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chances are you can recall some favorite teacher whose friendly interest
helped shape your life, earned your affection. So, while the apples teachers
get may be perishable, the fruits of their efforts with pupils are not.

In the communities they serve, the fruits of Fort Industry Stations’ public
service efforts are lasting, too.

More, as part and parcel of evervday life in their localities, the seven
stations listed below have earned the same kind of affection that favorite
teachers do . . . have become trusted and listened-to friends of their com-
munities. To advertisers this means these stations speak with voices of
authority.

THE FORT INDUSTRY COMPANY

WSPD, Taledo, ), * WWVA, Wheeling, W, Vo, * WMMN, Fairment, W, Va,
WLOK, Lima, (). * WAGA, Atlanta, fia. * WGBS, Miami, Fla. * WIBK, letroit, Mirh,

National Sales Headguarters: 527 Lexington Are., New York 17, Eldorado 5-2153

“You run bank on o

Foer bribiiates Stonpun™




WFIL-FM FAX
STARTS WITH
7 ADVERTISERS

S-CITY
LISTENING UP

NBC TO GO
ALL OUT FOR
FRIDAY NIGHTS

POLITICS FORCE
EARLY PLACING

OF SPOT

WESTCLOX
TESTING TV

TWO NETWORKS
FOR ALASKA?

WBRE SHOWS
LOUIS-WALCOTT
FIGHT TO 6,000

——

S...SPONSOR REPORTS..
. SPONSOR REP

August 1948

WFIL-FM's first commercial eight-page FAX edition of Philadelphia
Inquirer July 15 carried advertising for 7 advertisers, including
Bold Cigars, Parkway Bread, Greystone Wines, Lit Brothers (depart-
ment store), J. M. Korn advertising agency.

=SR-—

Listening in 5 areas surveyed by Pulse--Cincinnati, New York,
Chicago, Philadelphia, Boston—was up for May-June with these areas
combined producing more dialing than year ago. Baseball stations

contributed to maintaining high level of radio interest.

o

This fall NBC will concentrate on building Friday night as week's
top listening evening. Strong line-up of programs plus sizable pro-
motion budget are combined to fight nighttime sportscasts generally

scheduled at this time.

SR

Regular and seasonal advertisers are placing national spot schedules
months earlier than usual due to fear that political broadcasting

may tie up many hours previously available.

o

which
is testing TV
Once-a-week

General Time Instruments Corporation (Big Ben-Westclox),
hasn't used broadcast advertising for over 10 years,
for 13 weeks ending September 22 via WBKB, Chicago.

minute film is being used.

-SR-

Alaskan income has so pyramided during past 3 years that area not
only justifies 5-station network but there is talk of 2 networks
within next 3 years. Lot of money is being poured into territory by

Washington which looks upon Alaska as prime defense area.

—SR—

Although Wilkes-Barre, Pa., has no TV station, WBRE demonstrated
RCA's 7' x 9' projection set night of Louis-Walcott fight to 5,000
fans outdoors at station's FM transmitter and proposed TV site.
Another 1,000 saw fight on four other receivers. Traffic previous
night when fight was cancelled on account of rain was jammed for 7
miles back to Wilkes-Barre. Fight was picked up from Philadelphia
station. Hooper's Telerating on Louis-Walcott fight was 86.6, top-

ping radio's greatest index, 79.0, reached by FDR's war message.

SPONSOR, Vol 2, No. 10, August 194§, Published monthly by Sponsor Publications Ine. Publication offices: 5800 . Mervine St., Philadelphin 41, Pa.  Advert E
tal, and Circulalion oﬂica 40 W, 52 81, New York 19, N.Y., Acceplance under the acl of June 5, [93% al Phlirrdpfphm Pennsvioania, .:fm‘:n’ zed [IJlrrf rd: er ?m.:l:?; S
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MYSTERIES AND
AUDIENCE PAR-
TICIPATIONS
LEAD

L. A. EXAMINER
AND DON LEE'S
KTSL JOIN IN
TV COVERAGE

STATIONS PLAN
CORRELATION OF
LOCAL MARKET
DATA

16 LANGUAGES
ON N. Y. AIR

20th CENTURY-FOX

LEADS FILM-TV
INVASION

RADIO MFRS
PLAN BIG SET
ADVERTISING
CAMPAIGNS

SPORTS STILL
TOPS IN TV

L ——

. . SPONSOR

Leaders in summer network fare are 8 mysteries and 5 audience par—
ticipation programs. "Take It or Leave It," 2 "Stop the Music'" 15-

minute segments, '"Break the Bank,'" and Bob Hawk are in Hooper "First
Fifteen," as are "Fat Man,!" "Mr. D. A.," "Your FBI," "Big Story,"
"Gangbusters," "The Sheriff.," and "Mr. Keen."

o

Don Lee TV and Los Angeles Examiner have signed long-term mutual
assistance pact insuring Don Lee's KTSL of top-flight news coverage
and the newspaper of headline TV promotion.

—SR—

Emphasis on market research by newspapers is forcing stations to
augment research staffs or else employ free lance marketing research
men to correlate information on distribution, finance, population
growth, and other data of importance to sponsors. Broadcasters are
prepared to deliver facts beyond coverage and listening figures to

advertisers upon request.

—-SR-

Foreign language broadcasting has diminished throughout U. S. but 16
languages are broadcast in New York. WHOM and WOV air 135 hours

each in Italian weekly. WEVD devotes 80 hours weekly to Jewish.
Other languages aired on 5 stations (WBNX, WEVD, WHOM, WOV, WWRL) in
metropolis are Polish, French, Czechoslovakian, Armenian, Lithu-
anian, Russian, Hungarian, Ukranian, Syrian, Swiss (French & .
German), Spanish, Irish, German, and Greek.

—SE—

While all motion picture companies are getting their feet wet in TV,
most active from program point of view is 20th Century-Fox. Not
only has Skouras organization released newsreel to Camels but during
July it signed agreement with UP to service UP-subscribing stations

with stock film to give pictorial life to UP Telecast News.

-

Over $2.000,000 will be spent in advertising by radio set manufac-
turers this fall tying in with election broadcasting. Admiral's
contest for distributor-salesmen alone offers $100,000 in cash
awards for extending Admiral's dealer organization. More energetic
radio manufacturers become in selling sets, bigger broadcasting's
audience becomes.

o

5 of Top Ten TV programs in New York as reported for June by Pulse
are sports. Other 5 are film, amateur program, singer, kiddie show,

and TV coverage of "We, The People" radic program.

SPONSOR




Verified anew by 1948 Listener Diary Study!

WKY LEADS IN ﬁﬂﬂlEN(f‘JT‘l‘—‘:;’ ol the time wn competition with
20 other sations in Oklahoma City and the 4l-conny

area, plus dozens wore whicl can be heard from out-vle.

WKY LEADS DﬁY"M['lm'i"; 320% omt of 332 quarter-hours.
0 KLAHO M A C‘TY WNKY LEADS HIGH‘I"ME'I"““: 159 vut of 168 l}ll:lrll’l‘-llllllr.-.
WKY LOCAL PROGRAMS achiese larger shares of audience, on the
average, than either NBC or transcribied shows.
WKY IS FIRST CHOICE of Oklahoma |i~||-||t'l'.‘-,‘|'|r';]r]’\ and unmis-
takably . . . and the BEST BUY for advertisers!

. . in Central and Western Oklahoma

WKY PROGRAMS tou=ixtently build larger ner weekly audiences

than the competition.

¢ TWENTY otlier stations in Oklahoma City and
immediate 11-connty area, dozens more ontside. 1948 LISTENER DIARY STUDY was conducted by Audience Survevs, Ine.,
in the 11 Oklaboma counties in which WKY has 307 or more BMB
coverage day and night. during the week beginning Jannary 26, Findinas
include sets-in-use. station ratings, share-of-andience. net weekly
andience. andience Aow and composition by guarter-hours, Complete
detuils tilable from WRY or hatz Agency representatives,

WKY OKLAHOMA CITY

OwNED AND OPERATED BY Tue Okvanods Prstsnine Compasy: Tae Orvanomay asn Tives — Tue FarveR-STOCKRMAY
KYOR, Cororwo Serines — KLZ, Desven (Affiliated  Management) — Represextep By Tur Katz AcExcY
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SPONSOR REPORTS

40 WEST 52ND

MR. SPONSCR: BILL HART
P.S.

NEW AND RENEW

ON THE HILL

IS RADIO FLEXIBLE?

U. S. HOOPERATINGS
POINT-OF.SALE BROADCASTING
CUSTOM BUILT NETWORKS
REPRESENTATIVES' LAMENT
A.S. BECK COMESTO TV

TV RESULTS

$100 FOR NEW NAME FOR SPOT
DIALING HABITS DIFFER
BROADCAST MERCHANDISING
MR. SPONSOR ASKS

SPOT TRENDS

CONTESTS & OFFERS

SIGNED AND UNSIGNED
CONTEST & OFFER TRENDS
SPONSOR SPEAKS

APPLAUSE

SPUNICR PUBLICATIONY INC &
Mivn 4 ol R0 &

NBISE \88

10

17
22
25
28
30

32

36
40

42

44

48

58

68

12

84

87

94

94

i« JPONSOR PUBLICATIONS INC

Eik

10 West 52nd

COST CORRECTION
:-_ In reference to your July issue, on page
86 you list our program “It's a Hit!" as a
live package program. This is correct. |
would like to correct the cost higure you
indicate, however. A participation on
this show is $175 . . . which includes time
and talent.  Also, the contest each week
ts between two groups of men and women,
any business, not only schools and clubs.
Louvis E. WESTHEIMER
President
Westhermer & Cao., St. Louis ‘

|

|

MISSING ISSUES
A review of my library of SPONSOR
reveals the following ssues missing:
December 1946
March 1947
April 1947
May 1947
Can you help me fill in the gap? If
vou will advise which Issues you can
supply, and the 2mount, | will forward a
check immediately. We consider SPONSOR
an excellent research library on the sub-
jects your articles have covered.
Tom D. ScHoLts
Scholts Advertising Service
Los Angeles

P Some back issues are no longer available,
llowever, a fow bound volumes of the first 12 |
Issues (November 1996 through October 1947)
can still be purchased on o lirst come, Arst
sersed bakis ar $10 per volume,

COWN UNDER

Many thanks indeed for yours of the
25th March by which we note that as yet
you have not made a complete study of
the wine industry, but we look forward to
receiving this information in due course
when you decide to publish same.

As subscribers o sroNsor, we derive

very useful information and data concern-
ing the American broadcast industry, and
find that the various case historics quoted

are of exceptional value to us in our oper-
ations. Bemg the only commercial sta-
tion in Australia operating on a continu-
ous 24 hours per day schedule, we find

that our problems are very akin to those

of our American colleagues, and conse-
quently your magazine provides most use- |
ful references in all aspects of commercial
broadcasting.

Fraxcis E, Levy

Sales AI&HI{!_{,‘L‘F ‘

Commonwealth Broadcasting Corp. |

Py, Ltd., Svdney, Australia

[ Please turn to page 6

More
Listeners
per Dollar

...in Dollar Rich
Pittsburgh

Dollar for dollar. WWSW gives
you more listeners than any
other station in the potent Pitts-
burgh market, because we are
giving Piusburghers what they
want to hear 24 hours a day.

