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Pipe smokers ~ar they get a lot of satisfaction 

-:\ world of peacefu l re laxation and pleasu re, 

Out of a quiet smoke. To real pipe fans a pipe 

is, in fan, a mighty important part of their 

c \'cryday living. 

To people Ji"ing In anr one of dle seven 

cities listed below, a local Fo rt Industry Stn-

Til E FOHT 

" 

CIon , too, is a part uf c\'cryi..lay life. As a local 

instit ution. each Fort Industry Station seizes 

('\'cry opportu nity to join in the furtherance of 

community enterprises-to render public serv

ice. For advertisers this means that the seyen 

sta ti o ns li sted below speak with a ' -oice that 's 

listened (0, belie\'ed in, acted upon. 
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CAPITOL TV 
OUTLET FOR 
CBS PLANNED 

LAROCHE LOOKS 
TOWARDS NEW 
ACCOUNTS 

WPIX IN FILM 
DISTRIBUTION 
BUSINESS 

N. Y. RURAL 
NET ON AIR 
IN SUMMER 

ONE IN 20 
N. Y. RADIOS 
FM-EQUIPPED 

$35-$75 MINI
MUM ASKED 
BY ACTORS ' 
UNIONS 
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CBS will get around probl em of not havlng TV license in Capitol 
by turning over WTOP and WTOP-FM to new corporation in whi ch network 
will have minority (45 % ) inte r est. New organization will be con
trolled by Washington Post which will sell WINX and WINX-FM. 
Appli cation for TV license fo r Post-CBS operation will be made as 
soon as WTOP and WTOP-FM transfer is app roved by FCC . 

Wi th Ell is name 
step up efforts 
now represents. 

- SR-

dropped f r om his agency's title, Chet LaRoche will 
to bring in more accounts to bo l ster slender nine he 

Representations have been made to number of execu-
tives who control accoun t s at other agencies to come on over. 

- SR-

WPIX (N. Y. Daily News) wi l l be in motion picture distribution busi 
ness in big way before year is out. In order to assure itsel f of 
adequa te supply of program mate r ial, WPIX purchased U. S. TV righ ts 
to 24 Al exander Korda films . These have been sold to WGN- TV and 
number of other stations. Station is in market for almost unlimited 
number of films if of topflight quality. 

- SR-

New York's "Rural Network" will be in operation before fall if no 
strikes hit General Electric which is supplyi ng stations with equip
ment. One seldom- ment ioned name associated with network in execu
tive capacity is Miller McClintock, former president of MBS . 

- SR-

5 .6~ metropolitan New York homes have receivers with FM that enable 
them to tune waveband cu rrently in use. Recen t Pulse of New York 
su rvey indicated that WQXR-FM rated first with FM homes (26.2% of 
all FM listening). Next f our in order of FM listen i ng we r e WCBS-FM, 
WNBC-FM , WAAT- FM. WGYN. This is first survey taken since nets 
start ed duplicating AM pr ograms on FM outlets. 

- SR-

Minimum rates asked by ac t ors' Tel evision Committee run from $35 for 
under-15-minu te telecast to $75 for hour-and-half program. Bottom 
figu re includes only half hour of dress rehearsal. top scale two and 
one-half. Final fees fo r performers not expected to be too far 
f rom these demands. 
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TV TRAN
SCRIPTIONS 
INTRODUCED 

GENERAL MILLS 
URGES DEALER 
TIE-IN ADS 

TOP RADIO
CASTS PULL 
20% OF' 
TV HOMES 

MULLEN TO 
BOSS TWO 
CBS STATIONS 

FM TO BE 
USED FOR 
STORECASTS 

STATIONS BAel< 
INDUSTRY-WIDE 
PROMOTION 

, 

During early May. DuMont demonstrated its "tele-transcriptions" to 
trade press and advertising agency executives. Not having extensive 
motion picture facilities , DuMont proposes to photograph programs 
off face of specially-designed receiving tube. System is a variation 
of Paramount's. which was demonstrated in New York recently on 
Paramount Theater's large screen. Cost is about 30090 higher than 
transcribing radio program of same length, but far under motion 
picture production rales. 

-SR-

Over 500 General Mills appliance distributors are being urged to 
stimulate local dealer advertising tie-ins with current Tru-Heat 
iron advertising campaign. Product being promoted via ABC's Betty 
Crocker ai ring and 210 newspapers. Emphasis is on D. D. S. P. approach-
"Display, Demonstrate . Sample. and Promote." 

-SR-

Only radiocasts to draw more than 20% of TV homes in N. Y. during 
April, according to Pulse of New York. were "Gang Busters" and 
"The Amazing Mr. Malone." However. both of these competed with 
telecast of Women's National Press Club Dinner in Washington, which 
was more or less dud. Programs like "Fibber McGee, ,. "Amos 'n' 
Andy." "Kraft Music Hall" rated on 3 % of radio-TV homes during 
month. Among Pulse's radio "Top Ten." only Lux Theater attracted 
over 10 % of TV homes. 

-SR-

Frank Mullen's exit from NBC will find him directing destinies of 
two of NBC's toughest competitors, WGAR in Cleveland and WJR in 
Detroit, two areas in which CBS stations have frequently led network 
field in listening. It was Mullen who personally okayed recent 
hypoing activity of NBC Cleveland outlet. WTAM. 

-SR-
Problem of telephone line costs required in linking supe r markets 
together in storecast advertising is b~ing removed. In Stanley 
Joseloff's operations in Chicago, Philadelphia, and throughout 
Connecticut, stores will be serviced by FM stations. Programs of 
point-or-sale music and announcements will be planned to entertain 
home listeners as well. Joseloff (eX- ABC. Biow, Y. & R.) feels that 
storecasts, like transit-radio, can help independent FM stations 
find audiences which can be sold in competi tion wi th TV and standard 
broadcasting. 

-SR-

Over 150 stations already have signed to participate in radio's 
first effort to sell itself on an industry- wide basis. Fast accept 
ance is due to forceful presentation at NAB meeting and growing 
appreCiation of fact that advertisers and agencies don't know 
enough about radio and are fast being unsold on it by competing 
media. Initial phase of radio's campaign will be factual film in
cluding unique presentation teChniques. 

SPONSOR 
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C. c. N. Y. COMPETITION 

OKLAHOMA'S FRONT PAGE 

"Okbl,on,., From I ·a~f·· ... .1" ... 1 and brOa<ka. , II, 
II.,,", !'alm •• (abo'f. ri ~ hl ). j. a 'Iunter.hum roundup of 

Oklahoma II .... ·• and \I.". h.ud \Iunday lhroue" Frida~ 
at 6:"5 1',111. II urn,,1 I I~ h,~~\ 1I"",",uti,,:; (13.2) 
.Iurinl> Ih. Fall·\\ IlIlf' 11<"' ,00:1 of "'n} lucal I'rv~nm ,,11 

Okbhuma Cil}, ' 1~ l iu"': only oll r ,,~ .. lda~ ""''''0'1. l,rQ
~ram l ... rlN"r 7 :00 ".m. !ol, .... ,1 i . "i,h 13.3. 

Conhnuuu., 3.1.,111 1,.umOlion ha. ur~~ thi . I,ro:;rarn 
lu luI' ,,,,,miui'l' 1'1'(11"0' ;011 I,i"nad .. ~ M't • • rad'rd duro 
in;: '''0 lOur. of OLbhoma to .. ". h) II." ...., Palrnfr .. ,.n 
WKY". nt» ... ) .. · .. a l rhin ~ nwbik .11111.0 (lrr-. abo, .. ). 
Ourin:: ,h. 101lr-, !'almn (I.il-illa •• ,1 hi . "Frunt 1'31' .. ·• 
hroadca· ,. (.<>I1l :?U d ,Hr .rnt ,,,,,,,. fUlunll!, Ito<al n .... •• 
1'3fN" rdi.u •• a· FUf" " \\ h~r~ .. ' r iI "~nl, "Olbll(Jm3" 
Fr(nl i 1'3"~" Au. I., h UII I I'a~~ " ~" " 

OKLAHOMA C IT Y 
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SPONSOR REPORTS 

40 WEST 5'lND 

ON THE HILL 

MR . SPONSOR : ALDEN JAMES 

NEW .... ND RENEW 

P.S. 

SAMPLING 

TV AUDIENCE PARTICIPATION 

PEOPLE OR HOMES? 

TlMEBUYERS' LAMENT 

GARDENING 

BUILDING A NEW LIVING HABIT 

TElEPHOMITlS 

TV RESULTS 

$H .... RE.THE·(OST AOVER TISING 

SUBURBA N STA TIONS 

MR. SPONSOR ASKS 

SPOT TRENDS 

CONTESTS AND OFFERS 

4.NETWqRK COMPARAGRA PH 

BROADCAST MERCHANDISING 

SIGNED A ND UNSIGNED 

SPO NSOR SPEAKS 

APPL .... USE 
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PEOPLE n . HOMES 

Thi~ i, TO ll'l >"U know Ihm I think 
}lllJT pi4"('l ' on JlroplC' I' Iloutl'1 III Rlil/ill 
Atc.1SUrI"llItJlb W.l~ \'('r) wdl limed nnd 
l ')(cdkntly dum- II h'l~ kIll)! ix"(;l1 Ill} 

bdief t hat I he din tl\~' U"l' of rad iO :1<, .111 
:lJI'efu .. 1I11! I1Il'dlUIl1 ha~ 1x't'11 .... 'ml·"h:11 

impilir<.od by the rCX"lfch ({>ncCr l ~ of {'X. 

pr~inl! audlclln'" III lun"b of home". 
Radiu i .. ob\"lou~l} , ..... ll·OI'·C IIK·Jium and 
you don 'l ha \"l: II> han: a "lide' nIle 10 
rcalize 1hm 1"'0 prol!{.1m~ .. uch as Caral· 
Ctl(k oj AmcrlC<l :lI1d r.rdlui Olr O/"Y ha,c 
dirTcrcnt kind~ of li .. tt:n<.'n., although their 
quantitativ(' ralilll-!" IHi') lx, ~mll l.H 

TIll' idl';J of mG,~urlllg nudiellcc<' in 
tem.~ of individuals .1Ild I) pr'o of ~'Oplr i ~ 
gom,!:!" 10 b(' mcre,',illj.:ly Importal1l with 

Ihe I!"'" Ih of t d(,\·I~il!ll. 
Aga in. let nI(' C"l"IIl!!r.ltulale rOll {Ill .1 

vcry careful and Ild l ('xl'rC"-cd l'xpo<>ition 
011 the uw of 1C'\l':Irrh. 

S,\ \l l'EL I I :-":Olnlll·Ro-. .. 

I'p 
Au(lI('nC( U('.~fflrch, Ilic. ,\ r 

~ U'h~ t UI""C orlnlon. on 1'\~'I"r . ". lion .... 
.. ill h., ' " .. n'" un r"Jl.~ 31. 

THOUGHT PRO VOKING 

\\ '/]al Ihe Sponsor Asks oj Ihr NAB is 
thoug!u·pro\"okinl!. Plc;lsc ~('nd me 20 
copie" of Ma) 1948 i~~u(', :md bill fo r 
samc. 

J. ALLES BROW~ 

A ssislClll1 "ir('c/or, brondcdSI mll-rrllsllI):: 
NAB, lI 'nshitl ,llIOIl 

A SELLING JOB7 

It looks 10 I11C a~ tlKluj.!h Ih" broad· 
cas t('rs, thai I ~, the "Ia t ion~ and bro.1d· 

C"as linj.! comp:lIliC"'i, ~hould <;(.'I1d <;ro~"OR 
10 all bu~"n. of l unc. It look~ Ilk" 
Sro:-"SOR docs ..1 ~dlinj.! job for tlll111 

hAI)(IRr \\'n'"TCJ' 
I'resuJrll1 
S/filidard StiltS C..o. 
II i rlJ1ll1~htllll 

~ Sc:ulo". "" .... 1.".'''' .. · .... ·.rnl .. 'h ......... "" .. 
• ~" ... hllt Jl.lh .u" ...... """,,. 10 nu,,) "I ,1 ... lf '''I> 
l'''''f>C'<"' ' ."d cU .. " .. 

A CC NY AWAR D 

\\ '{' Ill,,'cr IhllUj:llI Wl' I\ould han' m 
rt'gb l~'r a C"Olllpl;1I1H ,,~;lIll~1 our laQ,ntt' 
mag.l:IIIl" . 

IIOllt·I·I·r. \\1' \hlllk you ~hOllld kllOIl 
hOIl" 1\'1.' frd al,ou\ thl' f;l{! Ih;1I ",' "l'rl' 

(Pk,uc hUll 10 f'lific 61 

MORE! 

MORE! 

MORE! 
You bet! • , • local and 

notiona' " advertisers get 

more of everyth i ng when 

they buy WWSW. 

SPORTS 
,\\ orr ""."age Ihan any olher 
1>l<lIion in PlIIsburgh: durb.LL With 
Ihr PH:IIU, Football wllh Ihe 
Strr]u5, Bukrlbatl wilh Ihlt 
Ouqursnr Dukn . , . and Wr (ou]d 
go on and on. 

MUSIC 
:>1"'r b]o":', r.ogrammrd ,how$, 
around Ihr clock. featuring PillS' 
burf;h's ace d,sc joc:kr)",. Thr ISOO 

Club, Ihr Six !O E'eh! Sprcial, Ihe 
Golden H ou r ... aLL spill lOp 
rlllfn.inmellt In P1Itsburgh. 

SPECIAL 
EVENTS 

.\1o'r (o"r,age Ihan .nr Olhr. 
s! a tlon In Pittsburgh. ,,·ilh 20 per. 
manrOl TrmOle hnn !rrmillaling 
al hy cil )" poims. Yes Sll' .. , 
\\'\VSW hSlen"$ get on Ihe SPOI 
eO~'''age an)"umr anylhing hap
ren. on thr loca] scent. 

Of course, the SCOre 

adds up to MORE LISTENERS 

PER DOllAR FOR YOU! So why 

doubt, why hesitate, join the 

many local and national ad

vertisers who KNOW that 

WWSW IS A SURE SALES 

WINNER IN PfrrSBURGH. 

wwsw' 
PIIJIBURGH'\ 24 HOUR STATION 
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ONE Station 

ONE Set of call l e tt ers 

ONE Spot on the d ia l 

ONE Rate card 

JUNE 1948 

Both poultry raising and drug sales are 

big business in the Mid-Americo market 

(overed by KCMO. Inside the meo~ured 

V:z millivolt 213.counly oreo you'll find over 

5 million people ... 54% rural, 46% 

urban. And with KCMO's 50,000 walls 

daytime non-direc.tional, you can be sure 

of reaching both farmers and ciTy dwellers, 

Proof? Nole KCMO's moil response 

indicated by shaded areas on the mop 

(407 counties in 6 slales-plus 22 other 

slales nol shown), For ONE Stalion 

Coveroge of Mid.America, center your 

selling on KCMO. 

50 ,000 Walls DAYTIME Non-Directional 

10,000 Walls Night-ar 810 kc. 

Basic ABC Slolion for Mid-America 
Notional R.p"l.nloli~. , Jo~n E. P.ar."" Co. 

s 
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HERE'S THE SCORE 

SYRAC 

fALL_WIN TER REPORT-$YRA(U$[- O(T. 19H-f[B. ,'IU 

W F B L -Lead4. 
WFBL LEADS with 00 averoge Roting of 6.47 for all 
40 Ouorter-Hour Daytime Periods _ .. IN SYRACUSE. 
STATION 8 .. 
ST .... IION C. •.. 

5 .11 
.... l.n 

W F B L -Lead4. 

STATION 0 .•. 
ST ATION Eo 

9.S. 
1.71 

WFBL LE A DS with on o veroge Roting of 6.71 for all 
20 Morning Quorter . Hour Periods. 

STATION 8 ...... .... 6.:16 
STATION c ..... , ......... l .n 

WFBL-Lead4. 

STATION 0 .....• 
STATION E .••...•. 

! ,0 7 
.. 1.16 

WFSL LEADS with an overage Roting of 6.27 for 011 
20 Afternoon Quorter-Hour Periods . 
STATION 8 ..•........•• 1.16 
STATION c .............. 1.11 

W F B L -Lead4. 

STA TION 0 
STATIO N Eo ,_ 

1.0 1 
1.40 

WfBL LE ADS with 7 Quarter-Hour Da ytime Periods 
with Ratings of 10 0' better. 

STATION B ••. l , STATIONSC, 0 , " £, •. NONE 

WFBL-Lead4. 
WFBL LEADS with 13 Quarter-Hour Da ytime Periods 
with Ratings of 7_5 or be tter_ 

STATION 9 ••. ~, STATIONS C, 0 , .. ( ., . NONE 

W F B L -Lead4. 
WFBL LEA DS with 26 Ouarter -H aur Da ytime Periods 
with Ratings of 5 or better. 
STATION B.,. 
STATION C .... " .... 11 

STATION 0 
STATION E . 

IN SYaACUU nos wIn • • AstC CIS • iOOO WArn 

, 
NONE 

cO llli ll ued f.om p .'3e" 

left out of the story on the CCNY awards, 
your article on page 100, April issue. 

Our program on Fire Prewmion titled 
" FIRE" u.on an award of merit the same 
as those mentioned. \\'e have the framed 
evidel'\C(" [0 prow this on the walt in our 
office. We also won all honorable rm'n
tion for our program on Texas Relief but 
:1((.' not complaining on this as you al\'{"red 
the Honorabk I\lemion in your last lin{". 

Citations like those of City College are 
too valuable to be passt"d owr lightly es.
pecially in an article we know was so 
widely read as that in your mag.nine. 
We would be interest{"d in knou.·ing how 
this happened. 

Still -
HILDA C. WOEHIl\lEYER 

Promo/ion marlagtr 
won'o, Fort Wayne 

P.S. We would like to refer to your 
article on women's participating pro
grams in a special bulle tin to our sales.
men. We will be glad co mention the 
magazine and hope you u.ill grant us this 
pcmlission. 
.. w" a r~ !IOrr y .. ~ o lTl l •• ~.J ", .. " .10" o f \\"0\\ U'~ 

,,"·arJ. 

RURAL BROADCASTING 

At last we arc getting dOVon to bedrock 
in th is business of broadcasting. Your 
reporting is fi ne. 

In your last issue, howewr, )'ou rc
ported the importance of the rural market 
and s.1id some nice things about rural 
radio stations cowring that market. You 
neglect('d to mention that WR FD serving 
rural Ohio has been on the air some six 
months and is doing an important job in 
this area. Our policy of markets durin!! 
the last period of each hour with news on 
the hour and programs of emeruinment 
in between apparently is taking hold 
because the station has acceptance in the 
Ohio rural areas. By this time rou and 
your reporting sUlff are no doubt aware of 
the foml:!tion of Rural Radio Company 
serving some nine rural radio stations ill 
the midwestern states. Offices hil\'e been 
opened in Chicago and I\:ew York with 
Bob Bums in charge of Chicago and John 
Davis holdinj:: thinj::s down in the BI~ 
Town. 1\:0 doubt you'lI h{"ar more about 
Ruml Radio Company because we {ecl 
certain it's goinj:: to be an important in
Iluenc .... in th" rural radio adwrtisinj:: 

(I 'lt'<lse fHr!1 /0 p<lge 148) 

SPONSOR 



_ ~~New York's most dynamic 

radio station" 

_ ~ ~~ A serious competitor of 

the biggest networks" 

___ ~~Perhaps the most successful 

enterprise in radio" 

___ ~~ A fabulous operation" 

Bouquets for Us ... 

~ TIDE 

QQ FORTUNE 

<a(!t~ COLLIER'S 

aQ~G: VARIETY 

mean New York's No.1 buy for You-

-'--------' ON THE AIR 24 HOURS A DAY 

JUNE 19·(8 

-

-
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FCC May lift Six TV Slat/on limilalion 
Complexion of the r.CC may wdl be so changed by the fall th:n 
restrictions against individuals' or corporat ions' o ..... ning more 
th1m six TV stations ma) be li ftl'<i. I( the Commission dot.'Sn't 
lift the restriction itself, court action, started by Paramount 
Pictures and other TV intert."l'ts. rnay bring about a legal de
cision to the s,ame effect. 

Adverlisers Want Radio Census 
Advl'rtiscrs have suddenly become aware that thl' plans for lIll' 
1950 U, S. Cl"T1SUS do not include n quest ion on radio set oWller
ship. Arondcasters also h:we bo.'11 asleep to this f:lct until re· 
('mtly, and arc only now beginning to bring pressure to b.:.-ar on 
Congress to have this subject covered in the census. Adver
tisers, however, ha\T much grea ter lobbying power on the Hill, 
and are eXp<'Cted to impress the need for a radio count on Con
gr~s, which largely con trols the scope of the census by funds 
alloued to the Census Bureau. 

Business 10 Fight Economic Controls 
Industry is planning to use "public service" :mnOUllcemellt! on 
big cOlUmcrcial programs this fl1 l1 to try to fOn'S tall the imposi
tion of economic controls on business. Ha!>ic blueprints for stICh 
wartime lontmls have been drafted; many in high positions 
advocate them. With a 1949 U, S. buJget of $50,000,000,000 
in till" dllllg, the National SecUrity Resources Board under 
.Jal1~l"<; Forrestal believes that serious shortages and UIlCOn
trolled inn<llioll arc cert<lin without such controls. 

FTC Marks Time 
The Federal Trade Commission, .... hich has recently ix'CLI upheld 
by t .... o Supreme O>urt decisions, is cxpcctcd to tn:ad ILghtly 
\\ilh cares it will try during the neu six mont hs, Th(' O'Hara 
bill (HR 3871), which would s trip the FTC of its hearing and 
(,rdC'r-issuing authority. is being r<'adicd for the Hou~e and the 
COl1mmsion i~n't likely til is..~tte orders which would ~erv(' 'IS 
grj~t to the mill of tht anti.FTC cOLlgrtossmen. 

TV Net Contracts Get Congressional Scrutiny 
Ne\\' T\' network clllltracts with stations which gin' till' fCIc· 

vi~Lol1 olltkts Ju~t 30"; of their tatC card rim .... chal1!~'<', :lnd 
which also require ... tati(Jl1~ III p:L) for n('[w\lrk !>ustaininj:! pro
grmll~ which till') tCkc.1Q, ,1rc r«eivin.g ntt('n tion 011 the Hill. 
~lml' of thl' ... )Ion~ (;111't undl'r-t;111d ju~t 11011' the ~tatiot1!> can 

8 

afford to stay iLl busilll"Ss on a 30 .... '0 b.1sis. Congressional lega l 
minds don't know what the)' can do about it, a t this juncture. 
but loOmc are dellnitl'iy nnti-TV-network at the moment, 
despite the Cm'Cn'lgl' .... hich the networks wi ll be giving the 
pohtica l cOIl\"l,ltions this summer. 

Morton Salt FTC Decision Worries Advertisers 
The r('('{'m FTC decision on the Morton Salt case, under the 
Robmson-Patm:m Act, whLch prohibits discriminatory dis
counts 10 dIfferent bu},l.'rs, has a dir('("t bearing 011 dl.'aler coo{)p 
advertising allowances, The FTC dccision places upon the 
manufacturer the burden uf proof that his sell ing costs to 
larger dealers justiry hi,,; allowing them greater discoun ts, Many 
~ponsors have been extcnding better radio advert ising allow
:l!Kl'S to some outletS than to others with lower sales and dc-
1i\"CT) costs .IS ju~tillcation. As long as the Commission would 
haw had to provc that the discounts weren't fair, manufac, 
lUretS didn't worry about the extra allowances. Now that the 
poliC) is that the mal1Uf,lcturer must prove that his discount 
~tructure is equitable to 1111 his outlets, it 's another matter. It 
looks as though the !amc co-op deals will hl1\,(' to be available to 
el'ery buyer, for a whi lc at least. 

Convention Broadcasts and Telecasts in Spite of Strike 
If the phone companies are hir by a long lines strike, and it 
sccms possible on the Washington front as SPOSSOR goes to 
press, the AT&T will maintain its net ..... ork and television lines 
regardless. Fear that the strikc might be ca lled just as the 
politic:d parties convene has worried part)' heads enough to 
qllery the phone company on t his point. 

Margarine Air·Ads Planned 
With colort.'CI margarine :.I t no extra cosr to the consumer 
apparently slated for okny, manufacturers of the product are 
planning 10 up their advcrtising considerably this fall, With 
U. S, restrictions rcmoved, it is likely many stat('S .... ·ill (0110\\' 

Congress and repeal Slatl' la ..... s which in several cases arc even 
nlore restrictive than na tion,11 regu lations, This ..... ilI encourage 
more nat ion-wide l1dvcrtising including more <lir time to tell the 
public about th(' qualitk'S of the butter substitute. 

Instalment Sales Up···Repossessions Too! 
Reports to the Department of Commerce indic1 te that instal
Illent sales arc lip 35c;o over a year ago. Charge accounts are 
111!'O about to set a ne ..... record. On the negati\"(> side is the fact 
that it's becoming more dillicu lt to make coll«tion5 and that 
repossessions have increaSl'CI Y"~ during May, ol'er April. 

FHA Acllo Be Revived 
Home building. upon which many manufacturers of major ap, 
pliances depend (or their business heiLlth, \\'i ll be spurred by the 
eXIX'Ctcd re\'lval of U. S. horne loan insurance. FHA T itle VI 
will b.:.- rl.'\'il'cd <Iud expanded by July if the current fight on 
public housing docsu'[ ~idetrack it. 

Farm Prosperity to Conlinue 
Continuance of (ann pro~pcritr, which is gre<lter today than at 
any previous period in U, S, history. S('('1ll." certain to continue. 
CO\CILlLlH.'nt support for f<ll1l1 prices will be continued 12 
months bc\"ond December 31, I\'hen prl'N.'nt law <lnd regula
tions expire. This wjJJ ~potli!!ht incr{'a~illj:! emphasis on farm 
progr.1L11iL1!! by f,1dio broadc.1~ters, and the operat ion of ~tatioL1S 
,1L1d regional net\\"ork~ C'Lltirely ill the rur.11 intereq. 
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FOSTER & DAVIES, INC. • PRESS DEPAIlTJ.4ENT 

KEITH BU I LDING ' CLEVEL AND , OHIO 

"ay 7, 1948 
RESULTS OF sa;OND AlHlUAL WJW TRADE PAPER EF'FETIVllITSS SURVEY 

Tabulation and analysis of the sscond annual postcard survey made t o gauge the 
effectiveDess of WJW trade paper advertising and its "I ndian Chief lt trademark 
is now compl ete. Response t o the 8500 pos tcards mai l ed to rad io-minded advertis
ers and agencies during January have only now s topped coming i n. Here ar e eome 
of the more important findings: 

1. One out of every four cards was returned (2 , 067 or 24%). 
Last year an identical mailing pulled 19% response. 

2. Two out of every five respondents r ecalled seeing the 
l1Indian Chief l1 advertised (849 or 41%) . Last year'e 
response was 30%. 

3. Nearly three out of ever y five r es pondents knew t hat 
the "Indian Chief" advertised WJW (483 or 57%) , Last 
year's identifiers also totaled 57% , but thi s repre
sented only 282 responses. 

4. Two publications, BROAOCASTI NG and SPONSOR , accounted 
for two out of ~ ment ions in r esponse to t he query, 
"In what publications do you see hi m (the "Ind ian ChiefTl ) . 

Eleven other magazines split the r ema ining ment i ons . 

5. BROADCASTI NG was first , as it was i n 1947, aod like all 
other pUblications except one produced approximately the 
seme percentage of mentions as las t year, 

6, SPONSOR was the one exception. It showed a 300% ga i n 
over 1947 .. ' 

7 . SPONSOR and BROADCASTING are "one- two" on t he WJW adver 
tising schedule, and consequently were expected to show 
well. But the remarkable jump i n SPONSOR mentions 
(SPONSOR was li t tle more than a year old when t hi s 
survey was made ) exceeds expectations . 

This survey, liks all mail surveys, has l imita tions . Except in a genera l sense , 
it cannot be regarded as an adequate yardstick of the advertis i ng meri t s of all 
the trade publications since WJW did not use them a l l or in the same ~~y . Fur
ther , it was a "recali ll survey, with the lim1tstiona inherent on all recall 
studies. 

But it points out: 1. That WJW trade paper adverti s ing has, i n a relatively 
short time, become well known. 2. That the WJW "Indian Chiefll is an American 
advertiSing institution today. 3. That consis tent identifying advertis i ng i n 
l ogical trade papers is impreSSing t1WJW " on the minds of adver tisers and agency 
executives of every category (presidents, advertising managers, account executives, 
and time-buyers) ••• and doing it in a way that i s helping the WJW sa les depar tment 
make sales. 

As one respondent wrote, "Good trademark ••• good recognition value , 1I 

'SPONSOR wu ,tto"d i" t9'" ."d 19'" 
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WMAR 
TV&FM 
-the stations 

with the prestige 
From the first hour that 

The Sunpapcrs' sta tions 
were on the a ir, they carried 
the prestige of a great Mary~ 

land institut ion. WMAIt
TV, Mary land's pioneer 
television slation- is Oil t he 
a ir every day (Channel 2), 
with programming In t he 
public interest and to the 
people's insle. 

WMAR-FM is catching 
on fast. and opera tes daily 
on Channel 250 (97.9 M c.) . 

Together , these are the 
stations with t he prcstigc
an extra ingredient that 
gives extm pull to your 
advertising. 

FLASH! 
Stat ion WMAH-TV, 
now affiliated with 

CBS, is the only 
station in Maryland 
carrying the CBS 
television programs. 

Repre~ e nted by 

THE KATZ AGENCY 
INCORPall..t,HO 

500 FIFTH AVE. 

NEW YORK 18 

,--_=c}f f:..,:.. • ....::..IS PO n SO f: 

Adv!!rtis;n!! dirl!ctor , P. lorill.rd & (omp.ny 

T hCf(' arc fcl\' busincsscs in which competition is as k{'('n as in thc 
nation's S2,0IXI,OOO,OOO cigarl"Hl' <lnd tobacco industry. Alden 

j amC's knows this on ly too well. Lorillard 's Old Gold cigarl'tt l.'S Irail the 
"Big Four"· in sales, but consistent and hard-hitting adl'crtising, plus 
merchandising follow-ups, were largely responsible for the consumption 
Inst yenr of a businesslih- 14 billiOil Old Colds. leader in Lorl1lard's 
di"ersified lilll: of cigarettes, cigars, and tobaccos, The cont inuous selling 
job on the consumer necessary to maintain or pass this figure for Old 
Gold and the $125,000,000 1947 over-all net sales for all Lorillard products 
(up 1~ from 1946) is conducted in all major media. Howcver, thl" bu lk 
of the some $2,500,000 ad budget that james d irC'Cu is spent ill nearly al l 
forms o( bro.1JcaSt advert iSing. 

jalllcs. pleasnnt. Boston-bom, has a b.lckground of publication adl'cr
tising. He carne to Lorillard just a year ago (rom the eXl'CUtive staff of 
"This \\\'('k" maga:ille. but he hns worked hard in his job, nnd 1I0W 
knows many o( bro.ldcasting's answers. HI: e\'en has sonK' of his 01111, 
james pre(('r.s fairly sun\'c ~Ihng on the air, doesn't usc thc irriLlnt com
mercial. Hi~ technique at prc!\Cnt is 10 liS(' commcrcials which run 
cOlilUcrpoint to those of other tOb.1CCO firms. Lorillard's network programs 
(TIle Old Go/,I ShQlI' CAS) rSlop Till.' ,\Iu~ic-ABC)and thcir telt'vlsed 
sport~ in New York ,lnd Chicago, as well as regronalnews on the Y;mh'(' 
Net work ;Jnd lucnl sports st ress the brand asa " Ireat instead of a IrCntl1'll.·I\t," 

The vl'lll'rabll' Lon liard finn is tlll" oldbt tobncco manufactur,'r in the 
country, e\'en predating the Dedaration of Independence br wille 16 
rear~. Like any IOIll"-('1,Whli~hl'd 110ll~, il is steeped in tradition, But 
there is nothing lllChs-backl'J about ./an1Cl"S ~lImg n'l('lhods, He !:>ellen'S 
that the ,·isu:>l air nwt.lium holds great snles prollli;:c (or Lorillard. Says 
j ames: "We'vc hccn broadca~tin~ baseball play-by-play 011 radio quitc 
succ('!;.sfull} for ~ome time. \\'c plan to cominuc it . but at the same 
time wc'd hkc to include thc sleadily·clill1bin~ audience re<Jched by 
television." Tim i~ Lorillard's first ~ea;;OI1 in video, but tmde indicat ions 
arc that TV is' alre;ldy 'doing n COJllpt.'tC11t job of ~I hng for them, 
• 1'1'0 "Il;~ t',.." ,n ""r~. "r .10.·;, 1.,.( I"."" ,,,), .. "t,· I .. " ~i ..... I:'""rt •. ct, .... ' .... r;.·IoI •.• ,,,I I'I,ili ,. 
\1"""0 . 01,11",1,1 '.n~, r,r, .. 
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ABC 
JUNE 1948 

after only 8 years offers you 220% 

more listeners • 
In Los Angeles, now 

the No.3 market in the nation! 

Did you know that, siLlce 19·W, re
tail sa les in merropolitan Los Angeles 
have increased 174% ... effective 
blLy in g in come has increased l GO%? 

And did rou k now th :u KECA has 
more dun kcpt up with this phcnolll
cII l1 e,"pansion, with hoth irs f:lci li-

* 

ties :lIld its programs? T oday, KECA 
has 220ro morc actual1i stcnc rs th:tn 
it had eight years ago ... an(1 it offe rs 
some rCI11;lrkably cfrccr ivt' huys, both 
loca l ami C()-{Ip. The news shows 
ii stc(i below, for cx :lmplc, a re p:trt icu
larl y good buys in this " ie J.i m:lrkCT, 
in this elect ion year. 

* 
MAkl HAY IN l. A.! 11""u-pick you r uudieoce \\';!h one o r Ihes .. 'lI'ail"ble fl C\\"\ 
pro~ t"m •. O n CO-Op shows you II"Y o llly J\ECA 's shnre o f '01,,1 ""I work costs. 

Ame,1co'l Tow" Meetln1'l1··~e AI,. 9:00 pm 
T uesdays. Bol~ ,i~. ~~: . isSUes in the 
news. F:.. mous ( ,, . ,,\ d a big ready. 
made audicn,,, ",1 ., lOyal listeners. Tops 
in prfJli(t amonl': co·op shows! 

Mort in A".onsky. 6:30 am ~ Iond ay-Friday. 
liard·hiui ng, fC3r1css r'"l}{}rtin~ from \\";l,5h
inl':fOn, " here eyes are focussed morc than 
C\',' r this )"t'ad Co-op. 

llmer Davi.. 10:30 pm :\l onday-Frida~· . 

R"eNl[ w[nnn of th~ fam ed I'tabO<.ly 1\"Jrd. 

top honor in radio, IIc's the "commentator of 
the )'~ar"r r Oil can sponsor him in the Los 
Angdes ura! 

11th Hour New •. II pm :'Ilotl<by.Friday. 
Keen, concISe Jnal ~'sis of (he ncws for dll: Li~ 
bt,,·nidtl Los Anl:d", audience, th:tibhle at 
$ulllri$in~lr 10" KEC-\ Class "D" TatCS, 

Hank Weaver. 10:1:1 pm I\ lomby·Fri,hr. 
ti "ely roun,].up of the news, "itil JUSt l" nou~h 

local iretns to win him J ",halt- of a foUo"in!:: 
in 1.05 Angtl~s an·a. A local show. it', a 
KEC\-\\"inn~r! 

C .. II tlll'.11 B e SpM S(lll'S fJjJic{' I/Nl/TSI yllli for illformtllioll (1/10111 WI)' 

or (Ill of Ihes!' sftltiolls: 

A 

WJZ- New York 50,000 walts 770 kc 

WENR- Chicago 50,000 walts 890 kc 

KGO - San Flancisco 50,000 walls 810 kc 

KECA - Los Angeles 5,000 walts 790 kc 

WXYZ- Oetroit 5,000 watts 1270 ~c 

WMAl - Washillglon 5,000 walls 630 kc 

A8C Pilcilic Network 

merlcan Broadcast ing Co mpany 

" 



WPIX 
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of tile broadcast Wa \'C as a \'chicl
c 

fo r thc \'isual as wcll as \'ocal ... 

\VPIX brings t/lree dccades' experience 

in the dcve/opment of "Ie \'isual as a \'C/licl
c of information, significance, entertainment ... 

by The New,. New Yo,k ', /';e''''e N""I>ape,. 
entrepreneur in the t1"llnsition of print 

from the Wholly vcrbal to partly visual. 

of le''O;ng I,ow '0 m'ke pk''''e, ;n'''es ,;ng 
and keep people interested ... 

of ,cq";';ng 'he 'ed>n;q"es of ";,,,,1 ' pP'"'ch. 
eXpression and transmission ... 

of mcn and met/lods m:llurcd byexperiellce 

of riell records of pic tures and SOurces . . . 

of camera con tacts and craftsmanship .. . 

of securing faCilities for fine, fast production . 

h'HI ConSl;''''e ' orne of Il'PIX ', Wo,k;ng c" I';' , I, 
Tile TV eqUipment and operating pcrsonnel 
are the known best a,'ai/abl

e 
.. . 

And a/ways in s lJPport is Ihe nCWSpaper 

W;I/I the largest circulation in Ihis COUlilry. 

to the transition 

three decades 

to anticipate 
Illal ,,",PIX will approach pcrfection 

in production al the Ou tset ... 

or escape the inevitable a l'crage of error ... 
is neither warranled, nOr claimed. 

Afle,,". Te/e";, ;o,, m"SI be ;" be.; , ,,,,,die" .. , 
BUI \tfPIX lI'iIIlry 10 par its ficlcl ... 

become 1I'0rthy of its lIliss ion and markct. 

WPIX. n ....... , It • ,, ' • • , " .... r Oo , 

i, O""'cd ",,,I 0pcm'cd by New, Synd;""'e Co,. Inc. 
s,.",. ,It.",,, R,,,,, L c~. Co •• ""., "' ..... ," .. 0, S'lii", 
and is rl'p~~I«I OUtside I\~w York City by 

fREE & PETERS. 4,., M'd; .... A,'c .• No.' Yool22. N, y, 

::: 
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Tulsa 
builds 
homes 

Yes, Tulsa is building homes on 0 tremendous scole! The firsl two 

months of this yeor produced olmost ,h'e times as much residential 

construction in Tulsa as in Oklahoma's second market] Construction 

of all kinds in Tulsa County lor this period totaled $14,359,000.00 

as agoinst Oklahoma's second market figure of $5,137,000.00. 

Yel housing in Tulsa is for below demand and building continues! 

New housing means new markets! Furniture, appliances, radios, 
rugs, mops, saop, dishes. the list is limitless. New housing 
means new happiness, 100, for thousands of new Tulso cilizem.! 

The conversion from new Tulsons into Tulsa-boosters doesn't toke 

long, for Tulso is unique in mony ways and newcomers fall in love 

wilh il in a hurry. II doesn'I lake long for newcomers 10 become 

KVOO fans, eilher. ThaI's why KVOO'i Hooperolings slay can· 

sislenlly on top, year in and year au I. 

Summing it up, smart advertisers olwoys choose Tul sa as a IIIwl 

market ond KVOO as the IIIwl stotion! 

EDW ARD PETRY & COMPANY , INC . 

Nat ional Representatives 

NBC AFFILIATE UNLIMIT ED TI ME 
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new and renew 
New Nalional Spol Business 
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New and Renewed on Television 
SPONSOR AG ENCY 
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WHERE A 
BOY-SIZE BUDGET 

CAN DO A 
MAN-SIZE JOB 

IN RHODE ISL A ND o n WFC I you',,, 
$ma,~-d.b in the "nlou of a rich, den.e ly. 
packed indUltr i.l are. th. 1 indudu a 
gene,oul.lice of populo". M n •• chu $t~ lb 

. . . • mil li on-listener pool of buyers who 
h . ... " wh.t it I,ke. 10 buy wilhl And 
you "1l , uch Ih"i, un . 1 lowe. COil o n 
WFett 

EX AMPLE : 
(01"" ... 1 ',, 'e, of the ,f"n compe ting 
l ul/· ' ime 5000· ... ,,11 s l' l ionl . ltow 
lor .. 5 l im"I>.""'''''1.: oo".minlll .. Ipol, 
26· ... ,,(>1.: Hh"r/..,Ie-

Stdtion "A" . . ... 13% Higher 

Station " B" . . . . . . 16% H igher 

Sia lion " ( " .. . ... 59% Hi9her 

• 

5000 WAlTS 
DAY & NIG HT 

WAU ... CE A WALKER, G~,.,. MS'. 

PROVIDlNCl, n~ ~ht'Dlon· 8;!'",o'. 

PAW TUCKLT. ~50 1010;'" 5., 

• 

THE KATZ AGENCY 

p.s. (5u " Ah", Midnight Audience," SPO NSOR, May 1947 , 
p. ')" fl .) Why did B • • b.'01 , ,,10111'1 to r.dio? Whal ai,· 
.elli n!! fo , m", l . .. e Ihey ulin!! eUlfel'll ly? Whal .,e Ihei , 
pl .1'I1 '0' lulu'" ,.d io u p,nlion? 

Barb,lsol, thl' brushll'';'''' ~h;J\'e cream firm that opel1ed Iht' ..... ay for mhl'r 
advertisers 10 air-sell n.ltional1y after the midnight hour via disk jockeys, 
is again using broadca~1 ad\'(>ni~ing, Ilo ..... e\'(>r, Barb.15Ol's current uS(' of 
thl' air medIum re\'ens to the origina l thinking o( the men'" toi letry 
conceOl, not the Tf:sults of their te!'1 ing job on Ihe afler.midnight audience, 
B,1rbasol is Slicking to ilS original fomlUla of cap~ule nighnime shows 
bui lt around a stellar personality, in this case showman-columnist Billy 
RoS('. 

One of the major reasons lyJllg behind Barbasol"s buying of the 5-
minute Billy RoS(' show, Pilchillg lforSl'sh~s, 011 430 ,\ \utual stations, was 
all opponUility for a multiplt'-sponsorship deal with the Muslerole Co" 
another client of Barb.1so\'s ad agenc}', Erwin, Wasc)', TI1is enabled 
Barbasol to include radio in a tight budget that might not other ..... ise haH' 
allo ..... ed for broadcast advertising. MusH'role is sold i\ londa),-Wednesday
Friday night s, and Barbasol's Brushle!'S Shaw Cream and Lot ion Dr
odoral1l arc \'ended Tuesday-Thursday n ights, 8:55 9 p,m . 

"It hough there have been no in tensive promotion campaigns sur
rounding thl' Barbasol sponsorship, the program is being merchandi$('d 
to dea lers and distributors. Barbasol has no o ther radio currently, except 
fo r a w ry limited number of foreign-language broadcasts on Ne"', York's 
Yiddish-language WEVO, Olher radio plans arc beliewd 10 be in the 
discussion stage (or Barbasol, but nothing else is defini tc. 

Barb-1501's sponsorship of Billy Rose is not an indication that a fter
midn igh t selling didn' t produce resul ts, It did, Budge t problelll~, 

introduct ion o( new products in t he B..1tbasol line, and rcorgani::.at ion 
wi thin the company itSt'lf caused the withdrawa l. Barbasol considers its 
multiple-sponsorship dea l ""ith Musterole a "good buy." 

p.s. (See " M."lie S"lb , .. ... h,," I di,~ joc~" y Ipinl '"cord. ," 
SPO NSO R, F" b,.".,y 1947, p.!!e !iO,) Wh.1 illh" 1111.,,$ 
of n" I"'o ,~ d i l ~ joc~"y s7 Do Ihey comp" l" . ucunfull y 
wi lh Ih" local vlli"ly? 

Oi~k jockeys sell when they're local. Net work venture~ in the platter
spinning field , by ABC (paul Whiteman) and Mut ua l (i\ tartin Block), 
h<lve not been successes. The fom1Ula is there- chattcr, records, and 
ad-lib commercials-but the fomml.1 is not enough , Like women's par
t icip<lting programs, man-on·the-streel broadcastS, and most sportscasts, 
the disk jockey's populari ty is in direct proportion to the W,IY he caters 
to the local likes and dislikes of his l isl ener~. The old show-business line 
<lbout "They lo\"Cd me in Oshko~h" is equall)' apt for the j(lckey' "" hat 
one to\\'11 will 100'e will lea\'e anot her cold, 

The r:lling of th(' hour-long l11ultiple-sponsor /'(lul 1\ '}ufmhlll au/! 
(it a\'erage~ around a ol.O) has often bel'l1 lOrred b)' ratings earned by 
local jockey~ competing \\jth it. "BC 1m!' tried to hypo the rating with 
l'~tra prorllOlion doHan, conWst!', and offers. but \I'hell thl' plus-rrol1lotion 
is over the rating ~ Iip~ b,Kk to wheT(' il had been all aloll.!!. 

