue from 

net time sa les. 

• 

• • • • • • • • 

FUll SERVICE FOR TELEVIS ION 

8MI 's many set¥ices to the broadcasting in· 

dustry have already been adapted to video 

requirements. In addition, we have created a 

new Television Service Dcpanment to take 

care of special needs. We are constantly In 

touch with station and agency personne l so 

that 8 MI may keep pace with every phase of 

the day·to-d ay progress by the industry. 

AN INVITATION 
8MI cordially invites inquiries on the sub

ject of Mus;c in Television , in its broadest 

or most specific applications, at any time. 

• • • • • • • • • • • • • • • • • • 

• • • • • 

• ••••••••••••••••••• •••• •••• • ." ............ . 

BROADCAST MUSIC , INC . 
58 0 fiFTH AVENUE , NEW YO RK 19 

NEW YORK. CHICAGO . HOLLYWOOD 
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There's a lot more to it than this ... 

and 
" 

ee 

In faer, there's a complcce srocy behind chis pi cruce. The man IS a 
\V'ecd & Company ceprescmacive. He's almost always welcome 
where\'er he goes ... \'V'hy? There's a lor to it chac doesn't show 
in a receptionist's friendly smile. 

There 's training and riming, associations and experience ... 
There's a lor of knowledge backed up by a lor more hard work. 
Basically ... there's rhe fact that hc never wastes timc. 
He means business ... he talks busincss. 

He knows specific markets like the back of his hand 
and he I(liks effective coverage in chern. He knoll1s 
how to get maximum resu lts from ever}' penny you speno 
for ad\'crrising . .. he Itdks Spoc Radio. 

Spot Radio is a highl}'complicarcd as wcll as a highly profitable 
medium. The experr knowledge required ro usc ic correcdy makcs 
\X/eed and Company service indispensablc to an}' radio ad\'crriscr. 

radio 
. 

stat ton representatives 
new york boston chicago detroi t 

com pan y san francisco atlanta hollywoo d 

SPONSOR 



Lisl.elling wos up ~5 per ceot last sensoll. " "il" T\" Dlld .":\. 

hi the pie.ure tbe spiral is bound 'tIIt eOIl.thule 

e $even mill ion dollars wi ll be in
•• \'~ ted by advertisers in broad

ca~ting baseball play.by.play, 
game rc-creations, and baseball newscasts 
during the current season. Roughly 
another $1,500,000.00 will be spent in 
direct promot ion of the commercia l under
writing of these games in newspapers, 
broadsides, and poillt-o(.sale advertising. 
How much will be spent in indirect pro
motion cannot be estimated. 

Play.by.play airings will be heard over 
more than 350 stanc\.1rd broadcast ing sta . 
tions. Approximately 175 FM stations 
will be either duplicating the baseball 
broadcasts heard over AM stations or air-

MAY 1948 

ing games exclusively over their facilities. 
All the major league teams with the ex
ception of the Pittsburgh Pirates will be 
secn on T V. A few of the minor league 
teams, Baltimore Orioles, Los Angeles 
Angels, and Holly ..... ood Star.; ..... iIl be 
scanned. 

In a majority of the presentations the 
games will have t\\'O sponsors. Typically 
the Athletics and the Phillies will be spon
sored over W Ise and a specia lly-linked 
network by the Atlantic Refining Com
pany and the Supplee-Wills-Jones dairy. 
The same games will be telecast over 
WPTZ with some evening games being 
seen over WCAU-T V when WPTZ has 

network commitments. Atlantic will 
sponsor both radio and telecast versions 
oftlle games. Its cosponsors on the visual 
side wi ll be Philco and Davis Buick (auto 
distributors). 

This sharing of the bills through dual 
sponsorship was inaugurated by General 
Mills m.1.ny )'ears ago. For years they 
controlled the broadcast rights of most of 
the teams that were on the air. As these 
rights become more and more costly, 
Ceneral Mills' agency, Knox Reeves, set 
up a tiny office in New York to obtain co
sponsors . During this time General Mills' 
research department developed sponsor 
identification infomlation which indicated 

" 
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that whIle multiple advertisers do not 
'l'al,:e 100','( or the \'alue or complete 
slXIlisorship, they r,equently achieve 
just short of that. Their research also re
vealed that in most cases (major leagues 
only) the COSts pt'r multiple sponSOr were 
more than 50' f or that billed a single 
sponsor. Today .... ·j th re .... ·exceptions mul~ 
tiple sponsors cut up the cost or rightS 
themsel\'cs. Only in the case of the 
World Series do costs or rights pyramid as 
the number of SlXlnsors ror the series 
scanning or sound broadcasts increases. 

Rights this season will run from $3,200 
for the Durham Bulls (Carolina League) 
games for the season to over $100,000 for 
major league teams in New York. 111e 
cost for time ror the games is seldOm as 
high as the rate card since card rates 
\.\·ould make both the broadc.1slS or tele. 
caSIS beyond the budgels of even the 
gn~atesl advertisers. 111e big blocks of 
time invol\'ed justify special discounts. 

The trend is a ..... ay rrom one-sta tion pre~ 
sentations and At lantic Refining, Burger 
Beer (CincinnBli), Standard Brewing 
(Cle\'eland), Goebel Brewing (Detroit), 
Narraganset! Bre\'\'ing (Boston), and 
Rieck t-IcJunkin Dairy (Pittsburgh), .... ,ill 
unden,1.'fi te the game broadcnsls o\'er net
works ranging rrom the II-slalion Pitts
burgh hook-up to the o\'er SO slat ions that 
are linked to foml the Goebel Bre ..... ing 
net ..... ork OUI of Delroi!. 11le ball clubs 
like Ihese regionalnet ..... orks because they 
build box-ollice business from OUI of to\.\'O 
in e\'ery case, Few or Ihe club presidentS 
regard play-by-play radio as competi lion 
to li\'e attendance at the parks but a 
sizable number signed TV agreement s this 
year with their fingers crossed. 

Clark Grilli lh or Ihe Washington Sena. 
tors is quoted as saying, "When baseball 
pictures get as good as fight pictures, ..... e 
are nol going to allo ..... our games to be 
televised." Generall\'!anager Bill}' Evans 
or the Detroit Baseball Company has 
agreed to only t ..... o scannings a week by 
Goebe l despite the ract Ihat the bre ..... ery 
presenls the entire season orthe Tigers on 
radio, There isn't e\'en a single Detroit 
e\'enin~ game TV·scheduled as Sro:-'-SOR 

goes to press, al though it's fairly cenain 
that one "experimcnlal" \'isual airing will 
be pennit ted. In Baltimore the Orioles 
are sponsored on radio by Gunther Brew
ing but only two games a w('('k will be 5e('n 
on TV, The visual presentations will be 
unde(\\Tinen by Hecht Brothers (depart. 
men! store). 

No Iele\'ision commitmen ls, as rar as 
can be ascenaincd. extend beyond the 
current season. Even the leagues, both 
major and minor, are uncertain about 
what will happt'n as more and more tele-

SPONSOR 
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vision receivers go into the homes, bars, 
and grills. There is almost the same re
action to television as radio received when 
it was first suggested that baseball be 
covered play by play on the air. It took 
a number of years to wear down the man
agers of major league teams. Now, with 
practically no exceptions, they agree that 
broadcast ing brings in customers, de
velops new customers. 

Of the major league teams, only the 
Pittsburgh Pirates will not be seen in 
their home town this spring and summer. 
The reason for the exception is that 
DuMont , the only licensee in the Smoky 
City, won't be on the air in time. The 
schedules in Cleveland (WEW) and Bos
ton (WBZ-TV) haven't been set at this 
"'rit ing. The Cleveland Indians are said 
to be asking $150,000 for rights, which is 
more than the New York teams are get-
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ting, and the Boston Braves and Red 
Sox white frie ndly haven 't come to final 
terms with the Westinghouse organiza
tion (ownersof WBZ-T V). Regardlessof 
whet her or not these tellms will be seen on 
a regu lar schedule in Boston and Cleve· 
land, they will be scanned a number of 
times this year, according to the best 
advices available. 

Despite gasoline shortages and a de
mand thllt"s higher tlUlIl curren t supply, 
oil companies are still second in the spon
sorship of baseball this season. First in 
the number of teams sponsored are 
breweries and tying for third are tobacco 
firnlS and automobile manufacturers. 
Rank order of sponsors by number of 
games sponsored, rather tl·\,1n by dollar 
expenditure , prescnts the following pic
ture (total of games on the air is figured 
as 100%) : 

!keT. 26 0%; nd. 2J 8 '1. : Tobac<:o. II J r;, : ·\UIO, 
I~ J % : Dep·I . 1\OI"~, 7 2 %; ~hlk,~ 8 '0; Fooli.2 1'1.: 
Ha«'r, l 4 '"lj ; Radlo.l 4 % :and Put> L·lilu \·, 2 I :". 

T hc dollar volume of each individual 
fiml'S investment in play-by-play baseball 
broadcasting is difficult to ascertain since 
in many cases the costs are distributed 
between advertising, SHies promotion , ;lIld 
s..1 Ies. Tht! net cost to the ad\'ertiser who 
controls the rights for the games is frc
queml), morc than it is for the second 
sponsor who h.1ndles none of the presenta
tion details and simply goes along for the 
advertising ride. 

Rights for the big-league games are 
generally controlled by the advertiser, fo l
lowing the precedent set up years ago by 
General Mills. In Boston, Bill ~kCrath 

broke away from this pattern by signing 
up the Braves and the Red Sox (or the 

( Please turn to page 106) 
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The habel ··exl»erililell.~" is 
b.·in;.! lifh!d (rOIIl .he "isllul 

~ Iir h~' l»ro":lble snle s (uets 

Two hundred and thirty advert isers used T V air 
I t ime on 19 stations during the month of April. 

1\ lost visual broadcasting is local- there arc only 
19 spomors on the limited networks now operating in the East. 
Because o f the local aspect of telecasting it 's logical that one
third of the visuill advert ising on t he air is underwri tten by re
tailers. Another olle-(l.\ 'elfth of the commercials on T V arc spon
sored by wholcs.,lers and jobbers who arc backing the sa les ef
(arts of their local retai lers. 

T here arc almost as many brewers on the T V air as there 
are distributors of all other products. Apparel manufacturers 
also represent major uSC'rs of the medium. Wit h the latter, 
this reverses the industry trend since clot hing sponsors have 
not oc-en an important fac tor in the use of radio aiT time. 
Another type of sponsor who has not been heMd much in 
radio, the invcstment and insurance broker, is using TV to sell. 

f.. lost bUyers of T V airt ime are obtaining direct results from 
the medium , Results are a proved fact in ci t ies that have been 
transmittinl,( pictures for a year or more, areas like New York , 
Schenectady, Philadelphia, Chicago, Los Angeles, Washington, 
0 , C. NewTV areas, such as ,\litwaukee, St , Lou is, and Detroit , 
are surpr ising advertisers, who haw bough t time for promot ion 
ra ther than dircct s<l les, The dollar volullle of T V -inspired sa les 
indicates that telecasting, cven wit h today's limited set distr ibu
tion, can be compared with most other mediums on a cost-per
sale basis, although not all television advert isers arc as yet on a 
direct -result basis Many arC' still sat isfiro wi th the novelty of 
being: on teln Isioll, or arc using thc air for promotion, Firms like 
Union Oil, feeling the need of improved conSUffil'T and stock
holder relations, use TV institutionally, Union Oil fil med their 
aonu:11 financi:11 statcment ;md on the day of their annual stock
holder mceting had the film sC<lnned over nine stations, 

Although this was the first time in in\'estment history that <l 
fin anci:11 statl'ment received such "publicat ion," the vidro 
scr{"l.'n ha~ previously been used for sprcading fact s about big 
businesses, :-;'BC, for an extendl'd period, preseotcd a public 
relations film of il ~rcat corporation or industry each week. 
This was Indust ry all !'.lrddl', 

Des-pi te tile fact that TV has entered its ;,el1mg phase, it, like 
radio, IS sti ll Ix-st u~ \\lwil the ~'l!ing impact is combined with 
~.'ood promotion and institutional public relations, 

2. 

KITClmX UTEN'SILS 

SI'<I:";SO lt ; C; i",I",1 Ilr" lbr ra I' UOI)l':CT; I're-<& ure cooker 

C,\ I':- I 1.1,: CA:-; I': III ST OII 'l": Tlli~ ullrerl;!i('r 1/IIlrI,(!(1 i/~ 

521111 '11'1'/.- fJ/ t JI '/~TX Oil A pril 15, I JrI!gnlll' /uu glil! juck 

Cn'lllll('r 1/t'lI/ fII lstrating b'fldgc/s ami IfIt'rdlfllldise, Sholl' i ~ 
'fJ ~ 1 Il'fm l ;'1 silllplidly, L"lIil ~ {//e!i ( 11/ ilcms /ikc mop~ , 

Iu(/~ I ('rs, 11(,,1 lIIi.rer~ I/Ilre nm illlo ,hol/Sllm/s, Lusl Sl'P' 
l{'fII/wr . Cr ('lllfl('r dNl/ljfI ~ /r(lIed (j ,~II/litiari/ il (,lII , UII e:xPCII. 

s il'(' (l /umimllfi prCSS/lre cfJul'cr. HCSIlI/illg Stiles ~ llIrl(!(i 

" (~"I (l,III, (SllIlIt/lu)') 01111 romimletl right illlo DIYI!IfIbcr , 

STATIO.\" ; wvrz, I'hila, I'HOGIIA .\I: '" II andy .\hu" 

I·oon 
~-------------------------------

51'0.\"5011: C. F. ~f "ell". Co. 1'1I0 IH':CT S: ~I aca ron j. "ooc.Il« 

C,\I 'S L·LF. CASt: If ISTO II Y; While dll)' lilf/(, "Jfi~~u~ Goes 
A ·ShoJI/I ; fig" I( 'IIS fllllf/Ilcling (I ••• " r. Irlm" jigsulI ' plI:zle 

(:.I'mleSI, .lImBer . III /C fJj III I! I l tlJSnlIII'S j Ullr rOlulill g 

spOnsors, oifer(,(/ /n'f' rcr ipe UQllldcl 1m III'V sholl'S. Firsl 

mClllioll. Foorllllry 19, brullgill 522 n~Jlle~ /s . • Ye.t:t lI 'cck 's 

lIifcr brlHlJil1 1.5 10 n''Jll e~ ts. jllt/iN/lillg res/ luflses to TV 
oifcrs spirfll ll.~ IIi e::-- tlu III r(lliio. Co~t p er I/II/Illry. 

according If) Dlwfle jOlu's 116'('(lc)" 5,08, 

ST.\TIO.\": \\·C BS·T\· I' HOG 1 L\~1 : "'\l i~>lI.' l ;oe~ ,\ .5ho"I,i"g· ' 

I·oon 
-

1---------------------------
51'0:";5011 : ILmJlcil F'HHI Cnfl" I'HOD tje']': I'ep<'orn Chi ,,~ 

C \1':; LI.E C \ SJ-: II I:;TOH\": FOllr IIw ks Ilj lII/rerli s;IIg ill 

dtlih· II Cll 'spapen llid 11111 [Irtlf/IICC (lcC('pltlflC(! j or Ihis 

11 (,1(' [ /tOt/lief III/IIIT/!:!- I/r lll('rs , T,,'o ~/I(lIS pr(!('('(iiflg ~/lorl~ . 

c(l~ /~ II'cr(' bOllght (I II '1'1 ' m ; ff/M rC!illrt. Durilll]. Ihr('(' 

jollll ll'illl; I/'('('/;s II rer 2, ,50 I/C/I' (Jlll/cls Ifen ' " '-g /icil by 
1'('/ II'(lrll .\ I,{e,vllr ll. :jellill!:!- II/Ipnlll,b. " as ,~{'(' II o('er cns 
Te/rl 'i si ufI. ,. is cn'llile<1 by m/rcrli,'('r jor I/'(' c/WII!JC in 

d<'ldcr 1It'r"!'plllfU'I!, 

I'IIOCH .\ .'I : S I''' I~ todore f l' 0rl ~ 

1------------------------
In~\TI~nAGES 

1---------------------------
I'Ho ule T : Beer 

f.. \I ':'l I.E C \ .:' I,; III:,T OHY: IIn',,'j'ry f,('f!1I1I 1/III11'rl f r ilillB 

uj wn',tlillf!. I( It'fll,.I.' u'ilh ~wlill/I flp('lI i 11f!' Sp /lrl" ji llll~ prc· 
('I,di fI p, \1/1"/1 11'/1 1' I " 1III,~ ~'I 'llmll EO/ll .,., II.' II'j'lIl1~ I"n'(' e /lld . 
I"fl G/l/fI'.' flllllellI's 11 1111/11"1> ~/,III III I /IIIIIfIf"('lIIt" If,' lI'('rt' ,"lIIrt~\ ' 
,,,MI'II, 0 11 Jll llllllr." Ii, II/t,'r .,ix II'I 'Y '/'-S.. t/wir 1IJ:ll'IICY, 

,.; flllIIl'r . Crl/ .<.'ell . jllll/ ill /.." ~ II rn:\" 1/1111 1111 ~rt fII l'IICr ,' i nil'r· 

61'11'1'11 rllrfl'f"/il' ir/(m iji('r/ ,'I "I11:",r Ilj tilt' "'ft , .• lfill!:!. (;rl/d· 
1111111 I4IMI'I1 (,(I "1'Yd,'r,. If ilM II fir~1 l/'n'Y ' //I1II i/hs (III TJ ' fli r. 

:--T\TIO.\" ; \\ T'lJ · 'j"\· , \I il""u l rr I'BOG II \ '1 .5: :; J .or l ~ 

. ..... 



TEI~N-1-\G.~ .·'1-\Sn ION'S }\ l]TO~IOnILl~S 

51'0S501l: h y-Jay Juninr. hw, I'HOlll ' CT: I)n:sse~ ~ l'n ;'\"SI)H : F"r,1 """.r C"'''I':my \,I{IIIJlC' I': Trud.~ 

CA I'SI' I.E C,\ :; I·: 111!'TtlHY: SIHHI.,·or, ,,, (,/""-,,, ";"1/'; IIi! <;\ 1':'\ 1 I.E r. .\~E lil !iT0IlY : /Jllrin g /)11'1/:,«" 1111.-1411111 /1' /1" 

,if il.~ (' /','/! ; /Ig dr(lIlHi/je p rogrfllll . IIj]('n~1 /I'1I1I1t'1i 1/ 1I11I't'ify c",~ 1 I.'"rd .~(·"lI/lI'rI :>"111 1.' mush-roml {/lid hiJ!,h"'I If"'f' '{I'f'/'_ 

Pock{'llm"f.· mirror ifft' 1m I"f'ff' lf',d. " rori .• joll Il 'rlS II/II/it· IHI/('r 1('SIS. l'o,_.;,/r·/11 uj A d(llll (;r()11 & Srm,lrllI'!,('rs, /I 'IIS 

jor " 00 rC'I"t'Sls Idlll hUJlt' thai 200 II'fl llld /I'ri/,'. /JfIJO so i /Il/'''' '~M'd hy /rud .. /1('(jOl"lIlIII/("(' /1/111 fw "I'(/,-,,'f/ his fint 

reqll(,.~1S u '/'n J rt'C(·jl"('(/- lif rt'SJI'ml .~I' lrl1l11 01", " /fJ% of Punllrlll-1.- ,l'illl/JIII jll,III('( d'·IfII!II .~'rlll;lIlI. (;,,,11 S"/II /(>rJ 

t(l/(// s(,(,' il/ ,./(,//(·" ill lIIet (('Iw/; I'ltl arell '" ti'I/(' offer Ihl' ('''mfll l'l'('i,,/,~ (fill/ D(xit!".r ,plt (;f/ sl,~ " 'itil, ,. / IlIIr(, /IIf .• ('(/ 

u'as IIIllde. Illy jint /<i.rd /H..'(',mse ),/)111' I'rflgrufllS (·u fll"illct·" fil e \"/11/ 

II/((de II I!/""I Cflr." 

STATION: \~ ·ABI). N. Y. I'H OG I(A) I : .. \lllry. Kay "':' J"I",,, ,." STAT UJX: WeIlS:I' \' , N. Y. "I lOG IIA \1 : Brollk Iy" Il a ~ ('I, n U 

.. 
RE1-\L EST1-\TE t-ICTUUE IU1\G.xIFIERS 

-
SI"ONSOH: I' re\·;e .. ·s, I",;. I'HOD UCT: 1I",n" S I'OXSO H: Jerr)' Costigan I'HOD UC" : Wa lro Gia ,,' LCIl~ 

CAPSULE C,\ SE III STOHr: JJrokcr sl}(Jt/$orcd a 15-lIIil/ll fe C,\ I'SL' LE '-ASF. 1115'1'0 11 \-: 0" /)('('elllllt'r 28 CO$ligtJfI 
sh'i, illc/mlinB t11fC(' millllles of piclllres oj hOllies for bOl/gla II III/c-m illlile spOI 01"1:'1' this slt//iml for his 'Falnl lle-
slile. 1'1';("(' I'm/Be S2·' .Ono 10 S200,DOO. ' -iell'ers Il '('re IlI clml./c 1I1f1lJ,lIiJier Jill' 1C/('l'isitJII. Ifclwd IDO 1t~1I$('S fl i $70 
inl'i/ct/ to pho"e Jor iIlSP{'('tiQII . ill' 110011 lIeXI day , 21 al"flill,Me. On'r 2,ODO ,e/epholl(, ("fl ll.~ reg(lff/jll g the 1('1I .~cs 
prospects Illu/ clIlI(!(I, ICII /nll/tillg 10 (li.solss purdlll$c (IJ II 'en ' 1"('('(';1'(.'(1 ill tl8 IIIIIII"S, selling t{,c Si.OOO ill ll!fI.~('s. 

hOllies (Illd Jl (/esiring sen 'ICI'S "f Pre/';(,I" S, 1I1C., '" Casl to sponsor IHIS $50. Olle I/"{'(·k Illler ('alls u ~'rl' still 
I,roh·ers. Coplcs (flf]CI/C) ') c/f/jlll TV prmlllf:et/ lowest CtJfllj"B ill fll rate oj 150 a (/llY' 'Jim SpIlls f!l 'Cr WHKn i ll 
cost_pcr_;"qllir)' in clielll 's hislory. ChiCfl/:Jo ill 'YfJl'ember di,llhe smile killli oj j,II,. 

STATION: WAHD. is". Y. PHOCUA .\1 : Comedy drama STATION: KTL,\ . Lo~ Ange l e~ PHOC B. .. \.\ I: One: ~pot 

-
~IEN'S CLOTIUNG FOOD 

-
SI'Ol\"SO Il : Kno!!: Han !'HODUCT: ) len'8 S35 51a .. 1..5 S I"01'\50 H: Kraft F'ootb Co. pnoDUCT: .\Id..an·" Cheege 

CAJ'SUl.E C,\ SE Ifl STOHY: Durillg (I jfl/Hmry sport$C{/$1 CA I'SLU ; CASE InSTOIl Y: KfflJt IlII s 11('('11 11(('seli /ing 
fl"OIll ,\ [fu/i .~tJ/l Sqllfll"C Gardell , KfIf~l: ojJcrCf/ 50 pl/il"s progrllfl/ Jor 50 II '('(;I.:S (us oj A pril 28, 1918) (HullfJI/"flf(/s 

"J mel/-s $35 slflel.:s '" Ilftl/ prin!. /Vithill lIexl til '/) the elld ,if 19·1i del'otl!(/ cotlllllcrcifl/$ 10 (I ch!-'('se IWi. /lfircr. 
(/o)'s. /06 pholle rulls "we rt'Ceir(!(/, $i50 "'orlll of Sltlel .. S liseel ill (lilY Or/WI' medium. 'I'll{' C(I IIIII/C(( '; ,lis u'('re sllli,,-,,1 
sl.!d. This I( '(IS II CfIIltrdlal /j!st 1";11, 110 ('0 1111/('1' (li$plflYs W Kilchw .Frl'Sh ,.\l0yolI/wise ,"/1('11 il t/el"elopNllhal IIjler 
or allY puilll-JIJ-slI/e fJ(/rerlisillg. Kllox poillts fl llt 11,01 tlfO /.·('('I:s .!("(!Iers 11IIt! /lime of Ih is expel/sh e K ffljI chccsc 
9lwlil)' sl(l(::ks lire TlOI b'<'lIcrfllly ill d(,lIIll/Id ill jmllmry. Ie/I. (Nu lIIalerill/ Oil Ihis hl/5 been re/('os~/ by spill/ sur. 

agellc)'. or Nile.) 

STATlOj, ' : WC US-T\' , N. Y. PHOGIIA)I: Sport~ STATIOi\': "'XUT. i\". Y. PHOCH ,nt : Kraft Tllc~ler 

, 

PLU~IBING NO\TELTY TOYS 
0 - ' 

SI"ONSOH: ArLee Food l 'roclnCI:i rUOO UCT : Scr~p Trap SPOXSOR: LiQnel Corporation I'HODUCT: T o)' train ~ 

C,\J'SU LE C \ SE: lIISTOnY: Arhcc pllrticiJlIII(~1 '" olle CAPSULE C.\ SE HrSTOH Y: Dell/ollslratjol/ oj IIIlIllc/ Ira ins 
pmgr(l111 oj sl'ric$ SpfII"'''f{'(1 ill' 'I'll(' Fuir Store oj Chi(·flSo. /I'f!S pllrl oj {/ Cellcml F()()(/s commcrciol telecast. A r('pre-
IL t/ellloll slml('(1 ils (/isl'05IlI t/erice, Scmp 'J'ml', /If. sel/lllIi,'e IIJ Liollcl I('(JS Oil the progffllll as Sllest oj J 10rril:I 
Ihe program , (II/(/ off(,rcd olle-mO/lth 's supply of pI/pCI' "UII 110 m (N. j ", IForhl-'J'e/egram rmli f) editor), slar I/J 
bogs Jur Ihe Ijf/(l[,'et as p remlulII Jar off/crs lelepllOllet/ 10 sltO/l·. Durins flllIl Jollo/l 'jl/g Ihe scullllillg 600 tC/l'phofl(' 
statioll u, ('onelllsimi of tlte le/c("(l$t. SlI'itcldlOOrd /I 'as calls re 'he tmit, s ('I/me ;1110 A'Be. Ot'er 265 dif('C1 .~II'es oj 
s !l'mll ped. Orcr 200 Imps lI'cre solt/ 11182.19. Iff/illS lI'ere Iracf:(I,O Ihe t/emO/lSlffitioll. 

STATION: WIH" II , Chi. I'HOG UA)I: " Hide a Hohby Horse" STATlOi\": WZ"BT . iX. Yo PHOGIC\_\l: "Opeli llou-c" 



Listeners 
are people • • • 

RadiO homes are no longer 3n 

acceptable base upon lI,hich 
to Tcpon broadcnst ad\'crtising cO\'('rage. 
Although the fnmily has been an :lcn'Pr
cd unit for this purpose for most of the 
past 26 years, adwctising ({'searchers ncc 
nOli. find mg thnt multiple-sct hOllles and 
TV an: brl.'aking up listening homes into 
people. 

Th{"S(' analysts realbtically claim that 
the "radio hOIl1{," has alwars been a mis
nomer. The home is one thing during the 
before-S a.m. hours, another in th" sptms 
bl't\\~'('nSandnoonnnd J and 5 p.m., still 
others at noon, from 5 to 6 p.m., and 
bctWci:n 6 and 11 p. m. Clearly, with each 
change of the available audience. the 
radio home, for the purpose of count
ing listeners, changl.'s. 

The radio home concept has resulted In 

the underpricing of the 7 to 8 n.m. hou r in 
most station rate structures, Without a 
comprt'hensh'e study of individu;'ll lis ten
ing habits, it's impossibll' to decide what 
other hours of the day ;'Ire also under, 
priced- or oVerralf.'d, 

Although rc.>sei'lKh think in}! has Ix'en 
aloll~ thes.<' lines for a numocr of )'ear~. 
ad\'('rtising agmcies have evinced little if 
all) intcn'!>{ in disco\'eling what would 
hapl'i:iI to the rating!> of their programs 
Wl.'rl' tht·}, transilltl'd into Ji~teners instead 
of hOl11es. ~ewsparcrs use "(runilies" as 
a circulation illek-x dl·,ice (with \\ hich 
agel1cics h;l\e ocen ~atisfied). de~pite the 
fact that media rl"s.<'arch men know that 
the pas..<;..()11 relldershlp of a Ill'Wspapcr is 
<,('Idom of fuJI family propl'lrti{Jns, ('S

J''I.''ciall) mllrninl! p;'lJX'r~, 
Magazil1e" ill gem.'ral h.I\'c bt:l'll n.'illi .... 

tIC. '\10$t "slick" publication claill\~ are 

" 

reportl-d in wrms of readers, Lift, Salur, 
day EI'C'lIing Post, many wl"l'kh('S and 
monthlies ha\'e spent hundreds o( thous.
ands discovering just how many readl'i'S 
the}' haw JX'r copy. 

The family has in the past been an ac
ceptl-d measuring unit because broad, 
casting is in\'ited into the home. It still 
enables th{' Columbia Broadcasting Sys. 
t('m, for instance, to claim th:lt it is the 
network where 99.000,000 prople gather 
ewry wcck. This 99,000.000 figure is 
simply tht' number of families who listm 
each wl'Ck to CBS multiplwd by the 
median number o( persons per family 
(3. 15) repon{'C! (or the U. S. by the last 
U. S. Census. This median, broken down 
by area type, indicat<'S that the urban 
ramily is compoSt-d o( tl1r{'(' persons, the 
rural nonfann menage.' has 3. 12 persons, 
and the rural (ann unit has 3,7 1 persons. 

However, a check of C. E, Hooper's 
last audience composition fIgures (March 
1948 quarterly repan ) indicat<'S that only 
one program, The ShadOII' (MBS), hit the 
(uJl national fanli]y figure in listl"'llers per 
set. Tilt Shadow was reponed at that 
t ime to haw 3.08 pcQpk list('tl ing per 
radio home with a SCt in lISC, This 3.08 
figun' is Ix'tter than the median si:e of the 
urban f;'lJnily, which according to the 
census is composed of just tllrC(', The 
Hoof'(.'r 36 4-ne[work ratings are made 
ani) in cities, 

The low (or Iistl'J1ers rer home in this 
Hoorcr study was recorded (or Lura 
LaII'lon (NRC), a daytime serial which 
averaged 1.2$listt'f1ers per!'C{. The great 

mass of programs are within the narrow 
range of Lllm mid Abner's 2.03 and the 
Ct"t AlilfY Show's 2.96. There art' veo' 
frw programs that ha\'e radio families 
identical in composition listening even if 
the total number of listl.'I1ers is used as a 
denominator. When the "total" figure is 
dissected into terms of WOIrK.'t\, I1K'I, and 
children till' radio "family" Momes more 
and more of a phantom measure, 

Only ten progranlS on the networks 
a\'rrage one or more men among their 
listeners. These arc Sam Spack with one 
man amon~ its 2.76li5t('l1ers per listming 
set, F ilch Balldwagon with one man 
anlOng 2.67 listeners, the Gillette PClrack oj 
Sports ..... ith thr top in mascu line attm
tion, 1.1 7 males for its Friday night seg' 
ment of 2.32 listl:l1ers, and Drew Pearson 
(Lee Hats) with I. JO men out of a 2.50 
audience. There is one man among 2.63 
listener.; for Cmlg Bllslers , which r("Cently 
ha~ found a new sponsor. At the time 
Hooper's sun'ey was made, Waterman 
(fountain pens) was the ad wrtiser. Out of 
Jack Benny's 2.84 listeners per listenin~ 
set, 1.02 are men . Other progranls which 
appear to have masculine interest indude 
Coca-Cola's PoJuse ThaI ReJn!shes 011 lhe 
Air (CBS), with a mall' audience of 1.03 
out of 2.S5 listeners, The Shodow (:-.1 BS), 
mcnt ion{'C! pre\'iously, with 1.06 mal<'S, 
and Walter Winchell, with l.OS men out 
of his 2.67 dialers d<'Spite Ihe fact that he 
is selling a cosmetic lil1l.". 

Although SOl(. of the buying of air
ad\'Cniscd products is done by WOlllen, 
product~ like men's clothing (Drew 

"Hom~." OH llh.do w mosl rtdio t hin~i n !. B,fo" NBC'. " -n~two'~ •• Iin! bo.,d, Ken Dy~~, 

.dm i n iltl.ti Y ~ YP • • nd M~ I B ~Yillc, 'c lurch dirutor , . .. Ihjn~in9 in Ic,"u of l ill~n~n 

SPONSOR 





-

nly elaildren, 8-14, aave .ste ..... ~ aa Its • e tllese ••• 

" 
II 

" 
II 

If 

" 
" 
I 1 .... .:fIe Alii 1l:1li AlII 
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OREN DON" 
OEVELO P THE 
SAME LISTEN. 
ING HABITS 

<D Childr.n 
",il.bl. 

HEIGHT OF AVAILABILITY O f SATURDAY 
MO RNING'S CHILDREN REACHED A T 10 A.M . 

® Childr.n 
li.I •• 

® Cbil.r •• •• 
(norile. 

PC3rsml·u.'t.' Hats), Bluc Coal (The 
Shmlouo), Cilktt{' Blades (boxing bouts), 
Fitch I'air Tonic (J.kllldlmgoll) must 
sell the men. This points up ..... hy It IS 

lmport:mt that actual individuals who 
listcn, not (;lnli IK'S. be reported. 

Rming figurcs so rar released (Hooper 
and Nielsen) do not give this figure. still 
retaining the fictItious "radio family" as a 
base. "Iooper does, as indicated previ. 
ously. report audience composition figures 
quarterly. There are "average" (over a 
dm'C month period) figures and while 
helpful do not J,,:rmit the advertiser to 
ascertain his listeners until it's too late to 
correct II program bias towards the 
wrong sex or a~e ~roup. 

When Callup rl"Cently made his first 
report 0 11 the EQ (Enthusiasm Quot ient -) 
of r;,dio personalities Iw pointed up the 
fact thaI the appeal of many stars is not 
what sonK' advertiscrs think it is. Cene 
Autry's rrl t in~ aroong males under 35 
wao; 30. while females rmed him 48. 
Abbot t & eo..teJ]o's EQ with males under 
2S W:lS 57 .... hile mell o\'er 36 rated them 
3-1- 23 points lower, When Electric 
Auto·LLt(' wa" sponsoring Dick Haymes 

• n, 10'(1 .. ~ ,,,,it,, I.,~J ,,/"'" /I" ,,..../ ..... 0/ /i"".,,, 
.... Of P"""~'" ",//,;,"",,, /1 .. ,,,,,,J.,, ,,{ i/, I .. ' .... ", 

I . lone Range. 
2. BIondi. 

ONLY THE 8 to 
H YEAR OlDS 
COU LD H .... VE 
VOTED THEIR FA. 
VORnES IN THIS 
RANK ORDER 

J . lux Radio Theohe 
4. Archie And.ews 
S. leI's P.elend 
6. Gong Buslers 
7. Fronk Merriwell 
8. Baby Snooks 

they felt they were reHching a male audi
ence. The EQ of Haym(.'s was 63 with 
fernales under 25; with men ove( 36, a 
" ital buying segment of Auto·lite prod
ucts. the EQ ..... as 26 points Io ..... er. 37. 

Callup's EQ rilnking cmphasi:es the 
need for definitive information. 

The need is fur ther emphasized by re
cent reports on multiple·set homes. 
Audience Surveys' (Bob Salk) most re
cent dialY studies irnhcate that 1,800 
diaries are required to cover 1,000 homes 
-in other lIo'Ords that there are 1.8 5Cts 

per home today. Hooper 's figures on 
multiple.set homes. which were also de
veloJX"d from diary studies he has lxx'l1 
making in order to repon national cover
agc figures for programs, indicate that 
19.4% of Americarl horncs have t ..... o sets. 
7.1 % have three sets. His average is 1.34 
sets per home, far under Salk's 1.8. 
Hooper stresses that this lIIult iple set 
figure is based upon sets which were in usc 
during the week that his diary lecord was 
kept. not upon number of SCts in homes. 

Where there was one set in the home. 
the location of that set as reported by 
Hooper .... 'as: 

L"' ;"II: I«I..>rn ";l tl ... " l~ruotn l'I.oI'".,n. ( "l.~" 
;0.')% L 1 ;$ "~ 0.1'; I l~ 

17..7 
11.0 
11.0 
10. 1 
9.7 
9.6 
7.5 
7.5 

@Chil.r •• 
lI.ke .. I •• 

9. Superman 5.5 
10. Jack Armstrong 5.1 
II . Oick Tracy 5.0 
1'2. Trulho rConsequences 4,8 
13. Red Skelton 4..7 
14. Bob Hope 
IS. Jock Benny 

4.7 
4.6 

'.4 lilf.n ' n" 
• .... r' 

Saturda, 

.,. 
• 

Where there were IWO setS in a home 
and one was in the living room, the SC'COnd 
sct was in the: 
"itc~ lied ..... '" I'b} r(>Il m Otl •• , Ilcoo",. 
~ , % Jl.1% H% IU" 

Where there were three sets in a horne. 
and the first set was in the Jiving room. 
the other IWO SCts wcrc distribua'CI as 
follows: 
"ilchn! &od ruotn Pb),roo m 01 ...... 
tiS.a,.: 71. '" l. L" n,o" 

These multiple-set homes increase da)'· 
time listening; the d iaries indicate that the 
hoo5ello' ife turns on one set after another 
as she moves around the house. In the 
early morning hours and after 6 p.m. 
multiple-sct homes increase listening b)' 
making it possible for more than one 
member of each family to satisfy indi
vidu;.1 listening desires. 

Nielsen has reported multiple.set listen
ing in his ratings but he does not show 
..... ho listens, and two sets ill use in the 
s..1nlC' home arc reported as twO homes (if 
the)' are tuned to ditTcrCT'lt programs at 
the s.1me t ime). During the past winler 
Nielsen made a study of listening in mul
tiple-st't homes as compared with sets in 
use in one-recei\"Cr homes. The figures, 
..... hich co\'ered a two-month period, indi-

( Plf'G.Se tUrlJ to "'Ig .. 126) 
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Spot jnnoullcements can 
be more effective Sf,UtictD brcnks do It b e U er j o b 

for n dvert.is ill;f Bntl .I .. blie ,,,"h e ll 

they fU ill'.o .he ir s urroulldiugs 

e Some stations do a good job 
•• with spot announcements, 

some don't. And what deter. 
mines how "good" the job is is not the 
quantity of listening, 6MB coverage fig
ures, or simi lar statistics, but the stations' 
advertising effectiveness. More and more 
advert isers are becoming aware of the 
fact that s,1lcs results differ amazingly on 
stations supposedly coveting markets of 
the same size wi t h the 5.1me power, at the 
same cost, and in theory with the s.1me 
audience impact. 

Spot availability information has taken 
on a new dimension. How t he commer
cial is handled is becoming JUSt as im
portant as where it's used. A growing 
number of stations arc handling spot an· 
nouncements as though t hey were some
thing besides income-producing evils. 
Even transcribed announcement spots are 
schedu led, introduced, and signed off in 
program fashion. Live announcements 
on a station with t he new look at com
mer(~ials reflect , even when of the irritant 
variety, an integratl>d feeling which 
avoids making them stand out like a blot 
on broadcast advertising's escutcheon. 

It has long been the feeling of men like 

Copy: W h1!'1! an announ c1! menl is 10 !O inlo 
a pa,lic ip. lin! p,o!,am Ih1! mc usually knows 
bette, how to ph,ue il to fil his p1!l1onalily 
Ih.n does any .!ency. 

G. Emerson Markham, bro.1dcasting head 
of General Electric in Schenccrady, that 
the public's negative reaction to commer
cials in general, and spot announcements 
in particular, can be traced to their 
handling and acceptancc by the stations. 
As long ago as two years he started study
ing the problem . Since a great part of 
a station's income comes from station-
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break and other announcement forms, he 
didn't feel just ified in refusing this form of 
business. Moreover he didn't feel that 
listeners instinctively disliked advert ising 
but rather t hat they disliked what broad
casting was doing with it. Ergo-develop 
a new approach. 

Since many commercials were spotted 
on part icipating programs, the first regu
lation established was the rewriting of all 

............. ...... .... .......... 
Scheduling: It 's often wiser to permi t st. · 
tions to pl"e Ipoll whe,e they thin k the y'll 
do the b1!t t than 10 inlist upon 1p1!ci fic 
anilabililie l. ............. ........ ........ .... 
live announcements to fit the mood and 
personality of the program conductor. 
This was done whether the program was a 
women's participating program, a disk 
jockey segment, or a catch-all type of 
show. 