We know they like lots of z=arts.
So, we give it to them! We know
they enjoy plenty of pooular
music. So, we give It to them!
When something blg occurs in
Pirtsburgh, we know they wont
to hear about it—when it happens.
So, we have permonent remote
fines terminating ot over twenty
vitol points In the city from which
we con—and do—broadcast un-
vsual hoppenings ot o moment's
notice!

That's the kind of programming
that has made WWSW a strong
listening habit in Piusburgh,
through sixteen successiul vears
of broadcasung. A lhstening
habit that has brought effective
radio results 1o a host of cash
conscious advertisers —both
lucal and national ®,

Count us in on your fall radio
campaign, end you, too will profit
by tested volume-per-doilar
value with . ..

ol

PITTSBURGH'S
Major Independent

WWSW, Inc.
Keystone Hotel, Pittsburgh, Pa.

*Ask Forjoe




QNE STATION o ONE SET OF CALL LETTERS
ONE SPOT ON THE DIAL « ONE RATE CARD

...and Millions
of listeners !

p—— 3 l _1]_1| b o L \ BQT\_

NEBRAOSI\'A cTE—- Th [

O b

.. COKLAHOMA[

®Stittwates
Cantimng hm'us

Response from listeners throughout 6-state Mid-

America area indicates audience approval of *50,000 Watts Daytime, Non-Directional
KCMO'’s diversified programming. Mail response — .
(shaded area on map)—has come from 415 counties ST ]0:000 Watts N!ght—‘” 810 Kc.

in 6 states, plus 22 other states not shown above!

i T Nati I R fative: hn E. P Co.
Inside the measured % millivolt* 213-county area A PRARGTIHEREIRSE Lar Zdny SehiEllise

are over 5 million people . . . 54% rural,

46% urban. With KCMO's 50,000 watts
daytime non-directional, you're sure of
reaching the entire Mid -America market.

For ONE STATION coverage of Mid-Americaq,
center your selling on KCMO.

. and KCFM—94.9 megacycles
KANSAS CITY, MISSOURI

Basic ABC Station for Mid-Americo
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sig in '47—GREAT i» '48

360 N. MICHIGAN BLVD.

6

RADIO'S NO. 1 FOOTBALL SHOW

PREDICTIONS

(85.6¢; Correct in '47)
HEADLINE NEWS
FEATURE STORIES
BIG NAME GUESTS

With
COACH FRANK LEAHY

Head Coach and Athletic Director
at the University of Notre Dame

NAMED COLLEGE ALL-STAR COACH AGAIN IN '48

15 minules.
onee s week for twenty weeks during foothall season beginning

Transeribed for Local or Regional Sponsorship

week of Nirust 16 and carrying through Bowl munes January 1,
Recorded weekly following big games, and expressed (or Thursday
or Freiday hroadeastinge,

Promwotional Features  This season’s progeam ineludes new pro-
motional features sieh as autographed foothalls and photoeraphs,
newspaper nats, feature and publicity stories and othier merehan-
dising sl sales lielp to assure the suecess of “healiy of Notre
e,

Foothall
i justoaromd the corner. Beat the rash by regquesting full in-

Seoop Your Market with ““Leahy of Notre Dame™
Tormation Iull.l}.

WRITE ... WIRE ... PHONE

For Prices and Information

GREEN ASSOCIATES

PHONE—CENTRAL 5593

CHICAGO 1, ILLINOIS

40 West 32nd

continued from page 4

JARO HESS AGAIN

Mr. Ralph Brenan, owner of Radio
Station CFBC, Saint John, N. B, saw
your Jaro Hess drawings framed in our
reception reom, and nearly killed himself
laughing. He is very anxious to get a set
of prints, and as we represent his station,
we would be most happy to pay for them
if there is any charge,

Keep up the good work-—your maga-
zine is getting bigger and better each
month!

S. W. CALDWELL

Manager program division
All-Canada Radio Facilities, Lid.
Toronto, Canada

ANOTHER TV AGENCY DIRECTOR

We noted the list which you published
in your July issue of advertising agencies
having television departments.

You might be interested to know that
we have recently opened a television de-
partment with the writer as director.

Jasmes L. Hiee

TV Director

Son De Regger Advertising Agency
Des Moines

COST INFORMATION?

If you have available for distribution
any additional material mentioned in yYour
article Cost; the Classic Question which
appears on page 113 of your July, 1948
issue, | could certainly use it-

Do~xawp H. ArvoLp
BBD&O
Los Angeles

» There s a cost chart on page 54,

FRIEND OF DEKKER

Will vou be good enough ta let nie know
the name of the individur] appearing on
the cover of vour July Fall Facts Check
List?
1 am convinced that it s my old friend
William Dekker. I it is. | would like
very much to drop him a note.
0. J. NICKEL
Sterling Drug Inc.
Cronmer Co. div.)
Brattleboro, \'T.

p Lo was Bill Dekker.

Please tur to page 54)

SPONSOR




With a Single Contract

MERCHANDISABLE AREA
88 BONUS LISTENING AREA
SERVING 3,835,800 PEOPLE

PO

BROADCASTERS

BUTTE, »
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One sicnmificant faet to come out of the field of television program-

ming is the active (and consistent) enthusiasm of the erities for CBS-TV
showmanship.

\= cach of the major CBS-originated and produced Television shows
has hit the air (and met the eritie’s t'_\'l‘.\| the response has been immedi-
ate—a case of love at first sight. Tt is applause not only for purpose.
but for flfillment: for both ingenuity and technique—in news as in
music. i variety-comedy and in “remote”™ hroadeasting,

OF far greater significance 1= this fact. In a medinm which is still
i its infaney. these CBSSTY programs emerge as fully matured produc-

tions on their very first airing—as the following comments clearly reveal.




|GH

Here's what the critics said:

TOAST OF THE TOWN Sunday. 9:30-10:30 pm

“Television seemed to advance five years, at least... Sparked
by Ed Sullivan hitting a new high as an affable emeee. the
video show maintained a speedway pace ... With this show,

CBS moves ahead of the crowd as the leader in putting

together Grade A Variety fare.” RADIO DAILY

CBS-TV NEWS Monday thru Friday. 7:30-7: 15 pm

“Much better than the feature-type newscast employed by
other video broadeasters.” VARIETY
{ Also the American Television Society’s annual news award

for “the station with the year’s outstanding news program.”™)

WHAT'S IT WORTH? Friday. 9:00-9:30 pm

“Prime television programming... 1t has visual and auditory
appeal. each abetting the other. Its content is intriguing
and devoid of monotony. and its format is pleasurably
informal ... There's a tremendous wealth of aneedote and

human interest in the program.” THE BILLEOARD

PLACES, PLEASE Mon..Wed., Fri., T:15-8:00 pm

*This new backstage tele series. giving featured performers,
bit players and chorines from Broadway a chance at some
individual stuff, has a warming informal quality that makes
attractive_video...Barry Wood as producer-singer-emcee...
hits it satisfyingly.” VARIETY

FACE THE MUSIC Mon. thru Fri.. 7:15-7:30 pm

“Here's one of the neatest little musical packages to be
wrapped up for television.,™ (producer).. *has  wiscly
dressed thie show with sufficient visual mountings and has
given the singers bits of business to do. Latter factor gave
the show that allimportant movement.” VARIETY

TO THE QUEEN'S TASTE Monday. 8:05-8:30 pm

“Most TV recipe shows are a= flat as stale beer. bhut one
stanels out like a glistening grape i a avorless aspie. Mrs,
Dione Lucas... has hu=hands drooling...is something of a

teleyvision sen=ation.” TIME AMTAGAZINE
THE MISSUS GOES A-SHOPPING With John Reed
King Wednesday. 1:30-2:00 pm

“Best proof,, . of staging certain types of television shows
‘on location”." Television version “added plenty of color and

authenticity,” VARIETY

The audience backed up the critics

Certainly of equal importance with eritical acelaim
is the response of the television andience, Here,
too. CBS-TV programming has already established
elear-cut leadership.

The most recent Hooper Telerating Report
showed that four CBS-TV programs placed among
the “top 10" —more than placed by any other sta-
tion. And Gulf Oil's we T veorLe with a 46.0
rating was the No. 1 program in the New York area,

TOAST OF THE TOWN'S first rating (9:39-10:00 pin)
won more than lialf the viewers with a 56.5 share of
andience. And CBS TFLEVISION NEWS, only two
wonths on the air, was the only news program to

produce a hroadeast with a rating in the “top 107,

Praise from network affiliates

A major measure of effective nencork programming
is its appeal in other cities. Two afliliates testify to

the local effectiveness of CBSSTV programs.

“I am sure you will be interested to know that from the
comments and letters we receive, it is clear that CBS. day
after day. is doing an outstanding job in Television News,
It is programming of this type that helps build large and
increasingly loyal andiences 1o our station.”

G. BENNETT LARSON, \\f'\lJ-T\'.Phih;dd;,hfa

“Congratulations. 1 think “Toast of The Town' ranks
with the wp Television entertainment on the air, I's cer-
tainly the kind of programming stations need to build

audiences.” E. K. JETT. WMAR-TY, Baltimore

For advertisers today these uni-
versal tributes to CBS-T'V pro-
gramming have sharply practi-

cal implications. To explore

BS

them to your profit call CBS

Television.




There's onlyy one . . .

RICH
DOWNSTATE
ILLINOIS
MARKET

There's only

osne wuoice . . .

WMIX

and

WMIX
FM

"' Southern lllinois’ Most Powerful
Radio Voice"

that covers and sells that entire

rich market for you with both
AM and FM at one single low rate.

No. 2 Radio Center, ML Vernon, I11.

940 ke 94.1 mc

National Representative
John E. Pearson Company

M. Sponsor

William A. Hart

'l‘nkm; the “munitions trust’
turing du Pont's theme of b

hemistry™ has been the job, for
exacting Bill Hart.

|k f du Pont's
Hart's pet | ects, du Pont’s (
cye, it rs It
advertsu

He nt cll into the famed
wdvertising activities. Even the

n Wilhungron, Care

ripting laws He Nnce
I 1M f the [
i ! i :. - | =L ‘I I
rronw 1met 1d his sk
b n' Sina
Hart IS not an eas N
mkimng plant on the banks ol 1
world-spam tsrrio-chemic
ey enu 175, It ha
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CssI0nl munitions v AT
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talcade 1s not

1 New York re

blend of American nstor

Director of Advertising
E. I. di Pont de Nemours & Company, Inc.

taste out of peoples’ mouths and substi-
things for better Living through

of tall, husk

arried by or

1t
his watchiul

LUnder

Lifu Liona

and ins

institutional aura surrounding du Pont's
weh his headquarters. like the firm's, are
supervised by long distance phone, Hart

hearsals to sound off on production and

even to have cr worn

spite such occasional fk , the
it
From its small beginnings as a powder-

the Brandywine, du Pont has grown to a

al empire with 1947 net sales 1 plus other
« 85 plants in 25 states, plus many foreign

cathered an anti-trust suit 1911}, a con

n 11934), and a cellophane monopoly suit
s quite patriotic with regard to its position
S.: rather touchy al t during peace
0 products those developed durin
! ITIS W o (s in r D 1}

nt 1 Pont sCarch o the
mmportant Over 35 $1,250,000
3 I {cas vertis th ST L
n |;|
riismy execurives at Coaraicade amrmgs 1s a
Hart isn't there, Assistant Advertising

Advertisme

cgate isn't therd
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FARGO Jamestown — BISMARCK

North Dakota

for comp[ete coverage

of all important markets in North Dakota

The CBS Station that covers the top of the Nation

MAXIMUM COVERAGE
MINIMUM COST
PLUS MERCHANDISING

Write for our BMB Interim Survey which is now avail-
able —Get the true picture on Radio Coverage in North
Dakota

The CBS station — KSJB-—that covers the top of the Nation

AUGUST 1948
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LATEST MORNING
SHARE-OF-AUDIENCE
FIGURES SHOW A
50% LISTENER-GAIN
OVER EARLIER 1948
FIGURES . . . this in
a7 AMand 4 FM
station area. You

take it from there!