In an elfon to find out ju...t what 1\".,5 \lTong with the \\'llIIeman show, 
the L1:aufeld-$tanlon Program Analy:er wa~ u!oCd to test it recently. 
Th.: re~ults sho\\'ed that 60~ of a representatiw ]iSU'ner rand had 
s:ullpled the program, but only 10':( were actuallr listening rq:ul:lrly. 
\\'hill'I1I,II1, 1101\' a \'p at ABC and long a musical lradition, plays the 
5.1111e r('eord~ a~ the local boys. A tradit ion i~ not enouj:!h, The Whlte
l11all c:trefully_", ,lu el] "chatter" i~ ju~ t l10t the Waml, folk~}' "lulf local 
jockeys do unrehearsed. 

The Martin Block nellmrk pl:lltcr ;o.('~"lon on Mutual ran into :t mOTe 
intt'l1~ifi(.'d \er"ion o f the s.1me ba!'ic problel11 . Block i~ an undisputed 

SPO N SOR 
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IT'S EASY, -
IF YOU 

KNOWHOW! 

W E Jon't My It tdk.:S Jny partIcular gemus to run a good 

~outhern radio statIon (or to pull rabbIts OUt of hats, either !). 

It's ellSY, If )'ou ~1l0W how . .. 

After 22 ye.us here at KW KH , we do know how to reach the 

ear, mind and hean of that inimitable individualist. the Southern 

radiO listener. Yes, he IS slightly "ditferent." He has a httle 

slur in his accents, /Ot'es home·like talk and entertainment. 

haus senseless high pressure. But that doesn't me-'ln he docsn' t 

work as hard, make as much money and spend it as fast as you 

people up N"onh! 

The people 111 K\VKH's daytime area have an anTlml income 

of o\'er (WO blllioll dol/ars. They belie\'c III KWKH because 

we are PdTt of them, bellroe in them. and know how to show 

it. If you want them to believe in you and your product, too, 

KWKH Call help you. Say when! 

50,000 W atts • CBS • 

JUNE 1948 

K 
Th~ &.nl, .. m GJm,....n) 

R~pf~ntJtl'·~~ 

Texas 
LOUISIANA 
ArkAnSAS 
Mississippi 

Henry Clay, Geuerai JVfa nagc:, 

Dean Up.son, Com mercial .\ianagcr 

" 
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"It's a 

50,000 watt boy, 

Mr. Time Buyer!" 
We're sure thot this newcomer, 
Television Station WATV, will 
make a mighty valuable addi· 
tion to your media family. 

His new RCA 50,OOO-watt 
transmitter-the most powerful 

in the New York Area-will 
blanket America's Richest Morket* 
with your sales message. 

You con learn more about this 

high-powered newcomer by coIl

ing or writing Station W A TV
{and don' t forget to ask about 
the special Pioneer Rote Plan.} 
• W AT V P'O'P~C'U' no ... a vailable 

" 

serving New Jersey and 
Metropolitan New York 

I"S, (Collti!HU'd from page 20) 

~ ucn'!;S in hi!. 0 .... 11 b.1i1iwick, l'!e ..... York, when' he has buil t .a great repu
IiI l ion as ;111 air saJc~m.an par excellence at WNEW. But Block's hour 
ill the aflCnlOOLl usurps more local disk shows than docs Whitclmm 's pm
gram sincc ABC ~(:I tions )!cneraU)' carry more a rternonn network pm· 
)!ramin)! thim ,\lutual stations. Ratings fell a rT, because loca l audiences 
prefem:d Ihe hOI11('·[Own boys, Alock's sponsor, Krl.'ml, dmpped th(' 
show, It is con tinuing on MUlual for the prel>(:fl[, but on a sustaining 
holsis. 

T he disk J(Kk('y S4.'ssions across thl' cGum r)' which h:l\'e thc highest 
ratings, and thus ddlvcr most sales for their sponsors, ar(' those whose 
Sla rs have budt local fn lJol>:ings with locally-tai lored pmgrams. It just 
can' , be dont' as well via net l>:ork. 

p.s. 
(Su "Coffee o n th lf Air," SPONSOR, DIf Clfmber 1947, 
p.glf 22.) Why did Standafd Bflnds, Inc" quit pluggin ' 
Ch.-If & S.nborn Coffee on Ihlf Blfrglfn.McC.f!hy show? 
A flf thlfY using broadcalting for it now? H.vlf ",Ilfl gOn lf 
up or down? 

Standard Brands has shifted adwrtising emph:lsis 0 11 Chase &: Sanborn 
CorTe(' fmm a Il:ltioll:l] to a local basis. In place of the Bergen·i\1cCarthy 
show ther have pUichasoo announC('ments 011 participating programs 
IhlOughoUl the counll)" They're using enough participations and other 
;mIlOUllc('meOlS to achieve spotty national covl.'Jage. Where Ihey ca n't 
buy time on a good part icipating progrmn the compall}' is buying an-
1l0Ullcellll'TltS. 

Reports in the coffee trade arc that \o"oll1('n's participating programs 
have inCll.'ascd Chasc & Sanborn sa les in some ilreas as much as 300r ;, 
T h(' improv("(j blend is said to han' helped, tOO, 

CHATTANOOGA 
1150 ON YOUR DIAL 
MORE Chattanoogans will tune in for 
new sparkling sum mer programs this 
mo nth and the summer months to come. 
It's good listening, and good SELLING 

day and nite on 

WAPO 
AffiUafd u.'; / }, 

National Broadcasting Company 
Rfpftu nlt J Ail 

HEA DLEY·REED COMPANY 
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The curtain rings up on 

TELEVISION'S 
GREATEST SHOW 

A full hour of All -Star 

VAUDEVILLE 
every Tuesday 
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Created by K U D J.YEB AGE ,lYel', Ine. 



, 

There's a lot 

ee 

more • to 1t than this . 
The full calendar pad and rhe accuratc wr ist wa tch - these 
mark mclay's salesman just as surely as the blanket and 
feacher marked yesterday's Ind ian. 

•• 

But when that salesman is a \Xfecu and Company 
rcprcscncari\'c , these symbols of bus iness-like efficiency arc just a 
small fran ion of the complete piccucc ... The(e"s a lot more ro it. 

There's rhe product he sclls-n:Hional Spot Rad io, 
an enormollsly complex advcnising medium bur one of roclay's best 
and most economical salcs-mah:rs for rhose who llSC it eorceed}'. 

Thc:cc 's rhe experience that cnrtblcs him ro presem th:u 
product in rhe right way ... for what it c:m do for you as 
a c:ldio adverti ser interested in making money. And behind rhe 
('xIX'cic'oce chere arc rhe two viral factors char ([eaced it: 
kllo ll'/n /gc and !I,m/ work. You can depend on {hem co produce 
resules in any tnX' of business. You can ' t ger alon,!.! wiehollC 
ehem in Spot Radio. That's what makes \\fecd and Company 
service so , 'aluable to any ad\Trciser. 

radio stat ton representat zves 
nc\\'yor k boston chicago 

a nel compa ny san fr.lncisco ldanta ho ll ywoo d 
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Post Tout;", ' , . I • • lo,(e found wompling;11 major problem in 1909. Door.la-doo. disuibullon OVl , Q m lt tt. .. ori,in. 1 !r.de n, ml , " El ij.h's M, nn, " 

Sampling comes second 
" S'mplin, h • fund,ment. 1 ,UllPOII of ,II 
.dYlt,lisin,. Advert ising . euler' lts 11'It~ wit 
of . product, but Wl mplin, d"viul I .e . dvt:r
tisin! plu s • method of 91tt in9 thc non· 
user to t,y the: product." 

-DUInt Jonel 

TIle sampling job is never 
done. J\ lerdlandising men 

stress that even if every prospect in the 
world were s.1mpled during one week (n 
patent impossibility), nllOther scgmetlt of 
the populat ion \\'Ou ld corne of buying age 
during the next .... ·eek and they in tu m 
..... ould have tn be .... 1mp1cd. And so nn, 
ad infinitum. 

5.1mpling methods chnnge regularly. A 
generation ago virtually all sampling was 
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done Via coupons in printed adwrtisin!! 
and in stOll'S or via door~to-door dis
t ributors. Today free S.1Illplcs art' 
dwindling to a point where Ihcy represent 
less than 10'1 of ail introductory devices. 
It is estimated that in 19~5 65('; of all 
sampling on the air will be dOIl (, IhrouJ!h 
the medium of offers requiring lis teners tn 
send in money wilh the ir requests. 1\ 5 an 
indication of how such ~Ir.liquidating 

otTers ha ve increased , NBC reports that in 
19B only lOIk of the a ir offers required 
cash. By 1939 this fi gure had grown to 
55"( . Since the war (during which 
sampl ing pract ically disappeared) 50% of 
all product otTers hnvc required money. 

Up to October I, 1930, the Ilet .... ,orks did 

not pmll it d irect s.1mpl inj:!. Advertisers 
were able to get around this prohibition 
with "surprise package" gifts, pictures of 
stars, and copies of theme songs with 
lI,hich ..... ere enclosed for instance a "sccret 
o f shaving success" (Ingram Shavinj! 
Cream). Such offers usually induded a 
sample of the product . but were Ile\'er the 
subject of a direct announcement on tbe 
air. 

On the night of October 1. 1930, com
mercial network advertising policy \\'as 
changed by N BC. The regular Palmolit'C 
flour script \\'a~ revised at the last 
moment by Phillips Carlin , the an · 
Tlouncer (now "' ISS program vp). 1l1!: 
disguiscd offering ..... as re\'ealed for what Jt 

" 
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"Amos '0' Andy" on NBC u t .. n<rtwo'~ s4mplin '3 ,ecord fo. P"'p .od",nl Antileptic in 19 32 

Wil~. it (rt'o.' sample. A new commcrcial 
1'IXlch ill broadcasting Wlll> bom. The 
worJ~ thin C,rlill purred into the micro
phone w(' rc: 

''Tonight 11(' mnke a lIlliqu(' OfiCT. So 
thar you may Iry tile Palmolive facia l 
treatmcllt, \>. '(, a lTer to send )"(IU it tTi;]1 

':I ke of r"Jmoli\'~' . \\'lth It "" C will ~nJ 
you <;"1I1lpl(' ~ of thrl'(' ot her (inc toilet 
;!rtid('~. TIj{'S(> :In' !o(!nt with our compli. 
IlWI1[ S as Wt' want l'vcry listel1er to ge l 

acqualrltcd wnh [JUT gift hm. Ju!'.t mail 
your name nlld :lddrc!'S (0 •• " ('Ie. 

O\'('r 100.000 li~tc l1('r" T('quo.'stcd ttlll> 
1';IIIllOlilt' gilt l"Ox. TIll' (reI' ofTl'r lind 
collle to ("d in, \\,hik· 1110,000 pice ... :. of 
mail all'n't i lll i1111'UTI:ml qU:lIltity thl'S(' 
un}!>. It \\:1 ... III 1<)31.). Thrt"C )'(';H ~ laH' r 
".ol11e (rn: olfl'r- well.' ~'ulling r('wrn.;; in the 
l11i1l;OI1 ~. \\ 'hl"ll AlllOs 'It' Ihl(l), tlltm

ducc'd f'l' ~"(H.km t\nti ..... ·ptic on tl1l'ir 15-
miullte daily bro;ldc;N, th .. y pulll'd well 
owr 2,000.000 r('qu.:~t~ for tlw plOduct. 
OWr -l.ooo,noo tulx'" 01 I 'ep',odl'llt tooth-

,. 

paste were sold since each request for the 
free "fift), crill size" bottle of Am iS('ptic 
had to Ix> accompanied by the tops of two 
cartolls of the toothp.1ste. 

It was a short time before this scnSo1-
tional introductory oO'rr of PCpsodCIll 
Allti!'Cptic (nationwide dblribulion was 
achie\'ed wlthm tl'm month:. after this air
offer) that t l"K> networks decided to JX'nnit 
premium oIlers. The premium is adver
tising's nll'thod of forcing So1ml'Iing of the 
fu ll .si:ed pack:lges of a product . Long 
before the birth of broadcasting the}' 
were uil4.'d in l'.1ckagrs to persuadc bu),eh 
to t r}' product~ and to keep buyers coming 
b.1ck for mor... . The pictufl'~ of motion 
picture ,md ~I'nrt~ ~tars in cigarette pack
.1l!l·S. thl' "gl fts" 111 Cracker iacb. <Ire two 
memory ril'n':. of industry''; early 11~ of 
pre111ilJt1I~. At Ih ... r ... t:lt l In·eI. the gift ~ 

obta ined ""'ilh ';oal' \\rarrcr., :md the 
"collpnn~" g;I'l' !1 \\1Ih letnd rurchal'Cs are 
pan and r<lrcd of the s..1111l' forll1 of 
.;::1 111plillj.! . 

Th ... final form of sampling to come to 
broadcastinj.! \I.'as comests. Stations and 
networks gal'(' in very grudgingly to the 
desire to usc contests as pmt of air mer
chandising t(·chniques. The dangers "'we 
manifold . II10st conte~ts arc in effect 
lej.!al lotteries wh ich frequent ly dbturb 
the mora l scnse of policy men at sta tions 
and ch:lins. 

If tlU'y ;"1.J"(' c.1refuliy conceived and 
supervised a ... most of the big air competi
tions arc today, they' re etUmnously effec
tive a" a s.1.mpling device. 

Thus So1.mpling I'ia the air can be broken 
do ..... n into three classifications the free 
trial-si:e p..1Ck:1ge of the product, the 
pH'miul11, the contest. The last two are 
most used at pr(·scnt. Keepin!! the good
.... ,ilI of the retai ler is so imponant that 
most manufacturers hesitate to distribute 
free samples as adver tising. When ex
pediency dictates that free sampling be 
used (as in the recent cases of Procter and 
Gamble's Prell and Shasta) then direct 
mail is a fa\'orite device. It docsn' t 
throw in the face of the retail merchant 
the fact that a considerable number of 
potelllial cash So1lcs have been killed. 
,\ Ierchants hl'ar about it but not to the 
exten t that they would ..... ere the free 
sampling accomplished via broadcasting 
or black.and·white advertising. 

Ne\'erthc1ess frcc sampling is se ldom 
effenil'(' without advertising. The value 
or any free trial package is in almost direct 
proportion to the adwrtising that pre
cedes, accom panies, and 'or fo llows it. In 
the case of Sha~ ta the 11 ,000,000 samples 
\I.·ere mailed during the height of the radio 
and publication advertising. First copy 
placed .... ·as one-minute nighttime spot 
announcements in 200 markets early in 
Janua ry. P&G broke mention of the 
product on a network program (jack 
Smith). January 19. The follo ..... ing day a 
press part}' for beaut}' editors, cosmetic 
trade executil'e~, and wire services W(lS 

held "unveiling'" the product. During 
F('brllary and 1\ larch maga:ine ad\'ertis
ing started and on 1\ larch IS &uiah, 
another P&G net ..... ork program, was em
ployed to [elllhe Shasta stor}". The bud
get used to promote the Shasta sampling 
was 6Wr $ 1';00,000. This docs not in
cludl' the cost of the samples or their mail 
handlmg. 

It is too e:trly to determine the results 
of the SJm~la. introductioll. It i~ comrct
illg with new shampoos brr,ughl out since 
or towards the end of the WM and the 
battle for the sh:tmpoo dollar i~ terrific. 
P&G olliciab ... ay that their thinking on 
the introdUCtion of a product like Shasta 
i~ "corpomtioll ploperty" and not for re
le:I!'C. Their l'lltirc handling of the debut, 
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except the mail s.1mpling, refl!'Cts the 
think ing of one of America 's grcm pack
age product samplel s, DU.11K· j OIll'S, pr('si_ 
dent of the ad\'ert isinl-( aJ::ellCY bearing h is 
na01e. 

Says j ones. "E"l'rything we do at this 
agency, in one way or another, LS COil· 
nected with s,1nlpling.·· The jovia l, talka· 
tive, round.faced advertising excruti\'(', 
who came 10 merchandising m:lIurily 
whiJc he was with Blackett.5.1mple
Hummert (now Dancer-Fitzgcrald .5.1m
pie), is a firm belicver that bro..1dcasting is 
tops as a s,1mpling medium. 111(' agency 
uses three b."Isic sampling devices; 

I. Self.liquidating premiums 
2. Self-sup]Xlrting contests 
3. Sclf,sup]Xlrting promot ions 

There arc rules for all three forms of 
Duane j ones sampling. For the fi rs t, 
jones' fa\'orite, Ihe rule is also t hree.fold. 
It 's to preselli he product on the air, pre
selll hc premium on the air, and last k('('p 
at around 25~ the ffiOllt'y to be sent in. 

The product prescl1ing should con
tinue, and t his is a jones must, for at 
~3St thl'('(' months. " Tell people about 
your product for three months and then 
sample new users by offering a premium." 
This jones' rule applies of course mainly 
to one-product lines of merchandise. 

The premium preselling can be done by 
introducing it right into the program as 
being connected in some way with the 
m."Iin character. Then one "just like it" 
is offered. Net .... '() rks shy away from 100 
frequent uS(' of th is device, and make ccr· 
lain that the emo tional appeal t ied to the 
premium isn' t for "magic" or "medicinal" 
powers. 

J ones' final rule that the premiUm cOSt 
the consumer not more than 25~ d iffers 
from the belief of other users of premiums 
as sampling devices. Reuben H. Don. 
nelley, hand lers of d irect mail and other 
forms c..f s,1mpling for hundreds of timls. 
including Lewr Bros., P&G, Borden . 
Standard Brands. Pepsi·Cola, feci that 
it's the premium, not the price. that dcter· 
mines the appeal. They do agree t hat the 
COSt should be a dollar or less. Jones feels 
that it 's easier tv send a quarter in an 
envelope than to send in a number of 
coins. Oonnelley points out that evcn in 
the case of 25~ offers thousands send in 
lwO dimes and a nicke\. 

Even strict adherence to the J ones 
rules do not ensure success of a premium. 

( Plt(JS(' 111m to pagt 74) 

(Top) R.ub.n Oonnell.v ehI'eleI" wo.h on 
Birdl.V. pueh eonlesl th.tl.mpl. d millionl 
(Suond) Pr.mlum introduced ule" Aou, 
(Third) Solventol bro.dlide 1"lIlllmpling pl.nl 
(Bottom) "Doubllt or Nothing" Iludio ludi"nc lt 
tlliitl C.mpbltll Soup fOI mc W.ltl' O'KnF" 
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TV participation 
progranls 

Clt:llliltio .. sul.·s Itrodll. ~el·S 

I 
i1ts Audience part icip.1 t ion pro
~ gmmsarl' lk.'xl losporls:md 

newscasts in TV populari t y_ 
1ne qlll'st ion.and -:lIlswcr sessions are as 
yet the only type of live TV progmming 
tha i can be don{' with litt le ill t l~ way of 
rchears.1! costs and product ion either in a 
studio or from a remOle loc:lIion . They 
a re olle of the very few video program 
rOmlS wh ich compare directly with radio 
in program costs and results. 

T he visua l version of thc audicllct> pm
ticip.1t ion progmm o ffe rs sponsors a t re
n'K'ndous opponunity to wo rk in constant 
product rem inders. Radio mc 's a t best 
give .. way s.1I1l p!es of the product to con
tes tants, and toSS in references to the 
sponsor abow and beyond the straight 
commercials. T he televis ion sponsor who 
has an aud ie nce pnrticipntion progmm 
can achieve much more than this by using 
background displays of his product , plus 
continually h.1nding out samples of the 
product for a ll tn see, 

Man)' TV stations will J,'O 011 the air 
before their studio facilities are com
pleted. An ad\'en iser wishing to use the 
visua l medium, and who doesn 't wish to 
use spons, film, or spt.-cial events in a new 
T V market , need J,'O no further than the 
TV audience p.1rticipation show, Muel
ler's "" Iacamni, Manhat1.1n Soap, and 
B, T. Ba bbitt have adlie\'('({ real S,1k-s in 
creases as well as a rating ( I J. 7) t ha t tops 
1ll.1ny nighttime TV ra tings with their 
dayt ime telecast " 'Iisslls C Of.'S A-Shoppill'. 
T he jointly-sponsored qui z. sho w is 
scanned, not from C BS' new studios 

(which \I'cre only in till' blueprint stage 
when the show s tarted), but from su!X'r
m.1rkcts in the New York area . T he f.1ct 
tl1<1 t thl' featured products arc in plain 
s ight o f the camera at all times helps to 

bring in a solid over-all sponsor identifica
t ion of 77%. 

Missus Goes A-ShoPPiu' is not a freak 
in TV. II is a fommla that can be ap
pl ied by any adwrtiser, or combinat ion of 
ad vertisers, who has grocery or housdlOld 
products to sell, and who wan ts to usc the 
T V medium 11011'. 111(' cost ($I,(K'Il a 
week per half-hour sho w) is about par 
for an average remote T V audience pm
ticipation show t hroughout t he ('Ountr)', 
but t he program has pul led re tums to 
premium and contest otTers tlml TUn as 
high as 21.6% o f the a vailable mlClienc(.', 
at costs as low as at per return . 

That cost is 2¢ lower t l1<l11 the best 
national a veraJ,'C for rad io, ;'I nd lot lowe r 
than the radio average in a local market, 
The audience p.1rticipat ion show in tele~ 
vision is a lso one of fe w types that can 
show actual boxtop returns to ofrers. 

A t),pical 30-minute audicl1(T p.1rtk"ipa
tion show call be done from a remote 
location , such as a supemmrke t, dep.1rt
ment store, theater, etc., wit h costs like 
these; 

Ta~n! SISO-SSOO 
Tim~ SWO-J2SO 
R~mol~~hat£e SHIO-$'IOO 

Studio productions cost even less, s ine(' 
t he ext ra lighting equipment , m(lbile 
units, personnel, and cameras art' nm 
necessary, T he nmote ~how offers, for 

D,n pile hut hundreds c.owded DuMont Netwo.1. studio at John WIn.m,hr', in New 
Yo.1. to bid for don. ted .rtid es . t television's fi n t . uction. Over $3,000 went to charity 