For transcribed announcements, an
other regulation p rcscribed a few words of 
lead-in and a word o r two o f lead-ollt, the 
copy to be in the program mood. 

These regulations solved the problem of 
spot commercials on programs designed to 
carry them. They left still umolvcd the 
problem of what to do with announce
ments in station-brea k time between 
programs. 

Markham decided upon a number of 
policy rules to clean up the station-break 
problem. First, announcements were not 
to be used between programs which were 
out of mood with them. No double
spotting- no annOUIlC('mmts would be 
placed back to back. Sometimes refusal 
of a station break to an advertiser who 
wanted it because of the large nudience 
reached by programs on both sides of the 
break caused ill ·will. Most advertisers, 
however. discovered that another station-

break period could produce good rcsults 
too and came to realize that they too profit 
by selective spotting of their own as well 
as all the station 's announcrments. WGY 
has had letters from listeners who ha ve 
noticed the difference in commercial 
handling- and adverrisers are collecting 
upon that favorable atmosphere. 

One of the first stations to realiu- the 
impact of integrat ion of spot commercials 
was WNEW (N. Y.) with Martin Block. 
Until recently it did nothing about 
integrating the hundreds of its other com
mercial announcements. Lately program 
vp Ted Cott has been trying to show an
nouncement advertisers how they can 
make their commercials more effective by 
recording t hem in different moods to fit 
the program su rroundings. It is Cote 's 
feeling that a singing commercial to be 
effective should be done in as many musi
ca l moods as possible. If the same appeal 

Mood : Wh1!n spots ar1! r1!colded in various 
musical l1!mpOi and typn, Ih1!y'li fi t inlo 
block S1! qU1!ncn .nd hold Ihe [;tlenelS. 

were handled in Latin rhythm. in bebop, 
in swing. and in sweet phrasing, then it 
would be possible to in tegrate the spot 
into any type of program or have it ad
join any type of program. "That way," 
says Cott , "the listeners aren't jarred each 
time a commercial comes up. If the com
mercial is in harmony with its sctting it 
won't arouse the automatic nega tive re
sponse it otherwise might. " 

How far a sta tion can go in making: 
commercials pari of the program is best 
shown by a show scheduled at 4:30 p.m. 
over Chicago's WGN by Two Ton Baker. 
Baker writes and spins little storics which 
build to climaxes that use tramcribcd 

(Plt'ast' turn w page 46) 
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GIVE-JlWJlYS 
i Broadcasting is full of gi\:c-away brokers. 
, VIP, Grorgc Kamen, Pn:es Inc. , Brent 

Gums, Dave Alber, and John Wylie make straight and 
profitable businesses out of securing products for quiz 
and gift shows. At the same time, press agents, pro
ducers, manufacturers, advertising agency men, and 
ncl .... ,ork S.1/CS and promotion executivC'S solicit or place 
gifts as pdrt of their jobs. It is a big-time business. 
Twenty-one net ..... ork shows give a\\'ay more than 
$7,000,000 worth of brand-name merchandise every 
year. Local programs will present ncarl)' $2,000,000 in 
gifts in 1948. 

The give-away broker has a real and definite p lace in 
radio. Generally speaking, his responsibility begins 
"'.'ith procuring merchandise prizes for a give-away 
show, and ends '.I.ith the expediting of shipments, 
usually from the local dealer or diSlributor on larger 
ilems, of the winning con lesl ant's loot. Between Ihis 
alpha and omega, the gift broker must sec that a con
stant flo w of gifts go to a show as promised, provide the 
manufacturers ,md concerns ..... ith some t}'pe of "proof 
o f perfomlance," scll pri:es for which a \I'inner has no 
use, exchange wrong si:cs and colors, and buy gifts 
(when he can't promote them) to fill commitments for 
speci!!l promotions. For this he gets pa id either at a 
flat rate b}' the show or a "pcr air crro it " by the manu
facturer, or a combination of both, 

The producer o f a half.hour, fi\·e·a· ..... cck give.a ..... ay 
show pays anywhere from $ 100 a week (for a sustaining 
show in a local market) to $ 1,000 a \I'cck (for a spon· 
sorro net work sho\l') for a gifl broker's services. The 
Sowing 10 him in time runs anY\I'hcre (rom JO hours 10 
two da}'s, and as much as $500-S600 in mailing, tele· 
phone, and express charges. He also avoids the ral race 
of chasing after the makers of exptm h'c gifls which \I'ill 
incre:lS(' the name value of his pri:e lisl, and Ihe equally 
onerous job of brushing 01T manufacturers who olTer 
him cut· rate, uneXciting items in re turn for plugs. The 
brokers, such as K!!mell, Cunts, and Alber, who sell 
plugs, generall)' charge anywhere from $25 [0 $200 
apiffe, plus the free merchandise which will be gil'en 
away. 

There are few m:ljor manufacturers who h;\\'e not 
beel1 appro:lched, USU!! lly th rough:l slat ion's advertis. 
Ing m:mager or s,1les promotion m:ln:l!;er, with a pitch 
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I they're a big business 
brokers~ prodlu! .!rs~ Itllhlichy 1114~ 1I get free air credit. 

for 1I1,;llIlIfuctllrers ill 1IIIIIti"lIlillioll .. dollar oIU!ra'ioll 

for placing their products on ,I give-away 
show. A fe w finns consider the give-away 
operation a legitimate phase of their o\"cr
all promotion and publicity act ivities. A 
handful of firms consider it an effect ive 
fonn of reminder advert ising, or as a 
"fi ll in" between seasonal campaigns. 
T he biggest users of give.away dmllnels 
read like the " Who's Who" of the ad busi· 
ness. Such firms as Philco, RCA, Bulov;) , 
Oshkosh Luggage, Olampion Outboard 
Motors, Kaiser- F'razer, West inghouse, 
Kelvinator, St romberg.Ca rlson, Ronson 
Art Meta l Works, Genera l Electric, 
Kimball Pianos, and Columbia Dinl1lond 
Rings are plugged several times ewry 
broadcastin g day as winner after winner 
carts away anywhere from $25 to $25 ,000 
worth of merchandise. 

Although the brokers do everything 
they can 10 ensure adequate brand-name 
mentions plus a descript ive plug at the 
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rime of presentat ion, even to the point of 
send ing along prepmed "copy" with each 
prize, there is st ill an clement of a gamble 
for a m;lI1ufacturer whose product is being 
given away. Sometimes the plug is 
buried in 11 conglomerate, rapid-fire listing 
of many prizes. Sometimes, particu larly 
in a jackpot stockpile of gifts such as the 
"Walking Man" gimmick on Truth or 
CoUsrqlU' IICCS, or a contest promotion like 
ABC's Paul Whiteman Q ub, th(> con
tributing fi nlls get a tremendous free ride, 
with special promotions, publicity, tie-in 
ads, repeat plugs, and extra air-mentions. 
J\10re often than not, a manufacturer ha~ 
to ta ke a chance. There is a d ifference 
too in whether or not a show is a st raight 
"give-away," like QUFeu jor a Day, Brifle 
& Groom, and Welcome Trm'flers, or a 
"quiz" show like Winner Take All, Grand 
Slam, and Stop the M llS ic. T he quiz-type 
show usua lly develops a IlYlre general, 

"family" ,llldience than the give-away 
show which is largely interviews and the 
simplcst of questions. The give-away 
brokers promote all types, plus the 
special cont('Sts on shows which do not 
ordinarily hand out gi ft s. 

Not nil manufacturers make a product 
that can be a good give-away. Items 
which consumers often like to select for 
themsclves, such ns jewelry, clothing, cos
metics, and fashion accessories, genera lly 
fall nat. So do "unknown" brands of 
merchandise. The items which usually do 
best are household items like washers, re
fr igerators, warne irons, to.1sters, electric 
clocks, radios, lamps, sheets, and blankets. 
A few luxury items, where consumer 
brand choice is usually not of prime oon
sideration, ratc high with winners. 

V I P, one ofthe largest and oldest or the 
brokerage services, prefers to deal in 
prizes in the $10--$30 bracket for run-of-
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CBS pIOdIlC~f1 M.,k Goodlon ,"d Bill Todm.n corr.1 own gin-. w' .,,1 for " Willne. T.k~ AU" 

Giv~"w,,,,, ~n m'lI~ hn~ plllh~d " T,"lh 01 Conl~ qll~ncn" 10 the topmoll Hoop~. 1101 

the-mill give-a ..... ays, and $40-$250 for 
special offerings. They ..... ork on a 
straight contractual arrangement ..... ith 
sho ..... s such as Cil"t ond Tokr, \Vin ot 
Ilomr (regional), and Trll }'OIIT Nrighbor, 
plus Soeveral locill stations '., .. hich carry 
their package, Cim1eulla \\'trktnd. The 
basis on ""'hich lhey sell a manufacturer is 
that he ..... iIl receive valuable promotion in 
return for givin~ free merchandise, but 
VIP's William J. Murphy admits that no 
manufacturer has ever given him any 
tangible evidence of sales successes 35 a 
r{'sul! of planting pri:es on the air. 
J\\urphy adds that nearly 90'1. of the 
manufacturers and businessmen he dea ls 
with themselvcs promote the fact that 
their products arc used as give,a\.\·ays, 
usually by send ing broadsides and d is
plays 10 dealers, or running ads to the 
trade featuring the show on ..... hich their 
product is given away. Th is, he claims, 
is where the pay-off comes in, and the 
value to a manufacturer of his givc.a .... -ay 
operation is in direct proportion to the 
amount of promot ion he does, as \.\·ctl as 
the amount of straight advertising he does 
in other media. One cigarette lighter 
firm, Zippo, which had been supplying 
VIP with lighters for a )'ear, found their 
gi\'e-away operation proving SO successful 
lIoith their dealers and dis tributors thai 
they scheduled a series of paid radio spot 
campaigns. 

Un like its carbon-copy competitors, 
John Wylie (Hollywood), and Prizes Inc., 
VI P is shooting main ly today 10 extend 
its g ive-away package operation, Cinder
fl/O Wrck('lld, at the local level in major 
markets. Prizes Inc. works mainly ..... ith 
small stat ions, and makes its money out 
of volume trade. While the pri:es arc not 
as elaborate as those of the give.a .... ·ay 
shows on the net\.\·orks, the Pri:es, Inc., 
programsdo \'\'e\1 forstations, since they are 
within the range of most proJlram budgets. 

Grorge Kamen, on the other hand, con
fines his operation to a contractual ar· 
rangement with net ..... ork shows. He 
works both ends against the middle, 
usually charging a manufacturer $50-$100 
per plug (one show is considered one plug) 
and the producer lO r-:- of the retail value 
of the merchandise he comes up with. 
Kamen maintains offices both in New 
York and Hollywood to handle the three 
shows Qurtlljora Day, Hoort's lAsirr, and 
RFO Amtrica for which he is the contract 
"merchandising counsel." HOOT/'S Dtsirt 
gives away, as part of the program gim. 
mick, the object tha t listeners sa)' they 
want nlOst, but with a SCt of pri:es built 
around it , which include the items made 
by Kamen 's clien ts. The other two 

(P/f!a.sr tum 10 page is) 
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Barb.r. WeJlu (fl orence Pritchett) inlfoduces ,uelt on he, WOR women' l p.,ticip.tin, p'O,flm If announcc' pick l number from question bowl 