ABC

5000 WATTS
DAY & NIGHTY

WALLACE A WALKER, Gen. Mgr.
PROVIDENCE, The Sheroton Biltmorae
PAWTUCKET, 450 Main 51,

Representatives:

AVERY-KNODEL, INC.

1%

New developments on SPONSOR stories

(See "Employees Must Be Sold Too," SPONSOR, August
.s. 1947, page 31.) What's the status of radic's place in in-
g dustrial relaticns? What are management and lsbor doing?

In the election year of 1948, labor relations are assuming an important
place in the plans of many radio sponsors. It is more vital than ever to
large corporations to make their employees feel that they are a part of
the company's advertising effort, and that air advertising is not just some-
thing to please the board of directors.  Still the leader in this type of
activity is U. S. Steel, which periodically travels Theatre Guild, at con-
siderable expense, to play cities like Pittsburgh, Chicago, Washington,
Boston, and Birmuingham (all of which they visited last year) for the
benefit and entertainment of thousands of their steel workers. Campbell
Soup Company brought its three air shows, Club 15, Double or Nothing,
and Edward R. Murrow, to Camden, New Jersey, to play before 5,000
officials and employees of the soup firm at a company get-together on
June 22 last. The 75-minute show was picked up by CBS' video cameras
and carried on the network, so that the many Campbell employees and
friends who couldn't crowd into the hall could view it too. Participants
on Donible or Nothing were Campbell employees, which added much to the
enjoyment of their fellow workers. Since all three shows were technically
on a summer hiatus, normal radio schedules didn’t interfere.

Several leading advertisers staged out<of-town shows for their em-
ployees for the first time during 1947. Armour put Hint Hunt on for one
broadcast in the middle of the Chicago stockyards, where Armour em-
ployees could get a chance to see it. Coca-Cola took their two network
shows, Pause That Refreshes and Spike Jones, on the road to play the
bottling and syrup plants. R. J. Reynolds traveled the Vaughn Monroe
Show to Winston-Salem, N. C., to put on an airing for their tobacco
workers. These and other long-t'me users of the air as an improver of
employee relations, such as du Pont and AT&T, feel that the increased
costs of line charges, transportation, etc., are paid for in better industrial
relations,

There is a growing tendency among labor groups to air their side of
the case. Two of the largest and most powerful unions have their own
sponsored shows, Arthur Gaeth for the C10's United Electrical, Radio, and
Machine Workers and Doerothy Fuldheim for the Brotherhood of Railroad
Trainmen. Both are liberal-minded commentators who air political and
labor news of interest to workers and their families. For management to
say its piece, the glamor of a big-time radio show's warm-up is still an
ideal place. The other opportunities, such as ABC's labor-management
half-hour (NAM's Let Freedom Ring and It's in the Family by the CIO
and AFL, Tu 10:30 11 p.m.), are often not enough.

(See "Beer,"" SPONSOR, August 1947, page 13.) How
many of the country's leading brewers use broadcast adver-

s tising? Why are more brewers turning to television? What
® * is now the most popular type of television program among

Erewers the nation over?

The United States brewers with the largest sales volume in 1947 use

broadcasting. The ten leaders, according to figures released this June by

the Research Comipany of America, New York (listed by sales rank), are:
Joseph Schlitz Brewing Co, Licbmann Breweries

Pabst Brewing Co.
P. Ballantine & Sons
F. & M. Schaefer Brewing Co.
Anheuser-Busch, Inc.
All of them are broadcast advertisers.

Jacob Ruppert Brewery
Falstaff Brewing Co.

Blatz Brewing Co.

Duquesne Brewing Co.

Pabst is still the only brewer

underwriting a coast-to-coast network show (Eddy Cantor, NBC). It
sponsored the New York Giants football games on television last season.
Ballantine and Schacfer also include television in their advertising.

SPONSOR




ITS EASY,
IF YOU
KNOW HOW!

SOME national advertisers ver lictle busmess in the South

and mistakenly assume that Southerners “just don't have the
income.”  Actually, the reason usually 1s that the advertiser
simply doesn’t know the approach to the Southern mind

and ear.

The people in KWKH's daytime area have an actual buying
power of nearly $3,000,000,000. It's easy to get your share-

if you know how . .

KWKH has spent 22 years m learning what our Southern
listeners want to hear on the radio—what makes them buy
If you'd

radio-advertised products. We know the answers

like to have them too, we'd be happy to tell you.

50,000 Watts o CBS e

AUGUST 1948

KWKH

Texas
SHREVEPORT § LOUISIANA ]
| Arkansas
S i Mississippi

Henry Clay, General Manager
Dean Upson, Commercial Manager



INDUSTRY

BACKS
THE
BUYERS

A wide range of indus-
tries back the high huy-
ing power of 1.000.000
people in W]JIHLs 32-
county  coverage  arci.,
Dozens of diverse indus-
tries — from silk spin-
ning 1o hookbhinding —
help keep average fam-
ilyv incomes well over
=2.000
than any
in the South. You can
count on WJIL —and

stable

vearly — higher

similar area

industries — o
back your sales effort.

Cheelk W I

ONLY FULL-TIME STATION
WITH PRIMARY COVERAGE
IN THE NORTH-EAST TEN-
NESSEE, SOUTH-WEST VIR-
GINIA AND WESTERN NORTH
CAROLINA MARKETS

5,000 W

schedules.  In addition to using announcements, Ballantine is screening
the baseball Yankees this season.  Schaefer will underwrite telecasting
of the New York Rangers hockey games next season. They now telecast
a Senunute Sports Album featuring a tie-in with the Brooklyn Dodgers.

Within the last six months other beer firms, such as Burger Brewing
Co., Cincinnati; William Gretz Brewing Co. and Esslinger's, Inc., Phila-
delphia; A. Gettelman Brewing Co., Milwaukee; and Atlantic Brewing
Co., Chicago, have added TV to their regular broadcast schedules.

Sports continues to be brewers' most popular program subject. With
the exceptionof Gretz, whose currentoffering isa show (Sports Scrapbook),
the firms just named are presenting actual sports events. Burger has the
Cincinnati Reds baseball games. Wrestling bouts account for the re-
mainder.

P-S.

Since the first sroNsOR report on Nedick's, the well-known orange drink
sold successfully for years in the chain's stands has appeared in a bottled,
semi-carbonated form.  Nedick's has created a new bottling division
within itsell to handle the production, distribution, and merchandising of
the product. Ad budgets for the bortled orange are separate from the
main Nedick’s budget, and it is not sold through the Nedick's stores.
Some radio announcements (live) have already been used. They were

(See ""Radio Sells a Loss Leader for Nedick's,” SPONSOR,
January 1947, page 32.) What is the status of Nedick's
plans for a bottled, carbonated soft drink? Will they use
radio to promote it, and if so, what kind?

used mainly to test copy appeals, marketing methods, and so forth. The
main push starts early this month with a 45-second e.t. spot campaign
which will stress the summertime coolness of the drink. This winter,
when the emphasis will be on home use, the bottling ad-money is expected
Lo go for spartscasts, a Nedick :-lﬁl]dh_‘,‘,

390,306 COWS IN
WONDERLAND,*" said Alice

“Yum," said the Timebuyer, "that's a lot of
sirloins. But cows listen to the radio very
<eldem, and they almost never buy soap."

“Quite true," admitted Alice, "'but think
hcw rich the nice Wonderland geople are
setting telling cattle to meat-hungry folks. You
krncw about meat prices nowadays. And KBKI
is their very favorite station because we have
broadcasts of their stock shows and auctions and

1000 cattle market reports and lots of other things they
WATLS like. And they buy soap. And automobiles
CLASS 11 !

CLEAR and coffee and scads of other things when KBKI
("';‘:o":c‘_‘ tells them to."

*WONDERLAND: the 14 county
chunk of Texas where KBKI
sounds out loud and clear.

ALICE
(¢ Wonderland)

AfT 3

14 SPONSOR

910 KC

| JOHNSON CITY, TENNESSEE
l Nat. ReB. John E. Pearson Co..i




DO THE STARS INFLUENCE YOUR SALES?

Hundreds of millions, in their homes and in
their daily life, copy what the Stars
wear, eat and use.

a forthcoming release of Puramount Miotures Ine. starring Barbara Stanwcyek and Burt Lancaster.

A Hal Wallis production—wateh for !

Scenes from “Sorry. Wrong Number™ —

The lllli<'f\t'.-l way for you to interest the Stars, and the wotion pieture writers, Imnhlu rs

and directors, is to sell them vie KTLA. For television is Hollywood's hottest interest

—and in Hollywood. television means KTLA . .. on the air every afternoon amd evening.

Sell “nll_\ wood and you sell the world!

KTLA

PR
il '

Hollywood Studios = 5451 Marathen 5t « HOllywood 6363
New York Office + 1501 Broodwoy * BRyant 9:8700

5 _ﬂ”;) A KEY SI’ATION OF THE PARAMOUNT TELEVISION NETWORK

AUGUST 1948




Tkl ase
eople with Jols!

15,000
NOV., 1945
NET AVAILABLE
12650 UNEMPLOYED IN
' TULSA
9,000 AVh
6,000
S \_/\
MAY, 1948
ol ! |
JAN JAN. JAN
1946 1947 1748

7 Non-Agriculture Workers

People with jobs make markets, not people, alone! In Tulsa there is less unemployment today than
at any time since the end of the war reconversion period. As the graph above shows, 14,100 were
unemployed as of the end of November, 1945, with 81,750 net available emplovables. Today,

as of the end of May, 1948, only 1,125 are unemployed with 95,475 net available employables*!

Markets are people with jobs and spendable income! This combination is present in the Tulsa
marker in real abundance today. Proof? The U. S. Department of Commerce in its April, 1948
report, shows Tulsa leading all cities in the West South Central area in retail trade gains with a

27°¢ gain, over all, April 1948 over April, 1947. Oklahoma’s second market shows a gain of
only 17%5.

Advertising dollars buy more in the Tulsa marker . . .

Advertising dollars buy more radio advertising when they buy KVOO, Oklahoma's Greatest Station!

“Oklohome Stote Empleyment Service Report

TULSA, OKLA.