.1' ...... 

~~~ 
John Rud Ki ng pl. ys ji'llaw PUlIl1 'I.mevi. TV 

its rela t ively higher costs, an immediate 
method for gel t ing on thl; air. One of the 
producers of studio T V audience partiei
p.1tion pro):rams, Ray Han ley, avers, " I 
don' t know of any other live television 
SllOW in which a sponsor can get such in
eXIX'llsi\'(' laughs," His televised School 
Days p.1ckage is done fo r as li ttle as $250 
a show (talent and product ion COSts), 
Harve), adds that an acct>ptable sho\l mn 
be don(' for $ 150 if necessa ry. Like most 
T V pmduccrs, Harve), promotes his mer· 
ch:mdisc pri:es at no cost to himself. The 
mon"y goes onl), for an mc and for equip
me nt a nd props for Slums, allowing an 
awra!-:e of $10- $20 IX"r st unt. As always, 
there is no lim it on what can be spent 
o n st unts. But a udiencc part icipmion 
('(rSl is s t ill cheaper than any other fonn 
of indoor T V programing. 

The TV a udience p.1 rt icipa tion program 
works " '(,]1 nOT only for the adverriS(-' r who 
has a packaged prodUCl to sell , but also for 
the adV('rti~r WllO sells a large and varied 
line Ilf merchandise. When Scars, Roe
buck (Philadelphia) decided to usc le'e~ 
viSion, they bought a Ra)'Jl1ond E. Nelson 
packa~'C, Visj·Qui:, on Philadelphia 's 
WPTZ (SPOSSOR, December 1946). The 
program wen t on the air in September of 
1946, a time when there were only some 
6(X) setS in the market, After the number 
of '>ets had climed t{J nearly 2,000 Nelson 
and Scars decided to include in the qui: 
sho"' fOm l.1t a qu('St ion d irected to 

\'ie"'ers, " '110 wer" inVited to call the 
studio if they kn(,w th" answer. T he 
night the check was made the program 
brought in HJO calls and 1,772 additiOllal 
bus)' sij.!na ls on t he three lines set up to 

handle th" ca lls. With allowance for 

,. 



uuplicatl'd cal b this meant that at least 
75°; o( the tOtal vid(-o nxeivers in the city 
wen' Ilnwd to Visi_Qui:. 

'\n ingenious (eature in the show added 
to its selling dfectiveness. To display the 
prizes, which WNe all merchandise gifts 
frum Scars, iI 1:lrge "mock-up" of the 
Sears catalog was placed in the cell ter of 
the studio. Whenever a contestant won a 
prize he walked o\'er to this outsize cata
log, swung it open , and picked out a prize 
from thl' many waiting inside, In large 
~jZl' type, where the cameras could pick it 
up, was the catalog urder number. I twas 
a comnll.'rcia l- but the viewers didn't 
know it. They JUSt "uhed" and "ahed" 
at the prizes. 

Just how crfective this d('vice cou ld be 
was proved by a Scars survey of orders 
placed at the catalog order desks. The 
customer who didn't own a TV set 
o rdered an average $8,50 worth of mer_ 
chandi$(' . Cus!omers who owned sets and 
regularly tuned in Vis i-Qu i~ were found 
to be orderin),! an averag{' o f $95.00 
worth. Sears felt, and still does, that the 
sholl, Waf, a success, 111£'Y took it olr the 

" H"ppy " F,,!lon I.~"s his contul.nl. 10 .chool wi th 9" q ..... lion. 

air in J une 19H only to wait for the 
number of $(' ts in tht' market to climb, 
Now that Philadelphia has a sizable num
ber of $(·ts, Scar~ is thin king of bringing 
Visi-Quix again bcfor{' the iconoscopes. 
They renlt'mber tho~ hundrt'd-dollar 
orders where the cus!omer s.1id he had 
"seen it on television," l'\'l'n if there 
weren 't enough of them. 

This sort of n'sult has led, unfortun
ately. tu a widespre:ld belief that the on ly 
thing necess.1 ry to a successful TV audi
ence participation pruJ.!ram is to select :a 
tried-and-true radio formula and transfer 
it intact to the viewing screen , Raymond 
Ne lson, producer of the Scars show, S.1YS, 
"There is a ga'at d('al more tu il than JUSt 
bringing a contestant from the :Iudience 
before a camera and hitting him with a 
custard pie." His bel iefs are shared by 
such directors of TV audience shows as 
Charles Stark, Ray Harvey. Walter 
Ware, Harvey Marlowe, and uthe rs who 
have produced successful TV audience 
participation programs. 

Even if the format is built (rom scratch 
with the visuo1lmediulll in mind , it is easy 

to go wrong on th{' choice of an me. 
Probably nothing irritate s the living-room 
viewer ;IS much as an emcee who is a 
smart aleck. or who humiliateS the COIl

test:mt. Producers insist that more than 
anythin~ e!$(', the emcee should be like
able, easy, and able to do a last minute 
switch on a gag if it is not going correctly, 
HI.' must never be snide, act superior, or 
try to be a box-office comedian. Program 
analysis studies of the CBS Research De
partm{'nt show that th{' audience atten
tiun on quiz and audience participation 
shows falls off "'hen the mc departs from 
the format of the show to wiSt' crack 
unless of course the /o!ags grow naturally 
from the situation. 

The addition of the camera has created 
a new set of rules regarding the type of 
questions and stunts that go over well 
with viewers. Radio quiz shows oft{'n 
need super-t>laborate gags and lengthy 
explana tions, such as the stunts on Tmth 
or G:mSt'qllt'1lU's and Ptop/I! Arl! FUIIIIY. 
Here . r:ldio paint s broadly on a limited 
canvas to obtain its effects. The visual 

(Please turn to page 60) 



People or homes? 
People 

~~-best for IllIalitath-e reseurch"~ 

H. M. BEVILLE, JR, 
Dilector of ,uulCh, N.tion.1 Bro.dcntin, Comp.ny 

thought your article, " Listeners Are People," in t he 
May issue ~'aS extremely .... '(' 11 done. The tremendous pre~ 

occupation of radio advertisers with program ratings which 
are based on fami lies has somewhat beclouded the fact that 
" listeners are people ." 

One very important fCsearch field which puts major 
emphasis on individua l lisleners as its unil of measurement 
for qualitative program testing is exempl ificd by t he Schwerin 
Research Corporat ion and its work for NBC and many spon
sors. In this research the reactions of each individual in 
the test audience are obtained so that it is possible for an 
advert iser to detennine quickly and inexpensive ly to what 
segments of the total population any particular program 
appeals most strongly. Th is type of research is of great 
importance in detemlining whether a particular program is 
successful in hitting its ma rk. Since radio offers adve rtisers 
the opportunity to sponsor the Iype o f program which will 
have the strongest possible appeal fur the audience which 
represents prospects, quali tative program research can be 
o f great value in telling him how the audience he. par~ 

( PIM~ lum to pagE' 50) 

~e_f"lIl1i1il~S are l,eOI,le .oo~~ 
c. E. HOOPER 

Plelident, C. E, HOOPII, Inc. 

I read your article, "Listeners Are People. " in SPOSSOR, 

May 1948, and I agree with the title. 
Th is is not to say that I disagree with the contents 

because we fu lly expect to supply the industry with personal 
listen ing records on ind ividua l listeners. The opportunity 
to do this represents the basic appeal o ( the listener diary on 
which, as you know, we have settled as a m.ljor device for 
supplying supplementary info nnation to the industry. The 
diary provides the opportunity for the individua l to enter 
his record of what he listened to when, regard less o f where 
he is or how he catches the program and , what is mo re, 
regardless of the type of service he is utilizing: te levision . 

(Please tUTti to page 50) 
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SI'O'\SOH rur '\1:t ~' l'rClllllIl l!at, ' ,1 t ill' ,I H''';'' 

Ihal p,·upl,·. Iwl hOIl1I ''', li,..I,· II . '1'" ,1",,"· 
11 11 '111 Ihi" r"rlll II la . rlu · l :.. II ll.'woI IIpll ll 

\"U< :' ,.. "pl·r,...,"a l t1iOlr~' l'o illol y" a l101 a h" .. 1 

u r olh"r "Iuolil'l'\ w' ·r'·l'rl·,...·III.·'1. 'I'll .· p ru:.. 

;I IIII"UIl'" :Iro ' I'rl''' l' l l to ' ll 11I'1 .. w ill thi ,.. i""IIC . 

lIollles 

· '"-are I,orelulsin,: ullits- ~ 

OSC ..... R KATZ 
Dirlctol 01 Ille .. ch, Coh"nbi. Bro.dcutin, SYJI .. m 

I read your art icle, "listeners Are People, " and find it 
difficult to agree that the radio family is no longer an accept ' 
able unit (or measu ring program audiences. While it is, of 
cou rse, true that people, not homes, listen , it is still a pretty 
incontrovertible marketin g fa ct that the family is today, 
just as it was 10 years ago, the purchasing unit for the great 
majori ty of products ad vertised all the air. It is no accident 
that all the familiar research panels, such as the Industria l 
Surveys Company panel and the J. Walter Thompson Com
pany pane\. have been reponing on a family basis for the 
P.1St nine years. 

This is not to imply that listening fi gures on an indi vid ua l 
basis do not have a worthwhile supplement al value . It is 
generally help ful to haw at hand simultaneous measure~ 
ments 0 11 both bases. The listener diary technique, which 
CBS pioneered and has used fo r years, has been designed to 
give this sort of flexibility. By measuring family lis tening 
and a t the sa me t ime determin ing audie nce composition. 
we have been a ble both 10 provide famil y measurements and 
to refiect the num be r of characteristics of the individua ls 
comprising the family circle listening to a given program. 

Some 41 C BS diary studics back, in connection with wha t 
was one of t he fi rs t dia ry studies ever conducted, we gathered 
in fomlatio n sepa ra tely by indi \l iduals. Before long, ho w
ever, we also processed the data by families as it became 
increasingly obvious tha t the famil), unit cou ld not be by-

(Please 111m 10 page 50) 

U.ne4l"essary for 4I!orrel .... ion',. 
HANS ZEISEL 

..... "oci.11 dirlclol of I .. ,urcl., McC.nn·Erichon 

WRC's Individual Diary Surwy is undoubted ly a great 
step forward in the fie ld of audience research . It is impor
tant , howc\'Cr, to accompany each such new step with an 
effort to indicate ..... hert· in the fra mework of other audience 
measurements this particu lar Ollt' fi ts in , lest the t id!.' of new 
measurements become confusing. 

(Please 111m to page 52) 
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TIll' tlm{'bu)l'1 I" conM~t~llIl} 
r.cl \\ 1.'1.'11 Ihe ue\ il :md the deep 
t-hle ~ea, 1t is IllS n:~ponsibil. 

II)' 10 pl:I({' na lional SpOI campaigllseffec. 
lively despi te Ihe lack of adequate tools. 
Ile has !O buy timc for account execu
th'es, lId\'ertl~ing m:lIlagers, and other 
spomor pcr:.ollllcl, "'ho oflel1 know little 
o r the broadcast medium and ll'sS abou l 
how to uSC it effect ivel}'. 

ThaI the timebu)'er has been able to do 
as good a job as he has during Ihe paSt ten 
years is a tribute 10 his willingness to 
swea t and dig for r.'lCtS that are not other
wise available. 

The men and women who bear the 
IIllc of timebu),er, manager of the radio 
wedia departmen t , etc., arc l'Iot the per
:.onn!'! of thc agency who cope with the 
headaches. It 's the assistant timebu},er, 
or member.; of timebu)'ing staffs, who find 
Ihe msch'es knocking thelT heads against 
till' slOne wl1l1s. It's the Ann \\'rights 
(Thompson) , Joe Lincoln~ (Y&R), Ele· 
nore ScallIons (BBO&O), Selty Ruth 
Bnms (Bates), Pcnelope Simmo ns (Fed-

I. l.il1lit c' cI " l alT 

eral), ;md I jenr} CJo"1l'~~);, C'i mpton) 
who do the stru!!gllllj:!, The)' opemte 
with IOc;{ of thc infomla tion the), desire 
and fcel cs~cnti111 10 COrl' with thl' 
Gordil1n knot Ih l1 l budget, ll111rket, goa l, 
dealer, and distributor lie. 

The failure of mdlo to supply time· 
bu yers I/o'ith I/o hat the) require is 10 a 
degrcl' t he dirl'ct result of the ma nner in 
which the industry sales problems have to 
be halldlcd. Recentl) a sta tion in the 
lI. liddlcwest had choice chain breaks 11 vail· 
able, It notificd the offices o f its Tepre
scntatiw. Almost Wi thin an hour the 
Nev.' York offICe had them sold, Notice to 
this effect was sent the station. A little 
later another salesman in the New York 
office sold the open brea ks to another 
prospect and al:.o wrote the Slat ion for 
confimlation. Three days later the first 
5.11e was confimled by the station. A 
wcek went by. The second timcbuyer 
I/o'ho had contmcted for the prime l1\'a il
abili l ies hnd notified Ihcclient :lIld agency 
product ion depanmellt of the buy. Time 
orders were be ing drnwn up by the con· 

lract department, sj'Xcil1l annOUJlcelllent~ 
were being written hy the program dep.1n . 
ment of the agency, To all intenlS and 
purposes the sta tion was being intellrmed 
into the ad\'Crtising operations of the 
account. 

Of course the availabilities had ocen 
offered "SUbject to prior sa le" but since a 
week had gone by and the rcprcsentaliv(> 
had not notified the agency that the spotS 
were not clear, the tlmebuyer natumlly 
concluded that c\·el)·thing would be okay, 

The station r(>prescntath't" s salesman, 
not hearing, fin..11l)· "'ired the station for 
confirmation, The sta tion answ('red; 

"AVAILABILITIES I'RE\' IOUSU' SOLO 

BY \ 'OUR Olio'S OFFICE. OOS'T YOU 

BOYS TALK TO EACH ornER." 

When the timebuyer received the ne",~ , 

he hi t the ceiling. 1'!ot only had the 
agency gone to considl'rablc expcn~, but 
it had to go to the diem and tell him that 
the spotS were not going 10 be available in 
the specific market. The sponsor's adver_ 
tising manager had to go to the 5.1ks 
manaller and tell him the b..1d news. The 

.-robleIIiS " 'ilh fhe sluulsur 

I. ,\tl\l..'rli :-"r:- lack kllu"It',I~., "f"IHII nltlio) 

:1. .\l a r kl· 1 in;: cl it i a tl lln' la\('cllli r .Hlin '·I"I' rHj..::I ' :1 , 1.0"'111 pre.'iiO lirc fllre(' :!; ulIl.alallt't'cI hll~ illj..:: 

:t 1..:11'1.. uf "lItl r lliHa lillll 1"' 1" 1,,,'1\ III1,clia IIII~· 
illl! Ilt'r"lI1l l1 l'1 

I . 1.iltIO'llin·I't l 'UI1I:II' 1 " illl di" nt" 

oJ. r :,i lurc "f 111"'111111 1 "\C"· lIl h .. ,,.. ttl li :,.: ll t fl.r 
Ii 1111"1'11 ~ I' r,..' n 'I''' ll l llll" ncl a ! iun" 

h . ;'\I'I"':-"it ) f,.r "1I~i l' :': i ll IIl U:- ! " ;I ... "" "itll 
,., .1 kiln" 11,.1:.:" of I l u' l'up~' IIr ,·a1l11.;.i:,:" 

• . e lll·.·kill;': "r"'pul ,':ulIfllli J.! Il" tun li'l1il .. ,1 10 
lu uk,' r "ul 1'\llluHlillll 

1,1, :,d,]n1 11 1'1111110:11 till,,' 10 ",'I lip II "'1·IIt,clul. , 

" 

I. ~ :lli ' lilal :11111 , li"lric l ,..al,'"nmna;.!I' r,.. IIlOlke 
a rl.ilra ry l' llangl'" arll.'r a " .. ,lwei nIl' i .. "I..'l 

,J , ~I H >lI :- lIr" cl il Hul lik(' til III.' hulh"n'tl ,.ilh 
,11' tllil ,,-1 hn l ' I II' ~ illl! i .. all 1II'Iail 

fl, ,\Ih .. ' rti ",' r" (' '',H'' ' ( Ullin' rl '''nll'' frnlll ,..pnt 
111:," frulli u llll' r IlH" lia 

" '1'"" liltl l' (Ioint-ur. "a) .. ' prnlllulinli fllr "p"t 

I), T0 l' /lIIlIIU gl' UU' II! hart! til i.ul'n·" ... nil ",,1,,1 
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salesm;lIlab~r had to lI.'rite his districi 
mmHlger ,utd te ll him it was a fa lse alaml. 
Luckily the district nmnab'Cr hadn 't 
moved too quickly and he d idn' t have to 
tell his retailer customers that the local 
advertising camp.1ign hnd been cancelled, 
In other like cases the district m.1 nagers 
have had to explain 10 retai lers thai "due 
to circumst ances beyond our cont ro l, t he 
ca.rnp.1ign hns been cancelled ." 

Timebuyers have been fi red for "acci
dents" like these, 

Sta tion represen lalives arc seldom in 
the posit ion o f holding availabil ities o pen 
for any length of time. Time t hat isn 't 
sold is 100% loss in t he nat ional spot field. 
Stat ion repr~ntat ivcs have been bun led 
when, violating their regular operat ional 
rules of "first corne fi rst served ," they 
have held prime availabilit ies open fo r a 
specific sponsor. Timebuyers ha ve sat on 
choice spots for twO 10 th ree weeks (of len 
through no fault of the ir own) and then 
had to re turn them to the station repS 
with "sorry." Asone station repreSE'ntat ive 
wryly put it , " neither our S(;ltions no r ou r 
own shop <:.1n pa}' bills with 'sorrys'." 

T imebuyers who have shifted from 
other sections of an agency's media de
partment find it difficu lt to rea l i~e how 
speed is the esscnce when a prime avail
ability opens. They have seldom been 
faced with the s,1me factors in newspaper 
or mag.u ine SP.1CC buying. Some of them 
actually rescnt what they tenn "the rush 
act " that stat ion reps give t hem when a 
choice spot bca mlCs available. Others 
resen t not being infomled when t ime 
opens. 

Advertisers a l any ont! specific time are 
either mterested in radio, or they're not. 
When they a re interested they want facts, 
figures, and availabil ities a l once. TIley 
think no thing or asking ror a 75-station 
schedule in 24 hours. One I imebuyer 
made a record of the numbe r of calls that 
was made by a sponsor on a new spot 
camp.1ign in one 43-hour period . The 
advcrt ising mamlger, or his assistants, 
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'h.~~-·re ent .... si,asdc nhout 'heir 

johs. bu' tl .. ~ h ... ~ls ure 1.lckin;.t: 

were in contact wi th the agency 28 times 
in the two days. When the account exec
utive couldn 't be reached, t he sponsor 
spoke to the head of the radio department. 
When the radio head w;lsn 't there, the 
sponsor spoke to the medi.1 he:1d . When 
all three execut ives were unavailable, the 
t imcbuyer herself (it was a 1:irl this time) 
had to handle t he inquiries. She handled 
16 ca lls. 

To set up the a bove schedule the time
buyer spoke to 17 sta t ion representatives, 
wired 15 stations direct, and pholled six, 
long distance. Less than half of the sta
tion representatives cou ld give her in
fomla tion on availabilit ies lI.i thou t check
ing their stations. The timebu}'er was in 
no posit ion to report the number of calls 
thm stat ion representatives had to make 
to obtain the necessary a va ilabili ties for 
he r. 

She Willed over to the account execu
t ive the complete line-up o f fi ml avail
:1bil ities fo r the 75 markets in rour days, 
48 hours a rter she was supposed to de liver 

the information. Arter the timebuycr had 
worked "rolUld the clock," the sponsor 
held the list ror a wee k before nt.1kin g up 
his mind . At tile end or the seven days 
Ihe entire schedule was accepted. Be
ellllse the slxmsor had held up his decision 
for a week , the t inlCooyer discovered that 
"firm" a va ilabil ities in 10 cases were no 
longer open. She had to StMt all over 
again clea ring t ime in theSE' markets. 
Since the cl ien t is always right in a case 
like Ihis, it was all t he t inlebuycr's rault. 
" Hadn't she mack it clear that this was a 
commitmen t?" 

She hadn 't, becausc un til it was ap
proved by lhe advertiser the en ti re cam
p.1ign was speeulati\'e. She na turally 
couldn 't tell that 10 the client. Ne ither 
m uld the nccount execUliv/:', who simply 
ex plained , "Our Miss Blank must have 
misin terpreted her instructions." 

This isn 't an isolated case . It happens 
every week al some agency. When a 
national spot campaign is plamled, it's 

(PitasI' turn to page 66) 
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KPRC', " Gardtn Club of Iht Ai," il idtntilifd with di , t hobby;s" throughout Houlton . loul /tOWt' , how euditnctl /tocs. to IPOnlO", "hibit 

GARDENING America's top hobby 

At least OI1l' pcr!'on in l'''ery 
home is il1[~'fl'sted in gar

dening. say horticulturist s. 
The passion for coaxing bcilut)' or ut ilit)' 

from gro\\.ing things isn't lunited to :my 
social, rcollomic, or rJucational group. 
On the same d:J)' tlwt the gm'l'mor of tile 
st:lh' wrote tile conductor of the KPRC, 
Ilouqon, Carl/CU Club oj the Air ('xprrss
ing hi~ al'l'rl'ciation of the show,:1 colorrd 
mail carrier rang the Jnorlx'lI to ask the 
mc's opinion on the knnll)' problem of 
aZ;lle:l~ versus Ci'uHel1ias. 

In a grl';JI cit)' )'ou're Just as likely to 
'!'(>e a c<LH'fllll)' wateTt·d ger:UliurH POI on 
the fire l'<cape of a slulll Il'!lellll'n1 as rOll 

:Hl' to lind expcllsi\'e 1I0wl'rs ;Hld shrubs 
aWl' a lokyscrapl.'f. Your millions of box 
and put garJl'lleTs :LH' rrohably "un-

" 

affiliated." Your sk)'scTapcr garde ner is 
probably a memlx'r of the g<lrden club 
that hoisted his dirt up in the de\'alor. 

C<lrdeners of ever)' des.criptioll ure an 
audio.:llcc hungry for pr:rctic<l l infoTllwtioll 
about gardening both wgetal>le :md 
flower. ~\ st:llion doc~n't haw to build up 
inteTest ; il has only to feed cxistm~ intl'r
l'st with tlw right kind of «how. rl'Opll' of 
till' dig and ~rra}' fraternit ), w;mt to kno\'f 
what'~ going 011 in the .... orld of their 
hobby, who's dning what, .... ;mt tn share 
S('creb and rXf"l.·ri('I1Cl·~. That's p<ln of 
their hot-by fun. jUq ;15 important as 
gl'tting thl' right :nl~""l'rs to thrir prob
lems. 

The ~pon~or wbo gi\'rs !I~tl'n('rs <1 sho .... 
which wi ll do the ... • things Gill !"oC1l thelll 
almost <In)' thing thilt ;r cros..~-~'ction of 

American families will bu},. Carden 
shows ha\'(' sold, i ll addition [0 sceds and 
fertili:l' rs, such things as beer, oil, tires, 
decl rical appliances. etc. 

Wby ha\'('n't mOrl' stations and spon
sors cashed in on thl' prowd intl'n'st of 
the nat ion's number one group of hobb)'
i~ts? [)(> ~ritl' t he fac t that probably morc 
liter;lture is distributl'd yearl)' on garden
ing topics than 011 all Othl'f hobbil's put 
together, de5pitl' thr fact that ba5ically 
agricultural programs (earl}' moming 
stuff) and general wOl1'len's !'('r\';ce pro
grams deal regular ly .... ·ilh garden topics, 
mall}' stations and sponsors CklS(' their 
eyes to the depth and range of ,\ tr. and 
.\ 1r~ America's fascination with growing 
thmgs. There's a belief in some quarters 
that \·l'ge tablc and flo wer growing is a 
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kind of ~c\\'ing circle bus i lll'~. 
This is a bad misconcept ion of the SC T!

OUSI1CSS with which the dwellers in the 
nat ion 's towns and citk.-s takc their 
hobby, Evcl1 those wh(Jse ol1ly flin~ at 
horticul turing m:1}' consist in the careful 
tending of indoor plaLlts teS( ify that the)' 
listen regularly to a garden show or to 
ea rly mOnl ing f:lnll broadcasts for nug
gets of infonn.1tion about growing things, 

111e f.1c t that most ga rde n org:Uli:a
tions include soci.11 activit ies has con 
tributcd to Ihc (eeling 11'1.11 ~ardenillg is 
frui tless, Yet the desirc to get tOb'Cther 10 

admire a member's skill and do a little 
rnodest bragging to boO! can be made to 
work for a radio progrnl11, W\VJ's 
Ganim H OUT ([)etroit ), KEX 's (portland. 
Ore,) Dirt i)o(:tor, arc two of many which 
have done a selling job. 

111e cxperience of Phil Alampi, Po1nn 
Dire<:torof WJZ , New York , is not unlikc 
that of many farm broadcasters. He dc- N~w York !. rd~n i n! ~nthusi.sh S~I up urly (6-7 • . m.) 10 wud .nd h~., WNBe, Tom P'!~ 

votes about 1'1 sixth of his timc , on an 
a verage, to discussing home-gardening 
questions. WNJR . Ncw,lrk , fi rst brOild
cast Your Gflrd('tI TOlla), at 6:30 a.m , to 
gi\'e N, y , fa nners a better break , 111e 
show went on in Novcmber, and as il 
moved inlO winter so many listeners 
asked for a later hour that they switched 
it to 8:55. WNJR had eXJX"Ctoo winter 
listening to rail off, but it held steadily, 
Stumpp and Walter Comp.111Y (garden 
products) is the sponsor. 

Collier's discovered that gardening is 
top favorite of its readers' leisure time 
act ivities in a survey madc earlier t his 
year by the Crowell-Collier Publishing 
Co, TI,ey carne up with the faC I that 
three out of li ve or Collier's r('aders h:lve 

Gourd r.itin s was lop stun t for WTMJ 

Tom Will i.ms, "Old Dill Dobb~I," bro.d,,,ls dir~ct from !I"d~n o~~r WLAC, Nuh~illc 

gardcns. Percentagewjsc g:lrden ing had :r 
slighl edge over the next most popular 
Sport s with both men and " 'ornen readers, 

Second mOSI popular leisure activity 
u.·jth men is fi shing, "'ith 56f( p.1rt icip.1 t
ing. With WOlllen , swimming "as next to 
gardening with 47% particip.1ting. 

Sixty-one per cent of mell and 57~ of 
women readers haveouldoor plotsof some 
kind. Plower-growing was more popular 
with women, while more men chose 
vegetable-gro"·ing. 

AnOl her survey at about the same t ime 
was made of American Afa,l!u: ille men 
readers for sportS and hobby prderences. 
T he figures stacked up like thi:.: 

Hobbies (0/." p.1rt icipatin)!) 
Gardening 51 

Woodworking 
Photography 

SportS (~ 
Pi~l i llg 

Bm;cb.111 
Golf 

27 
22 

participat ing) 
39 
12 
N 

All hough 71 C; of Amcr icclll /\fu,I!a:ille men 
readers s,1id the}, engage in outdoor sports 
and 63~ in hobbies, gardening actually 
look a greater total number of men Out
doors than fi sh ing, the /lIost popular sport. 

So exuberant is the gro"'ing interest in 
garden ing thm it 's breaking out all over 
the continental landscape. In a kind of 
nora l chain -r .... action " Round Robin 
Clubs" have been springing up by hun
dreds in the last fi ve or six years, They're 

(1'Ioos(' IUn! IQ page 80) 
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Radio creates 
a new living habit 

eo( Radio didn't m.,kc Air-Wick 
, . But broadcast adv(' rti ,ing 

ch.1ngcd thc air purifier from 
;1 cla~1> commodity, v.hich ItS manufac
tun .. r thought it lIo'a~. to a mas, consulllp
tiOll product no ..... in U~ in 20"; of the 
n,1Iion'1> homes. 

It also ch;lIlgcd a r"'~lonal V.holcs.1lc 
~roc ... r lSct>man Brotllch, Inc.', wi th 85-
90'; of liS sa le!> within 50 01l1l"$ of New 
York City, to a nal ional bu~illes1> dis
tribu t ing: ill ..fS !olatt"-. Radio funher 
helped Sreman Brnthcr.. lU IIlCfCalo(' their 

nl't working capital (mm $4,376,802 in 
1946 to $8,139,9 14 in 1947 an increase of 
nearly 90(';: in one },t',1r. Thl~ jump in 
working capital , cau~ed by thc nl'C~it)' 
ora much larger inventor) 1$4,]82,789 ill 
1946 ,lI1d $6,538,797 in 194i). reduet'<f the 
!let income per ~harc of common stock 
from $1.2 1 for J uly-December 1946 to 
$J.J9 for tn...-- 1>3n1(' period in 1947. 
Whereas the corporalion' .. ratio of ,",,'Ork· 
ing capit:ll lO liablhtil'S in 1944, Ihe ye:lr 
fo llo ..... ing the introduction of Air.Wick, 
..... a~) lO I, the cUrren! ratio is 6,92 to I, 
an increa!>C' in asseh of over 1 W;: in 
~ I ightl )' o\'er three rea~, 

&ernan Brother.. arc vcr)' reluctan! to 

reveal ho ..... great a contribution Air·Wick 
i~ makinJ! to thdr bo~inC!>~. This b 
understandable ~ince over 70 com~titi\'e 

products haw come 011 the market since 
Air·Wick \,\'as first introduced in 1943. 
Seeman i~ not interested in inspiring ne ..... 
competition by reporting the really huge 
Air.Wick profit~. Air.Wick bu~iness is 
included in Seeman BrO!her~' financial 
Matcment along ..... ith ih White Rose 
tradt'-marked linc of canncd .Ilood~ and 
other items, 

Compctitor San-O·Van i~ rcportt'd III 
ha\'c spent over $500,000 tryin}! to e~t<lb

lbh itM'lf in the New England market and 
O-Cedar, a well kno ..... n nanK" on ..... :lXCS 
and cleaming antiseptics, is still tr}'ing to 
introduce ih Odac spray. 

Air·Wick madc its 0 11.11 market. I fousc ' 
hold and cooking odors for gencrat ion!> 
h:l\'c been accepted al> 1l<'C('!>sar), evils. 
Smoke-laden living room_ haw also been 
accepted as one of the unplea ... .1IlInC'S.."l'S of 
the smoking habi t . At fiN it W,1S 

t hought by ~me ad'l11el1 that a " B"()" 
<lpproach might do the job, bot Seeman, 
feelin}! th:1I it had a cla~$ p,,>duct, did not 
belie\'(' th.lt it could fri)!hten upper
bracket income grou~ into buying. The 
problem that &xo11lan Brothc,..., faced ..... as 
th(' developing-ofa nc\\ living habit , of the 
autommic thought "open the Air·\\'ick 
Mule when('\"er all odor ma~ ofr~·nd." 

Don G"dn~r'. d"ight h. ndling 01 th, n' .... ' 
h,l t)! to b uild Mond.y M ornin'J Hu dlinn 
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Gaglinu Oil nota,l y all big comedy programs help !o 5plotad the fame of Ai, ·Wick. III m.jority of cases the y . Iso Sltll the odo, remonr 

l'Aldie C,,"l "r , l'lm " lI 'r,'~ II('r? Jf '},), " ,I",,, 
£:orS' '''" '' r.''lJrp.<' eU/"r£ I},e rillS II"T sl'ru), II", 
1,I"ce ... il" C/",,,.'IS,,, 5, 

Fr.,. I .\II .,,, , " -/,.,· tl,,, ""'11 "il/r 
" .<Imnk ,",,.,,? 
'l i .... r.-;, l'i",, ~ : JIl <;'/"I I", '''''11 
is III' A ir· II i, '~·. 

11,,1. " " t",: /I",,,,,,, C,,,,,,,,,, ,1,"""-"'/ his 11.""rl"" 
,/",, ' , Y"" Ihi"A' Illy 1""f 'Irt"''''' '' i" " /(,,,,,1 I" Iii,," 
"" "'r ,,~1 """" ,I, iup 

~ l a,1 l lll ~.~ i:l'" t,'"r "'" I/lI'y "I" '" ~l ir- Jl ·i('J. , ( : ,·"rl'ia I ; i lo l, ~ , }",. /I"I., 11"'10"'1 Jir. lr;,~. 

At the t Ulle of determining the intro
ductory ad\'ert ismg budget of $50,000 the 
WclrHraub <lgency moved into the pic_ 
tu re, Newspapers in the New York mar
ket were usc:"<i at the outset, thl' fi rs t copy 
being plaCl..-d du ring May 1943. T he im
mediate response is said to have m'Cn SC'Tl . 

s<l tional and the idea of a $50.000 year· 
long test was disc:ardcd and replaced by 
an advcrtising allowance per case within 
fi vc mont hs aftcr the fi rst ad appeared, 
Scveral times thc original $50,000 were 
spent during the fi rst year. 

Seeman and Weint raub continued to 
ust' newspapers unt il the end of the second 
year of selling Air-Wick. By this time 60 
leading markets had been opened, t he 
product spreading throughou t the coun
try, market by market, as manufacturing 
and distribut ing problems were overcome. 
During the third Air·Wick year, starting 
May 1945, thc product was introduced to 
the pages of national magazines-Life, 
Good Housl'keepiug, Ladil'S HOIIIl'loUT/la /. 
Du ring t his year, the magazine budget 
was $200,000 and newspapers received 
about $150.000. Air· Wick was intro· 
duced to Lifl" s pages with a double-page 
spread, Other magazines carril'(i full 
pages on a faIrly regular schedule. 

The following rear the agency and 
sponsor fel t that truly nat ional distribu
t ion had been achieved and decided t hat 
the t ime had arnwd for t he usc of radio. 
Weint raub generally is regarded as a user 
of net work time ra ther than spot broad
casting. He leans to the t heory that 
newspapers arc the ideal medium with 
which to open markets, that magazines 
can help extend a terri tory,by. terri tory 
opermion to national proport ions. T hen 
it 's time, according to Weintraub think· 
ing, to take to a lliltional network opera
t ion and to make the net works pay off at 
point of $.1 11', 

In September 1946 Wcintf<lub bought 
Mon day Moming Headlilles on ABC, Sun· 
day evenings. The program follows on 
the air Weintraub's successful Drew 
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Pearson ,urlllg (S PONSOR, February 1( 47) 
for Lee Hats. Wein traub started with a 
line.up of 230 stat ions, At th is time, 
newspapers were dropped and scv('ral 
mo re magazines- Bl'tter Homl's 13 Gar· 
llrns, Esqllire, Cosmo/Jo/itcm - wcre added. 

Before radio was added to the 
schedule the Air, Wick $.1Ies, according to 
a well_known grocery index, had bet'n in· 
creasing at the ra te of 30% per year. 
With the first network program the sales 
increase jumped to 40o/c peT year, and 
this despi te the fac t that sales figures had 
to beat, percentagewise, the figures of the 
previous years which had ocen jumping 
at the 30'1 figure, 

At t he end of J anuary 1948 Weintraub 
fel t it was time to add a dayt ime program 
geared 100% for the mass market. While 
MOllday Murnillg Hl'aillill l's d()("S not fa ll 
into t he "class appeal" category, it does 
follow Drew Pearson, a crusading type of 
newsman, and can oc construed not to 
reach "cverYII.'oman," The latest iludi
ence composition report (Hooper) gives 
the Headlines program iln audience per 
set-in-use of 1.8 women, 0.95 men , ilnd 
0,33 children. 

Weintraub decided that a mot ioll pic
ture appeal would hit the mass housewife 
and bought Hollywood Hradlines, Smu r
day a.m. on ABC. The program is bu ilt 
in association with PhotoPlay Magazine, 
which books sta rs , collects t he Hollywood 
news and color for the show. This lends 
au thori ty to the airing wh ich it might not 
have as a straight motion picture gossip 
program. The network for IVlouc/(ly 
Morning /-Il'adl iul'S was reduced from 230 
out lets to 188, the 42 dropped stations 
having terr itories with A ir~Wick sales 
potentials which do not justify dual 
air ings. 

Seeman Brothers are now spending 
$624,130 a year for broadcast time, gross 
(sails frequl"llC Y or dollar volume diS
counts), The cost of the talent (program 
material) is nominal. Don Gardner, who 
handles the newscast, is flot an "e}[pen-

si\'(''' niml<.:' and the news is hmldled b) 
ABC's newsroom. The Hollywood J-Irad
lilies COSt , because of the Photoplay t ie-up, 
is very small. 

With the dual air program schedule, 
Air_Wick is eXJx-'c ted to do 60":0 better 
this year than last , and to excCC"d the Sct>. 
man business from all other sources com
bined . So appealing has hem t he national 
business scene to Sylvan L. Stix, presidcnt 
of Seeman. that he's looking over new 
products all t he tirnc, with an eye to add
ing to thelT one-itelll national line, It's 
('xpcnsi\'e 10 d istribute il single product 
nationally and t he sooner Seeman has a 
number o f products to sell the U. S. tht: 
sooner it will be able to cut down dis
tributing costs which are admittedly high . 

An intensiVe a[(empt has h('(-n made to 
educa te wo men - and women bu)' over 
90~ of all Air~Wick that is sold ~to buy 
scver:ll bottles at a time. Research has 
develoJX·d tilt' fact that when it is a 
bott lt'-by,bottle purchase thcre is an 
average of five days bclW(,(,1l t imes in 
which thcst' homes arc wit hout the 
product aml this cuts down by as much as 
fivc bottles a yea r what an individual 
home will usc. The average bottle is 
consu med 1I1 from fou r to six weeks, 

Rad ioed reminders of Air· Wick week 
after week are said to have cu t dO\\.~l this 
purchasc lag increased the number of 
bottlt-s used sinlu!tanl'Ously per hom.: 
besides introducing it to new buyers. 
Rad io has also contributed to Air·Wick's 
m-coming almost a generic name for thc 
product. Air comic after ({l lllic is now 
using it in gag sequcnces- hard!y a week 
goes br that a telegram dOl-sn' t reach the 
agency rcquesting permission to use the 
name for a cOlncdy sequence. J ack Car_ 
son, Eddie C111tor, Charlie McCarthy, 
Fred Allen, J ack & 111lY, Abbott and Cos
tellu are a few who have Air·Wicked 
broadcilsLS for laughs. 

Seeman Brothers' two program s for the 
product have gone far towards making 
Air-Wick part of the Anwricall scene •• ~ 
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CI,v,l.nd C",vlolet du l" devotes window d' lopl.y to tellin, p.ne,,·by .. , sponsOIS WHK's pop"l" " Oinn" Winnll" teleP"Onl p.o,,,m 

Telephonitis 
0 ... of .be s.udio inro rhc' bOUle 

-v. is.lli Mr. Bclt's litlle ins~rumcn ,t is 
_ ... .1 potenl broadrnstmg del'lce. 

It 's radiO'S only d,rcct link between 
II~h:ncr and broadrnstcr. E\'('n withill 
th(' arrrO\ed rangc of USC' permissible 
undl'r !Ill' nlk>s of thc Fcderal Communi
catiom Cmllllll~~ion :md thc tclephollc 
olmrany 11'o(.'I{, it can 111.1kr or bre:lk 
rrogral1l~, 

ThcR", no rat {oollula which de1ilers 
oUlstandil11! audlt'nc('~_ Whl'1l Ihc Pot 0' 

Co/cl \\'a, hr~t nia'd it rt:achrd ~uch listen. 
Ill!! hrlJ!ht~ Il1:1t no othN rrogram on thl' 
;m lit 11Il' ~nl1lr lillIe could :llIracl a 
\'\nrth','uk ;llIdkIllC. Tl'krhollC tmlll..: 
during 11ll' h:llrhourdroppcd to thr 101H'st 
111 tIll,' 2(1 prr\'iou~ rl'ar~ of operation o( 
Ihe .\T&T. 

\\ hnl 11\1 .. I'rOl!rnlll f('ul1ll('d 10 thc nir 
on ABC 111'0 year, aj!o, Ihat' was {rcp-
1<.1:11:011 in Ihl' hearl" o{ COIllJ"l'tltion 

" 

on N BC, CBS, and ,\lBS. Thc mOllc}, 
aWllrd was practically tlw samr. The 
formula for ricking the lC'irpholle number 
10 be called was praclirnlly identica l \\'ith 
that used bcforr thr war, Th(' 1'00l'rtnin
llIent W;'lS nOI nOlln'ably beller or wor-.c 
than it \'\'a~ \\'hC1111 Ihr('\\' all of broadcast
illl! into a dithcr, Thc only Ihing diffcrenl 
\,\'.15 Ih:ll thi~ 1II11C il jusl didn'l attract 
listeners. 

\\11Y? 
No OIlC ha5 til(' all~"('r. It jmt didn't 

~cel11 to pull. 
The:- le1cphonc i, n:lwlally a l\I'o-way 

instrUI1'1l'nl. By I~CC IC1!ulallOIl it cannot 
lx, l1~ed on till' air ill a 111:1nl1('r Ih;1I f""'.'r-
11l1l~ both 11ll' call('r in till' ~l\Idio :llld Ihe 
I i~ {(,Ill'r on 11ll' I'hOlll' to N: Ill'n rd, :-':l'wr
!lll'll's.~ il i~ u~'d a~ 1'-.lIh all incomill}! and 
IIIl oUI!!oinj! pmgralll lil"'icl' dl'~Plh' Ihe 
radlfl audil'IlCI'\ in;l!:>llrtl' 10 h":lr l'Olh 

sides o( a convers.1tion. 
This past S<'asoll has 5('('n its outj::oin1! 

U~ rcach an all-timc il11P.1C1 hif!h on 
Truth or CoIIst'qllt'llC't'S, Stop th~ Music, nnd 
Proplt Arr FUIIfI}" CoU5('qlll'IICCS reached 
Its }!featest listCT1in}! :llldicnC(> to d:u(' 
throll~h its "wal king man" {('lephon(' pro
motion, SlOP tht .\'I/sic is Ih(' firsl pro
f,!ra m ((l gin- ABC a si:ablc Sunday 
('I'('ninf,! audi(,llc(' in col11f""'.'tition \'\ith 
McCarlhy and Alleli. Thmuj!holll thc 
U. S, ,\ .Iistellrrs hUlI1lhe "m)'~{er)' runc" 
(or allyonr who'll list('n, and then thc} 
:lsk (or {h(' name o( tIll' 5/:.Il1g, .\lusic r('_ 
Inill' r .. fmd il's important for th('m to be 
abll' 10 lell (he tilk o( thc currell t \\'('l'k's 
monr)' tUlle 10 customers \100 a5k. 
Millions of homes tUllr thcir Incal ABC 
~tntion$ nnd kl'Cp onr raf to Ihc loud 
l-p<'akC'r :llld tIll' olhl'T C'OCkl'd (or the 
phol1c, 
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Hooper intervicwers (il ld ii 's ea:.ier to 

:,:el throug:h to hOllies at this time for 
thcir rating: infom1..11ioll but also find the 
phOIlC anS\\'CTCfS less cooperativc t han 
usual. They're \\'ait in):( for that Stop 
1111." /.·lu5ic ca ll. 

The outgoin:.! ca ll thc call fmlll the 
program to thc rad IO hOIHc- IS :111 effec
tive local statiOl I dC\lce just as it is a IIl' t
work audience builder. Tel/CJ- TC'51, and 
the many like gaines which it has in_ 
spired, is sponsored by over 50 different 
pruducts throughout thc U. S. A. 111e 
idea is simplicity it5(' lf. An allno unccr 
phoncs one homc afteT I1 110thcr asking: the 
answer to the day's question. The ques
tion may be, for inst:lIlce . the sourcc ofa 
certain quotation. It may hi: a date in 
history. it mny be thc n,1nle of a star 
who pillyed some wem role in the t heatcr 
or 0 11 t he screen. If the pcrSQns ca lled 
during one broadcast can't answe r the 
quest ion tllen tIle prizc money is added to 
the next day's pot. In most cases the 
b.1sic prize is $5.00. Ho ..... ever. the jack
pot has risen to o \'er $ 150 ..... hen a par
ticularly obscure question was used, al
though public libraries in many llreas in 
which ITe//()o/('s/ is broadcast post the 
answers 0/1 thcir bu lletin bO.1fds. Tel/o_ 
lesl has, in the opin ion of many sta tion 
executives who have used or lire using it, 
passed its zen ith. Ncvcrtlleless it's doing 
a tremendous advcrtising job in many 
sections of the coulltry. Its appeal is 
b.1sic. It's the listcner in the honle who 
plays, not thc snt,111 group that can 
squeeze into a studio. 

This very $.1nIC appeal, wi t h the prizes 
in the fonn of food instead of money, ha s 
made WHK 's Dimltr \Vimlt'T the top 
local program in Cle\'cl llnd. with a ra ting 
of 15.4 (fall-winter, Octoocr 1947 through 
February 1948, City Hoopcrating). Dill
lZa Wilmer is a IS-minute telephone pro
gram. 111e announce r, Bob ledyard, 
calls from eight to 12 phone numbers 011 

each br0..1dcast. If the person answering 
the phone says "r0..1st ocer ' or whale\'er 
food he is eating that night , instead of the 
conventional "hello," a frec dinner b'OCS 
O\'l:' r to the famil y the next day. For 
instance if a dinner winner ment ions 
"ham" when she answers the phone, she 
might receive a ten·pound Ilo1m, a peck o f 
swcct potatoes, two cans of pineapple, 
t \\'0 heads of lettuce, t\\'O loa ves of bread, 
and a pound of butter. 

The sponsor of Oillller \l'illll(' r in Cleve_ 
land is the loc.1l Chevrolet dealer. who is 
finding that it brings prospects in to his 
showroom daily. l1lCre isn 't nn over
supply of Chevrolet cars at present or in 

the fore S('{'abJe future . Arthur Ilaas, the 
president of the comp.1ny, wa nlS to keep 
Cleve land sold on Chevrolets so that 
whell tllC tillle conICs tha t the automotive 
busil lCSS rcenters a buyers' 1l1..1rket. he'll 
haw e no ugh COlisunICr acceptanC{' to ridc 
the storm. 

11le fr(>e food is given away each d.1Y by 
Pa\'clka Bros. Co. 111ey're thrilled b) 
the ncccptance they have achievcd via tOe 
give.away routine. Pavelka is "Ihe talk 
o fti lC lown," says its presidell t, Ilcnry A. 
Loesch, '· through Dimlcr \\';lIIler." 

These devices which in veigk listeners 
into ansl,:ering the phone in soille fashio n 
other than "hello" arc a headache for 
Hooper and other researchers who IISC the 
telephone to o btain their illfomlntion. In 
Cleveland and other :rreas wh ich have 
fo llowcd WHK with this (rcc llIea l pro
gram (Chicab'O, Detroit , Akron, to men
t ion three), Hooper girls arc slightly 
ab.1Shed wh (>n they call dUTIng t he OllllleT 
\\'il1l1l'r broadcast and arc grected with 
'·pork. " HO\\'e\'er, food doesn't throw 
them nearly so hard as to haw tht' re
spondents answer the name of a radio 
station as they did down in New Orleans, 
with stat ion WNOE, 

Everyone who nnswe rs the nanlC of the 
radio station which is running a promo
t ion like WNOE·s b<e ts sonIC cash. 

At first J-looper decided not to issue 
ra tings for areas where a money promo
tion was active. Now Hooper has his 
girls in these areas preface their calls wi th 
th e following statement: 

"This is not a radio station ca ll ing. 
am a Hooper rl1dio reportcr. Ther..: is no 
reward for answering my quest ions. l\'lay 
[ have your sincere answ('r? Were you 
li stening to your radio just 110w?" TIlen 
the girl goes ahead wit h her regular sct of 
Hooper queries. It t<lkes tllc girl a little 
longer to make the required number of 
phone c.fl ils in cach town whe re tile inter
\' iewers have to use this discla imer but il 
prevents a rating report 's being thrown 
out of ki lte r. 

TllCre is little question but that a quick 
way for a st.fltion to imprcss its call1clt('rs 
on any service area is via a phone promo
t ion such as WNOE's. And since thc 
st.fl tion pays just $ 1 per call letter answer 
it 's nn inexpcnsi\'c promot ion. 

Late st , and as yet unproved, outgoing 
usc of the telephone is /\Iu tual's Luck)' 
Partll t'T, which p.1irs a studio contei<tant 
wHh a contestant in the hOI11(" vill the 
telephone. Dennis J ames is mcing this 
one, which slarted /\'Iay 20. 

( PlooS€ tum 10 page 96) 

How it's done on Stop The Music: (1) Visitin! sl. , plclcs phone boolc numbe, (2) Phonec.]]s 
plac"d u p.nious winner wa tches ( 3) Band pay' and mc w.its fo, phone (III (4) The mUlic 
stOPI .nd, "i. phone, contutant is u~ed name ofsOn9. P. izu exceed S t8,000 persong question 
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C.\I':-1 1.1 ,1; \:-1' III STIH1" 1'~,II"w;l!~ IIII' 1(·!t~·'I" II/ II 

CIIIUIII/d" ( -. j",,'lmll }!.flll/l' \larlill "jJ",,~1 1/ rll;'l/, Mm/.' 

/rl1" '1'1", "1111" 'dI"" //.", /11m},' fI" ,1/1';" r'·}!.lI/lfrlY·'/IfIII
"",,,,1 ''IIf'.\ ",//!. IWflJ!.rol/l "/I /I 'OU. \f'lI I "r~·. TIl(' 111"11 
,1.If·r., f'lI,·I, /'lIlIf'" 11/1' I!I"I~I/,·~t """/"1(1,'" I"'r 1/1/.,1"1/,,,. •.• /11'111 

;11 till' .</11111 ",r\ hi."IJf,\·. TIll' r"'/IIII,,,' I"'r tI"'IISfllld 1,1,·· 
1";,;IIf/ hmllf" Ifl/,' m"r 1"11 lilll'" fl .' I!I"'f/ll" ,I,,· /"t'SIWIl"" 
I"'r tllfIlI .~l/lId rllllill h"IIIf '~, 

\\ I 1I~:n. , •. " '''rl. l 'I!Il/, II\\I , 1:"11 .. :.:,, V.~.d.~11 

... 1'0':'(111, GimlJcr~ I )","'rtll"'''z !"'OIr.· I'HOJ)l rT: J.jl'~1 ;,·l 

C \I·:-II.E C\~ I': HI:;TOln ; A., 1/1/ illl/"I'" If'.,'. (;;m/I('/"' 
.. .fl'·1 f·d II -'11111,,/(' Iii 1.,1 il"/; (11' '111(' SlIndll." III'/D"~'/lf'Ir~'/f sl i /I 
F ""rlllln', Till' f!U('r II"II.~ fllIl//'· "" 'I .,ill}!."· /lrtlf!,,/lII, 
TIll'/"(' III'/"{' fill 1'.~/ifll(/I'~/ 1.000 ,,'i.·(0f'rS ;/1 .\li"nllll.-('·<., "' 
Ih;., 1;1111'. 011 .Ilom/IIY, 11,1' ./(1." fI/l('r Ihe 1"/''("11.\1. 25, fl" 
,/I/(""'~ 1/"'/1 ' "'f"'h"l'll jllr till' ~1I111/'1t·, Tlli.' rI·l,n'."'lllf'llo/l" 
"./ ill fin' in lilt' '/f f'rl. '1IIIIIfill.l!.jllr 1IIIIIIi/,I,' rI'tIIl".~I' /rlllll 

It,· ."'1111' h"I11". , 
\\ '1"\1) : 1"\. \ l ih,u"I..,,· 
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"II/I 11/""11',1 III' 1/1' /1" ,I, yd,'r.' I, i /,., fur II", ,Yorp.I' I it".. ,~J/ ""' 
m<l,1 d'~/h·f".' rllrryif/;! /;;11"111'11 "l'lllil/llrl's II/~II (,lIrry If·/f'· 
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Thiny additiunal ildvertiscn; (OWT :lIld above tht' 
230 who used video in April) wae on th(' illr ill 
May. New lISC~ of the vick>o medium r:lnged 

from the florists of Chicab'O (1m WGN-TV :lIId WBKB) to 
in\'estment counsdors (Francis L du Pont C"..omp:IIlY) over 
WABD in New York , They included a l1umba of brewers, oil 
refinel'S, and automotive de:llers, Very little [hat W;lS new in 
til(' commercial IISC' of 11ll' medium was evidcllC('d during the 
illon lh but Ch('Slcrfields, to protect their New York Giants' 
Ielccasts, elimin:lted all bi llooOlrd advertising frOIll the New 
York Polo Grounds ('xccpt their own. This IIlOve lIlay have 
started a trend which will hit ot her b.1scbnl l di:IIHonds through
out the nation. There 's no question about who is p..,y ing for rhe 
telecasting of til(' New York NOirional League games. Other 
spon~rs seelll less worried about having other adv<.'niS(:rs uS(' 

.tunuc UTIUT\7 

::; 1'01\"50 11 , I'hi l:"kl"h ;" EI ... ·lr;t:; I' ll() IJ I CT, Ligh r au,l I'''''"r 

c'A l':;UJ.r. CASE III STO 1\ Y: W I 'TZ sr-l" ,dllll'f/ -- 'Ii'/t'l'l\ill" 
}\lolillC'C" 10 gin' I/ef/ /!'r,~ sin/wtir i lig wilh ,..lIirl, /0 dl'lIIlIIl_ 
sirote sds. J("f,III(l r to/etU i".·/" tln! .\l rs . 1-"1"1"('/1("(' Ifllll
fo rd (//II[ j lll/il !1 O'F/II /r('rlyof 1'/liltltle/I ,MfI C'1t'(·lric. l 'r/l. 
Brrl lII S flfllY.' CII~'TIIgr'(I. si 11('1' Ilw foll of /917 . .100 r('qlle.~1,5 fur 

recipl's g;'~'1t by ,11t'.\(' /rOll/t' l'f·lIlwllli.~/s rlllri liB 1/11' /,rogrtllll. 
T he IItilil)' has 111111 r(,1I1 /j.nllI l- l/'ill 1101 ..,liy from 11r" 

df'flll!rs 1..", / frolll SI'1 /JI1 ·llI'r.~. 

PETnOLEu~1 ItnOUIJCTS 

SI'OSSOIl : Gulf Uef"'in:; en. 
C \I'Si.JtE CASE HlSTO It y , lI'ir('1I (;1I1j jir,., .~lfII·l e,1 pre
St"I/;' lg JOII Gllas), ill" }'Ol': An' 1111 Arli.~"· litl 'y dUll/gIll 
of i l as a shorl·lerm l'ir/I'(Il!xl J(>r ilJlt'lll. l YOI(' ill his .\('f·0I1,J 

yetl r, Cflllgy is fiJ/ i ng fII) OIl/$I(IIIr/ilig (((her/ i sing ".~s igll. 

1Il('lIllf1r lilt' oil firm. A rt'f'elll rI'('f'I.--1I1' r('lndl ',J (hI/I I'IV'/I 

bor (111(1 grill de/H'rs /(>.~t O,d,. fl /lI'lilY /" tim//' (I.~ (;,IUS" 
l1efJlOlIslmU-S 11011', Offer /IIM fall lif drml 'iug IlI'lwi/ Jor 
pucll timid Ilgdr" lI" lJRi rt,(!'ff':;I.~. LIBI'IIC.": } '"" III! &. ((" f/l'r/l/ll 

\\ SliT. S"" )'ur" 

C'\ I'~l' LE C \ SE 111 5'1'OIlY: 01/1' par/if' i/lflli,lg ,VI(!II .~ or· 

."hip , fI thn'('·miIJUf,' ("/Jf/Jf/J,'r";/il ill K'J'L ,..~ .. Shll/'pint:!. '1/ 

l1ullle," SliM SHOO lI 'flrth of 1I1('nhwlfIiM' /ifil l ('Usl sr.:), 
T/("II /lrO//l/rlS lI'('r(' .~,,jl/ ill Ilrf! IJrT(~' //lilli/II'S. " ;Ihin ",)e 

hOll r afl,'r IIII' /I'lr'( ·a.~I, 15 pirflll (' ,.11 /1 flrr /('rs 1/',.", ("('n'i'l,d, 

TIle rWlI lIlercill/" 1<"1",· straight prmlll('1 11I"1'M' "lfIli,,/J.~ lif " 
. ~iJ/'er s('r";n~ ( I I .95) mid fI '~I pil/olr ($5. (9), 

1\ T LA, Lo,. " ng,'I,', 1' /l O(; IfA.\ I : ".sII"I'I,i"l: ", I /"me" 

billboards III b,.,scball p..,rk.; or perhaps overlooked this f:lctor. 
In New York, one Sltllday nfternolln in May, the CIrcus hlt:ln 

nll,time viewing high. Over 601'0 o f all video receivers were 
tuned to WCBS,TV to view the Ringling Bros.-Barnuill and 
Bnilcy multi-ring event from Mndisoll Sqwm.· Garden, Nurn
her of viewers peT 110me il lso hit :m all-time high with 1110re thnn 
~\'{' n vicwers per St.'1 reporled for this telecast. Pord deillers 
IMid (he bills for this te lecast. 

Fi rst spon"",. to be signed by WI'I X, Nrw York o..liI), Neil'S 
vidro stillion, which officially makes its how on June 15 , was 
F. & M. Schac(cr Brewing Comp..'I1)' , which will sponsor the 

Ranger hockey telecasts [his fall. Typicill of prcscnt-dilY TV, 
it WilS a beer company sponsor anJ a sportin~ event cnrnbina
tion thm lo Wrted WP IX's commercial rosler. 

C U':H' LE C,\SE 1I1 STOIl)' : III orr/I'r III rlw('/; II"lrllf /,' /f'
I"isilll/ I'oo ld (/" 10 b~" f/("m~s " Imn/.'llol'xl'/(lill III/rilll/le 'if" 
prodllrl. g~$/J ,\llIr/.-I'II'1·$ I," ill ('fll ll lm'rcill/.' If! ("I'/,ltlill Ihe 

morlt)',sflriug tlml InIl/Me·sI/ri"E! rirIlW.~ '~r "Coli/roiled 
, rulll/ility. ·' /llfUrI! till' W/ef'flst 1/ rI'.sI'fII"l 'h "r~l//liz(/tio li 

dll'f' I.'f'f1 a rrll$S·s(V'tifll) IIf IIIf' L"i1J,'(l (1II,/h'IW" nil b~lSfllil!c 

')/Iyiflg. A/lotl,('r rI ... clo Inl.~ 1I1t/t/I' afll.r IIII' "GlIl/rollt',1 
I 'fllli/iliIY" E~.~ ,rll/lyt'r,~ i urrellSI ,t! 10.5% flfl",.,/1I' .~ IIIIII'''''g~. 

l 'Ul JI; U \ \I : E~·n ; ... ""'~ 

S I'Oi'SU lt: L,,(r f:1I", ly C"IIl/,:l", 

C,\ I ':SUU: C \ SE III ~TOIi Y: 1)lIri " .I! 1/'1' ''filly Imrllif 19 11, 
Llif' oJfen,rJ l 'i"l/"erS 1/ },(IIj./mum/ bl~\' nf ,.(11111)" fn'l'. Om!' 
"1110f t'n 'r.." 2111/''''I'isifl/l 1r1Jf11l'S n'/flw.\/!'t! tilt" SI/ 'I'( 'I,\, T!ri.\ 
IfllM) ' , 1'.W·('/ llillllfl/. 1'-/1111 Inl.~ O"I.~I'/llf/i/lJ!, I/"IIS lire 111('/ 

1/1111 PI·t'ry /('1/1'1" Il'I"il('r //II,} II", ;/U ·ol,.,~/ I/Ildr" .~ .~, 38- / 7 
18111 Slrr~'I. 1;lIrrr't'/. T/II' I/(IrI,.e.,.~ I/"II.~ S/IfJlI"II ,.,-""",1/.1' 'III 

1/'" /I/""'!J.rttlll II/It /l '" S /lfli l' fIIl,lw.\i:;J',J, 

I'BOG!! \\1 : \'I'III"'1<""/II"nl 

TOYS 

SI'O;\SOH: \/II"rira Ji 1';1''' Cleann Cu. f'lInOl CT: THY I.il 

c: \ I'Sl I.E C. \ 5 E If J:;1'O Il' : A S II .~Ml' /illl' 10 I"('glllor I,i/I{," 
dl'fllll'r so/('~'. Alllerimll Pip<' CIl'tIlU'r plO Iflb"'llwr (I / .. il (if 

Ilipl' G!lvllwrs II il" i /I,~ (rllrlil/ll s /0 YOIIllfJ.$It>rs for fashioning 
lIIilliIlIIlTl'jigul"('s. Tlwy ,n:'/",' "fferl'd.j(lllmri lip II /lrflgrofll 
fl{ldn'.~.~,~/11I )"liIlIIg rJ, iMTI'II. "I II lilll(' ,,"J,(>/I I/l('rr' l/"('Tr'/MS 

//rfl" 10.000 "'f'd l'l.'1"l> ill Sl')(' )·or/;. Firsl off/'r brlluglrt 
1170rllers fI/ ;; I.no ('fie/I. A l"I'rflb'C IIWrt'flffl" 11'11.' II.) {Jrr/(ors • 

\\ \Hll. ;0. .. " r .. r" I'IH1CJ{ \\l, ·· ... "'.Llllr~ CI" I," 



SluI.ee - the - cost 
• • 

CUIIlItUlgliS 

tOO-OltS h4~4 ·:IIIS.· flu·~- .ti liltojn' 

ill'lt ... ·, ill .·.I c h 111:,,°1 ... •• 

l\ lore and more sak'S managers 
of national advertisers :lrt' in
~ j s ling th:n thdr advertising 

buJ gl."l !> include dt'aler coopcrati\'c altow_ 
a nn'!'. Except in the case of su.1pS, foods. 
drugs, and;1 few other mnss-ploducro and 
mass-t..old products, 20f'; of most organi
:atioIlS' dealers produc(' SO''"; of their 
\'olume and e\'(,11 a higher perccmag(' of 
their profit. AdVl'rtising nllowanccs, 
eitru-r 0 11 a prT'Ullit basis (so much for 
each zefrigerator orclcrl'd . ('[c. ), or on a 