Women's participating programs 
~~~ } Itl C'S nlt'uill distriblltion us ,,'ell us s~"es ,,-hcll need ed 

What the me ofa women 's par
ticipating program does at the 
microphone is important to her 

sponsors, What she does (most of these 
mc's are women) in addition to her broad
casting is even more crucial to them, 

Her effectiveness can often be weighed 
in tenns of the number of appearances she 
makes at her advert isers ' sales-promotion 
gatherings and dealer meetings. If she 
retires to an ivory tower between broad
:asts there may well be a big question in 
an advertiser's mind about the propriety 
of buying a schedule of announcements on 
her program. 

Over 40% of the time purchases on 
\\umen's participating programs are in
spired or ordered by local regional man
agers for the national advertisers. In 
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most cases the program mc is brought 
a long by the commercial manager of the 
station to help close these time sales, She 
can tell the prospective sponsor just how 
she will build his local sales. Since few 
salesmen and fewer advertising managers 
listen in the daytime, it 's logical that the 
same personal qualities which spell credi
bility to a lis tener or prospective customer 
will appeal to a prospective advertiser, 
and are necessary to his understanding of 
this program type. Most daytime pro
grams in the service category, and 
,",,"Omen's participating shows generally in· 
clude "service" as part of their appeal, 
often have to be explained to advertising 
men who cannot see their value. 

As a matter of record the majority of 
these mo's of participating programs who 

have contracts, have clauses in them 
which require that they "visit " prospec
tive clients with station time salesmen 
when necessary. Similar special clauses 
also call for personal appearances at 
dealer meet ings. When a new advert iser 
buys a Spot on a women's program, he 
fails to get the most out of the bur if he 
doesn't throw a party for his retai lers- a 
party at which they meet their new air· 
sales\\"Oman. 

The extent to which this type of pro· 
motion can influence an advCTtiser or his 
dealer is sometimes astonishing. The 
Berkeley Furniture Company of Newark, 
N. J., had been thoroughly sold on the 
original fonnat of Barbara Welles (WOR, 
N. Y.) , and on the personality of Florence 
Pritchett, who is Barbara. The program 
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(ormat includt'd reviews o( movies, books, 
plays, news commenl<u y with 11 (eminine 
slam , :md some clamor notes. Miss 
Pritchett hild cone with the WOR s,11cs

rn:lfl to the Berkeley plant and had scverill 
<;('ssions with the m.1nacemem on how 
Rarbara Wtlln could help them. 

\\'hen the pr~ram cll11ncoo it s format 
to an audience p.1rticip.itioll show, In 

which the studio iludicncc is given glamor 
<lnd bc<luty advice, Berkelcy b<ltked and 
told the ~t:nion man<lJ!t'ment, "That isn't 
what we bought." ~spite the fact that 
the program's ratine didn' t sutTer from tht' 
ncw fO rmm, I3crkeky wouldn't be con
vinced th:!t Wrl/es could cont inue to do 
the jon she had done {nr tncm before. 
They cancelled. 

Arter:! (rantic staIr conference at the 
station, I3crkeley was offered and sold 
Florence Pritchett under her own name in 
a format similar to the original Barbara 
n'~lIts. The sponsor W<lS happy, WOR 
and Florence Pritchett had a new I S
minute program sponsor. 

A \'isit w'j th the advertj~r and his 
dealers frequent I)' works such magic, but 
when the simple visi t doesn' t prove an 
oren SCSoilll(' to sales. the eirls rea liy go to 
work. They attend tunchrons, dinners, 
travel with adveT[i~rs' s.1lcsmen around 
their dealer routes, which frequen tly 
does morl' to inspire dealers and re tail 

s.1lcsmen to move a product than all the 
p-m.inc· in the w-orld, 

The Grennan Cake Comp.1IlY of Kansas 
City had been facing unsuccessfully the 
problenl of obtaining iI beuer display for 
their cake<; · ;!Od a better sillcs etTort on 
the pan of the men bchind the counters. 
Grennan was a sponsor of KMBC's 
Happy KitchNI, so the problem w'as 
toSSl:'d into the lap o( Kitchell 'S me, June 
M artin. Miss Martin, in pre~nting the 
program day 111 :md day Out , had become a 
real authori t)' on the manufacture and 
dis tribu tion of Grennan cakes. She h3d 
spen t how!> at th\"ir plalll and fo llowed 
the product from the own to the home. 

Miss i\:lartin 's listeners trust her judg
men!. T hey write and tell her so. They 
buy the merchandiSt, that she recom· 
mends. The}' write and tell her tha t also. 
There was no quest ion in the minds of 
Grennan executives that she was !ot' lling 
Grennan produC[s to the purchasing agent 
of the home. 

So Miss Martin was assigned the job of 
gelling better dealer and retail s.11~men 

cooperat ion. She visited store after store. 
She told each store's personnel abou t hel 
program, her lisleners, and her mail. 
When she kft one dealer, he told his 
Grennan routeman, " Happ)' Kitchnl fa ns 

.,. ..... ;.., .. ,", .. m,"'''' _ "",nl4.,'u,,, fo ,~,' "'" .. 
""n ", • • "",/I.lIm!", "uh .,.1, <1/. -_1M ~od,od 

really St'Cm to enjoy buymg a JUIli 
Martin·recommended product." Another 
dealer told the Grennan sa les manager, 
"J une Mallin made me fee l that I've ~ 
throwing away money by not making it 
easier for her fans to buy more Grennan 
lIems. She made me feel proud to carry 
the linc." 

As either an expert or an authori tative 
reporter in her field, t~ woman me is 
automatically a public figure. She is a 
much-desirl'd speaker at lunchron clubs, 
civic leagues, P. T. A.'s. Obviousl)' the 
number of such engagements w'hich an)' 
me call accept is limited. Planning a good 
part icipating program doesn' t permit of 
an extensive social or personal life. It 's 
ani), after the conductor of such a pro
gram has built an outstandingly fa it h(u l 
audience that she can start ducking many 
da tes (or personal appear:lflccs. 

The me's who avoid public appear:lflces 
arc rare. l\'lost commentators f('('1 from 
experience that a public appearanC(', 
which gives listeners the opportunity of 
seeing as welt as hearing them, forges 
closer audience bonds. Station promotion 
heads know' that it's a highly imponant 
stimulus to w-ord-of·mouth adVertising, 
These JXTsonal appearances may have 
lill ie if any measurable etTCi:t on a pro
gram's audience popularit)' rating, but the 

(Pitas.' turn to pagt 110) 

A rnuhi.,olo,ld _nnu,1 ullnd. , is rn.jo, p.omotion for WL W.WtNS wornln', p.,tidp.tin, " M o.nin, M,t;nu." U'tlnlfS 'lqul1t thou,.nd, 
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CKlW makes 'em REACH * for your 
product in , the Detroit Area 

'lf0# rtd ~ at Low Cost /ad, ~ ~ 

YOU GET a clear channel signal beamed 
via the Great Llkes water rOllte to an 
eight million population primary area. 

YOU GET a market with a radio homes 
and buying power percentage second to 
none in the countr y. 

YOU GET the power of 5,(XX) watts 
day and night and a middle of the dial 
freuqency of 800 kilocycles. 

YOU GET a station with alert, around
the-clock programming keyed to the 
trend of this market's listening habits. 

* You'l/ reach more buyers for less becauseCKLW has 
the lowest rate of any major station in this market! 

Guardian Bldg ., Delroil 26 

J. E. Campeau, President 
Adarn J. rOtlllg, ,II'" In c., SarI Rep . 

/I. /' ", Siovill e Co., Canadian R.1.'p. 

• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • 
5,000 Walls Day and Night-BOO kc.-Mutual Broadcasting System 
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Ronson's •• d io b'<lin t'lIst, h",ded by F,ed Y<ln Deventel , Indudel wife (Flo rente Rinard), IOn (Bobb y M cGuire ), and ouhider Herb Polelie 

Making good with a specialty 
Ollce 1l0llS0D .nnde hUlIdre ds of ile 'lIs. Toda~· olle 

.trodllct nlld ODe rndio proflrnll. build a forh.ne 

Ronson's millions arc thc rc
I suit of spcriali:ation, In 

1920, when the Art t ... tetal Works wen t 
through the bankruptcy courts, the prod
UCtS of the then 25-year-old fashioners of 
metal products ran the gamut from a 
sparking pistol to elevator doors, It was 
about this time that Alexander Harris, 
now prl'Sident, joined the organ izat ion 
and started the now-complt·ted trend 
towards a basic product, automatic ciga
rette lighters, Harris didn't piom:er the 
Art Metal Works' s tTl'SS on promotion and 
adV<'rt ising, fo r the founder of the firm, 
d cc tropl:uer-metal \.\'orkcr Louis V, 
Aronson, was a fiun believcr in the 
dfic:1CY of ad vertising dollar.;;, Hl' also 
had a suong partial it )' for the color 
maroon, which explains why to this day 
Ron~s are packed in maroon boxes, de
h\ erl'd In maroon t ruck.;;, <l nd written 
about on maroon-printed stationery, His 
mvcnUUl1 ('I f tht, fi rst au tomatic Iight('T 
tC'Cei v(,<; t ribu tc ill the name of th l.' product 
i[S('lf, ROIl~Ol1 (A ranson), and the presellt 
name of the rorporallOIl, thc Ronc;on Art 
I\lctal \\'ork.;;, The corporatc tit le was 
chanf,::ed in 1945 to mon° complet",y 
idellllfy product and manufa cturer. 

Ronson lightcrs arc nf many types and 

" 

fonns, and range from the $6.00 pocket 
model to table and de luxe gold pocket 
pieces that bring $200. Thc lighters, 
despite the $20,000,000 business which the 
ti ml d id in 1947, are still being allocated to 
retailers. It 's cxpected that in 1948 pro
duction will overtakc demand, although 
advcrtising is being directed IOwards 
kL'Cping consumer£ wanting more lighters. 

For most of the first 46 years of the Art 
Metal Works' hinor)' lightcrs \\'ere a 
seasonal item, Sales peaked at thc gift 
seasons (Christmas, graduat ion, and 
Easter). Ronson's advcrtising was like
wiS(' concclllr:ued in tllCS(' months. Thus 
one year a series of fivc-minutc transcrip
tions by Ed East, one of the original Sis_ 
tcrsof the Skillet , wen: uS('{\ i ll 12 markets 
as gift reminders. The following year 
John Sebastian, harmonica virtuoso, 
ll1:1de anot her Si.'rics of fivc-minute record
ings, :lliiO u~ in a number of key l11:1r_ 
kets. T ht'SC I ranscriptions increa~ed Ron
son gift busincss, but that is :I II the)' did. 

It was in 194 1 that RonsclIl decidcd to 

fight the seasonal bugaboo, Pllul Sullivan 
W:lS the fa ir-h:lired newscaster of that 
pe'riod and the}' placed him on CBS st:lrt
ing April 11. The United States was then 
rapidly approaching \.\'ar and many fimls, 

especially those in the metal-working 
field, were shifting slowly over to a wa r 
economy. In June of 1941 , Art Metal 
Works dropped sponsorship of Sullivan 
and began to tape't off its advcrtising 
campaign. In 1942 it spent nothing for 
advertising, In 1943, rea1i:ing the need 
of keeping the name of Ronson alive, 
advert ising was started again ($56,890 
budget), bu t it wasn't until thc end of 
1945 that Ronson started getting back 
into the consumer lighter field. That year 
the ad vertising budgct rose to $135 ,3404 
and Ronson \.\'as advertised ovcr CBS on 
Christmas day \.\'ith ROlison's ChriSfi7UlS 
,\1t1sicadc, cost $12 ,985. 

Around the middll' o( 1946, president 
Harris felt th:u Ronson product ion justi
fied ex ten sive ad\'('rtising. The budget 
was uppe'd to $500,000 and a network 
program, Twenty QI1CSlioIlS, was pur
chased on ,\ IBS, The qui: show had been 
0 11 Mutual about fi\'C months when it was 
bought by Ronson. The fact that a game 
played by a family (the Van Deventers) 
could be expanded by that family so that 
r-.IBS' biggest Saturday night audience 
could be attracted to it \'\'as a su rprise to 
everyone in radio. The cast includes J'.1r , 
(Fred ) and Mrs. (FlorL'flcc Rinard ) and 
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RonlOn '5 busincu b •• in IHut Includes ( I. to r.) Leslie MeDou. JI , tlful Gr..,nt: , p"uidenl AI.under H."h, ~p A t .. A.onson. Ben Zukcrm.n 

the young man of the household (Bobby 
McGuire). T o this linc-up is added Herb 
Polcsic. di rector-producer and years ago ;1 

CBS conK'tiian, me Bm Slater, and onc 
guest :1 \\ttk. The program averages 11 

Hooper of eight in r:ltro dties. On the 
Don Lee Network, where it is heard on 
Sundays, it jumps to 12 and 14, and in 
Canada, where Ronson has a vcry active 
subsidiary corporation. it hits a 20 fre
q uently in t he Elliott.Haynes index 
(Canadian equivalent o f 11 Hoopcrating). 
Canada loves semi-intellectual quizzes 
and there's less competition at all times in 
thc provinces. 

Twenty QIU's llO!lS was a Ronson success 
almost from the SIMI. It 's the type of 
program that pcnnits frequent commer· 
cial name c"-'CIits (a Ronson lighter is 
given the listener who sends in a subj<."Ct 
for TU'tllly Questions that's used on the 
air). If the pand of experts is stumpt.-d . 
the lisu.'!ler "-,<,eives one of t he more ex
pensive lighter sets fo r the table. How 
.... 'C II the game has caught on is indicated 
by the fact that from 40.000 to 50.000 
leners arc received by the program every 
.... ·eek. And the letter writers know the 
name of the sponsor beyond the ~had()w 
of a doubt, They're writing in order to 

win a Ronson Lighter. Hooper's Febru
ary "-'POn of sponsor identification figmcs 
indicat<.'CI that Tu'('nly QutstiollS has a 58.6 
sponsor identification. which is better 
than 60% of all progmms on the air. 

E very magazine ad vert isement placed 
by Rcnson has a credit line call ing :1t[en
tion of the readers to TII'('uty Qt«'stions. 
Cedi & PTl'Sbrey, the present Ronson ad
vertising agency, l'Stimatcs t hat Ronson 
ad venisemen ts appear in magazines total
ing lOO,IX>O,OOO circulat ion . 

M AY 19-48 

Ronson didn' t j ump on board TII ·tllly 
QutstiQIIS in a big way to start, The pro
grrun was purchaSt.-d over 17 station ~. The 
net .... ,ork went to 168 stations in s ix 
months and is now 255 . The smaller 
!\'!BS stat ions arc not used because rhe 
market for lighters is nOt like the market 
fo r food and oth<.'T products thm are 
bought weekly. 

Ronson, ho .... ·evCT. is not satisfied when 
a man buys his first lighter. It is out to 
sell mUlt iple lighters in a hOnle. It pushes 
table lighters on the program, in printed 
advertisements which appea r in home 
magazines like Good Holt S4.'kreping and 
Beltl'r Homes (5 Gaf(iell s, and through its 
press agents, Yolen. Ross & S.11:man. 
Tablesett ings are"planted" with women 's 
page editors and l'CIitors of women 's maga
zines. Intensive selling is put into getting 
table lighters into motion pictures. an
other facet of the YR&S job. Usc in a 
motion picture would n't do very much to 
sell the average lighter but Ron~on . being 
a one-handed Iighter- " PTl'SS. it 's lit! 
Release. it's out!"- is sclf-sc ll ing. In 
sevCTal pictu res a Ronson lightl'T has blocn 
virtually a part of the plot. In The Othl'r 
w,'{' Barbara St:lnw)'ck reaches for a 
cigarette and fu mbles for a light. A hand 
reaches into the picture with a lighter. At 
once the audience realizes that all is .... ·cll. 
T he lighter is one that St:lnw)'ck had 
given David Niven earlier in the picture. 
before gi rl lost boy. The camera pans to 
Niven. T hey clinch- all is forgiven . The 
lighter is a beautiful all-gold Ronson. 

The preS! agents also plrux Ronsonson as 
many give-away programs as possible. act
ing as brokers ill this case (See Gil'('-Cllt'OY5 : 

Tllcy're a big bllsinrss page 32) .In sonte 
weeks as many as 6,500 air mentions have 

Ronsons w~, ~ • s ~ .. onal il ~m b~for~ .. dio 
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Ix'Cn cl1l'ckcd by RQIl .... ) I1 . which kt\.'ps. a 
mastl'r log of .... hefl· thdr liJ,(htt!rs are 
gIVen 0 .... 01) ami hQ .... 

RIlIl><llll 'S fir .. t joh h [() Sl'U liglul'r~ 

(hm ROI1'o(m~, Cagl> abuut liJ!ht~·rs tha I 
don't .... ork almo~t .... rl'Cklu the liglltl'r ill, 
du!>try lol.llm.' yt:.us a~o. (Thl' match hllSi· 
Ill"" coturiblltt'd not a little to the anti
lighh'r cmnp..,i/.:II hUl incxp..,rtly.built 
lighters helped it along,) \\'h!lc Romoll 
apprl'('i,ul':o frl~ mcntions 0 11 gin'.away 
progrlllm, ill motion pictun's, ill maga
zinn •. and CWI\ in utlll'r firms' adwnising 
(Ht'\,loll's fu ll color p..1gC for nail polish in 
which tl'll' model is looking intn her highly 
polished HOIl'o/.'ln, is typical), tlw}' havc no 
Illusions Ihat publicitrs .... lJsof itsdf. Tht.'}' 
('on tcl1d that if thl')' didn't ad\'crtise ooth 

10 the publ ic and to the tradl', the pub. 
licit)' .... 'ollit.1 he flattering, bu t not finan
cially rl~u l tful. Thl';T publicit), increases 
thl' ct!'t-cti\'('I1CSS flf their adwrt ising. 

ThC) mo.:rcholllJisc CVt'f)' big publicit)· 
bre.1k thl'}' get. Since lighh'rs are sold not 
onl)' b)' jc .... t.'kts and tob,Kco nwrchants 
alli lle, but al5o(1 b)' nwn's .... ·ear, drug. and 
dcp.1rtml'ilt storl..'S, Rom,on must sell a 
grt.'at pml of tht.' merchants of the U. S. 
al1d CanaJa . They Sl'1I TII't",y Qut51ioll5 
and their ad vert ising in Lift, Stltunlay 
Eft'lIill!: P05t, Ntut \'vrktr, VOgHt , £5-
quirt , {\" (!(/rHloi 5dlt , Coot! II0IIsckttp ing. 
&lIt'r IIolllt5 Cd Cllr.bu, Il ridr'5 {\" aga
: itlt , and Alnrr iC<l1l Wrtkly , in trade 
papers reoching :llIthc fields in which the)' 
sell. A lypicOl I trilde :l{\wrlisillJ,( schedule 

Television [IS , I M'rviC(' which the public will pny for directly, 
:IS originally s uggestt'd by Zenith 's p resident Eugene M cDonnld , ilo 
110t a dead issue. The gn:n tesl interest in the pos:.ib il ities o f having 
lhl~ consumer ray for certain entertainment \\·h ich \\ill be recei\'('d 
on hi:. TV recci\'eT is no\\ found in the office:. o f motion picw re 
producers. Both Pam mount Pictures and 20th Centu ry-Fox arc 
working on 1111 idea which will permit them to bring into thc hom e 
fefllUre-length motion pic tures which will be pnid fo r by the view_ 
ing family. Both firms havc experimenta l equipment (receiving 
:.ets) of thb type under test. Fees, tyre of picture:.. collect ion 
routine. ,IIlJ :1 ho:. t o f othl'T detai ls, ha\·en 't even r('ached the can
ferellce singe, but the iden o f sending top-drnwer enterl:linmcllt 
through the a ir to be p.lid for by the viewer has high prio rit y nmong 
Illolion p icture producers. 

Paramount of cour:.e expl."Cls to h01ve motiOIl picture theater <l udi~ 
('nees O1lso r a ying for big-screen television in the th('<l ters \\ hich il 
Owm or :.cnicl'S. During April it present ed prize lights ;11 the Nc\\' 
York Pnrn lllount Theat('r which were taking pl;lCe <It the sn!l1e tillle a t 
the Brook ly n Y,\ICA. The pictures were not :'IS cle:lT as regular 
mntion piclUrc~ btll improved quality \.\:lits only on flirt her labora
tory work, :ll'cord ing to Paul Raibourn , Paramoun t 's vp in clllIrge of 
TV The outstandi ng lISC o f Pn ramount 's the:lteT TV is in its making 
a \'.1 ilabh: him foota!!e of locnl news ('vellt s within 66 seconds a fter the 
C\'ellt~ 11.1\'(' lakell pl:lceand the fnc t tlmt thi:. footage cn n be included 
in :11\ .. hO\\ i nl!~ of ncwsreels during a ny day. The TV-trn nsm itted 
picture .. ;!rl: ~'llOtogral'hcd otf the face of the receiving tube nnd nre 
;I\'nilable for projl'nion on the screen ilt nny time :lfter th(' picture i!> 
recl'i\'Cd Vi;I the air. SiLlce it will ~cldolll be fea !oible to interrupt a 
motion l'ictllTl' !>IHl\\ing just because something newsworthy is hap
pClling, thl' !'"r<lIllOllnt film ll1ethod of h:llldli ng TV recept ion has 
untold theatl'T ndvantages. Hegul:lr n('wsrccls gener:tlly rench 
Ihell(crlo from three to s ix d;IYS afte r thl' happening the}' rq'ort. 

In the (·a!'>l' of grcnt '!run ing evellts, lik(' the co ming Loui: ... W nlcott 
rct llm dl;Hllpionship ficin, Pnr:ullollnt looks ahead to thcntcr show
ings nt ~pecial :IJllli,,"sion r:lle:., while t he fight is taking pl:lcc. It 
d(x'sn 't think till' fau that the fight will be available in tbe honlt' vin 
TV wit hout chargc.' .... ill keep people from cOllling to the th(':ltl'r to 
sc(' it nnd 10 pay a s iw ble adlll .... ~ion c hmgl·. 

'0 

was one \,1.'ith ..... hich Ronson opened thl'ir 
1948 "Riggc:.t Advertising Camp.1ign in 
'Lightl'r ' llistory." This ad appeaH'd in 
""'"0 jl' .... ·dl'rs'. one drug, one tobacco, and 
onl' 1Ill.11'S \to'car trade p.1pcr, It lumpccl 
all their printed advcrtisin~ into one para
graph and j.!ave "plus" play to TII't1lly 

Q"~Slio'15. Olle reason for this m.,)' be tht' 
fact that the program is budgeted for 
more than half the total advt' ltising ex
penditure for the year. Time cost alonl' 
ror 1947 was (gross) $497.843. The pro
gram is not expensivc but nevertheless the 
52 programs add up to $130,000 a year. 

I t COSt Ronson roughly five advertlsillg 
('(.' 11I S 10 get a dollar's worth ofbusincss in 
1947. This means, sin~ $1,500,000 has 
been set aside for advertising in 1948, that 
Ronson l'Xpt'Cts to sell $10.000,000 worth 
of lighten and accessories during this 
),l'ar. In 1947 they outsold thl' number 
two brand of lighter, Zippo, thrcc to one. 
In a r(U'nt AllltI'"icQIl Legum A'fagaz inl:' 
lighter-preference su rvey Ronson ran first 
(51.9C"}'), Evans second (l4 .8~), and 
Zippo third ( I.U '1), Evans is manufac
tured under license from Ronson (sam.: 
action, etc.). 

Television i~ re~i\'ing considerable 
attention frc m Ilarris., Ronson prcsidcTlt . 
Thl' automatic lighter act ion of the prod· 
uct makes it ideal for "isual advertising 
a nd TV !:pots arc being placed in man} 
markNs- N. Y., Wa.shinj!ton, Detro it , 
Chicago, Philaddphia . Los Angeles, Balti
more. This interest in telcvision isn't 
ncw with Harris. Back in 1939 when 
WNST was W2XBS, on September 29 
the RonSlJII Light Opera Ilollst was 
scanned. The program was a musical 
r(' \,ue ..... ith RCIlSOII'S o\to'n thenll' song, 
YOI/'rt lilt I.([!/rt oj My I.ift, featured. 

TII'~lI ty QUt51i0llS will be suppil-mell1cd 
by intensin' spot canlp.1igns where the}' 
are needed. Ronson will continue to 
spend more than 5~ of its adverti~ing III 
broadcasting. And it will ~pend it itself. 
It makes no dealer cooperative adver
tiSing allo ..... a nCl'S. Adwrtising mats and 
cominuit)' are being suppli..--d to deall'ts 
but the dealers spend their own monel 
.... hrn they usc them. T he Ronson thoory 
is that \to'hen it sjX'nds its o .... ·n ad\,crtisinlZ 
dollar it knows what it 's ~elling. 

So·nuration of the markl't is a lon:;( way 
olT. acccrding to the s.1ks m,magl'r, F. "'. 
Osgood. Whell l'Ver)"onl' who ~Illokcs hm: 
a light!.'r in his pock(,t o r her pocketbook 
Ol nd l'ach room in ever) hOll1e sports a 
tahll' light er, there' ll sti ll be millions of 
new smokers cach year to $0.'11 and it'~ 

likely tha t when that day COllles Romon 
will still be using the air to condition the 
consumer f(>r their dl'alers to sell . 
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For the th ird consecutive year, the pro motion effons of KMBC have been 
adjudged by The City College of New York as the best among regiona l radio 
stations throughou t the nation. And . .. speaking fra nkl y ... we're preny 
pleased about it. 

We' re pleased because o ur last year's effort, for the most part, was based 
on pro motion of KFRM, KMBC's new 5,000 watt daytime associate for rural 
Kansas with an effective radiated power to the southwest of 12,500 watts. Qual· 
ified , impanial judges rated our promotional efforts as finest among regional 
radio stations in the country. 

This third award, together with the 1947 Billboard award, gives adver· 
tisers and sponsors a renewed guarantee that , year in and year ou t, they get 
the best in promotion w hen they buy The KMBC-KFRM Team. 

Fru &. Pcle .. ,I"c. 
National Rerr .. oent.tiu. 

KMBC KFRM 
of KANSAS CITY for KANSAS FARM COVERAGE 

. , 
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ll'ill radio have its 

. =:--, There arc thf('(' ('xbt ing t)'jX's 
of major awards in l-ro.1d

Gl"tillg. There arc awnrd" given by col. 
k gcs- \1 :., Peabody. Ohio State, CCNY. 
AII,nrd" Me j:!ivcn by foundations and 
clubs du Pont, Newspnpcr Guild, Na
tional Conference of Oubtians and Jews, 
Freedom !-louse, Safety Council , Na t ional 
HC:ld\incrs Club, O\'erseas Press Club, 
Phi Beta. :lod the American Public Rein
tiens A!>."l>Cia t ion. Fil1:tl1,. there :I re trade 
awards giVC11 by trade and consumer pub. 
lications and trade associations, generally 
with an eye to the publicity (and ad\'er
tising) result ing from the accolades. 
Vllritty, Thl' Billboard, Radio Mirrcw, 
Nfofioll Pic/urI' Daily, Adt'f'TlisiuR (lnd 
Srl/luR. Direct Mail Ad\'cni::ers ' Associa
tion, National Retail Dry Goods Associa
tion, Radio BtSI, Adwrtising Clubs 
( P.o~ lon, Pinsburgh, Denver arc rcpr('
Sl."n l:lIi\'e), and the Art Directnrs' Associa
tion are 12 represcrua [i\'e t rade award 
givers and most of them J:: ivc awards in 
,<,vcral clilSSitic'ltions. 

TI-ese thrce groups include' a consider
al-olc numtcr of publications, C'ducational 
in~titutions, and clul>s or nssociat ions 
int('rcst('d in paying tnbute 10 the field of 
I:oroadcasting. There a rc ne\·(' rthclcss 
many men and woml'n in the indu~try 
who aW:1it th(' day 110 hen an award will be 
e:.tabli~h(.'d IIohich lIo'il1 have the standing 
of the Oscars in the cincnl.1 world and the 
growing stature of til(' [)c,n<lldson Awards 
III th(' thcat('r. r rank St:lnton Ipresident 
of CBS) i~ a "tr<'ng ad\OGlte of the C'ltail. 
h~hment of a radIO Oscar if but for one 
remon, the ccmsurnl'r puhlicit)' anl11dant 
Oil the making fir the,<, awar..! '" ('ilch year. 

At Ihe s,1me tirn(' there is i1 growillj! re' 

" 

sentmcnt among s tations and netllo'orks 
o\'(' r th{' increasing number of annual 
awards which r('quire presentations as 
part of the entrance requi rem('n ts. The 
cost and time consumed in making these 
promotional entries in order to re mpC'te 
for awards for promotiollal ('fforts for 
bro:tdcasting have of ncressity detract('d 
from these wry pronmt iollal efforts. 

There is no gainsaying the fact that 
winners love ,lwards and that allo'a rds can 
be and arc used to obtain more business 
for the stations, networks, and ag(,TlCie'S 
which receive them. I t is likewise true that 
a number of awards bring more frcc air
time to th(' gh'er of the award than th('y 
do publicit )' for the program, station, 
agency, or network which r('('('I\"('5 them. 
Besides the legi timate awards there arc 
lit('rally hundreds given loca1Jy and na
tionnlly by publications and organizations 
unknown to listeners and to a great part 
of the blOadcasting and adVertising in
dustries thernsclv('s until they n1.1ke their 
awards, 

There arc also definiti\'e awards pre
scnt('d (or accompli:.hmcnt in small 
phnl'CS of broadcasting, such as dict ion. 
Some of these, like the H. P. DaVIS an
noullc('r t rophy, havc s taturc, as do 
awards given advertising agencies, net
lIo'orks, and even spom.or~ for st atioll pro
gram promotion. It is standard pro
cedun ' alllong certain ndveTlising agency 
promotion men and women (C1ri.C,ri of 
Cardner, St. Louis, 11:11 Oavi:. of Kenyon 
&. Eckhardt, and Henry Lc<-.;Ier of W,](_ 
wick :lnt.! Le~kr) to initiate COnllX'titicns 
octw('I:n the statiolls of a net ..... ork on 
\\hich 011(' of their programs is in ll('('d of 
nutnanding rromotion. 

Awards in these st:nion program pro
rnotie n compC'titions run from a c('rtifica t(' 
to an automobile. These promotional 
contests do increase the individual sta. 
tion's awareness of the program and w'hil(' 
there is a natural tmdency on the part of 
a station to tapC'r off its drorts for a pro
gram after a contcst is over and the 
winners announced, such promotion sel
dom sinks to the le\'el of mediocrity of 
run-of-the-mill promotion o f a n('(work 
commercial. i\ good example of this is 
th(' work most Tom Mix ,\lBS outlets do 
on this program throughout the yea r, due 
in part to the annual Cardner agency pro
motion awards. 

Also in this category arc the American 
Broadcasting Company's annual a\\'ards 
to its O\\T\ stations for ou tstanding pro
motion. This will be the fifth year during 
which ABC has asked agencies and spon 
sors to \'ote for thrCt' stations in each of 
four different population grou ps---Q\"er 
500,000, 100,000 to 500.000, etc. Th(' 
sta tions tr('asuf(' the lIo'inning of these cer
tificate'S and the)' gh'c ,\BC sponsors a 
fairly accurate index of th(' promotional 
prollo'css of sHitions over which their pro
grams ar(' h('ard. 

Among the allo'ards mad(' by educational 
institutions the Pe:lbody, Ohio State, and 
College of the Citr of Nello' York awards, 
in that order, mean most to bro.1dcast 
ad\"crti~rs and the indu~try itself. The 
Peabody Awards, originally inspird by 
the Nationa l Association of Bro.tdcasters, 
stcm frol11listening groups throughout the 
United Sta tes. These groups nrc orlZan
i:oo with thl' help of NAB's little sister, 
,\ssociatinn of Women Broadcast('rs. 

(Pleas/' 'urn /0 paRr 68 ) 
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Awo.dsaccepled by Eugene Wilkey for weco (Peabody); CBS' Edward Murrow (duPont 's $1 ,000) and I. ene Bc.uley(50n g HihM",uine monthly plaque) 

Judges at work on T"'e Billboard annual promotion competition (lell to 'isht) Tom Revere; J. Ward Maurer (Wild,oot Co.)/ George Polte. (Prudential 
life Insurance Co.)/ Ray Sullivan (Sullivan, St.luffer, Colwell & Bayles); Linnu Nelson 0, Waite. Thompson). These five w", .. po,t 01 committee 

Trade dt.ltions .re given James Gainl!5 (Variety); "Twenty OUl!stioru" (D.amatics M"9uine)/ and Sam Fuson for Kudne, Agency (CCNY Award of M.ui!) 
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Worth affiliates make available a NEW and spe· 

cialized commercial program service for advertiser: 

and agencies - Come and get it! 
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FOREIGN MARKnS 
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The story behind Lang-Worth's Sp e cialized Program Service 
fo r Ad ver t isers is well worth the telling. Suffice it to say, 
however, that 3 y e ars of planning and several hundred 
t hou sand dollars have gone into its fulfillment! 

Its grea test endorsement is its success - first offering, THE 
CAVALCAD E O F MUSIC, announced March 1, 1948, is now 
50 "1. sold out! 

As of this date, you (an still s ponsor " CAV ALCADE" (via 
transcriptio ns) in a few open ter ritories .. • but hurry! Ea(h 
" CAVALCADE" show is $5 ,000 worth of big-time production 
. .. a half-hour musi(al featuring D' Artega 's Pop.Con(e rt 
O rc hestra a nd 16-voi(e (horus and starring headline guests 
• .. To mmy Dorsey, The Modernaires, Anita Elli s, Vaughn 
Mo nroe, The Riders of the Purpl e Sage, Tito Guizar, Frankie 
Ca rle, Tony Russo, Rose Murphy, The 4 Knights and others 
- s(he du led for 52 weeks. 

Availabl e June 1 : THROUGH THE LISTENING GLASS , , , a 
half-ho ur production revealing a " Wonderland of Musi(." 
Romant ic songs by Johnny Thompson, Joan Brooks and 
Di(k Brown, Me mory m e lodies with The Lang-Worth Chor
isters a nd starring th e radiant voice s of The Silver Strings 
- s(heduled for 52 weeks. 

Additi onal Featu re Programs, (on(eived, designed and pro
du(e d espe cially for (omme rcial s pon sorship, will be made 
a vai la b le by all Lang - Worth affil iates at intervals of 30 
days, beginning July, 1948. Coming up : 

THE COTE GLEE CLUB - 15 minutes, S times weekly. Stars 
t h e most popular male s inging aggregation in radio. Spot. 
li g h ts a " m emory (orner" in each s how (S2 weeks). 

Gil ALO NG COWBOY - Songs of the Gold e n West, starring 
Fa y Willing and The Rid ers of the Purple Sage, Elton Britt, 
Sli m Rhod es, Rosalie All e n and Ja(k Pe nnington. Spe cial 
interest s pot is a 2 -minute romantic yarn of the pioneer 
west d esigned a s a f e ature for the station announcer, 1 5 
m inutes, 3 p er week, 52 weeks. 

For costs and t ime availability covering these or any other 
Lang-Worth Trans (ribed Features, from 5 minutes to 60, 
contact any Lang-Worth Affi liate or its station representa
tive. For complete information on talent, prog ram format , 
promotional materia l and future re le a ses, (ontoct Lang
W orth direct . 

SOUP'S ON - COME AND GET ITI 
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nOUIlCl'nWlltScnn be mtl·~ratl."d p.3ulks~I}'. 
Thl' KL: fJpt'rntl,m Inl'~. as far as 
J>OSSlbk. to bluck.program it~ ~pot an· 
nnunC\'1l101lS <,() tlMI lI11'r tx' loll~. SliP 

IluJ,!h TnT) "A ~pOl m1ll0UnCl'Incnt 

",h,eh j~ ulIl'gTah'd .... . th tIll' pro~r:l.m into 
.... hkh It brl';lks 11M}' x·1I t"',n' :I:. 1Iol'i1 as 
an :IIIIlCJunn111l'IH plllC~:J in .1 bn::Ik be· 
t ..... l ... 11 pmgrO'lms .... ith fillings 1 .... iel' 3S 

high." 
Key st:llklllS of till:' t \11.1 major Ill'! works 

ha\'(' for )'ea~ l'schl'IH:d sI:Hion·brt'ak 
conlllICrcinls. Durmg thl' past 12 mOllln), 

10 ddlV!:T biJ.!J.!l'r rrofih to thl' lT 1ll'lv'ork.!', 

OKLAHOMA ·: 

•• 

Tulsa's only radio cen

the rich ter. Only ellS 'outlet In 

"Money Maik~t " section of pros· 

perous Oklahoma. Write KTUL, 
'-.' 

the Park, Tulsa, Okla. 

JOHN ESAU AVERY·KNODEL, Inc. • Nor,onol R~Pf~I/!"ID""U 

tlu.' kl'Ys (WN BC and \\CBS) Jet dO ..... 11 

till' bar.. and accepted station brl'"ks 
b.:fore six p.m. 

\\'NOC simpl)' changl-J its rull.' that 
onl), a Walch compan) could spoll<;(Jr 
Uffil' sil-fJ1als. Now an)' product 
accl'pt.lbk tu thl' i'\ational Broadcasllnj! 
Onnpan)' can pay the bills for lime sij!nal~ 
on that net's pionttr outlet. 

\\'CBS, ..... hich let do .... 'll thc bars before 
Wl'o:BC, I-I(X'S further than WNBC. Its 
commercial annOUnCl'mt11ts don't have to 
lx' til-d to tlml' signals. If the product and 
the adl'ertislllg claims arc " in good ta lote, " 
.. tation breaks are availahle, But , WCBS 
dl'('idl"5 whl'n the SpOlS are used during the 
day and ill man)' cases rl'wriles th(' copy 
or rl"quesu the agencies to do it. No sta
tion breaks lose listeners for WCBS. 
Whl'll the)' a re alred, they bt.-lollJ!. 

Both WNBC and WeBS al prl~nt 
reSlnC! stallon-brl'ak announcements 10 

the daytime hours. \\'NBC has no plans 
for rl'llloving th is 1>..1rri('r but \\ 'C BS will 
srot station breaks at nigh t , Wh<'11 and if 
management d<''('idcs. I (s the idl'a of 
Arthur Hull Ha},C'S (WCBS mana~er) that 
sta tion-break commercials In tOCm;.eI\'l'l' 
are not objl'('t ionablc. "It's hoy,' the time is 
u!II.'d, not the mere commercial usc of 
time, that antagonb_'S listeners," is his 
lx'lief. 

The New York Independent \\',\ ICA 
has built a number of ~tar disk jocke)' pro
grams as spot<arrrin /! vehides. All of 
the~, ,\fr. and ,\ f rs, M,uie (Andrl' 
Baruch and &'a Wain), Ted St('("l, 
Tommy [)orsey. and Duke Ellin~lOn , 

haw special handlin/! del'ices for C'Oflllncr

Clals. Su--el plars a special organ thl'me. 
the Baruchs do a Mr. and ,\ Irs, routine, 
Dors.:), records special material (or the 
adwrti!'('TS, and Duke has his O\\'ll 
palawr for the products he sells, 

W,\ ICA has a rule which makl's its oy,'ll 
hf.'adaches (or the station. It does not 
pennit competitive accounts to be placed 
y,Ithin all hour of each olh('r. That's 
good for the advertiser but y, hen lil'e 
clothm}! manufacturers are all buring spot 
annOl.lllCementS 0 11 thf.' ,1nll' station, 
sclll'duling IhC'!'C colllLllercia l ~ is a chI's. .. 
game of mumarnent proportions. 

Thl're was a tinl(' I\hl'n natiollal spot 
annOUIICl'lll('IIIS l\l're makl ... IHfts u"Cd to 
plu~ holl'S illllf.'twork bro.1dca~til1}! ""hcd
Ull'S. Toda}' millions arc ocing spent in 
tillS field and stations arl' f('ah: ing that 
whlk a spot annOUnn'lI1('rlI, like a j!ood 
('ol11l11('rcial program, can do a selling job 
by it sclf, if it has to. It dO('~ a better Job 
for Ihl' station, till' ad\'l'rl ir.cr, and the 
list(,lJ(,rs, when it rerein'S "program 
handling," 

SPONSOR 
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MARKET DATA - TOTAL AREA 

Doylimc N;ghtl;mc 

A: ~ loa Solu SI,S7 1,310,000 $1 , 199,7S6,000 

Food Sale:. 381 ,428,000 294,214,000 

D ... , Sales 74,SOS,000 S7,OS4,COO 

N" Efficiency 
Buyin, Income 1,928,073,000 1,498,039,000 

G.on Fa.m 00110'$ 734,422,0 00 S 1 0,694 ,000 

Source: So le~ Mg. Survey 01 Buy,ng Power, 1947 

1~ BILLION DOLLAR MARKET 
SPREAD OVER TWO STATES 
You've got to think in big terms whe n you th in k 

abou t KWFT! Here's what we mean . I f you 

to ke our 8MB Audience Coverage Mop and 

match .t with the latest Sales Management 

"buying power" figures, you'll see that KWFT 

reaches a billion ond a holf dollar market that 

sp reads over two great states. A letter to us or 

ou r "reps" will br ing you all the facts, as well 

as current avai labilit.es, Write today , 

THE TEX AS· OKlAHOM A STAT ION 
WICHITA FALlS - 5,Oo6 WATTS -620 KC ·C BS 

REPRESENTED BY PAUL H, RAYMER CO., AND KWFT, 801 TOWER PETROLEU M BLDG., DALLAS 

MAY 1948 " 





hile theylre hot! 
••• and you won't be put in the shade 

June, July and August is one·fourth of your Northwest market. For 

Northwest cash registers ring up as many sales during the Summer 

as during any other season of the year. More than $645,OOO,000! 

... i.e., IT PAYS TO SELL NORTHWESTERNERS IN THE SUMMER. 