OKLAHOMA'S GREATEST STATION

16 e - ——— = oy SPONSOR




new and renew

@ New National Spot Business

SPONSOR PRODUCT AGENCY STATIONS CAMPAIGN, start, duration

Ansley Radio & TV Co Radios, TV scrs Chernow 15-20° Spots, breaks, pgms; Aug-Scp; 13
(Regional in East) wks
Chrysler Corp (De Soto 1iv) Cuars BHID&O 100-130" E.t. spors, breaks; Aug 15 52 wks
Fifth Army Area Recrniting? John W. Shaw 15-20 E.t. spots. breaks; Aug-Scep; 13
(Midwest, Chilcago) whs
General Foods Corp Swansdown, Minit  Young & Rubicam 10- 204 E.t. spots, breaks; Augd 165 3 whks
- Rice (Expanding current campaign)
Kellogg Co Cereals Kenyon & Eckhardr 20-30* E.t. spots; Aug 75 1.3 wks
Park Lane Co Seat covers 14 E.t.spots, breaks; Jul-Aug: 13wks
(Tesr campaign, may expand)
Super-Starch Ine Liguid starch Shaw Assoc 10-20 Spots, partic; Aug-Sep; 8-13 wks
(‘Pest campaign, may expand)
Unicorn Press Encyclopedia Leonard Approx M S-miin local pgms; Aug % 1 wk
(1-wk tese, will continue Sep)
Vick Chemical Co Coughdrops etc Morse S0-1001* Spots, breaks, pgms; Ocr; sea-
sonal
Whirte Rock Corp Beverages Kenyon & Eckhardy S5-0" Spuots, breaks; Jul-Aug; 7 wks

w New On Networks

SPONSOR AGENCY NET STATIONS PROGRAM, time, start, duration

Arabian-American Oil Co Kudner ABC 254 Earl Godwin; Sun G:30-6:45 pm; Jul 4; 52 wks

General Foods Corp Young & Rubicam ABC Meredith Willson; Tu 7:30-8 pm; (et 5; 32 wks

General Mills Inc ‘Tatham Laird ABC 260 Breakfast Club; MTWTF 9-9:15 am; Aug 16; 41 wks

General Motors (Chevroler div)  Campbell-Ewald GBS 165 All-American Soap Box Derby; Sun 4:30-4:45 pm; Aug 15;

one-time

Gold Seal Co Camphbell-Mithun CBS i Arthur Godfrey:; MTWTEF 10:30-10:45 am; Aug 3; 52 wks

P. Lorillard Co Lennen & Mitchell ABC 170 Stop the Music; Sun 8-8:05 pm; Jun 27; 9 wks

Nutional Biscuir Co MeCann-Erickson CBS 160 Arthur Godfrey's MTWTF 10:45-11 ami; Sep 6 52 wks

Pillshury Mills Inc MeCann-Erickson AB(! Breakfastin IMwood s MTWTF {1-11:15am; Sep [3;52wks
CGalen Drake; MTWTF 3:30-3:45 pm; Sep 13; 532 wks

Procter & Gamble Co Compton NBC YFri 9:30-10 pm; Sep 3; 52 wks

R. 1. Reynolds Tobacco Co Willlam Esty NBC *Fri 8:30-9 pm; Oct 8; 52 wks

Seeman Bros J. D, Tarcher ABC 11 Buddy YWeed Show; Sar 11:45-12am; Jul 31; 32 wks

*xhow not set

Renewals On Networks

SPONSOR AGENCY NET STATIONS PROGRAM, time, start, duration

Ballard & Ballard] 11leénri, Hurst & MceDonald CBS 29 Renfro Valley Folks; Sun 10:15-10:45 am;TAug 15 52 whks
Borden Co Kenyon & Eckhardr CBS w2 County Fair; Sut 0-2 pm; Jul 3; 32 wks
161 Your Song & Min Ved 9-9:30 pm; Jul 7; 52 wks
Camphell Soup Co Ward Wheelock C.BS 150 Club 15; MOPWTF 7:30-7:43 pm; Jun 28; 52 wks
155 Edward R, Murrow; MTWTF 7:45-8 pm;: Jun 258: 532 wks
Colgare- Palmolive-Peet Co Willlam Esty UBS 151 Blondic: Sun 7:30-% pm; Jul 4; 32 wks
Sherman & Marquetie GBS 151 Mr, & Mrs. North; Tu 8:30-9 pm; Jul 63 32 wks
Electric Companies Advertising N, W. Ayer CBS 156 Electric Theater—Ilelen Hayes; Sun 9-9:30 pm; O 3;
Program 52 wka i
Emerson Drug Co BBD&O GBS 154 Inner Sanctum; Mon 8-8%:30 pm; Jul 26; 52 wks
Kraft Foods Co J. Walter Thompson NHC 144 Kraft Music Hall; Th 9-9:30 pm: Jul 22; 52 wks '
Lewis-Howe Co Roche, Willilams & Cleary NBC 150 Date With Judy; Tu 8:30-9 pm; Oct 12: 532 wks
Mars Inc Girant NBC 130 Curtain Time; Sar 7:30-8 pm; Jul 3; 52 wks
Minnesota Valley Canning Co Leo Burnertt NBC 162 Fred Waring; Fri 10-10:30 am; Jul 16; 52 wks
Pabst Sales Co Warwick & Legler NBC 147 Eddie Cantor; T'u 9-9:30 pm; Sep 21; 32 wks
Procter & Gamble Co Benton & Bowles; Compton  ABC 184 Welcome Traveler; MTWTF 12-12:30 pm; Jul 1; 532 wks
Biow UBS 144 FII in Peace & War; Th 8-8:30 pm; Jul 1; 532 wks
Compton ABC 188 Breakfasr in H'wood.; MTWTF 11:05-00:30 aam; Jul 1 32
wks




a0 New

and Renewed on Television

SPONSOR

STATION

PROGRAM, time, start, duration

Arerbean Tobavon G

Athonatie Rastii
P Ml b Manirs
IS0 Brlgos G tonais)
Chesraletr Pastlvrs Asan
Ciry Liguor Dlsoribunrors
(5 ke W Ine)
Covperal Fleerrle Supidy Ci
ol Voods Corp (Sanka)
L1 ol Ve Insteoments
Carp  (Wesielos Seith
Flvsmisis, eig)
Tavorpge™s Wadio X TV o

Cimbel Brox and Plerce-
Phelps. Ine

Connnnther Brewing G

hool Vent Mool Awnlngs

iy Mros (depr stare)

Aliller Brewing G

Moneer Sclenrihe Corp
CPalirakd 1S fens)

Pantine Dealers Assi
(ol Philag)

'rovier & CGamble Co
(rell, Ivory Snow)
RusInskl Furniture (o

Shetheld Farms Co
Sinvmons (
Simun Distributing Co
(Motarols radle, TV)
Stanidurd OO0 Co (of N, 1)

Sun Ridio €
Mermondyne Corp
(nir conditinners)
Tom’s Auto Servive
Waleo TV Lens
Wirrd Radla Ca
Whelan Drug Stares

AGENCY
oW Awer
SN Aver

Solis 5. Cantar

€. . Fergusan
Camphetl-Ewald ol N %
PHreet

Boswnran & Blivk
Young & Rubicum
RDBX O

Reabert d. Enders
Rusherr 1. Enders

W, Walluce Orr
Robert . Enders
irect

1R [ZUN]

Cayvton

Harry Felgenbamm
Renton & Bowles

Fllis

NLW, Ayer

Young & Rubicim
Henrey 1. Kaufman

Marshalk & Prant

Kul, Ehrlich & Merrlck
Van Diver & Carlyle

Henry 1. Kaufman
Scheck

Ral, Enhrlich & Merrlek
Direct

New Agency Appointments

AVARDLN. N,
AHEN=TTN L Bufl
AWCHRS-TVY. N,
WRGH: Schen.
WIMTA, Phik

AWEAL-TY, Phlla.

WN W, Wash,
WARD, N AL

WIEMI STV Miilw,

WHEN-T\, Bufl.
WA, N. Y,
Wik, Chi.

AWNEAYL Wash,

WEAU-TY, I'hila,

WA, Wash
WNBW, Waxh,

WOAL-Y, Phila.
WTMI-TV, Milw.

WABD, N Y,
WK R, Chi.

WPz, Phila,
WARBD, NOYL

WHEN-TY. Buff.
WARD, N, Y,
WERS-TV. N, Y.
ANBAV, Wash,

WBEN-TY, Bull
WOEBS-STY, N Y
WRGH, Schen,
AN B, Wash,
wABnD, N Y

WNBW, Wash.
WHBEN-TV, Bufl.

Spots; Jun 1o 13 wks (r)
Spots; Jun 30; 13 wkn (n)
Spots. Jun 285 26 whks (F)
.lsnuln-; Jun 2K; 13 wka (1)

51
*u|m'h. Jul 7: 4 wkx (r)

Yinkee font hall garmmes, thro fall season (n)

Spats: Jun 17; 10 wks (n)

Spats:Jol 2; 13 wka (n)
Spots: Jun 16 13 wks (1)
Spois: Jun 29 13 wks (n)

Spots; Jul 6 4 wks (r)
Street Singers Frl 9-9:05 pm; Jul 2
Ivele WP MW 6-6:15 pm: Jul 12

Teleaports; Th 11-11:45 pons Jul 25 13 whks (r)
Partic In *Televislon Journal®™: Jul 10: 4 wka (r)
Lits Phaave Fung Tu 10-11 am; Jun 22; 13 wks (n)

Spots: Jul 2; 4 wks (n)

Wrestling bouts; ‘T'h 9:30 pm=closes Jul 15 13 wks (n)
Buddy Young-Richy Victor Show; -min as sched Fri oires;

13 whs (n)
Zanl Ribletn; Sep s 10 wks (n)

Velexlsivn Fashions on Parmde; Fri h-X:30 pm; Jul 24: 49 wks (n)

Spots; Jun 17; 13 wks (n)

Smuall Fry; Mon 6-6:30 pm; Jun 25; 13 wks (n)

Spots: Jul 19; 26 wks (n)
Spots: Jul K: 4 wks (r)

Spots: Jun 305 13 wks l‘_n;
Spots; Jun 28; 26 wks (n
Spots; Jun 30 26 wks (n)
Spots: Jul 2: 13 wks (r)
Spors; Jun 16; 13 wks (r)

Capital Citlzen: Tu 9930 pm; Jun 15 13 whks (n)

Spots: Jun 27; 26 wks (n)

WN A, Wasl.
\\‘Alil). o T

Spots: Jul 2; 13 wke (r)
Charade Qulz; Th 8-8:30 pm; Jul K; 10 wks (n)

s Toorball games: appros Sen 15-Nav 805 season (r)
w Buslness: Mon 7-7:15 poi; Jul 93 26 wky {r)

SPONSOR

PRODUCT (or service)

AGENCY

Ablan Tnc, Dallas
Vmerican Hedding Co, N, Y.
Elizabeth Arden 8

Sules Corp, N, Y

Arlington Briar Pipe Corp, N. Y.

Bloomingdale Bros e, N, Y,

Hrosdway Appliance Distribution Corp, N Y.

Burdgess Sevd & Plant Co, €
Byer-Rolnlek Co, Gurland
Camphell Soup Co, €
ade Products, Sa
uise & Capra Pipe ©

shurg Mich,

Ao
smden N J.

ndra Calif,
CLary,

Berkeley

leago & Bastern HHinols ®, R., Chi.