total \"Illume basis, can and do increase 
the dl'alers' push lx-hind thl' line of 
products with the allol':ancc. 

Adwrti5ing managers. how('\'('r, fn." 
qucm!)' look upon ad allow31lCcs as a 
polite manner o f giving retailers eura dis
coum", The) do not like to S(.'C part of 
their budgets spent hcyond ttwir control. 
In fact a sizaht" Pl'rcentage (3i «) of 
~P(J'.:SOR 'S cross-section of ad managers 
bd ien: that dollar for dollar the}' Jo not 
~et their money 's worth in space or air
tinle whe l1 tiley ~hare costs with retailers. 
T hey arc less pron(' to question the dft'c
ti"enl'S.) of shilring space in Ilewspapers 
than of <; h:l r ing airt llllL'. Newsp.1per ;'1d 
\'ertisinJ,: space C;1I1 lx' ~'t'n while it's im
pu~sibk, except ill big popl1lation areas, 
to dll'C k Jirt ime. 

RegarJ k."s of how ;ld\,crt b ing man
,lger!'- (''1.'1. Ikak r cooperat ive ad\'ertising 
OI~ Ihl.' <li T is 0 11 t he mcrea>-('. II takes 
tlm·t' t.a~ic rorm~. Firs t there is the 
allowance "'hich is ;;.pent as tIl(' Jl'aler 
J""lr," uf COUf'ol' IJl11) to " dVlTt iN.' the 
nWllu facw ra', rmJuCl T ht'n t hnc is 
t lli.' .1 1l0w;'1n.:c t lloll I' ' 1X'11I 0 11 t inll' for a 
'l'l"i;lll }" prepilrl'd trall-.{ripti;')n l Ui wh ich 

" 

local dealer announcements arc tackl'd 
fore and aft . Finally tlll're is the allow
ance which is spent for preparing a tran
scril:x·J program fo r v.hich the d ... aler pays 
the entin' timl' bill. The only co-op in the 
lattn caS(' is the (urnishing of the pro
gram, tic-in advertising, and suggested 
dealer advertising copy. 

The advertising manager is not tOO con
cerned with the final fOlm of dealer co
operative advertising, He thinks of it as 
a Illat service, The pract ic(' of furnishing 
retailers wi th advert ising in cut Or Illat 
form is almost as old as advertising itself. 
M.1king available 10 dealers programs 
which the)' can sponsor to ad\'('rliS(' the 
manufacturer's produces locall) is more 
expensi\'e than making black-alld-",'hite 
copy and art available. However, where
as in the black-and-wh ite cop)' the manu
facturer's trade name and product COI11-

pell' with the dealer 's name and cop)', 
thelc is little competition betv.cl.'n n;'1 -
tional and local COP) on the a ir program. 
0111)' one appeal call be hemd at a time, 

Frequently the program that is made 
available to IOC,ll ad\'l.' rli~rs is an open
end ttall!'Criptioll fo r which the manufac_ 
turer pays th~' fra llchise rate for th ... 
dealer's :lrea. In many cases the manu
facturer pays a percentage of both the 
COl't of the tramc ription nnd tIle tmll'. 

r\ typical .·.-.;a lll l'le of the l;nl~'r is the 
Cool'.' ra ti\'(' 0r .'raiIOII of I3org- \\'arner 
Nor~e di<"i~ ion. Norge i~ ma king the 
~\Ia n L1dd ami F reddie ,\1anill pro!!,TaIllS 
a \';'1ilah"" to its d\'aII.'TS. If the deakr is 
sl'<m>-oring olle of the pro~r;lI11 :-c rie~ for 
Norge. he rays one-luM of tillle and 
tran1>Cription cn~lS, Ihe di;;.tributor pa p 

om:-sl)(th, and thc factor), pays one-third, 
I f on the other hand the local distributor 
dl'C"ides to sponSOr t he program himself 
then he pays olle-third and the factory 
two-thirds. 

Thl.'re is another advantage for the 
dealers besides the sharing of costs. On 
a sp('Cial deal by a manufacturl.'f the 
transcription COmpml}' is usually willing 
to sca.le down the franchise COSt for each 
area, sincl.' it is guarant<.'Cd a number of 
~ales which it would otherwise have to 
make itself. 

In some Gist'S sales objl.'Cti\'Cs must be 
achieved before th ... manufacturer is will, 
ing to share l"OStS of a dealer broadcast 
campaign. In the Philco arrangement for 
dealer sponsorship of ,I,,')'rl aud Marge and 
Fligltt ldllt Alusic, Phiico shared COStS 
when a dealer met his quota, In man)" 
cases this has been an inn·nth·e for a 
dealer to push Phiico instead of a com
peting brand, It is this imp.1l"t which 
makes sales managers favor dealer co
operative advcrtising. It's a spur which 
prods d(.'al(.'rs into doing a better selling 
job. 

Although Philco has a network pro
gram (Crosby- ABC) it felt the need for 
bro.1dcast advertising at the local level. 
The d(.'aler co..()p fonnula is Philco's 
answer to this need. It has increased 
sales in th(.' areas which have uS('d 
Philco's dealer plan as high as )OO~ over 
areas in which there was no local effon. 

Another network ad\'('rtiser using dea l
er cooperative programs is the Bro",,, 
Shoe Company, which has Ed l\ lcConnell 
Saturday momings on NBC. Smiling Ed 
has a substalltia l audience and an unusual 
sell ing record for Bro"'" Shoe. The com, 
pan)" howl.'\'er. wamed something extra 
with "'hich to spur shoe dealers to specia l 
efforts on BrO\\1l Shoes (i ts Buster 81'0"''' 
and other lint'S). It tUnled 10 the Ziv 
program, Barr)' 11'00.1 SItOIt', and made it 
available to shOl' dealers in 53 markets. 
This campaign is too new to haw de
wlop(-d a case history but in some Barry 
Wood markets There alre.ldy is an incrcase 
in Brown Shoe salt'S. 

I i is diffil"ult for a lll.1nufacturer to COil

trol what goes on the local air along with 
his transcribed program and prl.'p.1red 
n:ltional ad\'ertising copy, i\ laliyad\'CT' 
tising managers f('('1 thm thl' !ocal copy 
isn't what it should be , They can't 
afford in either mOlle}, or time COStS otT
the-a ir recordings 0 11 ('\W)' local dealer 
cooperative ;;chcduk. for checking pur
poSl'S , 

In big ci ties, where there are local 
checking s(' rvi('(.'$, most national ad\'er_ 
t i ~ ... r;;. pa) the latter to cht'Ck not only 

(Plrasl.' turn 10 r (lgt TO.J ) 
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Proved and Potent 
PULLinG POW ER 
for Radio Dollars 

. 
tHo DETR OIT 

'If(U£ c;ei ~ at Low Cost /rut, tu, ~ 

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

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

YOU GET the power of 5,OClO \.vatts 
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'll reach more buyers for less because CKLW has 
the lowe,;;c rate of any major station In this market! 

Guardian Illdg., Delroit 26 
J, 1:', CaOlpCQU, Presidenl 

/ldalH J. Young, Jr. , IlI c., Sa!!! Rep. 

fl. N. Sto";" & Co" Canadian Rep . 

• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • 
5,000 Walls Day and Night-BOO kc.-Mutual Broadcasting System 
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SuburDan stations 
Independent ~tat lon~ flow ish 
in the shadow of great metro
politiln bro.,dc,lSICTS. During 

the l'arl) da) s of (odio many subu rb.11l 
areas h.1d f;lrCil( st:J (ions, like \\ 'OR (New
ark, N. J .), but as soon as the FCC (or its 
predcct'Ssor) pmnincd the move, they 
tmnsferrcd their opera tio ns to the main 
stem of their areas. 

More recently there has been a tfend 
among sm:llicr w:lttage outlets situated on 
the outskirts of metropolitan trading 
areas to ... mrds doing outstanding jobs 
where they arc. Th rough effect ive com
munity serdce they arc delivering audi
ences .... hich just don't listen to stations 
covering them from big population 
centers. For periods ranging (rom fin' to 
eight years WFAS, White Plains, N. Y., 
has oct'n serving it s section of West
chestt'r; WPAT, P.1ter>.Oll, N. j. , has 
co\"C r~>d North Jersey; WKPA, New 
Kensington, outside of Pittsburgh; 
WEXL, Roya l Oak; WJ 11\1, L-Illsing, 
scn·es Detroit's garden areas; and East 
St. Louis' WTMV, the Il linois P.1rt of 
the St. Louis market. But recemly there 
has been a change in the approach of 
these ~tilt ions and of the hundreds of new 

Suburban slalions produce because . .. 

1. th~y I~IY~ th~ nndl of men and women 

who I.bo, ;n eities and I;Y~ in eO l,lntry 

t. they lelye the nndl of th~ m"ehanh who 

h.n to compet~ with b;, eily Itolel 

3. Ihey fish! fo' th~ Il,Ib""bs n~n .1 t h~ 

upenle of the mehopolis th.t IUPPO'tl th~m 

4. they opel.Ie II though they w"e inde

p~nd~nt Iwt;OJU mil" away f,om the m,;n Item 

.. 

suburban outlets tow.lrJ th.:-ir pro:,pcctl\"C 
Jisten{'rs. 

There is less and k'Ss attempt to ape 
clear channel stmions and be a]] things 
to all men. Instead, ciear{'T-h(':lded man
agements <Ire tailoring their programing 
for the areas they serve. In many cases 
t hey;are a continuing town mceting of the 
air, carrying the 1>.111 in the 10(;]1 com
mu nity'S figh t for public improvcment. 
Since Joost of these communities exist to 
housc t he workers of the industrial 
centers they surround, they 3re interC"Sted 
in better bus, train, and other commuter 
transit services. They also have to watch 
State and county taxation and guard 
against a host of encro..1chlllents 011 their 
local to ..... nship's autonomy. 

Typical of what can be done by a small 
250-watt station \\;thin the shadow of a 
great center like New York is the case of 
WHLl , Hempsu'ad, L. I. Hempstead is 
located ~ 5 minutes from New York's 34th 
Street and a great majori ty of its menfolk 
come to t he metropolis daily [ 0 work. 
The station is a daytime operat ion (on the 
air ulltil loca! sunset in Hempstead). It has 
:m FM affiliate, WHNY. It competes 
with 200th{'r s tations which can be heard 
throughout most of the wealthy scction of 
Long Island which it servcs. In the 
opinion of most advertising agencies 
placing national spot bUSiness, it had as 
llIuch reason for being there .1S a snow 
s!lo\·cr in C1iro. Grade A signals are scnt 
rrllo most of Long Island by New York's 
four nety.:ork 50,OOO-watt out lets, twO 
independent 50-KW stations (WHN and 
WINS). two 10,ooo-watt operations 
{WNEW and WQXR}, rour 5,000-"WI[[ 
independents (WBNX, \\'EVD, W:>.tCA, 
\\'OV), and t\\O I,OOO-\\"att broadcasters 
(WHO.\I and \\,LlB). Agenc), exceu
lin's couldn't sec any reason for a peilnut 
whistle station operating in Hempstead or 
any other Long Island suburb. 

Elia s Codofsky, prcsidmt of the sla-

tion, is a rormer newspaper man and 
political reporter. He believed th.1t he 
had his finger on the pulse of suburbiana. 
T here was little in the way of news cover
age of this Long Island sector by any 
dai ly so one of the first things that he did 
was to establish a fiw-Il\" n news staff. A 
news staff of that size is unheard of for a 
daytime operation. It is an expensive 
deta il. Most small s tations take their 
news off syndicate y,ires or else use the 
services or a loca l newspaper. But most 
of the stations co\'cring Long Island had 
news syndicate wires and ewn if his news 
editor rewrote [he materia] with a loca l 
lead it would still be \\;re copy . Fun her, 
there was no daily newspaper CQ \·ering 
WHLl's section of Long Island which is 
willing to cooperate with radio. WHLl 
has to go out and get the news-or else 
not give the count)' adequate news 
coverage. 

Godofsky, ex-WLI B, set up a good staff, 
men who for the most pan had lI,·orked 
wi.h him. He made no attempt to sell 
national advertisers but concentrated in
stead on loca l merchants. Within four 
months he had laundrics, banks, bakeries. 
Plymouth, De Soto, Packard, and Ford 
agencieS, merchants' associa tions, food 
stores, men's and women's clothing shops, 
jewelers, and restaumnts. 

He stressed "familiar music and local 
news," as Codofsky fclt Nassau rC"Sidents 
wantt'd to hcar them. The station was 
doing all right when an unusual oppor
tunity knockcrl on its door. The Big 
Sno\\' fell. The Long Island Railroad was 
asl('('p at the sll,itcil. No provision had 
been made for the heaviest snowfall in its 
history-or an)' snowfall, for that matter. 
Long Island residents were unable to ~et 
to work, or, in some ClSCS, to get home 
from it. The New York nev.'Sp.1pers took 
the Long Island to task but nothing much 
happened. WHLl began a campaign for 

(Ple4St tllrn to pagt 107) 
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WHERE IS 

--

--7 ---
--

No guesswork here! Dr. W . D. Bryam, 
former Director of the Departmcm of 
Research and Informacion for the city 
of Kansas City, spent many months 
investigating and classifying all the 
factors which determine the limits of 
primary interest. From the findings of 
this nati onally recognized expert, 
Kansas City's trading area has been 

'The Siudy is 
Available on nquut 

---

clearly set down as encompassing all 

of the State of Kansas, the western half 

of Missouri, and small pans o f Iowa, 

N ebraska, Oklahoma and Arkansas", 

Before the institution of the KMBC. 

KFRM Team, no one Kansas City 

broadcaster could provide blanket 

coverage of the entire area. 

7th Oldest CBS Affiliate 
Represented Nationally by 

FREE & PETERS. INC. 



\l lluqucrquc KOB NBC 

BcaulllolI l KFO~ I A\JC 

Boi:-.c KOSII CBS 

Bufl'a lo \\'GH C\JS 

Char l~l on , S, C. \\'CSC C\JS 

Columbia, S, C, WIS N BC 

COl'jllL'i Chri .. l i KIll S NBC 

Da\'Cnl IOrl II'OC NBC 

Dc~ ,\ Iui llcll \\, 110 N BC 

DcnvCJ' KVOD ABC 

Dulut h WOS:-I A\JC 

Faq;o WDAY N\JC 

r~ 1. \\'urlh· i)u llth WB /\P ABC-NBC 

, IOllolulu-l l ilo Kt: \ lB -t\: IlBe CIlS 

JlotLslol1 Kxn ABC 

IndiaL La jlulis II' ISII AUC 

l\i1n ... as Cily I\. \ 1 HC- t\: FH.\1 CBS 

Louis"jl'e \\ A "E NBC 

• 
). 1iI\\ au kee W~IA \\' _\ BC 

)' l iIl ILoapoli"l-Sl , Paul IIT CX AIlC 

:\('w York II') IC.,\ IN D 

:\'orfolk II'GII ABC 

Olll allll K} 'AB CBS 

llroria-'I'uM'Ola IDIIl Il-II'DZ CIIS 

Portland , 01'(', KE..'\ A\JC 

Hrtlcigll WIYfF NBC 

HoalluJ..c II'OBJ CBS 

SHn Diegu KSOJ CllS 

:S l. I.oui .. ": S1) NIlC 

Sca ll ic KIIIO CBS 

::'y ru(,Ul!(' 11'1'111. CllS 

'I't'rre Illlllte IITIII ABC 

'1't.·lc\-i:-: iOlI 
• Ft, \\ urlh - l),jllu ~ \\rUA P_TV 

Z\'.'w York \l'PIX 
SI I.oui .. ~ SD-TI' 



EFFECTKVE 

RADKO 
lif yo u hr lil'\'(' t hat "a hig nighUi lll f' 
si lO\\"" is tl1 4' all ~\\"t· r' to (" - (' r ~' I'ud iu 
mh-t'r li:-;p r's pra yer. lak(' a look a t IlI r 
Il ooperat i ligs for ~ou r f il\'ul'il t' 111'0-
graJllS in (l dn:cfI differellt cities. TI H' ~ ' 11 
";tn" ;til 0\' ,'1' , hl't'a ll:;!' o r \\ iel l' dil l'l 'l'
(' IICt'S ill sl ,(,tiona] la.-:; lt's. in the I)(HII'1" 

and at'C'l' p tallC(' or (',It' l l iltd i,"idu a l s til
l ion. 1'1,(". ('i<' . 

1'11 (' ()r ll ~ \\:l~ ~ Oil ca ll li St ' t il t' IH's t 
:s ta tio n in l'ad. lIlar'kct (a lld th i' kind 
o f p rogra ll ls that (':H'h Hudi r llCt' likl's 
!Irs!.) is \\ ilh lS pol lll'O<t(kas litll! Hulrs
Eye nadia. You (', U I 1 )lJ~ ilion ' .u.lli-

r/l('c-pcr-dollllr with spot IiroadcHsti ng 
Ih ;1II \Iith ; I II ~' utlll'l" IHl'diulll . \ lid 
tha t 's Ilhal \r l ~ cOlli "II/nrc e.O'cdirc 
1'(1 d in. " 

Fn'(' ~\. Pdl' l's em ' piUHN'1' s t illiUIl 

l't ' I)I'( 'st' lllali n':i. \\ t ' IdlO W ~ pOI radio 
as you kllow llit, inlrieacic :-; of YOIII' 
OWl 1 illdu :-; lr y - lIll' ofJfJo"fllll;lic~' (IS 111,11 
as the phll: (,s "fools r u sh ill \\ IH,'I'I' 
a ll;,!!' I.':: fl ' ar t o tr('ad ." \ \ 'e lik (' 110 1 ii i " !!" 
Iwll('!' thall to i' h fll't, 0 111' 1'\pt'ril'lIl't' 

wi I II HfW Il Cil'S illl(l ad I l'l'l is('j'':-; " ho 
II:JII I 1I11II'l' \'If('l'Iil\' I'fI<lio. \ I a~ \It'-

" ilh ~ou :l 

FREE & PETERS? INC. 

\ '1'1 .,\ '\T.\ 

P ioneer Radio and Television Stalion Representalives 
Since Alay, 1932 

CIII C I(;O 

IIET IH IIT 11 01. 1. \ WOOD :-: \ '\' FIt-\. '\"('15('0 
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Another dynamic Lang-Worth Fe"tu/l~-52 h"lf-hours. 
Available for sponsors hip July 1st (vi" lIanscription) on 
600 Lang.Worth Affiliated Stations, 

"Through the listen ing Glass" reveals d Wonderl"nd o f 
Music in brilliant cola IiaMS. Stars the radiant voices of 
the Silver Strings under the direction of Jdck ("Marc h of 
Time ") Shaindlin ... features weekly appearances of the 
renowned Lang-Worth Choristers dnd /I carousel of guest 
vocalists. Among these ale the outstanding rom antic 
ballddeers Johnny Thompson , Jad" Brooks, Dick Brown 
and Eva Garza. 

"Through the listening Glass " is a kaleidoscope of the 
fjnes t music written-pe rformed with dignity, grace and 
imdgiMtion. For cost and time dvailability, cont",! any 
lang-Worth Affiliate. For program format and listing of 
Lang-Worth Affiliated Stations, contact: 

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

• JACK SHAINOLIN 

* 

~ ontinu"d from p.,,, 6 

picturc. 
I fed a rather deep rcsponsibility in not 

h<l\l ing kept you infonned of our progress. 
Our publicity dl'p.1rtmeIH h<ls sent the 
story to \larious publiGltions. App<lr. 
cIHly. howevcr, we h<lvC not done a \'er}' 
good job of telling our story. Enclosed 
herewith is <l rcprin t of a go\'crnment 
publication which docs a pleHy good job 
of dcscribing the WRFD facilities and 
tells somcthing of what we arc trying to 
do here in Ohio. 

EOCAR PAfI.SO~S 

Stalion III(JII(Jg('r 

WRFD, Worthington, Ohio 

• \\,. ~u!1.!1.'·", that tho~ .. Int<·. ~.t,·d In th .. 
\\'RH' ~t".y , .. If .. di,,,,",I)' to Ih ... .,,,10" f o r 
Ihe reprInt mention .. d a"o, ... 

BACK ISSUES 

For SOI11C time now I'\'e been ,c<,ding 
SI'O~SOR by borrowing other peoplcs' 
copies, but the timc has corne no"' where 
I simply mllst haw my 0"71 subscript ion. 
Your magazine is so good that I often 
want to dip and tile your artIcles for 
refcrcnce. 

Enclosed is $5.00 (in check} for a )e;u's 
subscription. 

Also, will you tell Ille whet her back 
issues arc aWlilable, and if so at what 
price. I am intercstcd in buying back 
issues all thc way back to your first issue. 

OIARLES H l:LL \\'OLFE 

BBD&O 
,\'ell' York 

. ll3d, l"un .. ,.h .h .. nc.·,,,I,,,, or """,.ch. 
Ap'll. ~"d Oc, nh .. , 1<14; a"d ~brch 19411 ar .. 
o,,,, II,,hl ,·. 0,,1 ,. J44 cop l ... o f "ur hanoJ""n' .. ' ,. 
hoU II J ~dhJoll of \·o lum~ I 3 r ~ "Ill In "" had 
h I" ~u"o,cd h,"~' a. S UI.OO . 

WRONG DEPARTMENT 

111e ilrticlc 011 Mr. S. C. Galc, appcilr
illg undcr "Mr. Sponsor" in the March 
issuc, in which )"ou stalc, "Galc makes 
full usc of Gcncral .\hlls' big research d('
partment (it 's grown from five people in 
1930 to OWl' 300 today) to e\'aluate his 
advertising ('/Tons", is misleading. due 
perhaps 10 inad\'('Tlclll ronfu"jon. 

Thc "RcS('arch Division" of General 
Mills, whoS(' c/Tolls arc pure rescarch in 
the ficlds of foods. chcmicals and mechan
ical cn]!incerin]!. has gro\\ll from fi\'(' in 
19)0 to o\'('r )00. The I\\arkct Analysis 

( 1'1rCl..<r tllrn /0 f'<J.C!C' 72) 
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Poul W. Morency, Vice-Pres.-Gen. Mg.. WClIler Johnson, Aui slanl Gen. Mgr.-Sh . Mg •• 

WIle's 50,000 waHs represented nalionol1y by Weed & Co. 
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"lIi9' Jim" W.ite_t • mike 
-meUl. wh.t h e .. y •• He'. 
the b ... put 01 th. I.mou. "L. 
Fen. Trio," WeON le.lure 
ellrec:l;ol1, belo .. ed by .11 
throuqhoul Ih • • outhe .. l. 

Beaid •• "Bi9' lim" the " Le 
Fe .. re Trio" include. Urie. Le· 
Fe..,e, En. M.e Le Fe"'e. Horio 
Li.t. r end Alphua LeFene. 
n .. e lolb know whet people 
went. Tbey .iDq end pley Ibe 
line old hymnl end .piriluall, 
But th.y do it diH. reDtly. They 
h .... . wly with 'eml 

The y meke pefllODII Ippear
IDcel III o .. er Ihe I-Oulhe •• t. 
p leyin9' to thou .. nds . .. . ry 
we ek. Th. y pllY to m.ny thou · 
l ends mor. , e xcluli .. ely 0".' 
WeON, twice dlily 6,45 I. m-

end IdS po. m. A. M. 
Ibe y're on lor Stlnd· 
erd F.ed StoreL P. M, 
e non·fe e d di. Dt 
could SPONSOR them 
three or fi .. e deyl • 
week. e .1I He.dl.y 
Reed now end q. ttbe 
b ut "5 men .. I .. trio" 
.nywhere. 

Be 

M. H. BEVILLE SAYS, 
(Oll /jllllel! jrom J><IJir )1) 

ticularly wanl!- 10 lalk 10 can Ix- rcachl'd. 
I hope you will contimll' l(J cil rry ~uch 

illll're~tillg and thl ,ught.prO\ okil1g articles 
rq.(arding Ilew typc~ of reS/.'l1rch and l1e\l, 
Ust'S for all tyJX's 01 radio reSt'ilrch. I am 
~ure spollsor~ Will ocnl'fit !x-C:IUS(' more 
kllllw1edJ,W a~llit the individual radio 
Ibtl'ner~ .... ill makl' for t'lfcctiw Ul-\.· of 
rad io adwrlising. 

C. E. HOOPER SAYS, 
(G:nr /inw:!ljrom pagr 31) 

FM, AM, livingrolllll, hI.:droom, pia)'. 
room, ponable, C:lr, t;l\ern, and maybe 
some day, walkie·talkie sel. 

If I d iffer with ~ I'ONS()R :It any point, 
it is the suggestion I think I see in your 
article that this tYI)(: of illfomlation will 
supplant ('xisling St3listic$. It won't 
supplant any COlllinuous, compMat iw 
record we have been making to diUe on 
fami lies for either net.."urk pro~rams or 
ci ty programs. These records deal with 
homes, or if you prefer, families (families 
otre people /00), which continue to be a 

I basic conttpt in all con~umer goods mer
chandi~ing. These records embody basic 
factors of speed, economy, and frequency 
which arc requ ired by the uniwf5al ne<."CI 

I throughout th(' industry for evidence of 
the rapid changes which take place in the 
beh:lvior of individuals acting as a group. 

T he study of personal lis telling involvcs 
no pressure for frequenc}', leam in the 
direct ion of a "qualitative" appraisal of 
Irow pl.'ople li~kn, should be analyzed 
deeply and deliberawly, should supple
nwnt existing records of 3 more strictly 
"quantitat ivc" nature (such as "Pro' 
gram" Hoopcratings and "City" Hoop
eratings), and con~idering their high 
COSt need be produced but periodically. 

Thl' listener diary Icnds it~lf perfectly 
to this as..~i~'lll1lelll. just as it docs to the 
project able operatinm 011 ""'hich it is cur· 

I rl'lltly doing such a thoroogh.go ing job. 
\\'e anticipate that other.: will follow 

the lead of NRC-WRC in the Il{>xt year 
or two and, either through our organi:a· 
tion or through OIllCr$, conduct per!'Onal 
listl'ning studil.'s. We hclk'w that it is 
inevitahll' wille form of diary lx' u~d for 
this purpose. Nothing dsc except till' 
c(linciderlwl can keep p3ce with the faM' 
moving technological changl's in a\'ililabk 
broadc:lst serda and, a~ indicated aM\'(', 
the diary C:lll covcr ~itumions the coinei· 
dt'nta l cannol. No mhe r one method of 
record.kceping am 1111)\'e rmlll place to 
place with thl' listener himself. 

But al> far as a broild scale, campara· 
tivc, over·all, syndiGIIl'd service on the 
subject is conccnled we expect 110 big 
development within the next year or two. 
Tht' indu~try is curren tly involved, and 
will be for many months to come, in 
ab!>Orbing, financing, and educating the 
practitionl'rs in broadcasting with the 
significancl' of projeclabl~ qU<lntitrltivt' 
infomlalion. In rhe meantime, the more 
attention you and your colleagues of the 
Fourth Estate polY to this d('vclopmellt, 
the hilppkr WI: will be because the easier 
we will find it to satisfy the univcr!'<lJ Ilt,t'd 
for personal Ibtening information after 
you haw created it. 

OSCAR KATZ SAYS, 
(Co nIi11l1l:dJronl IM!!e 31) 

pas.sed if our diary results were to haw 
sufficient practica l application. Three 
listeners to a program in the same family , 
for example, JUSt did not have the S3m(' 
market ing significance as one or I110re 
listen('rs in three diffcrent fami lies. 

From time to t ime during t he past eight 
year~ we have reexamined the rclati\'(' 
merits of the two bases and haw invari
ably reached the S.1mc conclusion. Most 
advertisers first want to know how many 
different homes arc being reached and 
then, additionall)" how many listeners 
this family figure reprcscnt~. An answer 
in temlS of total indi\'idual~ only i~ not 
enough; and the possibility of including a 
relativelY small amount of extra out-of· 
t he_home listening doc~ not comrcns.1te 
for the lack of data on a family basis. 

While the foregoing expresses my gen· 
eral reaction to the article, thet(' arc also 
sc\'eral specific points on which I would 
like to comment. 

You s tate that "the radio homl' concept 
has resu ited in the underpricing of thl: 
7 to S a.m. hour in rHost station rate 
~tructurcs." To the best of my kno..,,·I· 
edge, the underpricing of this hour has re
su lted rather from the r.,Ct that IllallY 
stations ha\'l." absolutely no meaSUf('melHS 
of Iheir early lIloming :ludi('l1ce, io tenl1S 
either of fami lies or of individuals. 

TIle si~nificance of the compariron of 
Washington .1udiellccs detennincd by the 
\\'RC diary with those obtained by 
llooJ"l'r ('ludes me. Hooper is ((lnfilled to 
telC'phOllt· homes ; the \\ 'RC diary is not. 
Thc WRC diar), is limited to listeners 
over I i ye:lr~ of age; Hooper is not. 
At'Ow all, your projection of Hoopt'r 
mting~, ba!'\"d :IS the} arc onJ<Hllilirs, to 
the 950,000 ilirlit'idJlnls represented by the 
WRC study is completely invalid ~ta t is· 

tic,dl),. F.1mily ratings can be projected 

SPONSOR 1 
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IN 
RAD IO IN P UBLIC TRANSIT VEHICLES 

AT LESS THAN $1. 00 PER 
GUARANTEED LISTENERS. 

THOUSAND 

WCT8(FIH) 
\\"CIS (FM) ",II 

Ddi\('n ~our aurJI ..all" nlcs~al-!(> (lI.ln audll'nlc \\hl,1J 
h:l ) nC\l' r before bel'n ;n:lllahl c ... the rid('r, of Iluhbc 

h'''3<k~~ 1 d~il) r ... 00 
F M·~'1uipp .. d ".,h,de) 
"~Ul in,l: in (.indnn~" 

~nd ""rrn ... " "rnlud,~,·. 
\110.000 p~Htn".... ..de 
Ih.,..e .00 " .. hlCles u<h d~~. 

Thi~ IS Jill'" dudu:n(C -1I ,\ an :aud.enlC dlJI i, 
glloJl'ul//t' ed nn !lit' (ollo"illl-! loun/). It , ,,~c i, .. 

kno,\n fan. 1101 an (' ~ Iimal(' . li~ t l' lI (" r,hlp I) 1\)(1'70. 

B~ Sep' t mh .. r 19 .11 ,h .. "Ill'"~ 

kt' ,,( fM 'r'fu'Pl"'tl \th ,"' ~' 
"ill he in('f~~~d. I' .. ,f.", rc"cp ' 
. i,m and puhl,.;" ~" .. p,.,nc .... f 
Ih" ,du " .. , O' huhl"h~1 du"",, 
rh(' m"nfh. "f .urH)) "h,ch p, .... 
{td~d rhe o'l:n",,.: ,,/ rh~ ,'"nlf.ocr, 
"j,h rht (,""nnJII ~lft~ . }( ~ ;1 .. ", 

The type of audicnlC i) 1..1111\\ II -cnabrin~ ~CJu 10 
" , ailor" rour 1Il {'~sa~{'. Da.\· h~ da~ rC,!.:LlI;HIl~ 

makes po~~ible judilioLl~ LI'L' (,f follo\\ .up 
(np~ in )a l(') me~~,!.:l" , II i~ an audicl1{'(' irl 

lran~ il \\ hid\ G ill be pl' rsuaded 10 an 
irllmcd i :l[ cI~' 011 ~a l es ,u/-!~c,tinn~ , This 

riC\\' llIedium j, dn..cr ((\ " Pill"' o( 
sale" ad\c rli ~ in,l.: lhan an~lh in.1.; 

hcr(,toforc po~~ibrc in radio , 
... 1 he ( ... ,np"". ( .inconlu" .• nd 
Nt"p"" R~jh'~~ C ...... od lh~ D,,,c 
lr~Cf",n Cu, 

II .~ a nf" ", ... d.um In ~d'f'"'''l.l: rh~ , 
ddi ...... an ~nll.d>, :lc" ,.ud' f ncc Jnd -
h .. hun .ect',ffi "nfhu,uoII{~II, h~ rht 
puhhc, 'ht Tun.n C"mpanlro, "nJ ~J\r'II"' f ' 

fOR fURTHER INfORMATION -

IMMEDIATELY, OR WIRE-

CINCINNATI ( 6 ) OHIO 

AFFIL IATE D WITH THE C INCI NNATI TIM E S -STAR 

a 

" 
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unly [0 ;1 f"rnily ha:>\.', ,\ SSUI1l(' two 
lnrntlil'~; EUHily ,\ .. \tth t .... o lll<.'nlN'rS and 
Family B with three, If .111 tlm,'l' metll
N'r.. in Famll} B ll ~t en to a ~I\'l,' n pro
gr:l tll, the progrnm \ ra ting on .111 indI
vidual ~,, ~is i ~ 3 S or 6(}"i, li s rating on 
.1 (.1111il) h.1 ~ i ... b one out of twO, or 50';; , 
Olwiou ~J)', ([\l' ~" two r :l tmg~ or p<'rccnt 
i1gl'~ canno t lx' ilHl' rchanged for purpo~e~ 
(I] proJ~'C[iOIl, 

'I'll{' oilly way Ihal a falltily rating can 
LX' col1\'('rted tu mdi\'i~luals is by fir.;1 
projecling the r:lting [0 1111.1] familie!>, and 
thell by multiplying thc fnmity nudiencc 
tl1U ~ obtain('d by Ih,' a\'Craj.!c nllm~r of 

EXPERT 

TELEVISION 
SERVICE 

ON THE CUFF! 
and 

we 

do 

mean 

individual Jistcne~ Pl'f family, 
In sUlllm:u)', it i ~ my r('dlllg that wc 

arc nut faced .... 'ith maklll j.! :1 choicc be
twccn family_based ratings and indi
viduals-based rntings. Both arc needcd, 
;1Ild llt'i{lll.'f onc is a ~a l l!> facto r)' Substi_ 
tute filr tIll' (Ithcr. 

HANS ZEISEL SA YS 
(Conlilluedjrom Iwge J /) 

SI'O'SOR, very appropriately, tried to 

compare the individ ual diary ratings with 
Hooper ratings. But th(' flIt,thud of com· 

SAM CUFF 

52 

::i,'u"p~ Top It' I ,''i~ioll "oll ,~ ul r- iug S t a t i(lll ~ . 5:1111 CulT kl'''\' ,~ !ri,; 

ant ~aul Cliff i~ no\\' t,',IIIlt'd Wjl" a rotJlI<l ill tlri -III"t/i lllU a~ r"w 
Knm,' "hat thar 

JJh',U''''! Hic:hl a,I\·l'ftj"cr". a,1 

;'gl'l1 ... i,'~ and tilt' ~l<1li()l1~ ",' n'p. 

n'~, ' rll "ill f!I'! the 1"'II"fit of ,..,)011' 

of t II" ~IIW rlt'-I. IIlUIH') • UI<I k iug,',..1 

kll"" ·It .. \\, ill tilt' ""~jlll''''''. 

Furllwrk ""II"l'al IJJ'IIW",'I· of til<' . r r 

nil .\1'1111 ' 1'1,1.,\ j~i'lIl BI'"a<l.'a ,~t· 

IILt'll tIo, Il i~ r"~"lIn",{tlllI"~~. hi~ 

1'\p"rit'lIn', hj~ t'"u,..lIltatiulJ all 

ar,' 'I\·,ri bbl, ' \0.1<11111'11. a_ ,,,·11 ,." 

\11 ., I",dr <1t 1111 11I,1,1t1,',1 I" 

,I,,"ltt~ ,n ul '1t1 alrll.- .... ill find SaUl 

C uff' ,.. ~"f\j,'I'_ .1 re,,' lalioll all,l 

a 1"",11 '~I,,' IlI' ,] 1t·".".JII~ 

A DAM J. YOUNG, JR. 
] NCORPORA TED 

11 W. 42nd STREET • NEW YORK CITY 

parison \\'as not quitc proper: I looper 
r.1ting pcrc('nlages \\'erl' projected against 
Washington's entirl' .1dult population, 
approximately 950,000 according to the 
kist e!>timnte. This is hardly correct, 
because 1I assum('s that in each listening 
home all adults .... e(elbtC'ningwprogram. 

111('re ~l'efllS to Ix- a better method of 
projectmg Hooper ratings to total indi
vidual lbtt'ners, although it t'llIaib cer
tain simplifying assumptions: on(' could 
multiply the rating by the number of 
homes in the survey arC'a (3SI,oooaccord
ing to tl1(' ]atc~t estimate) ; thi~ \\'ould give 
thC' numlx>r of homes listening; which 
number is thcn multiplied by the "Num_ 
ber of Adult Listeners per Set" as givell in 
Hooper's quartcrly rl'ports for thi!> period. 

The present dara hardly warrant a 
more detailed num('rical analysis because 
the projcction basis for the Hoopcr ratings 
is not exact. The Hooper rating is the 
avcrage for the five.month period from 
October through Febnlary 1948, 111e 
36 Hooper city "Number of Adult Lis_ 
tcners per Set" is a threl'-weeks a\'crage. 

It's still a generally satisfactory correla
tion pattern and ..... arrants spcrulation as 
to the possible reasons of the consistently 
big diffefellce bel\\'eell the t ..... o projec
tions, aside from those arising (rom the 
incidental inaccuracies of the data, These 
rl'asons may Ix grouped as follows: 
I. Drffcrtllces ill Ille AudiellCt' Concepts 

I. TIle diary measures Total Audience, 
the coincidl'ntal tl'iephone intervicw on ly 
A\'crage Audience. 'n1e Total Audicncl' 
will be 011 the average about ISS; larger, 

2, The individual dinry llleasur'Cs also 
out-o{-the·homc listening thl' telephone 
in{('rview is limited to homes only, 
II. , Limitaliolls oj lilt' TelepllolZe lli/en'iell' 

a) inhcrcnl 
It is limited to telephone homcs; the 

addition of nontc!ephone homcs, aside 
from creatinf! individunl program varia
tions, might illcrea!'C the o\'cr-all propor· 
tion oflj~t{'ners, SillCC nOl1le1cphone homes 
do more radio listcning. (If this be true 
mol'(' during th(' daytime thall during the 
c\·ening. it might help explain Ihc greater 
daytirne discrl'panc), Ix-twcen the t\\"o 
projections,) 

b ) corrig ible 

l3y nil! a~king: "b somebody el!'(' in the 
hOJlle listening. poSSIbly at a second 
radio?" .1lld by \\"ailing onl), for six rings 
before the horne is rl'cordcd as "nol1-
li ~ tel1in!: , " HooJ"'(·r undl"Tr.1tes his audi
ence by about II r;:, 

There is littl" doubt that errort~ to 
compare and coordinate ncwly ('\'ol\'Cd 
mea~urCJ11ents with the old ('~tablished 

OIlC~ form the 0111)' sure road to bettef 
and pvs~ibl)' also bigger ratings. 

SPO NSOR 
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a World Feature 
that wins praise! 

TIlE HAMI lTON OUARTET 
~i n glng the fgvO,;le 
sacred and in.pirationol 
mu.i~ 01 America. feo· 
turing Charle. Homihon, 
Seth Bryont,Gaii Young, 
Alan Cooper and 
George Broadbent at 
the organ. 

... ACCL.AIMED BY JJ3 STATIONS 
SO.:'\GS OF I'ItAISE is a hCliu tifull r pro,iul'c./ 1':111;0 s llow. It 
consists of the lI a lllil10ll Quarte t. olle of the fille st ;; ingill g 
gWLJ p~ of it ,. ki n,1. prc:'(.' ll ling su('h fa,"orilc hy m ns as ({OCK 

OF AGES ,lfId LEAD KI ,\DLY LIGHT, Slil-II lII em orah le oM 
I'cfrain~ as III EA U YO UCALLlXG -' IE :111.1 \'fIIEi\'" DAY IS 
DOSE. Add to Ill('sC SO IlI C tOI'-nolf'\i organ :0.0 108 a nd ~· Oll Il avc 
the lIi lls ic for 11 superh ra,lio ~ how. 

Bill SOXGS OF PHJ\I SEgo('s eV1.'1I jurl/wr! Tn :10I.1ilioll 10 

the tilllclc.u IIlclo,lies tll lH llrc pari of o llr heril n:;c. each p ro
gram hrill~s listeners h igh ly cll tcrlailling sitldighls. For t hc 
co utiuuitics I'rm' j,le the U IlIlOIlIl t'l' r wilh :III in te resting s to ry 

-
(I],n llt hnw a parti l'tll:t r 5det'linll (''' lil t: to he written. w lt .. 1 
lti 5tor ieal 5i ;;:nifif 'llll l'C it lIIar have. A lt oge the r il 's a IlIn~i ... d 
Irellt pat.·ke d with hUlLlau illlc .. e~ l , :tPlwa l (11 .. 1 di 1;lI il ~· . 

SO.:\GS OF PRAISE ( 156 15·minute I' ro:;rall'~. \"c l,ti (':\ 1 01' 
lakr:t l) ill a Worh l ,Alllli·Fl ex fe:tlure, too . , . ltll lIIu ~ i t.· 1"('. 

f'onl~·d ill sepllratc h:Uld~ 011 cad •• Ii"t.· Sol tI. at :tli ~I'0 ll ~or·" 

enlll lllerf' ial~ (';m he ~ potle .1 in Ihe written ~e l'ipls ~tll'plie" .. , 
lII aki n :; the prognull s trnl~' f1 ex ihlc to meet ynur nec.k And . 
rellll'lllber. SO.:\GS OF I'HAISE is I'ri N~" within th e ran ge 
of limited Im.lg:e ls 1111(/ ;Ic,·or.lill;;; to m arket da,. 5i fi (':ltjoll~, 

,· K US FOR INFORMATION , PRICES AND AUDITIO N DISC S OF THESE LEADING WORLD FEATU RES 

USA (UGAT 

Th f' "U"",ba Ki"g." Xa vier C" gnl . 
his lull oreh f'$/ ra, ehoru .• ,,,,d ~·oeal· 
i.<IS ;a a sparklinl; ",,, ,, ieal '';''''''.1 ';6 
13·mi" , Am/i·fle ... programs. 

* 

( 1'"rl;('(l1 or I,at('rlll) 

IRIINE WICKER - THE SINGIN G I&OY 

T..tlills 26/amOllS fairy lule, .. /3 ,<10' 

ries of /{, efJ{ If/lUi";aIlS 'I//(I 13 hoH. 
tio.,· 51ories. 52 1';·..,;", O/Iea end 
1"°1;'0111 ' . 

* 
For full information, priee~ ond oudition discs, write /0 , .. 

fOOTPRINTS ON TilE SANDS Of liME 

An flnJ .. "r 'eeOlml5 /h ,. t'xdlin lZ and 
O/fI'II 51trprisillfj .lOrie.< of Oll"lanfl. 
i,,~ "."" alit/It'OIll f' II , 2,>0 .j.m;It. "1''''' 
end 1"" lIr .. m s. 

WORLD BROADCASTING SYSTEM, JNe. 
TR ,n SCRlI'TIO.\ ' U,.:ADQUARn:RS • A SI 'nSInI ,IR}' OF flF;CC" RECORDS. ISC • 

( ICAGO. n We •• HlIl,hm] St. • NE''!; ' YORK. 50 We-t 5,t l, 51. • 1I0LLY\\·OOI).6:.iO ::-~ " I:l 'I .. "i<'a Bh ,1. 

Dis/rillll/ ell ill CA I, 'ADA II)' IYurll'l!rll Electric Cu m/lUll.". Limited , 1261 S h earer S treel , ,H.mtreal 22, Quebec 
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DIS K JOCKE:\'S 
to 20 ,000 

eOllllnetl 
Oil the 1 
right up, 
utilized here with 
and unci(lubtedly dL' 
listeners to the nirer by 

o. 
leanne 

Frolll Bill huart l-,\lay H. J91U i!!i ~ IIt , 

ADDITIONAL HONORS FOR 
Your Lonesome Gal 

1."11" ,-"111., Cilr,. ""Il rt,. 'ord ~I hum i,. UtlW on 

Ih., 1I13rJ...(,1. I'ro.lln,,'d L:,' .... ill~ H" conk il 

,,{f(' r ,. firH r;tlt' n i,I"III'" of Ih" hi;::!. ('a lilwr .,r 
Ih., l."n ",.OIl1I' Gil! ,.h"". 



THE WIN NER 

e 

lIere she is ... th t> tOI' di"c jockt') ;lliruduccd in 19·t7 . .. e1lO,.. (' lI lilt" 1I11tioll ' ", he::, ! Ily Ihl' editors 

of Billboard Ilwgazinc for "Ia l ion;:: 5,000 to 20,000 wall ;:. tUf/(!SlIflle Gal I;:; a nigh tl y \VI Xe 

fea ture, another exa mple of WI.i\'"C' ;:: outs t anding li vc-Ialclll I\rogralllllling. Write for ankii. 

abilities (quarter.hollr. half.llOlIr . il lid participatin~ ,- pots) 011 III(" 1 . .(JlU'Sf}/lj(' Gat a nd other \\-r ' XG 

show;::, Here I;: yo ur opportunity to rC~l('h 358,000 potcntial radio ['lIl1ilil';: in ri(' h Day tOil , 

Ohio a nd trading arca "crvct! hy 'n~c. Th',. all~Iicnc( ' ha,.:. :Iii incolile of S IAS2.000.000, 

higher th an an y lilli e during the nar . . -\11(1 en' lI morc illlporia llt. the audience is ~,.(}/t"illl!:' If 

~·o u want to sell the Day ton market, ca ll \\ ' ISC or \\'(·I·d .. X Co .. our 'atiollnl n·prl":-l"lltati\·cs. 

ABC 

WEED & CO, 

NATIONAL 

REPRESENTATI VES 
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Rl'<;u ltant r.n lc ~ 

arc without doubt 
the most realistic 
I11caSlIrCllwllt of 
nd\'crtising
through allY 
Illl'<lia. But 11l1· 
1llcdiatl', ret crcd· 
ib\(>. asseSSlllent s 
should not be ex
pected. In the 

case nf an nrtic1c, service,or appeal "dvl.'r. 
tiscd and sold c);c1usivcly by radio, the 
l1111i1·jn responses give all illllllediate indi
cation of the imp."1ct of n cam paign, and in 
the case of a local retail or depMtl1\('llt 
store sale announcement. the cash TcgisU'r 
rc~ponscs pl;lCC a value on the broadcast. 
But time, preparation , and cumu lative 
study are needed beforc an accurate s,1les 
valui"ltion can be placed on a campaign 
adVertising j.!oods sold by national rctai l 
distribution. 

For the advertiser who is p.1rticularly 
intcrestcd in resultant $o11es and is not im
mediately concemed with variat ion in 
consumer cstablhhlllClll, and whose prod
uct is sold nationally through retailers, 
S; I!(OS tests would pmvide the most con
clusive evidence of the innuence of broad
cast ad\'ertising. 

To condun a test of real value: 
I';olatro art'as r~'pr('S('ntativc of the 

total Illmket should be cho:;cn (more than 
one tOWIl would o\~'rcome the bias of 
loci"lllisteninS! Iwolt!'). 

Within theS(' areas retai lers arc selected 
to compare in comprJSitc with the total 
distributl01l system. 

56 

i\l r. SltollSOl' l\sks 

"1 :0; 111("'(' a 1II':'II,t if 'a l metluHI ,hy whic·h all 

ad"c 'r ti l"c',' c'a ll (· s t:.thlish i lllllt(,fliatl'ly tilt· 

din'l'i i Jllpal'l of hroadt 'UioIl ;uh'c' rti !O ill t! 011 

hi s .... a!c ' .... ·t .. 

Robert Brenner 
Dill~tlo, of Adve.ti ling & Ml!rchandiling 
B. T. Babbitt, Inc. 

S,1lcs within the aH'a" must not be un
balanced in (avor of the product or its 
competition. 

The retail outlets should bc periodically 
checked during the sc.'veral months pre
ceding tlu- start of aJ\'ertising to estab_ 
lish a s teady sales position. 

Advertising through other media should 
be maintained ill a stelldy rate for the 
months pre(('ding and during the test. I ( 
this ad\'ertising is ilt all sporadic it shou ld 
be discontinul·d. 

Store merchandising and sales etTort 
should be continul..'d at normal. 

The actual test must be continued for 
sufficien t lime to allow So11es to M'ttle to a 
tmc posi tion. 

In fact, evcry effort shou ld be made to 
ensurc that conditions within the test 
area are known and in c\"Cry possible way 
comparable with thc total markct, and 
that cnough timc is allOl·led (or the test to 
be cn·dible. 

J. Ross J\>I ACLE:-::"IA:-: 

Marktlillg (3 rl'stMc/1 dcpurtllll'lI l 
Em'ill, Wasty (3 Company, fllc .. N. 1'. 

That word "im
'lirdialely" is both 
a tributc and a 
CUTS(' to the broad
casting medium. 
An advcrtiser in 
all fairness to him
self and his i,wcst
ment, should look 
to radio (or as 
good or bet tCT re

su1t ~ but no greatcr miraclrs-than hc 
expects from his othcr advertising. 

Thcrc arc a l1umbc-r o( rcsearch meas
urements which can be used to clock rc
suits (rom mdio: storI.' checks or wholc· 
salcr invcntories . , . "specials" advertised 
(lnly 011 the broadcast ... surwys o( prod-

uct uS<lgc in listener·hollics vs nOll 
listener-homes ... forccd distribution .. 
premiums or COllleSIS that pull proof-of. 
purchase. Thcse and other standard 
techniques can oc used, although media 
re<;j,."arch gencrally has a long way yct to 
b'O in th is regard. 

Mutual's Dea ler Cut· ln Plan, fOf cx· 
ample, has givell our adwrt isl.'rs such as 
Wings Shirts and Clip]X'T Craft Clothcs an 
opportunity to llIeasure traceable 5<11cs on 
a stofc-by.storc basis. I belie\'e we could 
do morl' copy and othI.'r testing than in Ihe 
past ... hclp ad\'ertisers institutc more 
crfective mcthods of merchand ising the 
radio camp.1ign through wholesalers and 
dcalers ... and deve lop accuratc and fast 
techniqucs of slorc checks and consumcr 
rcaction. 

In the fina l analysis, ho",,'cvcr, results 
are dl' tcrmined by a ""'ide combination of 
(actors and each carnp.1ign must be 
trcalcd as an individual case. Factor No. 
1 is the objective which thc program itse lf 
is dcsigned to accom pl ish: is it SUPIXISl'd to 
sell hard, modcrately. or on an instituc 
tionallcvel? Factor No.2 is thc ('conomi· 
innuence: currcnt condit ion of the buyinS! 
economy, prices, wh(, ther the product il
self is overso ld or in short supply. Factor 
No . J is distribution of the product. 
Factor No. 4- a biS! olle-<oncems not 
only the choicc of thc right program and 
tillie period , but the suitability of thc 
vchicle for thc selling job ... and the 
effcctivcncss of the commercial selling 
copy. 

Thcse factors must be Illcasured qua li
tatiw l),-just as $o11cs rcsults are Illeas
ured quantitatively- if research is to do 
its rull job of serving Ihe advcrtiser's 
intcrests. " Mr. Sponsor" has asked "a 
l11outhful " this time! 

RICHARD J. PUFF 

Dircctor oj research 
MII/IIC11 Broadcastillg SySU-U1, N.Y. 

SPONSOR 



" I s rhere 01 1 
prac tica l method 
by which an ad
verliser can estab
lish immediately 
the direct imp.1ct 
('If bro;ldcn~t ad· 
\'erl ising on his 
sales?" 

We ha ve !xcn 
doing just tlmt for 

SOllie time, with the effl'Ct upon sales tiS 

j ust one aSjJC'Ct of the:' 1;lrgcr pictuTI.> of 
radio impact . 

We:' say, what eff('Ct is the radio pm· 
gram having on the people who hear it ? 
Docs it affect their buying habits? Do 
they usc the product more or differently? 
Do they know more about the product? 
What effect is the program h,wing 011 

attitudes toward the product ? toward the 
advertiser? Wh.·u cffect doc'S the radio 
program have on brand knowledge? on 
brand ratings? etc, 

lt is our conviction thm limiting radio 
impact to &11cs alone is a short term and 
incomplete appro'lch. Certainly, 11'(' 

want to kno.".' about the cffect on sales. 
But wc also want to know the impact on 
conSUIl"K'r h."lbits, attituc!cs, and k ... ·e! of 
infonnation. We fccl that the mOTe we 
know about what till..' program is doing to 
actual people, t he better our and the 
cliem 's position to make re:llis[ic de; 
cisions b.1sed upon facts. 

This appro.1ch requircs a carefully 
planned and executed consumcr study. 
An analysis of the radio program over a 
period of time is the first step in the actual 
plan. This gives us a pretty precise idea 
of just what ways we can eXjJC'Ct the pro
gr;ull to affect listeners. These and other 
objl'Ctives worked out during the course 
of the planning becom e the testing points 
in the consumer study. 

11lC Illethod used is tllC most funci."l
mental in experinlCntal science: experi
mental and control groups. With the usc 
of :m adequate " nonnal smllple" of con
sumers in the arl'a of study (market ), we 
quick ly dctenninc which families arc 
listeners to the program and usc these 
families as the lis[('ner group (experi
mental). A matched group of non
listeners to tlx- program is used as the 
control. 

An intensive personal interview study 
is dOne of both groups, and suffICient in. 
fonnation is SC'CUrcd on the rcst of the 
"nonnal so.11nple'· to nmkc possible certain 
projmions to the enti re rll."lrket being 
studied. 

The comparisons of thl' two groups give 
us the measure of impact . These easily 
can beset up as an imp.1ct profile. At the 

JUNE 19-48 

BOOK OF THE MONTH 

IN-~mu;a' ~ 

"Broadcast Measurement Bureau" 

• " is comrorting (:11 the co mparatil'cly o ld age 
o( tWl'nty·rour) 10 recei,'c d ocumem;ITY proof o ( 
honesty! For years WFUM has claim(;"~1 lis te ner,s 
within a 50 ·m ile radius o( Indi:l1lapohs ... ,'en
frin g our 400,000 radio· ho me poten li al with good 
old hal(-milli.oit maps. hc a,'y mail res ponse areas, 
ami pe rsona l contacts. 

Now-in effecl - ll M B has put a notary sea l on 
o u r published figures ... (or, th e IOIJc .or.more 
counties in Indi ana c redited to \\' FilM fi t OU t 
claim s "hand in g lo,·e." 

Ski p t hc bonuses if you like ... fil·c·st:lle ma il 
on a lmost e"er y Contest offer; rc~is lered daily 
listeners in 82 o( 92 Indi ana countics (W FBM's 
members hip '"Quiz Clu b"); and :ICtual. measu red 
sales results OIlJS;t!~ ou r cla im ed liste ning a rea ... 

But credit WFll M with exclus i,·c. basic CBS 
cO"erage in I nd iana; top O,·Ct· :1I1 1·l oope rs in 
Indi anapolis 16 mont hs in a row;and almost (our 
m illi on people in 13M B count ies. Let us show you 
that we st'll by radio any proJucl that can be so ld! 

WFUM is "Firsl in Indiana" (11)' '~ .(1)' JOlilook at if! 

BAIIC AffiLIATE, 

I 
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j \B ° K ~ l'L eS ° g O,stoW\ \11 ansasC,Ot 
I ~ .!J-----.':( 

~ 
NOW! 

S wing your sa les to a new high in the ri ch Kansas Ci ty 
Ma rk ctland w ith dlOSC dynamic custome r-getting extras 
1JOtU ava ilable! Yes, sir, W H O is sitting pretty in the very 
hea rt of the M idwestern t rade t errito ry, swinging out_ 
flow_wi th 

10,000 WATTS 
710 KILOCYCLES 

FULL-TIME 
Sec your John Dlai r man t o<.la~' . a nd JOin other smart 
advcrmcrs in the Swing to , XIJ-J B! 

MUTUAL N ET WORK· 

WATTS IN KA NS" 
DON DAVIS oJ' 

"f l"'! '" n 
JOflN' SCHI LLI NG 

GfN .... "'''"Of 

same time the ~!Udy Tl"$UltS give us m Orl.' 

pr<.'Cisc information on ti ll' na ture of our 
radio audil'ncc, their lisH'oing habits. 
what they think of the program, etc. 

DR . LEO!'I ARROSS 

Rt'StClrdl dirt(/ar 
William 1-1. \\'einlrfwb (! Co., f ur. 
,..... Y. 

At the pn.:sen{ 
state of our knowl_ 
edge, the answer i~ 

only under cer
tain limited con
ditions. For any 
product which has 
some prior history 
of distribut ion and 
adven ising, it is 
p ractically im

possible to parcd OUt the innuenccs of 
product expo~urc, uS\." and advertising 
from thc c([(oct of the radio show. T he 
df('Ct of habit, i,l'., such things as COll

I sumer franchise, brand loyalty, word of 
mouth ad\'crthing, availabili ty in the 
stores habitually ptJtroni:ed, impu lse pur
chase, and prior ad\'crt ising all arc im
portant innu{'llCcs in thc sale of any prod
uct which must lx- known if we are [0 

measure the innu('ncc of any onc medium. 
T his bdng the case, the only condition 

under which thc immediate impact of 
brO:ldcaSl advcrtising on sail'S can be 
measured is where a n('w product is being 
introduced to the markel having no back
drop of consumer experience to innuenc(' 
S.1IeS. Evell in this case, there is aile im
polldtrable, namely the innut'l1ce of 
similar products in suggesting the pur
chase of Ihl' new product . 

Consumer diary p.1nels and a wide va ri
cty of other market resrorch [(>chniqu('S 
C;1Il pro\' ide clues, and only clues, to the 
e([('(1 of a givcn program 011 sales. Ol\e 
of the mo~t promising methods is one 
which wc have usc.-d in conn('(t ion wi th 
The Pulse. In this technique \\1' haw 
inteJ"','iewro matched samplt'l' of listener!' 
\.~ nonliSleners, cnmparillg data flOm tlw 
two group~ on product purcha.<.(' and uS/." 
then comparing thc ft sult .. with thosl' of;J 
similar rmrc/o!ll s.1mplinf! measured befon' 
the rrogmm wC'nt on the ;lif. In this way 
it i!'lXl:-Sibk to gN a rough lIle:l$ure of the 
prior mnuences of <ldwnisin!! (In ru rcha~
ing Ix'lwviof alld I1wa~urc (he program 
dfl'('t agninst tho.<;c estimated innul'IlCl'';;. 
Thc ;Js~urnrtiol1 ~ in this method arc l11 an~ 
and obviou~ but it is the mrnot aCc-tlf<lte 
nll'lhod we now know. 

OM. \\ 'Al.I-AC!' H . W l ·LFECt.: 

I 'p 
F,',kr(l/ AdIUlr.q"u.I! A;:wc)'. l ite., S . r 

SPONSOR 



full face. 

Liese arc tilt: surl uf facts provided by WHC" 

]9l13 Diary study_ new fUl:IS al,out listl' llc rs. lI ere. for the 

firs t lime, arc more than hal f .. mill ion figures 

rela ting 10 lis tening 011 the bn5is o f aud ience size, 

CUITI IUlsit ioJl. dU I,li(·al iulI . flow or IOY:.I lt ) _ 

and a ll in the new tenus o f illdi\' iilua ls. 

w ne's 19·IR i)i;:Ir), Sllld ) has u".efu l, fully validat pd 

nOH'S o n the \Vashill~ tl ll i people \\ho li"It '11 

to illl) I!rog ram Of lime i'I 'gllwu l in wh ich you're 

in l('fcsled-and yonr iwp,i r) wil l he \\el l'(l lI lt· d 

by \\ He 11 nd NBC Spot Sa lt'S rep rCSt'lI lat i ll';", 

flll S T I N W ASHINGT ON 

980 KC. 

NATIONAL BROADC A ST 

JUNE 19-48 

Su nola,l" ill \1 f't rol'oJilali \Va~hin~. 

Ion. 277.1)2:) l't.:r~O Jl ~ 17 )l';lr~ old 

ani\ OH'f- i SUA17 .,r lhem \\' 0 111"1\-

he"!" l ack Be lli.}. 0 \'1 '1" ilal f tUll e in 

10 \Vne: c~ JI',Tiall) for h i~ program, 

\ 1(1 11(1(1) til rOrtl!h S,ltlJ nl:ty e\'cni II;!-<, 

101,G50 ,lifft'rcnt )j"tl'lIe r~-19.s'?i

rnale. 60~ O\' f"r ::t:;, ,-l i,:) ~ hip:h 

,. .... ho(11 t;n,duatl'l', 88';( tckJlhollc 

"lJ h,. r rihcr~- l i~lell HI the I':~~o 

H"I'0rl ~'r (II I I 1', Ill , and 1(, S1<'q' 

j)(UI .. da,.' Sl'ort~ Xl'I' ~ a I J 1:05, 

'flU'>,oIa), arI CI'110011~ in Wa,.hinl'ton, 

13.1,; i /Hen Ji,.ll'lI 10 ~ Idb 1>,IIIa5 

Oil \\ 'He, 

\\ ~, Inl,,.da),. . 25,6,')0 ,)1'01'11.' in 

\l elropo)itan \\ 'a. hin;.: tflll )i,·ten to 

Dal i,1 [hink le"',. llo ontilll{' ne\,'~ 

nHlullf'nla r) -at (I pfllclLriaJ ('0,·\ 10 

a s!'on"or uf I .. ! cach. 

N G COM PA NY 

I 

s. 



TV PARTICIPA TION vanauol\~ IHl Iht'n!, of cour<..:, are well
nigh cndll'!6. I k-r .... j" hn .... hl' h~ l ~ them: 
I. T Ill" COnlf'l'tilIOIl ~tunt wh('r(' two 

JX'oplccumpct(' in a ",xk race, drawing cotlntcrr'lrt 01 ~u~h ~ags 1lf..'t'd nnt he ;IS 
ll1\'olved to gd ;Jcm~~. Willu'r \\'aro: and 
J nl1l1 Rl'('d King, prl,ducer ;lIld IllC re; 2. 
~f'\'llt\"l"ly of ,\11.\.\115 r.ufS 1\-SlwPllill' , 
h,l\"l' founJ thnt ~m;dL inW1\'1h." (' /lCtts, 
stich ns ti ll" cxpro~i"l1 on rill' face of ;] 
WOlman cnnte~[;! 1J{ tr) mg 10 ~lIlg with a 
1l}o.!llthfulol (racker~, I~ h..'ul'r video (nrc. 3. 
nle pie . ..cltzer-Ilour routincs 1\l'11I out 
\Ii th \\;lck Si.'III1l"t 1. 

COOle-st , JX'anut ..('atmg race, elC, 
Thc blindfold Sttillt whell Ihe- audI
ence is in on till' juke, and Ihe con
testnnt helil've<. that the \ll' l ~rilghett i 

he is walking on i<. a (loor full of 
WlJrlllS, etc. 
T h(' b;lckfire .,t unt 
tums around , <ll> 

planlled, on Ihl' 1l\( 

111ll'rc I he 
rt"hcarsro 

Jok", 
and 

\\';lrc 1'I:Ii(n:'"$ that tht're ,He nllly a few 
b;1~ie gal!" \lhid1 arl' u<,.1hk fo r TV Thl' 

4. The hu~hand·nlld·\llfl' or two.JX'oplL' 
stunt Whl' rl' thl' hu"h;md mu<.t put 
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SPOT RADIO ") 

Spo t r adio leis you h o nd · pi c k 
the s tatio n whic h wi ll do the 
best se l ling io b for y o u · 
morke t . b y - morket . 

SOUTHWEST 
VIRGINIA? 
Southwest Vi rgi nia, of wh ich Roa no ke 
i ~ the hub, is a complete morke t with in 
itself. II repre1enl!o 23.7% of Virg in io's 
10101 buying power. 

WDBJ? 
WDBJ is a 24.year -o ld pioneer In 
this rich market - a con!oistent leader 
yea r a fter year in liilener loyalty, 
p r es tig e, cov er age, and Jo les 
rew/ ls ! As k Free & Peters! 

With WOBJ alone you can leach, 1 1 ,500 rad io ho mes in 38 

Virgin ill and West Virgi nia co un ties. Th.t\ ano th er reason 

why per·sal e advert ising cosh are low o n WDB)! 

• 

till hl~ wife's hat and she smoke his 
cigar, etc. 

5. Thl> charade ~tUnt where t he losing 
contestant must act out soll'K.'t hing 
ridiculous. 

QUl·~tion~ asked of T V contc'l anlS 