During the Summer , Northwesterners " get away from it 011"

except radio. During June, July and August, Northwest radio listen. 

ing is 8% higher than the national overage . 

.. . i.e., IT PAYS TO SELL NORTHWESTERNERS IN THE SUMMER- WITH RADIO. 

The Twin City Hooper Reports for last Summer showed that weco 
commands an average daytime rating of 5.4 ... averages one -third 

of all daytime listeners ... has a 39% larger overage audience 

than any other competing station . 

... i.e., IT PAYS TO SELL NORTHWESTERNERS IN THE SUMMER- WITH RADIO 
- WITH weco. 

Last Summer, 37 national spot and local advertise rs stayed on 

weco ... just as they remained on weco every Summer for an 

average of eight years each . . . just as most of them probably will 

stay on weco thi s Summer. 

... i.e., IT PAYS TO SELL NORTHWESTERNERS IN THE SUMMER-WITH RADIO 
- WITH WeCO- WITH RADIO'S SHREWDEST ADVERTISERS. 

If you don ' t want to be put in the shade this Summer, 

get in touch with weco or Radio Sales. We 'll show you 

how to sell ' em while they're hot! 

Data su pporting statistical summaries are available on req uest. 

Represented by Radio Sales 
... Radio Stations Representative 

.. CBS 

WeCO-Seils 'em 
whi le they're hot! 
50.0n W4 TTS , uo K C. CBS 

~'NNt:4 POll S · S T . '41.J~ 
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spot 
trends 

Sued upon the IIumb" of progr.m. 'nd 'n
nOU"Cl!men\s pl.cord by 'pOMon wi th ,t . lionl 
.nd Indued by Ro,,,bugh Report on $1'01 
R...dio Advertising_ SPOil '''ported fo, month 
of $.plembcl 1947 ue used a." bull' of 100 

250 -

200 -

150 -

100 -

50 -

,\-\arch is the first month since ]<lst September to show an upwa rd 
trend in the placcmellt of Spot advenising. The increase nationally 
is not sta rt ling (from 70.3 to 73.5 ). The percentage increa se is biggest 
in the Sout h, from 73.3 to 82. 1 and the Paci(jc~ Rocky Mountain 
area, from 78.6 to 106.3. Neither is a big volume territory so these 
increases do not contribute g rclltly to the national index . With 
the exception of aULOmotivc and miscellaneous industry classifications 
all reponing businesses increased their spot p lacement. Beverages 
and Confectionery j umped from 156.9 to 187.5, Tobacco from 50. 1 
to 60. 1, and food from 90.5 to 108.1. Four of the se ven cJassifica; 
tions covered are now over their September 1947 base. 

JAN FEB 

Trends by Induslry Clauilications 1947·1948 

•• 
• 00 ... 

• 00 

•• 
• 00 

~ ... 
• 00 

• 
'" = TolMcco 

Southll;In •• 
3D.7 n.2 sts sa.1 

D,ugs 

'fo' ~hj. ,0,.1. , pon,o ' h ,o~ . rded .. . iln!l. co'po •• , .. e n",., nO ... tt. , ~ow ... ny el , ...... ' .. d ,,,,,o n. ,, ... . ",cl ud •. 
,.po"...:1 vnd.,. """,b." of <1 .... f;<4,.on •. 
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You can do big business ;'/ "ideels if you 
make enough sales. And that's exactly whar 
Beech·Nul Packing Company docs with Beechies 
and Beech·Nul Gum. Yet, Beech-Nul docs it on 
a relatively small budget ... with Spot Radio to 
make each advcnising dollar go a long, long way. 

Spo< Radio g ives Beech-Nul the truly IUZ· 

tiollal coverage thai universal distribution r eo 

quires. II guarantees the quick lur nOver that keep s 
gum fresh (or choosy chewers. It's ideal for the 
pou·trlul repetilive seUing that pays off in impulse 
purchases at counters everywhere. With Spot 
Rad io. Beech·Nut doesn't wute a single precious 
nickel on unprofitable limes or places .. . because 
Ihey can pick only the lust times on the right 
stations in every market. 

Bueh-Nut has been using SpOI Radio ex
tensively and continuously since 1935 ... bUlllISf 

;J JUlYS! 11 will pay JOII to include flexible Spot 
Radio in your own plans ... to sell the whole 
nation or a single compact market. Your Jo hn 
Blair man knows Spot Radio and how 10 use it. 
Ask him! 

MAY 19-48 

• Sp. , Br •• J(.,"~' i/ ."dl. "d,u'i,i., .1 
... , ,,,. (I"'" h.i.1 .~" .... <t", ... 11 '0 
I"U.IH .. r pr. , •• ",.} pl.", .. d ."d pl.ud 
.... /I",ih" ",.,~"·h·",,, •• (1 h",i,. 

fro," 

JOHN 
BLAIR 
f,. COMPANY 

5c 

51 
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much of Illy own Ihll1king tormhornled by 
th~' 1Il.1Il·riallllc!tldl'tl III thl' fl'atufl" I II 

addition, I (dt Ih{' slnr) lin-I helpful in 
~U!!l!l"linl! Ill'W approacht ..... 10 Ill y work. 
II \la~ a grand f('atun' and 1 \I'asc{'rt:l inly 
proud 10 Ihll1k Ihm 1 h:Jd COIlIril'>ulN in 
Ill)" '1Il" lI wa)" 10 ih cmltt·nt. 

I shall nov.' requcst a copy o{ I Ill' SI'O'SOIl 
i~~u{' (or my 0\1" fik ~. Would you be 
kind t"nou~h t il ~l"nd 11I1~' to me? ,\ lr. John 
\\'i lkoff. our promOlions mOlnalll'r, would 
0111 p:m with hi ~ cop)", 

Thank you {or th(' publicl t}" and m_ 
(tJlmmivt' ~ IOI )' .... hich ~hould c{'rlninly 
cre.ll(' ~n'ml""r und{'~landlllg in the trade 
as well as apPl(xiallon (or the job w(' 
WOIll('"1l arc domg ns radiI) ~a l("'Il1('n on 
the nir. 

N:Jturall), I \\".IS grati rlt.'d 10 s.'{' Illy 
photo ~o prolllillCnll ) dl'playcd in the 
layout :Iud 111 ~uch good c(lmp:ln). 
Ah('m ' l3l'i njl as "a ill a" thl' next woman. 

rLOKr: ..... CI: SA'I)() 
IJir('clor, \\ 'oln(''' '$ R(i(ilo 
WCAE, j 'llIsburgh 

" 

RETAIL 
SALES fLOURISH 

Worcester overshadows all maior New England Cities in 
January 1948 retai l sales activity according to recent Deportment 
of Commerce figures. Apparel sa les rose 9%. Food- 140ft" total 
retail soles- 8%, over January 1947 sales. In total retail sales 
alone. Worcester's increose was four times that of the city with 
the second greatest goin. 

An important factor in this amazing increase is the predom
inance of skilled workers in this Central New Englond market, 
Of total employed , 48% are skilled workers and only 3"/" 
laborers. Their high buying income is reflected in flourishing 
re to il sales. 

Fomilies of this Central New England Marke t of 500,000 
people are prosperous, ready and anxious 10 buy. An over
whelming moiority sta y tuned to WTAG, the radio station with 
a greater audience than that of any other station heard in 
the area. 

WORCESTER 
JOOCJ Woll> 

NoI,o"ol Sol". 

AII".l.o,.<I .... th Ih. W""""'" ,,,I"V'om 

\ 

JARO HESS PICTURES 
In till" April. 19-18, issue o{ SI'O:-':SOR you 

offer five C:lrtoons by J aro He:.s for each 
subscription to SJ'OSSOR or ('xtra sets to 
subscnocrs at $2.50 ettch set. 

Our subscription runs out \li th the 
expmllion date of December ]1. 19-18. 
If \1"(' r('l1(" ..... cd no ..... do ..... e get the- Jaro 
Hess C:lrtoons with our subscription? 

J O lt S E. BALI)\I,'I:-: 
AII-Callada Radia Facilities, Ltd. 
VaIlCOUI"l'r, B. C. 

As ooe of ),ou r suth.cribcrs I :1m ..... onder
ing I{ I could get a set o { the Jaro Hess 
pictures. I think Iht'Y arl' terrific! 

Cv NEW~ I A' 

Diredor oj radio 
.\f("'leough, Afar/in & Se)111011r, Ilic. 
Des AlolIl("S 

~ 'I ht· Jaw 11t·~~ <"'~ rl ..... tUtt· .. a.~ . " ,il .. hl" ",n,'" 
t>. r.'n~""] ,U~ "",tih<>'A ,,,·t . . \dd"l<>nal ....... an' 
"'·allahl., to ~ubM"f l b~ .. ,u Sl.iW 

SPONSOR AT COLLEGE 
SI'OSSOR is avidl) read here and you 

may be intert'Sloo in kno ..... ing th.1t it is 
required reading in oor WC BS course in 
" Radio Advert ising & Selling" at the 
Uniwrsil )' of Miami . 

PROGRESS 

FRA'K JAFFE 
U'CBS, M iami 

I find )"our maga:ine, SJ'O"SOR, exceed
ingl)" helpful to me in the job I have of 
looking after General Mills radio pro
gramSj and I think )"ou are mak ing 
progress with each succeed ing issue. 

EDWARD G. S~IITIl 

Radio proRra", mallaRt'T 
Cml'ral Mills, Ille. 
Alinnropolis 

REPRODUCTION RIGHTS? 
First may 1 sa)' that our sak's rl1(11 con

tinue to tell 1111.' of the man)' helpful 
s tories and fac ts round monthly in 
SI'O:-':SOR ma!!a: ine. Frequently we find 
charts, graphs and s tatis t ics that the)' 
\I'Oll ld like in their s,lles-pr(""S('TI tation 
note-books. 

I am sJX'aking 5p('cificnlly a t this time 
of the quarter,br·quarter hour study from 
Oklahoma Crt)' (Ollno all p..1ge 30 in the 
April issue. If possible, .... "(' \I"QUld like 
blanket permission to reproduce either b)' 
photostat or by repr int , pagl.' or partial 
page, o{ this tyJX' from SI'O:"SOR m:lga:ine. 
Of course, we will giw cr(odit to the 
n1:l1-!a:ine. ,\ 10:-',£: TJADES 

Prclllo/loll ,\Iallagl'r 
\\ 'E£I{, Peorra 

" :-.I'\l'~O}l. 1~r>rN''''''' 1I~"rr:tllr I .. r"' ''''1t Ih~ 
rrl',I " ,'nll <If It ... ~.Ih Ul"'" .r>ff l~ ~ . ~qur. t 
hut d, ,.. , n", ('''n~r t'' 10 th.' u.(' "f "'(''' '1''' o r 
,· .. "dN' .... tl .. "~. 

(P/eels/' tllm to page I'll) 

SPONSOR 



• Pl VMOtJT M 

"I TON. 

BASIC STATtON 
AMERICAN BROADCASTING CO. 

IN LAWRENCE, MASS. 



E.H. B ROWN AOV ERTI SING AGENCY O "~.~ . ... ,~O' .... 
'0 MO"'M _aC · '· 1:1. ''' ' 
•• , <~_o_, .~ . ~.,,- •••• 

c .. ,c",GO " ,I I..L,"O,$ 

~""t'ch 22, 1948 

)b' . RU'old ltr.la\41n 
Statlc.l mlP5 
v.e.JbiS, Ttl\ue'Sei' 

-

al.1IUt~5 I ha"e boen l ookiD at our perr~c, Ncord {ot' lIe'l'," 1 of 
aur cllent.s . t,o have been u.sln& m.;J'S - Lane Bryant, South cat'oUna 
uUl5 .... , d SO-Ith'!rn rar-r - _d it 1s .. .o:;t. pleasant experience 

udeee toG see ",hat" tNlv. 1f 0'0 ou ha'l' d &11 three. 

ThiS, ~s )'ou mo"' , is 01 (irst try on JOIIr station, alia 1 reaUt.e no. 
t ;""\. 1 heye been &o"\:ln&d uate ad,. rUsie ~ D have di.co

nred 

arUer. 1<:IU han ODe of the .o::l t PToducU .... ..,.11 stations 1n 
:rica, 0 h e.5 to the quantity &nd the qUAlltr of nspocse

5 
you produce, ~nd ~ only concern 1s th~t other .d",1'\.15,1'5 will discover .nat I haTe 

rl l seo",red a~ l~d you up ~th SO =uch busineSS that I'll find di fficulty 
IIC as lINch t1=e ~ maPS as 1 tully intend to nght for. 

1 dO'\'t. kntJ'l ..mat JlD,G1c...and)'OIl ,...ve to perfor= 50 splendldll.'O.1t it 15 
aP!JBrent. UI~t your pl"Ogru:t.aU.nt: fo~ 3tld yollr audience eo.e-ra;;e are _dn," .""tln . It ", .. ~ • " .. , ... , ,r """". '" "U , ... "'U. 

WMPS • M EMPHIS, TENNESSEE 

• 

SPONSOR 
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IT HJPPENED IN 18 MONTHS 

Dolcin's Radio Schedule' - 18 Months Ago 

New York 

Bridgeport 

New Britain 

New Haven 

Miami 

51. Petenburg 
Tampa 
Chicago 

Shenandoah 

Portland 
Baltimore 

Boslon 

Lawrence 

Springfield 
Worcester 

Detroit 

Grand Rapids 

Minneapolis 

Butte 

Nashua 
Newark 
Buffalo 
Elmira 
New York 
New York 

Rochester 

Syracuse 

MAY 1948 

WLiB 84 at I Newark, N. J. WAAT 

Dolcin's Radio Schedule' - March 1948 

WNAB 
WKN8 
WEll 
WGBS 
WSUN 
WfLA 
WGN 

KMA 

WCSH 
WCBM 
weop 
WlAW 
WSPR 
WTAG 
CKLW 

WJEf 

WTCN 

KBOW 
WOTW 
WAAT 
WGR 
WElM 
WEVD 
WOR 

WVET 
WAGE 

16 p j 
28. 
18. 
12. 
6. 

15 • 
12. 
2p 
6. 
8p 
7. 

14. 

27. 
14 • 
10. 
14. 

12 • 
4p 

6. 
3p 

14. 
1 p 

14 • 

3 • 

16. 
12 • 
14. 
1 p 

11p 
3 • 

13 • 
5p 

Syracuse 

Syracuse 

Troy 

Ja mestown 

Cincinnati 

Cleveland 
Cleveland 
Philadelphia 
Philadelphia 
Philadelphia 
Providence 

Yankton 

Canada 

Calgary 

Edmonton 

Vancouver 

Vancouver 

Winnipeg 

Saint John 

Halifax 

Halifax 

Hamilton 

Ottawa 

T oronlo 

Wingham 

Charlottetown 

Monheal 

Montreal 

Monlteal 

Regina 

Saskatoon 

WOLF 
WSYR 
WTRY 
KSJB 
WKRC 
WGAR 
WJMO 
Wfil 
WIBG 
WPEN 

WJAR 
WNAX 

CFCN 

CFRN 
CJDR 
CKMO 
CJ08 
CHSJ 
CHNS 
CJCH 
CHMl 
CKCO 
CfRB 
CKNX 
CfCY 
CJAD 

CKAT 
CKVl 
CKCK 
CfQC 

s'ntiolls is "olcill~s 0l,el. SC!SlU.U! 

35 . t 

21 olI t 
18 • 
19. 
40 . 
13. 

3 p 

42. 
36. 
35 • 
28. 
9. 
6p 

9. 
8. 
7. 
9. 
9. 

13 • 
9. 
4. 

12 • 
7. 

19 . 
7. 
9. 

16 . 
5 • 

6 . 
7 . 
7 . 

O "We don't call it advertisinJ: 
It . unless we're on a station at 

least 14 tillles a week. " That's 
a salient point in Ihe promot ional credo of 
Victor van der Unde, ex-NBC time sales· 
man and advertising agency ex{·eutive. 
Vnn dcr Linde now heads up the Dolein 
Corporntion, a proprietary cornpnny do
ing n business in the millions and spend
ing (starting September 1948) $1,500,-
000 a year in radio. He uses broadcast 
advertising and broadcast advertising 
alone. Dolein has no sales force. It has 
only one product - Dolein. ' It enters e<leh 
market cold . T he only way in which 

' wholesalers and retai lers are made aW;"ire 
of the product is through adv;lIlCe an· 
nounC(''Il)(11ts of a radio camp..1.ign, usually 
S("nt out by the station. 

The product isn't cheap. It 's sold in 
two sizes, priced at $2.00 and $10.00. Its 
air copy has bc('11 passed by the Federal 
Trade Commission, and while the Food 
and Drug administration for a time con
sidered taking action against Dokin 
clllims, it has now notiflCd the corporation 
thm all action has been withdralO.'l, a 
notification seldom sent a drug house. 

Dolein doesn't scarehead its claims. Its 
recorded cOlTllllercials are long, infonlw
tive, and handled conversationally. It 
uses no sound effects or musical tricks. 
When it buys progralTlS, it weighs them by 
their sales records. It hits its audience as 
frequen tly as possible, at as rn<lny differ
ent times of the day as it can, and with as 
Illany different kinds of entertainment as 
arc available. 

In m<lnycases Dolein leaves to thesta
tions the select ion of the vehicles th rough 
which it will advert ise. If the program is 
such tlmt the commercial would best be 
handled in the talent's 0\\.11 l<lnguage, the 
commerci<lls <Ire rewritten by the ~tntion 

" 



Fo lk mu sic la yorile on WNA X, Yankton, 'o Do!c;n bUYI " Sunday Gd-To 9~th el " (top), Kactus Kids (bottom), and Po l ~a Dots (ri9ht) 

- with one hnrd-and-fnst proviso--no 
claims arc to be made wh ich arc not in the 
approwd copy. Dokin is not in position 
to permit nn over-zealous announcer to 
make extravagant claims for it, Like all 
patent medicines, ils clnims arc Iwdgcd by 
law ilnd it's doing illl right within the law, 

[t was 19 months ago thil t van der 
Linde switched his major interest from the 
advertising agency bearing his name, to 
Dokin, With $30,000 nnd a comer of t he 
office that thc agency was occupying with 
St. Georges and Keyes (New York), he 
was in tht' dmg businl"SS. A well-written 
letter praising both tht' product and the 
radio call1p,ligll plmmed for it won Ookin 
a placl' in 6,500 drug stort's :md servicing 
by ewry drug jobber in the N(·w York 
nwtroJ'Olitan area. The k'lter wns simplc 
-and it [ilndl'<l no big orders. It ~imply 
01'('11('(1 store doors to Dolcin. 

The initial campaign WOlsn't plac('Ci on 
clear chmll1c1, high I)()W('Ted, or high r<1tl'd 
~(;l ti{)ns. But;b. V<1n der Lilldc rut~ It, 
"Dokin ~w;lnm.J nil o\"('r th(· stations it 
oought"-S4 times a w(,{·k (111 \\'L1B 
INc\\' York), JS on \\'t\AT (covcring thl' 
Nt'w York mdropolitan il1"(:'.1 fmm Ncw
<lrk, NC\I' Jt.'TSC:Y). Tlm'(: d<l)$ after the 
campaign ~tartl·J rcordcr~ WCTl' collling in 
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and the corner-of-the-olliCl' shipping faeil
itll'S were taxed to capacity. 

At the time thm Dokin was making its 
bow in New York, the Knox Company of 
Los Angeles invaded the New York mnr
ket wi t h a compct itivt;" product. Unlike 
Dokin, Knox concentrated its advertising 
in two ne .... 'Sp.1pcrs, The Daily News nnJ 
Th" Daily Mirror, spending twice what 
Dolein was on its two stations. [){>spite 
the fact that its product .... 'as priced at 
$1.00, while Dolein 's is $2.00, Knox's 
many-week newspaper campaign was un
able 10 obta in adequate distribution or 
sales 10 justify continuing in the New 
York tl'rri lOry. Knox has since switched 
to spending most of it s advl.'rtising budget 
in broadcasting, but having be<'!l burned 
by Nl.'w York , like other advertisers 
before it, is sti ll out of the nation's 
greatt'Sr singlt: JIl,1rket. 

TIlt' campaign on \\'UB and WAAT 
prowd to van Lier Lindt· t hat broadcast 
ndl'ertising is the way to :;('1] his prodtlct. 
His t[wory, howewr, is that thl.' way to 
u;:(' the lTll'dilllll is to CUnC{'lllr:Uc on just 
one ~t;]tion u~ing pl{11ty of that sta
tion's tilll('. So he shiftl'l.t from this dual 
$tatlOl1 opt'rallon to \\'J: (A BC). Hl' 
stalll·d by using Ed :mJ Pq!\'l11 Fit:-

gerald five t imes a week on their daytime 
program. He later cu t this to three limes 
a week and added five t imes at night. 

During this period van der Linde built 
a Yiddish progt.1m for WEVD and thnt 
vehicle is sti ll on the air. His current 
programs in New York arc on WOR, 
where he 's spending $23,000 a week for 
lime alone (th is is net, figuring al1 dis-
countS eXCl'pt agency 15':0). It 's expen
sive to "swam\" nil over WOR but this 
$23,000 is buying early a.m. nnnounce
ments, new~ periods daily, and A. L. 
Alexander T hursdnys at 8: 15 p,m. His 
shifts from one station to .1IlOther, V:lJl der 
Linde emphasi:('S, are not reflections on 
the stations he le;1\'('s. He thinks the 
Fit:geralds ;'Ire wonderful , but he fou nd 
thilt he cou ld b('tter saturate the metro
politan New York's 12,000,000 and reach 
;] great bonus audienC(: outside F'ather 
Knickerbocker 's family tillough the Bam
bt'rger bro.1dcasting station. 

Vnll dl'r Linde likes programs which 
have records for direct mail scl1ing, al
though he himself doesn't pitch for direct 
mail saks --dOC$n't want them. " If stn
tions and proglams can ~dl by dirl'Ct 
Illnil, they m il sel l r('lnil store iU.'llls evell 

(Plcdse tHm 10 p.lge 74) 
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In Ih~ h~art of th~ car". b~d and 
por~ produci"g Midwut iJ the BIG 
Omaha $lack market that is today withi" 
a steak and moyb~ a chop or two of b~i"g 
the BIGGEST ill the worldl R~porti"9 market 
"ews from the BIG morht over ICFA8 is Hart 
Jorg e "un, Er~cutive Director of the Liv~.tock 
Foundation of Omaha. He makes the morht "ew. 
cam~ to Ufe by uli" g nome. of p~aple in the 81G IC FA8 
or~o. When you wont your 81G Itory to b~ a 81G SUCC~H 
ill a IIG morht •.. use the IIG station. ICFA 8. 

so , 000 

~~ 
OMAHA , 
ReDresented by FREE & PETERS, INC. 

WATTS 

NEBRA SKA 
General Manager. HARRY BURKE 



The Nation's 
1JlOSt honored station 

"Cllicago's ShowlIlanship SrJtioll" -

50,()()O-W;1t1 'V BB~I - has \\'011 more of 

thi ~ \,C;II" ~ lIlos t coveted Radio Awards 

thall all\' oilier statioll ill America: , 

T il E ALFRED I. DU Po;';T ST-I'I"I O;\ AWARD 

VA IU ETY PLAQUE AWARD FOR " HESPOi"SI· 
BII.IT\' TO THE CO~IM Ui" I T\'" 

T il E CEOH C E FOSTEH PEABODY AWAHD 

\\,BB~ l was hono red six II lorc times for humani

taria n service to til e CO lllllltillil y during 1947, 

including citation:'> by . .. 

TilE ;\ATiOi"AL C08FEHF:I'; CE OF CHill S· 
T IA;\S Ai"l) JEWS 

T HE ;\ATIOi"AL ASSOC IATI Oi" FOH TilE 

AI)\'Ai"CEME;\T OF COLO RED PEOPLE 

A S PECI,IL II'Ei"DELL L. \\,ILLKIE J OU H. 

~ALISM AWARD 

Aud \\,BB~[ - p rodu ced " ~Iclody L\IIc" was 

!:I clcCl cd II!) tli e OC!:I( cO lllllI ercial progralll ill 

Americ a for " large !:I l O f C a<h'c rti scrs" by the 

~a(iollaJ Retail Orr Coods Association. 



Chicago's 
most sponsored station 

\VBB~ l - lhc na tion's mos t honored station

<:arncs more adve rtising than any o ther radio 

s tatIOn in Chicago . 

. . . AmI h{ls ever) )'ear fOI' 22 (of/secutive ),ears .' 

T he reason ? Local, na ti o ll a l sp ot and 

network advertisers - like maj o r radio award 

eommiuecs - have [ound \VBB~l has a fl air 

for crea ting programs that cOlllmand aHen tion . 

AmI get results. 

Credit goes 10 \V13 13J\ I's 38 mas ter show

men wh ose inge lluity ~klld s kill m ake eve ry 

\VBBM-blli lt program a prize contender ... 

whether it's designed to l1Io\'e people 10 ac l on 

a social problem or to move people lO bit) 

and bu)' and hll)'. 

The conclusioll is obvious: To get lU au)' 

more ~ l i dwesterucrs to buy Illll ch more of 

),ollr merchandise, lISC \VU BM - HChicago's 

ShowlIlal.lship Station." 

:<Clticago's S/towlJlfllIs/ti/, Slali()I( ~ ' WB B M 
CO LUM III,\ o\\;>;ED· 50,000 "ATr s. 780 KILOC\'CLES 

R"pr('5cmcd I.> y Radio Salc$ ... R.adio SUlium Rcpr"SCnlall\C .CUS 
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.-ick4!d .-:1.14·1 

)h"" Swan: 

The ad\"('t[I~mg 
dollars for AM, 
F ,\ I , TV , ilild 
FAX, just like 
t hose for other 
media, ..... iIl hilve to 

be camed by pro
ducing s.1k~ for 
Ih (- advl'rtisers, 
Advenising his
tor.> shows that 

thc total number of dollar!> available for 
~a tC'S promotion b IIc"('r stalic, As ncw 
IllL>dia ha\'(' dc\'e)oped, in thc wa)' s tand, 
ard broadcasting ha~ dOIl(', II('W dollars 
have bt'en added to :ldverti~ing budgets 
morc or k-ss in pmportion 10 til(' total 
... 11es-makinj:! ability of the S(.'\'era[ media 
u«'d" In SOil\(, ca5.CS Ih(' I\l'W dol]:lrs 
added to the budget ilTC enough to meet 
thc total cnslS of using the IK'W mcdium; 
in othcr ca'>C.'s, expenditures fClnllcrt) uk'd 
for the oldl'r media are in part addcd to 
tile ne\l dol[ars, But:ls ad,"ertising, 
t.,kell as .. whole, prove., thilt it call in
crease sa)es and dccrem.e CO\ts, th('re is 
always snrne p:'ITt of the t'xtra eamings 
Ihilt Ciln be u<.(>J for mor(' nd\'ertisillg that 
wil[ produc(' furtl"N:r OOSIIK'SS expansion 
ar.d ('("OnOlllil", A~ the newer mcdia like 
r.\1, T\' and FAX dcmon~trilte tneir 
",,'lIing cffl-aiwllC"S they \I'iII earn their 
(l, ... pt'Cti\(' ~haf('" of the illCre:l~illg total of 
adwrtising dollars" 

Ju~t :l~ thl' lOtalnulllbcr of 'ldn:rtising 
dollars i~ I:>TOadl) (ix('d, frolll ~l'ar to }'ear, 
hy the <;c Uing 1'(1\1"('r of dll ad\"erti~ing, SO 
tlw dislI ibution of thoM' dollars among [he 
COIllpC'tlllg n\C."IJia i~ dl'temlilwd by Nch 
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~Ir. Sitollsor Asks 

.. \\ Iwl't , \\ ill til(' :uln'l'li '''ill;! dollaJ'~ l'O IlH ' 

fnnn to ilH,llIde '1'\ , 1<'1\1 , rllljl FAX a~ IIII 'Y 

IWI ' OIlH! ilion' alit! ilion' illl lH H ' lilli1 ( ' 0111-

IlIcn·i"JI\"(' , 

J. R. Swan , Jr, I Adurtis,ng M"".ge, 
Knox H" t (omp"nr, N. Y, 

ad\'(·rtiscr'S ('xll\.'ricnU' with ,md appraisal 
of the c lrCCtll'('Il('SS of each medium. Tlw 
effectiveness of any medium is USUally 
consi<krcd 111 proportion to the Ilumocr of 
impressions m.1Jc and to the impact of 
rnos...' IIllprc!isions. FM and AM arc 
more or Icss on a par as to adVC'rtising 
imp'-l.ct, but Fi\1. through its technically 
superior service, should bring to radio 
more and mon' of the potential [j~teners 
whose SNS h;ld been "not in use," Thu~ 

Fr..·t lIlay be expcrted to incr('a~' the tOt:l[ 
mdio circu1:uion figure :lnd so to cam 
ne ..... advertiSing: dollars in radio, 

FAX:lnd TV add ,'[sual appeal to 
radio, and hmcc may be ('xpect('d to in_ 
cr(':lS(' ad\'ert i ~ing imp:lct, so that as com
pared to AM or F,\I sound, the s.1m(' 
effC'<'ti"enc<;~ may be h:ld ..... ith sma ller 
circul .. tion or "S(.,ts in usc," FAX has the 
exclusiw and import:lnt feature of being 
the only radio service that makes a 
prinwd rcrord of ..... )11It it de1i\'('rs to the 
public, FAX makes its pmgmm or its 
:ld"crtisinj! llK's:"1ge efr('crive cven though 
111(' user's :lttention may not tx' concen
tr:lted upon his mdio at the time of FAX 
transmission, Bec:luse the mcss:lgc is re
corded, a FAX adwrtisclllent can be 5('('11 

by mall)' people at different times :lnd ron 
frequen tly r('impress its story upon the 
re:lder. Thus FAX offers the full impact 
of the prilHoo ""ord and picture, to:::('th('( 
..... ith a circu lation many times greater 
thall the rllIlIllx'r of sets in use, 

Fr.l :lIld TV haw been gi\'en the "grml 
light" by the pee, and ilre bus)' earning 
their ~pUl'S, As soon as FAX is similarly 
:luthori:ed to c:lrry :ld,'ertising, it will 
join hands ..... ith the otll('r media ill doing 
its part to incre:\sc the effcctin,'O{'S5 of 
aJ\'('rti~in!l :IS :\ whole, The budgets to 
pay for al/ ad\'('rti~ing will increase as the 
owr-:ll] effcctiw1lL'SS results in greater 
sa l('~ and lo \\'\.'r production coSts, The 
division of prcviou$l)' fixed IIldi,"idu:lI 
budgets may tetllporarily di\ert some 

funds from older mediil, bu t there is no 
reason to expect that FM. TV, and FAX 
will starve the advertising services that 
tod:l)' are doing such an excellent job. 

JOIIS V. L. Hoc" ... 
"rtsiehl' 
/nlcrSIdIt' Broadc<lsliug. N('u' York. 

Where will the 
money come from 
to support FM 
bmadcasting when 
it a.~SUll1es its full 
stilture in the 
broadcast adver
tising fK'ld? That 
answer is simple, 
It \lill come from 
those sourct's for 

which F,\1 bro:ldClsting will do a real 
scl )ing job, 

First of all , rr-.I is a bener method of 
ilura) broadcasting, TIluS, FM, which is 
so closely illiied "'jtlt AM, can be ex
p«"ted ~raduil"y to take o"er re,'('fIuC$ 
that AM is now rccei\'ing, because it \I'i ll 
pmvide better co,'emge and evcotuallr 
more list('tl('rs than affiliated AI\ I stations, 
Fr.. I 's coverage is consistent both dar and 
night - it is the salll(' both dar and night. 
In A,\ ' the areas co\"crrd by primary 
signals shrink at night due to inter-station 
illtcrrcrellces, Thus, the AI\ ' broadc:lster 
who has ill\"csted in FM, has purchased 
th l ' insurance policy that will kCl'P him in 
bu!>iness tomorro"', TI)('refore, r('venues 
will not be lost br the presenl-dil)' AM 
station operator, \\'hm his AM re\'enues 
start dropping off, h(' \l'iII tx- dipping the 
coupons from his FI\1 ill\'e:.trllCTIt, 

FM \l'ilI also brillg more stations IIIto 
being, This means mor(' competition in 
the ~eliing of aural broadcast time, But 
this d()('5 not necc.';s.1rily 1ll('at1 loss of 
re\"('lIue, For the enterprising FI\ 1 station 
operator, it will illean more bu~inC'SS, 

SPONSOR 



Morc compcl il illll ... mOTe st,ltiolls sell
ing tile media ... more 5.,1(,50')('0 0001:11;\

iog the advertisers, all will have the 
C'lTcct of diverting morc budgets into 
radio nd\'crtising- bring in morc do\l;'lrs 
to oc spent in radio. 

Indust ry is aware that the full potcntiilJ 
ofmdio sales hns nevcr been fully tapped, 
bcc:msc aural radio has lK'\'CT ocen com
plcldy sold to many advertisers. It will 
be those additional dollars pouring inlO 
radio that will mean more re"cnuc for I 
FM radio ... ill preference to ot her 110n

radio nl("din. 

FM docs the job at less cost , and docs 
it better. That has :I]ways been the I 
Sl'CTe! of success of mass media advertis
ing. FM broadcasting will be nation
wide-au ral bro.'ldcasting is timlly estab
lished in America and the record shows it 
pays big dividends for advertisers. Fr\'1 
bmadcasting will be the low cost m.nss 
rncrIium of radio advertising in the future. 

EVERETT L. DILLARD, President 
Frl'quel/c}' Modulation Association 

\Vashillgton, O. C 

Naturally, 'I 
will be able to 

speak only from I 
the experience I 
have had, wh'ch I 

has been in the I 
field of television , 
.nnd will h:l\'t' to 
leave FM nnd 
FAX to other 
people who have 

more informmion on their uscfulness and 
nl .... ds. 

Television so f:lr nas more th:ln indi
cated that it is the 1110St e([ective adver
tising medium devised to d.nte. As a I 
m:ltter of fact, television is mOle than :Ill 
advertising medium. It is a sdlinR 
medium. I am sure that it will not be 
long before people responsible for develop
ing commercials will reali:e tnis, .nnd 
m.nke tocir selling demonstf<ltions as 
pleasing and effective as possible. 

Television will n{'('d pump-priming 
dollars ill the beginning, and these dollars 
will nave to be drawn from other media or 
experimental funds. Television. I feel 
sure, will cam its own way and produce 
thesc selling dollars in greater abundance 
than other advertising media. If tele
vision cannot pay its own way, it will not 
long sUTviw in this present competitive I 
business era. 

MA Y 1948 

RE~'ISOLD R. KR AFT 

Sales t1lalloger 
NBC Tdet'ision, N. Y 

BOOK OF TH E MONTH 

IN - ~m«.~' H4jfUUA~ 

" Merchandising" 
• " fle/lo, Ed.''' ... That's Ihe way operalOrs of 
800 grocery stores greet M r. Schneider. WFOM'S 
merchandising represent:ui\·e. 

Ed Sc h neider has been calling on grocers in 
Indianapo lis for 40 years-se\'en of them for 
WFBl\!, He enjoys a strictly.first-name familiar· 
ity with the mf.'n and women who sell across-the
counter products radio-adnrt iscd on W' FB"!. 

He spends 50 weeks of the year (ht· takes a 
summer vacat ion) making hi s appointed round s 
contacting all classes of retail grocery outlet s. 
He checks distribut ion, competing hrands. status 
of sales, display of product-and sets up counter 
card and window slreamer point .of.sa le disp lay. 

WFB;\I adds d irect ma il, wholesa le r letters 
and dealer promotions to enlarge your radio 
advert ising d ollar to pre-war s ize. It 's anot her 
" plus" on Ind ianapolis' most-l istened-to radio 
station-WFOM (Hooper Index-J an, 19,i7 
t hrough Feb. 1948). 

\,/ F D M is "First ill IlIdimllJ " {lilY It'IIY)'Olt /QQk at it.' 

BASIC AFFILIATE, C,lumbi. 

The Katz 

., 
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H-oduces 

We lIa.1 3 ,' liCIlI \.11" wa~ sl..!.'ptical. lie 
hough, Jimm y Sniloul'r',; JOIlXSO:\' 
FA;\I I LY al1,l ,oIa('('1I it on WI 1', 6:15 1'.;\1. 
a('russ t he hnan\. l ie al>-(. lum;;ht t hn'(' 
I'r{)~ r ;IIIl S 0 11 olher stalin ll ~ a lul ~ .. iJ. 
"0. K .. hoys, l t 'ij th ,· I<IIT'-;" al of the fittes t." 
TI,al ,,'as'had , ill J a mlary, 1 ~ll. T",la~' , 
l,e h a~ only O ll e I,rograill - the 8a lll{' 

JOIl ;'\SOS FA;\ II LY a t thl' same time 
- that mal,-s ",-,' l'1l slraight year ... on 
\\ '11 ', WI' fwd a di"nt ,, [)(> "as .~ k '·I)\ i l·al. 

Pllila,le 1]1 Ilia 

Bt.sic 1tllltlud 
• 

1ll!I,r'!t<"" (NI 1\',,( io" " "" 

II" 

l-:tt\\',Uln 1· .. ;Tln' .. ~ «: 0. 

Tlw final de
CISIon inevitably 
must COJTl(' from 
the advertiser. If 
thl' advert is ing 
:Igcncy is able to 
pro\'c to its clients 
Ih:n each medium 
can be u tilized to 
produce sail'S re
sults commensu

rate with the investment, then there is no 
reason in the world why advertisers 
shouldn't be able to u~ television adver; 
tising profitably in addition 10 the other 
nll'dia they are a lready using, 

Where did advertisers get the money 
frOIll when the}' went into radio adven is; 
ing many years ago? Did they cut out 
their publication or outdoor advertising? 
Maybe some of them did , bu t to the best 
of my knowledge most of them did not. 

I f we consider the end purpose of adver; 
tising 10 produce sa les results at a given 
COSt, \.\'hat difference docs it make how 
Illany media an advertiser uses? From 
the agency's point of view, the more the 
merrier and the on ly yardstick that we 
arc using is that of adequate sales re turns 
per dollar of eX!X'llditure. 

We have already received budget ap; 
proval from five of our cliems for tele
vision advertising and in each instance the 
budget was above ;previous commitments 
already <'Illocated to other media. 

EMI L i\! OCUL 

J>rtsidell l 
Emil Mogul Co., Il1c" Nel(' York 

WIZZ opera t ing 
experience indi; 
ca tes thatlthe ad
\'Crtiscr makes no 
dis ti nction be
tween FM and 
Af.. ! stations ex; 
cept as to the 
number and con
CCIlIf3tion of their 
respecti\,e listen; 

er$, Thus, ill one respect, the adver
tiser's attitude agrc:'es with both the 
WIZZ findings and the srO:-':SOR sun'eys, 

In evaluating Ihe tota l numocr of FM 
listeners, the ad\'ertiser correctly nOll'S 
that PM listening is relal i\'ely thin in a 
gi\'en market. But he fails 10 appreciate 
thaI a Class B FM station has such ex
tensive co\'Crage (cspeci:l llr in rural areas 
where A,\ 1 reception is poor or non
existent) that F,\ j 's "thin listening," in 
lIu.' aggr('gate, oftentilllC'S exceeds the 
total listeners 10 th(' 25O;\.\'all local AM 

(Please tUTIl to page 82) 
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WENR has th e largest nighttime 

total audience of any radio station 

in Chicago! 

Loo king for the best buy in Chi? 
If you have a product to sell i ll t ill' 

vitally iml'"rr;lnr 1'\0. ! marke t in the 

nation , listen to this: IFFNR Imds 11/1 

II/fur ClJira,f(o SUI/iolls in nighttime 

tota l lludience! Tht' pflXl( is in these 

impa rtial H;"\B* figul t's: 

- TIl(' tala / olfdi('llcf' jor IVRNR ;s 

J,/ 1/,89fJ, For sta tion "X," it is 

J,JO J,390. For sta tion " }'" alld 

st(ltion" X' '; 1, 911, .WO find 2, ,:;/3, fi,;O, 

/,('(lr/fn/lip ilillighttilll C to t;!) aud ience 

is nnl )' fill<' adl 'ant:lgc at WE).' I{ , tht! 

s tatio n th:lt gets :'\ I:\:\:J:\J( ' ;"1 HE

Sl ' l.TS for its fldl"t.' ttiscrs . T here arc 

l'yc "pcning fac ts :Jhnut whnt the 

st:lt io ll has done for its <'Id\'crt iscrs 

and what it G ill do for you. Ge t the 

t'omplctc details from your lH:arcs t 

:\Be n:pn:Rt:l1tat in : 1001flY! 

PICK YO UR AU DIENCE in (;hica~o with o n e 0/ the . " .... ~iIBM" co-op J>ru~rRm 5. 

You pB)' unl)" \"E N .I 's shnre "F the c" SIS nF Ih",~ popular nelw"rk . ho .. ·.! 

1 . America ' , 'own M .. etlng at the AI. , •• 

i:30 p,m. T"e~d~~· . \\" h~t presli!!:e_ Wh~l !tood 
w;ll! This .Ii" ing"ished f"ll_hour (orum gi ,-cs 
li s,<, n"," both ~ ide" at Ihe ,·i l:d is,u"s in Ih" 
news. Famous ~ Il('ake,, _ ,,)(citinll dehate .. . 
ami ~ huge. ' o~,,' , readr_made audience ! 

'2 , aUlan Symphony . , • 8:.10 1'.111 . Tuesday. 
... !Up_nuteh I'ublie ,en 'ice progr:lIu! ." full hour 
,, ( the world 's {( rca test music. played by the 
n'lted I\o- ton S}mph{)nr Orch<'S lra. conducted 
hr Dr. Se,\!c Kou~'e .. ill ky. Follows A IIJ, r ica's 

'fwm .I/'rf;,,! on WI'SH's I",wet(,, [ new T Ue,_ 
dar-n illh l line_up of pte'l;ge I'tol(tam,_ 

3. Mr. President, •• ' :30 1',111, S" n.!:l)'. [)i _ 
ren (ro m 1I" lIyw(lO<l " "h .\ I.G_,\ I '. 1'01'U!U 
Edwatll ,\muM JS iI, _ta t come, Ihi~ e>.cit ing 
prwt,lnl ,,1 hehind_lhe_<cenes dram~ in Ihe 
While House! H iMnry, palriotism. su'pense, 
mys lery, Ih ri ll s for e"e t ~ member of the famil)' ! 

' S~""'J' N o, f - .1I .. "A. fQ-It>_ N.", R,f'." for 
" ' " V R " """,I;,,,,J "'i,~ 1/'1 .. \ ,\Ia "'~, ,Iti.l,., li",~ 
.... ,," "'HI, 1"'"',,,1 a~JJ~'I""n'J' 

Call till' A IJ C Vmt Stl/rs officI' 1/l'arl'st .l'tlll fo r injiJrll/tlfifJn (lhQltt (111), 

or all of tlll'sl' statiolls: 

WENR - Chicago 50,000 walts 890 kc 

KECA -los Angeles 5,000 walts 790 kc 

KGO - San Frantisto 50,000 watts 810 kc 

WMAl- Washington 5,000 watts 630 kc 

WXYZ - Detroit 5,000 walts 1270 kc 

WJZ _ New York 50,000 walts 770 kc 

A!C - PacIfic Network 

Am e fl can B roadcas ri n g Com pan y 

OJ 
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MAY 19"8 

For over 20 years ..... . 

sunSHinE SURE 

SPELLS SALES 

That briefly is a four·word summary of the "Sunshine Hour" on WRVA, "down 

where the South begins." 

It hits the air at 8:05 AM every SWlday. It 's full of sunshine.,. hymns ... 

"happy birthday to you" ... and happy anniversary routines. And we'll 

have to confess, it isn't an "hour"-it's just 25 minutes! But the loyal lis· 

teners listen, and have for over 20 years. 

One reason is Holland Wilkinson, it's conductor. He's the chop who motored 

to Canada for a vacation and spent each night-going and coming -at the 

home of a loyal listener. As a guest. 

Another reason is Bertha Hewlett, organist, who has been his accompanist 
all this time. Plus Harold and Charles Lawrence, vocalists. 

They're all yours on WRVA's "Sunshine Hour" for practically a song! Ask 

Manhattan Soap, Morton's Salt, Sterling Drug or Groves Laboratories. Con
tact us or Radio Sales. 

WHUR 
RICHMOND AND 

NORFOLK, VIRGINIA 
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NETWORK QU ALITY 
TRANSCRIBED SHOWS 

• SINGIN' SAM 

• YOUR HYMN FOR TOO;. 

• IMMORTAL LOVE snl(rr l 

• WESTWARD HO! 

• WINGS OF SONG 

TRANSCRIPTION S 
117 W. HIGH ST. Spl'ingfield, Ohio 

.-



, IDC. 
lephone 2·4974 

N ew York - 47 West 56th St.. CO 5-154 4 

Chicago-612 M ichigan Ave .. Superior 30 53 

Hollywood - 6381 Hollywood Blvd .. Hollywood 5600 



MUSIC IS A JOY FOREVER -A Ion: of ~ooJ music grows with the years, Illake~ 

Ihe mu,ic lover a ~p('c ial kind of radio li~tentr. It ktep~ hillt del'oted !O the 

radio ~talion thaI ~i\C~ him Ihe mu~ic hI' lon:·~. :'\I orl' th,1n half a million 

music 10nTs in and around XI'\\' York ~p('nd so much tim(' listening to \\ 'QXR 

;md \\ 'QX R·F:,\!, no ot hl'( ~tation can reach them ~o effectively . ,\nd hC'Cau~1' 

these mtl~jc lonrs are Ihe most pro;pt rous families in tht \\'o rld'~ mO~1 pro~-

perou. market. aoverti$l'rs find thelll their mO~1 nlu:Jb le and profita ble eu,;' 

10m('TS. 1 f you \\-:mt Illore sa les mOTI' easi lr made, 

WQXR find out more about \VOXR :md \\,QXR·Pd-lhe ~Ia· 

lions di~tinguishtd for f,:ood music and the news bulletin,; 

of The :"\ew York Timts. 
.•. 11"'( WQXR·F.11 

Radill Sfllfill"J III T lu SlOW' l'od· Timn 

6. 

OSCAR 
(Contimlt dJrolll paCt ·0) 

They ncminate candidates ..... hich in tum 
arc screened by members of the facu lty of 
the Henry W. Grady School of j ournal ism 

! of the University of Georgia. The awards 
arc presented each April (currently at a 
Radio EXecutiv('s Club, N. Y. luncheon). 
The tributes arc usually presented to 
sponsors, agencies. sta tions, and net~ 

works, all of which arc recognized \\'Orthy 
of the honors by the industry. Cener~ 

ally, however, they arc after-the-fact 
tributes for accomplishment. II is seldom 

I 