Jub Mumlnum Products Ca, Chl

on tinental Mills Ine, Seattle

rafrex 'roduces Corp. 1. A,

{
{
{
10 B Connelly Co, Portlind Ore,
[
[ {

Iavis Bros Fisheries tne, Glouvesier Mass

Irabler Brewing CGo bne
Prrug Prostuces Co Inaey 1
Lbhy Shaow Corp, Eplie I

Fullows Muedical Mig Ca ne.
Fheldshom gl Pen CGo, N2 Y

Albany

e N

NoA

Firss Santonal Bank, St Louwis
Farwesy Conservatlon Ine, Portlamd Ore.

Petier Fox Brewing Gao, Chi
Coirties rewing Cin
Eaplomanty MWoinne o I,

"

. Rochesier S, .

Coolden West ltrowipg Co, Gakland
Girvv e Labrstories Tne, St Lowis

fomnt e Mrewlng o, Rulio.

e Mapsen’s Lab Ine (Janket Brand Foods div),

lvehe Fillls N Y
Phsksniny Winders Ine. N Y
It lanal T ares Corp, N
havs-Sewport Inc, Pros
hovainiey - A enr €, Pros
hoode korbuw ker §od] Savings
s bo il ta
wer L add, il

\

Asan, N Y

Latndbily Sports Arena, Laonsslale 181

Ny fogshiaw ta thi

EaheSuta N 0

Mauchaetban Hars Ine S0 Sorwalk Cimn.

Ml LA
oI MIHS Secil Gerosser D
Satthema b D vades Produe s, N

o LTI N A

\
Peprivin Coae asy Rutherford N

Kal-Wave home permancnt
Mattresses, springs, couches, beds
Cosmetles

Uipes

Department store
Launderall washing machines
Seeds, plants

Men's hats

V-8 julce, carsup, chill sauce
Automotive lubrlcanis

Brilar pipes

Hirdlway

Cooking utenslls

Norge distributor

Prepared ple crust

Reflex cnmeras

Fisherles

Heer

Pharmaceuticals

Fleer-Alr shoes

Proprictary

tall pens

Banklng services

Forest conservatlon

Fox IDeLuse Beer

HBeer, ale

Bevr

Reer, ale

Bramo Quinione Cold Tablers
levr -

Fonnl products
Photmgraph alboms
Lautes products
Shoes

PMlastic 1lle

(13
Carstile soap, shampon
Coamuetles

Apor yentes

Andy Larshaw body rab, Gorjus hsirc

dressing
Auto pollsh
Men's hares
Hearing alds
Sewvils
Sealtest producis
Dgesilve ald

1 Please turn to page 84)

Melton., Dallas
Jdasper, Lynch & Fishel, N, Y.
Bozell & Jacobs, N, Y.
Battistone & Bruce. N. Y.
Mhﬁ'rt \\mn.llt'\'. "

Il L. Mihle. N. Y.

mndkiml Jaice & Morgan, Chi,
Tracy-Locke. Nallas
Dancer-Fitzgerald-Sample, N, Y.
Ad Fried, Oakland

Ad Fried, Oakland
Erwln, Wasey. Chi,
Leo Burner, Chi.
Richard . Montgomery. Porthind
Keene & Keene, Seattle
Bass-Luckofl. 11"wood.
Danlel F. Sullivan, Boston
Woodward & Fris, Albany
\\'mtloy. NOY

1l. Long, York Pa.

|.?P Ramsdell. Phila.
Lee Murray. N, Y.
Gardner. 5t. Louls

House & Leland, Poriland

1. W, Kastor, Chl.
Raogers & Smilth, Rochester N, Y.
Ralph 11, Jones, Clncl,
(.rnrm-l Lynn, S. F.
srrdner, 51, Louls
W, Wallace Orr, Phila.

MeCann- I'ricknnu. NY
Leland Ko HMowe, N Y.
Foote, Cone & Belding, N Y.
I3en Kaplan, Prov.

Joseph Maxlield, Prov,
French & I'rn-umn. Uy e

hastor, Farrell, Chesley & Clifford, N,

Ruthraull & Ryan, Chi,
Jaseph Maxfield, Prov,

Hozell X .Im‘nhu. Chi.
Furman, N
John AL Calens, N Y.
Anderson, L. AL
Flack, Syracnse

2t i .\u-r Ne=Ye
‘\-ll'l\\ Ns

3.




AFTERNOO

STATION-PREFERENCES E
Nn"IOWA PLUSY”

Now you ean know what stations are listened to most in
ALL THE 116 COUNTIES IN “10WA PLUS™ as well as in
Polk County (Des Moines). whieh accounts for only 69 of

the area’s population.

C. E. Hooper, Ine. polled a seientifie eross=seetion with the

question: “*To what stations do you and your family listen
most frequently or the most time?”” The resulting Report
lists the pereentage of mentions given each station with
19 or more.

AFTERNOONS, WHO GETS 27% o NEXT STATION GETS 8%!
For the period 12:00 Noon to 6:00 PN, WIO was rated first
by 27% of respondents. Eleven other lowa commereial
stations polled 19 or more. The eombined rating for all

these stations totalled 329%.
We believe these figures from the Winter 1948 Listen-
ing Area Coverage Index support WHO's philosophy that

People listen most to that station whose programming pleases them
best. whose Public Service arouses their greatest lovaliv. and whose
commercial necessities are handled most sensiblv.

rite-for availabilities ask Free & Peters.
Write. T labilitic or ask Free & Peter

-~ Wil

% for lowa PLUS +

\ : DES MOINES . . . 30,000 WATTS
: Col. B. . Palmer. President o I'. A, Lovet. Resident Manager
\/ FREE & PETERS. INC., National Representatives

AUGUST 1948 19
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Albugquergue
Beawmaont
Hoise

Buffalo
Charleston, 5. (
Columbia, 5.1
Corpus Chiri=ti
Davenport
es Momes
Denver
IDuluth

Fargo

Fr. Worth-Dallas
Honolulu-1ilo
Houston
Indianapolis
Kansas City
Laonisville
Milwankee
Minneapoli=-St, Paul
New York
\'lr['lli\
Omalia
Peoria<Tuscola
Portlamd, Ore.
Raleigh
Roanoke

=an Diego

St Lomis
seattle
Syracuse

Veere Haute

KO
KIEDM
K D=11
wWGKR
WCsC
Wis
KRS
WOl
Wilo
KVOD
W DSM
WDAY
W\ BAD
KGMB-KIIBC
KAYZ
W Isll
KMBC-KFRAM
WAVE
WAAW
WTEN
WAICA
Wl
KFARB
WAMBD-WDZ
KEXN
WPTF
WDBI
K=1))
k=D
KIRO
WFBL
Wil

Television

Fr. Worth-Dallas WEAPTY

Lonisville
\1'\\ \Iurk

St1. Louis

WAVE-TY
WA
RSDTYV

NBC
A B
CBs
CHS
CHS
NBO
NBO
ANBC
NB(
ARC
ABC
NBC
ABC-NBC
CHs
ABC
AHC
CBS
NBCO
AR
ABC
IND
\BC
Chs
CBSs
ABC
NBL
CHs
CBs
NI
s
CBs
\RC

SPONSOR
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Hm\' do vou engage vour salesmen- -
by “hasic groups™ and “supplementary

groups,” a dozen or a hundred at a
time?  And then how do you train them

to sell—with one “personality” and one
sales appeal, regardless of local prefer-

ences or |>u!t-r||iuls?

Spot radio (Bull's-Eye Radio) is a
salesman who can go into any market
or markets in the nation—many or
where wish

few —when and

and can then “work” those markels

FREE & P

you

-

B

as required by the individual problems
encountered.

Bull’s - Eve Radio is market - planned

radio. 1L can be used alone, or lo

reinforce network radio, national maga-
zines, newspapers or outdoor.  For
years, I & P

itsell to Bull's-15ve Radio exclusively.,

sixteen has devoted
We know most of its opportunitics,
most of its pitfalls, and would be as
happy to tell you about the one as the

other. Would you like to discuss it?

TERS, inc.

Pioneer Radio and Television Slation Represenlalives
Since Moy, 1932

NEW YORK

ATLANTA DETROIT FT.

WORTH

CHICAGO

HOLLYWOOD SAN FRANCISCO

21



ON THE HILL

U. S. Spends 42.9 of Income for Food

Despite current cutting of advertising budgets (including
broadeasting) by food processors and distributors recent De-
partment of Commerce reports state that the average family
food budget rakes 4297 of inceme. New food organizations, in
an effort to obtain part of that 4297, are entering the broadcast
advertising field and are expected to force the withdrawers back
into the fold. Broadcasting affects buying habits of 9377 of all
Rent is still second consideration of consumer market
and apparel a close third (rent 12.597, apparel 1277).

famulies.

Miami May Be Sold As TV Luxury Market

Bob Venn (through Joe Bloom) is trying to persuade prospec-
tive TV advertisers that Miami's WTV]J will reach a luxury
market in the lush TV-equipped vacation homes. Station's
test patterns are expected to be on the air before the middle of
August, with plans for a star-studded schedule in the making
FCC could throw in a monkey
wrench by refusal to okay sale of pending operation to Wolfson-
Meyer theater operators, but isn't expected to.

for November-December.

Credit Spending Continues Up

Lack of credit controls is speeding spending throughout U. S,
Unless the special session of Congress acts, credit will reach an
all-time high during the latter half of 1948. Mortgage credit,
mstallment credit, loans on securities are all on a rising trend.
Money in circulation is also expected to rise to $700,000,000
by end of year. That's an all-time high, 1t means both con-
sumer cash and credit will be ready and willing to be sold by
advertising. This poses a new problem for radio and all adver-
tising.  Should it sell all it can, o1 should it just sell what it
should.  1t's a toughie for “'frec enterprise.”

FTC Decisions Put Heat on Continuity Acceptance

Federal Trade Commission is dotting “i's and crossing “t"s in
recent decisions.  This has had the net result of network com-
mercial continuity clearance departments’ doing likewise. When
the FTC states that Lamora with one 1" is okay for a wool
fabric and Llamora with two “I' s isn't because it implies the
presence ol Hlama wool, it mitkes the networks® censorship de-
partments look even deeper than they normally do for “*hidden®
nwanings. Try to figure through the spoken word on the air
if there are two 1" 's or one in Llamora.
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More “Public Relations” Insurance Advertising

Insurance companies will be spending more money for broad-
cast advertising and advertising of all types this fall and winter
than they have during the past ten years. Copy on programs
will be directed to educating public on state insurance laws and
their operation. Reason is a public relations one, since Federal
Trade Commission is making an intensive study on monopo-
I'stic tendencies in insurance field which are said to be helped
by state laws.  Study will take 15 months, and then some anti-
trust actions are expected against a number of the companies.

Discount Control May Help Advertising
Maximum discounts for grocery products and rubber tires may
he set by Federal Trade Commission this fall. Both grocers
and automotive supply dealers want some protection against
discriminatory quantity discounts and have appealed to the
Commission for action. Control over discounts may enable
food and rubber manufacturers to divert monies, now expended
in discounts, to advertising.

Farmers to Continue to Have Spending Money

Last minute extension of present farm program insures major
farm prices’ being maintained for at least two years. This
means that the farmer, who has more money to spend than
ever before in U. S. history, will continue to be a prime market
for broadcast advertisers. More and more rural stations will
slant their programing towards the man who makes his income
from the soil.