mu~t be SI:lcctcd wi t h greal earc. On ly a 
fC\l' of radio-tnX' quiz questions will go 
well in Ielevision. The visual d cment is 
uf prime importance, and qucsl ionsshou ld 
he only tho~ that lend Ihelll<;('\\'es 10 its 
uc;e. Identifying famous people and 
plaITs, :lc!<:d-out mo\'ic titles and song 
llt les, puzzlt"s, games, and such arc finc to 
su~t :lln viewcr intcr('~L Thl' classroom 
atmospherc, achieved by Ray Harvey's 
produclion of School Oop, caplt:l li :::cs on 
anolher r.1Clor. Much of the ('ntertain; 
ITII.'nt of quiz and 3udicna: part icip..1 l ion 
shows comes from t he contestants 1',,00 
gi\'e wrong answers. H('I'.\(.'\·er, the ques· 
t ions must not be hard per se. H arvey 
uses "casy" questions based on a ll sorts of 
common misconceptions. I f the con; 
te~ tan t misses, hc must undergo one of 
thc stuntS planned for him, 

The contestants t hemsel\"cs must be 
prt"selen ed ca refully. Cha rles Stark had 
a few uncomfortable moments in his Cash 
aud Carry show ""'hen contcstan ts chosen 
at random froze beforc the camera. Now, 
he picks all his conlestanl S during the 
program wann;up and has an opportunity 
of tesl ing them fi rs i . This a lso affords 
him a chance to typc-cast his contestants, 
picking b..11d ITK'n fo r certain gags, pretty 

I girls for others, and so forth. J ohn Rl'cd 
King docs likewise, even though the 
rehearsill.lcss Missus telecasts ori~.'ina te 
in stores jammed I\; th 300-700 women , 
a ll anxious to g(' t in the show. 

Other n nd more !("(,M ical problems art' 
mised when t he show originatl's fro m a 
remote point. In the case of Missus Cots 
A-SlroPPi,,', a different storc is .... isited for 
each broadcast. Th is means constan t 
planning cffort to ""'ork out in blul'print 
foml nt'Ces~r)' lighting diagrams, to check 
thc neighborhood for electrical inlerfer; 
ences, and to \I'ork out can"k'ra angles and 
product d isplays. Since rehearsal is sel
dom possiblecwll for King himselfhc had 
to ]e;lm to re.1d comml'rcials (rom large 
euc cards held up ncar the camcra, and 
aehic\"(' the effcct of ~roll t anei ty. The 
resuit ing sales increases, belt('r ~hdf pos i
tiolls for the products in SlOres, and pub
licit)' I'alue for the stores and dealers, 
more than offset the remot(' chargl·s. 

T he basic philosophy which lies behind 
I the succe!'S of T V audience particip..1 l ion 
I shows is conslant. Thcy ;'Ire nOI rad io 

programs, and c.1nnot N tremed as such. 
The viewing audience requircs that pri· 
m;'lril}' they have cre-appe;'ll. 

SPO NSOR 
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in America 

WE ARE All FAMIliAR WITH THIS SCENE. IT HAPPENS EVERY DAY BAll 

PARKS All OVER THE COUNTR Y. IT TYPIF IES AMERICA W ITH All ITS INHERENT 

RIGHTS AND PRIVilEGES. FREE SPE ECH WAS BORN IN AMERICA, MISTER, AND 

WE AR E DOING EVERYTHING IN OUR POWER TO SEE THAT IT CONTINUES TO 

lEAD A Q HEALTHY AND UNFETT ERED li FE. 

"..J;"~'iffi • '" THE GOODWILL STATION, INC. 

FISHER BLDG . DETROIT 

50,000 WATTS 

c 
MICHIGAN'S 

CREATEST 
C 

ADVERtiSING MEDIUM 

-
G. A . RICHARDS HARRY WISMER 

".,. ..... '.10 'h P •••. 

JUNE 19.48 

-

u 

-
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" T ill'. n.\R I N(~ ,1 111 FN 11 ' 11. 1 of tlB: i\':lIiol1a) H r";'ld c:l~tin; 

Cnrnp:m)' in hnng:1llg ,\ Jr. T ",,('ani ni h:lck III Aillcric:l .111,[ 

bllild iug: :l J1 orclw .. trn fo r hi .. ~pcria l U"'l' will d"\lbtl c,,~ he 

expbiued hr rll<' C\ nic.1 i in \:t r i<>u .. \\"1\,,. Ye t the h.1Sic aud 

iUl'"c:lpah l.:- bct j .. thaI t il l' N BC I" fOllnd ing: it" ;llubci"us 

(' ntcrpr i~(' upon the c"miction tha t fine ~r1l1phol1ic Jll ll~ic :l lId 

g n ':l1 ,,} Illphnuic )r;l<lcl'hlp art' imlllell""\}, :ln d inc rf';'lsinglr 

pOJlubr in : \ nll' r ic:lj and if th:"!! dOC's not :l.I llUllll \ to putting: 

Inl <;! ill Ih(' po \\e r tlf Illc:l J thing ... , it b h:lnl to "'1.y wh:lt 011(' 

shllllitl c:"t ll it."- LIIl"'r/l .... Gill/lilli, N. Y. H ER,ILIJ T Rill· 

U:-:E , h ill. z . 1938. 

A s fill "-.:-lwr;mn,1 - Iflli'/lff' ii, rnt/io - til ,. 

N Ue Srlll t1w1l1' U,'(J// ill fin! ailioll Inul"/'h. Bllt 7thI'll 

Arturo '/'010111;,, ; emllpl,'lt-d 1m " 'III}' filII unuJII Hitll HI'(' ~ 

th our l/'S 11/011/11/1011111 Simb SJlllplHIIII' , bnlndlflJt 111111 t,'lr ~ 

visrd. f hr I/(d/lim n'lIJ f&T II grrf/t 1II/II;C(l1 Trll/;t.\' •. • 

" ••• :1' Iwrfect :t r(";l li7.;uioll of dH' letter 

and ~ pirit of lk r tho\, ("n\ tower ing m;l~t \'fpit'( r ;I, \ "011 ;I re 

likel~ to <.- ncoulIu'r in lou r life tim e." - P :\ l. 

". , , illt\' rpn"tetl with th~' ;1(1111' of hr<'-;ldlh 

;l IU\ g r:l nd ell r anti :1 1<'0 with til<." I) ri ci~ 111 tll:lt li~'<' :It the b:l!o<." 

of :d l nnl'ic."." - ~" Y . TI ME". 

C Syn1phony 
nTl/flr/UIlI ill IfI,· pld,li, j>l(nrlf Ily 

A In,"nll/ ' s Yo. I X ,·, ;t"urk ." ,It,· X ,lIimud Hrmuhmlillg C o", Plllly 

IIl1d SHe T dt'i';sirlll 

,\ S fK \·ICI 0/ R.\J!IO CO KI'Ok{J..TION or A~[rRICA 

I 



~IS letter to Ed Petry an

~wcrs questions that time-buy

ers and radio people arc asking 

about 1948 listening audiences. 

In Houston. the answer is that 

KPRC continues conclusively 

FIRST. fIRST by ya rdstiCks 

that count: audience rating 

... network affiliations ... 

local prograllls. The factS 

speak for themscives . Put 

you r client in touch with 

the biggest audience in 

Houston and the G uHcoas( 

area, today! Call Petry or 

write us for availabilities. 

<t!;I,..D~51IN HOOP'R 
r~_., RATING 

r.rnc 
0.-.. .......... otItd I¥ TIlE IruilllX POST 

.... _ ......... .. _.c ........ " .......... __ ... 
Mr. £ctnrd Petry 
He .. Yor k, New Yorlt 

Dear Ed: 

--~, .... 
Mar I , 1942 

33.8 
2&.. 32-3 
25.1 22.0 

KPRe 
SUtloo " 9 " 
SUIIoG "e" 
stallOQ " D" \2.4 20.2 

And KPRe 's 11111:&111 ' .2 
prltt1

im
pressln osa Is offSft b, :l 1.3 ,:lin In c:onm aboYe x:P but _lllJ follow, hi ""'ricb Sets-In.Uu. Thai's 

lis eomptUlor~ a:~ h3lllrutlr IlI<: ' I6Ud I~ d::,,"UC. tn 1M lime • n ptr<:fIIUsU show; lIIant posilloll our 

28.01% 
11 .S 'It 45.8'), 

11"-.5 'It ~9.9'10 
tt all ;adds \I 10 293.9% 
uOWId" t.b P IlIls: the radio audlfOC es.- dars , tNt SIW reC ..... IUe.l.s~~ more "sboppln, 

~RC our St&tlOII "8" 
KP:C our 51&1100 "C" 

C our SbIlOll " 0" 

....... ......... sl "tal," 111 10 ....... 

lB/m= 
AUillolnf wilh , o,:m[l'\\L 

\\ 

HOUSTON 
• 5000 WATTS F~ I: ::: SOUTH'S 

Flfls1 FIRST MARKET ~"'O"A< ..... ,,", .. 'v .. , " •• ,d P .. .." c.mp •• :S: 
KILOCYCLES 
Affilioled with ",aC ond taN • Jock Horr

i
., Monoger .5 

JUNE 19A8 
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n·oduces 

'1'1)0' J'<'I..r I'"ul CH.,J ~ C"I1I1'~U~ '!lu l 
jl~ ;"hal i ,.j l! ;: .r;:l'II'"y. I'l all·F"rI,,·~. 

;Ir ,- 1..1I""1l f"r I"' in ;: ~m;Jr l li'll" 
J "J ~ ' · r" . Bad .. I II \""-IIII" 'r, J'IIO 
th,'~ IHIII ~ h l ""r I:! ::\O I' , \1. ."-,,. 
an,,·· .1,.· I, ,,;tro !. TI IOII \\,1_ .. 1111"-' 
"it'hl ~'·;I r· :I;:" "II.J Ih,' i:! ;:lO "'-"" 
j . >till o,-lIi,,;: 1" 'In 1',lId 1'1"1"]""'" 
;\al;"I1") ' l "'ll~"r. ;I,ld a;:I"'"-;'·'-''' 
""I I " . ) .... ,, 1-1'11\ \\ II' 1,,·.;111.,· 
tI ... ~·\,· 1"'''n'l! lhal \\ II' I'r"'],,c,'" 

1~/'illltlellll' ;11 
IJ,u;c j""t"," 

• 
It #'/lrf·Jif·"I,·,t _' -"t ;"n,,1 If! 

I," 
liUW,\1l1l 1' .. :T Il\" .... 1:0. 

TlMEBUYERS' LAMENT 
(GmrillutdJrom Jffi1!(' JJ) 

lIsually schedu led 10 start ;H once. Nel
work schcdu l<.>s are frequent ly determined 
months in ndvancc, n::IIiona l spots are 
frequently orcrative the \\"l'ck after such 
a schedule isappro\'ed, In mosl cascs lhey 
hn\'e 10 be, since Ihere arc wry (ew slat ions 
Ihnl will hold SpOi nnnouncemeni or pro
gram time opcn for a period of more Ihan 
30 days, even if conlraCled for, 

The 1I1IenS(' speed nl which a timebuyer 
must funClion is a gigantic headache, yet 
ii's just one of the Ilmebuyers' lamenls, 
,\ lore neTvewracking are the odd-sized pre· 
scmalions, each of which carries SOIlle 

piece of information aoout a SIal ion or a 
market thnt dlC timebuyer feels is im· 
jXlrl::Jm, To keep the information in 
some ready referenet' form would require 
a rescarch staff and a morgue Ihat would 
in Ihe short period of a year outgrow the 
library of n great newspaper. Agencies 
don't maintain that type of siaff and fell.' 
cam a net income sufficient 10 justify such 
an organi:ation (e\,en BBD&O wilh its 
$12,OOO,OOO'plus national sjXlt business). 

Tirneooyers want a uniform informa· 
lion sheet on which nil Slations, their 
rcprcsentaliws, nnd their staffs will re· 
jXlrI essential market, rating, jXlwer, 
co\'ernge and Olher dala. They hn\'e no 

'I objection to flash broadsides and trick 
promotional pieces, but they'd like all the 
b.1sic information which is included in 
these presentations to be made a\'ailable 
to them also on an 8!:; x II sheet for 
fi ling. They wnnt these sheets dated so 
that out-of·date informal ion Ilkl)' be dis
carded .. ,,:ilh easc by a clerk. They want 
Hooper data. 8.\IB rating, Con lon mail, 
diar},.nnd all ot her research figures on 
these silee ls, 

They want all co\'Crage maps primed 
on 5" 1 x II si:e :.heets Of mulliples of 
81 2 ); II (II x Ii, etc. ) lI.'hich can be 
folded nnd filed in a leller ~i:e folder. 
They think B,\18 helps them consider· 
ably but find thn! it g:i\'es them only thc 
broad outline of what station to buy, 

Thc}, arc happy to h:l\'e as lools Ihe 
a\'ai labili lY sheels which slat ion reprc· 
sentath'cs like Kat:, Petry, Free &. Pctcr~ 
supply Ihem. HO\\'c\'er, th(,y point out 
thai no station r('pr('$.Cl1In lh·c gi\'Cs them 
thc cornpclili\'e picturc, In order to pur· 
cha~ time imelligently they hav(, !O 

know 1101 on ly ... ,hat pr{'cede~ the avail
ability on Ihe ~t:lIion bUI wha.t follows 
thai spot. 111al's the beJ:innin,!:. They 
al;.o haw !O know ...... hm is 011 t he other 
stations in the city or area at the same 
hour. The best t ime Spol in the \I,,'orld 
i5n't ncarl), as ~ood a5 it should be if it 

SPONSO R 



, . 
entree "Lnlo 
Detroit's 
homes ... 

For 28 )'C.l1"S, \\' \\') • T HE DETROIT :>:£.\\'S h:u ~nj()rt'd a "fa111lly rt'lalionship" 

"'Ih Iklroiters, who h,we giw:1l \\'\\') Ihe 1..('), 10 (heir hom ... ,. and k~p the 

"welconw 'WI!" Ou( lllorml1l; •. ,(u:, noon, ;lnd t'H:ning. 

Th is is due 10 \\'\\')'5 solic i tude for die COlnlllunily', wdf.ll ", .n ('\ I(kneed hy 11< continuous 

I' .. hlie Service k a.dcrship. II is aut 10 \\ WI's ('onSI .1nt (,31(' rm.; !O ,he desires of 

D(' ''"oilers '" local ['H>>: raon minl; . And It i. due to ,h .. \\~,lhh of 'l:1r. ''':l il"hl.:: through 

\\\\T. 21'rc~r old i\'BC lff, liallon. 

The comlJin,uLon of IheS!: 3 dt"mcm< p.o\"id", \\ \\'J adv('. II5I:U 'f,lh an ..rfn:li,'c 

economical mc<tium (Ot" prolnot ion 0( products of <",-er), d."scrip.ion in Ihe multi-billion dollar 

Dt-Iroil marke!. Through \\'\\] _ TilE DeTROIT XE"-.", 

,'ou !pin ('nlr\'(" into the mod hOIn('s-all Ihe Ilmt . 

. ~ 

____ ~.~'.:':'~':H~':.':.:O:':'~.~.~~O::-: •• :'~.~.:'_O::, :. '~':":'~'~'~'H::'~'~':'~'~O~':' ~H::"::' ____ ~~~, __ ------------_ 
,.",_ .. "_.'0 __ .''' Ttll Gl OI.Gf , . KetUNGaU' COM'A"', J .. ". NIC ,.,1.1,0" , 

A,,_Ojo ' .0(0("' __ w,," 
''''_0'' .. /U.,,,,,_>O .,, .. 
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Zanesville, O hio 

A NEW 
MAJOR MARKET 
with 

112,600 
urban population 

.T -, 

" 
CoJ.C(\"" 

i5J 
, 

,-l 
Crb.~ 

.. , L 
• '<X 7.~'" ~~iU< 

" ~' 

FOUR CITIES in the WHIZ pnmary 
area (all with'n 25 air miles of Zanes
ville) havo:- more than 112,000 Tot", 
Urblln Populntion. 

City Popll'~tio,. 

Zlnl!'s~iIIl!' 42,000 
Nt'waflc 38,000 
Cambridgl 19,100 
Coshocton 13,500 

T otlll Urban Population 112,600 

ZANESVILLE is the Nintl> LarA"st 
TradmA Ar .. " 10 the Sta t e of Ohio w,th 
II total population of 260,000 and retail 
saln on t:~cC'Ss of S ISO,OOO,OOO. 

AND WHIZ dominatu in t h,s neh 
industrial ' lIi:,riculturai tradong area with 
a 60 per C .. n t share of audience. (Con· 
lan-N ovember. 19"7). 

NBC AFFILIA TE 

John E. Pearson Co. 

•• 

h;JPPCIlS tn Ix- 0 11 Itw :lIr al Ihe s,1mc 
mOllllnt that a Bob I/of", Lux Theater, 
J:lck IX-nil)', or Winchell I:> ~hcJulcd. 
There are a gre;it many 10c:lI prO)!mnlS 
Ihal h:!\'c thl' pull of Ilw great network 
progr:!11Is :lnd the '>t.' (;ICt'> haw to be 
av,li lable \IJ a timcbuyer. If he is \0 do a 
top Ilmebuying job. 

Station Tl'pre".:otatiu.'s &lY, un the 
rL'Cord, thaI gcttinl! till' lIlfoTlllation 0 11 

theIr cOlllp',tition is 11ll' timcbuyers' job, 
not th.MS. The)' get il for bu}'l'TS if it IS 

requested but most of them find II a 
thankless chore. 

Tinll'bu}ers want the competitivc pic
lure a routine pnrt of ever)' time a\'ai!
ability otTer. 

All limebuyers bcwail the fact that 
they lire frequently forced to buy time 
thnt !Iw}, know won 't do the job as wdl 
as time on sorneother s talion. ThaI's for 
the mOSI p..1rt forced upon them by spon
sors and account executives. The Spon· 
sors' district mnnagcrsand somctimes thc 
sJXlnsors' important relail outlets request 
Ihat certain Slat ions lx> used, regardless o f 
consideration of coverage, ra lings, or 
availabililics. Tilllebu)'ers would like to 
present till' competiti ve piClure as they 
sce it to tht' ad\'enising m:mager of the 
sponsor. T hl' account executive road
blocks such desires most of the lime. It 
is his job to sa lisfy Ihc chent . There aTe 
literally hundreds of areas of disa,l!TCe
Ilk'l lI between advertiso.:r and agency thai 
an account ('KeCuli\'{' has to smcoth ou t. 
Arguing about a station choin' is just not 
imporlalll enough in his mind. The re_ 
sult is Ihat the client 's choice decides 
mally a station selection. This doC'sn't 
mean that the cliem '5 choice is wrong. 
Frequent ly, becau.;c hIS repn'sentati\'es 
are out in the field selling, the sponsor's 
recomnll'ndations arc better than the 
limebu)'er's "book" selections. Time
buyers claim, how(,ver, thatlhey can't do 
a 100'."0 buying job when panof the sckc
tion i~donefor them , Then'cord indicates 
that there is something to be said for 
bolh ~i dl's, 

Timebu),in)!, like all the r,1CtOrS that 
WI Into tIl(' prOductive use of radio, is a 
fim' an. Tillll'buyers ju~t want 10 use 
tlll'i r judgment ill the practice of that art 
instead of brin!! ck'rk~_ 

They look ahead to the next few years 
(.If AI\1 , FM, T V, and FAX with glimpses 
oftli~htillares bIgger than all)' with which 
the)' ha\'e cllped. 

They want slatiom, rerr('~eJlta ti\'es, 

other a~ellcy I'Cr.'(JllllcJ, and s!,"HI<;.(Ir lllan
agement 10 develop a !'-cUel unck:rstand
ing of the medlulIl 10 give them an 
opportunJlY to do timd'u),lng, instead of 
pl aci ng: orden. . 

SELL 
, No.1 Market 

IN THE 

South's ' 
No.1 State 

• WINSTON·SALEM 

• GREENSBORO 

• HIGH POINT 

0111 WITHIN OUR 

PRIMARY + AREA 

210,200 PERSONS . 
$179,469,000 

IN RETAIL SALES 

$283,685,000 
IN BUYING INCOME 

We Lead Day and Night 
in this Rich Yri.city Market 

WlllTE FOR OUR 1MB OATA FOLDER 

/ 

WSJS o WINSTON-SALEM 0 
THE J OURNAL- SENTI NEL STATIONS 

NBC 
AFf1UAn 

"._ •• "1" ., 
HEADLEY.flEED COMPANY 

SPONSO R 



HfPORION 
nUVISION 

_NO. 1 ___ _ 

More than 350,000 American Famifies 
are enjoying tclcI'ision now, wi lh 
aloou[ 15.000 1It'1' ren'i\t'r~ l!0ing iut .. 
lit''' ,clcl i ~ iol1 homes each mOil tIl . 

HOW THAT TOUNGSTU GROWS I 

2; Iele,-;s;on slat;ons now on the air. Star!; 
indicate flr~nl lele' ;s;on I"ilin. Dots soon 
will be. B)' tale 19 .. 11. 4.1.5% of the nation's 
llOl'u l8liol'l .. i1Il~ or;thin ru.eh of Iclc,i_ion. 

SPONSOR IDENTIFICATION 

High sponsor identification ratings arc usual 
in Idc."ision. The most reC<'n! Hoo~r sur-"cy 
sho .. s 5 out of the 10 hi~h~t ratings .. ere 
progra ms presented on the Du1ll0n1 Nel"·ork. 

WAItI _ C~.M.I) WTTG _ Chnnet S WOtv _ Chn""t S 
N . .. T",~, N. T, W .... iftgl .. n, D. c . "t"bw. g~ , , •. 

JUNE 19-48 

S PfOPLI PIR RICUVUt 
Th:II'~ DleTa!!!! home audience. In public 
pr.,-a-, aUlhctl~c Ina)" be a hundred or mo~. 
46% houJl.ht Il.oduets heeau~ the)' had 5et"n 
them ad"' n ised Oil ,,,lel ;SIOn. 

For infonnation on an)' phase of tell'\ision 
-Id,"e rtising, starling a hroadcastingstation, 
(lpen;ng a dealership-uk Du Mont, Du Mont 
!,as pioneered in e\er)" phase of tde\i5ion; 
kno" s all the angles; is interested in an)" 
thing that promotes te!e\ i.ion. 

DU MONT TELEVI SION NETWORK 
'I' Modi,on Annue, New York 22, N.Y, 
The Nolion' , Willdo w all th. World 
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lESULTS YOU CAN BANK ON ••• 

.~ 
~ f'- ~ -

#/ -

" 
L ike lhi1;: Wieboldt's - leading Chicago department ,<;torc-w:\Iltcd to mO\'e more mer

chandise. T hey tUl'lled to WBB)!. WBK" turned out ")Iclody Lane.'" And ")Iclo<ir 

Lane" tu rned out these results: 

SALES; $14,000 //'0,.111 "/ IIml!' ill S(pil'lII

brl'! $6,000 leMf II ,.,f m ('l1 '.~ j(l('J.:('t.~ in Ortobrr! 

$9,000 It'flrth (1/ ('oot.~ iu Soumbe,.! $1,,600 

Wnr tJ, 0/ blol/Nl'., i ll {/ /oll r-l/ay ]If'rind in 

D(,(,(,III be r ! A t olaf of $.13 ,600 wort II III I r B B.lI 

;~(Jld "')('('1"/ items ill tJ/I'CC Iypit'ol m(Hlt h .~! 

LAURELS: F ir!! 1 pf(}.('(' ill 11i (' Snlinllol 

Rrtu il D ry Conti!! A.'l,<lfIciat itJI/ ('(I,,'('.~ I 1M Ille 

m-,~s~('g rrt i /'(' Inlue-II/orr Iodin 0(/ N' rl i.<fiug ill 

iJ/ l' IIaiiOll,' F irM 01(:(1.1(/ by Iii,. C I!icoYII /' r (/

(Om/I'd Arl rrl'ti!lillU Cl'lb lor iJu' best /n('ally

pr(Kiu('((i uigMtwl{' "(II/ely ,dnw! 

After th ree years of sponso l'shi p, Wieboldt's told thc :-.rHDCA: "' :'IJelody La nc' is not 

merely 8JlOI/,~Ol'e<l by Wicboldt's ", it IS Wieboldt's, It is a s plendid medium for selling 

specific items of mel'chandise. al\ well as being one of our best ill\'Cstments in public 

relations and good will," It's still another reason why, " WBBM HAS BEEN 

CHICAGO'S MOST SPONSORED STATION FOR 22 YEARS! 

Like all WBB:'II-built programs. ";'Ielody Lane" deliver:'! high relm'u ll at low cost, 

Building sa les-scor ing mC(/Iwl'Oble resu lts-is a \\' 8B:'I1 habit. lIas been for the past 

22 ycal':~, That's why ad,'crlisers place more businc,"s on WBB:'I! than 0 11 any other 

Chicago :,tation, Th:lfs why l'Oe belong on WBK\1. 

Chica[J,/ij S llOlcllUlllsh ip Stat ioll ' 30,OVO watts , ColllJlliJj(l OWl/I'd W B B M 
hp, ... n'ed by Rodi" S"I •• 

-

R"di" S'",i"n. R ~ p' ... nl"I;"e,., CBS 

-...... 
, 



THERE'S MAGIC IN MUSIC Good Illllsic, likt.·magic, dr;lw~ ih h~t("lIefS 

to it ... \..('(·P' tllClli com il lgo.1C\" for 1lI0fr ... \\lokh. thell! illtO;l1l appreci,lti\c 

and highly ft'!>pollshe audiel1c(.' .. \Iofe than half a million familit.'!> in and 

around :-'!t.·w York arc such dt.'\'okd 10\·t.'I·s of the filiI.' mmic they hear on 

"'Q'\H .1Ilt! "'Q'\H-F~ I that llO otiwr station C,Hl reach th(,1ll .,,0 

compdlingly. \Iore ami mort' :Hkt'ltist'rs arc increasing their sales through 

tIll.' magic of good IllllSic among these families that form the most ill\'i ting 

WQXR 
(lnd II'Q.\/I.F.\/ 

bullC'tins of The i'>:ew York Tillles. I/(ldio 51a11011& of Thf!' Sew York Tim(,J 

" 

40 "· .~ st ;;2"d 
Continultd f,om P"'31t "8 

[)(>partment, which operates in the field 

1

0f consumer research, evaluating prod· 
ucts, advertising and various phases of 
maTh·ting, was established as a separate 
department in 19)8 and currently has a 
staff of 28. 

A. WF.I.LS WILBOR 

DirectOT, Market Arlalysis Dept. 
etlleral Mills, flU. 
,\1imleapolis 

DOWN TO EARTH 

One of the items at the top or my list. 
I before I leave for California today, is to 
extend to you my congratulations on the 
excellent May issue of SI'O!"SOR. 

You and your staff have done a splend id 
job in collecting what I believe to Ix 
really the tOp group of good, infonnative, 
and dOv.ll-lo-eanh articles fOl both radio 
and tele\'ision ror the advertising agencies. 

The issue shows good concentration, 
and is a result. I know, of considerable 
effort and hard work. 

J R. POPPELF 

Vp 
"'OR, N r. 

A Great Show ... 
in tru e American Jrndition 
A snutsc 15'minult rtcordtd.optn 
tnd production ... ft!l.turinJ:: " 'niH 
F:lilh" choir. conduCltd b)' J o~cph 
~brhl Ih'mn, of :III churchu !lnd 
!l1l relig;o;~ with tht ~lOriu of their 
Crt:ltor~. 

A pro/{um dtdiut td 10 lht true 
~pir il of loltr:lnu :lDd good \~ill 10 

:III mtn. 
Idullor :I. w ide \"aritt)" of~ponsors 

with a modnatt budjl!tl. T rcmtndous 
apptalto t~len.h·t auditnct. Slation 
brt:ll.:s and ont·minute SPOIS publi
cizinJ:: " RAD IO JlYMXAL" 3re 
:I.\'ailablc Jut. 

• H yn .. 0' ."Dri.'iD ~ 
,r"'" lor ."d,o ,AD"''' 
"8Gb H" ........ ".11 •. f: ,1/". 
Noo,h," "c.~ )·D. Tor 
TA"'" "K.'r s ... i,h HD~': 
"/~~" S,,"o~ ... ," "K.~ 
Kl' ....... "To,,'" .lIrtr'"Q ., 
,lor Ai .. .. 

_ CHARLES STARK PRODUCTIONS 
m MIDISDN IV[ . N£W TOR! 11, N T. 

SPONSOR 



MR. GEORGE A. RICHARDS 

\ 

MR. FRANK E. MULLEN 
A S 'RfSIOENT Of 

WJR WG AR KMPC 
OETA OI T CLEYELAND L OS A N G EL ES 

Mr. Mullen, who will toke over the active odministration of these 
three sta tions, hos a long Clnd successful record in the radio indus
try. He joined the N otional Broodccl$ling Company in 1926, hos 

been o n executive vice president sitlCe 1940. He was a vice presi
dent of the porent company-The Radio Corporation of America. 
We o re indeed p roud 10 annoul'ICe Ihol a man of his attainments 

and long ell:perience in all phoses of rodio will very shortly 

OSlume the office of presidency of our three slolions. 

I 
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SAMPLING 
H:'-mtiuurdJroul pi1.!!r 1; 

I k has n~-VCr illrgoUcn hi" dollar Iip.;,tiCk 
(nr 2k and his t>cnmiful SC';lscapC'. ~n 

Illlr \\;)Il[td l'lther of them. Hc'l1 111:\'('r 

fllr.L:~'t. cithn, thi.' ';\Len's>. of hi~ Blarncr 
~tnnl' br;ICl'kt. his orch id pin, and hi~ 

J1lOfl' I(,«'ll! miniOlUlrc Ei"t'nhoweT sword. 
Joncs' prt'rniullIs. to <.ell for 25(, must 

w~t 12., including fUili ling, packaging, 
l'tC· OUt of 100.000 returns premiUms 
s:lrnplc till' product to 50,000 PlosJX'ct i\'c 
It''-'K. Joncs judges that of that 50,000, 
half will stay with the product sampk'd 
,HId the Teq \\ ill drift. Thc<.(' figures arc 

confirmed by Donndk') otflcla ls for prac
tically a ll premium oller.. 

Aside fmlll possible u ..... :r~ Vo hn come of 
buy;,,::: :lJ,!C, thl' rl' I~ a no"l.lling market of 
bu},l'f's in most fic1d~ PerccnI:lgcwbc 
thi ... is said to be around 30'; of all con
sume~, 111e smart ~a11lpling offn shoots, 
S,1YS JOI1('S, at thi.!; noaHng market tirst, 
amI Ihen a l the buyers of competi'l!,! 
produCls, Whi!l- it h;,s noth ing to do 
with sampling, Jones UOI'SO't forget thai 
premium otren> al-o hl'lp~'ement the prod. 
uct relations of the f('~ular buy~'rs o f the 
item, 

J ones doesn't u~ radio l'xclusiwly for 

WISCONSIN~S 

/'lI~ 

" 

POWERFUL / I 
RADIO 
STATION 

AFFILIATED M. B. S.' 

1070 (jn ~~, 
MA DISON 3, WISCONSI N 

Rep,esented by HEA DLEY-REED COMPANY 

sampling. When the budgel can stand 
ii , he Wit'S newspapers on his premium 
offers a lso. T~m means not only a 
healthy return fmm ne"""Spapcr readers 
but "" hen radio and newspapers are uS('d 
together till' rcsp::mS('s combined are one
third highcr than they are when each 
medium is used individually (offering 
different premiums), 

J ones pretests his premiums. He 
doesn't buy extra spotS or special air-time 
for the purpoS('. He simply plans regional 
cu t. ins on his regular net""'ork programs in 
markets thai he feels a rc representative of 
the country at large. In other words 
Jones s,1mplcs his sampling devices, If 
they work in his test markets, they' ll 
usually work in Ihe country at large. He 
cryslal.b;,lIed the Blame}, stone bracelet 
idea but no",,' he thinks that gambling 
with an ad\'ertiser's mane}, is fun - for Ihe 
o ther man. 

Jones ' second l'ampting fommla, con
tests, is used successfully by pracl icall}' 
e\"Cry big advertiser. u\"Cr Bros., P&G , 
and most o ther big merchandist'ts go on 
the theory that six to eight conleslS a rear 
arc enough. These arc frequemly stag
gered so that a premium offer comes in 
between contest s. 

Contests ar{' ne t self-liquidating in the 
""'a), that J ones' premiums arc. How{'v{' r, 
Ihey produce more new users of the prod. 
UCt, and thus pay off advertisers in this 
way. l\ \OSt cun lests require proof of pur
chase with entries. Recently, program 
audiences have been hypoed by contests 
Iha! required donations for certain chari
ties bOl no proof of purchase of th{' spon· 
sored product. The effect o f this com
parat i\,ely ncw radio promotion device in 
reach in}! new users of Ihe adwrliser's 
prodUCI is s l il] in the limbo of unpro\'ed 
s,1mpling, I t'S obd ous that these compe· 
t itions increase Ihe si:e of the audience for 
their program, but what they do sales· 
wise for the product is any man's guess. 
1\lost contests require SOOle words about 
the product, words that Ihe adver· 
tise r feels could come anI}' after Ihe prod. 
Uct has been bought and sampled. or 
which in any e\·cnt get the ConteHant in 
a "positive" fraOle of mind as regards the 
product. Since in 0\'1'1 90CC of the ca!'es 
they also require proof of purchase. con· 
tests arC' certain to win new U>ers and 10 
do a good s..1l11pling job, 

J ones' mles for contcsts arc c1C'll1enlary: 
make Ihe requ irl'l1"1l'nts simple. m:lke the 
pri:es something thai']] ju~tif}' their buy
ing the product for Ihe tirst tillle, and de· 
\'elop an cmOlic,nat appeal. 

J ones' Ihird form of samplin!!. self· 
$uprortil1!! promotion:<-. is th(' toughest of 
the t lm'l' that Duane Jone~ u:ot.'s. That's 

SPONSOR 



Why are there twice .IS nu n}' sponsored mystery pr,ograms in ly·18 as there were 
in 1941? \"'hy are they so p<?pular with sponsors - manufacturers of such varied 
products as (ood and refiigerators ... drugs and cigarettes ... soap and clothing ... 
mOtOr cars and fountain pens? 

The answer is simple: look at them anyway you will ( r:ltings . . . cOSts ... sell ing 
efficiency) and mysteries are better buys than all other types of programs, lind 0'1 

Mutual, mYSleries cOlliell per rat ing point than the average {or all networks. 

Mutual mysteries are doing a terrific job for their sponsors ( who incl ude some o f 
the nation's tOP advertisers) . M utual mysteries can do a job for you too. Here are 
three of them available-rwo with great selling records-and onc which is buildi ng 
into a lop·rank vehicle. Read the highlights . .. listen to them . .. you wi ll want to 
put them 10 work for you. 

ADVENTURES OF 

7iJem/l"Oh 

~ 
From J Uil' 194~ to the Summer of 
1947. The Falcon was sponsored by the 
American Safet), Razor Company-and 
did a terrific selling job. The average 
rali ng for 194 ~ was 5.0: for 1946 (in· 
cluding Ihe summer) il was 7.0: and 
for the first half of 1947 it was also 
7,0. Nine limn during thOle two yean 
the rating went above 10.' 

In hnuar \' 1948, The Falcon a ·tu rned 
to ]l.l utual- as a sustainer. A nd the fi rst 
JUltail/ing raling I~'as 7.4. The latest 
rating is 6.'1 . 

THE CASEBOOK OF 

tJ.regO!')' -IIood 
Bought by Pt' tri Win e in 1946 (as 
su mm er replacement fo r "Sherlock 
Holmes") GregOf), Hood did so wdl 
it was kepI through the winter and m· 
to 1947. The al'i?fdge Hooper for 1946 
II'<lS 5.5 and fo , 1947 it WQS 7.1 .. it hit 
a high of 9.2 in April 194 7. Back on 
Mutual Tuesd3 1's at 9 :30 (following 
Heat"'r a nd "Mutu a l Nt' wsrt'el"). 
Gregor}' Hood is once agalO read}' fOf 
spo nsors hip - read}· once more 10 

del iver ratings and sales. 

Gregory Hood h;1.S an unusual twist: 
t':lch wt't'k a dt/JereOl radto or scrt"Cn 
p(' rsonalit \, is written iOlo the SCflpt 
and is p1a\'ed by the celebril}' himself. 
Top wri ring and ditl'C tion and unusual 
plats combint· to make Gre,l;orr Hood 
a powt' rful sales vehicle. 

H(' re's a show that's been hil i/ding. 
Av(' rage Hooper, Sum mer 1946, was 
4. 2; average Januarl'·July 1947. was 
4.9. Last September "Travel k r" was 
moved to Tuesda\·s. 8:00 p.m. ( its pre.· 
em Spol) and the 1948 average went 
to 6.3. Its !floud Illarch rating climbed 
to 8.2, against such shows as "Big 
Town" and MiltOn Bcrle. 

''''rillen by D avi d Kogan and Bob 
Arthur, who have such olher hits to 

their credit as "Thi n Man," "The Sha· 
dow" and "Nick Carter" and starring 
Maurice T arpli n," ~ I rstcr ious Tn veller" 
roams the whole chilling field of m}'S' 
tery. crime and supernatural. Ripe for 
sponsorship, "Travel ler" should pal' 01.11 

handsomell'. Listen to it and judge for 
yourself. 

What The Falcon did for its former 
sponsor - il can do for its nex t one. Ir 
can get ratings. It is an emineml )' mer· 
chandisabk' show, with unusualtie·j n 
opponunilies afforded b)' (a) 3 Falcon 
mOlion pictures a l'car ; and (b) suc· 
cessful book series. 

For full details call Program Department 

The combination of rating ability and 
mer.:handisability means JUS t One thing 
to the sponsor- more audit'nn' for less 
money per raling point . .. and more 
5.:1 1"5 more profilabll'. LiJ/en to The 
Falron, let yOltr oll 'n ea, s convince you 
of in poU'erto hold and sel1 .:mQudien,e. 

JU N E 1948 

MUTUAL 
Broadcasting System 

WORLD'S LARGEST NETWORK 
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t'CC;III ..... ' ('\rr), :,,,,: I f-~upl'(Jrt lllg promotIOn 
i~ a 111.: 11. onl' and ~holiid havc a novc!ty 
an~lc til it Nut all sl'lf-suppon inl:! pro
mouom han: this no\clty but they dc
lin.'r in a lllln~t direct pmrort ioll to whm 
they ha\e of It. 

For relil'S Sweellll'art soap had run a 
~f' .. :cii.l t promotion II.hich Illvolved a free 
baror the product. This annua l samplin g 
d~·\'Iu." II-cd in COl1jllllClioll with n('II.'s
paper advertising, had been a stand-by of 
the l\lanhatwn Snap Company, manufac
turers of Sweetheart, The current im
pact of a free cake of soap, according to 
Duane J ones, is not what it once was, 
Also J ones IS agamst coupon s,1mpling due 
to Its high cost. 111e Manhattan org:mi. 
t.1tion lI.'as sold on that free cake of soap, 
m it was essenti:d for the agency to sug
gest a substi tute promotion. J ones did 
and it is one CJf the IllOSt effective non
premium and noncontest devices that has 
COllll' forth from the Jones 01 ganizat ion. 

The Manhattan Soap broadcasts told 
th(' listenl'r to buy and use three bars of 
Sweeth('art Soap, then S(:nd tht· w(;Jppers 
:lnd complimentary or adverse product 
comlnomt to the sponsor and the full pur
dUlSC price lI.'mlld be refunded. It was a 

rl'al thr('e-bar free sanrple offer, l3ut it 
didn't work Out as one. Only a tiny per
centage of tho$(' who bought thr('(' b.1rs 
wrote in for a refund. If the product is 
liked, the aWlagl' customer feds cheap 
asking for a refund e\'en though it is freely 
offered to all users, whether or not they 
nre s.1tisfied with the product. 5.1.les dur
ing this " special offe r" period were up 
40% throughout Swectheart Snap dic;tri. 
bution areas, l3u£iness was given a lift 
far bt'yond what had resulted from free 
olTers in the past . 

Special offers u'>Cd to introduce a lIew 
product arc frequently tied to the sale of a 
standard item. Th us when Otmp.1na 
wanted to introduce Drcskin it was 
olTered free with one large size bottle of 
C1mpana Italian Balm, When B. T . 
Babbitt introduccd Wet-j\'le-Wet it was 
P.1rt of the purchase of one can of Sab-Q, 
Roynl Chocolate Pudding was snmpled 
for one penny and a purchase of three 
boxes of Royal Gelatin Desserts. Ex· 
ponents of the two-differen t.productS-for, 
the-price-of-one method claim that not 
only docs it sample the new product but 
it also increases the s.11e of the standard 
item, It also brings the customers in to 

buy someth ing- not get something free, 
Since co:.ts art' of the essencc, one major 

advertising agency's figures on sampling 
costs are of interest. The most COSIly 
method, according to this agency, is door
to-door sampling. Introducing a prod .... ct 
nationally by this direct method would 
cost $1 ,837,000, 111e agency stresses that 
delive ring the product is only the bt'gin
ning of effective sampling and that this 
$1,837,000 would haY(' to be backed by an 
advertising eamp.1ign that lI.'ould run into 
the millions also, An orphan product, i.e., 
n product unknown as to maker and 
nature, can receive the ultimate in 
straight sampling and get nowhere. 

House- to·housc couponing is almost as 
expensive as hOllsc-to-housc sampling. 
"nle cost to oover the nation would be 
roughly $1,250,000, To this must be 
added the profit the manufacturer must 
pay his retail outlets for redeeming the 
coupons. The advantage of ooupon 
sampling over direct product distribution 
lies in the fact that since the ooupons are 
redeemed by the retailer, the advertiser 
achieves distribution as well as oonsumer 
s,1mpling with the same d('vice. Three 
times as many coupons as products must 

II Nothing could be finer than to be in Carolinair 



be distributed to obtnin the smne impact, 
becnusc the maximulIl coupon redemption 
at retailers' is 35%. 

Til(' cost of successful s..lmpling (per 
consumer) through various media, accord
ing to this $.1111(' agency, shapes up as 
follows: 

Magazines 
Newspapers 
Newspaper 

Suppleme nts 
Radio (spot) 
Radio (network) 

$ 1.17 
.36 

.22 

.18 

.\0 

All these costs are aver'lge. H,adio 
sampling has nUl as low as 2c and as high 
as 35c a un it, T his range is based upon 
successful sampling campnigns ;"IS .1re fig
ures for ;"Ill the other media. $.1mpling 
c<llnpaigns which don't attract consumer 
interest can nUl into fantastic figures per 
sample distributed, One such campaign 
was recalled by the agency reponing the 
above COSts. The per-s..1mplc cost was 
$98.50. 

The head of the agency fcels that the 
cost of imroducing a product into the 
home must vary wi th the product. His 
figures for product introductory costs 

le morning" 

(percentage of the retail snles price) :He: 
Bread [Q('"~ 

Cleansers 25 ('"<' 
Pharmaceuticals 42(; 
Soft Drinks 50';'1 

These are rule-of-thumb figures, stresses 
the ngency presiden t. He points our that 
a pruluct like Croves cold tnb1cts, which 
sell for 29c a box and which arc n one-box
n-yea r s..1Ie, can afford only IO~ of the 
ret,lil price as an int roductory expense. 
Pepsi-o,la 011 the other hand, being a re
pell t sale item, can nfford 500/r ;lIld higher 
to obwin thnt first sl1 le. 

S.,mpling costs on a per-mmket basis 
vary greatly. While JOe for network 
radio is an awrage figure , sampling vi<l 
networks in metropolitan New York runs 
ne:lrer 3OC. Owr-all costs of network 
sampling ill big ci t ies is around 2Oc. 

Dualle jones, <lS indicated, feels thm 
s..,mpling is his basic agency fu nction. He 
thinks daytime serial dramas are the 
che<lpest sarnplillg vehicles <lvnilable, and 
he uses them as much as jXlssible. He 
<lcknowlcdges th<lt " you have tn have 
money to do it." 

For the <ldvertiser who can't afford <l 
SO<lp opera, jones suggests the next best 

thing is to buy announcementS U1 day. 
time p<lrticip<1tion programs, throughout 
the count ry. Il is figures on avernge cn"'t 5. 
for sampling on these prowam~ <lre double 
that revealed by the agency whose fi gures 
<lre qU£J[ed previously in this "-Iudy 20c 
per delivered product. 

Typic<ll of this type of n<ltion<ll "'pot 
opern tion (.l lthough Ilot a j ones account) 
vms the introduction of Peerles~ Packers' 
"Vegtabnth" 011 WC:Y, Schenectady, 
N. Y. Peerless bought a three-time-a
week participation on Breakfast Wirll tile 
Brooks (8:30-8:45 n.I11 .). DUllIlg t ill' 13 
weeks 8,602 requests for free s.1mples of 
t he new product were received. This is a 
trifle more than 220 listeners sampled per 
broadcast at ,I cost nf s light ly o\'er 16c 
per consumer. The frcc smnplc was 
sufficient to wash vcgc t<lblcs for three 
meals. 

An outstanding example of the usc of a 
conlest to fo rce s,11l1pling is the case his
tory of the Little Crow Milling o,mpnny 
of Warsnw, Indiana. The)' started ad ver
tising a new prOduct, Cocn-\Vheat, on 
Chicago's WLS, December 2, 1935. They 
boughl 15 minutes daily for an "Uncle" 
type of program . Sixty d:l),s after the 

You ca n be . 

A nd a ' "Class D " r a ' es ! 

T he " Ar'hur Smit h Quartet"- a ired over S O,OOO-watt 

WBT f rom 8:15 to 8:30 A _ M. acros s ~he boa rd_ 

cha lks u p a CharloUe Hooperating 01 11.41-

That's '24% "!~~ lis t ener s than any competing p ro g ra m ... 

2 3 % !!lor! than all competing s hows combined! 

And outsid e 01 Charlotte- in the 94 o t her counties 

wher e 9 6 % of the 3 ,500,0 0 0 p e ople ser ved by W B T l ivet

t he "Ar'hur Smi'h Quar' et " has v i r tuall y no 

competition f r om other Cha rloUe s t a t io ns ! 

The " Arthu r Smith Quartet" is s o popular, 

because it's s o good. Billboard M a g a zine jus t 

judged it the best fo /k·music group on any 

50,OOO-watt s tation in the country! 

S o •• . if your sales are hitting a sour n o te in the 

Carolinas, sponsor WBT's " Arthur Smith Quartet." 

Nothing ca.Jld be f i ner. 

JEFFERSON STANDA RD W BT BROADCASTING COMPANY 

CHARLOTTE, N.C_ " 50.000 WATTS " Repr",."nt"dbrRADIO SALES 

- Cc'obe , 19~1_r,o "' G'. 1 9 '~ 

I _ .... ." . ", . ""'0 
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Hit Tune". fo r JUli e 
(On RItC:Q'o.) 

A BED OF ROSES CJ.,o".~ Moo"" 
s. .. ",y I(H_Vr~. '1)..601 . Du~. O ... I.-l .... . Ut 

A FEW.MORE ! K/SSES , •• ,.", 
000"1> O • ..-V'c. I'O·'H J 

ALL DRESSED UP WITH A BROKEN HEAIIT (""", 
p, ,. l .. -<:o" I 'Ott • a..d.:fy (1 .... -<01. lJ9" 
Ed~' H .... . ,d-M.j. 1t16 . II~" Mo"o.-Doc. Ull9 
lob Ha ... oo-MGM rOIl' • ....'u G".,d_N ••. 70'9 
J .. h.l ..... ' - M ...... 509) • AI •• O, I..-SI,. n I H 
Th, r io . ........ 8011., 1009 • J •• ~ O .. . . ,-T" .. " 116) 
Th ...... ' ...... d.-u.I .. ,...r H • J,", Coopo..--DI' '''ood .09(1 
PIon R .. d-D."".· ToftO 116 • 8i1t J"ho ,o_vrc, to·n~' 

DREAM PEDDLER, TH E " .. ', 
r.u~ i. <. ,1..-(01, 11016 • So •• "., leu_Vi • . 10..&" 
H.I o.., .. I-< . ... ~" • s..ooh l .... o..-M ... . S,U 
0.1 CowMu-VII • . " • 1-1 ... , Roy-Loft . In 

FOOL THAT I AM '",,, •••• ,.- Mo ... " 
o., ... h SIIot..-c.r HUI • So .. "" K. • ..-Vlo. ,0-1601 
t m, [c ... r • ..-M'GM 10097 • ( .... Ino H ... ~i"p-V lc 'c;t4JO 
0/.011 ...... ... I."._M • ••. 1050 • Grody. P.I ... r-M~K ' to. 
G • ...,r. G I ..... -Mol. nOll • Btooh ... 111 • ..-0.. •. 410 . 9 
I~ . R ... ~.-N.'. 9040 

I WANT TO CRY " •• ,,,~) 
SO . . ..... h (~W<~ ;II-Mo ... ,," , Out. Cro,.-Stoll;., ..00. . 
O; ... h W.,~ I"tIo_M .. . Ion _ nit R .. d_f, • • ~ " Jeh ... --D."" . -To •• ,,6 

I WOULDN'T BE SURPRISED ~.~",,' 
H_. ( ... I-M. ,e . $010 • So",,,,. ICon - V, • . tD-tl61 

IT'S EASY WHEN YOU KNOW HOW ,,,_., 
hdd, (Iotlo.X .. J., (".-cot 111)5 _ Joh~ p. ,I_V'e. ' 6-90tl _ 
Jo • • (d ... ,d ...... V~ • . 9lt , BI". 8o"0~-MGM ,0115 , ( ddl. IoU •• , I._To ... 

LONG AFTER TONIGHT (8M" 

1( • •• S",I,h-MGM 10151 , S.ook, l.~'_-M. '. 509, 
..... d' 1t"".II---<a .. . , '0" • Y • • nr-:-VII • . 919 
B.II, Rhod .. -Vic. to-Ul5 • It ... T,'_M .'I . . ... u 

LOVE IS FUN "~,,., 
TIor .. s." ...... Vi • . ,0.U99 • Mill, Btoth . ....... O..,. U ltt 

SERENADE , ..... ", 
B.dd. (1 ..... . 11., Hobl~ol. 1109, • J. ~ Gorb • .--c.". - . 
Bob (~.,I,.R ... Mo,,..--O ... Ull6 , Joh. L • • , • • , - M ••. 
J .... W.ld-<.",. 1501 

SOMEONE CARES (C ..... " •• ",., 

V"rho· MO ... _ Vic.IO.1671 , M illo .oth.~. (. H409 
.... 11 "fWf-MGM 10110 . J!.ld<l . H" . .. d--M.J. 
r' ..... '. ( .. I~ol. JlIlO ....... 

TROUBLE IS A MAN • .,.." 
Soroh V .. ,"*_M .. I •• $lJ • 1'.,,, L .. - (O··· · Ulil 
H II Shl ........ VI. IO-UI6 , _h.o.._ .. . 
,..:.. ........ M<;( '-II-<ol. 11111 , Gi ••• p .... . II.B ... <I R .. b"'._ .... ', •• ' I. 

WHO PUT THAT DREAM IN YOUR EYES C'w. 

. .. 

firM broadcast, they made an o lJ'l' r or a 
doll or toy tra m to thl' listencrs S('ndin!: in 
ti'l(' OCSt tl'n jok(,s each day. TIl(' Joke had 
fO tx- accompanied by a Coco.Whe;]t box. 
tOp. There werc 20,O~5 m tfles thc first 
"('('k. This not onl), sampled thl;- product 
in the Wl S arca but accordin~ to thlt 
sponsor brought 64 jobbers into line with. 
in six da}'s arter the entrics were recei\'ed. 
The lillie Crow ,\liIling Compally for. 
mula, !\\'o months o r advertising th(' prod. 
ucr: and then a comes! to !Um interes! 
into sales, is one of radio's most dfecth'e 
sampling devices. As in the CilS(' of Coco. 
Wheat II (requ('ntly nol only results in 
intensive sampling but also ach ieves dis.
tribution that could not bt Opened any 
other way. 

The beSt sampling is always that which 
a consumer docs with his o .... n cash. 
Howe\,er, the de"ice with .... ·hich American 
Tobacco started Your Hit Paradt on the 
air- a package or Lucky Strikes S(' /lt to 
each listener who voted (or his ravori!e 
tunes or the " 'eek - is also a proved 
sampling stratal,.'t'm. Since the listener 
had to send in a list or tunes, it made him 
reel that he "''aSn't (eceiving the package 
o( Lucky Strikes (or nothing . He had 
worked (or it . Import an t in most sampl
inJ.! operations is the (eeling that thc prod. 
ucr: doesn't corne ent irely "for (ret'." 

That 's the plus in the case of all con
I('Sts used as sampling devices. The ract 
that a boxtop is required is assur.:tnee that 
new conSUnl('rs are being exposed 10 the 
product. T he racr: that pracr:ically all 
users or contests to force consumer 
sampling have figures that prove that 
50% or the contestants are ncw uS('rs or 
the prod UCI is ample jU5!ification or the 
uS(' or this (onn of produCl introduction. 
Borden's recent promotion .... ·hich called 
upon all America to name Elsie's Baby 
was bas ically a public relations, promo. 
tion, ;md publicity stunt . It used radio 
and printed nl('dia 10 invite ent ries. 
Tht:re ..... ere O\'er 1,000,000. Each cntry 
had to be accomp."lll ied by a proor or pur. 
chase of some Borden producr:. Since n:> 
specific Borden product "'as mentioned, 
the f(,eling was that consumers would just 
go to ttl("ir cupboard. take a label off 
sometlung, and send it in .... ith their entry. 
Actu.1I1y, a check-up of sonK' 1.000 entries 
a'\'('aled Ihat 27':';. .... ·ca· fro m nt'"· usus or 
the itt'ZIl rrom whICh thl'), l!0t their laNI. 

En'n ir an air contest IS not collceiv('d 
as a ~al1lpl inf.! d('\'ice. it d('l('s introduce the 
"dwrtiser's products 10 new uSl..'rs. The 
5.11111.' thill}.! is true nfthe u~ o( pr(,miums. 
All ;l ir uff<.'( of practically ;Jny kind 
S<lmpl(,s th" product or the ad\'('rtij:('r 10 
S4' IIIW Ii~ten<.'rs . 
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Prodigious Producti on 
Promotes Products 

-fD~~! 
WRY A does it because we have the "know-how" 

. .. the organization .. . the talent .. . and the natural 

ability and resources to produce shows with real 

showmanship. 

Pronounced proof of proven production in local 

or regional network programs is a forte of WRVA. 

A progression of programs produced locally for 

progressive sponsors (who have a profound eye for 

profits) is illustrated here. They include singles up 

to twelve -times-a-week presentations. 

And we promote them, too! 

By its production is a station 

known. For proof contact 

us, or Radio Sales. 

lOS-minute programs weekly 

JUNE 19 .. 8 

waV A 
Ric hmond and 
Norfolk, Virginia 

"OLD DOMINION BARN DANCE" 
- 12 times week ly 

"JOAN BROOKS SHOW" - four 
3D-minute programs weekly 

" WAKE UP TIME" - six 50-min
ute shows weekly 

mjnute shows weekly 

"QUIZ O F TWO CITIES" - holf
hour program week ly 

"SUNSHINE HOUR" - thirty min
utes every Sunday A.M. 
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GARDENING 
(Co lltiuHcdjroltl raKe J.5 

dC\l)ll'd to the study o f all manner of 
nnwl'r and )::ilnkn topIC"!.. Thl' fact that 
the, arl' loosch flr~ani:cJ under thl' 
Il'aJl'rshlp o f Til t' FI(m't'r Crom'r (3 na· 
[lonal tl1.1 l!a:Ull') ddt"C!s not a bit from 
thl'lt $rnl1tancnu~ oriwn indi\'idUil ls 
~imply write in ;md ;.Iale 1he)' "<lilt to 
qart a "Robin." Thl'tC arc already over 
3,000 indivlJual clubs. 

The forct' of the "ncw rnownK'nI" in 

gard('nmg has alrcilJy had Its clieet in the 
il1du~tr)'. Now on tll\' market and with 
more 10 COIll('- arc ~ingk all-purpose 
!oprays ..... hich s imrlify the am:1tcur culti· 
\'3lQr 'l!o task by Cflmbmmg in one SOlution 
the IlCCCSS,1ty inl!rn/i{'nt!> to handle the 
commoner plarn JX'St~ or d i;.ea;,('~. 

r ot thl' I,.:ndit of !Ill' .. mall.plol tiller 
new hybrid varie!i c!> of man}' \'('gelable!> 
arc being dcwlopcd ;.u!lable' for growing 
in limitcd spacc, A ~"'CC I corn growing 
only thrce fcci high i:- one o f <,('vcral nc\\ 
t)'l'll'S. 

"G IMMt ON. 
LIKE THIS-UN .. 
ONLY BIGG.R f 

) - 1 .. _,.. .. 11 . II,.. hil ' '' ''', 11;1''' ' '1,01,., a ll ,1 

)11 11\\ jlll'k i ,·,. ill Ihl' B .. d Bi'I ' r 

'all,'~ h ;I\ " IIllIft' tlolI;.::h 10 
"'111' 1111 ni l 1I1' I"I ',..,..ili ,' ,. Hilt! III\._ 

ll ri " ,.. th Ul 1 ,..i.uilar al'IIIo "-I.:III1I'''_ 

,'r,.. ill ;d lll""" "" ~ tllllI'r ", ,· , ·Ii,.., 
~H II ,· :tll t hi ll" toe 
Til., ;t,,"r,,;.::," fa lllil ~ III \\ D.\ y ·,. 
arl';t. fur ill,. t :IlIt"" . h "l- ;til EfT".,
li\O' Bllyin;.:: 111 ('0 111 " "f ~ 119:\ a ,.. 

ll/.!a i "'" , all 'I,,'ra;.::'· co f $:l l fl(, fur 
It",:., 1':lIIl-a,.., .\ l ill lll ''''"I:I , -'Ii ", 

",,,"ri , ~j'I,r:I"'''a an ,1 tilt· I)a
",,1 a,... "ollll>;III' ,I! ( :0':1 " .... . \1;111-

a~'· " H·III . 191":, ) 

Fur :!(, ~ •· .. r .... \\ D.\ Y II .. ,. 111" 1'11 

t I .. , hi;.:: r;lIli" IIuhil ill Ih,' IIt ',1 

Hi ,,'r \"allt,y , :\1,,_1 I" 'HI'I., h art1l ~ 

I'\ " r ,'\('11 I/'i/ll; uf all~ ,,11" 'r 
- i a l iu ll . -'l ay \.( ' pr/llt' il In w",;-
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FARGO, N. D. 
NB C, 970 KilOCYCLES 

5000 WATTS 

" 

Therc's nothing static abou l the illler
CSt or your average garden fan. J-Ie-or 
shc rna)' be particularly interCsted in 
Mlm(' :.peci.11 flower or garden topic. hut 
an exhibiti.m or flower :-how is an irre
s istible' call he'll be thcrc jf hc can. even 
if hc has 10 do some travcling. KFI\.T. 
the I knry Field Seed Company station in 
Shenandoah, la. , helpl.'d ~pread Ihc word 
last July. \'ia its garden hour, of thc t\\O
dar exhlbilion in Shcn:mdoah of the /'.1id. 
we!>t J-I ... merocallis Society and g\'t
togct/K' r of "Robin~" in tht' an'a. Fiw 
thou~nd peopk attendcd. 

L1 St Ocloocr memocrso f the American 
African Violet Society headcd for AtlalHa, 
CeorJ,!ia, for their annual meeting . 

Thcre aT\' ahl1o~t as many special socic
ties as there ilre flowers, in addition 10 

general garden clubs, of which there are 
some 6,000. Five thou..and thrcc hundred 
of these in 41 states arc affllimed "Ith 
The National Council of Stale Garden 
Clubs. Men's Garden Clubs arc coming 
to life again, now the " 'ar is ove r. There 
arc nearly 200 of thcm. But for every 
member of a garden organ i!a l ion there 
are many times over that number of 
mn.1.leUf gardencrs who arcn'l joiners, 
They may ncver attend oneofthe numer. 
o us slatc and national "flowcr trails," but 

(Pita s/! If/TIl 10 paRe 85) 
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I~Oll Slltl~! 
If you are looking for a kid show 

tha t's rea lly different and can 

actua lly Auarantee 

• A PROVEN AUDIENCE 

• PARENTAL SUPPORT 

• UNLIMITED PROMOTION 
POSSIBILITIES 

You'" want to know more about 

WFAA', 

""Daddy 'Ringtail" 
FOR FULL INFORMATION 

WRITE W F A A DALLAS 

OR CALL YOUR NEAREST 

PETRY OFFICE. 

JUNE 1948 

\ \ 

f' 

""Daddy Ringtail " 
The Most Sensational 

Ki d Show on the Air Today! 
.. . WITHOUT BLOOD·AND·THUNDER 
•.. WITHOUT LOSING ANY JUVENILE APPEAL! 

They said it couldn't be done . .. but with "D addy Ring
tail " WFAA·57 0 came up wi th an answer to the k id 
show critics that was an overnight success. 

Here are just a few of the results of its first year on the 
air : 

13,000 "Daddy R ingtail" colo r books sold on the 
air in less than 10 days! 
Last Hooper topped all kid show competition in 
town. 
An estimated half of the potential kid audience 
listens regularly in Da llas alone. 

And the kid show critics are cha nging their tune. Par
en ts, teachers, min isters have only praise for "Daddy 
Ringtail!" 

NOW AVAILA BLE fOR NETWOR K OR LOCAL SPONSOR SHIP 

81 

-

I i 



• SI .... ~SUR •••• lIly ~ta.. 

t.:ontests and Offe."s 
•. • SPONSOI 

HU' Wo"n IUO co 

~U! .. t fOOOI SAUl 
COO , 

101 ~~t[UI SO" ell 

.. US INC 

WOIO'OI"" 11F[ 
IN!UUNt[ co 

MOD,". U(O ... "'N( 
" 

"T "'LK I U EI co 

QU AM U un u 

"OHIO~ UT .. l UI 
\fI OUI 

HOI" 

U'U,,,'\ fDOnHU Co 

.... "au co 

"" U_DOI cO 

" 

'''ODUCT 'IOG.AM 

\I" II'" 4· 
~"~ ~b"\'"'' 

I'~",,, 

(;a""'o I)". r,.,.j 

l';.-rra 1'111" 
T<>iIt.M,p. 

NOhk 
(,h",.~ 

D. I Q. 
~Jot .. 

~ft,,-kc'l 

]Illi,i'Wli"".1 

I~'~hlk 

\ "''''\'' 

~~\h 

I~WU<" 

_~h",. 

Ih.ltll~ 

II ,IJ,,,,,, 
1',.._.", 

",' 

Ok Ihlll) 

\11 I,f> 
11,...h-, 

T"~'rI'"'''' .. " 
I,.""',, 

1 ... 1;-

~ ... "k 
Ilrm,nu'lo.\ 

I), J Q Jf 

~J ~,~ "..
Ta)l ... 

amk 01; 
(;room 

11 .... U ... t 
('ub 

",II • . , 

Cal".'" 
~1,J',,~hl 

II .... ' .. he .\.n., u( 

Tt.a, ,.,."~ 

T,. 
0.,«11 .. 
~Jl'lr"" 

h,J.\, 
!II IU,30, pm 

~.'utJ.) 
III I(Il~~'" 

~"J .. ' 
3:30 ~ 14" 

~IT\\'TI 
R.I ~ fi:30 1'''' 

Thy, ... ..-
~ 9.30 I"" 

. \ IT"H.
; ;,,~ an, 

"~lurJ .. 
~ ~;30Jl'" 

~tTIIT ~ 
6-6 ;1~ "'" 

.\ITlIT' ~ 
~.lO·6,24 pOOl 

~IT\\n 
1~ 1:301'''' 

~.,,,td'l' 
1(1,311-1 11>0, 

:'a,".Jr.)' 
~.30 9 JlU' 

~,".,t.l 
~. 0.30 JlU' 

.\lonJ." 
2:31>-3 ~m 

~fTIITI 
b.l5--o.U .. , 

~JlII Tt,,~ 
3 "o, .. J.,I)' 

~Illln 
~ 3n-~ .• ~ 1"" 

IIr,Il, • ..t., 
• ~.30 ,.", 

" OfFElt 

HY K, , _'''A,. I!·t· ..... .,.~~ F.,..d •• 
TI' aroJ r..! ~"'. "."" , .. ,~ ........ 

I '111'. u"1. ,;,,,.,, Th~",li' n.·n,· 
I .... h,p ... ,J. ~ ,· ... ur. .. ,. I,,, 
I .. ,,· ~ 1 ... ,1 rt;.~ ... ~;"'~-" l<>nk 

rio ,~ ." .... '.' .... ')',"."", 

TI" .. -,. 0' Pf{)J! ,...... Uuk"" 
".I<·h, , .• ""n., ~,!I""" .1, ('",,",,. 
1.,."", ,,,·kr><.' o! I!lj, 1'1". 110 ,b,t)' 

\ on"" """.",,1>11, .. ond .;,.oh 
...,.... 1 1.'10 , .... <k1J piu •• """ ...... 

•• ud'" ('(IfI,~,,,o, fait. 10 .·,n 

r[llMS 

~,,,,, ~!;, •• "" ,-.... ' .. " \J-. 1'1 ...... , ~Ioo, .. 
. )If, '~~'."",,!bop. ,,, """ •• , ... " \ 

" U"Q",,,,,n.lIM •• ,,1 I, .. u •• d .• "h "", •• n, 
Jj,.'h .. -, P"'" ~ ';'·"d ,n on~'n.1 ''''UI 

"·,,,1 'I."""" (Of ,,, .... """"'. L, ,ufl '0 1".,. 
''''"'.' \ 

I~.t ... ,,· .. ,·.II<J. ' ... ·""1' '\), W"'OfI ~I •• k" 
Iron,." <i"". 

"""';~ 1, ;01,.121""4",1."" ... " 1.', ..... 1' 
, .. ",I"". 1ft .'.'n ...... " y .• ,,,,....--h II, m 

:-""d 2lot .... I '.·n ,.. .... ,",' ""'1'1"" '0 ',,,'n,, ... 
1r.·J 

I II .. ·k!. "'~d.bu,kI,1II «\n' .. , .. , ...... -d on 
..... prod .... ph~ ... .., .. ""nl'<'<i .... h " .. k 
2.' :-'-nd "',,. .. ph,r,.! ,k,,"oh ""h r..~ .'_IIP·' ,,, j>fo'''''"''-_____ _ 

f " .. 00, ""1"'" 10 p""'nlm. < " 100-.1 nl~ 
otahon 

Ti,kr" , 11<" ,..,.. '" 8<;""" 
~.,n ... 