that Peabody awards go for hidden ability. 

Ohio State's awards arc usually the 
most critical of all broadcasting tributes. 
It's the exception when a commercial pro~ 
gram wins an Ohio State laurel wreath. 
Since the presentations are part of the 
seminar on education by radio of the 
Institute for Education by Radio. awards 
tend to go 10 sustaining programs and 
those with a public service emphasis. 

The College of the City of New York's 

I awards arc givCll by the School of Busi
ness Administration and thus naturally 

I 
arc for the commercial side of broadcast~ 
ing, for factor s that arc ofvitai interest to 

I 
sponsors. The judges arc editors of trade 
papers, with j ohn Grey Peatman of the 
College as non-voting chairman. These 
"awards of merit" arc usually prescnted 
during April (in 19-18. April 14). 

The du POnt awards are grow1I1g in im
portance each rear. Having no commer~ 

cia! tic-up they're given with as profes
siona l judgment as any nomadio group 
can deliver. The same can be said of the 
awards each year of the Overseas Press 
Club, National Headliners Club, and 
Freedom Housc (when the latter turns to 
radio as they did in the case of Nommll 
Corwin). 

The other organizations, part of the 
second group of radio award givers, fa ll 
into tWO different classifications. There 
arc those that gi\"C awards in order to 
further causes. The s..,fety Council pre~ 

I 
scnts awards for the stations broadcasting 
the outstand ing programs fu rthering the 
caU5e of home and f;tctory safety. The 

I 
Nat ional Conferencc of Christians and 
j ews is the most important of the radio
awarding organizations out to further re~ 
ligious and racial tolerance. Its awards 
arc judged by national staff members of 
the l"CCj and presented each year during 
Brotherhood Week around Wash ington's 
Birthday. There arc a l\'ards for radio's 
"best dres.."«l woman," a radio "mother" 
for Mot her's Dar, a radio "r;tther" fo r 
Father's Da)" "nd so 011. Each award 

(Please tllm to pagt i6) 
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KEX 
@) 

MAY 1948 

serving the Pacific Northwest 
with 50,000 watts 

8MB coverage maps of K EX now are as out -of-date as a tight skirt. Watch 

for new "interim reports"-coverage maps based on mail response to KEX's 

new sO,OOO-watt voice. The only 50,OOO-watt station in Oregon, KEX now 

gives advertisers one-station coverage of the tremendous Portland market-area, 

which means most of Oregon and much of Washington. 

THE sO , aOO - WATT A BC A FFILIATE IN P O RTLAN D, OREGON 

WESTINGHOUSE R AD IO STATI O NS Inc 
KYW • KDKA • WBZ WBZA • W O W O • KEX 

N"t;on,,1 R. p' ... nl .. ,; .... , N8C Spot 5 01"-hn,,1 fo, KEX For KEX. F.u & "".'5 
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~ 1 ORr OF A LECt:'\ J) * " \iHI ,\ill ' llieard :'\olhiu' 

\ t'I'" h,! UUllt' Ihan thrt,T d t'("ade\ the \\'ol ld h,,, ht'en 

ht' , II01~ lIr,,,e "onk and ::.Ii ll it h:hn'l h l';n d nt'qthlllt; 

\t'I, Inr \1 InJ .... ,rt i, ;1 ttrlllUItUOIh, It',!!c"', irrq)lc"ibk 

tOllt'nl III ,ulIg. 1I111'lr, anti ClIh_rt. l illlll t'nl. 

\1 10"011\ 1,Id in CIH't r ,!;trtl'd , .. hl·n ' Be II';" It,,, 

th .ln ItHllltTII tllOlHlh old. On January ,\. I ~I:!S .. \1 ;1)

pI·;tlu l utI :'\ II( , Ilodgt, \ ' illmy I iollr. ' 1I114illg .. 'mllll} 

1:01 till' \01114 I lr;11 IUt m'd tIll' IlolI~ h'und mOl It' 'Iudi(" 

1'('IllldlH 11111 to thc "'>tllld lI:lt].... III I ~U:! hi' (.lllll' 10 

/ // 

' lie lor hi , fi r,t rq~- lI l:lr rad io 'l'lin. 111 1 ~1:i3 .\1 It'ol 

OIt'" tilt' KIait :'I l mic Ii all on :,\ 1\(:, ' I hnc f"Jlmll't! '>1.'1 

• .-LII morl' " DC ,eric" ;lIId Ihell thlllugh tilt, )I';rr~ illllll 

IlH'I,lbk gllt"1 appI:M;lncn. I U Ot lllht'l . III Ii, tIlt' iul .... u 

1;ltlin C; llnl \tI I III' " full rirdl', anti .\1 \\;h ag;rrll '1)011 

",llt·e! hI KI,III Food, COlllp:tll) OLI 'BC-a~ the ~I.rr 01 

l h t, KI ,dt :'I 11I,;r 11.111. 

10 d;1\ ;1 111'\\ ~Ineratlon or IOllllg'll'f' i, LI]...inl-: \1 \( 

i" hl\lrl, I,-hill- ;111 nldl' r Oil(' ,i" b:rr]... :111<1 tln'anl', h;lpp~ , 
I,il h the 1111'III0lil" . \1 no]...",. BUlh all' gl:ltt'fIIJltlr Ilu 

~ 
~ • 

A .I[ ERI C A ' S ,1' 0 . I ,I'ET II' OIU ~ 



fact Ihat d ll>~ " ain'l he:n tl nutlli n ' leI. 

H:Kk ill 1931 ,\1 tol d rt' I~' rt l' l ~ Il l' \\'a~ thrnll~h wi th 

the ~ I ag(' fort' H 'I' , hCClIl'>f.:, hc ~a id ; "1/ all aCI,,!' ~Ia)~ on 

Ihc Sla).;\' for twelltl }(':I1-'i , C\l' 1 ~O Il C Ih i llL. 'i h(''s a hUll' 

(in·d." '" d a), il lIa, f )\'colII(' th(' r.l~ hiuII In l1l;lh' joL.l'S 

:Iholll . \ 1\ :L,!!,l' , , \1 Il"i l l ll('\('1' iJc (J ill. . \s 101l1{:I' he c:m.'~ 

10 'iillg, he II ill he L. nol\ 11 : I ~ 011(' of ti ll' trill ) grea t per· 

>lIIl ,llilie, of ,holl" htl\ill(',~, 

li n\\" 10 1lI :lI1agl' :I :\ Imic II ,dl{ Erl:-: a~(' a ,I;n l ike ,\! 

Jobolt, IllCliowed \\H It :1 l ift' l illH.' of ~hO\I' I H " il1('~~ , from 

1,l'I" Dockstader's :\ I illSt reh 10 ll'f hll ifO l(Jl 11101 In. Sp ice 

lite progralll lI' i lh the plll1l-:;t'IH w i l an d plallo :nll sll y of 

( hear 1 elan\. Flt-clli" it \\"Ilh 11 1(' 1>OII'crllll 1.1( llitil':'> of 

Ihl' :\ I:C 11('1\\'0 11.. l ,t/C",lle it 1It:,, 1 d tlOr to (1IIICI' gl('a t 

PlogJ':lIII' 1Il',II d (1\ I :'\ I~C, LeI Ihe \ ;[,1 :\ He ;lIl di tlleC 

fi l l the lI;ltioll 'I\l( ll' hall, I he I"l"lI it : L Hh ' l 'hllr,day 

IIlglll Ihe 1111111-; 101111" 01 \!l ll lil ,m hOllln .tH' lig lu ed 

with a Il l"\\' blllli ,IIIH'-th(' gl.lI110111 of Ihe IO(Jl lighh of 

:1 I hOIl,a IHI,a nd,oll(' II igh I, of ,!;ll':11 lU lt'll:l i IIlJl(' ll t glow

illg dOll"ll Ihl' }t',lh 10 tlt~, plnl'lll. 

f ,,, ,-j" 4 Rad,o 
I(/><>ral"'~ ~/,l ",,,,,(,, 

... tit e Na tio /laZ Broadcasting CO JlljHtn)' 



signed and unsigned 

Advertising Agency Personnel Changes 
NAME 

iJo.",h,. "'yr ~" 
lIu" I .. II""H 
Klrlo:.., II.-anl 
\ In", ,I, 1I.'nll'·" 
..... urma" II.'''' 
Cllfto.d 1;, 11.,ISI.:lrd 
J. "d"anl 11",.1 .. 
:'>1. •• J<,an II , IIr"h~ 
11111 1II')'an 
:lb •• ". e. ( :1",,,, •. 
I'hlll" II . (;"11<,,, 

J.,.<>t". lI"hl" 
CI",d.·~ ~:. ~·" hl .. r 
1'~,,1 II, Fau'I<nH 
W. II. .'1.-1", 1>"",,, 
Fr,·<l ... kk ~1 . • 'onl 
Ho llt'r! .... c h s 
Johnl1)' (;"7.U.I:", 
. -",11., (;,''' ... M 
C".I (;corl1.l Jr 
"' ,'" s. (;".U<,y 
I.<>r "'~ln<' Cfl"'n ~ 
1( ....... " II. (;" .. Ih.,. 
.. . C, 1;",,,.-, 
10,,,,,,, ), Cu.), 
JUn<' }:, 11 ,,,,.<0" 
Cb.""c.' 1I 'II .. h 
:'>1. C, 1IU1 
AI U",-"" • ..! 
• :<1 ... ".<1 tU.-r)' ",,_,h 
I.on Kauf","" 
t:. T. ""111><" Jr 
"'en.'. Klnlt, l .. y 
/I.' •• " Klair 
\\JlU"",;\1. "l1n .. 
Uu)'d I ' , .... "'''' J,,,,, .. s 1.<.,., 1< 
( ;on!"" :o.1",,('h"$I<" 
1.""','''''"' lI. :'.",k., 
Rkh".d M . :o.1"~o,, 
1',' .... J . :o.ld},Jllnel l 
lind! .. ,. a. MUle. 
II" •• ) II . .\IUI<-. 
lid"" !'o1" ".O<' 
lIarr)' I ;. !'o lOO<" k J. 
John I •• !'o1" ..... · 
1t""'~nJ !\In,,'" 
. \11 .. ...1 G . .\1''''8 
John C. !'ol",h" ... , 
Ih ... ".d II. :\"" 10" 
T""r I'~" 
C. r-;. [I'uml>la" 
b'I!,·n.· 1t" .. "I.·. 
~""rI Itkh~.", 
.... 1:.I"".d Itood 
1'.C.lto""" 
C h".I",, !'. Itud: 
•· ... m" .... ~hl""".nl!". 
Joh" II. s.-ht1chlt·. 
':. ". II. Schul.·" b.·.e. 
Itob,," S. SIn' PC ' " 
..... b.· .. J. MId ... 
Sumud.\1 ~"u.·, 
Ma.l" "I""ylo. 
".· .. 1 'n"''''''1 
Jaek 1h""'r.'''' 
"lb"'1 Tilt J. 
II"IIN \"Io.so 
t:l ... rl~~ ~ .. I'a" I"".hl. 
h""kU .. .\/. Ilalk.·. 
.... 'anl.·r II. 11,,'ncr 
I '~, II h:o"'" 
1t"lrh II. II hllak" • 
.\b.l" J. \Ihlt" 
1\IIU:1nJ n. Ilh/(" 
"~,n" \llfth 
1. ",1,,", I I. "'M.d 

"r: ... k I.. II'M,d.ulT 
" .... 1,," II ' .... "Ul 

FORMER AFFILIATION 

tlilan. SI. L." ,,1s. Ilmd."y". 
II"llhclm-l.aul!hlln-1I ib."n. '~'II :1~. "'I!' 
,,!!. ...... ,. ,1"", ... 1",,,, In •. 1.. .... 
\1 ,1,11 . :"" ... ".k. '·r. ",,'I ~b "I. 
1:.,,111. W,,~"y. S'·"lllt· 
YO""I! & lI. .. hl.·,,",. C hI. 
Cow,,,, ~ 1l,·n!!. IH. X. Y. 
Joh" C. \\"'Ust"" Co. I'hll" .• "",. "'I!' 
1\'11 "d ",·I."u!!.hlln_ \I Il,o .. . I I .... ~"'" 
lI. .. h ... 1 0110. :\. \ ' .. "",db dl. 
.""1/1 .... ,, . S'a"Ih-•. C..I" ,·II & lIa,I.·,.:\ . Y .. ...,dl., 

I"..,.d 
1:'.lh)· .• -..;. Y. 
!'o1l,e/u·lI. !'o1"1.ls. 
!'ollkc (: .. I<II!"'. X. Y. 
!'o1"hlm. !'olo" ... ,,, I . a .... ' ...... . 
:-, ...... l:n!!.I""'1 ..... "" ""II .• a"l" dl. 
,'a'''",o"" , 1'''''''7C~. 11·""od •• M" dCbl~ ... ,,'od" 
J, .... /I,,>", .. tl. I .. " .• r",tl" mI!' 
£:/iC • .'I1"n"",.1 
U. 1'.I1 .. "h" •. n., .. o" . n'N!:' "I. 
Ad"crt lsl"l! 1t.I'"-,S. :-". Y .. a .... ' ... u·c 
SIt·.Un!!. . 1'. Yo . a"", :ocn "u·" 
1:>":I"s. ChI. . <""rr dl. 
I'a" Am"ri"" .. M'''·''r". :". Y .. u".' ",!!.r 
Uo":o h ,, ... "" Co,'. :-". L. ""fl)' dl. 
I."" lIu",.." . L ..... r3tllu .... ,,' 
". I'. IIrOI h r •. 111'1.,,1, . " .. n "st'" 
:'>1. C. 11111. I/ ·"-<>Otl •. " ... "d 

It"Jln l"roo"s. 1 ... Is.·. dl • 
I.un ""uf",,,n. II·"-,,,,,d .• I" ... d 
Th.""....,". S",'" /'Ii \"31"",1. :-". Y. 
II.".I!!..· .~ /'Ii 11.0"".1'. L . COp)· .. hl.·f 
:" •. " Yo.k Tin ..... :-". Y. 
n"-"n'.,. • .\1111". I'< Ol •. ak. ChI. 
S'''''''fI_ IAt,lk'''' .'I la"r"<"""", ' -a "co" .... 

:"", 1 S" .... ~·I' QUI/'ln!!. Co. 1', Y .• "d,· m~. 
C hamb.·rs "" WI~"'" Il . /lo.,on 
"d.' ... "lsl"l!l/o"'<,. X. Y •. 'Il 
II. F. Cootl.ld. Co • • Ik ... " 

.:,,,1/ .'II"I!"I. :-". , ' .• n,..,lI n dl, 

\\AAT. :-'·~wa.k. ~I~ r.om n'!lr 
It,,~" Sa ... )·~"" I .. " .. "n'I <'1 . .... 

SIt""n!!..:\. Y. • • "dlo dl • 
III/P~U . S .•••. a .... ' ,·I.ff 
J. ~I . .\1,lIh.· •• X. \ .. "f>. <"orr .hl'" 
11111 :. I .. ,,,,,,, .. . , Itl.·., Im ... ~h """rI. Ilu'~ 1 & !'oldlo""ld. ChI.. ""'dla dl. 

\\ 1I",·lm· l.uul!h""-\\ Ih,,,,. Ilou,IQ" 
I'''' ... ·• Ct."" & 1!t·IJ'nll. .:\. Yo . 3'-'" ...... ,.<",," 
T .. ln 1":,,:Ofh I ~ •• atl.· m!!.r 
II f11. I. Ilu.s, & !'o k!)"""I" . C h I. 
,,, •• Ia,,tl. S .... 
"".1".· • . :". Y.. :lUI .'Hf 
Cu,.!nt·' ..... .. l.ou'. 
J. \\"all ... ThomI>St>n . S. , . 
su· .I1,,!!. . :-" . Y . 
III ...... :-'. Y .. ""r y f hld 

\;.- " ,."" 1.1< ..... k 0,. dl<lTln a"'". ~I ' "."m mI!' 
l..au ... n n II ...... · I ~ 
'OUII!!."" Huhl"""'. ~'. Y. 
I\I,I:~. Chi .• """«. "ccl ,·.r .. 
IIIII )/\'O.I: I""·",n.l . aecI ... <'<" 
\\IIJ.I'''lfOII 
\\"u",,,o', 'I.'", 11:'11)'.:\. ,. 
I nit ..... . Ift ~'"tll"" 
\IIC.;o... \ ' .. BC .. ' e."c 

!.t II. II . T"t.""". In chll." • • a u1'"",.ln". 
lI~r\"e)" \I"rlu"" .... ·1.·'·1_ ... "'. t". y, 
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way to reach 89.4 % 
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Only through the intense penetration of 

Yankee's local coverage can you reach so eco

nomically all the trading centers of the country's 

third richest market - New England. 

The Yankee Network is the one and only 

medium through which an advertiser can at 

one time reach 89.4% of New England's radio 

homes. 

This is coverage of 23 malor New England 

markets plus all their satellite communities. It 

is coverage with direct local impact t ha t only 

a locally accepted home-town station Cdn 

provide. 

It's local impact that counts. Yankee's 23 

home-town stations give you local impact for 

all New England in one package at one p rice. 
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THE YANKEE NETWORK, INC. 
Member of the Muluaf Broadcas ting System 

21 BROOKLINE AVENUE, BOSTON 15, MASS. Represented Notionally by ED WARD PETRY & CO., INC. 

I 



• 

1 

IN 18 MONTHS 
(ColllilJllfdjrolll paRI: .56) 

hetter," b Ih(' way he putS hIs thmking. 
Cncc bcught , ht· judg<."S the dTectiv('f1{'SS 
of hi~ programs by their unsolicited mail. 
WOR is costing him 31e a letter. Some 
hiJ!hlr lOuted stat ions haw COS t him as 
high .1$ $98.00 ;l missive. One sllch s ta_ 
tion t ;"mg ln him a never-to-bc-forgot!cll 
1('&."On: he won't buy ilnything now within 
t \\"0 hours of a hot jazz broadcast. " You 
can 't doa scllingjob ... :hen they're fcc l ng, 
not list\'ning," has b.'CIl added to thl' van 
dCT Linde maxims. Some products ciln be 
~kl by aPJX':11 to the cllWltions, somc by a 
remindeL Dotcin. rcquirl.'S s traight selling. 

Bnscd UPOIl its net of $ 1. 11 per $2.00 
unit, Dokin can sJX·nd ISc per package 
fnr advertising. This is far less than the 
20 to 40% which is nomla] in most pro
prictaries' budgets. It has no sales forn" 
d!:p<'nds entirely upon broadcasting and 
direct mail [0 force dis tribu tion. Typical 
of its op<'ra tions is its (>n l r)' into the Mid_ 
west (October 1947). Hearing of the 
ama::ing direct sales rcsu lls of WNAX 
(Yankton, S. D. , and Sioux City, Iowa) 
v;m der Unde met general m;mager Bob 
Tincher and commercial manager DOll 
Inman of the s tation, and talked over his 
problem. I-Ie gav(' Inman an opportunity 

1 JL JJ 

Jl 

about .... llIch the la tter had been drt'ammg 
for years. "You select the programs, the 
air time, everything. Te I me how much 
you wall t per w('ck ;md it 's )ours." 
lnm.."ln figured the programs he felt would 
open the WNAX five-stat(' market for 
[)olein. said th('y would COSt a little under 
$-\00 a wcek. Van der Linde thought that 
wasn't enough and added three sp:>t an· 
nuuncements to th(' schedule, raising the 
amI.' to $421 a week. 

The programs S('~ected had good listen_ 
ing ;md high audiCLlCC tumover, both of 
which [)olein like'S. The' shows w('re the 
Polka Do15, Sunday Call~s, twO quarter. 
hour disk-spinning seSSiOllS-<>n(' of Cros
by r<'COrds and une of Julson disks- and 
Suuday eN- To}!elh~. 

Dokin has nodesir(' to build a program, 
preferring to buy programs with ready
made audicottS. When it feels it has sold 
all of ;'In audience it moves on to 
another program. and sometimes to an
other s tation. It 's an ('xceptional pro
gram-station combination which can hold 
a phannan'ut ical account like Dokin (or 
an ex tended period. 

On October 13, 1947, [)olein was un
known throughou t the WNAX area. The 
$421 a wet'k had to be producing sa les a t 
the end of a ten-week test period or less or 
else after the ten .... ·ccks th('re would be no 

JJ J8 00 
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GOT A SALES PROBLEM ? HE RE'S THE ANSWER 

mOre money sJX'IlI over WNAX. That 
required prcbroadcast merchandising. The 
s tmion started working first on the 
jobbers. The)' were persuaded to place 
small initial order s. Thm the station 
wrote to ('ach o f the 1,287 druggists in 
their territor)'. They u'ere told .... ·hich 
pro~rams \Hluld be carrying the Dolcin 
story and infonned that if the}' placed an 
initial order belore October 25 and sent 
proof 10 the station, WNAX wou!d mm
tion (he names 011 the air. There were no 
takers of the offer of fret' airtime although 
subsequent events indicatro that thl're 
wele a great many ord('rs placed by the 
druggists before the campaign start('d. 

Within a week after the Dolein·WNAX 
schedule started, rcorders were coming in 
to jobbers from druggists and two one
dollar bills were being mailed to the sta· 
tion at the rate of 100 a week. No play 
was made for the dirccr business. listen
ers were referred to their druggists and 
told to send $2.00 to the station only if 
th('ir local druggist didn't carry Dolein. 

Dirret mail orders are no novelt), for a 
station like WNAX . It 's not unusual for 
a m<li! offer over WNAX to pull owr 
1,000 sales in one wet'k. During the week 
of M arch 13, Your N6ghbcr Lady, a par
ticipating program, dr('w 9,435 pieces of 
commercial mail. In this mail .... ·ere 1,208 

O'lCl 

ACT FAST 



orders for Perfex O>mpany's gladiolus 
bu lbs, 817 Ordl'rs for " food saver b.1:gs: ' 
665 orders for "miracle cloths ," 206 ord{'rs 
fo r egg beaters. WNAX is representative 
of broadcasters who have built up a listen
ing: audience which wi tt buy about any
thing within reason that is adv('rtiS<'<i ov('r 
th(' station. 11lis willingness til follow the 
station's "advice" is not r('st ricwd to 
items priced in the $1.00-$2.00 range, 
Sears, RodJuck in Yankton on $.1:turday, 
January 31, 1948, receivl-d a carlo.1d of 
fertilizer spreaders costing $239.95 each. 
Sears bought three aile-minute announce
ments on the station to be broadcast 
before I p.m. on th(' day the machin('ry 
arrived in Yankton. Within a half hour 
following the first broadcast (at 10 a.m.) 
all 20 piec('S of fa! m equipmcnt werc sold 
to listel1('rs who drove immediatdy to the 
store. 

Dolein uses the direct-sell ing ability of 
stations as well as programs as a guide 
when buying. In nearly every case when 
it has been guided by a direct mail his_ 
tory, the resu lts have lx'('n, to say the 
least, gratifying. Towards the end of 
WNAX's teo-week test , the station sent 
ou t a postcard survey to the 1,287 
druggists who had been on the introduc
tory mail ing list. Of the 1,287, 610 
answered, and 89% of these reported that 

Don [] [] 00 DO 

AND IT'S ALL YOURS! 

they stocked Dolein . A second mailing 
went out [() the druggists who had not 

responded to the first mailing and th is 
brought back 238 answers of which 7S9r 
reported tlwy stocked the product . A 
third and final doublc-postcard mailing 
brought ill answers fro m 82 more druggists 
of whom 69 (84%) st;"ltrd they stocked 
Dolein. Of tlK' 930 druggists (72% o f all 
the drug stores in the a rea) who responded 
to WNAX's quest ioning, 85% reported 
that they stocked Dokin. Actual salt'S of 
Dakin in WNAX 's It'rritory during this 
period was io excess of25,000 units. This 
made tlK' cost higher than 15c per unit , 
but van der Linde expects that it will cost 
money to open a market. He charges to 
sales expense the di/Terence betwecn the 
ISc and whatevcr it COSts to get StartL'<i. 

When a station like WN AX opens a 
market it actually opens more than the 
terr itory it covers. Wholesalers who 
cover part of the WNAX area cover other 
areas beyond WNAX-land. Since they 
have tu stock the product to fi ll the needs 
of their accounts within the service area 
of the station, most jobbers feel that they 
might as well sell the item to the rcst of 
their territory too. Also, 'A'Ord-of-mouth 
adVert ising started by broadcasting docs 
not stop at the border of the area served 
by a station. Van der Linde is sold on 

making the most out of chain leact ions. 
All promotion, packaging, instructions, 
etc., sugg<-'S t that users send in nam<-'$ of 
two friends whom they fed will be IK' IIX'd 
by the product. Letters to Dolcin Cor
poratioll enclosing names of fri('nds now 
average 900 a day d(.'Spitt" the lack of any 
inducement. All ll' twrs are answered by 
a special corps of correspondents who 
occupy an entire rloor in the build ing 
housing the home oflices. Rad;o starts 
the chain reaction , correspondence follows 
through. Ev(.'ty friend of a Dolein US2r 
rC<'eiv('S a k·tll·r. 

111('fe'S always a question of just how 
much merchandising a broadcaster shou ld 
do for an advertiser. WNAX did the 
entire job in its area for Dakin- although 
the "entire" job (aside from the commer
cial broadcasts) consisted of personal 
calls on three wholesalers by WNAX 's 
merchandising man, phone calls to the 
res t of the jobbers in the area, a letter to 
each druggist in the area , and a postcard 
check-up towards the end of the teo-week 
test period. 

Growth from $30,000 to a multi-mill'on 
dollar businl'SS in the span of IS months 
can' t be an accident. It's credited largely 
to Victor van der Linde, who livcs Dokin 
24 hours a day,and to promoted I adio .••• 

S ponsor WBT's "Sports Re\'iew·· with Lee Kirh\' 

from 6:30 to 6:40 p_Ill. , five n ights a week ~ and 

YOII '1l talk to practi c.a lly everyone in C: harlotte. 

Ant i mally. Illany morc. For 96% of \VBT's 

3,500,000 Iistcners live olltsidc uf Char1otte ... 

in 94 Carolina ('ounties where 50,000·watt \VBT 

has virtually 110 Charlotte compe tition. 

··Sports Review" is. of course, subjcc t to prior 

sale. So if ),0 11 want a timc perio.1 with a super

Hoopel'-doopc l': gl'aL )'0111' phone _ .. IIOW! W 
Charlotte, N.C., 50,000 Watts 
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BUT. • • 
YOU CAN 'T 
SCORE IN 
WESTERN MICHIGAN 
WITHOUT WKlO-WJEF! 
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OSCAR 
(CQ1l1illlltdjrom pagt 68) 

publici:e$ some event, most of which have 
n commercial tic-up. l\ lost of these "com

! pet itions" arc carefully weighed by spe
cial committees before being made. 

The third classification of award gi\'ers 
I are thl' trade publications, ad\'ertising 
associations, and trade associations. They 
conduct program popularity polls like
thore of -(he Hil/boord and Moliou Piclure 
Daily, They nlso present strictly trade 
tributes for indust ry accomplishment. 
Variety 's Showmanship A\\'ards, Tile BiII
boord's Ad\'ertising and Promotion pre
sentations, Adl'tTlisillg & Stllillg'S Annual 
Ad\'ertising A wards arc of the latter type, 
Like many of the college awards, they re, 
quire latl!e in\'f.'Stments in the brochures 
that are entered as bids for awards, Un
told hours nre spent in preparinJ:: entries 
and whik it is a physical impossibility for 
an)' judging committee to assay the rela
tive efforts of a station, agency, ad\'cr, 
t[!'er, or net work without a recapitulat ion 
of what's ~n donc, which is really what 
a pruentation for an award is, it is thC'SC 
presentations that haw become mental 
and phy~ical hurdles for a\1 segmentS of 
the industry. 

Aside from these awards and other pub, 

I 
!ication and orgnni:ation tributcs to radio 
that (nil into the same c\assificatiom, 
there arc o\'er 150 smaller publications 
and groups \\'hich climb on broadcasting's 
bandwagon regularly with citations. Dra, 
matics, Radio Best, Th is Month, Song 
Hils, and Magazine Digfst arc typical of 
I the magazines which regularly make 
awards to programs ill order to make the 
prcsent ations on the air. The American 
I Legion, National Exchange Club of New 
York, and New Jersey State Fair are 
typical of organizations which find the 
I microphone open for them when they pay 
homaJ::c to broadcasting. That moment 
in the microphone spotlight is important . 

Rut de!pitc all the awards that arc 
nlade each year, broadcasting is still with
out an Oscar. Steps han: ~n taken in 

I 
this direction by awards either current or 
contemplated by Radio Writers' Guild, 
Radio Directors' Guild, Mystery Writers 
of America, and American Federation of 
Rndio Actors, all the same type of orgaJli, 
:atiotl as those \\'hose members \'ote on 
the 5CT('("n Oscar awards. 

I A j::reat annual award, presented by an 
Academy of Rroadcast Arts and Sciences, 
would do a j::fCat deal to eliminate the 
surplus a\\'ards which lend little if any 
impel tanC(' or credit to the world's great 
scgmclH of the amusement industry
l-roadcasting. 

SPONSOR 
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GIVE-A WAYS 
(Contiuuedfrom "'I~ J.s) 

~hl.l"<' kaluH' the 1l1llJllIHoth JolIVl'·aWOl) 

YICkpol It.h{'fe thl' \\1I111er J!ClS a Cll lllplclC 
..... ardrohc, \3c;u ion trip. "('I IIf house
.... ·ares. and so fonh Rrenl CUlIIS. I'd1O 
work--in a ~ lIllil.1r ..... :J) to Ka01l'Ii, h<1ndlcs 
the rri:C'S 011 Ancs Stop the MusIe. 
,'(::::'lin, the -.cHing r,.)1015 arc thC' same : 
publicity for [he manufacturer, and a 
burden lifted fmlll the shoulders of the 
producer. Like illl bmkcrs in giw'<I\, .. ays, 
Koul1cll ,md Cunls prefer to deal in brand-
1l:'llllC mcrchandise backed by hcav}' na
tiollal advertising b('(';Itlsc the}' feel this 

--

~ecps pn:l'S fmm being vu.' .... ed .... ith 
suspicion . 

Many prt'Ss a/.'('1lb are incrcasin.i: their 
Ol("[l\"itics III tht.' .:ive-a",;ay fldd. Nearly 
e\'f.'r)' prt'Ss agem .... ho ha!. a manurac
tun'r of consumer s:oods a, a client hns 
spotted his client's product s on radio and 
TV give.a ..... ay pro/,!rnm~. Iial s..'ll:man. 
of the puhlic relations firm of S,'llzl1lan, 
Yolen & Ross. h:ls J:arnerl'll as mall)' .15 
7,500 plugs a w('('k (or his client·s product. 
Ronson liJ,!hlers. There is hardly a giw. 
away sho\l, at either Ihe network or local 
station levd .... hieh docs not number 
Ronsons ;UllOIlJ!: its pri:t'S. s..11~I11;ln is 
typical of press agt'J\ls like David O. 

138,680 Radio Families 
to its Prima 

960 KILOCYCLES 

COLVMelA NETWORK 

... E.hm",.d by <",,",i .. Itom aMe Rep"" 

Coverage 

Alber, R:11111('( & Greif, Eark Ferris, and 
Steve Hannagan , who consider the plant
Ing of ~i\'c.a ..... a}'s part of their job for a 
dient. ,\ lan), of them usc this S('rvire as 11 
de"icc for landing lie" accounts. 5:Jlz. 
man lanckd the MOllarch·Saphin Appli· 
ance Co., a large New York Cit)' retail 
firm, as a diem, artc-r planting a Bendix 
.... ·asher from ,\ !onarch.Saphin on an eight. 
week video contest. 

Since St'vt'ral of the major give.away 
shows and special COntCStS arc net .... ·ork 
packages. the net .... ,orks also arc tuming to 
give.away handling. The firs t to do a 
major promotion in this fil'ld was ARC, 
which .... ·t'nt into the gift businl'SS in 19-17 
with a contest on listening to juvenill' 
shows. i\ \utual has done similar promo· 
tions , and N BC and C BS arc contem
plat illl! thenl. Since allthat the net works 
~('nerally want is the merchandise, there 
is no charge 10 the manufaClurer. Also, 
the ne{ .... ,orks can offer promotions. which 
are routine for them, .... ·hich the average 
broker cannot afford. It is estimmed that 
the firms which participated in ABC's 
Paul U'hileman Gub cont{'St, tied like 
Ralph Edwards' contests to a chari ty 
drive. received as much as $20,000 .... 'Orth 
of promorion apiece as a re5uh of nine 
.... ·l"Cks of mendonson Ihe Whiteman sho .... •. 

A few producers like to hand le tilt> give. 
a .... ·3)' problems themselvcs. Mark Good
son and Bill Tooman, producers of t ile 
C BS co-op quiz show \1 'iun" Take All, 
used to get their pri~es through Kamen, 
but recent ly have bet'n scouting them up 

I with the aid of their own staff. Goodson's 
thinking is that this gi\'es Ihe show a more 
ddinitecoll t rol of the give.away pri:cs, as 
well as a closer con trol on .... ·here the)' arc 
coming from and 3re /.'Oing. Wi""" Take 
All has made several olher experiments. 
Goodson prefers merchandise to cash 
pri:es. ha\'inJ!: disco\'ered that "beyond 
$500, money as a pri: e is JUSt a blur.·' 
Another time he tried to /,!I\'e awa)' pri:(.'S 
without mentioning brand names. and dis
covered that without these "picture 
.... ·ords·· the pri :e aroused no reacllon in 
the .... ·inner or the lIudience. 

Regardm of the e.15(' with .... ·hich some 
manufacturer.> Clln be pt'rsuaded to con· 
tribu te merchandise for a pri:e pile, 
nearl), all ~ift brokl'rs arc in agrecl11ellt 
thm give.a .... ·ays alone do not constitule 
I an advertising call1pai~ll. The 1110st pap. 
ular pri:es are thO$(' which arf.' backed by 

I 
an ad\"l'rtisinJ: punch elsewhere. whose 
1l;]I1K'S af(' litl.'"rally household words. 

The give·away brokl.'"rc;]n plant a prod· 

l
uctOllthenir,but e\"('11 the lI100t generous 
of such publiCIty docsn·t produce, of it· 
-elf. a rising :-ales cur\"/'. It take~ pub

PAUL. H. RAYMER '0. NATIONAL R [ P A [ S [ N , A , I V E liCit}' plu~ as al ..... ays ad\'erll~in!:! . • • -, 

" SPO NSO R 
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KENI 
411choraqe Alaska 

5000 Watts - 5S 0 K.C. 

lIotUOIl the tl~/ 
KENl's new transmitter on the 
outskirts of Anchorage is a fit· 
,ing symbol of America's NEW 
economic frontier - a land of 

bustling and booming activity ... new 
cars, fluorescent-lighted stores, modern 

theatres and sleek airliners. It stands for the NEW Alaska as surely as 
the totem pole symbolized the geographic frontier of the Alaska of 
yesteryear ... a territory of trading posts, the wireless, sourdoughs and 
dogs leds. KENI now joins he r sister station-Alaska's famed KFAR at 
Fairbanks-as the NEW voice of the NEW Alaska ... studios modern 
as an agency reception roo m ... stations as virile as the vast area 
they serve. 

s..,'d ,epo,ole'y_o, i~ combi' 

nOl;on 0' 10"1. I.du";o". 
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Continued "om peg. 5'2 

"MR. SPO NSOR ASKS" 

T\.\'O n~!11bcrs of the Picked Pnnd who 
particlpmed \\ Ilh me in your Mr. Spo"sor 
Ad:! feature. April issue, raised a few 
points which require comment. Since I 
consider ;"lorri~ B(.'Ck ofKmz Agency and 
Stan Puhcr or O-F-S ~d friends. 1"01 
sure Ih~'Y .... 111 overlook my blulllllCSS. 

No one will dell} 111:11 there arc certain 
{acts that :l husmcss should kl' .. p secret 

from lt ~ competition . It is the essence flf 
pi ivate enterprise to kt'l.'p ils plans private 
If there is any advanlagc in doing so. 

As a service public;)t!on which thriV{'$ 
011 the ~pot radiO informatioll that adve(· 
liSl:rs ;md agencies nrc conpcr:nivc enough 
(0 give us, l~ur(llxlUgh RrJK1r1 is IIocll a .... '<Ire 
of the types of information that corr.
p:llliN do not .... '.lIlt to disclose and of (I-c 
dlrfl'rl,'nt policil'S in releasing informalicll 
Ihal individual comp.1nics pursue, Th~11 
is why we do not publish In our monthl)' 
reports on SPOI Radio an y adv:mce 'in 
formmion, cXJX'l1ditur(' figures, ('Ie. 

" 1)ROP ME OF1= 
AT THE NEXT 
"ARM, L.M!" 

R eel 10\l'r " a lle y farlll", 'If., big 
fnrlH,., :11 111 the 1-:11"~T I"J lI' tli a 
IIrit:trllli.'a ,. a y ,. tlll'y ar., l"Hllll g 
Il.e nHl~l fertile in tlw '>!lrltl , 

Bi/!g-.'r farl1l,., ,ulln' f"rlile farHl,. 
ar., IIIC' ft ' ''''UII " h ~ H.,,, Hh('r 
'1111.'~ /IIrllll'r, Ita\(' IIl"ft' 1I11111. 'Y 

I .. ~IIt ' I .. 1 "II II ... Jlrtllll U'l,. III" ~ 

h.'ar ;1111 ,' rl i .. "" 011 \\ 1 •. \ Y-for 
t\\"I1I ,.-~i\ ~t·ar .. tltt'ir J"rfl ri/{' 
~'daliull ,, ~ \O ' r., Imll-! ",1.1,.. , 

\ .. ).. " .... r Fro'" ~'( 1',· It·r .. for .. 01111' 
fad .. till \\ J) \ '1",. lIIail-ludl and 
"01 1"'''-1'1.11. \\ (' ",UI )..1111(,).. ~1I1'r 

"."'" 11111. 41" ollr fir .. 1 1')llI "" 11-
.. · .. 1 f llr farlll,·r .. \\ J) \ Y 1"111"" 
"I"r 11 ••• 11110 1.' II, ' r... ( ;"1 II,,· 
f.II'''' till " I) \ , ' .. rll ru I :I lid i,," "". 
IIlId d"II ' 1 rur;.!"1 Ilwl "\1'11 ollr 
.I\,·r:t;.!" da~ Ijlll<' IIII"I'''r r:!lill ;.! 
i .. a j"i.·~ :!J.( •. (Fall·I-;.) 

-
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FARGO, N. D. 
NBC · 970 KILOCYCLES 

5000 WATTS 

I'm & "mils. hr. 
, ...... . /<R' .......... __ 

There nrc some companies that will 
avidly folio ..... thc trade Pless for data 
nbout their competitors and their indus
trlCS , all thc whilc refUSing as comp.1ny 
policy to issue in{orm:llion themselves. 
We receivc flequent requests for in forma
tion (rom companies that will ne"cr givc 
us nny in return. 

Many tight.mouthed comp,mics and 
agencies foolishly believe that the)' nrc 
j.!uardinl:: secret s whrn it is npparcm that 
their competitors, with hundreds of sales
men out in the trade, pick up such in
fonnntion easily through dealers, sup· 
pliers ;md other sou rces, p.1rticu larly (in 
the case of spot rndio) the station repre· 
sent.n i\'('5. 

The fullollo'ing 21 nnl ional ndveftisers 
(a small sample only) have hnd their spot 
schedules published in RR every month 
for eight yenrs as and .... hen they ha .... e 
been active in the medium. Considering 
the stnturc of these companies and the 
number of years they ha\'c panicipntcd in 
our service, .... e arc convinced (as arc they) 
thnt ndvcniscrs hn\"e nothing to lose, 
l'ver}'thing 10 gnin, b)' their particip.1tion. 
The comp:mies are: American Tobacco, 
Atlantic Refining, Bnrbasol , Borden, 
Bristol''''yers, Camntion, Chl),sler, Cen
eral Foods, Coodyenr Tire & Rubber, 
Jergt'll s, J ohnson & J ohnson, Kellogg, 
Look Maga:ine, P. Lorrillnrd, ~ Ietropol. 

Mlal 
K B IlV 

ANY WAY 
YOU LOOK AT IT ... 

KNOXVILLE'S BEST BET 
IS 

R~esented by Donald Cooke, Inc . 

SPONSOR 
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OAI Clients Have 
Had a WONDERFUL winter! 

Don't get us wrong_the u '(!"lJIIJCr in San Anto nio has been 

"unusual" like everywhere else. Of more importance (Q sa les

minded lime burers is the fact (hat \X'OA I has commanded the 

lion's sha re_and a bit morc-Of the rad io audience, straight 

through since October. The table below g ives the piClUCC fo r 

weekday mornings. \'Vcekday afternoons and Sunday through 

SalUcday evenings show an even greater \X'OAI Share of Audi

ence. YOllr nearest Petry office can tell ),ou the who le stO ry o f 

\\fOA I Superiority. 

c n 
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STORIES OF THE MODERN WEST, 

AUTHENTIC COWBOY BALLADS 

FEATURING THE REPUBLIC PICTURE 

FOY WILLING 
and his 

RIDERS OF THE PURPLE SAGE 

Ten·Piece All Star Western Orchestra 

52 - 30 MINUTE TRANSCRIBED PROGRAMS 

SPECIAL GUEST STARS 
JERRY COLONNA 
MONTlE MONTANA 
JACK HOLT 
NICK LUCAS 
MONTE HALE 
and many, many others 

AND LOOK AT THESE HOOPERSI 
K~nsliu City, Me. 
Om" h,l , Nebr. 
South Be nd, Ind . 
MUlkeqon, Mich. 

SrOCle/coJ! live over KNX in Hollywood.. Coli/. 
Now ovailable for Jyru:/;eo lion. 

Write. wire O( phone 
HARRY S GOODMAN RADIO PRODUCTIONS 

13 .5 
13.2 
13.4 
14.5 

itan Life Insurance, National BI~lt , 
Paramount Pictures, Ruppert Bn.· .... ·cry, 
Standard Oil of N. J.. Texas Oil. Ward 
Baking. 

That more and more advertisers are 
recognizing the value of a (CTltrai sou rce 
of SpOl radLo data is evidenced by the fact 
that the list of participating national 
advertisers has increased (rom 90 in 1940 
to over 500 in 1948. - -

When will the noncooperative adver
tisers and agencies finally tire of their 
present hit-and-miss systems of collecting 
spot radio"infonnation? When will the 
stations and stat'on reprcscntatives recog
nize that they are competing directly with 
RoralHlug(Rtp<wt e\'cry time they release 
competitive ad\'eniS("( data (either gen
eral or specific) to nonreporting agencies, 
and retarding progress of a publication 
which they need and support financially . 

We think it makes a lot of sense for all 
concerned to face these issues squarely 
and to support a cent ral source of spot 
radio infonnation which could supply it 
accurately and more economicatly-not 
to say less surreptitiously. 

N. OiARl.E(RoRASAUCH 

President 
N. C. Rombough Co., N. Y. 

MR, SPONSOR' ASKS 
(Con tilH.led from /XIge 62) 

station si tuated in that same market. 
Eventually, ...... hen the advertiser recog

ni:es the opportunity presented by Class 
B FM stations, FM will beoome increas.
ingly competitive to the ·2S()..watt local 
AM station but it does not follo w !that 
e\"ery dollar spent on~FM .... 111 necessarily 
be di \'erted from AM . T he future broad
cast advertising budget 'may contain more 
dollars be<ause total listen ing shou ld be 
increased by t wo factors. I F irst, by the incrcasing number of both 
Ft-. l and AM stations which give'the lis
tener a wider choice of programs .so that 
he is apt to listen more often and, per
haps, longer. Second, as in thc case of 
WIZZ ...... ith its Tr"nsi t· ){ad iG-equipped 
buses, listening has!::>cen extended to places 
here, heretofore, no listening existed. 

Our pred iction: is t hat FM stat ions 
usi,ng FM-equipped buses and broadcast
ing advertising to a high percentage of 
buyers at thc psycholoj:!ical moment whm 
they are approaching the point of sale, as 
contrasted with home listeners, will divert 
advertising dollars {rom ncwspapers first, 
and AM stations second. 

R ICHARD C. EVASS 

f'Ttj iC'kr11 
IV / ZZ , \\ 'ilkes-BarTt 

SPONSOR 



- - IN IND IANAPOLIS .. . - - ... 
- -

One thing makes one sta tion STAND OUT! , 

Y"" . ~ .. l<·$ u or,. in I n,l i . "~J'() li , ' 0" " ",,, . I,r,,, ,,nl 
" "\ .", .. ", .. n y ",I .. ·• ",,·,Ii .. .. .. 11 1' .• • 1 "f 11", .... ,;! .. 1., . 
follo",·II, rou,:l,' t 1 ... , ,:, ,,'. ,,·;,1 •• ·.·,·ry 11" 1';:1 I I .. ,,~um. 

F"r " ~""' 111 " - 1"" II ,,· n.,,") " f ,'" ' ' '' 1."I.I ', i\)' 0:; ...... 
t .. :::; IHl in~ Ih ..... ·"u. E.·. ,u ,·i ll .. , 10"1 • .,,, ... in ' j'''''.''' ' 
'''i! ,I", I"J i .. "" •• oli. JJM"I ... 11 l.m,.J .... , •. I I .1 .. , .. ·• 
II.t \1;1:; 11 oJ.· ..... f ' .. 

MAY 19.9 
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G f O HI GG IN S. G £NEI.: A l MA N AG E I.: 

CAPITOL B ROAD CASTIN G C O MPA NY 
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STEINMAN 
STATION S 

OUTSTANDING 
in producing results 

5i)( o9gressive slolions which deliver you lop returns on every 

advertising dollar through consistenllislener-inleresl. This selling 

effectiveness is built ond held Ihrough foremost NBC Netwon 

Shows, good showmanship on local programming and 01.11-

'ilonding public service. Socking this is Ihe full cooperation cnd 

collective know-how of the personnel of these six slotions. 

Many nolionol advertisers are cashing in on their soles-pro

ducing abilit ies. Write for information. 

Repre,en /ed by RO BERT MEEKER ASSOCIATES 
CHICAGO SA,... FRANCISCO N£W YORI( lOS ANGElES 
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Hm(JfkoSI flIfrl 'l"li,~ ill ,l!., 11'111, mn' f',Wf'I'li/JII ,~ , i s fwl 
1>",ploYI'l1 at /I ('(jdy ils IlI(fXilfllll1l (:/Jf't 'lin'flf's", 'f'U! 
gn 'tll majoril), oj 1I/0IllJj(lClllf'{>f'S 1/1/1} h(ln.! lllili:.t'd tin.' 
/l1 ('dillTII "'1I('('('S,11(/I), {/I/Illil . (Ill tI/(, !'I '('onl. 1"111 t!lt'i,. 