U. S. Income to Hit High in 1949

America's disposable personal income for the first half of 1949
as estimated by the Department of Commerce and other
Washington sources will be at annual rate of $204,800,000,000.
This compares with $82,500,000,000 in 1929. Cost of living
index, on the other hand, is said by the same sources to be
rising at a higher ratio than dispesable income. Advertising
costs are not rising as rapidly as other marketing factors.
Generally speaking the lowest percentage of cost of products
in five years will be spent for advertising, but this lower per-
cent will still be the largest amount spent for advertising
for all time.

Anti-Trust Suits Continue

While anti-trust suits are expected to be cut considerably if the
Republicans win the clections this fall, there is no present let-up
in the activities of the Justice Department in this field. Most
recent industry to feel the heat of the law has been the wall-
paper manufacturers, a number of whom were accused of acting
in restraint of trade in stabilizing prices and enforcing estab-
lished resale prices. Advertising by these companies (there
were cight of them) hasn’t been big, but a copperative campaign
(including radio) which had been planned by the Wall Paper
Institute has been scotched as a result of grand jury indictment
obtained in Philadelphia by the Justice Department against the
Institute and manufacturer members,

Postal Receipts Top Record

Postal receipts are held in many quarters to be a good barometer
of business conditions throughout the U. S. Fiscal year ending
30 June 1948 is said to have been the Post Ofhee's biggest 12
months. New York alone increased its receipts $10,500,000,
hitting all-time high of $142,500,000,
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Put them all together - - - -

and you’ve got Florida’s first
and only 50 KW transmitter

More thon thot. For next manth, when WGBS maves up inta that
select group of 50,000 wott stotions, you'll hove o powerful new

ice to trovel your soles messoge throughout the rich southeast Florida
coost cities. Ta reoch the fostest growing metropoliton areo in America
with on impact second to non

CBSin MIAMI « The KATZ Agency
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There’s a lot more to it than this...

In business there's a lot more to thar calling card than formal

presentation of a name. It means someone no farther away than

your receptionist is bere . . . right now . . . to see you personally.
And if the card carries the name of a Weed and Company

representative, it means even more. It tells you:

1. that the product represented is Spot Radio — one of the most

proficable and most flexible of all forms of advertising.

2. that the salesman of that product has taken the trouble to learn

about your business before coming to talk about his own.

3. that — like all Weed and Company men — he has over 250 years

of combined experience behind him . . . wich all it implies in

terms of practical skill in an ¢cnormously complex medium

where skill is at its highest premium ... and . ..

4. that this skill was produced by two basic factors: extensive

knowledge and plain hard work. They always pay off . . . in any

business. They arc indispensable in Spot Radio. They are,

in short, the two major reasons why Weed and Company service

has proved so valuable to so many successful advertisers.

ec e e d radio station representatives

& new york * boston * chicago ¢ detroit
d Il C @ 111 I) a2 y san francisco ¢ atlanta ¢ hollywood
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Is radio the
most flexthle
medim?

In several important respects
it measures no higher than
black and white. but there’s an

extira something

0\'8!_“-0"".: Over $15,000,000 in broadcast time has been

cancelled for this fall with the explanation that
the advertisers are shifting moneys to “more flexible
media.” In a majority of the cases the cancellations were
of network radio.

It is not so easy to check cancellations in national maga-
zines. Consumer magazines do not, like broadcasting, live
in a fish bowl. However, a study made among 36 national
advertisers indicates that 309 of them are cutting their
mass magazine space. They are giving magazine repre-
sentatives the same reason that network salesmen have
been given. They are going to use “more flexible media.”’

There is little question, at this time, but that most na-
tional advertisers want to keep their 1948-1949 budgets in
a liquid state, free of long-term commitments. They want
to be able, if necessary, to about-face right in the middle of
a season—to change copy appeal and even the product in
their advertising. The season 1948-1949 is destined to be a
cash register season. Costs of producing most products are
continuing to rise, and buying resistance to price increases
continues. Stockholders are reading their quarterly re-
ports far more completely than they have for the past few
years. Wall Street brokers report that requests for corpor-
ate annual and periodic reports on the part of both tradeis
and the investing public have increased by over 159;.

Most management consultants recommend avoiding
long-term commitments. Advertising in certain media
can be used hand-to-mouth without losing much (if
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anything) in the way of discounts. In
network broadcasting, volume and fre-
quency discounts are a vital factor and no
time is sold in less than 13-week cyveles.
Besides the discount factor there is also
the vital consideration of listening habits.
An advertiser in a network slot, if he has
the correct vehicle, gets more in circula-
tion for his money practically every sea-
son he stays on the air. With few excep-
tions, the network programs with top
audiences and Yop sponsor identification
are those which have been on the air for
a long time, continuously and in the same
It is this mcrement which
has forced advertisers to conclude that
network radio is inflexible -that you
can't get in and out of it quickly and

time period.

effectively

From that point of view broadcasting
is inflexible.  Bonus audiences aren't col-
lected rapidly. Listening habits aren’t
But that fact, how-
ever, has nothing to do with advertising

chinged overnight

{lexibility. Through a program with an

increasing regular following an advertiser
hias anaudience ready, willing, and able to
be sold what the advertiser has 1o sell,
I'he audicence 15 his

Having an audience, it’s up to the
iwdvertiser w sell he has to sell.
| lere itest Hexibility,  It's
true that network radio used this
Hexihility: except in hirehhike and cow-
catcher conuer s betore and alter the

rim adyertising |

the part ol g advertiser
will be confused h
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that listener faithfulness is dissipated
through multiple commercials. Tests re-
cently conducted by one of the leading
soap companies proved to the satisfaction
of that organization that they could sell
an almost unlimited number of products
on one program, just as long as the prod-
ucts were noncompeting items and the
commercials weren't run rogether. The
research head of this company believes
it's possible to use a big program on the
air as a multiple advertising carrier. The
Lux Radio Theater hour, it is believed,
could sell as many Lever Brothers prod-
ucts as the Cambridge firm decided to
carry on the program, without hurting the
high listener-rating of the program or the
impact of the advertising. That it hasn't
been used is more because of the desire to
make the program a top prestige item for
Lever Brothers than because there is any
feeling that by using only Lux copy it
sells more Lux soap.

A top network program with a great
audience is not an inflexible advertising
medium.  Not only can it be used to sell
as many products as the manufacturer
desires rwithin the limitations of network
ritles and regulations) but it doesn’t have
to sell the same products throughout all
sections of the nation. There are few
praducts with national distribution which
have equal acceptance in all sections of the
country, On any of the four networks it
is possible to have regional cut-ins for
special commercial copy.  Regional cut-
ms qare l]'ll“i!"t'ﬂ"\i\'l' and can iH]kL' Aans
nerwork as pliable as direct mail.  Split-

ting anetwork into sectional links as far as
advertising copy is concerned is another
indication of the flexibility of network
radio.

The big negative on network broadeast-
ing still is that you can't get in and out of
it quickly. If, instead of looking upon the
medium solely as an advertising form, the
advertiser looks upon it as a continuing
personal contact with his market, there is
usually very little worry about getting in
and out. Few great corporations cancel
all their advertising if they expect to stay
in business. Since broadcasting is a very
personal link between advertiser and con-
sumer, many advertising managers feel it
should be the last medium to be cut in a
budget. As the vp in charge of advertis-
ing for a great food company stated when
fighting a management directive to drop a
long-sponsored network program, “We
lose more than we gain when we cancel a
program like this. We may save some
immediate dollars but we cut ourselves off
from millions of our customers — cus-
tomers who have been educated 1o buy
our products while listening to our show.™

I {e had to drop the program despite his
plea. Since bankers control many corpor-
ate operations they frequently are guided
by financial reports which must by their
nature give an incomplete picture of com-
pany operations.

All the so-called inflexibility of broad-
casting is missing from spot radio. 1t's
possible to get in and out of a spot
campaign  within - two
weeks, a spot program operation within

announcement
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four weeks, Early in June, executives of
Colgate-Palmolive-Peet met for three
days to decide what markets they’d drop
and in what markets they desired extra
push. The meeting made its decisions
around 11 a.m. one day and two weeks
later new markets were being saturated
and worn-out markets had been dropped.
Colgate is a great believer in spot broad-
casting.

When U. S. Steel found itself involved
in a labor dispute and wanted its side of
the story brought to the public in areas in
which Steel had plants and others in
which it had big stockholders, it turned to
spot advertising. 1t had a paid statement
by Benjamin Faitless on the air within a
few hours after it was teletyped to sta-
tions. This advertising being of a public
service nature, stations cancelled other
commercials for it. They have done the
same for commercials on the union side of
a labor dispute.

Spot broadcasting is the most flexible
of all media. Advertising copy conceived
at noon can be on the air the same day.
By means of spot it is possible to hit as
few or as many territories as desired. |t
is possible to pinpoint advertising's im-
pact by using stations which cover only
their immediate areas or outlets which
cover as many as eight states. It is
possible to saturate a market quickly
with multiple announcements daily or to
cover selected areas.

With spot broadcasting it's possible to
tie in programs and announcements with
individual merchants or chains of stores.
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It's possible to send listeners into stores
specific stores —asking for promotional
literature. The flexibility of spot broad-
casting is virtually limitless. It's even
possible, despite the fact that broadcast-
ing is a mass medium, to pinpoint adver-
tising in some territories to the exact
economic or educational strata that a
sponsor desires to reach. He can hit at a
discriminating level through a station like
WQXR (N. Y.). A young audience can
be reached through the WNEW'’s of the
nation. There is a group of farm audience
stations for the firm which wants them.
Even the negro listener has special pro-
gram likes which enable a user of spot
advertising to reach him.

Because of station block programing
it's possible to buy ready-made audiences.
Because of research studies (diary, Con-
lon, City Hooperatings, Pulse, Whan, and
a variation or combination of the tech-
niques used by these research organiza-
tions) it’s possible to have a fairly accu-
rate idea of the exact audience being
reached. Results are as immediate as
point-of-sale advertising, as checkable as
newspapers, and as low-cost as throw-
aways, An advertiser who shifts out of
broadcasting with the statement that he
is going to use a more flexible medium
can’t be aware of the scope or the inherent
possibilities of the air.

Where an advertiser doesn’'t want the
problems of buying individual stations,
and where current conditions preclude a
long-term coast-to-coast network com-
mitment, there is always the regional net-

work field. More of these networks are
being formed almost monthly, designed to
cover sections of the country wh ch have
similar buying and living habits. They
are usually conceived so that they parallel
the natural
national consumer goods corporations.

sales territories of great
They are either extensive collections of
small stations, or intensive linkings of a
few powerful stations. They bill as a
unit, promote as a unit. They are not
quite so flexible as individual stations nor
so long-term as national networks in their
contractual operations, although indi-
vidual regional chains differ in their mini-
mun number of weeks and cancellation
requirements, etc.