U'.' ''! MOll In an' .,·" • ., I"", 'J>')'" '1 .... ,." .... &..d 
Jail,-_ Ih,N-o' .'.-Lly ....... ~. , ... ,i.L .. . 

--1-- -----

\1,,1;1) PI'"01' 1111 \ .. ,,, .. Ifill ,. ~ .'''n~ fOn",". ,ban, ..:! ~ ... kl} , 
1:,or",II,' I,td ,0 ,,·ilk ,h .. ,,), dnno 

.', ... "" "''1" .. 1 '" ",,,,,,..In .• 0 lor.J (,B:: 
N'~ 

--,-------

~" ..... 1;1)' , ..... " m. tOI.J,..- 1,so.OOO 
i •• &>~ ''''" .. 

II ~ pa.h", '" \ ,"~hb'. 110 ... 
;:, .. d. 

LiJhi," '0 "do·."j >ilL,,,·, u,,-d. ,I 
lIud,. I'1>II'''IU'''', "",,,1"'<1. ~,,,,,J P'" '" .,h,,, ,.bIt h,h,.-" n'.I.I.",~ 

"r"""" llro. '~\' 

".\.IIJII ,,. ... ,J ,.", , ,·It,,,,,. 01 ....... ,h 

""" .. 

;;'-nd pmlu,., "'''''"'~ fOlI,pIt'«l on ~~ "",d. 
aod ',n ''''''·1 ...... ".~ .... on o/li",.! <n',> 

blank '''''P''n_ 

""nJ "'t·I' .. ,.I ..... ' .~ .. h .'0'1",',"0"'011)' f .. 
.·bd. '0 "",~,..m ~ \. 

1.i<'''K'' .... I "u",l .. ""', 1,.,<1<' _n_ 
",-",,'II on """',..", on .... rI.,n d., ... "'Ih 2,1.. 
"'0,,1 1,,, •• on "'011"'.'. '0 I""l'nI"'. S. \ 

FOIl' ... "e, '" I~ • • l'lO l·"",6.IJ Li,""'''' ... """, ""'I" "''''~'"''''' ,~,t,'. 

t H.· 

'''''',... r".", I. NOI!"'.' 

u,,1 lroIl( TN' I),."",. 
~h •• ""'1>< 

L'I<I"'" ,-.!I,J, .Jeo"l) ".\h ~ I""" •• t 
tlu ~I"" ~" .. ~~.".,F\I 1<" •• on oIIi".1 

. "",. I.b"l,o 1,· .I,,,,bI< r",.-:>11 

"'nJt .... I"n.bl.IIO"""' ...... S Y 

, ... n..I ., .".. '''''. '''''I' '" p"'~!1(" ro, 
1'<""""" "'" 

.I~.td .... ~ .. ·Lh- If ",.,.... .......,.,1, ,d<""(,,,. 
~'~'.--.J '''"" .... <10'.,,1.'<1 Oft .... 0-.. '0 nn. 

,I",~ ttIfIl.io<b .... S .... '". 

_\lh,~ 

\lG.'_ 
I'h>, 

,,\(" 

,-. , .. 

II 11A1_ 
fin.,h,U. 

.\1_, 

II Iltl{'. 
{'''''OQ. 

Ohio 

{,B~ 

,\ IIC 

_I Ill' 

II 11Jl~. 
IIUhl"I1I1<. ", 

,,, .. 

SPONSOR 



Are Your Sales -
10.7% Abead.? 

John J. L. rr" ~' , pltl ident, Piedmont Ady. A gency 

uo 11111.nl"hlllt ::Ut'SSJlge '0.· Itrll J.f .-,· .. dlleo' .\d,'er.isc-r!Oi 

CD In June 1946 Stanb.1ck Co., 
. ' Lcd ., appointed 1I new advcr, 

tising agency. In December 
1947. the new agency said to Stanback, 
"You have been oncoft hc most successful 
users of radio ad ve rtising in America. 
Using radio exclusively you have in
creased s.1.les Jor 17 COlI stcutil\' )'tllrs. 
Nevertheless, we Tt"COrnrnend a complete 
change in your radio advert ising policy. 
We wan t you to challb'C your stra tegy of 
stat ion selection, switch to programs in
stead of announcelT1Cnts, use a brand. 
new copy appeal. " 

Why would any al,'Clicy dare to propose 
drastic changes in a policy with a 17·ycar 
record of phenomenal success? The 
answe r is simple: Becausc revolutionary 
changes ha ve occurred in radio since 194-J 
.. . and even more rapid and far. reaching 
changes arc happening righl 11011' . 

Today (first quarter, 1948) Stanback 
sales are 10.7% ahead of 19..J7 ... and 
joloing higher. If your sales have slowed up 
in 1 9~6 and 1941, ask yourself thesc 
questions: 

".\re we st ill following our I)(c-war radio 
policy?" 

" J-Iasour agenc}, s tud i('tl the almost 100% 
incre,l.SC in stations, the uni\'"rsal advanC<'li 
in radio rates, thl' post-war shifts in popula
tion, thl' latest trends in radio commercials, 
Ihe imp.l.cts of the SAn Codi' , , .. ,nd fore-
5ccn hOIl" these will alTcct our strateg'\' ami 
rC5ul ts?" 

" ])0 we sl iU IJut our faith in 's) 'I1I'IO
matic ' COP) when lis clTccth-Cnbs has 
slipped ?" 

".\r~· our plans and polkics I ... ,.><'d on 
today or yts/ndayr' 

Reme mbe r this: revolutionary changes 
'are here in radio. You cannot base your 
rad io advert ising on 1940 conditions and 

expect 5.1les leadership in 1948. Also re· 
member: big rewards in advcrt ising power 
and sales results went to t hOS(' with I-isio" 
, .. men who knew rad io would revolu
tionize communications and allin-lising 
alld gOI ill t arly. 

This same opport unity exists today ... 
for those men of vision, who base judg
ment on fact , who are not afraid to try 
new ideas, travel new paths. Will you be 
one of t hese new leaders in radio? * This agency feel s it can show several 
Drug Product advert isers how to gel 
quick increases in 5.1. le5, forge ahead to 
leadership ... wit h new radio ideas and 
strategy. Will you ma tch your time wi th 
ours? Wri te, wire or phone: John J 
Larmer, President, Piedmon t Advertising 
Agency, Inc., 5.1Iisbury, North Caf{)[ina· 

PETER DONALD SHOW i$ ~ ctt in, bi, . ud i ~ nnl 10' SI~nblCk . C~nt~" P~t~r Don.ld, ,.dio', Nu",b~. 1 It o.v·I~ II~r. Top I~ft; SLir 
Don.ld .nd Announc~r Dcnni$ l . mc$ plan .d-lib Iwilch~l. Top ri~hl : Don.ld .nd Thrn fl' ''' ~1 " h.m",!n, .round" 10 liy~n audicnce. 
Lowcr .i,hl: Pr~ ·bro.dcut w. rm-up. Low~r I~fl : Aw •• din, c~rlificat~ to Ch .. I~1 St •• k u " O ut$Llndin, R.dio Prod uccr of th~ y ...... 
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890 Kilocycle~ 
50,000 Wotr~ 
ABC Affiliote 

bp,~,~"'.d 1>, 

JOHN BLAIR & CO. 

... John Vissering, Jr. 
Department Store Owner 

Minonk, Illinois 

T ill: Vi)~ering ,\ier('lntile CompJn)' in ,\ l inonk. Winoi •. 39 mile. 
nonheJSI of PeoriJ. is Ihe brgc>! reuil e.!Jblishment in W'oodford 

Coum)'. Threc floon of dcctricJI appliJnce), home furnishings. ((" ,~ Iilc~, 
meat. and food product) Jnract cmtonll'r, from J:l Paso. Eureka, 
ROJnoke and all the ]HO)Pl'roU) little town~ surrounding .\Iinonk, 

Il erman Vi»cring. \,ho wi,h hi) hrOlhcr, John, Jnd )i~ter, -' I r). Viola 
lleckm3n. oper.IlC) "issering ,\iercJntile Comp.lfl}. '3~" "\\; ' lS i. cspc
ciJlIy pOl'u!..r Jmong fJrm people, .md o'-er (,0 ]ler Cl'nt of our business 
come) frum fum fJmilies, I guess W'I.5 i. the mo.t popular )lJ,ion in 
\'i'oudford (uum)'_" 

T he \'i •• ering. know Ihe r~dio 1."le) of their cu.tomer. fu r the~ were 
.111 born Jnd rJi.ed in ,\Iinunk, Their falher founded Ihe ,lore in 18')0, 
lurned il o\'er [0 [hem 14 ~eJrS ago, John Jr, now head, the meal and 
grocery ,ection: Herman h.ts ch3rge of the d ry goods. appliances and 
furn i~hing.: "job i, the chief bookkeeper and run> the off[ce. 

.\I inonk. pOpul.llion l.fl97, like fllJn\ Jnother ,mall ,\Iid"e)f lo"n, 
kno\\s W'L5 "cit; ha) 1'1 .• ) cd hosl to \\ ' lS l1.trn OJncc !alent. depend, 
Llrgcl~ on WLS (or j" nc",. nlackets. wl:.Llher rq)Qrt). and entenain
mem fare, \, 'LS hl' the highe't B,\IU in \X'fl(Xlford Cl)unt~: 1>7 per cent 
dJ}. 90 per Hnl night. Thc couflly poput,Lliun of 19, 1.!4 is efllirel~ rural. 
HO:llil ,Jle. in 19,1(' totaled u,er J! million dollar~,., efTeCli\e bu~itlg 
income ~lmu't ZOI/! million dollar~ ~ 

Thi~ ifllponJnl nl.1rket is jml ono: of l11Jn' in the \\ 'LS .'re.1 "hut' 
LIl('rchalll) and thcir cuslOmer~ li)lln to ;Ifld ;]~e influenced b\ Ihe ,Id,er
li.ing me')J~e, heard on \\;'L5. Itllcn~i\'c co\Crage of a pro.ilcrou~ mar
J..CI ,. lupl li>lener, .. , prugr.lIllming that SUII'S Ihe communilY
fh"!'J uh) lI 'l..$ g<fJ f,'sulfs! 

AfFIlIATED IN M1NA6£MEN T WIT H THE AR IIO NA HElWOI! : KO I, PHOE NIX .•. !JUC. TUCSON.. . KSaN, BlmBOWELl·DUnllS 
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GARDENING 
(Omti!lllcdjrom p.!gl! 80) 

thc)' are devoted to their OWII b.,ckyard 
"tr:Lil"-;md :1I1)'OIU' who can show the m 
how to have mort" fu n with it will g('( 

t heir cars. 
\VTI"IJ a llnounccr Cordon Thomas 

raises gourds. He had a theory that lots 
of listencrs to his Top of tilt' MOnlillg 
program might enjoy trying their hands 
m it too. The station gave him the go
ahead and he began telling his listeners 
about the various b llds of gourds, how to 
plant . cultivate', and harvest them. 
Would they like to try it? They would! 
He promised thelll 3n exhibitIOn ;.I Mi l
wau kee's R<lclio City after the fall t,'Ourd 
harvest. Six hundred and seventy-scwn 
fans submitted entries; a thOUs,1nd of 
them attended the exhibition. 

WLS, Chicago, offered a Surprise 
Flower Cardell packer of seeds three 
times a day for iiVI.' weeks in April nnd 
May. Over SO,OOO listeners sent in dimes 
for the .seeds. In t welve weeks on WLS 
during this same period a seed cornp1"lny 
rece ived over 1 ~ ,000 one-dol1ar orders, 
while in two weeksovcr 4,000 pt."Ople sent 

in cash nnd boxtops for chrys.1nthcmull1s. 
Perhaps the oldest regular ga rden show 

on the ai r is Tom Williams' Tire Old Dirt 
DobWr", which started on WLAC, Nashl 
ville, in 1933. Mr. Williams, one of the 
count ry's well-known hort iculturists, 
answers listeners' questions on gnrdening 
problems and each week awa rds the 
Orde r of the Creen T humb to the most 
outstanding gardener recommended by a 
listener. " Having a green thumb" is the 
gardener's phrase for "able to grow any
thing." The loca l show is an afternoon 
participa t ing session which hns been spon
sored by such varied organizat ions as the 
Nash Electric ScrviC(' and the Washing
ton State Apple O:tmmission. as well as 
fl(Jm l and seed companil's. 

A nl'twork verSIon of the show , ca lled 
Can/I'll Galc, was started on CBS in 19~O. 
It was cnrried sustaining on $.,turday 
nMlrnings until ] 94~ , when the W. Atlee 
Burpee company sponsored it for three 
months. It has since been sponsored du r
ing ewry late fall and spring by the 
Fcrry-r.. lorsc Seed Comp.1IlY 011 some 150 
stations, continuing sustaining bct\loTen 
seasons. M r. Williams gets around tile 
problems of diflcrl'nces III clima.t(> and 
other local conditions by discussing gell' 
{'Till qu('st ions and ndding plenty of gun ]i
fications. Although the Hooper rating 
seldom gets much above I. G,lTdl'lI Galc 
sells lots of Ferry-Morse seeds. The 
InstItu te for Educ.1tlon b}' Radio this 
year cited the show for its excellent com· 
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CATASTROPHE 
I N CLAY COUNTY!! 

Cla y Cou nt y , Te nnessee 

lay in t he path of d ev

a stating flood waters. 

The re was no news
paper link w i th th e 

outs ide world to warn t he pe ople. Telephone lines were do wn. 

No means of communicatio n - sa ve one. WSM. 

Yes, WSM was the re. Keeping Cla y Co u nty li s t e n ers 

abreast of th e fl o od ne w s . Warning them in ti m e to save 

lives and redu ce destruction. Directi ng s uffe rers to re lief 

stations and safety. 

Thi s flood was not a n everyday occurrence. But it was 
service to o ur liste ners . Service typical of WSM's constant 

that has earned the confi

dence of folk s who lo ok 

upon WSM , not as ju st 
another radio station, but 

a s a trusted fr iend. WSM 
N AS HV ILLE 

HARR Y STONI, Gc n . Mg •• , IRVING WAUGH, Com. Mg ••• ( DWARD PHII T .. CO., ..... ,., lieI' . 

50,000 W A TT S . ( L IAR CHANNIL. 6 S 0 K IlOCYCLI5 . NIC AHILI ... ' ( 
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nill Ol tioll of l'nll'rtOl innll'nl 0I1lt! <;('OI'1Ol)al 
outdoors d l'\ c!{IPIHCIlI <;. 

nl'~plI l' the t raJitional SlICCCSS (I f 
rkl"Cr :IIlJ '«'cd CO Il1I)'1 Il lC'> with J::.1rdcn 
~hn"', tlll' rc an' nuts tandillA caSl'S of 
Othl' r ~j'(lf1 ~\r<; who hOl vc rcaped the rc
wanh ill ~lth <;"1k ~ and good-will from 
fl' l'd ing thc ga rdl'n fans n ( an Mca thc 
r i~h t kind of ra re, 

Thc OIYllll'i:'l Brc"illJ: Co., Olympia, 
\\'a .. h1l1 j:! toll, has ovcr So('\,c rnl ycars buil t 
111ll' of the most allla!ingly loyal gardcn 
!i l llo"lng~ to be found anywhere, 

P('rh:lps Ihe cllunt ry 's nutstandinJ: cx
amplc or huilding a desired plnce in the 

OKLAHOMA CITY'S 
ONLy .... 

50,000 WATT 
STATION 

communit}' consciou<;nc~~ hy aprcaling til 
the garlil'ncrs of the area is thc Second 
Na tional Ban k of Ilou~ton , Tcxas, In 
J une 1945 it startcd "pCInsorship of Tht 
C(tr(/m Club oj Ihe Air, .1 1 S_minutc show, 
twicc a week , 011 T Ul,o,day and Thursday 
l1loming~ :It 10 o 'clock. Finaocial insli
tmions arc ootahl), t imid ill their adver
tising or public re l.1tion l> approach to thl' 
pubhc. BUI this show', o /r t he air durin,!.! 
the war, had alrcady Jemonstrnted whnt 
" combination of digni ty and dynamitl' 
could do WLth the right ~ponsor co· 
operntion. 

The idea for the C(lTIfMr Club oj Ihe Air 

rOI besl results In Ihe lich cenllal and weSltm 

seclions 01 Oklahoma lit YOUL message 10 a SO.OOO 

walt signal Ihal h hUld by OVER 1.370.000 Okla· 

homans who spenl OVER ~B~~.739,OOO in lelail 

Sdles duling 1947 
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was originated in 1937 by Mrs, Ralph 
OmsclYl'a, an outslandmg Gulf Coast 
horlicul[Uri~t "'llh years of eXlX'rience in 
kcturing and writing, 11l(' underlying 
theme of Ihc show is that of community 
ser\'ice through ;L package consisling of 
thrce clements : I he program ItSClf, printed 
garden material specifically written for 
the Gulf Coast region, and a planned pro
gram of comrnullLty cooperation in \'ari_ 
ou s bcauuficatillll and related projects. 

The Gulf Oil Company was the first 
~ponsor of GaTllm Club aJ the Arr. The 
sho ..... , broadcast on KPRC, had an im
mediate imp<lCL Mrs, Consclyea wrote a 
monthly garden cillendar ..... hich put IIlto 
prin t for thl' first time data geared solely 
for Gulf Coast consumption. The Cardell 
Club oj tht Air S(lld gasoline and oil. 
Then it sold other Gulf products so suc
cessfully that Ihe compan)' decided to put 
the show on a national network. Believ
ing that it would lose its punch if it wcre 
generali:ed sufficienlly to deal ..... ith ({Jun
try·wide problems, ,\trs. Conselyca, ..... ho 
own s the p.1ckage, refu~d. 

The Hou~tol1 Natural Gas uJmpan)' 
next sponsored Gardell Club, It wanted 
to r(,lI1o\'e the "soulless cOl"(Xlration" 
stigma, How well the Carli('ll Club suc
ceeded is shown in the following instance. 
A situation arose in a nearb)' cit)' in ..... hich 
a \'ote was taken on whether the gas com
p.1ny or .1nol l1cr utility ..... ould scr\'e Ihe 
city, The Cas Company, through Tht 
Card('ll Club oj lilt Air, had worked with 
local groups on a city beautification cam
paign of which the citi:ens were very 
proud. They \'oted ovcrwhelmingly for 
the Gas Company. TIlis company con
tinued lO ~pon sor Gardell Club ulllil it left 
the air follo ..... ing Pearl Harbor. 

After the ..... ar the program was olTered 
to the St,'cnnd National Bank as a public 
relations medium. One of lheir goals is lO 
be recognized by the community as a 
public.spirited institution interested in 
promoting the welfare of the communitr 
by cOlltribuling to the beaut)' of ils 
homes. 111e bank's thinking was that it 
could achie\'e ils objective by reaching the 
women daytimc li~teners of Houston. 

The distribution of garden calendars 
had reached 9,000 per month when 
~\'('ral thou!,-and accumulmed requests 
for a "din gardeners handbook" for the 
area got the handbook projcct under war, 
,\I rs, Con5Clrca wrote it on the basis o( 
lislener quesliom, Twenty thoU:'.1nd 
copies were prillt("d la~ 1 IXcel1lb..·r. They 
me e~h.1u~t('d now, All literature, of 
coursc, is imprintcd with the name of the 
spcnsor. Sc\,enly.fi\'(' reople a day, on 
nn a\'Cra~e, inquire for Aarden literalure 
.11 .1 de$k 5Ct up in the bank lobby to 
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1\\\ ~ 0" 
a\\6 

GASOLI NE .. SOAP .. TI.' l EPIECES. 

T il l' pmduds do not h<l\,c m uch in 

common, b u t the produ cers do. 

Standard Oil. Colga tc- P[timoliYe Pcci, 

Ct nd Bulm'a- smad mcrchandisl' rs, 

all t h r\'~'- li sc all ofl.\' Westinghouse 

stations. 

T Ill'.\" reach the nation's third 

market through 1\ Y\\, in Philadelphia. 

The.,' covcr the densely' populated 

(\Cw England ,,'1'1;<'1 through \VBZ a nd 

WBZA . T Ill'.\" pe ndr.:!.t c the \'<Ist In-

, , 
= - '"- ~ 
I- - ~ 

STANDARD 
Oil 

COMPANY 

statl.' Pitt s hurgh marl,c t through 

K 01(1\ . They I'l'ach millions of urban 

and rUl'al li s ti..'llcl'S with the signal of 

WO\VO, lndi,IIl;, 's most powcrful sta

tion. And the," l;lp the f<lst-growing 

P:lcific Nort hwest through Portland 's 

I\£X, no\\' bro'ldcast ing with 50,000 
watts. 

Big markets, thest', But C<lSY to 

re:Jell .. o n \\'l'$t inghOllsl' s tations, 

Ask OU I' na tional rcprl,'~nt"tin .. s ror 

costs and Ol\',lilabilitil'S, 

WESTINGHOUSE RADIO STATION S Inc. KOKA. KYW. KEX. W81. WBl.l. . wowo 

NATIONAL RfPREHNTATlVfS, NIC SPOT SALES _ EXCEPT FOR !(EX • fOR ICfX, fRH & PUB S 

-

I I 
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INDUSTRY 
BACKS 
THE 
BUYERS 
. \ \\' id., rang.' uf iIHlu1'

Ir·i.,:-; ha( ' k tilt' Ili;.:l. hll Y

III;! IltHH'" of I ,unn.uoo 
PI'Uplt- lit "'.JIlL's :t!
('I Hlnl~ ('O'"t'I'agt' i1I'C'1. 

1)0Z ( ' Ill- of di\t'nw i IHI,,:-;

Irit·~ from s ilk s pi n 
nin g 10 lumkhilltlillg
Itt-I" I;:( '('p ;tn.!r"gc fal ll 
ily 111('0111 (· . ..; wdl oyc r 

$2,O()() )"('ad ,' " h i" lrc l' 
7 

than allY :-;jnli la r' area 
ill Ihe Sou th . YOII ('an 
( '011111 Oil " 'J il L - and 
stahle itl( l llst l'ic~ - 10 

b:H,I. ) ullr ~ a lt·s dro l'l. 

CI"'",, W.l 1I L ! 

ONLY FUll-TIME STATION 
WITH PRIMARY COVERAGE 
IN THE NORTH-EAST TEN
NESSEE, SOUTH-WEST VIR
GINIA AND WESTERN NORTH 

CAROLINA MARKETS 

A 
B 
I: 

5,000 910 KC 
JOHNSON CITY, TENNESSEE 
Nat. Rf:p. John E. PU"on Co: I 
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~rvicc listeners. 
The progrmll geLS an average of 250 

letters a day, more than half of them (mill 
men, asking qUl·~tion\. a~king for the 
handbook, or just Ihankin,l! the !lank for 
hcing such "nice folks." One woman 
pretty well summcd up the gl'ner:11 [One of 
the kuers in her Slatl'fllClH that she be

l 1ic\'es the Bank, "~inu:r(']y intere~tcd in 
us as people," is !lot JUSt giving "sweet I words to lure trade." 

The (Jn ly dIrect S('lIin~ of the b.1nk is in 
a brief op('ning and closing imtitutional 
lIleSs.1ge. But so solidly Ident ified ha~ the 

I 
b;mk bccome with Hou~ton things nora l 
that \lhen the gilrden c1ubl!> of Houston 
held their last Spring ilower show, the 
genera l impression no,lting <1round
despi te the de<1r1y ad\'ertiscd :1uspiccs
I was that the Second Nation:!1 Rmk was 
re~ponsible for the show! 

I mpresl!>ions like that don 't "jUl!>t grow." 
They result from careful promotion of the 
show th rough planned leadership and par
ticipation in appropriate community ac
t ivi ties. Public appearanccs by the 
au thority ilnd mc of the program at fairs I 

/Hnd shows as guest speaker, etc., are 
t remendously important. l\ Irs. Consclyca 
has helped promote everything from an 
Intcma tional Flower Show to fund-raisi ng 
by the L1dies Aid of the E.1st Columbia 
Church fo r a County NufSl'. 

l\ lilny gilrden and ilower programs have 
been launched because of the universal 

I a ppeal to honK' owners. r.'ew survive. 

I 
Why? I\ lany cnnductors of successful 
sho\\"S are convinccd it's because there 
aren't enough firs[-r<l[e hOrlicultura l ex- I 
pert s with the right persOI1:1lity and radio 
know-how. Fai lure to talk the home 
gardener's language, failure to interpret 
properly the interests and needs of the 
audiencc, failure to entertain as \I'ell as 
instfuCt the~ afe the sign-posts to a 
shol'" without an audil'nce, say experi
enITd h<1nds at the business. 

Others fee l <1 re:lson is the lack of re<11 
knowledf.,'C on the part of Illiln)' ,tat ions 
and sponr<ors of the tremendous and sus
tained rear-round interest in homc gar
denin{!:. They c ite also the fact that most 
flo\\er and seed companies tradi tion:1] 
spon~fsof the flower and {!:arden SIIOW5-

I st;IY on the air fmm a few wceks to about 
filUf months al 1I10~L Thb I('nds to gi\'e 
the CTTOI)l"Otl$ impn.· .. 'lon thm Sl'rioUl!> 
J,:.1rdening II1tel'l'51 r<. I,lcking the rc
nl.lindl' r of the Yl':IT. 

Thl' answer !>('l'lII~ 10 b..' that Ihe right 
~hn\\ will conllll.1nd ;111 audienC(' and 
"<.'11 a pmduct for 52 "t'ek~ ;1 ye<1T. 
Then.' arl' ahl'ilY" I'kllty "f gardenIng 
qtu.',..tion~ to cOI\~iJ ef. :lOd plenty 10 t:llk 
:lbout. too :Isk all)' !!:mJcHer. 

A l1J2 
BILLION 

DOLLAR MARKET 

spread over two states 

Take our SMS Aud ie nCe Cove r. 
ag8 M;1P, m;HCI> it wtll> tl>e 
latut S~ln M anagem~nt "buying 
I>ow~r" f ,guru. ;lnd you'll n~ 

thH I<WFT reaehu a billion and 
a half dollar mark~t that Ipread. 
ovu t ..... o gre a t .U te •. A letter 
t o UI or ou, "reps" win bring 
you all the hell . al ..... ell n Cur· 
ren t a",')lIab ilities, Write t oday. 

KWFT 
THE TEXAS ·OKLAHOMA STATION 
W.<hila r. II._$.OOO w.n._lilo KC-tBS 

Repr~u.l\ed by Paul H . R;lymer 
Co" and I<WFT. 801 To ..... er 
P~troleum Bldg ,. O allas 

........ 
for ""'"",-.---~ 

HOT INFORMATION , ....... \ _ 
on --.. 

TOP STATIONS 
In 

TOP MARKETS .. , 

JOHN 
BLAIR 

.--.- E.. COMPANY ~ 

...--.........- ----REPRESENTING LEADING RADIO STATIONS 

Olflces In Chlu ro • New York • DetroIt 

St, l ouis • los Anretes • S'n f r,nelse. 
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You,. A Be tatfon ••.• 3eo 

Colo.f",1 billbo.,cI, on C incinn.ti', 
",.in tho,oughl",u htlp build the 
"F.,b .. I. 'lend" ... 

Tuicabl .dd Ihe" nole 10 Ihe 
to .. n'l promotion.1 Fa.bcr ch.nt .. 

BURT FAR BER 

For I ~ yurs, " lueling ",,,,,ie,,1 
p."on"li ty of th. Queen City, Burt 
lin bun WSAI·p,omolcd until hi. 
n,,"'e i. " houahold word, hi • 
.. biljtv 10 ull 1o .... pon.o. proved 
in co .ty ficld. 

On Burt'. d i.tinctiv ( "II • • noo n 
Ihow, b' illi.ntly higMiglltcd by tho 
F",b., p;.no .. nd hi. pleuing .. nd 
;"formed commc"I",y On con t cm
po ••• y recorded m .... ie, 'ponlon 
h"ye found .. medium 01 m".hd 
."Ieo ruc pt ivily in th e Cincinnati 
",.1'01'01;1" .. m .. ,\d . 

A f., cry from the ordinary pl. H., 
'pinne., Burt'. .. ..... d i.... . wi •• " 
.1"9< menncr ma \ u hi. ,how On. 
of Cine; ...... t", mo.1 popul ••• ,,,dio 
.... die nee pr09,.ml . .. 

PROMOTED 
PERSONALITIES! 

CiM;nneti', ,Irul ca'l and bu ... 
do Ih~ir pari .. ith d •• h ca.d. Irom 
city limit 10 city limit. 

C INCIN NATI 

A-B-e 
A MARSHALL FIELD STATION R EPRESEN TED BY AVER Y-KN ODEL 
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The power of a network's muscle, I. measured by the audience it dellv_. 

CBS has the largest nighttime audience (Lux Radio Theatre) and thela,.I" 

daytime audience (Arthur Godfrey at II a.m.) of any network in radio. 

That's why most leading advertise,. turn to CBS to lift their sale, curvl •• 

T ne Columbia Braadc ... ", 
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Yes! count me in as 

a subscriber to 

.--------~----------------------------

Itar $5 0 Ndme .• __ • ______ ._. ___ .. _. ____ • ______ .. _____ ._. __ . ___ ••• ____ .• ___ . _____ ........ __ .•.•.• _ 

ltan$9 0 
Compdny .•• ____________ •• ____ .••••• __________________ • _____________ •.• ___ •••••••• __ • __ • 

Hom, 0 PI hk Address .......... ______ . ___ .... __ ..... _____ ..• Office 0 £dSe c e:c 

City .. ______ .. ...•....••...••.•••.....•.....• __ Postdl Zone ......• .$tdte __________ _ 

Your Pas i tion ____________ •• ___________ • ________ ._ •• ________ ._ ••••••••••••••••• _ •• _ 

No Money Now-Just Mdil This Post.Free Cud! p 



BUSINESS REPLY CARD 
No Po.taq. Stalllp Nee ... ory If MaiJ.,d In Ill. Ullil~d S tal .. 

k · PO ST A GE WILL BE PAID BY 

SPONSOR PUBLICATIONS INC. 

40 WEST 52 STREET 

NEW YORK 19. NEW YORK 

FtR.ST CLASS 

PUMIT NO. 41613 

('>.c. SI O, P. L. & IU 

HtW YOU. N. Y. 

----------------------------.- .~ 



f~ 
@ Strong 

Program 
Promotion 

WHEe not only "airs" your pro· 
gram, but promotes It with the 
combined force of spot announce· 
ments, newspaper advertisements, 
" Jumbo-size" bustards, outdoor 
posters, lobby displays and mall. 

WHEe uses dally advertisements In 
both the Rochester Democrat & 
Chronicle and the Rochester Times
Unlon ,-011en buys extra space fa .. 
spedol mer(.hondislng promotion. 

WHEe's consistent and continuous 
direct moll campaign Is directe d not 
only toword key radio audien ces 
but also toward spedal lists of the 
trade-dealers, distributors, trad e 
ossoclatlon members, e tc:. 

JUNE 19-48 

o ROCHESTER, N. Y. 
UBest Test City in New York and 
the Middle Atlantic States," 
says the Sales Management 
Fall 1947 Test City Survey. 

eSTATION WHEC 

L 
of . , , 
" L~~~"~ ~ . n . 

"Best Listened To Station in 
Rochester" says Hooperatings_ 
(and has been for past 4 years!) 

- -
N. Y. 

5,000 WATTS 
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TELEPHONITIS 
(UJlItillucajrom pa1!t 39) 

" nu\d I y.-i~1 in til\' use of the phone has 
b..·~'rI dl'vcl"rcd by WJW 11\ Cll'\'d:md for 
CUUr.11 Ch(>\'f{1!.;>t . a local :luto deal£'r. 
ThC're. through a ten-minute progr:II11, 
Jil>tcnl'TS arc givcn the opportunity of 
builuing a tdcphollc number from hro..1d· 
en,,! cities Wlll'l,:1 Iblen"r uncovers the 
number he pilOfll-:' it and speaks to a 
" ,\hss Cenlml" who pays him $25.00 for 
his sleuthing nbilit)' , Following each win 
the number IS changC'd, 

The incoming tclephonl" call is b<lsica lly 
a local program device sincl' it's patently 

impossible to h<1"'c the entire mHion call :l 

n:ni(m!ll program \\ hile it's on the air. 
Major Bowes combined ph • .me calls in 
New York wrth phone calls in an honor 
city, but that w,,;, the clus.cst a net " 'ork 
prngram has come to u~ing incoming Iele
ph(,u(' calls. TIlb 110wl's' formu la has 
been U5l'd by other proMrams bUI nOlle 
since 13ov.cs has hit his record of calls. 

Local radio and television programs 
filld incoming phone calls an .. m.""\zing 
listener sl imul .. nt. TV di~O\'ered Ihat a 
Trlc-Auclioll (December 17, 1947) re
sulted in sales amoullIing to $3,730 
(WABD). During the hfllf hour auction 
<l ca ll came through {"very 30 sc.>rond£. li t 

HOOPER nATION llSTE NINC IIIOU 
Oecembor.IU7-J'nu'f , .1948 

TIME WSBT STATION STATION STATION STATION STAtiON STATION 
." ., " E" .. ~ .. " E ., " E" "G" 

MORNING 
51.9 MON . THRU fRI . 7.~ 5.1 23,4 3.5 7.5 3.' 

8 ,00·12 :00 

AFTERNOON 
47.3 MON. THRU FRI. 10.5 7.8 17. 5 9.0 2.2 7.4 

12 ,00·6 :00 

EVENING 
43.7 

SlgM OU 

SUN. THRU SAT. 3 .• 7.5 1'.5 "1 10.,,1 5.8 23.9 
6 :00 , 10 ,00 Sun .. 1 

REMAINS THE 

OVERWHELMING CHO IC E OF 

THE SOUTH BEND AUDIENCE 

Today ..... ·ith Iwo r·mlll,,., tin;! ~ t ;llion!> in Snllill Bl"lId. WSBT 

cOlllilllll":; 10 hol41 by (ar 1114' Iar!!(':>1 atHli" II CC. I\ole. ton, 111;.11 

no "ul·"f·II)\\"1I ~ Ialio ll ,·"me::; clo~c 10 " 'SBT in l i~tl ' II"r loy. 

alt y. Tllro>ll!! hl> 111 Ill>" nal;ul1 very f"I\" ~Iali,,";; ,',111 mall·1I Ihe 

a llll wu, ',' allr ·t!"iJn ,·, ' ,':.rtW,] ;111,] IIIUinlJirw,1 II)" \'\'SBT. Fur 

Ilr, · .,I ",v,· D,· '·" 1111,..r.J"uuary I'criod

<l1Ll " 1I t; tiff Il ,,<1 I', ·r.T;L h"41 Co lumbia 

!'tali" u.,-WS IIT r;l lll.."d 21ul in dH' 

lw,rlllll l!. lell in 1111 ' aft.-runon . :111,] Gth 

in lilt" n" uill!! in ~ hJro' llf :llIdie rlt"e. 
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\'\'as all for .. good cause (NYU.Bc.>lIevul' 
Medical Ccnll'r) and there was a lot of 
fun had by bOlh th!' studio audience and 
tlK' air audience. 

John Reed King had a TV Record Shop 
on the air, during which listeners phoned 
J/l to identify the record that he was 
spinning. He tied up all the DuMont 
(WA BD) Ielephone lines and Ihat \'\'as 
in early. early days of video. 

Th!' ultimate in incoming phone call 
g:lmcs as a se lling vchicle is Harry Good
man's Radio_ Telephone Games, .... 'hich is 
played using Ihe listeners' lelephone or 
social security numbers. TIle game is 
prc5l'ntly on more Ihan 12 stations with 
j\·1 & M Candy Company sponsoring it in 
Boston (WCap), Philadelphia (W IP), 
Chicago (WeN), Detroit (WXYZ ), and 
Pittsburgh (\\'CAE). It's very simple to 
pia)'. The listener, who has visited a re
tail outlet carrying M. & M Candy, has a 
form on which he has marked eil her the 
la st five numerals of his telephone num
eer, or the last five digits of his social 
securit)' number. The announcer asks 
questions for which the answer is "righl" 
or ·' ..... rong.·' He is told to write dO\\T1 one 
number ifhe thinks the statement is right 
and another if it is wrong. When he has 
circled th!' five digits h!' has on the card 
hephones in or mails it to Ihe radio station. 

TIl!' fun of playing Ihis legal bingo (the 
POSI office has labeled the game as a game 
of skill with no considera tion involved and 
therefore not a lottery) seems to be almost 
enough (eward for the listener. The prize 
is seldom more than $1.00 and it '5 usually 
ill the form of a merc/Jandi5l' order for the 
sponsor's product. In Buffalo, \'\'here 
QUl'en.a sc.ft drinks sponsor the game, Ihe 
award is IWO six-bottle cartons of the 
producl, w(' ll under a re tail value of $1 .00. 

The urge of Ihe TeltpllOut-Radio Gamt 
is that of compet ing \.\·ith all the rest of the 
great unscen radio audience. Indicatiw 
of how il pu lls, on April 28, WGN had 
6.223 calls completed between 8:30 <lnd 
10:30 p.m. ( A general rule is to rem:it 
calls to come in an hour and a haIr after 
Ihe program has lefl 11K' air.) Among the 
calls there were in winners. In Buffalo 
on April n, Ihere \'\'ere 3,26i calls rom· 
pleted betl\'l'ell 9:30 and 11 p.m. , \\"ilh 
289 winners. 

l'o l & !I.\, the on ly Ilntion:r l spot sponsor 
u~inA Ihe program nt Ihi~ time, recently 
made a confident ial survey on the effect of 
the program. Although Ihe figures have 
not N'm reka!'ed il is understood Ihm 
dbtribution of M & 1\\ C,ndy in 5Cveral 
tL'~t markets jumred well owr 100\"0 
within rour w(.'('ks afler the programstaned 

Th<' etfecti\·eness of the game rna}' be 
S<.'en in the fact that The Boston Store in 

SPONSOR 
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Top network-radio vehicle 

of two great national advertisers __ _ 

• • 
• 

• 
• 
• 

• 
• 

lIere'lI lIoo pt'f IHlIt or r 
_ a nd cu rrl.'nt . too! 

AVERAGE n ,\TIr-.:C - 5.-1 
(Januarr_'Ift...,h. llI l!) 

Sample :\hll-ket llatini!'l'i: 
bf."'-III 6.6 ")lAII " 11.1 
~t.r .. "" \0.5 11 .. 1<1>11:00 63 
~R"""'O 8.9 ~UTTU: 5.0 

>/I"<)KASI ti.3 

<fro .. '."" 11 ... _ I_,~' ~' .... H._ .. 
..... II ................... , . , 
11.4 .. 1 ......... "' ... .. _ 
... ', -,. I ',O, ·m 

• 

. Radio-R 
A <.r~ic. 0 1 . od;o CO'l'OIO' ;"" al A .... ,; •• 

• 
• 

• 

• • 
• 
• 

ing Division 
RCA Bui/J'",. R.d io Cfry, H.w \"a,' • chi.o,. ' Wo.h'"!Jfon ' HoHywoad. So" N onc*o . 

just being released 

for local broadcast 

at low syndicated rates 

ANOTH ER PRO VEN 

NBC RECORDE D P ROGRAM 

Thl'()Ugh the cost-sharing featun~ of :-;BC Syndicalion, 
one of network radiO'1l most SIICI.'f88f,d serial pt'Oj,::l'ams 

ill now available to loca l and I'e~ ional adn> .. ti~{'r!l . 
nnd at rate!! well w ithin the limits of the 1lI0llt 
modell! :Idn·rtising budget. 

Srl()n~ol'('(1 fo\" fOUl' years by Sa fcw:I)' Stores on the 
:o;s(' We!ltcrn Network, and cul't'ent1r schedull'd O\'C" ·10 
Malionll of that Xdwo\'k by Alber!! Division of the 
Ca!'ll lltioll Company, t<U:->T .\IAIlV hll ~ one of the highe!! t 
yt'l.r-in year-out lI ooper reeords ill the histor~' of 
da ytime m dio, 

:->HC HU!ri o· Hecol'(lil1~ has al'aila hle· imlltfdi(llclll more 
than GOO transcrihed, open-end, qU:lrler-hour 
11I-o~I'aru s" ,enou~h fOl' hlO fu ll years fnul IIIf"'<' 
of aCI'O~K-the-bourd broudcaKt , , ,II smart buy fOl'local 
and ]'('/(ionnl adl'e ,'lis!'rs reaching for a ready, 
reSI)(ll\!l il"e daytime audience. 

Il el'e ill tOil Initinc:, direction and production" 
{'aSlll of !«'a~olled 1I0\lpl"00d t:llellt , , , a pl'Ol'CI! 
enlertaiumenl ami lIale~ forl11ula, "'rite, wi re, phone 
or Ull<' the COUpOII below to Obbill audition r!'{'onl , 
ral(,!1 and LIeII' brochure, 

Spt-cial dillCOUlit rate 011 firm 5~-\\'('('k orders 
(2tjO programs), :'Ilinimum conu'act 13 weeks 
(tj,j Ilrograms) with renewal option, 

• .... '~I" ;" Ih~ ."rg .,.~~d hJt fh~ s.c 1I',',u . .. ,\"f~""/,;, 
t"f .II __ /,; II. 1M gr.,/./"I,/,r" 
/'1'''1/'''''' " .. flnrd .. hjut 10 ''';0' .alr .... d .".,/abi/'Ir. 

:>;IIC Rud io - neco l'd in~ Djl., {Srndieuted p\'ogl'am Sall'!\~ 

30 Hockdeller Plaza , XCI" YOI'k 20, X't,w YlH'k 

/(1I8h fllldil«m record, rfll('8, I.!I'Oc/WI'C {or .ICXT JJ.1N}'. 

ern- ' .......... ..... ' ......... , .. , ... 'ZO:N'E .,'" n .. n .. , ..... . .. 

I 
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Get thar 

with the 

Mostest 
• In your 

battle f or 

Waterloo 
(IO W A) 

!J'~ Oll f." of III!' Ill"'] ilnpon3nl mar

I.. " I ~ in n"tlh.'".-, 1"1'13 ,,11l're W.\lT 

j. Ihe :\0. J ~1"li"n. II" a Itlarl<'l 

l'I"rlh ""II' I, ... rin~. 11 pro~P<'rOIlS in

JIHrial ri 1r uf (';;,000, h'idely knQwn 

for la,," UI~,·hil""~· _. ,,,1 IIle:>. pack· 
;II~. \\ .11t'rI"" leu the naliuli in 

p<'lrt'Ula;!(' " I inn,'a,.' CiS'i}) ill 

l",·in, · .. ,,,I "lOr fur 'To 0\-1." 1 " 6. D

"lido-urr,1 I" I'~IIJ.. ,'el,i,·, Au,l i,'< 

Ih .. -h"I'J';n;! crutl'! 1", the rich ·IIT

IUllu,[jn:! a~rirllhur31 <eel ion. 

~""",u-r \'\'alrrloo 100 "ilh \\,\1'1' 

Ih,' [,i::. ;;lIn in Ea-lrtn [0"8 Utl i", 
II ... an-,,', "nly rll:- ollliet. .hk the 

"'all "'all. 

5000 Wou. 600 ICC. Oay & Nosh! 

BASIC COL U MBIA NETWORK 

\\'ilkc~.B.1Trc , Pil., has been sponsoring 
the program Olnd ha~ (ound that ;1 S(" lIs 
specific products fC<1wrcd on each bro.1d· 
ca~t. Ik'ing a dcp,1rtmellt s!Ore and fen· 
turing rrnducts not adwrtiscd in any 
other medium, Ao~wn SWTt' has be('n able 
!O !T:lCC its S,11eS re~uJt~. They ju~tified 
rcncwing the program for 26 w~'eks laS of 
f\pril 3). 

The program is Jlut;'! cheap \'('hide, al· 
tllOugh It uSt's only two allllOUllcers and 
specially prepared s)'ndicalcd corllinuity. 
Special phone banks and corps of tele· 
phoneoJX'rators COSt a good deal, and even 
if the pri:cs arc m~'rchand i sc they also 
contribulC to the cost. Still another 
factor is the fact (h;'lt Coodm;lI1 ..... ilI not 
release the propam for bro.1dcasl except 
at k(')' lis tening hours at night on power· 
ful stations. In New York. where Stanley 
Shave Cre;'!m sponsored the program for 
13 weeks until internal problems at St;'!n· 
Icy brought about a cancellation. the cost 
was Sl,OClO a broadca~t (time, talent, 
pri:es, elc.). In Ch icago 50 trunk lines 
and as mall)' telephone operatOrs arc re· 
quired to handle (he calls on WGN (30 at 
the st;'!t ion and 20 at the College Inn). 

Winners are brought into the retailers' 
slores, first to get the blanks on which 
the)' play the garTlC' nnd S('cond to redeem 
their merchandise certificates. Up to now 
the products that hnve used Goodman 's 
game have been in Ihe under-$I.00 classi· 
fica tion. J\ lost advertising men feel that 
a game like this is best for a fas t moving 
mass product ~ik {' ca'ldy. soft drinks, 
b.1ker)' products, shaving cream, etc. 
However, down on \\IMPS, Memph is, 
Sealy 1\ laurcss sponsors the progmm ..... ith 
(he award $1.00 in cash, which he must 
claim from a Scaly dealer. There is also a 
special pri:e for the winner who .... "rites the 
beSt 25 words 011 "I'd like to 0 .... ·0 a Scaly 
Ma ttress occausc ... " 

Like all nir gnmes, telephone or other. 
wise, Goodman 's must be kept fresh. 
ll1cre's something new being added con· 
stantly. At one time n dctailed how-to. 
pia)' announcemem prefaced the start of 
the gaol('. Goodman cred it ~ the M &' j\ I 
agenc), (Compwn) with suggesling that 
all the preliminary chatter bc discarded 
and that the explanation be worked inlo 
the game as it is being played. Thi s in. 
creased listening audiences, phone calls, 
and .... inners. ,\\ & ,\ \ is planning to add a 
special "/\ Irs. Hush" type of promo(ion to 
Goodman's RClriio-T .. lep1ioue Came with
in the next (ew months. The (eeling ;u 
Compton is that .... ilh an audience that 
enjo)'s games-give them plenty to play. 

The Telepholle Comp.1I1Y has estab· 
lished a SCt of rules b.1!>Cd upon 10 years o( 

(PI ... 1S .. Il irl1 IlJ page 100) 

Now . 

Sell 8 -
Times 
More 
People! 

5000 --=:~SfI~~ 
620 _--=!~.2~5"rr~ 

DURHAM, N. C. 

REP . PAUL H . RAYMER 

*** AU·STAR 
WESTERN THEATRE 

90 HALF·HOUR PROGRAMS 
TRANSCRIBED 

The Riders of the Purple Sage 
Special Guest Stars 

Slori.1 of tl. . M06.rn W.lt 
lIut/"' n tic Cowboy 801110161 

HARRY S. GOODMAN 
19 E. 53rd Street 

New York 22, N. Y. 

SPONSOR 
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Molen, KMOC - KFRi\'1 sportscilster, 
voted the No. I Midwl'st sport. .. CtllnrlX'n~ 
tiltor by The Sportill}! News, is thl' author 
of il hUlllorous book on sport) characters. 
ney Make Me LallRit, published by 
Dorrance & Company of Philnddphia, is 
selling wherever Molen 's voice is hea rd -
and the Arthur Church team of Kansas 
stat ions covcr a lot of territory as the 
publisher is diS<'Overing- and the book ill 
tum is selling Molen. TIX' So.1 1 .. :s of books 
by local personalitics often justify the 
printing of extensive l-ditions. The book 
by Ben Hawthorne (Hartford, Conn.) on 
his cow Bessie is another example. 

To p~lk up Shl~dd~d Whul bUlin~n in Ohio, 
Don Gabriel. who conducts "By Don's 
E.1rly Light" over WJW (Cleveland), ran 
a scven-week "Eat a Better Breakfast" 
contest during March-April. Winners re
ceived their prizes (table-model radios) at 
an award breakfast - and Cleveland is 
eating better breakfasts- Don hopcs
with Shreddl-d WIX'at. 

WNBC (N . Y.) " T,ulu" Hunt" unco~~I~d. 
cookbook p.lnled in 1541 and a Bible 
dated 1560. The hunt was part of the 
promotion for tlX' network key station's 
6-7 a.m. rise and shine shindig with Tom 
Page find Wally Butterworth. The oldest 
article in the treasure hunt won con
testant an RCA-Victor television receiver. 

An ~nli.~ iuu~ 01 Ih~ ( .. olin.-Yirgini. 
" R ltlil~," magazine was de\!()tcd to radio. 
Inspired by the very active North Olro
lina Association o f Broadcasters, of which 
Harold Essex (WSJ S) is President, the 
issue p resented a comprehensive history 
of broadc.lst advertising. Practically all 
the stations in the area advertised in the 
edition. 

122,1 81 lettlll well lIuiY~d in WROW 
(Albany, N. Y.) all-star scholast ic basket
ball team contest. The mail count 
reached 30,075 in one day (March 20). 
The contest was sponsored by Stanton 
Brewcry, Inc., of Troy, New York, on 
Stmlton Sports Parade, a daily program. 

KORN ( Fr~monl, N~b.) il s~llin9 juk~ boa' 
playing with a d isk jocke)' program. A 
local music machine route operator is 
underwriting 45 minutes ( 11 :15-11 mid
night) o f Insomnia Dub, a typical record 
spinning session. Subscribing juke box 

JUNE 19-48 

kx:ations gt't I I short conmlcrcml on the . 
pro~ram "nd share the cost with machitll' 
owners. 

au W.in and Andr~ a.,uch ~I,it~d thl pl.nh 
of th ~i, Iponsor to sell its employees on nd
vertising. WMCt\'s "Mr. and Mrs. 
Music" (N. Y.) shook hands with the 
h.l kers and sates staff of Purity Bakeries 
(Taystcc Bread) and personal letters and 
autographed pictures of the team later 
went to each Taystcc worker. Consumer 
promotion includes 20,CKXl posters on the 
show for stores and special radio time · 
tables with B.1ruchs· schedule empha
sized. 

Columbus Philharmonic O,chutll promotion 
on WCOL, Columbus, Ohio. during March 
brought business fo r lhe sponsoring de~ 
partment store (F'. & R. Lazarus) and 
Magnavox radio-phonographs. As Laza
rus 5..1lmed the orchestra in a half hour 
dramatization the story of MagnavtJx and 
good music was worked painlessly into the 
continuity. L.zarus lOo'ent all ou t for 
Magnavox during the week of tlX' air 
show, with I I of its store windows featur
ing consoles. 

Th~ " Nation.1 Film Fi~ld D.y" of WMT 
(Cedar Rapids, la.), second week of July. 
will feature a tractor steepledlllSC'. Thfl'C 
fanns arc being planted with forage crops 
this spring for the occasion. Manur.'lc
turers will exhibit the newest l:1hor-sav;ng 
devices and all of WMT's previously
proved farm-fa ir events will be part of the 
field day. 

Thulr~ Guild lubsc,ilal1 .e,"ind~d to litt~n 

to Theatre Guild on tile Air, Mailings of 
subscription tickets contain a little memo 
which call the subscriber's atlemion to 
the U. S. Steel broadcast program over 
ABC. 

Almolt h. 1I of L.nting, Michig.n (H,n50ul 
of 110,000 residents), hnvc filed birth 
dates with WJIM in hope of win ning a 
birthday gift on the station's BrN.1kfast 
BillJ.'O program. 

Not hOUl~ ..... il~ but homemoker is the dictum 
of manager G ri~non of Milwnukee's 
W ISN. Grignon's point is that many of 
the best housekeepers arc not,wives lit all. 
It is a simple idea but ratl'<l a good deal 
of ne\\'Spilpcr space locally. 

I 
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for (ry from the Irodi ng pos t o f former yean is this modern 
super markel 0 1 Fai rb ank s. Typica l of the NEW Alaska, il 
slocks the som e bra nds you buy; sells perishoble s as fresh as 
those you e ot; se rves people as up -Io-
date as your frie nds. 1:1 ~\~'J:' '" ~~i KfAR - "~.O:,~;", K,\'- ~ 5~~oK.'· 
~ A ~irba;:St~ ~ - ~~~E!';~K~' 
~_.. Ancho q Sold ' '' l>o,o t"I" .,.p, in combina. ion ot 20·J. diocown' 

~~ ~ ~,> '.l'iJJ-D'.NJ£tJj'J1 'f)'1Jj\J ..aJlf)}l'DJjAi)'j·J:i'J~ .D..m. 
~ ~ ~~ •• '~.~;', ... WELUNG'ON:~:': :d:":'Q~- .... 
~"'-:1-~ ,." ................. - ~ .. - - -----' 

• 
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WNJR 

100 

is the slotion to best service 

your product's slory in the 

rich North Jersey areo. 

the radio station of the 

N l'luurk N l'lUS 

Atlon,i<: City's H ald oj /);'/itrC{j"" 

Th~ Ideal Holel for Rest and 
Relaxation . Beautiful Rooms. 

Soil! Woller B"ths. Glus in 

dosed Sun Porches, O pen 

Sun Decks "top. Delig htful 

Cuisine , G"r"ge on pre mises. 

Open All Yeu. 

l-"iC$1<J Crill a"d C<J<"k/ai/ l..a""f-'(' 
Fa«Jrj/~ Renduroru oll~ Elllr 

ramo"., Jor Fin" Foods 

E-clusiv" p "nnsylv.ni. Avcnu" 
end Ba.-dwel l< 

l'xpl.'ril:IIC.... AT&T doc<,n't particularlY 
(.llrC for tht, usc of thc phon(' in air pro
J.!ram~. E."lch timc thcy S('t up a <;pedal 
bank for a gamc hundred<; of mcn and 
women who hav ... ix't'n wnitilllo( for phones 
lor yenr<; wnu.' letter .. of protc~t to the 
Public Service Commission, the FCC. and 
to the pholw compnny itself. In mOSI 
C;I<;('<; t/"I('5(' ~pccial b:mh of phonl.'S make 
u ...... of r.1ciliIIC<; ~ hich are not in demand at 
the: tulle thc gnll1c i<; being playcd. For 
in~t:mcc. a ~JX'cial b.1nk of phoncs is 
u<,wlily e<,tab!i<;hed in cKchanges ..... >jth very 
little traffic at the timc the progr:lm is on 
thc air. U"ually the), are routed through 
a bu"iness dist rict cxch.1nge, wherc most 
officc<; arc closed do ..... 11 and the call upon 
equipment is ,11 a low ebb. TheS{' phones 
;"lrc a speci<ll p<ln-timc sct-up; the)' utilize 
circuits that arc "t:mding idlc. But that 
explanat ion seldom "'1tisfics an irate 
would-be tc!ephone subscriber who is 
..... ·niting for his pimne. 

Telephonc ruk number one for handling 
phone games is: "N('\'er announce a 
special award for the first person to ca ll in 
a quiz gam('. No maner how ndequate the 
facilities, the), can nc\'cr handle the rush 
to bc fir~t.·' 

Further rules arc; 
2. Tell t he audi('nce there is no hurry 

on the call. Give th('m an hour or more 
aftcr the program is off the air to make 
their caUs. 

J. Don't wait till the la<,t minute to 
notify th(' phon(' company of a planned 
game. Ewry installation of this kind i~ 

custom built. II takes timc. 
-\. Th(' legal a~pectS of the game must 

be passed by th(' T('lephone Company's 
o ..... 'n legal dep.1TtmenL 

5. Remember that two-..... 'a)' telephone 
conver&1tions ar(' not permitted on thc 
air b), the FCC. 

6. Don't ask th(' phon(' comp.1ny for 
trick tel('pholle numbers or designations. 

7. Remember that for c\'('ry caller who 
thinh that he hm; the an~\\'er to the ques
tion there will b(' one ...... ho will call just for 
the "'1ke of making the call and tatking to 
a brondcast ~lUdio. 

Even in a great telcpilone ccnter like 
N('w York 2;,000 telephone cal1~ call ell
tirely disrupt phonc ~cn'ice if they arc 
plnced at the ...... rong time of day, or to or 
from the ""'rong servic(' areas. Te]('phone 
:::ames ha\'c bcell kno""'" to <;Q tic up 

I service that not e\"cn police or fire calls 
have Nell ab!c to get through. 

TIle (('I('phone i~ the quickest way to 
disc-owr if :111),011(' is listcning to a pro
gram. The main dra ...... back i<; that it's not 
low<ost nlerchandi<;ing. It produces, but 
It require~a si:ablc in\"e~tm('nt, and 
follo ...... -through. • •• 

SPONSOR 



PACIFIC NORTHWEST BROADCASTERS 
P a BOX 1956 

BUTTE MONTANA 

SYMONS BUI LDING 

SPOKA N E. W ASH INGTON 

ORPHEUM BUILDING 

PORTlAND. OREGON 

" hi HOllYWOOD BOULEVARD SM ITH TOWE R 

HOLLYWOOD. CALIFORN IA SEATTLE. WASHINGTON 

THE WALKER CO -551 ~IFTH AVENUE. NEW YORK CITV- 360 NORTH MICHIGAN AVENue. CH ICAGO. ILLINOIS 

330 HENNEPEN AVENUE. MINNEAPOLIS. MINNESOTA_IS WEST 10TH STREET. KANSAS CITY. MISSOURI 
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Be99tH' '/fOWl. PaAJo.n, 
BIG AGGIE, 

but your PURSE STRINGS are showing! 

.. Sears-Roebuck in Yankton received 20 pieces of farm machinery, last Jan uary 

31 , to retail for $239.95 each. 

· .. with an annual inventory coming up the following day, the Sears management 

wanted to move these farm machines , BUT FAST. 

· , . so they contracted for three 1-minute a nnouncements to run on WNAX before 

1:00 p .m., January 31. The first one wa s aired at 10:00 a.m. It and it alone sold 

within 30 minutes ALL 20 PIECES OF EQUIPMENT. 

· .. that 's $4,799 worth of machinery sold by one WNAX announcement at an 

advertising cost of only $21 f or an advertisi ng cost-pet-unit of $1.0S. And Sears 

had none of these expensive farm machines to include 

in their inventory. 

· . . Big Aggie, PURSE STRINGS ore definitely 
loosened for the advertiser who uses WNAX. Better 

get your hand into her big purse with an advertising 

schedule on WNAX. Your nearest Katz Man will 

help you. 

570 KC 
5,000 
WATTS • n 

statiO 
COWleS 

SPONSOR 



signed and unsigned 
New Agency Appointments (Gmlinu('tl jrolU pa1!(' 18) 

SPO NSOR PRODUCT (or se,viC<l:) AGENCY 

~Iorto .. P,(><Incls l" .. . e le ... ·b"d . 
1' ...... k Corp. 1[' .. 0<><1 . . ..•. 

)' , o p, h' t a ry d, u lls . 
1)11'."')" , ul'l'l en"·"'~. loti.,;,-" . Wiley , F .......... I'< I~'~ .. "pon ...... Y. 

. .'Il ,,,lI lIO n . II .. , -<" Iy lIills 
Pe ll er lI,ewll\l/. Co Lid . Ilan" ',"n, Onl . 
Rnall l )ruil. Co. L. A •.••.•... . ... ...... 
Schubach J ew." y ( .,. S ail I.~k,· Co1," 
S ml'h li<'ld lIam & l'ro<l .. c . s 1:0. Smlthfidd, \", 
SH,"d art! Ure,,"ln1/. Co, s.,.,,,,,on 
SlO n e lI, o s, SI. I ... u l. 

11"0" • 
Urull. .lu, <,5 
J .... ~ lr)· 
~· .. OOJ prwuns 
u .... , 
J e"" lry 

Cra"!. Toron'o 
IIUI>IIr.O, L. ,\,. n"ll " d ,-
Cooper & l ;, ,,,, ... S" II ' .n l.: .. I:I,y 
Ll nds<,y. Rkhmond 
,\. :o. 1 "r~c. ,'><-"","on 
Kon."" . S • . 1.<>,,1" 

wa . .... ,,· IIr ew" ,,:!. Co rp 
\ ' a l .. & Tow .... . \ lfl!;. Go (£1<'(" Ap pll"nce d lv). X. \ ', 

O ld T,,'-e,n . nu, l/.<, m " lo .. -, II."" 
y" , .. T I" Tn .. ~:' N" r lc Iron 

J . P .... slon ~ I "."n. lIa'· .... porl. lo"'a 
Sullh""n. Slau ",·t, (:Oh,~11 I'< (I,,)I<,s.:-;. L 

Sponsor Personnel Changes 
NAME 

F . \\" . .... <I"m. 
L"rry lI.u" 

J. lI o"'a .<lII" ,, ~ h'· r!r 
Alber! S . ll<' m p'· ... o IB 
.. <"Or !!. .. !lltls lwlm 
Jo h n }:. 1I".d y 
1. R. S<-"ddUi 
II . S. Wallo n et 
P:wl II. Willi . 

f ORMER AffiLI ATION 

I',,<,kat .! :\10 10" Car {;o, Il~ uo lt , a ll\" , up"n 
S'~ ..... Il_.'mm" lI , 1'. Y .• I " .. hll'· "..1 1""",1 T \ '. lor 

(; h ('$ ' <,rli,'hl Clll,." . ... """ 

Cd anese Corp ,,' An",rl..,..:-;. Y .. :os. , ad~ milt 

Flr~s,o"e TI .. • & R ubb, ... Co o r Gan,,<la. I" .. "i l,on 
Jo ... p h ....... hll l1 IU ..... ln !!. Co, ~ li1w .. <""H r ,, ' 51, <II, 

Advertising Agency Personnel Changes 
NAME 

W. E. n " n .. <lln 
(;""r !!.c 1I01a, 
J am<," ,\ . lltoml .. , · 
L"n (;: ..... y 
1::. R ic Clark 
Richa t d M. Gon.p'on 
Ric hard II . COI1I1 .. r 
11",'1.1 1 . U:>WPI1 
Roy F. ( ;rn" t 
Willia m II. ( ....... e 
:'\·.,.."mn J . {; . e .. n .. 
:'\'1<'1 lI .. a r" 
Sa muel . :. IIl1nsa k ... , 
K . U. 1 .... ln ll; 
.... 8 h ' . Ja y 
Rkha.d O. 10""" 
Rob .... S . """.pm"nn 
W. S. KImball J. 
Fr~d W, KINk ... 
J o hn ""ura 
11. DOllald LaVin ... 
l><>n Lay m a n 
J ac k Layn .· 
Ko be ........... r 
t::~a rd Me" .. . · 
C. A. !\l o nr<M' 
Robe .. ~:. Moot.· 
Wa ll e, K . :'\' ,'11 1 
\\'. \\'" lIac<' O r. 
T . lI a mlin Ree .... 
E" "'a rd J . Kos~"wa'" 
.<\ .1 Ro .'h. 
KUlh Rowlan" 
lI"rll ~r" U. S<-hnluH 
( ;.·t a ld T . S IeCk 
F", ,,k 11. S'ew" .. Jr 
r ....... Hd C. Su d ... r 
""nnct h D . T"'y m a n 
Xor",,,,, \ ·ick ... y 
M. L . Whltnmn 
J" II("['$O n " . w .. OtI 

fORMER AffiLIA TIO N 

(:all:1"",,)' M ills. X. Y. 
f ·OO h ·. (;one & 1.I ...... lnll. ChI. 
~'ur"a:r :-;illh t l'r "'~. T " ronl o. a ce, r .. p 
11U1)&O. L. ,\. 
:\ In . !t:In. L . :\. 
O,,,.ker OaIS. <:h l .. ad~ n. !!., 
C ....... y"" rTI .. ' & Ru bb.'r Gu. Akrun 
lIe n • .-<= h I'< Sh"a . N. Y. . ~<'<: . e.ec 
G . .... nlt· .. IIrO$ & Co. RO<'kford . 111.. 
.. ,," Am .... h:3" AI .wau 
S ' o ' y Malla,.lnr. X. Y. 
"o u ls !\l!lan' Food., I .. A .. ad,' n.1tt 
N. W. Ay ... . X. Y. 

... 1" ..... . 011 FII", (;"" ' " • • s Is. p . o n. m l!,r 
:\I..-I.aln ... hlh •. 
W. J . John so n , ."1. LouIs . ,,~et Ht'C 

Ila .. ), S. ( ;OO<I n.al1. S. y , 
nan II . . \lIner . L . A .. "p 
1O.h ( :""",.y-rox. 11 '..-<.>0<1 .. "",Ip ' " ',it .. r 
IIool h . n .. k" . )' & Sd,,,·lnn.:-;. , .. aCC! Ut.'C 
Am .. r Tobae ... o (:0. N. Y .. llsol 10!,.o, 
Liebman IIt"..-.'rle, Inc . X. Y .. a ,. m il' 
." " k .. I1 ... . Chi .. lI;e " "'SI' 
~'o.t'S' La wn :\1" rno . I" I" a ' k , L. A .. Yp . pub '''' ' '''1 . 

N. W. "y.',. Phlla., "I'. " upen o f ~e rYkc 

Louis C. <.:o"-"n. S. Y .. "1' 
110,,, 11 I'< Jacob •• (;h i .. ~p 
f·oo, ,,. Co"e & IIddln ll;. N. Y .. . adlu p . odn 
Ga rliCk! & (;" il" . S. F .. "I'. ~ ....... <'%'-'" 
L<,o J . !\h 'ybe'll. L. A. 
Frdnk S,~,,-an. 1I0uSUIIl. h,' a" 
11 111)&0, aret uee 
Lh' bma n" 1I. " ... "rlu Inc. S'. L. vp in c h ilO' .. Is 

.:'",ond M1II8, S'. Y. 

NEW AffILIATION 

Same, a d v m il' 
LII!,I!,"'I &. .\l yc r8 Tob.~<,co e.,. :" ... Y .. I" ... h l1'· n .dlo. T\' 

Rockwood & Cu,:-;. Y .• " ~Po in c hl1" brooded m.I, ... ,I •. ".Iv 
SanH', 11 .1 . m il' \·u'''''''' Walc h (:0 , ....... ";. y .. ,' Po in d.!!. .. " .. .. 
I "'II;!!.~II & ibm . ... dllne. N. Y .. "P. a"" m!!.. 
Sam e, a .... rnl!T 
m an: IIrc" i,,!!. ('." ~l!Iw .•• 1 • .II. 
Carna,;on Go. I •. ,\ .. ".I,' mil' 

NEW AFFILIATION 

W h i,m"n & 11 .. ,,<"<11('1 (n ... w).:-;. Y •• p;or ..... . 
T:llham_Lalrd. Chi ... a"lo depl h.."d . " .... 1 u .... 
K. C. S ... l1h. '1'0"''''0 . ac,,, eo" ... 
Sa",,,. N. Y .. ra" lo ...... 1 "1~C 
W . II. ( ;~ i.<Ki,,!!..'r. L . ,\ .. ae ... , uee 
X~,odh"",. LUlIis I'< Il ro,by. Chi .. ,,<,e< U<'<' 
Ke , ch ... ". ~lacL"OtI & (;''', .... 1'III,bur!!.h . 3ee , ~"'e 
(~"pp .. , 1. ;lId)""', ... . X . \ ' .. ace. nee 
Cr~""'r_"r""" .. h . :\111,,· .. a"", ... wc 
C.,hln O . \\ ood , S. F .. ace , ne ... 
Lay"." LC"nc I'< G.e.·,,,, (new) .:'\'. \ ..• I""'''~' 
Sn.I,h. lIun &' .\kCr .. cr,.. S. 1' .. art, U"C 
A,n.suonll;. Schi .. lI"r & Rlpln .:OO. Y .. r~"i". T\ "It 
l ... h' ll &. "J~k~ ("""'J. S. }'" p ... " ... r 
J . • \1 . Sl"'U~, L . A .. ,. ..... Indi • 