!I/'om!raSI Jonllll/tll' han' ('()flU' ilIOn' Jrofll ('II(II/c(' 11/1,1 
t1w ouij(f IJOllnl dill" j ro", IIIf'n '11fIIHfi~ i".£!, M 'If' IIN'. 

Thi$ CUTI'I go 011 Jon'n >r . 

Spollsors fin' /WP.iflllill f:!, 10 soy so, 
Adl"('rli"'i jllf!, u f:!.('I/{·; ps are «lI f,ill y. II/on' /llid tillITe 

,.lIIlm/TIIssi Ilg qllt',,/ iOlls. 

1'11(' ('OIlSllIlIer l Ull i.\ d/Juhlill y. hi., /lUI f:!. ; C g iJI I~r 
nu/io. 

Tht' rip.11l flII S I/H'S Jor oil tlun' ("(III /If' jflll/u/. 
T hese IIIIS H '('r ,\ cOII .,'li/IIIl'. ill l'lIrl . . ' II IHI/ 1"(' " /)(111 .\0, 

fiShs uJ Ih(' 1\' .. / H. '. It i .\ 10 "/U/rl 1/11' al"/'o ,' ill nltiell 
/11('s(' qu('sliull s fil " fI .~ 11'1'// /1;; 1(1 1m/TIl mil ,~ o/III' 
(/II ,~J('er$ thfl t IJf/1!/'s 86 (///(/ 10·1 /!'I'H' r OI/l'f' in't/. n '· 
s(>lI reh,.d. IIlId wri / /I 'II . '1'111' 1'(Ii/IJr,~ oj S I'():" SOH 

'~/'(,1I 1 1i/(i I/Y hours wilh 'he /111 ' /1 wlw hold illl/II S/IY's 
p"rse slri,, {J,s , The MII}l f'('so/r(,d il ,,'('IJ i ll lo (l JfI('t
Jim/illS IlImnllll jilld 1111' /1I1$ 1I '('I',~ 10 Ihe 1IIIIIIIH' r oll e 

hroadcusl ill f!, i"dllslr), !lrohff'III - /'fllr till' J\ ' l it ('(III 
h('I/('r serre I I/ I' /I'llI'M oj 1!lI.~i /I(,ss, 

51'0:\ 501( lIlal'(,s 110 r/ailll s ilUN til{' II'fI !UlJ.!.f'.'; 
d ('WII,t! III ' -11 1/(11 ,/w ~/lImMI/' (I s/;$ (lj ,''(' \' -I 11" are 

Ihe (lfISII '('r to fill' FmU" 11I oj II/(j/"ill f!. fU'(HIt/t'U\i (uln:'l' 

lisillg IOOr;; r('.~ IIIIJ/lf, TI'es(' 1}(Jf!.I'S (Ire simply /1/1' 
report oj II'ho/ I',ny'u/in's oj I'orponllioll ,"_ doiflg 
hillitms oj dn/hns oj IJII " if/l'.~ _\ ('/1( '" y r ar. Ihird" th e 
\' 1 II ('(//1 Ilud sllulIM do 10 If/fll .. (' it ('1I.\i(>r dml fIIlile 

pr(l(/Ilclil-e J()/' 1111'111 to ( 'II/f 'r till' 11111'I'ir (l1l hfJIll(' liS 
wlJe,~lIIell. 

B5 



What sponSOfS ask 10f most 

" -.111" . .1: .1 ".IS' IIU·.ISll'·.~lll.·II' 0.' h.·oatl
.·.IS' atl,-.·,"'isin;,! it ....... !,: i .. '·OI"Ula,ioll Ituul 

tainers, coffee, and generators of ctecuic 
po~'er, to mention a few industries \I'hich 
h:I\'c had to go beyond their own trade 
associations to Sl'1I their products to the 
public, 

Sronsors and ;lll \'t:ttl~ rng agencK's w;m t 
two thing ... of the NAB more th.lll an)' 
other.... They want some fortmilil dc
velf>JX'tI whereby they will be abll' to 
obtam 1JnlO~t immediate' in fonnatiotl nn 
the 'dlin~ impact of their broadcast Old
\'('rtr<ill~, They w<lrrt N,\B tocon!'.il lid;lte 
a ll tIll' (If!!an i::ltion~ itt the broadcastin~ 
fil'ld into 011l' great associmion. l11ey 
want thl' IOItter so that onl' clearing house 
of ideas, infornliltion, and re~arch can he 

handling the mechanics of business opera
tion in its p..lrticular industry or phase or 
indu~1 ry, \\'hen it conK'~ to l'dllC:tting the 
puhlic, m;my trade as~odalions find it 
neccssary tn create a nc~' nssoci:llion for 
the su le purpost' of se llin,£:! the industry. 
This is t rue with associat ions o f manufac
turt'rs, for instance, (,f tin cans, gla~s con· 

Advertisers would rather not have 
N" B mem bers eSl:lblish :I/lOthl'r associa
tion for the PlOlllotioll or servicing of 
broadc;l~t ,ldvcrti~ing . They look :l!' kance 
at the forming: of an assoCl;nion by the 
:. tation repreM'nlatiws. When they hC;lrd 
that the independent ~tations within the 
N,'B were circulating pctitiom for some 

(l'll'ose Irmr 10 page 90) 

r11:1de' av::ri lablc 10 them. 
They W;llll the former bemuse as It now I, 

s land~ It tak('s tllatl Y month~ to deliver 
inforl1l(ltion on Solles that can be Ir.1Cl'd 
accurately 10 radio. l\lodc rn distribution 
has cre:1tCd such :1 complex ro..d bet wcen 
the manufacture of a product and its con
sumer that it is nm unusual for IOC Ix>ttcr 
part of a year 10 p..ss befon' an ;ld\'ertbe r 
C;l ll check the result!. of a campaign. 

ToJa)' business ca n' t wait that long. 
It ttlllst kn0\1', lon~ before it can be 
pro\'ed with prescnt methods, what's 
happening, 

It i~ this vf)id that most sponM)rs w(tuld 
like 10 'oCe filkd b)' t Ill' Nil lif) n<11 A<;socia
tion of I3roauc<tsu'rs. Networks and indi
vidual st atioll~ hilV(" neither th(· facilf ties 
nor the financial re!'Ources with which to 
cope with the problem, The agency ;U1d 
ildvertb,ing executives who rn:1de up 
~I'O~SOR'S panel on "What the sponsor 
:ll>k:. of the NAB" do nol know how such 
;1 sales-effectiwncss reporting :.ervice can 
be established, 111ey're certain that it 
can be and th.lt \I'he'll it is they will be 
bctwr ;Ible to just ify the usc o f the 
medium to the m('n who hold the purse 
strill):(", 

SPOIl50r... feci g"eneratly there i1rc too 
many trade :tSSOCiations in broadca~ting, 

The men who p<ly the bills Il'allt o l1e 
big traJc ;lssociatioll covering '\,\ \ , TV, 
F,\\, ilIld FAXO. 

THURSDAY, APRIL 22, lQ4A. 

Publishers Are Urged 
To Be More Helpful to 

r-,'ewspaper publishers were lU'ged, "!'h,.., 
yesterday 10 give their bUSiness 
customers the same interest and 

lite of every community, 
This appeal, combined with the 

that such service will 
newspaperl'l even higher in 

new regro~ .. th as a powerful, , ....... , .. ,,"" 
economic advertisrng medium, was 

by Alfred Stanford, di rector 
Bureau ot Advertlaing, 

:;:,,,~;i;,"' Newspaper Publishers I ;~;l~~i.~~r;,;~~,~~: Association. His address to the 
In the 

was heard 
of the 
edl lorl,'~'!;":ik;: 

, has been 
through 

ot datI. on 
to reach mort 
media, I.1ld the 

Its members In speak· 
newspaper'S ot all sUet 

country." 
advertblng dl
Mills, t nc. , ..nd 

ot the ASSOCiation of 
is at a new Advertisers' ne~:I',paper 

said, told the meeting that 
;\Ir. StanIord declared concern's "whole phllo,ophy 

oC!ensi"e by ad\'ertislng Is premised on the 
not against use ot newspapers as bulc media 

against "loose to .liecure ,trength and Intensity ot 
"i n the interest ot consumer Impression." 

I "There are many Plans for the immedIate 
clslons made by .lilon of the operations and 
tOnlers-wheth<' r the ad\'ertising bureau's 

I- based on flims )' , \'Islon "to encompass a di rect eell· 
words, formulas that ing effort In the field ot chain 

I
tle reality once they store newspaper advertis ing" were 
son and Fifth Avenues ~;;~,;;;;: ' deacrlbed by John Giesen, the dt, 
Into platn people," he ~ vision's director. 

.·\dwru ... lng ;rgency IlIl'n al-o feel the 
Ill"l:d of il c",ntral organi::rtion upon which 
the\' cml COlli for bro.ldcast ;ldvC'rtr:-ing in
furmatiun. Both srotlsors and :rgencie~ 
arc fully "ware III the niclw llol1nally 
filled by.1 trade org;lJ1I:iltion for an mdu .... 
try SP"lI1~('r" an: u"tlally mcmnftS of 
tlWlt 0,>\11 tr;ldc ;l""oIH,-Mtion~ and often arc 
nwnrbt.'r:, of tlll' ,\s .... n.Laullll of :--':;rtiOl1ill 
Ad\'crti~rs (,\Nr\). ."-Iost n~l'Il(ll:' arc 
I11l.:mbcr; of thl' Americiln A""'lCi.1ti<ln (I f 
,'d\'erti~ing Agencies fAAA,\), Each 
group i<; \'Cry much taken up with A NPA Bu,uu of Advfltiling 9'h O¥fI S1 ,000,000 fo, filcal n,wlpap" li'U9' promolion 
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ADVERTISERS AND LISTENERS CONTINUE TO RELY 

ON WFAATD LEAD THE WAY IN THE SOUTHWEST 

YOU CAN FIND NO BETTER EQUIPMENT OR 

MORE COMPLETE RECORDING LABORATOR Y 

AND STUDIOS ANYWHERE BETWEEN 

New York AND Hollywood 
than at WFAA 

Q UALITY 

practice at 

recording has long been standard 

WFAA, and now WFAA offe rs to 

agencies, advertisers and other radio stations the 

ve r y best in equipment, technical know-how, 

studios, falent iJnd production for recordin~. 

New Scully recorders plus WFAA's adherence 

to NAB's recording standards, enables WFAA to 

offer the finest and most complete high fidelity 

transc r iption se rvice. 

Agencies and their clients, sales organizations, 

industrial and business concerns of all types, and 

other radio stations are finding it both efficient 

and profitable to let WFAA take care of their 

recording needs. Suggestions and advice in plan~ 

ning, as well as our complete faci lities, stud ios, 

and the service of outstanding recording engineers 

a re available. P ublished Rate Card and full details 

will be supplied upon request. 

lClrgt~1 Most Experienced Stall Complete Modern facili ties -. 

Proven, Popular Programming Complete. Ufediyt (OVffoge 820 NBC 570 ABC f::?t 
.... ----'-D-W-A::-:-'·,-, ;-~-;:~N~:~:on-:~~~'o~.~-P-A-H-Y----,1l TE x.~,~ S~'~'~fLf~~ D~II'~"~~i~ ~.~ K ~/ 
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IT PAYS TO PROGRAM 

Rad io's most brilliont dramatic 
half hour, wilh Mr. Ronald Col
man os ho sl and norrolor. Out
standing cost includes Benito 
Hume, Edna Be; " lionel Slander, 
Vincent Price, lurene Tuttle. 
Symphonic o rches tra , Cla ude 
Sweeten, musical director 

SONGS OF 
GOOD CHEER 

A choir a 1gorgeous vooces, 
and gUell soloi sts, in 0 

q uar te r hour of fovorite 
son9 ~ . O rche str a direc te d 
by Vladimir Selinsky; nor
rolor, lawrence Ell ;; , "'''''---:;;'~~ 

OLD 
CORRAL 
Sta rring Poppy Cheshire, 
fom o us w e st er n story
reller, Cl nd a big cost o f 
vocolith Clnd instrum e ntal
ists in song s of the ope n 
ran g e 

WITH ZIV SHOWS! 

I 

-
Wayne 

Show 
A glorious half hour fea
turing the incomparable 
music of the woltz king, 
his golden saxophone and 
his orchedro , wilh voco[s 
by Na ncy Evans and Lorry 
Douglas; Franklyn Mac
Cormack, narrator. 

A sparkling qua rter-hour 
musical, starring America's 
fa vorite romantic tenor, 
with ..... Jimmy Wallington, 
Donna Da e, and the music 
of Buddy Cole and his 
me n. 

PLEASURE 
PARADE 

Vi nc e nt Lopez, Milton 
Cross, Jimmy Wallington, 
the Moder no ires, Paula 
Kelly, Di ck Brown, Lill ian 
Cornell, the Ple asure Po· 
rod e orchestra and -guests 
in a lavish quar ter·hour· 
musical. 

. 



IIf)S~fON-----' ~ '6 

BI .. ll~I'II~ .~, 

"The Sweetest Music This 
Side of Hea ve n " in (] 
star-studded holf hour of 
musicol showmanship 01 
its sensational best. Star
ring the Royal Canadians 
with Guy, Carmen, Leber' 
lomb a rdo; Da vid Ross; 
Don Rodney; Kenny 
Gardner. 

IPWl]l!t®--
~ 

W~FJcrJrm 
s.~ Va, D;,. ', fam~a~"~,;:~ 
detective choracter in (] 
high.rated holf·hour mys
ter)\dromo. Each program 
(] co", lete story. 

MORE PROGRAMS FOR MORE 

I 

SPONSORS, ON MORE STATIONS 

VISIT OUR EXHIBIT AT THE NAB CONVENTION; 
ROOMS Na. 2200-2201 , EXHIBIT flOOR. 

Ac,.d<a , ' funnies l nus 
wife in (] three 

(] week strip. A 
1«,d;"': f1etwork show for 

g reat ratings 
~,.cy,"~.c •. 

ac 

BARRY 
WOOD 
SHOW 

A slnooth.as .silk quarter 
hour, 'With your singing , 
hosl, Bor{y Wood, the 
lovely voi~e of Margaret 
W hiting , ) the Me lody 
Maids, an~ Ihe brilliant 
arrangements of Honk 
Sylvern ond .his orche$lra. 

KaRN 
KaBBLERS 

The) band of 0 thousand 
gadgets ond a million 
laughs ... presenting a 
widb variety af musi< 
ron'ging trom the classics 
tol <amedy and novelty 



TOP 
AV ERAGE 
INCOME 

AllY .. dn' I,t i:-;(' r loo k

i ll g for It CW 1l1arkc t ~ 

kllOw~ t op flllllil y 

incuBI{' i ~ n lir~ l r c 

qllil'C IIH'II 1. And lhe 

J,OOO ,OOO r ll r al alld 

urhu ll r('~idt'llls ill 

\\'JIIL's c on'rage 

art'a h a n..' the high

es t a n'rnge fHlnil)" 

iUt'olll e of any ~imi

luran.'H in litcSullt h 

- we ll 

yea r. 

fac t s. 

O\'c r 82,000 a 

. C llI 'ck I h e 

C Ull) p:II' C 

" ' JilL's market po

tenli a l with a n y 0 11 

y01l r l i~ t- t h e n le i 

WJIIL hdp tlo Y Uill' 

!'i4-'lIill:,! j oh. 

ONLY ABC OUTLET 

COVER ING THE NORTH · 

EAST TENN ESSEE MARKET 

A 
B 
( 

5,000 W 910 KC 
JOHNSON CITY, TENNESSEE I 
N.t . Rlilp. John E. Purson Co. 
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rcpr(,!>Cnt:ltion 011 the NAB board, thc)' 
were amazed that such petitions were 
necessary. 

The}' approve of the plans for a ptcscn; 
lation to !cll broadcast advert i~ing. They 
don't think that Ihis presentmion should 
be secondary to the four-network prescn
t.nion on the ~me subject. 

They waJ1[ an association that will 
enable them to get th .. most out of radio 
when they me tIl{' medium. They want 
one to which they can tum in an hour of 

Whose res~onsibi li : y is broadcasting? 

advcmsing need - one \I hleh will come up 
with the answers, 

They think of the NAB as now doing a 
restricted industry job, They don', agree 
with the thinking behind the withdrawal 
of the networks from active membership. 
They recall the old adage that in union 
there is strength. If the NAB drifts into 
the position of (('presenting only a part of 
bro.1.dcasting, the AM stations, they arc 
certain broadcast advcrtising will suffer, 

(p/rast turn to pagt 96) 

UII~·. ~ I·S " ":llIt. 110 I,: .. -t, O[ 1I.~;':o.i:I'ioIlS 

,,"it" ".~;':lIl:lhu·~" :111411 1.~;':isl:l'h".~ bodi.~s 

Broadcasting is the broadcasters' prob
tern. That 's the (eding of over 60';0 of 
SI'O:-:SOR'S panel on "What the sponsor 
asks of the NAB." The other 40% feel 
that since the advertiser controls both the 
advertising and the editorial matter (the 
show) while he's on the air, he has a re
sponsibility equal to that of the broad
casters for what is aired. 

"It may sccm to some ad\'ertisers that 
radio is the same as any other medium in 
\I·hich they place advertising." said one 
advert ising manager. "but it just isn't so . 

"A black and white advettiSl'r has noth
ing directly to do \I'ith the noncommer
cial content of a new~parer or maga:ine. 
What brings the readers to his advertise
mcm is the publish{'rs' responsibility, 
That isn't true on the air. The best 
facilities in the world won't produce an 
audience for oonullercials. It's .... ·hat the 
advertiser presents- the program that 
dcliwrs the li stent' r~ . So an ad\"ertiSl'r 
can' t i~nore the (<let that he is part of 
broadcastin!!. His agency can't ignore 
the fact that the program it producCl' is 
part of broadcasting. 

"Broadcasting," as this executive $CCS 

it , "is nearer to being tlu- printer than thl' 
editor," 

As indicated, this ;s the minorit)' 
opinion. The majorit ), feci that since 
they can't control ti ll' policy of a station 
or network and since broadca~ting is a 
businc-ss O\l11ed and operated to make 
!lIoney for its proprietor. it must take the 
r('Sponsibility for its own self. 

A spokl'smnn for the majority. the snles 
managt'r of an autolllobile manufacturer, 
stated his case in the following manner: 

"The Iicl'llsce of a hroadcasting sta tion 
i~ re~ponsible to the rcoplc of the United 
StatC1>, thmugh the Federal ulllnlunica
tions Commission, for what i~ PUt on the 

Legally he can't share it, f.,·10rally he 
shouldn't want to share it , There can be 
no tripartite responsibilit}' for broadcast
ing. Advertisers should stop fooling 
themselves, 

" I do not mean that advertisers shou ld 
try to get away with as much as possible 
in theil broadcast advertising, That 
would hurt the advertiser even more than 
it would hurt the broadcasting business. 
What I mean is that it's the responsibility 
of the NAB 10 police, in the name of its 
members, the use of air t ime by the sta
t ions and advertisers, The AAAA and 
the ANA can have and should have 
nothing 10 do with th is. Policy is de
cided, in most cases, by the media, not by 
users of them. 

"The only instances in which I feel the 
three associations should have tripartite 
responsibilities are in C3..«cs like the 

air. h is his responsibility and his alone. A. D. WW.,d, Jr., ufClltiVIr vp of th lr NAB 
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ll'prrstnlrd by 
John Blair Esq. & Co, 

'WlllE'W, "Rmcrica's Hazzle Dazzle Station," 

jll'oudly pops its top as lHHH ETl! doffs a 

boff '.$ftowman' Rwal'd for "fabulous" '47 

pal'lay of B. 0., pllbscrll & whiz biz. "most 

copied" operation's foul'tft kudo cues sock 

citation on "How To Run R Hadio Station." 

Indubitably, !Jovr flo, I purchase in new !Jork 



"Bi9 Jim." W aile--..I a mika 
-mean. what he "YI. He'l 
the bu. part 01 the lamoua " Le 
Fen. Trio ," WeON f.ature 
.ttr .. ction,. b e l o ... e d by .11 
throu9hout the l outhe ... t, 

8ea.idea "Big' Jim" the "t
Fe .. r. Trio " includea Uri ... La
F .... re. En Mae LeFene, Hone 
Lilter and Alph... LeFene. 
Theu follta kno .... what people 
wallt, They 1;09 &nd play tbe 
liD. old hymn. and Ipirilu&ll, 
But they do it differ.ntly. They 
h .... e I way with 'eml 

They make peraonal appear
Ilicel III o"'er the .outhe a.t. 
playiog' to tboullndl e ... ery 
we.k.. They pllY to millY thou· 
Iindl mar. , exduli ... e ly o ... er 
WeON, twice daily 6:45 I. m. 

a.nd 1:15 p. m. A. M. 
tbey're on for Stlnd· 
lord reed StoreL P. M. 
I non· fe e d dient 
could SPONSOR them 
thr.e or 6 ... e daYI a 
week. elll Heldley 
Reed now and q et the 
beat "5 mln .... le.,rio" 
any_her •. 

Be 

Broadcast MCilSuremcnt Bureau .md thc 
AJ\'ert i~ing Council. They might pos
sibly also join hands in sc:llinJ,:! thc Ameri· 
can wa)' of ad\·ertisin~." 

Thl'rc is 110 qucstion but that pr\'ssurl' 
has bc<'n PUt on advertising men to reo 
striCt any of their activities that could be 
cOllsl rueJ as prornotin~ a sinj!il' medium. 
This doesn't Im',m Iln economic isolation. 
ism. It means that if Tl1cmocr!> of th(' 
AAAA and ,.\NA are to be belie\'ed, and 
if th{'}, Votc as the) talk otT the Iccord, 
there will bt, less and less tripartite act ion 
b) tht'S<' groups in thc future. T his will 
ca ll for the assumption of greater rl" 
sponsibilitics by thc NAB. It will mean 
that morc and mor(', as competition in· 
crca~.'s among adwrtiscrs for their share 
of thc consull1er dollar, regulation and 
ad\'l'rtisillg pul icy will ha\'c to be set by 
tht' bro.1dcaster alonl'. 

" \\'t'lI ~pur any media to do a beul'r 
job." pointed out an assistant advert ising 
m:1nllgtr of a food distributor, "but 
they'll haw to do the job. The adv{'r· 
tiSt'r has onc basic responsibi lity- to pro
duct' morc sa les at ICII"'er cost. As distri· 
bution and retail salcs costs skyrocket. 
and they arc doing it dail)" advertising 
must makc it easicr to sell, must mo\'{' 
products with lessover.thc.countl'r selling. 

TheT(' are, or course. a number of sa les· 
ad\,crtising manag('rs \,O .. ho, repreSl'l1Iing 
great corporations, fed that thcy h:1\'c a 
social responsibility as .... '('11 as a sales and 
advertising one. There's onl)' one nib, 
These socia lly<onscious :1dwrtisers (and 
theT(' ..... ert' S('ven such on SI'OSSOR'S NAB 
study panel of owr 70) pass on the super· 
vision of thl.'lr broadcast advertisin,g to 
agencies, 110t Ol1t· of them having a radio 
adwrt ising eXt"CUtive on it s staff. 

NAB: Liaison with advertisers ' associations 

Tuu 'IInlJ~' 

illtl .. s •• -~·. 

.·or brond .. ~ns1 
.as '.-;lUi .. ! 

iIl1ca.-c~s's sltC".ak 
~"II s .... ;!", . ... ,. 

Nation;!1 adwrtisc:rs ..... ould like a clos{'T 
liaison between the NA B and thcir associ· 
ation. This f('ding is not mcant to imply 
that th(·rc is any schism bet ..... ('{'11 the ANA 
and the NA B. Thl'Y just fed that there 
is little evidem:e at their ml'l.:tings that the 
broadcasters' association has had any
thing to do with making lip the part of 
tht'ir mectings during ..... hich radio's story 
is being told. 

" I know," said one adwrt ising man· 
ag{·r. "t hat we ..... ork togethcr on the 
Broadcast ,\\t-asurell1ent Bureau and that 
Whl'IIC\"('r a problem comes up that re' 
quires intcr-organi:ational planning NAB 
is on the job. But the da)·b)-da)' relil· 
tionship is vcr)' skctchy and, frolll m}' 
own point of vie ...... inadl'qu:lt('." This 
same ild.manager stated that hc found a 
closer liaison lx·t .... ·('eJl the ne .... spaper pub. 
lishers' and maga:inc publblwrs' associa· 
tions and thc AAAA than bcl .... ·CCll thc 
NAB and the AAAA. ""laybc-,"' he con· 
tinu('d, "it's bec:wsc c\'l'f)thing 5(;el11S 10 

stem from Washingtoll with thl' NAB and 
that isn't tme \I·ilh ot her nwdi;l a~socia· 
tion~ . 

Agencics have "ery littlc to So1}' about 
the relationships bct .... el'll the NA B and 
the AAAA. They'd like to ~~'C tht· 2eG 
ca~h discuunt univcrsal in broadcastinj:: 
and think the NAB should lI1a\..:c a detcr-

:1gl'nC) mcn who have the opportunit y of 
appraising t he effectiv(,ness of broadcast 
adwrtising in thc field, they'd like the 
NAB and thc AAAA to formu la\(' !;Orne 
continuing study of broadcast advertLsing 
taking into account all of broadcas,ing's 
f:LCNS (AM, FM. TV , cven FAX), .... 'hich 
would enabk them to kc('p abreast of 
.... ·hat·s happt'ning on the air. 

;\'('ither agl'nc)' nor sponsor representa
tiws think the NA B should act in concert 
with thl' AAAA or thc ANA on union 
matters. Thl')' feel that th(, four net· 
..... orks set a pattem. that individual sta
tions "arr that pallem, iUld that th .... ad· 
\'c rt iS('rs' and agency association should 
makc their o .... ·n dccisions on ..... hat is good 
for broadcast advcrt isers. 

In g(,neral, and this $Cctlon of SI'O:-'SOR'S 
report 011 the NAB is baSl.'d upon indio 
\'idual reactions of mcn and ..... omen \I'ho 
are not offin'rs of the AAAA or ANA and 
make it plain that they do nOI speak for 
d lher association, ad\'{'rtist'rs and agency 
men want claM'r relations bct .... ecll Ihe 
organi:.1Iions on informational act ivit ies. 
"Tht' less NAB has to do .... ,th AAAA and 
ANA policy meclill:!=s and decisions the 
bett(,r it'lI be for broadcast adv(,rt ising." 
is the .... ·ar til{' presidcnt of a grl.'at dnJg 
finn put his fedings. All agency man put 

mined effort to !-!ct stations to agn,"' to the his reaction to intera!>-;;ociatiOIl coopera· 
cash discount thrurr. They \\Quld also tion ~uccinc tl )' .... ·i th " I don' t think any· 
like to ha\'c the rildio illdu~try's cont ribu. one Ilt thc ~AB knows the fundamentals 
lion, to thcir nll'l'tings funn cled through of advcrtising. Someone dO\l11 tllere 
thc NAB. Since then' arc "ery (~ ...... ought to ~tart ~tudyrng ad\'l'rti~in!Z. '" 
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r 

MA Y 19-48 

times MORE Power! 

f uUolb0)ew
~~(Jw¢1i 

now 5,000 watts 
on 970 kc 

ALL of Uuffal.)~ hillion ... lol1ar market lo,l~y lie! wid, . 
in WEHR's new raJio ~one. 

A n O' ,",' wa"elength-970 kc - and a neW 5,000''''1011 
lraluno;!!er I,lanl have "h3n~e, 1 WeSler" New Yorl.:~ 
radio lila], o,·er ni~h l. 

WEn It i ~ trum l"" ;"!! the ne"'~ inl0' irlually EVEtty 
hom" in the un - with ("II ' I,ag<' """'St,aper a( l \'eni ~. 

in!:, .Iany ! I'QI radio tidlt:~ dule~ . streel ,'ar and [>Us 
... Ia ~he~.~ Our ai", i, 10 add hun,Ir",'. "r Ih"" '3 n,l, 
of li"enO'n to WEUW, Ion;: c~uhli .IIt'J audien",,$. 

Before yuu hu~' radioa,IH rtieinE- in Buffalo :\"OW
chI','''' " 'ha, )'0 0' dolta r .. ,",'ill buy un the /l .. ,, ' WEBH 
_ the ~ Ialinn .. i,h the SlrOfl~"$1 ~il!lI al mer Ih~ richest 
tradinf: arras in ul.~late New York. 

WEBR, Inl, 

WEED ... COM PANY, 
N.t;o".1 R~pr~"ht.l;v~, 

M UTtTA L 
Bro.,,1~ .. ';n~ Sr.t~m 
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Watchdog on the Washington scene 

Sunu'hud~' hilS .u 1 .. -u14'4-. I-:uliu hnsill4'sS 
in " ~ils hill;'::. ulI :11141 SltUIISUI-S sa~' jC·s ~· .\n 

Broadcasting's rd:ltinns with the FCC 
are a rrnnllcc II hich "poll~rs :md ,ldl'er
ti~rl', for the most part, would leave en 
ti rely to the :-.JAB. 

,\ laynowl"T o.,.'cision, the slightly-bleached 
Blut' &Jok, and other matters which arc 
concemed with the comlllercial usc of the 
air. It simrl) means that they realize 
that it is not ",·i.hin their sphere of influ
ence to ad\"N' broadcasters on their rela-

Th is dOl'S 1101 meall that advertisers and 
;"t~enc) lIIel1 agre<' I\'jth NAB polic) on the 

9' 

FOR SALE 

CHICAGO BUYERS 
ONl Y 

5Se 

PER THOUSAND 

In the center of the dial 
in 

CHI CAGO 

{Ions ""ith the ~o\"Cmmenl Ixtdy ",hich 
regulates Ihell1. 

11ley do e);peC"t to work wnh the NAB, 
and the bro..1dcasters themselves, on 
matters that come before the Federal 
Trade Commi~lon, since in many cases 
the decisions of the FrC relate to the 
advertiser rather than the media he uses. 
,\ tl.'"di;l are sometimes enjoined along ""ith 
the advertiser and agency and thus there 
is a mutuality of intercst in FrC maners 
which docs not exist in the case of the 
FCC. 

Ad\'crtisers do want to be kept advjsed 
abou t what IS going on in Washington 
which will ul timatdy affect them and 
their use of the air. They do not want, 

I nor have they the tiOlt' , to wade through 
the voluminOUS decisions of the Commis
sion. It is the exceptional FCC decision 
which has a direct bearing on the ad\'er
tiser's use of the air; it is in the latter 
cases that many advertisers feel the NAB 
could perform a very imponant service to 
them by releasing a report of the decision 
and its significance 10 users of broadcast 
advertising. They a lso point out that 
while a single license grant means li tt le to 
them, the issuance of hundreds of nell' 
licenses , which ma)' tend to CUt up the 
audience into smaller pieces than al 

I present, does have a vital importance, and 
they ought 10 be kept abreast of these 
decisions. 

"/'m not a member of the NA B," one 
agency account executive said, "and ther 
have no obligat ion to give me any service. 
Ne\'ertheless when a territory expands 
froOl six to 22 stat ions in a few years, as 
the District of Columbia has, the NAB 
would make a vital con t ribution to my 
knowledge of broadcasting if it developed 
a way of getting the infolmation to me." 
This exC'Cutiw had seen th is particular 
piece of information for the first t ime in 
the April issue of SPOSSOR. 

"Govemment regulation is always 
something that concems us," said a public 
utility member of SPOSSOR'S panel. "If 
one gowmment bureau extends its regu
lations l~rolld the scope of the bill, or 
executiw order, that brought it into 
being, it sets a pattem other bureaus mar 
follow. So as public relat ions counsel of 
our timl I 'm interested in what happens 
between the FCC and the NAB. I think 
the NAB i$ helping all of us fight bu_ 
Teaucr;lcy. Check me off as one who 
\ '01('$ okay to the NAB on its FCC 
rclatioll ~. " 

Another public rt'lations executive, thl$ 
time of a gian t food corporation, ex
pressed his feeling of what t he NAB was 

SPO NSOR 
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HOllYWOOD WElCOMES YOIJ 

" " 

STATION ENGINEERS 
, 

* HOME OF 

STATION MANAGERS 

NATIONAL ASSOCIATION 
OF BROADCASTERS 

26th ANNUAL 
CONVENTION 
BI LTMORE HOTEL , lO S ANGElE S 
MAY 17·11 

WE ' LL WEL COM E YOU IN SUITE 2128· 2129 ... 
VINE 

OR AT OUR OF FI CES-J>- HOLLYW OOO 

• 
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These Consistent Schedules 
Have Been Selling 

Product,S For A L~~~g. , : 
Long Time .. , '--'_ ,-

" --
-< 

Timl' burers plan scht:<iulc-s on 
I~ESI'LTS. Tholl's why llll'<;C na
nonal ~pot and rCJ!:ionnl ad\'crtio;eTs 
hav(' rml.<I\ {' lilly plat"Cd their ad\'cr
[i~ inJ.: with W;\IBn to re!lch the 
r irh I'EOI{!t\R EA market. 

DR. CALDWELL 
DOANS KROG ER 

OYSTER SHELL 
OAKFO RD ROSZELL 

18 LOCAL ADVERTISERS 

BULOVA EX LAX 
INTERSTATE BAKERrES 

CRITIC FEEDS GlPPS BEER 
7 LOCAL ADVERTISERS 

* 
WMBD DOMINANCE! ,\tways a 
b igger share " f the audience th;m 
;,11 ortwr I'l~>r ia statinns comhined. 
..... (' lall·q I ],~,p.-'r :-'tat i, on U <.tcning 

inot'(. (jil n. -Feb .• 1918) 

dumg Tl'gardlfl!-: the FCC. "You're 
damncd jf you fight a gO\'CTI1 111 CrH bureau 
and you'n' d;mlncd if you don'(. It 's 
casier to avoid a han Ie. Morc power to 
the NAB in that it ha~I\'t ducked the 
Is~ue. Don't mistlnder:.t;lnd me. There 
arc hundreds ()f radio stations that dOll't 
ju!>tify thei r right to lise the public air, 
but ther~ should be a law that .... "Ould 
go\'ern th~ir UM' of th~ air not a govern
ment hureau." 

Both advertisers and a~ency men arc 
aJi for the work that the Nt\S is now 

Give Ju stin Miller power 10 act 

d(jm~ .... Ith the FCC. "' Ian) of the la t t~r 
note that there isn't the same animosity 
betWl'en the t .... 1> organizations that 
exis tcd prior to the current alignment of 
personnel in both the Assoc iation and the 
o.lrnrnissjlln. 

Nearly half of the agency men asked 
SI'O:\"SOK '~ researchers, "\Vhat do you 
think is going to happen to the FCC'~ 
great minorit}", Clifford Durr?" 

Which indicates that they kno .... more 
and are more concemcd about the FCC 
than would appear on the su rface. ". 

~;hi4~ .· 4!XeCII.h· .~ oi ~i ..:\n IU'4!'ds .· I· .~4'doll. o i 
:U!'ioll . -'llIslll-o ollli .. ;: lIu'dilllll .-.. '4.llIir4-s i. 

111e powcr of the N,\B"! How big do 
sponsors feel it ought to Ix.o? Should 
Justin ,\Iiller Iw empowered with as much 
authority as the heau of the motion pic
Hm: produ("('rs ? 

t\ majority of sponsors (eel that at 
preSC'1lt Judge ,\ liller hasn't enough power 
to makedl.'cisions he miJ,lht feel were in the 
best interests o( the public and the broad
casters. The}' (cel that he ought to be 
.given more authority, no .... · that he knows 
more of .... tlat it's all about. They don't 
(cd that 11(' should be given as much 
power :IS the forn1l.'r head o( the picture 
produccrs had. They do red that unle~s 
he is gi\'cn more th:ln he has now he may 
prow ineffectual when the number o f 
bro:ldcast outlet s becomes so big that the 
law o( sur\,ivaIIllH)' force some s tations [0 

think they must (orget g()O(.! tasIC, ethics, 
and e,"en the la .... · or the U. S. 

"I bclie\'c," said one agency \'p in 
charge o( radie, "that in another two 
years or ewn less, bro:ldcast ing is going to 
be overpopulated , When this happem 
only a keen-thinking, hard.hitting exceu
ti,'e with real power will be able to cope 
with an ;I\'alanchl.' of snide ad\'erti ~ ing 

practices ..... hich ""ill haw to he stopped 
quickly (or the good o( advcltising and 
radio. The oroadCII~ters ought to gi\'e 
their prcsident, justin Miller, all the 
authority he requires to CO]X' with such a 
situation ." 

,\ In~t ~ponsors and ilgencics reali:e that 
allY :Iuthorit), \\hich ma), be givcl1 Judgl.' 
,\\iller can go only a~ far a~ the 1:1 .... · o( the 
United States pcmlits. r-illal authorit)' 
n\'Cr stations re~ts with thl.' Fl'dera! Com
munications C()lI1mi~ ~ iOI1 ;lIld e\'ell th:lt is 
limited oy the law under .... hich th;1I com
mis~iol1 e:.:bts. Stations arc responsihle 
to thl' p<'opk o( tile U. S. Hnd the FCC i ~ 

can't come bet ween the FCC and the 
s tations hut sponsors and agencies feel 
that he can be dn thed .... ·i th power to hold 
in line any stations which start to scramble 
too ruthlessly for the dollar. 

WHOSE RESPONSIBILITY? 
(r..outinul'djrom fIagl' 90) 

Sponsors would like many things o( the 
NAB, and they arc, in pan, detailed in the 
pages that (0 110 .... •. Paramount is their 
desire for a more unified association in 
radio, a source to which they can turn (or 
broadcast advertising in(onnmion includ
ing somc method which will enable them 
10 obtain the sale! impact of their broad
cast ad\'ertising more quickly than they 
can through their present sources. • • • 

the a\!ellc}, of the p<'nplc. Judge Miller C. E. Aln~Y, h ., N ..... B Stucl .. y·T.u'"f ~' 
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BIG REASONS WHY 
you'll sell more in '48 
with MT in Eastern Iowa 

If • •• 'he station of the stars" ;s your best bet to cover 

Eastern Iowa's Twin Markets. You get : 

A WEAlT R MARKET 

I ow an wea lt h i s the 
highest per capita in 
the U.S.A. ~S..j. ,322; al
most twice the national 
a,"erage! ) 

A RAOIO-COS US MARKET 

Even Iowa's farms ha\'c 
more rad ios than do 
farms in other states. 
Iowans depend on their 
radio for news and 
other public service as 
..... ell as for entertain. 
menlo 

A BLAH5 MARKET 

\V~n reaches the larg. 
est prima ry area in the 
state at t he lowest rate 
per rad io family ... 
1,131,782 persons with· 
in the 2.5 MV lin e, 
greater than any ot her 
Iowa station. 

Ask your Katz man lor details. 

on W 
and get your share 
of the millions 
W MT listeners 
will spend 

'48 

600 KILOCYCLE.$ 

MARKET 

Smokestacks are goi ng 
co rnstalks better than 
SO-50 in Iowa. Income 
i s almos t evenly di
vided between cit)' and 
farm. 

Eastern I owans 0 11 city 
and farm ha\'c been lis
t en i n g t o \VMT for 
more than a quarter o f 
a ce n tury. Because 
WMT brings them pro
g rams they like! 

THE UH6 MARKET 

Only W~IT d e lh 'ers 
ens Network shows to 
Eas tern I o wa. And 
only these shoh"s, plu s 
\'t;Ii\"IT's fine local pro
grams, deliver the pros
perous twin market au
dience to you. 

Cedar Rapids 
BASIC COLUMBI .... NETWORK 

SOOO WA.TTS DAY AND NIGHT 



Code should be rati fied 

IIlIyel-s c1ltltlnlld f-fUle.llnlu~I-S 011 f·.·f~"'ill:; 

f~He • .! H'· f ~ ins"ollilie li. :11141 " -:111. i. 0IU~lon.i'- f~ 

Thl're is general acccrtance of the new 
Standards of Pr:Lctice of the N/\B as they 
have been revised since the last com'en
l ion of the I\ssociation in /\tlantic City. 
The fact that the Standards are phrased 
positively has won much approval from 
the advert ising fratcmity, One advcf
tising-sales llIiln:lger of a food corporation 
expressed the general feeling of sponsors 

when he ~aid, "When J re,ld the proposed 
new code, J did not feel that it treated 
advertising and broadc:lSting bad boys who 
have to be spanked regularly and kept in 
after school." 

The president of one of the ten largest 
advcrtising agencies objectcd to the 
Standard whereby time for the annou nce
ment of prizes in a contest is figured as 

make up that Memphis schedule 

part of the ad\'crtising time. His point 
..... as, "Within reason I suppose it makes 
good scnse to restrict the amount of time 
that can bc spent det ai ling the prizes in a 
competition. Restricting it is one thing; 
couming it as part of the advertising of 
our clients is another." 

f'.lany ~po nsors using national spot ad· 
vertising see the requested elimination of 
more than one spot announcement be· 
tween programs as good for advertising on 
the air. " But," said one, "wait until ),ou 
see how many stations try to avoid real 
compliance through the u~e of weather, 
time, and other 'scrvice typc' station 
breaks which are excluded from the mul-

I tiple spot announcement rules." 
There isno fecling that the code will not 

become the regulatory document of the 
broadcasting industry at the forthcoming 
convention. This is a complete reversal of 
agency and sponsor feeling prior to the 
last convention when SI'OSSOR reported 
that both agency and advertising execu-

a timely tip on 

How to 

I I tives were of the opinion that no code 
, ..... ould come out of the meeting. They 

were right then, despite the croadcasting 
industry's feeling that sponsors and 

I agency men didn 't know what they were 

make the right selection to cover 

MemphiS and pay oil' promptly in sales 

The Spot For Your Spots 

WH HM 
More Listeners Per Dollar in Memphis 

Memphis, Tennessee 

* * 
Patt McDonal d, manager 

FORJOE & CO. , National Representatives 

" 

talking about . Tirr.e will soon tell 
\o"hether they are right this time as well. 

SPONSOR 
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Pioneers . .. More thcw a century of Professiollal Experiellce 

at your service. Here IMAGINA TION guides alld INTEGRITY governs. 

PAUL GODLEY CO. 
(;ONSULTL"'G R ADIO ENGINEEIlS 

Broadcasting • Electronics • Communications 

Laboratory: Great Notch, N. J. Office: Upper Montclair, N. J. Phone; LITTLE FALLS 4.1000 
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Cosl-per-lhousand formula 

• -"'11'")' of rndio I·est~nrch, bn •. s. ill 110 

) 'urds. ick or lis'ent,rs Iter :ul-dollur 

w go out and get cost-per-thousand fig
ures for us. We just want some formula 
developed on which we can all agree . 
Then we can use the radio research figures 
now available which are costing adver_ 
tisers, directly or indirectly, over $5,000,-
000 a rear- and that figure is very, very 
conservative." Broadcasting needs a cost -per-thousand· 

listeners fomlUla and needs it wry soon. 
Over BO% of the sponsors who partici_ 
pated in thi! cross·section study of "What 
the sponsor asks of the NAB" want defini
tive cost-per-thousand information from 
radio. They feel that it 's the job of the 
NAB research department under Ken 
Baker to concentrate on seeking a method 
for computing this cost that \\'Ould be 
aCO!ptable to advertisers and their 
agencies. 

They recognize that fi gures of the 
Broadcast Measurement Bureau, if ad_ 
justed as Hans Zeise l of McCann-Erick
son and Ken Creene of NBC have done, 
can deliver a cost-per-thousand figure for 
audience potential. They're not satisfied 
with a potential figure. Very few pro
grams attain the maximum audience 
potential of a station. Changing compe
tition (programs on other stations), the 
effectiveness of the advertisers ' "ehide, 
the weather, what's happening in town at 
the moment the program is on the air, and 
a host of other variables have a bearing 
on who i.£ listening at any single moment. 

'The first step in the direction of build
ing a cost-per-thousand formula is, ac
cording to the sponsol'S, more detailed re
porting by the Broadcast Measurement 
Bureau. The BMB fi gures now are based 
upon a once-a-week listening figure. Ex