Broadcast advertising runs the gamut.
It can be used to reach a mass audience of
over 9077 of the nation, or a night captive
audience shopping in supermarkets in
Connecticut.  Advertisers can get into
and out of the field within a few weeks, or
use it without a change for years. Not
only can broadecasting reach any audience
flexibly, but it can put that audience in a
buying mood,

When million dollar corporations bow
out of broadcasting—or cut radio adver-
tising budgets—with the excuse that radio
is “inflexible’ it's an admission that they
don't know to
It is just as if a food manufacturer were
to tell the stockholders that he couldn't
sell in a chain of supermarkers. [f broad-

how sell the listeners,

casting can't be used effectively, there's
liable tc¢ be something wrong with th
product or the sales philosophy. xS
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y. To the enormous compilation
net_mrl:’ of radio research data which
h is served up to sponsors at

intervals has been added U. S. Hooperat-
ngs. Unlike Hooper's Program Hooper-
atings, City Hooper Ratings, and more

‘ recently, Hooper's Teleratings, the U. S.
] Hooperatings purport to be complete

figures on actual listenership to network

k ° ° programs throughout the United States.

All other Hooper studies are made on a
comparative popularity basis via the tele-
phone. U. S. Hooperatings combine tele-

@
phone coincidental ratings with diary- |
J study information from nontelephone
homes.

Diaries are also placed in telephone
homes, in order to obtain the relationship
between diary-reported listening and co-
incidentally-repoited telephone listening.

Few people understand limitations Proceeding on the thesis that his tele-
phone coincidental ratings are currently
and S‘l‘ﬂll;.'; l"’illls of ll"l)l"‘l'.h' the most accurate indices to radio listen-

ing within the cities surveyed, Hooper
uses them as his base and computes the
inflation present in diaries by comparing
the diary-reported listening in telephone
homes with the coincidental-reported
listening. He then scales down diary-

nationwide suarvey

Interviewers filled out forms like this as they checked listening for U. S. Hooperatings. Sheet included second radio set information not usually checked '!.
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reported listening in nontelephone homes
proportionately.

Some research men feel that the tele-
phone-home coincidental deflates listen-
ing. The first reason for this feeling lies
in the fact that Hooper does not ask, for
his semi monthly report, whether there is
a second radio receiver in the home and if
it is in use. During the period in which
the U. S. Hooperatings were taken
(January-February 1948), the question as
to second-set listening was asked by
Hooper interviewers in all the 84 cities
which were used by Hooper as his co-
incidental base. Thus the lack of second-
set information which tends to deflate
ratings was eliminated. Other claims of
deflation, such as the fact that the tele-
phone coincidental can rate only an
“average minute of listening,” and thus
the respondent reported as not listening
may have been listening to almost all the
program, yet not at the exact minute
called, apply to the U. S. Hoopers as to
all of Hooper's reports.

In any event, Hooper figures, U. S. or
otherwise, certainly do not inflate listen-
ing. The scaling down of reported listen-
ing which has taken place in computing

TIaTOu
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the U. S. Hooperatings may best be
attested to by the fact that for the
Chesterfield Supper Club, diary telephone
homes reported more than twice as much
listening (20.1) as telephone coincidental
families in the same areas (9.2). Thus
diary-reported listening throughout non-
telephone homes was scaled down more
than 5077 to obtain the U. S. Hooperat-
ing and the number of listeners to this
particular program. Not all programs’
diary listening figures were inflated any-
where near 1009 since the tendency
towards inflation is greater in a program
broadcast nightly than it is in the case of
a once-a-week broadcast.

No research results are better than the
sample used. Hooper's sample for his
U. S. Hooperatings is admittedly small.
He would like it larger but since he
assumed the extra financial risk for the
U. S. Hooperatings, the current sample
was all he felt he could employ for his
first projectable rating.

Three diaries each® were sent to 4,800
selected homes, Of these homes, 2,530
cooperated in keeping a diary for each of
their receivers. There were 693 telephone-
diary homes used to establish the rela-

tionship between listening reported via
the telephone-coincidental and that re-
ported via the diary in the same class and
type of homes.

The diaries were kept and returned in
proportion to the sets located in the three
types of areas into which the U. S. was
divided for the purposes of this survey,

BXLE Reported Area Siee P hnry
Sct Ihstribution Ceroup I nstribhution
A0 0" City (50000 ar over) 10 B
5. 9% Fowiy (2,500 to S0,000) 6 BT,
3359 Rural (under 2,500) 3345,

The scaling down of diary-reported
listening was not done area by area, as it
is obvious that 693 diaries divided among
84 areas would have produced a sample so
small in some areas as to be microscopic.
The figures for the 84 cities were broken
up into 12 groups and the scaling down
was done by city groups rather than by
individual cities or towns. When the
number of people or families surveyed is
small, certain research expedients are
necessary to achieve a statistically ac-
ceptable sample for correlation purposes.

U. S. Hooperatings are valid only on

( Please turn to page 65)

*Une diney fur each sel in the home, exlras o be

destroved by the recipient,

TOP TWENTY U.S

ONCE A WEEK SPONSORED NETWORK EVENING PROGRAMS
“Average Audience' during January-February, 1948

. HOOPERATINGS

expressed bath as U.S. Hooperalings and prajected to “homes”

PROGRAM HOOPERATINGS U. 5. HOOPERATINGS* CITY NOOPERATINGS® TOWN NODPERATINGS® RURAL NOOPERATINGS®
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how to sell via the spoken broadcast word
in supermarkets. The pro-
giamed incorrectly, the wording, spotting,

MUSIC Was
and scheduling of advertising were inept
The sound blasted the shoppers in one
part of the store and was inaudible in
other sections. The products advertised
were frequently hard to find, rather than
in the tratfic

store persomnel were unsold on what they

aoond aisles of stores, and
were hearmg.

The telephone line problem was also a
storecasting deterrent.  Supermarkets are
generally nort located close together, This
meant that the cost of linking the stores
with a central studio was expensive. It
also meant thar point-of-sale broadeasting
was tied down by the she -II.'I;[g't'I- |.:'I{'|!|.I!'L'k.

When there aren’t enough lines for tele-

average sales inerease in supermarkets

phone use, it's practically impossible to
obtain them for leased-line purposes.
Standard broadcasting has been con-
sidered a number of times during the past
15 years as a means of reaching the
shopper at work, but the impossibility of
maintaining clear undistorted music and
voice reproduction at the recerving end
due te man-made® and natural static pre-

vented the use of this form of trans-
mission.
FM  broadcasting is different. No

mMOotor NOises, neon sign cmissions, X-ray
or diathermy interferences, disturb FM
receprion.  The problems and restrictions
of land line transmission are being elimin-
.l 1-|...-_ forms of electrienl equipmient used in nnd

wrenniid slares produce desfurbanees hal make lislening
cull tn sny the least
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Typical of supermarkets where point-of-sale broadcasting increases buying is this market in Montreal (Picture courtesy of Chain Store Age)

ated by broadcasting’s staticless, high
fidelity form, FM.

By law FM can't forsake its responsi-
bility to the home listener and serve as a
facility to transmit music and commer-
cials to supermarkets. Neither can it sell
big blocks of time to a storecast operator
for the purposes of transmitting pro-
giams to giant markets. But it can pro-
gram its broadcast entertainment and
advertising at least part time so that
they're ideal for reception both in the
home and at the point of sale. It can't
do it on a full time basis because stations
have a public responsibility to provide
something besides music and selling.

Most FM point-of-sale service will be
programed at peak hours of store traffic,
from 10 a.m. to 1 p.m. and from 2 p.m. to
6 p.m. During these hours the music will
be popular but virtually without vocals.
It will be music-to-buy-by, but it will also
be music-to-work-by in the home. It will
be music-lo-read-by. It will be back-
ground music. Two years of tests have
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proved that shoppers don't like over-
arranged tunes. They want the melody
to be clear, they want mostly strings,
little biass. Stanley Joseloff, now head of
Storecast Corporation of America, suc-
cinctly describes the type of music the
food shopper likes best as “music to
hum.” It's the type of music that Muzak
has recorded for restaurant and bar
service. Some of it is ageless, some of it
is as up-to-the-moment as the costumes
that models carry in their big round hat-
boxes when they're rushing to a photo-
graphic assignment.

Just like regular radio daytime pro-
graming, the music and commercials will
be scheduled in 15-minute segments. Un-
like present-day broadcasting, the com-
mercials will be aired in groups of three.
During the telephone wire testing period
these thiee commercials were 30 seconds
in length and were separated by 40
seconds of dead air. Dead air is a great
way to lose an audience in broadcasting,
so FM storecasting will not use it. The

three commercials will be linked by type
of product. There might be bread,
butter, and coffee advertised in one con-
tinuous commercial, with the copy bridg-
ing the three, very much as musical selec-
tions are joined with a segue. There will
be from eight to ten minutes of commer-
cials an hour (the NAB code permits
three minutes in each 15 during the day.)
Gone will be the plug uglies. Point-of-
sale broadcasting can't be done with irri-
tant commercials. No guns will be fired,
no LS MFT will be intoned.
candy whizzz-es, and bromo-seltzer choo
choos are out. Storecasting commercials
must have straight, simple, direct reasons-
why continuity. By special pulse con-
trols, the spoken commercials will be
heard in the stores (only) at higher levels
than the music. The pulse transmitted
by the FM station will affect only the
special receivers in each market and will
not increase the level of sound at which
the programs are heard in the home.
(Please turn to page 91)

Jingles,
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The Custom Butlt Network

As many as 100 stations have been linked in 24

With radio's farflung as well as

intensive facilities most spon-

sors wonder why a custom-
built network is ever necessary. Custom-
built webs are expensive if set up for a
weekly 15-minute or half-hour broadcast,
Therefore a customi-built chain is seldom
linked for a regulan commercial program
no matter what the coverage problem of
the sponsor.  Custom-built networks weire
for years called per-occasion webs, and it
is for special occasions that they are most
justified and most productive,

Pioneer agency in the field of building
special chains is Stanley G. Boynton,
Detroit.  Boynton's first custom-built
groupings of stations were for religious
broadcasts. As networks, except MBS,
shifted away from commercial religious
airings it became more and more im-
portant for those preachers of the gospel
who felt that they wanted to reach the
radio audience on a regular basis to estab-
lish their own networks. Boynton did
this for them most effectively and in

hours by

between two teams which have only local
appeal. One of the two teams later in the
season, however, may develop into a con-
tender for championship honors and the
advertiser underwriting that game would
find it worthwhile to cover a seven-state
arca with the battle. Practically every
clash of football opponents appeals to a
different audience. What one eleven does
this week changes its appeal to pigskin
fans next Saturday. If a sponsor wants
to reach his greatest football audience it
means, during the last half of the season,
changing his custom-built networks from
week to week.

While the same thing isn't true of base-
ball sponsorship, to realize effectively
upon fan interest in different nines re-

e ST.ALBANS

an advertising ageney

quires a hand-tailored network. In New
England, the Atlantic Refining Company
joins the Narragansett Brewing Company
to air the games of Boston's two major
league teams throughout the New Eng-
land States. Twenty-two standard and
nine FM stations from Lewiston, Maine
to Providence, R. 1. are linked by N. W,
Ayer for these games. Regular net facili-
ties would have been incapable of deliver-
ing the intensive coverage that these 31
stations give these games and their dual
sponsors even were it possible to clear
time on a network for the span of time re-
quired for a baseball broadcast.

There are problems with baseball spon-
sorship not present in underwriting the
broadcasts of other sports. It is not per-

* BANGDR

doing it discovered how productive
specially assembled nets are. Sunday
a.m. was not an expensive time period and
when Boynton started signing stations it
It was
not difficult to sign important stations to
join a special network for this period for
they had no national network commit-
nrents before noon on the holy day.