~~~~i':8 (k. ~\!r.rle:j :~~?'~·ii~·.~~~"':'~<: 
Jim McM Ull e n . ~·t. Wonh. ace .... ec 
Ir vl,,!!. & KI . sk .. (n ,,"'). S. ~' .. parl ner 
mow, :,\'. \ ' .. " , .. 10 IlnwbuylnSl h,·,," 
La)·n.·. L .... n~ & (;re<,,, .. (n ... "'), X. L , p:o rt"t'. 
'oun~ I'< Kubk .. m. 11 ' .. 00<1 .. art , u ..... 
La),", I." .. n<' /I.: Cr.',·n ,· (ne .. '), N. Y .. po ...... 'r 
W. \\'all:l .... Urr ( n ~"'). N. L . ae ... , e"-'" 
Yo" nll. &. Rublcam. N. Y .. ~P. ra d io "~P' m Sl' 
llrook". Srn" h. Fr .. " eh I< DOrTan ..... :-;. Y .. a<'cl <'h'e 
C. C . • ·otWt1y, Chi .. "I' 
Kul h ... .I uf( & Rrall. !I'woo". , a .. <, 1 es .... 
\\'. W"n:oce On (n p,,'). I'hlla .. h,,, ... 
W. Wall" ... ~ Orr (ne"·). n"lo o .. ,.p 
lIarry U. (;o h " n , X. y .... p 
Fr.mo n •. l :hl ... ", 
K"'chum. 1Ih,eLcod &. Gm ... •• "lusburQ.h ...... , r:odlo dlr 
.: II Io • • _II:.ly &. ..... hnl'~<'r (new). S. F •• partn ... . 
II . Ch"rlesSleck. L. " .. ace, .. 1 ..... 
Wallac .. 11· .... "'. II"un"". ",.110 .I I, 
II ...... ,,,,... Alb"" y. ,,<'C, ",<'c 
L ... ""en &' \Ihchc li . N. \' .. ae ... 1 8Upt"V 
W. Wa llace Ott (" ""'j. B31.0 .. "(> 