cept for some special studies, the multiple-. 
times-a_week figures gathered by BMB in 
its first study were neither used nor re
lea.£ed. Sponsors want to know no t only 
how many homes listen ollre a week but 
how many homes listen to each particular 
station each day of the week . The adver
tiser wants to pick the most effectl\'e day 
of the "reek for his message. 

Sponsors want 8M B figures reported 
on a basis that lines up with stations' time 
rate bracket!, Since most stations have a 
low rate before 8 a.m., a higher rate be
tween 8 a .m. and 6 p.m., the top rate 
between 6 p.m. and 10:30 p.m., and fre
quently their lowest rate between 10:30 
p.m. and 6 a.m., sponsors would like 
coverage figures as nearly parallel to time 
brackets used for ra tc purposes as pos
sible. They rcalize that BMB can't 
obtain figures on too many time brackets 
but still hold that figures for daytime and 
nighttime dialing mean nothing to the 
buyer of early a.m. or late p.m. time. A 
few sponsors who are very close to the 

MAY 19.018 

radio picture pointed OUt that the early 
3 .01. and late p.m. time periods are im
portant to stations sinre they're not net
work time. 

One sponsor summed up lJl.ijority 
opinion with, "We don't expect the NAB 

AND 

Another sponsor stated, " Radio pro
duces more good re~earch information 
about whom it"s reaching than any other 
medium. But what I want it to do is to 
give me data to use on my programs, I10t 

IImerica 's No. I Family Pro9ram 
Tftlnscribed for locII/ lind Re9ionO/ Sponso/sltip 

One of the oldesl a nd 
highest H ooper,raled 
network programs now 
a\'a ilable on open-e nd 
Iranscr ip!ion. Fi ftee n 
m inutes of friendly 
humor wilh r adio's 
beSI lo\ed family . 

" 

Write! Wire! Phone! 
For exdu sivity in your market 

ALSO AUDITION DISC 

GHEEN IISSOCIII TES 
'"0",1, cu~nAl ""3 

360 NOR TH MICHIGAN A VlNVl CHICAGO I, IlUNOIS 
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Stations 

great 
Markets 

K LA C 
LO S ANGELES 

on the co\lectlv(, prOllr<lms on the :ur," 
Still a third ~ponsor had this to s.'1Y. 

"It's true that we can find out for our. 
selves just what it's costing us to reach 
cach thousand lisu:"Ill'rs but we don't want 
to use OUI ad"ertising timt' on the nir to 
rcst':lrch cosl.pcr. thous,1nd figures. We 
don't usc coupons in our printed ad\'cnls, 
iog and we dOIl't use premiums. self
liquidat ing or other ..... ise. on the air. We 

Radio musl have glamor 

don't llkc gomg on the air .... tthOUl haVing 
a fairly good idea of our audience and 
what it's costing us. Maybe if we d id 
spend more time researching v.hom our 
advcrtising was reaching, we'd do a bettcr 
merchandising job. That's not our busi
ness Cor advertising philosophy right now. 
We want a cost-per-thOU!>.1nd fOlnlUla for 
radio, and we thi nk it ought tocomc from 
the NAB." 

Urondc ns. ,lro':'-UIIiS. Itt·I·SOIU.li'i4l~s :trf~ 
! · IIU"II·~"S· ! ror '0,1 1.lIhli • .! i'~· C~UIIII)uiJ.fIIS 

Lnst yenr at the NAB convention in 
Atlant ic City each of four networks 
lo.1ned one of their publicity staff to the 
NAB public rel:nions department. Those 
sponsors .1fld ngcncy men who were 
present at the convention felt this indi_ 
cated a closer liaison between the net
works' publicitY.1fld promotional dep.1rt
mcnts and the NAB for the future, Thus 
far they feel it has been a hope and that 
is all. 

T hey fec i that a concerted drivc to 

R A 0 1 0 H Y M N A 
I>. ,Ii":"g 15 · ... i .. ute reco,ded ope .. end p.o· 
du,tion, feolur,n9 "I .. ter.foith Choir"' (0'" 
dutted by . enowncd Jo,eph Mo,~el. Oed;· 
(oted to oil ,hurdle, ond oil 'cligion, every · 
whe.e ,10 the .pi';t of true toleron,e ond good 
will to oil lIIen. 

Ideol '0' wide ooriely 01 .pon.o .. with ° ... od. 
e,ote budge" I>.ppeol. '0 eaten.ioe oudienu. 

(HA RtES STARK prOO UCTIO NS 

publicize broadcasting is necessar)'. And 
they think it logical that I30b Richards, 
NAB, nct as coordinating head of such a 
drive. T here arc over 8(X) men in the 
broadcast field v. no dcvote the major part 
of their time to publicity work fot sta· 
tions, networks, and programs. They'd 
obtain more space for bro.1dcasting if they 
workcd together. 

Agene}' men naturally think of their 
clients' programs first, stat ion press 

(Please tUrI! to pagt 10.1) 

366 Modi,on Aye, New York 17, N. Y. 

c, .... ~~~y~.~O~, ~. ~~~~'~,;~~~~~~~~;$hOw5: Bob Hawk. Town 
Meellng ollhe AIt, Inner • KOle Smith, Con YOII Top This. 
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Curtain calls keep coming ... 
for the Sunday night dramatic show that brings good theatre into 
the home of ~ I r . and .Mrs. America. Latest of the many tributes 
received by 711e Theatre Guild on the Air, sponsored by United Slates 
Sleel, is ra.dio's Ilighcst honor, Ihe Ceorge Fosler Peabody Award for 
tfou tstanding ent ertainment ill drama." 

Thanks to the people who have said such nice things ahout the 
show ... and thanks to the stars and CYCI)'OIiC who has worked wi th 
liS for lJlaking iL tIle kind of radio enter tainlllent about ",h idl nice 

things arc said! 

·Ii· . ~ 
#'1 't.'''' I, lI~n' 

"THEATRE GUILD on the AIR" 
Sunday Evenings - ABC NETWORK 

UNITED ST ATES STEEL 

. . , 

, OJ 
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Remember the 
story about ••• 

~-
The beaver 

There's power, determ in otion, 

and a lot of e ngine eri ng skill 

in the beaver. People marvel 

when they see one of his dams 

contracting the waters. And in 

Washington , it is WWDC that 

does a dam good job! Anyone 

with something 10 sell down 

here has leorned that. If yo u 

wont low-cost so les . .. stick 

yo ur menag e on Ihe diol 01 

14SO--and at 101.1. They're 

bolh WWDC- AM (lnd FM. It' s 

' h. w a y to dam up th is great 

markel! 

(Qm liUlltdJrom page 102) 

agents know they're judl,(cd by the pub. 
licity sp-'cc "hidl entries the (<II[ letters 
of dll'1f stations, nctv.orks arc happy 1f 
their prugmms receive nOlice, :lnd they 
have to /o!l't those pro~rams mtnlKlIled. 

But brondca.sllng requires j.!lnmor. 
Radio personalities nrc foCldom eel 011 

pcdcst .. ,ls a5 high as tho!'C nccupK'd by 
mot ion picturc and musical Stars. YCt 
rndio touchcs I1carly tell tlmcs morc 
peoplc per w('ek than the ser~n and 
singcrs and musicians combined. 

Sponsors fcel they know thc nns\.\cr. 
Somebody has to do a public relntions job 
for thc broadcast industry that will givc 
broadcasting personalities the glamor of 
Stars in ot her fi elds. Frank Sinatra was 
no accident . T he personality that has 
made thous.1nds of t~n_a,::ers swoon was 
the creation of a press agent just as is the 
personality of hundreds of picture Stars. 

The NA B publicity and broadcast ad
vertising promotion departments have 
been moH coIKcn1ed with the rela t ions of 
the rad io industry and the public, not the 
rebtions lx' t w('{'n thc public and radio's 
stars. Sponsors would like to see tha! 
changed. They would like to sec NA B 
wavinj! the magic wand of publicit)' over 
radio's programs. They'd like to sce Bob 

I 
Richards start the industry towards being 
radio-personality publicity-minded. 

If .1sked, the)" 11 cooperate wi th person
nel and cash . Thi~. f<or the most part, is 

I 
not an idle gesture, Sponsors spend con· 
siderable mone)' each year to obtain pub· 
licity for their progrnrns on the nir. They 
find it diffICu lt bccnusc a radio actor or 
actress is not clothed with the ~ame magie 
that touches the ~ercen performer. 

There is a big job to be done. It can 't 
t:-e coordinated as a part-time effort. 
Sronsors and agelK)" men feel thllt it cnn 
on ly I:e done under the sur('rvision of an I orj!rum:ation like the NAB, They want 
the NA B to do it ruld would like to ~ee 
Bob Richards put to work on tstablishinj! 
a nationwide net\'\'ork of press.agcnts for 
bro.'ldcmc ting-m all fom-u:. 

Srccificall}' 5POfLCOrs see the nccd of 
I publicity 011 local talent. That doesn't 

meon thm they .... nnt network r,ogmlllS 
! and rclsonalitles ignored, They want 

e\'erybod}' who enlertains to rccci\e the 
Jl.lamor treatment via public re lmion~. 

They only stress the need nf puhlicity for 
spot programs because, \\ ith the exccptinll 
nf star transcriptions, spot and local enter
tainment needs a greater lift than de 
national net\.\"Ork r"-'rformers. And no
\\here ha\'e sponsors found a greater will
ingness to coo['<'rate in building glamor 
than on inde['<'ndem Halions. They feel 
NAB will get the same cooperation, 

Ift.I ... I.ft",,, 
le •• ,eli". hr.; •• 

,t.-S' Well.",I ... SI ., I 
r.,.ft' •. 0 .. 1 .• Go ... 

FIRST Iiolion i" the 

FIRST d ty in the 

FIRST slate .... ith th. 

FI RST l'Iet ... o.~ (bo,ie ABC) 

loc.1 b .,.inelUncn blck 
thj,loc.l,t.tlon (,oon 5000 
",.th) lectv,e 'hey "now 
the ilT"~oll'l\t C.pit.1 Oi" 
trict m.,"et hl1 the hI/bit 01 
luyi~. 9 the ei.1 t.ned to 
A It;H.y·, Picru, Slltien . 

GOVEI\t-.:CR [Ch<;AN 
B~CftC,A.sll"G CCRP. 

HO TEL WilLINGTON 
ALBANY, N, y , 

J'·o /i .. nnl Rtprr.un1oH,·u 
LO~NZ£N • THOWPSON, t~ 

SPONSOR 
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Wfll is the first station in America to transmit reg
ularly schedu led programs via Amplitude Modula
tion, frequ.ency Modulation, Television and facsimi le. 

This achievement reflects the spirit of WFll_lhe spirit 
which has kept WFIL at the forefront among Phi la
delphia radio stations ... among America's radio stations ! 

II is this same spirit which goes into every WFll program and 
plan of promotion ... the spirit wh ich assures the success of your 
WFI l program in Ph iladelphia, America's third largest market. 

\!:: I)r .flljilabclpt;i l1 1inquircr jNntiol1 AN ABC AFFILIATE 

UPUSEHTfO NATIONALlY JY tHE KATl AGf NCY 

M ..... Y 19-48 ,05 



BASEBALL 1948 
(Ccmfi!llj(,dJrom Iwgl' 25) 

51:Jlion. TIle unusual p.1Tt 01 this l!o that 
the cosponsor of the g:amcs IS the Atl;ullic 
Refining o,mpnny. which controls the 
)!amcs in other areas itsclf. ficn Strouse 
(\VWOC) controls the rights to the 
&'nators. 

In the cn~ of minor leagues stnlion 
olO.'llNslllP of broadcast rights is more 
prevnlcnt. W IZZ (FM promotion-mind
ed Sta tion in Wilkes-Barre) con trols the 
rights to the Barons (Eastem Le<lgue), 
and WI-IHT, Durham, N. C, was the 

hlghc~ t bidder thi!. season for broadcast 
righ ts for thc Durham l3ulls. What 's true 
in the case of Durhnnl and Wilkes-Barre 
is a lso true in most of the cases where 
minor league games nrc on the air. 

In many cnses the minor leagues delive r 
a much grc:l[cr audience for the sponsor 
in the areas where they play than any 
mnjar league team would deliver in the 
So."1mc arc:!. While Boston and Detroit arc 
great baseba ll tov:ns, the percentage of 
Jersey Ci ty residents that lUrns out for 
the Intcma tioo;ll League games in that 
ci ty is bigger thnn the tum-out of Hub or 
Motor City fans. 

FOR A NE W HIGH IN RESULTS 

,06 

A NEW LOW IN COST·PER·SALE 

lIa'"c )'OU soml'thing to scI! to women in the San Francisco 

Ray Area? Try Katherine Kerry 's pOlent participating program . 

Journalisl, commentatOr, fashion eXpert Kerry's uniCjue, col· 

umn;st·lik(' co,·e rage of Ihe woman's world provid('s a perfl'CI 

selling fo r you r sales ml'ssage. Guest·speaking al fashion·shows, 

women's clubs and Olh(' r gath(,rings kl'eps h('T in Ihe public eye 

-adds aUlhorily to what she says abOlll your product. 

Yes, in Ihis multi·billion dollar markel il's Katherine Kerry 

on KQ\"\' for sales in maximum Cjuantity al minimum unit COSt. 

, 
IxelUSIVELY If " 
D.n ..... ~. C .. '~ ... b'. I. C .... "ty 
So" ', ..... I .. .,.O.,kl., .. d ' .. y M ... h., 
•• ,.. ....... ~''''_''', .. _~ ........ c • • _ 

'~I.""""",--.,,, ..... _.t~_ 
,~ .............. . ............ 

In many tuv.ns of the American Associ
:l tion, Southenl Association, Eastem 
League, Texas League. C1rolinn League, 
Pioneer League. and Pacific Coast Con
ference, interes t in local nines is big time. 
It v.·as in these tOwns that baseball broad
casting first took ,I firm hold on listeners. 
When advertisers couldn' t be sold, the 
teams themselves rrequently bought time 
to broadcast their games. (Games o f the 
S"1I1 Francisco Seals have been on the air 
continuously for 25 rears.) Minor league 
executives arc closer to the people who 
come to the b<lllparks than arc major 
league executives, 111e lalter arc big 
business men and have so many problems 
that they are prone to {orget the man ..... ho 
si ts in the bleachers and who really keeps 
the sport alive. As a result changes start 
first in the minor leagues (many of which 
are of course owned as talent ranns by 
major league teams). That's where night 
baseball first saw the light. 

Sp:msorship of play-by-play airings of 
minor le:lgue teams by department stores 
is a good indica tion of the fact that theS!.' 
teams are pan of the family life or their 
towns. In Milwaukee, Gimbel Brothers 
have sponsored the Milwaukee Brewers 
for five years over WM IN and will be pay
ing the bills jointly wi th Miller Brewing 

5000 WATTS 

.. , 10 keep your product and 
your slory w orm in the rich 
North J ers ey area . 

• 
THE RADIO STATION OF THE 

N rwark N rW!! 
SPONSOR 
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,,1' . er 
Vut. Coa_t. Mail-fig S .t.ell 
.. 'd B1'oadealtin~ J 
.. or.. ... lea B1.,.d . 
61,0 Santa " on 

• 'I S Caut . 
Rol.l.rwoo ,J 

Dear Ma rl;!.l t t or the third 
11 l1,.ned cont r ae .Cala Cu&!'t" 

•••• •• tid lIertl'ol1t,h pro~ralll , S 
~ ~.. rUB 01' Jour ~~-1r', Dru& t.ore_ 
• • • •• ~utive )'ear '1" ._ ~... t Our c .. e , 
Oil Statl On XlI or 
ColDPflftY. I nc . b1.e teitilllOn1 ot 

H,e1.t 11 irr,ruta b it i' 40 -
1'1111 rell e"a1 in IIi propnt.1 alld the j o 
our 1'e,.ard tor t. -
111& 1'61' our c11ellt.. 

" 

~ i'UII"or " 1. :.I\c ""II ~ the ]l 1'ai3c3 

of C.-l!"A CUC,\'I". For t l!C,.c arc "i\' id, 
~ park l i ll g: mll!'ic1li ,, !tow~ f"1I tll rin;: 

tun~ fail le. II i" fi lii ore lt t: ~ t ra. dIUI'II" 

alill \'ocil li ~ t ~. Co lorful ... how ... o f 
w ill c ' Ippca l ... C\'c r YOIlC know" 11 till 

lo\'c .. Cuga t ! 
C,\$ ,l CliG.\'J" COIII C~ to you a" a \Vurl,1 

Fea turc • , . 1S6 IS·m intl tc tunefu l 
program,; ••• a\'llilaJ,lc o n \'c rt ic;d 

Xa\·ic r CIIg;!l , t he " HlI lllloa Kin g-" 
of \Va ldo..f·A!'tOI·ia a",1 1lI0 t io l1 "i e' 

And these other leading W orld Features 

SONGS ., .'" TIM ES FoCmRINlS ., ". 10NGS Of "ilH 
SANDS ., TIME 

nRANGI 

or latera l re("ordi ll kj s. Alit! it' ~ a 
\\'o rhl AII IJi-FlP:x fca t urc , too . .... 11 
tllll i' ie 'n :,,:ol'de d 011 ~ ': P ;II· .. tc I.ands 

011 caeh .Ii,;.c ~o that ~ I'0ll"o r',.. com· 
IlICI'cia ls e,lII I.e ~ I' ()ttetl in the writ· 

tCII .• CI"il'h !'upl' lied .•. makilLg 111"0' 
gnllu s tru ly Ilc xil,le lOt· yonr lIeclls. 

" " SUMS IRUNE WtCKU 

'" 11 NGING LADY R," Gra n! an ti hi, Th" I:1I110U . H:unil. IJrulIl:llized pre ,· 
orrhe,lr:t lI b )" .Ie· , \<1 Ibke. rcn}um~ l u n QIlUr'O'I'" . in !;, e nlali o ll , " ,I ... T ell;"" 26 fomoll . 
lij(ht ful ",e.lley. of tI' e c.w·ir ing anti of· the f:"'u ri le ..acrc.1 , 1 non!;e fa,·,. atul fu ir), la ic .•. f3 . I f)· 
all Il,e hil IUII C ••. 10' " . uq,ri . ing , 10· ;HId i n. p inil iun:,l " ,j.lilies Ihal 101 ... ri,' ~ 0' ~r" .. ' 1Il1l,;' 
)"I:a. h~' year from .i,'" " "nJ,la "d in j: ",u ,k 0' Amc ri.·u. Hi .~ full,·.·, ,·J :tll r ion.u lU\1 3 iw lid;,,· 
191110 19U. 156 15-

"'" 11 
ant! ,,"om C II . 1:;6 I.').min. AIIlIi· "' er Ihe ", .. rld. 5::! , torie • . -, 15 .mi, •. ,. 

noin. ,\ "di .FI,,~ 1""- 260 5·I>1;n. 0 1'<) 11 cud Flc~ I,.ugrant ; . 15 .",i". " 1": 11 cnd "1' '' 11 .. mil'rograms. 
"ru lll,. I,ruj: ram~. l,rogr;' IlI ;;. 

Hear these and see u s at N. A. B. convent ion, Room 2223, Hotel Biltmore , Los Angeles 

For fvll info rmotion, prices onel ovelilion eliscs, write 10 . 

WORLD BROADCAST1NG SYSTEM, INC. 
T llA.YSC IW'TIO.Y II f: ,W QlJAUTI-;US • , j SUn SWIAUr OF I)f:O :A Uf:COIlIJS. 1," Co 

C II I(:;\ (;O, 22 \~'e'l lIuhbml 51. • • 1I01.l .Y\\'000. 67;;0 ~a"lu .\l ullin Blnl. J 

Dislribu/ell ill CANA DA II)' N or/hern Elel'lr;c Com fU"')', Umil eti , 1261 S ll carer Strec/, J/ou/re flt 22, Quebec 
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Compml) nj.!mll [hili }ear. In BuUnlo, thl.' 
Inte(llatlon;11 L..'agUl' team !l.ll> been spon~ 
~m'd (or the past four YC;Jrs by Ad.1m, 
i\kldmm lmd ,\ndcrson and as nOll'd 
pn'viousl)' the Rnltimorc Drink-s arc being 
tdcvi~d by Ilcchl Brmhl'fs. 

Ot'p.1rtrlll:nt stores have not ix-<:n out· 
standing in their use of air time. It took 
a hard-hiuing National ,\ ssociation of 
Bmadcasting promotion (aboUT the most 
intensive that the NAB has c\'(>( at
tempted) [0 seJ) even a small portion of 
thl' lwtion's stflrcs on the effectiveness of 
broadcnst advertising. When three of the 
nation's more aggressive stores USt: base
ball tn display their ,",'ares, these broad_ 
Gists must h:l\'c SOml'thmll ('):tra. 

They and their sportscasters arc to 
summer, in many cases, what Hare. 
,\IcGrthy, Jolson, Crosby, and the en
tire linc-up of network star-studded 
schcdu l('s ar(' to the winter. This is not 
true in ewry part of the cOllntry, nor for 
every station carrymg aftemoon or {'ven
ing garnes direct from the diamonds. It 
is not true for e\'Cr}' baseball sponsor. 
A gre.1t dcal dercnds upon the sports
caster and his b,1ckstoprcr. Red B.,rbcr 
and Conn ie Desmond over W! II'\' have 
contributed to the color of "dem bums," 
the Dodgers. Arch McDonald helps em
bellish the togas of the Senators. He's 
been doing it for 16 }'ears. In Roston, 
Jim Britt has been a heloved baseball 
name for a long time. When he calls them 
over WHDJ-I, the fans bdiew him more 
than the}' do the umpires. 

llle f\ tlant Ie Refining Company holds a 
conclave of its sports announcers ever)' 
year. It has le.1rned during its years of 
sports sponsorship just how important is 
th" link bet ..... een the air .1udienn' and 

I bn."Cbali and footb.1]!. Atl.1ntic doesn't 
try to tllilor its :lllIlounC('rs' handling of 
the g:1I11('S to an}' set fonnula. The}, 
know that each man has his own ap
proach and that what ..... ould be great in 
Philadclpllia might not go at all in Pitts
burgh . All that Atlantic wants to get 
across to their announcers is the need for 
color and how their commercials are to be 
handled. Not true of other broadcast 
eWllts, the b.1~eball sportscasters usually 
carr}' the commercial burden as ..... ell as the 
game reponing. The (an~ .... ·ill smoke 
what l3arl:('r 11".111(5 thelll to, but it's 
questiollable ..... hether any oth('f voice, 
ringing in a commercial, would meet ..... ith 
a WI")' responsil'e reception. 

In Detroit , th(' sport~cilster doing the 
Tiger reports IS the nUlllber onc an_ 
nouncer in the area. Both thl.' students of 
M ichigan State and th£' residents of East 
L:msin)!, .... ·I}('re the college is located, 
voteu !Ian) lleilma:rm a favorite an-

nounCN (:O J'U:-'SOR, Octobo:r 1 9~7) imd 

they rel1('ct the fE'eiing of listeners 
throughout the s tate of Michigan. 

ror the sewn }'E'ars thm WIBe has 
carried b.1sebal1 for Atlantic and co
sponsors, ..... ho have changed from year to 
),('ar, H)' rum Saam has ca lled the ball sand 
s trikE'S In Qu.1kerlo ..... n. 

These men ilre seldom unique. llley 
do, ho .... ·el·er, all hilve in comOlon t ..... o 
things. They like baS(.'ball. nley like 
peoplc. 

Ratings don't necessarily mean the 
s..1Oll.' thing in baseball that the)' do in 
other fonlls of broadcasting. 'Ioopcrat_ 
ings for a game usually arc "the average 
of all quarter-hour ratings during the 
entire game." They do not include listen
ing in public rlace~ which is an important 
part of a baseball audience. Sinc(' the}' 
arc a\'Nage ratings they give nn infomla
t ion on audience turnover, which in cer
tain cases is so great that the game ma}' 
be heard by as man}' as five times the 
number of Iisten{'rs indicated by the 
figures rdeased. 

There is little question but that listen_ 
mg to bascb.111 is increasing ycar by year. 
EV('11 last year in Ne ..... York ..... hen the 
games of all three metropolitan teams 
were telecast as ..... ell as broadcast, there 
\I'ere more listeners [0 each of the teams 
than in 19~6. Rating comparisons looked 
lIke this: 

(";"~~.,,, I,' ..... ~~ Ralln~. 
\n I!\" \\'l!\"~ II!>I{ ... 

" ." " ." .. '~ i 

.\Ill~m~~ " ,.> >J '" 
.., ••• 1..;,." Kalnf'> ,.> ••• " '" > .• U 

\\",,., pm~,' " '" '" > .• H 
W""kd.3)· ~~m"" '" ... " ••• .., ... 
\\' ... k~nd .ame. 5.7 .., ••• ... " 

.., 
'(";am,~ r~ .. <"trat..d fft>m '~!e'n~ .epC-ru 

ror sollle of the games in Boston last 
season WHOH drew 6Or,(; of all the avail
able audience according to the Pulse of 
Boston. Hooper gaw WH OH the high
est rating of any station in Boston from 
May to s.:ptember not only during bi3se~ 
ball periods but for all time-rated periods 
during the five months. In other ..... ords. 
baseball not on ly had the audience during 
th(' season but a good part of that audi
ence stayed ..... ith (he station after the 
gallle was over and listened before game 
tilllCllS wdJ. This ..... as true in Cincinnari 
also .... ith "'COP. 

Ther(' was a timc ..... hen the great s ta
tions in each to .... 11 changcd their schedules 
in the summer to pcrmit haseball airings. 
The N!!'(.'ball station in Ne ..... York ..... as 
WOR . 111 \\'a ~hington it ..... a ... "'TOP 
~CRS n .... neJ and o['l'rated ou tlet), In 
Bo~ton the Yankee l\:E't ..... ork ou tlct, 
WNAc' broadcast the games. A~ net
.... ·ork operations lx'came more and more 
imrx>nant. it ..... as impossible to carl")' ba~-

SPO NSOR 



POI,II W. Morency, Vice-Pres.-Gen. Mgr. Woller Johnson, Asslslont Gen . Mgr.-5Is. Mgr. 

WTIC', 50,000 woth represented notionally by Weed & Co. 



billl Oll lIetwork stiltions. II was il l.;o jlll
pos~jbll." 10 carry the ~aJlles on mo,,>t of 
the C!.oM channel 50,OOO-watt outlets, 
bcC:llhe comilluit)' of iflll'test iltld spon
sorship WilS \ital to theS(' powerhou..cs. 
E\'ell if 11 l' twork st;niollS could clear the 
da)'ti nll' hUlirs they cou ldn 't cMry the 
g:a1l1e~ tOday due to the increasing numocr 
of niJ.:ht ga mes each seaSOIl . 1 he inde
pendellts love those night g'UHes. It 
gives them somethiug wi th which to fight 
for their share of the audience. Inde
pendents. usually havc th('i t bigg('st aud i
ellee~ in the aftcmoons. So true is this 
that WWDC, Washington, farms out the 

daytime game~ to WI'I K and WP IK-FM, 
airing only the niJ.!ht games all WWDC 
ilnd WWDCF,\!, Although an illde
JX'Ilci<:m it dCK'sn't WaJH to change the 
character of ItS dilytUlll' listening cvcn 
through the ~Ulllmer. At prc~Cnt WI IN 
and W INS are the oll ly 50,OOO_watt sta
tions which revise their rcgulilt programs 
for sports. 

Bigger audiences tlwn e\'(' r arc ex
peclt'd for ixl'oCball this season. This 
isn 't a sports fan's prediction but is based 
on the fac t thm the games hil\'c had the 
biggest preseason build-up they have evcr 
hlld, PhiJco sponsored tdccasts of nine 

11 0 

, 

'. 
• 

O n Cj ' agll il1 . di"es arc fl~ iug acro,;" 
dIOse (crlile Kamas acres not alread y 
greening wit h thl' fir",t shoots o ( 

whea t. 

Soon these (Iisked fidri", will he 
plant ed in 1101.en6 o r Ili\'ersified ea"h 
crops. And, as in prc\'iolls ),ea ri' , 
much o r Kansas (a rm income v,i11 be 
spent (or " necessities" which million;>. 
o( cil)' cousins would class as luxuries . 

'11ICse-the First Families or Agri· 
.'ulture- make up \VIUW's va st 
audience. T hey prefer WI UW 's 
dawn.to .mitlnigh t l'rogra lUlIlillg 1>1" 
eausc it suits tl ll' ir in lt'rcI<t , COlIl'e lll 

j 'nf'l' and Il!'C" .~",j ty. 

ir" families 01 Agri culture 

lIep., CAPPEII PU8t1CAnONS, I~(. 

miljor league lell111S in 12 major teic\' ision 
citie~ for four weeks prior to the seasOn's 
opening. This wm .. <I WalJ)' Orr promo
tion. Wally Orr was account executive 
for years for Atlantic Refining Compllny 
at N. W. Arer. He l(j\'(' ~ sports. When 
A)'er shifted hi lll to other advcrtising 
pastures he resigned and 1I0W has hi~ O~11 
agency, W. WallllCl' Orr. 

Nl'w~p;lpcr space accorded prescaSQn 
act ivities has beell JOf"; greater than in 
previous seasons. Contests and promo
tions a rc also being ru n by newspapers 
such il~ the current l\'pWllrk (N. j.) Slm

Lf'dgpr promotion which is making awards 
each wl'Ck to the readers who pick the 
highest-scoring teams. 

A trPical baseball result ~tor}' is Sin
clair Oil's. Last season the}, sponsored 
the Washington Senators over the 
WWDC.W PIK combination the former 
at night , the latter d uring t Ill' afternoon, 
The broadcast bill was shared by Dia
mond Cab, which also has bowed out this 
},('ar. Chesterfield is paring all the bills 
this seaSQll, just as for the Giants tele
casts over WNBT (N. Y.), and other 
baseball telecasts. The Diamond Cab 
organization is ;) group of owner..<fri\,ers, 
a tough set-ttp to satisfy, and Sinclair 
hasn 't the oil to sell in 1948. Howewr, 

Now . 

Sell 8 -
Times 
More 
People! 

5000 --=_ =~5fr_TT~ 

620 KC 

_~1!:-414s!tO"O 

R E P. PAUL H . RAYMER 
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MAY 19-48 

HOW TO MAKE 
ONE DOLLAR 
WORK HARD IN RADIO 
\\'11.\'1' CI IECI\. Iral',- you Ull flU' n·.~1I111; yollr <l,I\"rli ,; ing ,1 " lIar g:d S 
fur ,l oll ill r;l! li,, '! \ g""d wa~ of IIlI' a.;;uri llg: 1' ;11,·,. ,'fff" · li n· IIi' ;;: .~ i .~ , ,, 
ask "wIII a , ln' ''li ~''r;; , I ... ir "xlwri"llcc with a gill'lI S lalinll. II., ... ·'.~ 
I.hat ,:01 11U' ,)f C FH lr,. Io wa] a, lvI-rli",-r" ;<a ~' : (CoUlI,I,·!t· " lat " 'IIt'III ". 

11[1"11 n" II" ''''' ) 

"C FHB ha .~ 1 ... "lIght <'lIs tIJllwrs iut" Illy ""t ,,,.,·,. from 
(h·il]ia . C)]JOlIrg. C,llingw"",!. alld t'\" 11 f;lr llwr allt 'ltl 
I" "tI\ "]"llIes f"r Ih"IIl,·".Jn';; and Ilwir flunili ,'''' ,'' .Il/el .. 
Fm.~,';' . I'/'I 's id,"""! .I1/d; Fn/ .~,'r Ston',~ /.II!, 

"W,· lliln' f"lin,1 IlI ill "III' CFH II ;lIh" 'rli~i ng Itl'ing .. II .~ 
11"\\ '·II.~ I"lIH'r.~ f"r "oal, nil IHtn wr;; 1m,1 ollwr lW;llilig 
' ·qllipnwnr. 11 t.. '·'·1'" "lIr "Ill (,1I,,1"'IIt; r ;; COrllilig 10m' " 
\t';,r ;dln ~"ar:' I~ fill s Nog('rs Coof GIIIl'flllllY 1,111. 

" I 11<1 \'0' Iwen b ruad"""l iIW 0\",,1' CFH II IlIn '" <)1' fOllr 

lilll' ·" 11 w,·,·" "illl'" I ~no. Th,' h Ulldrl'd " nf 1('1",,11011<' I' ll]],.. 
am i 1111' Wrill,'11 .· Ilqll iri.·s thaI (,.'III t' in aI',' II gOl.,, 1 
barouwl'T of critH fnllnwing:' Ailil Ai/I/II/ - Ailil 
Adlltll I fOt/l('rru!t. 'r .•. 

critH "ff,·r" ,\011 11101'/' liM(' ,,"rs 111'1' dol/fir IlIill! Orl a ll ~ 01 111>1' " Ialion in 
rill' Torollio llrl·ll. Cornp ...... 0111' Bll r"all of Broade:t slin:; \ 1,·a"trrc _ 
ll11'llt ,. Ia lllliu!! an,1 "III' Ell i,,". lI a~· I1t'5 rllling" wilh Iho",· of o.lwr 
.~ I al ioll'" 

A ], ... ·ll t.. ' ]"WI1 of Ill lt';;1 flguro '" 5how.s Ihal OJ, '' E DOLl ,A H 
hll~';< o n critH: 
1.86-~ 

~.i9 .; 

3.52.) 

IlOtclltia l rmlio IlOnw . .,. aft.·r 7 II.m. (5-k j»'r 1,000 
JUllo' lI l ia l home;;;) 
pnlo'lI l ial rad io honws between 6 and 7 1'.111. (J6r 
PI'f 1.000 pOI"lI lial home~) 
IKllclil ial ra.1iu homes at ol llt'r lillll';; (2&- pe r 
1.000 IKllt'u tia! honlt's). 

-\11 I ]II' ~' radio h,, 'nt'" llro' in C ana.la 's rieh,-S! mark{·r. The liq Clwr ;< 
in du'"' ' hOrlH's t/o Iwar ami ael UpOIi crnn sa lt· s- uH·,;."agl'i'. \la"t· 
yOllr all\'\'rlisiu!! ,Inllar w' lrk hanl"r- o ll C FHn ! 

REPRESENTATIVES : 

crRB TORONTO UNITED STATES 
Ad.m J. Young, Jr. Inc. 
CANADA 
AII.Canada Radio Facilities Ltd. 

Ontario's Favorite Radio Station 

111 
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KDA NASHVILLE 

Year 'round-a top buy! 
ANNUAL AU DIENCE REPORT 
JANUARY-DEC EMBER , 1947 

WKDA Sta. A S tao B S tao C 

24.9 31.9 21.6 21.3 
I 

MUSIC· NEWS· SPORTS 
1240K C 

KDA Rcpltunt.I;¥t.-Forjot $. Co. 

( PrUIIOIIIICf'.l "WI{IZ") 

W I Z Z (f M) 

- All Buses in WIZZ .:\\llrkct (Salion's 19th in size) have 
THANS IT HAI)I O F~I Hcccin'rs lockt·d to WtZZ, gi\-ing 
WIZZ ;lI lnrti,.,('rs R,OnO IJonll .o; li s teners C \'c r~- 20 minutes. 

e C:XCLUS I\rE pl .. y.h~· .play Wilkes-Barre Eas tern League 
Baschall ga lllcs. home and away. for 19·H . and aga in for 
19·J8. ,\J l'IO, EXCLUSrVE I,lay-hy-play \,\' ilkes-fJilrrc Amer
ican 1..(·ag: II!' Ba~k (' II Hdl ~anll·~. hOlllc a nd <1\\'ay. for season 
of 19·17- 19·18. 

• Smartly Show-Managed in the Public Interest 
fLr 3 MILLION people in 3 STATES by 

'" 

SCRANTON- WILKES-BARRE-PITTSTON 
BROADCASTING COMPANY, INC. 

Hichard G. " Dick" f.:nlll~. I'rc~. ~1I111 C en l. :"\[;:r. 
:"ohi n 511 .. liOO'l &'OfTic"~ Trll,,"millrr.'{ .\lIll'linO :"·m ..... ·B.rre. I'a. ~ I "unlai" '1'''1>.1' •. 

l'IIf,1I1' \\·ill.e"·lInH~ .1- ';' I:! I 

Itrl 're~"ul"'1 ;\alin",}I1~ I,y 'I'll \;\':-1 1'1' H.\ lHtl, I;\'C. 
I ' ni"" Tru.t IIlil,ljll~ Ciudnuali 2. Ohin 

Sinclair made an inl ra-organiul(ion report 
on their sponsorship of the games last 
year. In it the)' credited bro.1dcasts wi th 
increasing Iheir oil bumer service con· 
tracts from 4,000 in 19.;6 to 6,000 in 1947. 
The commercia l on this service was taken 
off the air in August, due to the fact that 
the)' were at that time 2,)00 contracts 
behind. The broadcasts developed leads 
for oil bumer sales of $100,000. Sinclair's 
Betholine sells at a 3 cents per gallon 
premium over all other gasolines in the 
District of Columbia. At the time that 
gasoline commercials were dropped from 

I the progmm (also in August) Betholine 

I 
I 

sales ~'ere up 4O% ovc r the previous year. 
Twenty.five new dealers .... wc added dur
ing the baseball season. 

Old Gold some years ago sponsored the 
Senators but this hasn't deterred o,ester· 
field from buying them this year. The 
fact that the cost-pcr-thousand-homes for 
a tl>.·o-hour nighttime period for this pro-
gram is $14 was just one of the reasons 
why the tobacco company bought the 
ganles. The costs go up for the daytime 
games to S23 a thousand homes. 

This will be the first season during 
which television presentations of the 
games will be put to the cash regis ter 
test. The TV sponsors run the gamut 
from Ford to cigarettes and beer. The 
teleco)5! s arc being promoted to the hilt, 
some of the sponsors planning to add half 
as much as their scanning costs in extra 
promotion for the games. 

The games themse lves, broadcast and 
telecast, represent but a part of the 
money advertisers are pouring into b~
ball on the air. The "wann-ups" and 
"after-pieces" are usually sponsored by 
advertisers who can't afford to buy the 
games. They do a grea t job for little 
money. Then also there are evening 
round-ups of the games on practically 

I e\'Cry sta tion in the nation. Whether or 
not a sta tion carries play-by-play pro
grams, baseball is top summer news and 
it fi nds an earl )' e\'ening place on station 
schedules. Round-ups are also making 
th~ir appearances in late eve ning periods 
since so many games are now played at 
night. These nighl ganlt's are making the 
II p.m. news period something extra 
while they continue. 

The big problem for sponsors, other 
than those who underwri te baseball, is 
how to compete with these sportscasts in 
the good old summert ime. 

Baseball also is selling a great many 
extra radio sets for homes. If there's a 
baseball fan in the house, the house is 
pretty likely to have more than one radio 
r~'ceiwr-basebaJ1 has a selective audi-
enee. ... 

SPONSOR 

( 

I 



Clinton H. Churchill 
PRESIDENT 

u. POWER 

u. PROGRAMS 

u. PUBLIC SERVICE 

Affiliated With 

Arthur Simon 
EXECUTIVE VICE·PRESIDENT 

AMERICAN BROADCASTING COMPANY 
AVERY. KNODEL INC., NATION AL REPRESENTATIVES 

'" 



During the current 

winter seaso n ... 

advertisers 
. . 

spollsormg evemng 

half-holl r CBS 

Pad age Programs 

... averaged larger 
audiences* 

... at 40% lower 
talent costs 

than the average 

sponsored evening 

half-hour program 

on any network. 

" \\ 'hcllle r lUU re.HI \ i t' t ~I' l l or I lUI/per 
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WHEe 
N." •• ,~ N. 1 

33.0% 

STATION " S" 
N. twork No. 'l 

29.4% 

At Rochester's 
lowest cost per listener! 
Figures are average of all Hooperoted periods, Roch
ester, N. Y., from latest available report before press 
time (Jan.-Feb. 1948). 

WHEe has been the Hooper leader since Hooperotings 
were initiated in Rochester four yeats ago! 

MAY 19"8 

W",., phone or .. ". 
f." o.oilobili,i ••. 

,,9 
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His Sponsors Alone Make 
a Sizeable Audience . . . 

Sponsofco loca ll y OTt 293 :\Iutua! stations. tl lis ftllll('(II1I'I,'" 

commcu l<lh'r "ork~ for (I /0/ 0/ digerellt /,neal mhrrlisers al 

the sallie tillle. lie I..I'Cp~ thclll all grillilillg 1 13ppil~ as Ihe} 
('ock Ull car at their riu(!illg ca~!J·r{'g i 5 I er.~. A I~o the) cnja) 
the thought IIHI\ their IIcllm,,," program i~ hilled al a \m, 
pro-ralt'l! III/elll ('oSI ~Illli it 101" /oc(I/lilll(' ('o~L 

lIis pro;:.'ram i5 the orif!inal "co.np:' II gCIII'f;lll) nrig 
inall'!' in \\ ' a$hill~IOI1. n. C .. alltl i ~ pipetl to lilt' stalions of 
Ihe .\ Iullla! ;\1't1\(lrk. It's "!iw"- ;lIl1l till' local spou'''or's 
1llC5'~age tal~o "Jill''' ) ji" ~~Ilchrollilc(l ~<) \,('11 tha I milJiou;. 
of li~Ic'J1cr;; lhillk of Lhl' program as tilt' local ~pol1s"r'" ol'n 
",how. 

Si n('1' \lutunl i$ Hil st;lIi"n~, and the Fult"11 Le\\is. Jr .. 
pr<)~rall\ i~ ~pcII1~or,..d ,, 11 2~B. Ihu l le;\I,.. ", ""me dr"irable 
:lI':liJahiliti,..~. If )UU I,alll a re:ld~'IIl;l de :lurli"IH'e for a 
client I or }'uurseH) pcrllap" there's an op,..nin}! in rour ci ly 
r.1l1!. IHill' or I,irl' tIll' Co.operative Program Deportmenl, 
Mu t ua l Broadcasting System, ll-W Brnarl\,a r, SYC IE 
- OIr TrilHllH' TOI"·r. Chic'ago II. 

WOMEN'S PARTICIPATION 
(Omti11!ltdjrolll pagt 36 ) 

e(fCct on lo),alt), and intensity of listening 
is incalculable. 

The more informal the occasion on 
which f:lns flll.'Ct their program's me, the 
better. Some swtions have studio parties 
regul:lrl),. i\lcJv., Graham, WCHS, 
Chark'Ston, S. c., entel tains her listeners 
every Saturday nftemoon. In fair 
weath!:1 the listeners themselves plan 
giant outdoor picnics. with Miss Crnham 
as the honnrC"d guest. Local conditions, 
of course, including dIffering demands on 
the time or the mc herself, detenninc the 
extent and kind of promotion in which [he 
mc engag('S apart from her regular duties. 

In New York, i\\ary Margaret McBride 
(WN BC) held her tenth anniversary 
bro.ldcast in Madison Square Carden. 
Nineteen thousand McBride fai thfuls 
jammed inside the Carden and a claimed 
10,000 arc said to have stopped traffic out
side TO listen to MM M via loud speakers. 

The Cook and Dunn Paint Corpora
tion, Newark, N. j., decked ou t a ware
house for an anniversary party at which 
employ('('s and their families met Barbara 
Welles and saw hl'r broadcast. 

Since the stars of these programs have 
to look t he part, be it chic like Margaret 
Arlen (WCBS, N. Y.) or comfortable like 
Mary Margaret, photographS are vi tal. 
Kr\1BC's J une Martin radiates joyful en
thusiasm on the mike. The picture-s she 
brought \.\·jth her to the station repre
sen tC"d her as beautifu l but quiet, almost 
pensive. She loved those studies of her
self. The press relations department had 
a long tough assignment to persuade her 
10 junk those photographs and have pic
tures taken that looked like she sounded. 

PlOmolioll comes easiest to a program 
with a " name" attraction. More than 
almost any other type except big-name 
comedy variety programs, the low-rating 
women's participat ing show lends itself to 
"star" exploitation. Reason? In moSt 
cases the me is the show. Her personality 
very largely controls the fomlat. This is 
so much a fact that she can't usc program 
elements that her listeners fee l don' t har
monize with the way they kno\\.' her. In 
the few cases where an mc has fried to go 
her 0\.\11 way progralllwjse the show 
has stopped producing sales fOI sponsors. 

This occurred on a Southern station 
when the mc, \\ith a highly touted 
gJanlOr background, decided to mingle 
cronnmic commentary with her socia l tid
bits. It wasn't that the lady in question 
fni lC"d to grasp facts and figures. But they 
weren' t what had built her audience. A 
scientific listener survey indicated that 
the audience JikC"d her society reports, but 

SPONSOR 



harts your course 
... and yo u' re headed for a SlIrt: ~alcs SII CCCS" story! And 

110 wonder, thc re'~ power, there':, push, behilld Chicago's 

lead ing indcpcndcnt, servillg loca l and natiunal adve r

tise rs for over a double decade. Se t your comp,lss in any 

radio direction, Wli"il> ALWAYS HtUNG S TOP It I-;S L:I.TS: 

SPORTS 

NEWS 

MUSIC 

560 KC 

SURVEYS 

... Year ' rou nd cove rage! CUllS IIA S£. 

lIALL, IIJ:; A ItS fOOTIiALL, III.ACKI IAWKS 

II OC.':':" , ' lilIl we coul,1 go 0 11 , ami OIl. 

••• £\'I::ltl" 1I0t;H, ON T il E 1I0UIt, over 24 

newscasts a day. A reco rd ulllllatcilell 

by any oilier stalio n ill Chicago . 

.•. IILOCK 1'1I0C ltA .\I.\n: l), 2·, l, our5 a 