Wh;"""n &. R""."<I1(', ( '''''''j. S'. , .. p""''''r 
"",,u J Wlna,, ~. L .\" !lCC, <'~,~ 

-I 



NORTH 

CAROLINA 

IS THE 

SOUTH'S 

NO.1 

STATE 

AND 

NORTH 

CAROLINA'S 

, 

110. -

~ 
• 

~~ 
WPTF 
RAL~IGI-l, N. c. 

50,000 
W,,"TTS 

NBC 
b80 Kc. AFFI LlAT~ 

Nat jonal RepreseMa,;ve 

'0' 

SHARE THE COST 
(Co rrlllrurdjrQUI P" l -I1J 

thtir locar Jeail-r '''Hillin progr:ull't 
bUI ;llsu thdr Ilolll I "pot ad\(:nlsinll. 
It '" not unu,u.JI II, a ,1.1[lOn In New 
York, BII~lOn, Ouc 'J:" <lr So," Francisco, 
Los ,\ ngck<;, or Ph ll.IIJdphla, for m~laI\C(" 
10 rI..'Ct.'I\'C a phon.. ,I II or ktlcr asking 
why spot 31l11OUIlC('OIlll1 or 'Pili tr:l1lscrip. 
lion numocr ,ix .... ;1' u'>('d .... llt11 lIuml~r 
nine .... as ,<Iwdu lcd II j, abo 1101 un· 
usual for a 1oc.11 bill Cit} dealer to have " 
ca ll from Ih(" local J"tntl manager of an 
adwrliscr a~kin!! .... h} the scol'du led 11,'1· 

1101111 1 ad\'('rl i~inJ! corr ..... a ... n·l employed 
'on the prollram for .... hich th" m:lIlufac· 
lu rer was sharing the COSI. Checking 
snvicl'S fl'pnrl ..... hat "'Iuall}, ,.:nes nn the 
nir. 

I r errors happen frcqul'ntl} In hi.: ci ties 
whele the s t;llion ~ havc sta tTs which are 
equipped to handle delails, Ihc}' are e\'en 
more likely to happ<-'Il ar smaJler stal iollS

I wherc fI10~t o( the ~larrs double 111 brass. 
This is a major head:Jdw (or nmiona l ad· 
vert ising m.mager ... It's one thai causes 
conslant (riction bctWl"t.11 the ad\·erllsin.: 
and s.1 1es dCr'1rtr11Cl'll s. Thc president or 
on(' fiml which ~1X'nd~ hundreds or thous
ands or dollars in dealer coorcra li \'C ad· 
v('rlisi llj:: or all t ypt~, rrom billboards 
bro..1dc,1Still':, hacks his S.1'~ dcp.1f tment 

FIRST slo tion in the 

FIRST <;";" "" 

FIRST stote with the 

FIRST networktbos ic A8C) 

FIRST~~~ "0 Mg,ch I. I .. ' 

WOKO Leg~, by g. _ch '" • .• 
p"i~h gf .. n .• I .. tol. 

LOCll bUlineu"'en b.clc 
Ihis 10c.I,I,lion (,oon 5000 
w,HI) bec,ule they know 
Ihe impoll.nt (.pil.1 Oi" 
lIiel ", .. kel has Ihe h.bit of 
leaving the di.1 tuned to 
Alb. ny 'l P ioneet SI. lion. 

GOVERNOR DONGAN 
BROADCASTING CORP. 

H OT£l WELLINGTON 
ALBANY, N , y , 

-,""lif't! .f R~p~ornf.I/;N./ 
lORENZ(N a THOW.PSQN. I." 

most or the 11Ine. HISrl:.1sonm.: is simple. _ ________________ _ 

I "Ccrtamly." he sap. "we ha\'c to .... ·arch 
~lI1d check our deall·r. and ho .... the)' use 
their ad\'crtisin.: allowanCl'S. That's part 

lof our n:sponslbllil} as manufacturers. 
Rut thc fa ct Ihal Wl' han' to keep :I tIght 
rein on dealer cooperath'e ad\'ertising is 

, no r('ason to th ro .... ' il OU I. Results in ad· 
\·cn 'sin.: always reqUIre thl' most careful 
of controls, ' 

For }'l'ars prior to the WM. Wlll11 ad\'l'r' 
t ising :Jllowanccs wcrc j::i\'en in pmctica ll ), 
ever)' fidd. man)' ad\crtisinl! managers 
relt that in o\'('r 6()1 , of Ihe caS<.'l> .... ·here 
they were nominal!} pa}inj:: part of Ihe 
air bill ror a ret ai lcr they were actu:!lIy 
payin~ the ful l amount thm the ~ t a lion 
received, 

OifferCl1Cl'S bet .... CCI'l local and 11,1tional 
rates accounted for thiS III Sill11e cases. 
Willingness to j::i\'(' the local dcaJrr a 
"brrok" accoullted for a numberofothers, 
'11 comparativel} (n .. caS( ... .... 'as theTe col, 
lusioll between Slation and denier to chea t 
the manuf,1cturcr, Station rcpr~ la· 

tivcs ha\'c donc a ,:!fl'.1t dcal 10 ciil'l1innte 
the manufactu r ... r 's J:!~·ltinj:: the short cnd 
of Ihc stick for hj~ d ... aler coopera tivc :!d· 
vcrt i$ill,:! dollar. Org:lI1i:3tlon~ like Kat:. 
ha\"(' cmnpaij::lll>d 10 h:l\'(' thc manufac. 
tUT('r billed (or hi~ ,hnr(' :It the ll:!tion,,1 
ra le dircct and the (kalcr (or his share of 
the Innc COSts at Ihe local r;ltc. Thcre's 

---THE KEY TO'---

§7ltlial/ 1/k"leJotli 

Ml~IN~ioD~~TR~/;PLE ·MA RK ET 
... HOOOO IST[RSATIO~A L ,.;, ;, .... 
... H 000 ~!ETROrOLlTA:-; r .. id~n" 
... 11":,00 RURAL «>n' .. m~ .. i" ,h~ p"m .. y 

SPONSOR 
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IN EVERY CASE, 
\\':\)IID gil'CS CBS ad
vertisers :\ bonus 
lloopcr o\'cr thc rmlion'll ratings. 
~.upcrior 10<."a1 progr.unming plus affili:\
lion with Peoria's bvonlc nctwork 
slrOI\' rcsuits ~uch as thcl;(' «(rom I looper 
Pcoria III. Fall-Wlntcr I~cport-Ocl 
1!l17 llrru Fcll., 1C'lI R)' 

Proeram Peoria 
Iloo}X'r 

Lux nadio Theatre. . 31.1 
i\rlilur GOtlfrt'y· ........ 31.2 
:o. ly FricnJ Irma ......... 30.7 
~Ir. anJ :\In. North ..... 29.1 
UigTo\\n .. . ........... 26.1 
Fannie Brice ......... .26.0 
Inner Sanctum ...... ' .. 25.6 
Screen CUI IJ . 25.3 
nil in Peace and \l/ar .. 2,\'0 

1 I· 22.5 Hom Ie ... 
Crimc PhOlot'Traph('r.. 20.1 

.~lonJa; EI'('nillg Show 

Remember 
sb&re 01 the 

WMBD has a larger 
Peoria audience tban all 

other Peona stations combined 1 See 
Peoria DI. Fall,Wllller Report . 

Oct., 1947 tbru Feb., 1948. 

1C6 

a l">(1 a ~c1(j~h I1lClIlI'l' rn Ihl~ Thc ~tat lon 

ferrl~1Wtti\'t· I~ p;rld hi~ n.mmission un 
bu"illl'''s plan-d b~ Ilaliol101I advcrtist:r .. , 
nOI b) rewlkr"_ \\ Illn the natiOnal ad· 
\t'rll~l'l I~ I'>llIcd dInT!!} for hill- .. hate of 
tilt· 111111.: tht'n' Grn lx- no qU('-;tiotl ;rbnul 
the rep'~ (l·mnri"l"n. \\'hen. Ill> fre· 
qUl'IlII) hnppell ...... "h lk;rler ;rlh'('(ti~inl' 
alJo\\'anc~, lile ret;riler pays the I!ntire 
ill\'oin' :lnJ rchilb Ih~' mallu(.1Cturcr, il \ 
dltlrcult 10 :l'>(l·rt.lln Ju~1 .... h;rl thl' na
tional adl'crti'o<'r i~ ra) Ill$: unll"'~ the local 
;rdl'erll<;c:r i.. "11\m}-! to fl·ka-.c the' infor
mation, .... Illch Itl' gt'rwrall}' i~n'l 

The ndverti~inJ:: man;rger fur (lI1e great 
e1crtrical manufacturer ha~ l .... tabli~ll('d ;r 
~el of rul('S 10 gOWnl all hi~ aJ\'Crll~mg 
;l l1o"anc('-;. 

I. I fpo~~ihll' ll'Cord ;,11 r.,din prol'rarm 
.... lllt Ihe nll\lImal ;rdl' .... rtl ~lI l g on the 
tran!>Crrpllon, The upcn time i~ to J)(' 
USl'd hy till' retalll'r 

2. If hudW.'I~ do nO[ pennil .. pedal 
tran~rlhll,g, record national cOlnmcrcia l~ 

10 be uSl'll .... nh Ih(- opcll-crld trano;crip
tion~, 

). Requc~1 ~tation~ to .. ubmll certified 
ropi('-; of the log~, or al l('a~t att('<.tN 
"proof of r)(:rfonn;met·" foml~, \\ lth ('VCT) 

ill\'oice. 
4. I Ian' homc oUKe Ileld Illcn rnakl' 

iist('n inl' ch('cks v.hencvcr thcy visil an)' 
sections of the country v.here dealer co
opctath'e programs are being bro.1dca!>1. 

5. Remrnd dealers cons\;rntl ) that an 
adl'ertising allowance is "'hat the n;rme 
implies, not an eXIra discount. 

6. CII'c a~ much altellllOn to enp)' and 
production on dealcr cooperalive adl'er
tlsing of a ll kind~ ;rs 011 nationa l cam· 
pail'ns. 

7. Coordinale dealer coopcrath'e adver. 
tising wilh ;1 11 national ad\"Crt ising, ~ that 
e:\eh OIle suppll1llenl!i the other. 

S. Ilcip thc dealer ~pcnd his ad\ertlsing 
allowanc(' clTectil'ci) Don't pre.;!>ure 
him into doing il the home offiC(' wa)'. 

9. Remember al all tlilles the hOllle 
olhee dOl. .... n·t know en>f)'thillJ,!, 

E~U111at{'!, place ad\erti~ing .11101\ilIlCC'i 
dUring lilt' 1()4S-l9..J() ~eilson ilS e.~Cl'edln~ 
$~O.OOO,OOO, 1101 including monc), Sp('tH 
h\ tile lliltion:l1 adl"{'(tber to prillt, r('('Ord, 
and place ad\'('III~lllg IIl;rU·ri;r1. The 
mone~ 'J"Cm for Ihl l;lItn i~ lllciuded III 
the OWl-all hudgct and It's IlOl po .. ~ihk· ill 
mo<;.t ca'-\.... to !'C:,:rq:;rtc IheM? It('lllS. 
t\l-,.,m $30,000.000 v. ill he <","' Ill {HI the <lir_ 

1).'011(1" 010.)I'<'r.1tl\, .1J\ertl~in:,: IlI'o
:,:ranh ate> an dlCcti\'c \\":J.r to hring tit .... 
.... ·here·tn.buy.rt II1fOrm<llioll hOl11(, to con
~lIml"l". nro;rJe;r~ling i~ an c/kclI\e 
Ill,-dium in th('<>(' t·.1,"['ai~n~ 1I'j< ir;rrJcr 
In CUIltwi but 1I1111 c dlll'Clly diIXtil'e than 
rno~1 IlllllT media. 

l~\IH~ 
K B I \¥ 

ANY WAY 
YOU LOOK AT IT 

KNOXVILLE'S BEST BET 
IS 

Represented by Donald Cooke, Inc. 

. 
WEST 
.... , ••• "'.d "I' 

so\es 

flfobl;lh~ 1921 
WilMINGTON, DEl. 

fdob/ iJhed 1922 

l.A.NCASTER , PA. 

flfob/id,ed 1922 

HARRISBURG, PA . 

f"obl;I~.d 1922 

READING, PA. 

flfob'il~~ 19J:l 
YORI< , PA . 

fl'objjlh~ 1936 
EASTON, PA . 

ROBERT MEEKER 
ASSOCIATES 

(hoc •• _ S_. f..n ..... 
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Rangers 
Ric/in' High! 

The Tens JUn~n lI'ansc, ipl;ons 
of " 'Hlem KIn!:, hnc "h;11 it 
laka! They build audiencH ..• 
Ihey build J;l lcs. The price is ,ighl 
- Kala! 10 Ihe 5i:c: of .he market 
:lnd $ulion, bi~ Or liule. Siandud 
Or FM. And The: Tuas Rangers 
lr:>n5Criplions hlo>'c quality, plus 
;a progl"::lmming .-ct!;llili l y , hal 
no olhen hl,,"C. 

Wi,., write or phone for 
complele details, 

JUNE 1948 

• , 

SUBURBAN STA nONS 
(Qm tintledjrom (>age 4-1) 

mo re ilHelligcllt operation of the milro.1d, 
which for years has been notorious for It~ 
poor commuter service. It asked Ihc.' 
Long IsL1nd . quest ions. It r('ad the rail · 
ro.1d's oflicia l answers on the air :'lnd 
IUmro them 0\'('1- to the state public 
scn'icc commission. While the commis
sion was holding hearings WilLi ran a 
three·week SCI ies of documentaries on the 
Long Island and called them Operation 
SIIOjU. It didn' t SlOp at"the line's fail ure 
during the Big Snow. It ddnxl hUn the 
road 's inadcqume opcration.for: y('.1r~, de
wiling lists of fault s. 

While WHLI doesn't claim credit fOl a 
reformed Long Island Raih ottd, It S listen
ers associa te it in their minds with im· 
provoo conditions, which a new gt'rll'ral 
manager promises will be even bett er. 

Suddenly WHLI was the voice of Lon~ 
Island. Instead ofbcing just a good local 
station, it had taken on a personalrty. It 
had spoken out in meeting. When it fo l
low(.>d Operoliou SuoJ!! \I'j th Tlte Li~/rl 

Tlrot Foiled, a documentary on the failure 
of the loca l electric light and power com
panies 10 mC("! gas and electric needs, 
Long Island, at leasl the p.1rt of the 
island that could hear ii , took WHU to 
il s heart. A Hooper survey for the fall of 
1947 showed only t he four New York ne t· 
work stations ahead of WHLI in 'lell1p
ste<,d . There were also t wo Ne\l' York 
independents bunched with the s tation in 
ra ting. In Janual y 1948, Conlon's survey 
for WHLI showed that 2i3,OOO people 
listened to the station regu larly. Only 
WeBS and WNBC had greater listener. 
ship in Hempstead. 

No matter what hap(X'flcct locally, 
I WHLI was there. Not only did its five 

reporters cover the local scene bu t its 
microphone or tapc recorder W<lS pr('S('lIt 
wherever anyt hing of importance hap
pcned in Nassau Cou nty. Al though each 
Nassau !O\lTI has its own school bmrd. 
WHLI reported to listeners when schoob 
\I'ere open and wh('Tl they were closed in 
each 10\1'11 . This might not be important 
in a bi!,! city. In suoorb.11l a reas, \\here 
co.11, SllO\\, and other f<lctors n'l.1)" fre
quently close schools, it's \ital that 
famille. know when this happens. 

As a final local touch, WHLI refuSC'S 
ad \'e rtl sill);! f!Om merchants olltside its 
area. Where the met ropolitan merchant 
has a branch store in the area, ad\'eru~lI1g 
is accepted. ,\ lall), of the more Important 
New YOl k dep.1rtnlent Stores have com· 
plNC l>uburban minia tures througholrc the 
50-mile metropoli tan trading area. Hcmp
stead itself has an Antold Constable, 

FIRST 
in the 

Th 40th retail mlrket 

DAVENPORT 
ROCK ISlAND 
MOLINE 
EAST MOLIN;" 

/ 
" Third st.ltion in the country 

to maint, in ,egular daily 
b'04dusts ." 

woe WOC·FM 
$,000 W"U. , 1420 I<c. 
8ASIC NBC A/lil i"" 

Cot B. J. P.lme,. P, ... 

Butyl l olltidu, Ms'. 

DAVENPORT, IOWA 
Naliana] Repre~enlgli ves: 

FREE & PETERS, Inc. 
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PENETRATI O N 

To do a THOROUGH coverage job in eastern 
aod centro I New York - Io reoch Ihe fer CO" 

ners of this oreo with a strong signal cnd 0 

compelling .... oice-yov need Station WG Y. 
The only major slo lion in Ihe orea il serves, 

WGY covers 62 imporlont counties hoving 38 
cities and mony more lowns cnd vi llages , 

a ll of which com bined make it one of Ihe no
tion's leo ding markets. 

On Ihe basis of cosl per listene r, moil re

sponse cnd tangible results, pioneer slolion 
WGY is Ihe logical buy. 

If your adver tising schedule includes tel e

vision ... investigate 44 practicol. low cod, 
audience-tested TV programs, now available 
01 Television $Iolion WRGB. 

.............. . _ ............. ..... .... . 

WRGB WGY WGFM 

JO,OOO WAITS 

SCHENECTA DY, N, y, 

GENERAL $ ELECTRIC 

Cardell City has a branch of Franklin 
Simon and Frederick Ll)('ser, and ,\lan
basset has a Lord and Taylor. 

By making it almost a felish to serve 
bl/th listeners and merchants of its own 
area WIlLI has prov(od that H doesn't 
mancr how nenr other stat ions are, how 
much n part of a great metropoli!.1n arca 
the county it servcs is, or how much of the 
carning IXlwcr of ilS popul;Jtion originates 
outside of its COUnty, 

The S.11llC thing hilS been trueofWPAT, 
Paterson, N, j " but in an entirely differ
ent manner. WI'AT hasn't built itself a 
big news gathering staff; there arc good 
local newspapers covering the North 
jersey counties. Instead it has m<lde 
itself thc radio mouthpiece of many of the 
editors of these publications. 

Its outstanding device for making it 
locally competitive with metropolitan st;> 
lions is the selling of local sponsors on 
running police department "Adonis" con. 
tests, with WrAT listeners voting fOr tl1O' 
best. looking man in blue. Similar con· 
tests havc been sponsored over WPAT for 
the best-looking mailman, etc, T hese 
contestS touch practically everyone in 
WPAT's service areas. There are few 
residents who don't know at least one 
policeman and a mailman. Promotions 
like this are local and they make it 
possible fOI a stat ion to compete .,.,ith its 
big brothelS. So much is this so that 
when WNBC in Nel'" York saluted P<lter
son as p..1rt of a series of City Salutes, 
WPAT took it graciously. It saluted 
WNBC for its tribute to Paterson. It 
felt secure enough in the ears of North 
jerscynot to have to worry about WNBC 
competition. 

Actually it doesn't matter whether or 
not a station is located in the shadow of 
a bi!,! mctropolit<ln st<ltion, If it did, 
many Philadelphia stations would have 
trouble obL1ining audicnces since most or 
the 50,OOO·watt stations in Ncw York put 
a good signal into the Qwker City. 
HO\\'c\"er, the fact that Philadclphia's sta
tions rencct thc lif(' and times of their S('("~ 
tiOll or Pcnnsylvania make New York 
stations nO! tOO important a factor in the 
Philadelphia radio picture. 

lndejX'ndcllt stations are increasing 
their audiences, not b('Causc they're inde· 
pendent stations but because they're 
getting nway from trying to be evcrything 
to everybody. ,,," Iaint:lining the obJcctive 
of serdng a spccirtc audience brings re
sul ts. The challenge of big-station rom
petition is a challellge to local station 
manag('IllCnt. \\'hen nwnagclllellt rises 
to thc challenge and builds its programing 
on a local level suburban stations reach, 
sen'e, and sell their localities. 

SPONSOR 
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The FALL FACTS Etlilion 

i ii a unique " bridilll:(' i ss lIl' 

dt's igll t' iI 10 hdp bup·r s of lill1 t, 

:11111 prog ra m s pl an f'all r:ulio anti 

Ie!",-is ioll ('allll'aig ns during the 511111111 .. r 

months. II is faclual , ('ondse, 

lim e·huyin g " tools ." 

" fo r ,Ii (' ti r_., time.' Ilu" ... had Ihe ('x pcritn~e of I,kkinj:: 
UI' a I',,},I; (":\I;on the ('on\ ('n i S of " 'hirh, from ("O>C r t o 

CO'-O". impressed nit" as lun ing becn preparea (or m e 

C. E. lloolJt't 
C. L lloolw r , In(" , 

" 0" "'Y Irip 10 Chiruj:o I 11 5'-.1 ~-our 5von~or Chcck Lisl 
(Jul ~' i .. " e ) 10 H'C 100" ...... ere Joing." 

joe L .. fT 
,\":lm 1181$ 

" \"otlr july F:lfi . iuue is Ihe be~ 1 o ne o f IIny Irlltle 
V" I)e.:II :lny one l ime, You Je~er'c hearly rongriliula, 
lion s. I "un tI "f' a ('on pie f'''l r a ('opies." 

II . C. Wilde r 
W5\ ' 1I 

t 

• 

' II" S'ON~O~·. DOh ... o ,,,II OHe"" •• I •• ' ''0''01 •• 
...... ;" od.o.« 01 0.11'"."., lh 1t4a ,.ott 'ACIS 
Id", •• 0.1.1., 'he lou" •• " d •• it •• ,od. 

"For ou. Inolley ,II .. J"I ~ i" 'II<';' II . .. a l h"mdin !; ....... 
a nd .. "d, on i,'"e " ill r .. ", lI in ,·I" .f' at hand for a long 
.i ", .. to ... 0"' ..... 

E. " , J. SI, uro,-k 
Fr .... & I'e r('n 

"Ti,,, jtll ~' i._"" of 5 1'0:'\"5 01{ i. II kno rkou,." 

lIo"'II" d Yei~1t 
J. W:lh(" r Thol11luon Co. 

" I .. 'a. jl. r al ifu·" 10 nOlice Ihe lerrill(' amounl o( .' I)a('e 
Ihal )Otl t1e,ol .. t1 10 __ 1101 hrOlltlell> l inl,: in Ihe Fall Facl_ 

b~" .. .. , It ·~ p lells injl. W s .... an intl ublry I)aper o( 
~lantii nJ: ha('k ti l) ou r ~ Io ry .. ith fa .. u." 

U'ells H. Barnel\ Jr . 
John m air & Compony 

ADVERTISING FORMS CLOSE JUNE 15 



SPEAKS 
Let's Live by II 

Bro.1dcasting now has ~1 code, a Slilnd
:.rd of Pmctjc('~, for the first timc iLl mall)' 
yenrs. There was almost no resistance to 
it al the N:uionai Associ:ltion of Broad_ 
casters cOJlVl'otion; (,,,en thl' "O-called re
sistance mOWmen! headed by Ted O>u 
died :lboming. Yel Ihe cod!' may not 
mcnll a thing. It "un'l lIu,'nn a thing 
unless radio adwrtiscrs back it up. If 
sponsors insist on !.I('tting thdr pound and 
.1 quartcrof ncsh, the code will Ix- honored 
III the breach, just as many of the rcc 
regulations arc now b)'pas~d by Old\'cr
ti~K and "(OItion owners. 

The NAB Code is not :J weakling, 35 
man)' Ilcw"papcr editorial wrilcr~ would 

like the public 10 believe. t-:cithcr is il the 
hidcoouml Jucllmt:n t that c:une forth 
from the (raining rOlluni{lt"l.' 13<;1 fall. It's 
a living in~trumclll that ~ntcnccs no 
~tation to death. 

It i~ IJIir feeling tll;")t ~pon50rs. ad\'er· 
ti~in~ agcncies, and hro .. 1.dGlsting itsclf 
u'i ll profit if the codc is ubcycd. Some 
scctiom of the co<k will Ill:lke it difficult 
for givc-;'l\I,':J)' progr:Jm~ 10 opera tc :ls they 
Jo toJay, Clevcr ;Id\crtising ,lrld pro
gram I11l' ll can nocv il and still deliver 
vchicles with thc 5.1Tlle impact. 

There ""ill lx- s(Jmc \\ho will try to get 
around the code and SOTlle who \\'ill de· 
libcT.'ltely defy it, L1nles<; they arc JX'r
nllttcd to ('swblish a trend, un less their 
operations <;('1 industry patterns, they 
will do little harm. As a matter of fact, 
sponsors arc in a position to bring erring 
stmions into tine, by not placing busincss 
on s lat ions which don't live by their code, 

It's the law of the broadcast business; 
let's live by it. 

Radio Won't Die 
There's a growing tendency among 

agency men and broadcasters to look 
uJxm radio as a decadent adwrti~ing 

forni, J\ol:lny of them fccl that it should 
be kepi a live only long enough 10 supply 
the wherewithal to feed the e).pensive and 
fas t growing baby, TV, Thcl>l' men feci 
thm there areno implovelllenlS thai can be 
rendered 10 make hroadc:lSI advertising 
P.1y big~,.'cr dividends, to better se rve thc 
great listening public. They look upon 
radio a~ an entertainment medium which 
fights fu t ilely to relain its audience in 
opposition to T V, It's their feeling that 

A la nse 
CANADIAN "SPOT RE MOVER" 

radio is through, that like silent motion 
pictures, sightlcs$ broadcasting will be 
Virtually nonexistent when sight-and. 
sound transmis~ion comes of age, 

1llcre nrc a IIUmber of radio figures who 
don't feel thi~ \I.'ay. The), have con· 
ductedc).JX'rin]{,llts thnt rl'fute muchofthe 
curn'nt radio-T Vn'scarch which indicatcs 
thai when tdevision con]{'s into the home 
radio listenin)! drop' to <l minimUlll, The 
investigations of the die_hards indicate 
thal this is so, but Ihat TV becomes part 
of living a/aug I"i/h radio as the television 
recclver becomes more and more a p;lrt of 
the home into which it is introduced, The 
segmcnt of radio which doe<;n'! belie\'c 
that lelC'vision will wipe out commercia l 
radio broadcasting \I.'ants radio to stop 
thinking that everything has bt,.'en done 
in radio, They want r.1dio to stop admit
ting defeat ..... hen T V comes to town, T hey 
feel thai sound broadcast ing hasn'l begun 
10 explore ils poSSibili t ies as an entertain_ 
ment , comrmmit)' service, or advertising 
med ium. They feel thai there'll always 
be a place, OJ solid successful commercia l 
place, for aura l broadcasting. And they 
don't think th:u Ihe place wi ll be solely in 
areas u'here television service may be 
found impractical. 

And in the next fcw years they e).
pen to come up with facts and figures 
that indicate how JX.lwerful radio ad\'Cr
tising will continue 10 be, 

Olle Ihing is certain, radio is a long way 
from being buried as an advertising 
medium, , , e\'C1l in the cities with the 
most extensive video scn'ices, There arc 
more people listcning today than at an}' 
previous time in history, 

In many \\.'ays Gliladian broadcasting and ad\'ert ising are 
more sensitl\'(' to ch:1nj.,'e than their U, S. coun lerparts, Pro
gramwisc the 48 st:1h'~ may SCt the pace, bu t businesswi~ 
they 1110VC quicker nonh of the border. They were first with 
a Broadca<;t ,\Ieasurelncnt Bureau form of operat ion (called 
Bureau of Broadcast i\kasure/l]{'lrt), The CAB (C1nadian 
A~sociation of firoadca5 ters) olX'rates as a ti/Zhlly kllil trade 
org:lIli:alioll eiflck'nll,)' <:erving Ihe needs of the inde]"Cndelll 
C'lIl;'ldian hrn;ldca~ter ilnd the c...n;1dian ad\'erti~r. 

action, They Wro[c letters 10 e\'Cry slat ion and e\'cT)' 
agency in c..'urada asking for reactions to Raymer's "~ICClh·e 
radio." Didn't C1.nada feel that it was time for a "SJX.lt 
remo\'er?" 

The relums arc noll' in. c..lnada definitely likes "sclecti\'e 
radio," Seventy-six per cent of all ~ho answered the All· 
C111ad:I letter vOlcd ror the tCnll "selective," Another I~ro 
felt there ought 10 be a ch,1nge but I\'ere of the opinion that 
"sclective" I\'asn't the word, Only 9";, wanled to retain the 
nall)e of 5pot, Sonl(' didn't lih' the word "radio" and wanted 
the word "broadcas[ing" to !'(' ~ubstituted, They felt that 
"<;('I('('li\'e bro;'ldc;'l~tin~" wou ld includl' all the facets of 
hroadcasting <;tanJard radio. F;\I radio, TV, FAX, Radio, 
thought this group, restrict"'d thc 1101111etll'ork field to Hlulld 
hoaJca .. tillg and would requir .. , another rC\I~ion bter on, 

Rl'cl'ntl~' the AII ,C1n<ld.1 R<ldi(l F<lcilitics Limiled dl'cidcd 
that Pmll II. Raymcr had a gCM od iJea when he sugge!'tcd thou 
"selcctin' radio" i:xolter de~criJ:.cd the operations cOllllllonly 
called ""1"01 r.1Jio" ,\Il,C1I1ada Il:ls been digc$lin~ \\.11;1t 
!': I'O:"SOR, It'll, h:l" h.1d In .... 1yon the subjcct. :md like SI'O:"SOR 

fell that ,1 Ill'\\. n,lnll' \\a~ III orJl'r "Spot" l11e;111S scveral 
diITen'11! thillJ:~ and "::IU"l'~ conru .. ioll nearly evcry lil11c 
ii'S lI"Cd, 

,\ Il·Canad:r, b"'Ull! l\'ric,.l1~ C.llla.lio'l.l1, gOl'~ in for Ji ... .:cl 

''0 

Clllada, which has ~et the ('ace ill HI mall)' industry l1].1t
tl'l1<. may be the first to di~.1Td ""pot." ,\1I·0mada dc~r\'('s 
creJit for crystali:inl! broadca~1 orlnioll in the Dominioll, 
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W LW's "Morning Matinee" 

pulled 24% 
to an 

-------------

of all requests 
made 

ILl 



liThe Cares Of The Day 

Will Be All 

Charmed Awayll 

• At !'Jom e time l \ I.'ry day ... u!>uallr l.ltl' 

in th ;: evening ... rci1<,'clin' reopl;,: plan 
for tomorrow. And . .. as they leilVI.: a Jay 

,hat is done to prepare for the Jar to come 
.. . they plan their work , the ir din:fs ions. 
thci r pu rcha~cs! 

So . .. late each c\"(: ning ... \'\ 'J\'\' brings 

its li",(c:ncrs a n:stful , relaxing program 
ca ll (:d 'r bis Is Coodnight. A hlend of \'crsl.: 

,wd organ m us ic ... Sian Pcrwn's inimit-

able, unforgeu able voice and the flowing 
rhythms of a grea t pipe organ ... Tbis 
Is Coodlligbt has come (0 he a vcry special 
program in homes c\'crywherc in the 
great Clcwla nJ market. 

For a sponso r wi ll ing to fit his messages 
inco (he forma t of (be program. the 
established listenersh ip of Tbis Is Good
lIigbt can provide a fe n ilc fidd for his 
product. 

BIll O 'Nl Il , ', .. ideftl 

BASI C 

ABC Network 
R EP RE S E N TED 

CLE V E L AND 
NAT IONALLY 

8 50 KC 

5000 Watts 
CO M P AN Y 
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