day and featur ing Chicago's ACI:: DISC

J OC KEYS 0 11 Illus ic show s that rauge 

fro lll Bach 10 Benny Goodman . 

. . . Put s WI N D al th e to p o f the dial. 

That's 1II0 r e covcraoe than from 100,-

000 watt s at the other end of th e dial. 

... Show W I i'i 1) th e out standi ng circu

latiou buy in Ch icago. 

• • • 

CHICAGO'S 
ONLY 

So Ict CIlI CACO'S LEAD I i"iG IN UEPEi"iDEi"iT char t your course and you' ll agrce 

CHI CA GO'S SURE SALES WI N:'IO EH I S WI i"i D! 24 
JOHN E. PEARSON IN NEW YORK 

HOUR ~ 
STATION < 
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COVE AGE 

Ev ery broadcast on WGY completely 

covers Ea stern and Central New York ... 

o ffen you prima ry coverage in Vermont 

and Massachusetts and plus coverage in 

New Hampshire and Pennsylvania! 

The leader in this important market 

for 26 years-WGY sti ll heads the list. 

More listener moil was received in the 

post year than ever before in the station's 

his tory. 

General Electric Broadcasting leads 

the field in FM and Television, too-with 

WG FM and WRGB established for nearly 

a deco de in the Capital District Area of 

New York Stole. 

No need for ind e cision when it comes 

to coverage of this upstate markel. 

---------------------------
National Representatives - NBC Spot Soles 

WGFM 
f,equ e ncy Modulotion WGY WRGB 

Tel, ... ilion 

50,000 wo". 
SC HENECTAD Y, N. Y. 

GENERAL '~ ELECTRIC 

nrongly dislik<.'CJ her <.'COnomics. 
I'>\argaret Arlen has ~en prolllotl'd by 

I \\'CBS as a glamorous reparter of people 
nnd events nbout which most housewives 
only dream. It happrns that she is an 
l'xpcrt in the branch of endeavor about 
whIch many houscwives \\'Quld j ust as 
soun not think, let alone dream. When 
the Lazarsfcld-Stanton Program ..... nalyzer 
was called in to tt'St the ..... rlen audierlC(' it 
reveakd thc (act that the majority of 
WCRS' a.m. audience just couldn't pic
ture Arlen hands in dish\\'att·r. Her 
microphone.' now paSS{"s right b) the kp 
assignment daily. 

Thc promotion of a woman IlIC as 
"intdk-ctual" or "holney" helps fix that 
picture of the microphone personality in 
the minds of t housands of listeners, 
That 's all-illlrorrant, in relation to her 
program form.1t and s.11es effectiveness. 
HOl'o"c\"l'r, wht"n it comes to the primary 
source of her influcnce with the lady of the 
house, [he most impressive picturc ,Ill 
audience has o( it:; "friend" involves what 
might be termed spiritual qualili<.'S
friendliness, sincerity, sympathy, judg. 
ment , enthusiasm, etc. These are the 
qualities which in the long run make 
listeners believe in the commen tator and 
willing to buy the products she suggests. 

Thesc also arc the quali ties ..... hich fonn 
the lmsis of much advenising for com
munity projects, Therefore conductors of 
women's participat ing programs are prime 
(actors in civic and humanitarian cam
paigns, They regularly accept fu nd
raiSing microphonc a.ssignnwnt s and in the 
promO!ion o( them the)' assume the stat
ure of communit ), figures. The more 
money they raise, the more good the)' do 
for under-privileged childrell , the mOre 
steadfastly they carry the bmlller (or good 
GlU5('S, the lllore they enler the hearts of 
the radio townspeople. More than most 
radio programs, the "" omen's participat
ing shows an.' idem ified wil h I he im· 
portant clel1lcnts of communit)' life. 
WOR, Ncw York, in a newspaper adver
tisill!! camp.1ign explained that women 
enjoy, believe in, and trust j\lartha Dean, 
not alone (or her stimulating intellectual 
qual ities. but for her heart - for the same 
rt'ason, said WOR, "she is Javed in 
Europe by orphans ..... ho newr s.2W her." 

Belief in the integrit)' and good judg
ment of a woman mc ..... iIl inspire ltstel1ers 
to do more than just buy the products she 
rccon;!ll('llds. II frequ<'lltly imrcls them 
to write letten- 10 sponsors telling them 
tlle\' can't find their product~ in ndghror
~ stores. Many of thell\ So1y. ill effcct, 
"Jo something aoout it." This belief 
of tell makes a listcner ask and a~k her 

I d('aJer for a produci until he stocks il. 

SPONSOR 
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Chcstcd'icl,l wallts Lo he satisfied too .. . 

That's why \VNBT was chosen-through 

Newcll·EmllwlI-tu In'uadcasl the New York Ciani gnmcs in 19£18. 

tu burruw the phrase . . . SATISFY YOUHSELF ... like Ligge tt alltl Myers, 

thaI NBC is the right comhinat ion for YOll r televisioll "laIl5. 

NA T IO N A L /J U 0 II /} CAS TI N ceo M PAN }' 

30 ROC K £ F E LL E R /' L A 7. .1 

NE W Y ORK 20, N. Y . 

MAY 19-48 

NBC 

'" 
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BASEBALL 
AVAILA BLE 

Cover 

IOW A 
with 

K lO A 
Sell with 

Parti cipation in Chi

ca!!,o Cubs games (day

tim c)with Bert \Vilson 

at the mike-April 19th 

thru September 30th. 

C0J11plcrc sponsorsh ip 

or participation in Des 

" Ioines C ubs' Western 

Leagu e gan1cs (l1i~ht

ti me) wi th 0011 O' Brien 

at the mike, Apr i122nd 

thru September 21st. 

Wi'~, C.II or W'll~ AllY 

PAUL Rio. YMER AGENCY 101 
compldt d.,.ilJ. or collt.HI KIOA 

940 kilocycles 

K I 0 
Oes Moines 

A 1 Ot t! ~O~~lb'''Y 

O'Cedar l:lSt )'l" IT had w('ak disnibution 
;n Nc"'" York for ItS cr(':Im polish. !\ Iartha 

Demit' introduced It 10 her listeners. In 
It,SS than 111.1) months, O·Ccd'IT ildd<.'d ll! 

V. hOk-S,1Icrs and over 800 n('w retilll out· 
IcI S (or tlX' product. 

In Ihl" arCi. !.('Tvcd by KELO, Sioux 
Falls, S. D., Iht' Norlh .... c.\o( Meat Supply I 
Company had (;rrlcd lime and tjlll{' again 
10 intt'res! a region31 meal chain It! carry· 
illg its "dup SH.'aks." ,\\arie Horton told 
KELO's I'.myhllt listeners abrnJl the 
sH.'aks and within tWO .... 'eeks from ,\1iss 
Horton's first ;mnounCl'lllCnt the cham 
changed its "no" to 1l "ye~" and ca rned 
the chip Stl·ak!.. 

Tlw (ormat o( the Ilorton and the 
I\o\artha Deane programs :He compll'tely 
different, Nl'Vl'nhdl.'ss the)" ha ve in com
mon the fundaml'rllal qualrtles ..... hirh 
make listell('rs bcli('\'(' in thelll. 

Who's Who recently pnid tribute to the 1 
part that promotion plll)'s in buildill~ the 
publir's conc('puonof a \lomall mdio per
sonalit y. T h('), ..... rot(' \\'CI3S lind reo 
quest('d t/K'm to subm,t a bioj.!rllphy of, 
Mar~aret Arlen (or publication, To til(' 
Who's Who subscribers .... ho requl'st('d 
that Miss Arlell be rncluded in the n('xt 
edition sh(' .... ·as a renl p<'rmn, not a mirro
pho,K' n;lI\)(' (or MarJ::H('t Hilles. This 
.... 'asn·t an accid('tlt. " 1iss Hines .... '011 the 
assignn)(,llt in competitIon "'ith the cream 
of New York's wornell act resses and air 
pl'Tsonalit i('s, When ,\ 1arj.!arct Arlen was 
built via promotion into 11 microphone 
pl'rsonal it), she was conceived so that , 
except for nmne, she'd be I\liss Hines, 

Some o ( the women's participa tinl! pro· 
grallls provide special opportuniti('s for J 

promotion. If the proj.!ram acce nts 
fashion matcrinl the mc frequently pre· 
sents fashion shows, judl!es fashion crea
tion oom petic ions, and somctimcs has a 
IIC"' style nallled after hcr , She may, like 
Ekanor Hanson of \\'HK, Clewland, 
acquire cxcluslve broadcasllIIll rights to 
special e\'e'lls. 1\1iss Hmlsoll has such 
rights for the Annual Home and rtowcr 
Sho .... ·. 

No successful conductor of womm's 
daytime presclltations IIcJ!kcIS h('r corre
spondence, TIl(' majority of lilcm Icstify 
that thcy answer ('wr)' leiter thcy re
ceive, Perlmps more than anr o ther 
sinJ:k factor th(' receipt of a pl'r1oOlIally 
signed leuer (rom h('t f.1\'orlt(' Cllllfirms a 
lisl('n('r's d('I'Otron. 

Promotion detl'"nine:. Ilw r;ldlU:. of a 
paTlicipatinj.! prOj.!Tnlll but the foca l 
point of Ihis ell lire <;('pnellt of hro;,dcasl 
adwrtisinJ:: is the me. Stilrt \ll\h ,I pretty 
top.notch per.;on-fullo ..... through with 
th{' right promotIon and )'OU rt'a lly 
ha\"(' somethinf:. 

The Ide.1 Hotel for Rest .nd 
Relax.tion. Be.utiful Rooms. 

Salt W.ter Baths, Glut in· 
closed Sun Porches. Open 

Sun Decks .top, Del ig htful 

Cuisine. G.r.ge on premises. 
Open All Yur , 

' '"inla (;riU ",,,/ Cockll1ill.QtI,,1!' 
1-'l1f!OTil~ n~nd~:rotu althe ".Ii'r 
FlJmouJ lor Fin(' r/)j"'~ 

E.cI",ivc Pcnniylv,ni, Avcnult 
. nd Botldw.lk 

SPONSOR 
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'" children 's ra.dio progra.ms were heard, bul not !lCen, T Otlay, in 

Det roit , t hc,y 're bolh SEEN an ti LISTENED·TO by a wide.eyed 

audience of thousantls, in Iheir own homes, 'through 

WWJ .T V, Detroit ', only lele\'ision station, t'or 75 minutes daily, 

WWJ .T V caters 10 " " ids", whose enjoymenl of 

/ 

these programs has been u presse<1 through thousands of letters 'T .... 0 ... FalHn" , ...... " .. " 
Jo .. ~ D"TT~U, ".r),ulln 

receivetl from children and Iheir parents. Naturally, _ 5:30.." 6 kiJ)'-.fH"'~ 

WWI.TV is proud to a<ld th is $u~eS$ to its long list of It)' ('II/LeO f)imih, or. , 

program accomplishmenls during its first year of operation, r; 

__ C'C'C'C'C''--C'""'--C'C'C'C',-,,°C'C'--C"--C"--,"--,o,.,"C"""!'--,""""',--o"!·"""·""" .. ",,-~·!,--,,c"~,,--co:,'..':,~,"o~,~,,--~"~,CW"-",--_ Wi"" Q ~W---
11. ,; ... 1 • • " , •••• ,.,'u", THI ('HoaGI " HOLlINGII., COIII' ... N , I 

MAY 1948 

AIIO,loI ll FM SloItio" WW),FM 
AIIO';oIl. AM SloIlio" WW) 

'" 

• 
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LISTENERS ARE PEOPLE 
(GmlilllU'lljrfJm P.1J.,(, JIl) 

tated that III the Nid-<:rl hOl1ll'S the 
llIinull' ..... "r.lisll·nin.: (iRun- ..... 115 lSI,; high
l'T thilll in Oilt'·st't {illlli!it"', 

I luop...r, un!II his ilwadlll~ ",r tI,,: hdd of 
cirruliltiun n'purts (or Jlro~rallls. did not 
check !1lultipk.s.,.·! Ii~t('nin!!, <,(1 in anum
her of caS('<; has ~hon-{'hanJ.:l·J hruadca~t· 
ing by TqxHting a 10\\/.'T number of SCts 
tUlk.'(i to progrmm than theft' actu:llly arc 
in tht' Icll'phulle h()n1('~ he calls. 

Hascd on a prlO! study on this ~ubjcc i 

in Ruffalo l:lst Z\:n\'clllbi:r.Occ('1nbcr, 
Ilo(}IX'T·so ..... n figures indicated Ihnl in the 
daytime the cxtm!oCt in.1 hon1(' did not 
m:ltcr;.,lIy .. Ike! the ~ts·in·u:.c figures. 
When the childn:n's hour arriwd, how
ever, tl1I.' eXira sct added 2.S more 
Irsteners. \\'hen pmgrarns din'Ctcd 10 

ju\'cnilC'S durin,e this hour range in ratings 
from 2.6 (Ad~'<'II/lIrr /'(lTIult, "IBS) to 4,3 
(Jilck ArmslrOllg, ABC) this :'Iddcd 2.5 C:'I1l 
change the ClUlre compleXion of T:'Itings 
10 rrogr:'lm~ addrl'~d w S 10 14 re:'IT 
ulds.. 

To further disco\Cr juSt .... hm this :'Ige 
group docs about its r;lUlU listenin!!, NBC 
employed the Gilbert youth TI.';.carch 
I!roup (TtYlI-Agrrs Lrk(' ,\I),slrries, SI'O .... -

sou, !\Inrch 1948) to :,ur\'Cy 1,100 of 
them, NBC ..... .1S rnterested b.1<:ic.1l1r In 

disco\'erinJ: whm happened on Saturday 
morning, hut .... hil t wa~ unco\'Cred for the 
scnior network gives further indication of 
thl' chnnging charact('r of the home, hour 
by ])Our, This sun'e)' indicates !hnt 50"'; 
or ruore of the 8 to 14 YCM 01.1<; arc ,1\'ail
abk' for li~t('nml! from 9 10 I I a.m. :lIld 
that the ;l\'nilability starts dwirldling nt 
noon. TIlt., report furt her shows that 
45.9', of the group "Ii~tcn e'err Satur
day," 18.9' ( "Ii~tl:ll l'\er}' otht'r 5.,tur
dny," 6,8', "]j,ten OUe(' a month," 10' ( 
"li5lt'li less than IlI1ce a rnoruh:' allJ 
IS.·V "ncwr listen," 

The 1.011(' Ndllgt'T has al\\a)'<; had:l high 
hStCl1CTShip arnOI'!! )oungstcr<i, so it's no 
surprise that it mnks f,r:.t .1n)Ong pro
gT:'l lllS prderred hy the S to 14 )'ear old 
group. What I1In) be a :.urpri:.e to sron· 
<;Qr<i is the f:rct 1I,:lt BloullIr anJ l.ux 
Th(',,/rT tic ror sccund pinel.' in thi~ J.:roup. 

Populant)' r:lIIkmg or programs b}' the 
}ounl!l>lcr~ lOok tile roll(Jlldng order: 

I .... ", R .. '" r; ~ 
Ill, r,1 lin 

I"" 1 lor 11,11 

I .. II;" In.h • lor 
I ... " I'''''r " i •. ",. lIu hi .,(, 
r,.,"l~h ",n ; .~ 
lI .. h ~" ... 
~UI"'''''''' " J .. ' ~ I,m." , " 

FIRST 
in the 

~~ • • 

He 401. renil IIIJrktt 

DAVENPORT 
ROCK ISLAND 
MOLINl 
[1ST MOLINE 

" FIRST to broadcast regular 

'daily dozen' pr09rotmS," 

woe WOC· FM 
$,000 W .. ' h , 14]0 ICc , 

BASIC NBC Afli1i .. ,. 

Col. 8. J. Pol .. . . , P, ... 

8 .. yr lotuld, . , M,., 

OAVEN PORT, IOWA 
Notional Representativel: 

FREE & PETERS. Inc . 

SPONSOR 



l:.'llIl{'r /)w·i., 

'fIll' 'f/,mln' (;"ild 
IJII II", Ai,. 

(' -
"'~'-:':",- I .. 

,/1 

Three years laler, 

b . 1. our IJrollHse 
we lOn e 

It was ~ l aT(· h . JlH.i. 

Ha~'mo lltl S"'ing ha, 1 ju ~ ! 1"'111 Ihl'" CefOTI!C FO~ lc, \'(·a"(I.l~· ComlJlo'mla lor 

A..-anl. Ailol (;ewge lI i{'l.:~ Im,1 jll~ 1 IIcell gh clI a ~ IM'l'ial ra Ti.· I ~· 

citali" " f"T hi ~ I).Jhy I 'TH;ltk3~1. 

Thi~, we ,h·,·i.leo l. "a~ the 10101111"111 tOf 1,1",.. .,1IT nwn IlOrn. So ,..,. I!"I 

il nu l. !J"li~ h l~ 1 it II!' .. . :IIul thclI didll't hi" ,.. il. l u~ le a,1. Wf' 

Ihuligll! il Oil" iiI ,,1 ]!n!ln i ~(~ 1 nur~""f'~ righl lhcli amllhl'rc Ihal 

AIIC " 'fl$/I 'II!"i ll ~ I" lot· a h,ml .hl,,,,illg nel"""r l. . 

For t hree I'ear~ and "Ill.' 111"nth. "" \.. l.' l' l I>UT !,Tt)m i ~e. Theil, Ia, ! ,,,,,.\.,. 

,,1,)J1g call lC I II(' ~1'It!le l'l';I I!<KI> A "'ani fell"", wi th am,tlU"r Cnmlll l.'nlat,lT 

{\ wanl. tills tim, for Hill," D."i,. 

PluS an It,,"anl fur TIll' Tlwaln' (;lIil.l ,, 11 til(' \ ir. 

Plus an 3" ar, \ f" r TI l{' Bn~ l "n ~~ IIlph"" .1 O r('II'·~ lra . 

\\ ' ilh {hree ,,[ Ihe n1U~1 cult' leo' 3ltar,l" in r:l.lli" ,'onfrn"11Il1! U'. IhNe 

"'3, 11 <1 rc~i~ t ing t(,lOllIali(lll . So "illl "UT I'r i,le ~ Iu",ing fn""lif", 

fC"t'1 a"a~. "C "i,·I.,·.I II], OIiT h"rll alI<I Itle\\ tllr"e Im"lltkl l k~ f"r 
Elmer, anll tlw TIII":ll r(' Gui "'. ami the I k"''' on' S~ IIlI,h,'n ~, An.1 "ltile 

we were a l II. "C th re" in a .huTI Illp.lli" fur ti ther ABC pril.cwillller. 

"r recent mo)tllh~: 1It'lIn ,1I"r[:/III. Ilill[: Cro.<"y, J{",,/ref Ir"ill ch('lI. 

umdi(I.l/kml"umr, The Gr('(l{,'Si S/flry El"rr TuM, .I/r. Prc!>idellt, 
,Hiltoll emu. n.lI"id /lrmlillg- Ctllmfrr"fl.', O,e" I'mfM)II, America's 

T O/l"1I Medillg. Tin' Melropolitlli/ OJ ... ·"'. LalUl "Ith.: l.ll$t. I1l11khuge, 
anti The Amerievw Frulllef. 

Now t hat we\e ~"u ndetl (Iff, wc're pU l1 inp; (l ilT hUTIl quietly awa~·. 

\\ 'c'Te £,l in/l I .... d-. In ,"eilll! nur n/l"le.1 ~c""' . ami we·"neler. ne,er 
101,1 Il;!ain. '1"',,,,1, ",: r..,? \\dl ... hard'., ,", c r , 

ABC Al11eric~n B roadc~sti ngCol11pany 
A 1<IT"'oa~ fll :6. a,ul" nuw", U.'·I"C ""tal< 

a 
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WE NE VER MISS, PIlRDNER! 
When it comes to rounding up a mall response, Mister, 
our 5000 watt pa"ern really rides the range In the 
rich PI"sburgh In dustrial market! Recently, Tom Mix 
held a dog naming contest on his regula r KQV Mutual 
prog ram. Of 63 stations handling mall directly, KQV 
corralled the 7th largest respons e • •. 3278 letters. 
Further proof that KQV consistently lassos a big bonus 
In ilstener prefe re nce and response for Its advertisers. 

KQV PITTSBURGH'S AGGRESSIVE 
RADIO STATION 

Ba s IC: Mut ual Net work ' Natl . Reps. WEED & CD. 

HIGH 

HIGHER 
HIGHEST IN TOWN 

32.1 HOOPER * 
H a. III. , .. 10 p. III. s halT .. I' arrdi e llce 

(Iu lal ratt· ~1 lime per ind ) 

WAPo -CHATTANOOGA-wAPo-FM 
• ),n.- F"b., 1948 Hoop", St.ltion l i,' ''n in! Inclu 

U,d. T,a<"), 5.0 
TrULl. or <.:"n"Qu<·nc~. ~ .R 
!l~d !>k~h(l" 1. 1 

L~,L IJ" L" 4. ; 
J ~,1t ll<'nn}" • . 0 

R~"'S4.'arch men fccl that the listings of 
Hupe, &'JlIlY, and Skelton are an jndjca~ 
lion thm the 14 year old's program de
sires dOll't differ too greatly from those of 
adult s in the conx'(!y fi(.'ld. A check of the 
Gilbert ofg:mization youth sorvey returns 
indicates that most of the \'otes for the 
programs which are thought of as strictly 
adult did come from I he older n."Spondcnts 
in this 8 fO [4 year old panel. 

Proof positi\'(' for the sponsor that in
funllation on people rather than homes is 
('5S('ntial is com ained in sales effeet iveness 
figures from this sun·er. Of the re
spondents who listened to Jack Arm_ 
sl rotJU, 25~ used the product , Wheatics, 
which sponsored him; of the over-all re
spondent s, only 14.6cr werc Wheaties 
eflters. Listeners to Lt l's PretelJd werc 
21.5',-;' Cream of Wheat users, '" hile of all 
respondents reported, lOr;;. ate the hot 
cereal. Onl)' 3.2C;{ o f the en tire panel reI 
ported that t he}' ate Chccrios. ""hile 
listeners to the LOlle Rallgrr were .; .6% 
Chcerios eaters. 

The Gilbert youth survey was con
ducted in four cities, Chicago, Pittsburgh, 
Philadelphia, and Ne .... · York . While, as a 
research organization, it's still tOO young 
fO have had its reports conclusi\'ely 

I tested, the figures produced from this 
study correlate with many other youth 
s tudies made in OIher fields. 

In Washington, WRC started a partial 
diary study (early a.m. only) last year. 
It has 110W come forth with a new diary 
for the emire day, one that concentrates 
on residents over 17 li\'in~ in the Wash
ington met ropolitan area (950.000 per
sons). This diary study covers the period 
frornjanuary 10 to March [and, accord
ing to Hugh Beville, directo r of research 
for the Nmional Broadcasting Company, 
is ba~ upon a repre5('ntathe precision 

sampk. 

I In this report Jack lknny was first in 
! til(' Capital. wit h an audience of 280,000. 

Hooper's Octobcr-through.Febru;lry City 
rating, co\'('rin~ a period which roughly 
may be said 10 develop fi~urL'S comparable 
to WRC's individual-listeners report, 
gave ja("k Benny a 26.5. Projecting 
Hooper's rating ag;limt the 950,000 
proplr co\'l.'rl.'d in the WRC diar}' study 
would give jack Benny 3n audience of 

t 251 ,750 .. Till' nC't.-d fo r listener reports in 
tellllS of people is clearly sho .... n by con
trasting WRC's STUdy of Washingtonian 

SPONSOR 
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POP" 

OCTOB ER-FEBRUARY HO OPER 
FAL L - WINTER REPORT 

WHBF . .... . . . . 
SI I· " B" a Ion . ... 

M O RNINGS 

. 53.5% .. . . . . 
20.2% . 

(~ of sets in use) 

AFTERNOONS 

. . ... 36.0% 

21 .1% 

Yes , W H BF delivers the daytime audience in the Ouad
Ci ties- the largest market in Illinois and Iowa outside of 
Chi cago- over 200,000 urban population- four cities 
nes tled togeth er forming one ma rket. 

WH8f 

les Johnson. V. P. and Gen. Mgr. 
AHiliale of Rock Island Argus 

". 

• 



Advel'Lising Dollal' 

HIGIf·f)OWERED ~10NEY 

RIClUIOND 
tt1£ 

IiJIl£IV W R N L 

>, :;.;,-,:. 
.' . 

" :; .. 
130 

-
As the term js uled in economics, HIGH. 
POWERED MONEY means u expenditure th.t 
pro ... o~el further and greatly multiplied expendi. 
tures end income . .• the doller with. repid 
end sust.ined turnover ••• • good income pro
ducer. 

We know of no beHer definition 
of • well-spent .d .... rtising doller. 

RICHMOND, VIRGINIA 

5,000 Wall. 

910 KYLOCYCLES 

fDWAID 'fTIY & CO .• INC ., L 

• NATIONAL Rr.lrSrNTATIVrS 

listenin g ;llld I looper'!. \\'a~hingwI11bt(.'n. 
inl( index. 

\\IH; 1',,,.,,,,"1 <I1"r}' ,", 11""r"" 1:11 )' Kallo.!! 
I',,,!!,,,,,, lila.), 11,~,,,,'r IltHl p".",ln!! 

ja .. k n.-,,,,)" l~D.UOO lSI.HO l(.. S 

'''''''' '11' .\,,,.1)" lW .. 17~ H~.MIIl l~ .M 

Hhh.-r .IICC;,,(" J~~.~7!> lll ,,11M! I .U 
( :h".II., .1' r ( :ar I h) 240,MH lSO.MO JI'" 
h o' d .IU.·" JJ H.'1'_~ 14~.1S(I I S.; 
II"," 11""t, 111,Joo 1 7? 5_~O IH , 'I 

\lr. II. ,\, 110.'''"1 '~~.i~1 ~., 

U"",J"u~o" 10'1 , (1(10 1'It>.b~1t ~., 

I)ully·. T~"'r" 1(1 I .H7~ 1.1.\,7l1li lUI 
\\ hl ~hd' I~H,IOIt 

I( ~d M,t'i,UI' '~~.1~ 

T.",h t>C 

( :', Il ... q" .. n c<'h , "2 ,'fI~ I'II",,!I(I 10,7 
,-,,.1'h ... ~" r ' ;~.'(Jf, ./111,,1$0 lU 

C;,,,J .. <,) '. 

T~I ... 1t s.''' ''' ~ '"' .. 1.<''' lil ,~0(1 1~.1 

(, II,J,' r~ I,"" " 1!>f..HIl I S~ ... !ol) 1t. .7 
'\'<01 "1.",1,,1 h 11 .. ,/"" ," "'''~''' 91,,'', I. c. 

In many case .. th.:re is an amlning 
correlation betwel'11 this new persona l 
diary fomlUla and a projection of a City 
Hoopcrming. This is to be expected 
among Ihe top-ranking program~, which 
in order 10 have a broad appeal are 
plmmed to reach as many ages as possible 
and bOlh :.exe... It is where pmgram~ do 
Ilot appeal equally to all members of a 
family that radio home li ~lening figures 
(!-loop.:r) and indi vidual listening reports 
divcrge. Typical of these programs, even 
among the "diary" first IS , are 
Duffy's Ta l'ern, which according to radio 
home figure~ would ha\'e an audience of 
233,700 individuals owr 17 and)"1'1 is re
ported (\'ia diary ) 10 haw on ly 201,875. 

Naturally Ihe sharpest clea\'age be, 
tween " home" or " famil y" figurl.'S will be 
noted during the day time houn. \\ hell for 
the most p.1.rt only the lady o f the house
hold is available for lislcning, WRC's 
personal diary devdopcd individual listen
ing figurt.>s for WTOP's 12 to 2 p.m, 
stretch of day time programs that under, 
line this point. Lblenin,l! fi gurl.'S con
tras!Cd \\"ith comparable Hooprra tings 
~ho \\' that when the latter are projccted 
af,!ainst the 950,000 0\"(.'r· 17 -yea r-old pop! ulation of metropolitan Washington, 
there is frequelll ly as much as 50C;C inna
tion in the "home!." listeninf.! figure over 
Ihe individual listenin,l! index. 

Time 

""0" 

\\,U I' ",.'n"n'~ I.i"~"'n~ 
1'..,"" .... 1 DL~" '" II,",,,,,, .. , .... on.,.. 

,·' ...... ' .... 1 110.,,,,,,,. 11001"'1 
l)'~f}' P,,,j...:,;"n. I..itr lL"i,,~ 
W,900 ~1,;()J , , 

11,1~ p,m, n.~no ,09,J50 U 
11;,ln ,<5.100 ;b,OOtI " 11 ;l.I _11.1.<0 (,;,HO • , ,,'") .~I,J.<O ;9,<Mt • , 
I'l.l ~9,I(lO ; ',9OIl " , '" ~(I.~\O ;nJOO • • "'< 40.l1~O -'.I,l,)(l -' n 

Prior to the WRC ~ur\l.'Y It \\a .. be
lic\'N that Ihe individual dtarie~, being 
more ddilllti\ 'e than the "radio home," 
\\'uulJ deli"er lower rating lif.!urc;, for pro
gr,nm ill all cal'{'S, 1111.' comparison be
tWC('1l this I('ron and Ilonr .. :r indicales 
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NETWORK IADIO _ H alf.h ou r p rogra l1u 
o n O\'t:r 100 C BS ,,,,, io n s fo r mOr~ 
Ihan three years. 

MOTION PICTURES - A lo ng suing of 
first class WCSlcrn5 supporting Gene 
AUlry, Jo hn Mack Brown, in additio n 
10 numero us musica l sh o rts. 

PERSONAlS _ California 's ~Iate Fair ..• 
;>"(embers o f Ca,mel Caravan T o urs of 
U . S. A r m y Camps •.. SiaN o f Pa sa· 
dena ' s Annual Sporu Jamboree. 

HONORARY UXAS RANGERS _ Commis. 
siolls from Ihe GO"ernor of Texas in 
a $pttia l coaSHo·coasl broadcaSt, 

YA~lnY U YIEWS _ "Am"rka'~ fore· 
mo.1 s;nl/:ers o f we~[ern son~" ... 
"C lan 'A' production" ••• "Swe ll 
. howm anship" • 

STAGE APPEARANCES _ SUfi o f Ihe 
KMBC Brush C reek Follies ... H ead· 
linef$ a t Kansas Ci l y' . Tower Theaue. 

NOW IN HOllYWOOD -Appeared in 
"The LaSI Ho und u p" Sla rr;n!; Gene 
AUlry, fo r Columbia . Just comple[ed, 
''Texas Sandman." 

TR ANSCRIPTIONS _ Used by r adio na· 
lions j" Ihree eounuies [0 pro "ide en· 
joym e lll fo r m illion s and boos[ sales 
for spon sors. 

The impressive success of "The Texas Rangers" ca n be you rs by mea ns o f 
their electrical transcriptions. Over 500 songs 3rc available to prov id e an almost 
endless combination of prog rams. The COSt is based on the size of you r market. 
Along with spo nsorsh ip of"Thc T exas Rangers" you h ave the added am muniti on 
o f a 48·page so ng book and picture album-an idea l g i\'c'away o r self. liquida ting 
offer. Hi re "The T exas Rangers" to notch up H oopcr3ti ngs and sponso rs ' sales 
.. . they have a proved record of success. \'q ritc - bcucr yet, wire - for 
comple te delails. 

~~HUR B. CHURCH PRODUCTION 

Pic k wick Hol ft l, /(o n, o , Cjt y 6 . M j llo,",'; 

a 
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the WATV Test·Pattern 
is now being telecast daily 

in the New York area 
on Channel 13. 

the new WATV Mobile Unit 
will begin remote operations 

in April. 

WATVmain Television Studio, 
world's largest, (84' x82'), is 
rapidly nearing completion. 

'" 

serving New Jersey and 
Me tropol itan New York 

,lwI this is lIot n('ce~smjl}' socxccp' in Ihe 
daytime. Amon!:: the fil"'ot 15 evening 
programs ( 11 of which arl' romp..1Tl'<l dUl' 
10 lack of Hoopcr:uin~s for the other 
two) the diar}' reponed !>e\en programs 
..... ith gH'ater audien«'S th.1n Honper and 
s ix .... ·llh lo\\cr individWl1 dia l in~. 

There was a tinK' ..... 11(.·11 audlcnce rom, 
position figures muld br ("QU lll l"CI upon to 
help sponsors T('ach a IiRUn.' of ho .... , man)' 
people listened to thl'ir pro/;lrams. Ho\\ 
that time has pas<;(-d fmm thc scene is 
indicatlXl by lloopcr"s awra!l{' audience 
per listening set (iRlm'S. In 1944 he re· 
pom'<i 2.60 per (('('('her. In 1945 this 
(igure started slipping, ..... a<; 2.59. No 
(iRur('S were available (or 1946. In 1947 
listeners per sct in \If.C dropped to 2A5. 
Cum:n tly the) aTl' tablxod a t 1.19. On(' 
of thl' reasons for this sll'ady drop is the 
incrl'asinU number of re((:i\'('r~ pc:r honll'. 

Another group of 1i ~lt'ners \\ ho ha ve 
seldom fou nd them-.cl ves ill an)' audience 
indeill: arc the men and .... 'Omen who listen 
as they drive. In Wa~llInglOn, WRC's 
first (X'rsonal dia ry for thl' l'arl)' a.m. 
hours iOOlcatl'S that IA'R of the Dis.
trict 's rcsidl'llIS Ii ~ t ('n on their auto re, 
ceivers !x·t .... ·{'('n 7:45 and S a.m . Be· 
t ..... ('{·11 8 and 8:15 a.m. au tomobile radios 
account for 1.11]( of WashinJ:ton's ears. 
Come 8:15 a.m. this figure reachl'S 5.59<. 
th<.>ll d ..... indks practic..111)' to : ero by 9:00 
a.m. How irnpon :m t thiS auto Iistl'ning 
is can be judg("<i by the fact that Ihe 

mobile listening a l 8:15 a.m. is 1110re 
listening th:m nn)' sta tIOn in the Mea has I 
al thai mOl11el1l , t he toppt'r, WTor. 
rating only 4.4. 

Tekvision hOllll"S OI lS(} inv:lJidaH' listen' I 
ing rq:)()rt (od ill terllls of f.1I11ilies. Th e 67c 
of thl'$(' homcs in Ne ..... York ..... hich ..... er(' 
listed in l-loopt'r's (irst "Tcleratinu" 
(Fl'bruar}, 8) as listening to Jack Benn), 
.... hill, their TV recciver was focused 011 
Th(' Original .-\lIl(1t('llr 1I0l/r (WABO) 

..... ere ob"iously olll}' p.1rtial IlOllll'S. As a 
matter o f record a check.up on th('$(' 
families re,"e:tled that literl' \\('f(' just 1.15 
pl'Ople lisll'nin~ to B..'IlIl)' while WABO's 
visual program had over f()ur viewer<; in 
thl'SC ,'ery ~al1K' home ... 

There i!. a fl'CIIIl~ that TV is making the 
family more of a unit thall il h:ts b...'<.'n 
durin J: till' ren·1II }l'ar~ 01 broaJca~til1J:. 

Thi~ i~ tme only for th,' Ul1111l'dla tc bright 
11('\\' days of \'i~\lal pWJ.:Taming. \\'hen 
limn/v IJnotly is tl'kca~t b\· tIll' NBC·TV 
lilt work, the audil·nC\.· j .. praCtically 100':f 
jU\'l'mle. ,\lothrr i!> H"f)· "u~r dOing 
o ther Ihill!!~ fmlll ~ IfJ 6 1'.111 .• lIId dad 
i~n'l home )'l· ! . 

It' ~ l'a,il'r to rq"\(')rt li'I{'nilig at KI 
\·i('will/.: 111 Il'rlm of hOl11n bUI Pl'Opll· . 
1I0 t 110mb, h~ tl' l1 alld look. 

SPO NSOR 



Program and audience rtlting of Knoxville , Tennessee 
Rad;o Stations from 7 A. M. to 7 P.M., Mondtly 

through Fr iday. April 1948.* 

PERIOD SETS WROL STATION STAT'ION STATION STATION 
IN USE "A" "B" "C" "0" 

7:00·8:00 
AM 

8:00·12;00 
AM 

12 ;00· 6 :00 
PM 

6:00·7 :00 
PM 

26.) 46.5 3].6 12.0 6.0 1.9 

2).2 4).4 27.5 17.9 5.5 5.5 

24.7 40.6 29.6 18.0 7.4 4.) 

28.1 4 1.8 )98 8.9 5 .• ).) 

- From 0 monthly onalr.;is of l istening 
habiTS sponsored by The R.adlo Statlan~ of 
Knoxville, Tennessee. 
''''Coin,id(!nlal telephone survey method 
used. 14,400 ,ails were. made. 

• Greatest Coverage 

• Greatest Audiences 

• Lower Cast 

K N 0 X V I L L E 
5000 WATTS 620 KC. 

WROL FM NOW 76,000 WATTS 

JOHN BLAIR AND CO. NATIONAL REPRESENTATIVES ~ 

,: 
'. 
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.~PEAKS 

TV Careless Habils 

Already sollle television st;lIion ulll'l1Crs 
arc dri fting inl o careless habi ts. t\ num
brr arc forgcnil1 g thm cnh:nllinmcllt is 
the prime fUIlClioll of any broadcast 
medium. They're spending hundreds of 
IhOU5.111ds for equipmcnt and pennies for 
progr,ullS. 

Spol1sors (; 111 do ~un J('t h ing about this. 
'I'll(') C:1 Il1C il1to the radio picture after 
broaJ('lI~tjng had built ils audience, had 
become :.l potcntinJ advl.'nising medium. 
It 's different with telev isioll. Sponsors 
llH' in at the birt h. They can, as indi· 
vidu:1 ls, c~lnb ljsh a yardstick by which 
the)' can nt\.'aSllrl' a station 0 11 \I:hiel! they 
pi'l l! to le1CC<l~t. J f a station j;, doing very 
!itlk COl1l1l11Ulil Y service, if a program 
~chcdull' SllO\\'S little thought and It'SS 
jJl\'cMmcnt. ;1 sponc;or can logicil il y Hltll 

to ,1llntlwr Mat ilm tha t i~ n'lldcring n 
Tenl ~·rv iCl..'. 

,\ ~l'(jll~ur Call reqlle~t informatiun 
wh ich go!.'~ ~yund til\: pcJ",cr of till.' ~ t n

tillll, !hc nurnlx.'r of n:tti\,crh in homes, 
,md the I.'CW10lllic conJltion (If tIll' terti
wry ~l'r\'cci. Spomnr... ClUI a~k to ~ce a 
pmgr!l lH lo/.: can inve51igatl' ll,'het!Jl'r a 
stntion b simply Iookill/{ ahead to the dny 
when it will h,l\'(' a nNwlJrk program 
service or is rendering <! ~er\'i«' now. 
Exten~i\'l' teicvisioll pmgr.uning CWI be 
tuo hel1v)' a burden fo r a Ill'W SI:Jtion to 
carr}" but it is mlla~ing: what can I:le done 
wi th n little cl1sh and some ingellu it }' and 
a real de~ire to serve \'iewers with worth
while entertaimllent. 

With film ;JIld network pmgram serv ice 
it's going to be I'as) fur a lotlltion 10 do 
nothmg cre:l tive, That's not the way to 

build telc\'ision into :1 heal thy facet of 
broadcast advcrtising. Neither is it an 
honest way 10 serve the Americ<lll " iell,'er. 

Arlhur Godfr ey on Resulls 

Master S:l lcsman Arthur Codfr!.'}" 
~pcaking at the CCNY Awards Lunchrorl, 
came fort h with some cugenl clues on how 
he docs it , and how others may, too. 

" Be natural," advises Mr. Godfrey. 
He traced his 0"'11 risc as a sUiX' rconvincer 
to his underst:l!ldingof huw to talk to the 
f:unil y in the parlor, the hou$C\\'jfe ill the 
kitchen, the fnTllK'r in the bam. 

TIl(' way to sell on the air, maintains 
i\ \ r. Godfrcy, is to integrate the commcr~ 

cia J naturally intu the program. The 
sySll.'m has paid off handsomely for him. 
He's sure thm more sponsurs will do 
Ix'tter (IS SOOIi as the) h.'3m the ar t of 
ocing natural. 

,\ IT. Codfrey asks spullson 10 look to 

th..: thou",mds of stations throughout the 
nation for (rl'~h, cmenaining, natural 
ta )(' llI. RaJio st:ltions arc wdny's talent 
training sch')(Jls. 

TIlis sugge~ t ion appeals 10 us. We 
beJiI'VC thilt ~ornl' en terprising sponsors, 
utilizing thc scouting tactics of the base
ba ll dubs, arc bound to cOllle up with 
~mle ~tar programs :lIld sta r performers. 

How Olh,rs Do II 
" What ~pomors ask ofthe NAB" is the 

subject of the highlight feature of this 
i ~ue. In a ~erie s of personal interviews 
sponsors and their agencies gave their 
vi('ws, for the first l ime, on ""hat the 
broadcasters' trade association can do to 
stimulate u:e of hroadcast adven is ing, 

What struck us was the uni\'ersalit), of 
their pica fur more knowledge and know
how of the broadcast adve nising media, 
We've reaHzl'd (ur son1\.' time tha t ad\'er
tiscrs and agencies considered themselves 
shon-changed in their understanding of 
the air media particularly when the 
other advert ising media gi\'e them so 
much . We've editorialized time and 
again to that effect. If's reassuring, at 
this time , to have the men ""00 foot the 
bills speak directly to the industry ns they 
do in the symposium in this issue. 

While we pondered all this we came 
across a story in the da y's New York 
Tim(!s indicating that the f\d\'crtising 
Bureau of the AN P,\ is well aware of the 
advertiser's quest for media knowll.'dge. 
This year their war chest (for one yea r uf 
advenbereducation) will exceed $1,000,-
000, They regard that as good business. 
\\ 'e think the story imponan[ enough to 
broadcasters, and the men who buy from 
them, to bear reprinting in its en tirety 
(sec page 86), 

..... ~_~~ __ A), ~ la u s e _ ____ ~ .... 
A BURIED BUGABOO 

This Sl'a'>On baseball ha~ hclpt'J bury a blOlldCOlst ad\'ertis
ing hUJ!nboo, For years, n cereal sponsor ""ould Ill'\'('r COIl
~ider a program that had been in th" P<lst sponsored by 
another ccrt'a!' One cigart'tte would as soon sponsor a pro
gr:Ull formerly underwritten by another tOb.1CC<l firm as it 
would h:lvc used ;mother cigart·!t("s slogan. 

Despite this decl1dt'-lollg tradi tion of refusing to follo\\' 
another sponsor of the same type, lig!:ett & I\lyers through 
Newell-Erlllnctl purchascJ the broaJcaslS this scason of the 
\\'a~hinJ!UJn Senators. It wa~Il't tOO llla llY yea rs ago that 
OIJ Goldf were paying the bills for arring: thesc garnl' ~, 

General Fonds through Young & Rubic:l m for Post cert'als 

,3< 

bought co-sponsorsh lp of the Brooklyn Dodgers, ror 19·18. 
It wasn't Illore than five years ago that Clmeral Mills was 
~ellillg Wheatics wit h the Dodgers. 

These acJvcni:H.'rs and agencies arc minting the "" ay to all 
buyers of broadcast time that a good program (and there is 
no question oflislener int(,TCst in thl' &nators or the Dodgers) 
has an audience that cnll be sold any worthll"hile product. 

This dOC'sll' t mean that iln ndvcniscr shou ld usc a program 
that las t scnson \\'as 5elling a cornreting product. It docs 
nll'illl that just beGIUSl.' a program hl1s once sold one brand o f 
a conm)()dit)', it IlccJ not ~ marked by all brands of that 
cornllloJi ty a ~ "Ollt of bounds" for l1Jl time. 

SPONSOR 
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HIGHER TOWER 
GREATER POWER 
The \ ignol streng th of television SIQlion WlWT, Ci"drma!i, hOI 

been increased lOO·fold. 

W l W T now operates 01 mo.o;imum government.authorized 

power-200 ti me I more effec liv" thon Ihe tempora ry transmi llcr 

used dur ing the consiruction of our new focililies. 

With rhe comple tion of Ihe new $600,000 studio ond Irons
miller plont. rhe sigh t·and-sound 01 Ohio"' f,rst television slolion 

originaTes from the newes l, fonlHI, mos l up-Io-dole television in

stalla tion ill Ihe coun try. The WlWT effedive coverage (I'eo 

now camp,ilcs 0 cirde of 45 milel in radius. on oreo whi<o 

encomposses 380,000 iomihcs- I,3oo,000 people. 

WlWT i\ providing Ih is impo< lont market with 20 10 30 houn 
01 television ulr .. i(c weeklY-1even do)'s 0 week, of Ie moon ond 

evening. The progrom "hedule provides 0 boroneed for e 01 rive 

leolures eoch week. including boseboll, wre.lling, news, home· 

moker shows, quiz gomes, foshion shows, weolhe. new$, hobb)' 

shows, puppel shows, oudience·porlicipolion progroms. odviee 

on pels, ond mi.cet1oneous sporh evenls ... in odd'lion 10 leolure 

movies, cortoons ond film shorls. 

W l WI's coveroge is ovoiloble now olso. On 0 non-interconnec ted 

network bo';s. 10 no.ionol odvertisen u~ing the N8C te levision 

netWOlk. 

Ever)' locilit)' 01 WlWT hos been designed e.peeioll)' lor tele· 

vision. The ver)' 10 lest, most odvonced equip ment ovoiloble hos 

been used throughout .he sludios, .he Ironsmi lle r, Ihe 570·loot 

onlenno tower, ond the mobile microwove Ironsmitler unit. No 

eJlpense hos been spored 10 ossure Greoler Cincinnoli a"d su r' 
rou"ding te.ri lor)' wi lh the fInes t, mosl dependoble te le vision 

service possible_ 

In lormetion on rales, ovoilabili'ies, participali"g sponsorship 

and focilOties o.e available upon request. 

I 
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The best way to reach teen-agers 

Radio! 
• 
IS 

• Tccn.ag:ccs ... whcther yo u' ll ,(dOl i! it Of nOI ... an: an 
undcniahll..' huying innucocc. The) c riri ci7(: )<Hlr clOIhl.::!:I, 
c hoost.' your cars. plan your trips and give you lip!> 
on almOSI cn:r)'lhing! 
J:: \'cryonl' who knows (well-just about c\'(.~ ryonc) sa)'!> " the 
best way w reach kids is radio!" And .. . in the great 
Clc\'(:land mark{,'[ ... the nest way to c<::lch tecn· 
age rs is with \'\') \\"'5 TeCII· T illJeI" Uer'1ll'. 

T een-Timer U£'l'Jlf!, in i ts Sunday SIOI, is a hOI Spot for a oy 
all.family produci that nc(: t1 s added promotio n in 
the great Clc\'cland ma rket. 

• A[crl,a~lo!tc,)iH·. 

arfi(ulafC,fhi, 
Io!roup •.• chI,' (:1)( 

of \\'J""l T('f~,,· 
Timer Rt'I'IIt'.;; 
pack, a puwerfu l 
wa ll"p "ilh Ihe 
plunger ,1,'1. And 
"h:u the)' do to 

parcnl l cou ldn't 
happen 10 nicer 
people! 

• (huck PIon . .. 
.... h o ,e \\'J\\"' )hov." 
hy leen ·a~ers (OC 

!ccn· :I.I:'CCS is a 
)k ill(ul blend of 
) I)' Ic),) pori s, ufety 
hint) :and hOi mu)ic 
... h a junior 

)cn)alion in !cen_ ( 
a,:.e ci rcles . 

Bill O ·Neil , Presiden' 

CL E VELAN D 8 5 0 KC 

5000 Watts 
BASIC 

ABC Network 
REP RES E N TED NATIONALLY • y HEADLEY - REED COMPAN Y 



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 
or by electronic methods . This file may be downloaded without charge 
from the Radio Researchers Group website at http://www.otrr .org/ 

Please help in the preservation of old time radio by supporting legitimate 
organizations who strive to preserve and restore the programs and related 
information . 
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