SAUQUSTA
BECE e * Lawiston

.wATeF(Gurl\r Custom-built network for Adtlantic
Refining and MNarragansett Brewing

" POATLAND saturates New England with baseball

wasn't popular with sponsors. . e 0&3‘

PR et RocHEsrel B8

T dnd INN Bne

FircHBu QG‘

The arrangements fo se networks ° e QAOSTON
¢oarrangement .Ir r these net n_rlm.\ PlrfS;‘\ELD GARDM EA.
are not as difficult as it might seem at first - & WORCESTEA
glance.  Boynton points out that a decade CHiIcOpeE

ago he set up a big network for the broad- MROVIOENCE
NEWORITAIM- |

A
OAWICH
warsnduay » s

VMEW HAVEMN

li‘::&};\iﬂ
cast of the All-Star fvotball game within
24 hours for Wilson Company, manuflac-
turers of sporting gonds.

It is in the ficld of sports that custom-
built networks are most ¢ffective.  Base-
ball, feothall, baskearball games, and
tenins natches have listening appeals that

vary with cach event. It s vseless o

sponsor over a large area a foorball game
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Atiantic Kefining pioneered in commercial football,

missible, for instance, to broadcast the
games of one major league team in the
bailiwick of another. Often it isn't even
permitted to broadcast the games of one
major league team in the territory that is
reserved for an important minor league
team.

The problem of setting up a custom-
built network for a baseball season is a
once-a-season problem. The network is
planned before the baseball season opens
and the same network functions from
April through September,

As indicated previously this is not true
of a football network, Pigskin coverage
is on a week-to-week basis. Early in the
season networks are planned for every
game to be sponsored by an advertiser.
There are very few games that are broad-
cast to the same station line-ups that were
linked for the previous games of either of
the teams involved. Atlantic Refining,
the big football sponsor in the East, links
the areas which contain the major follow-
ings of each of the teams. They add to
their coverage areas where the local games
do not appear to have a big draw, and
subtract from the territories of each team
sections where there is a highlight local
fracas. In some cases, Atlantic sponsors
a high school game instead of a big college
game because it knows that the secondary
school following is weightier locally than
the college loyalty.

It is not unusual for Atlantic to have
ten or 12 custom-built networks broad-
casting games on one Saturday. [t is not
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This is a typical football web

unusual for these networks to be changed
during the week before they function.
Atlantic spends over $300,000 a year on
broadcasting—and it’s virtually all done
on a custom-built network basis*.
Goebel Brewing Company of Detroit,
Michigan, has built its radio advertising
entirely on a custom-built chain.
Throughout the midwest its network is
known as the Coebel Sports Network
(sometimes called the Goebel Baseball
Network, in the fall frequently called the

Goebel Football Network)., Michigan is
both baseball and football conscious to an
extreme and Goebel does a fine job col-
lecting on this interest to sell its brew,

In 1943, the Goebel network had a total
of nine stations. Today it's composed of
28. When the network started (1943)
Gocebel sales were 541,159 barrels. In
1947, the last figures available, Goebel sold
897,799 barrels, The sports broadcasts
are the backbone of Goebel’s advertising.

In Detroit, also, networks are built for
the Davis Cup Tennis Matches and the
National Tennis Matches, the latter an
annual September event. The broad-
casts of these games are sponsored by
A. G. Spaulding & Bros., Inc. For the
1948 Davis Cup meet a network linking
New York, Boston, Chicago, San Fran-
cisco,¥Los Angeles, Philadelphia, and
Paterson, N. J. was contracted. These
are the only areas that Spaulding wanted
to reach with this match. For the
National Tennis Matches Spaulding
ordered a much bigger network. New
York (2 stations), Springfield, Mass.;
Boston, Philadelphia, Washington, D. C.;
Pittsburgh, Buffalo, Detroit, Cincinnati,
Chicago, Minneapolis, St. Louis, Mem-
phis, Atlanta, Jacksonville, New Orleans,
Houston, Dallas, Austin, Kansas City,
Moa.; Denver, Salt Lake City, Los
Angeles, Pasadena, Long Beach, Calif.;

San Francisco, Seattle, Cleveland aie
linked for this September classic.

How can Spaulding afford to set up
such an extensive network for a one-time

(Please turn to page 70)

I aome cases gomes fustiiy only one-station hroad-
cials and ey are scheduled thal way,

Spaulding's custom-built network for Davis Cup Matches jumps around the nation
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Problems with agencies

Timebuyers lack suflicient anthority
\eencies” coneept of spot broadeasting is limited

Radio depurtments have little knowledge of pending

spot broadeast plans
Hooperiatings are employed heyond their valid nse

( hinin breaks and one=minule announecments instead
of progrims are emphasized

Clieut=" advertising objectives are seldom explained 1o

azencies” radio stalls

spot broadeasting talent budgets are practically non-

exi=lennld

Problems with elients

|

 F

Their anwareness of spol progrim possibilities is meager
They consider spol an nuimportant secondiry medinom

They teud 1o wait years hefore employing spot hrowd-
casting e then demand availabilities overnight

They seldom promote their spot advertising

They expeet direet sales miracles from spot that they
doan’t ark of network hroadeasting

They have little realization of the fact that at the home
receiver all hroadeasting (network. loeal, or spot) com-

petes on an eqgual hasis

They seldom hidget for spot as they do for practically

all other media

REPRESENTATIVES

{ ""-h’ The station representatives'
127+ ¢ lament has nothing to do with
‘H ¥ the state of their business. Big
and little, they're doing satisfactorily,
thank you. Their complaint is generally
centered around the fact that the wide-
spread lack of understanding of spot
broadcasting makes it impossible for them
to make the contribution that they'd like
to to broadcast advertising.

A number of representatives earmark a
certain percentage of their incomes for the
education of sponsors and agencies on the
efficacy of radio at the local level. They
admit that thev've made very little head-
way except at a few agencies.

Spot radio is the stepchild of
broadcast advertising. And the station
representatives carry that brand on them
all the time. There is every indication
that national business placed on indi-
vidual broadcasting stations this fall will
be the createst in all radio history. At
that time there will be a concerted drive
to educate advertisers to the facts of spot
life. The big problem, say representa-
tives, is not so much to prove that spot
advertising is productive as to prove that
it is important —that it can be as much a
prestige medium as it is a resultful one.
Spot, say representatives, nceds maore
“class” progmms. Petrillo® has made it
difficult to produce “big" custom-built
transcribed programs for individual spon-
sors, but Skippy. Hollywood Theater (a
forthcoming is ample
evidence that e.t. spot programing can be
both a great selling vehicle and a prestige
builder at the same time. What Skippy
has enabled Rosefield Packing Company
to do to nationallv-advertised and estab-
lished peanut butter brands like Beech-
Nut. Heinz, Planters’, and Peter Pan is
proof, say the men whao sell radio’s city-by-

SPONSOR
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city advertising form, what spot can do.

Aliirie 12 an inlegral part of all “"big™ showes and the
AFM reluses to peremiul uxe of music on peeords

SPONSOR




LAMENT

timebnyer anthority.

It's a constant irritation to many sta-
tion representatives that they're in a
multimillion-dollar business with a penny -
ante reputation.

Not all station representatives feel this
way. To some the plush living that
they're making as well as their vital con-
tribution to the financial health of the
stations they serve are sufficient recom-
pense for their lack of prestige in the
advertising world.

The mest consistent strain in the sta-
tion representatives’ lament, one that is
heard over and over again in various keys
at practically all representatives’ offices,
is Hooperatings. Hooper's City Reports,
made in 94 cities, are the very special
cross which representatives carry. They
have no personal fight with Hooper. They
know how he stresses the limitations of
his telephone coincidental type of listener
measurement. They also know that only
one station in each town can be a rating
leader in that town, and no matter how
fine a list of stations they may have
they’ll have only a comparatively small
percentage of the leading stations in the
territories they service.

When they're asked to submit avail-
abilities they know they have to bring
Hooperating figures along with them.
And they know in advance that if their
station availability is second or third in
an area they will have to put up a real
battle even to be in the running for the
business. Frequently the station they
represent may have the exact type of
audience that an advertiser requires, but
that makes little difference to most
agencies and advertisers if the station
hasn't a high Hooper spot open. Since
Hooperatings are obtained, in most cases,
within the city limits of the areas covered,
since they're only an index of popularity
on an intracity or town basis (except in
the case of the U. S. Hooperatings and
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“Rule of thumb™ selections. limited

high on list of sellers” gripes

Hooper station ‘“‘coverage” reports),
Hooperatings for stations are only the be-
ginning of what an advertiser should
know when he considers an outlet. But
in thousands of cases, a good Hooperating
is the alpha and omega in station sclec-
tion.

There are, of course, some station repre-
sentative salesmen who say that Hoopers
are a challenge to them really to sell their
stations. They object only when the
agency timebuyer won't, or— worse—
can't, listen to reasons why, in this par-
ticular case, a Hooperating isn't the cor-
rect broadcast advertising answer. Cer-
tain accounts handled by agency buyers
require minimum Hoopers for every spot
announcement or spot program put-
chased.

One advertiser for instance moved
his business from one agency to another
because the new agency promised him
that at no extra cost it would buy spots
with two more Hooper points than his
former agency was delivering. A time-
buyer who didn't deliver what his new-
business department had promised the
client would be out of a job very quickly.

Timebuying can be a fine art, but is not
often practiced as such. This, say station
representatives, doesn't mean that there
aren't a number of timebuyers in New
York, Chicago, San Francisco, Philadel-
phia, Boston, and a number of other cities
who aren’'t well versed in the art -and
practice it too. The well-grounded time-
buyer is in the minority. Most of them

( Please turn to page 52)

Problems with stations

1. Despite their profits from spot broadeasting, they fail

lo promole il

2. They judge station representatives nearly 100% by the

business they produce. ignoring other services

3. They don’t build enough programs which can be offered

for sale

I. They don’t keep their representatives abreast of local

market conditions

3. National spot sales leads picked up locally are seldom

|Izl.~ist‘l| on Lo the rt'prl‘:-(.'nlilliw'.

6.  Availability of schedule information has been improved
but it's still far from adequate

-1

proniotional material

Representatives are frequently the last to learn of good

a5



Louis Keane, Seymour Weitzman, and
* Charles Spector, Beck execulives,
become TV fans and ad prospects

PICTURE STORY OF THE MONTH -

- 1 while station WPIX's B. O. Sullivan outlines the values of
2 age"cy IIStens the Gloria Swanson Show, TV's first woman's participation
program. Atherton Pettingill, Dorland, Inc. president, supervises A, S. Beck advertising
ime [
|
I i - i~

" i in for special agency treatment at a plans board ses-

3 cummerma]s come sicn with Lillian Campbell, Josephine Kelm (A. S.

Beck account executive at Dorland), H. G. Barnes (agency TV director), and Pettingill

For the past 24 years A. S. Beck has

invested most of its advertising budger in e —

newspapers. From time to time they tried -
broadcast advertising but never seemed to Jt' _ah
be able to hit the correct formula for sell-
ing le mwerchandise to a mass audience.
Fifte cal they sponsored a musi-
cal 1 th Willy Howard, Ginger
Ro Morton Downeyon CBS. It
dids cll Becl
It \therton Pettingill,
I ) In th A. S. Beck
agen that [ vision 1s the ideal air
medn 1 | 8§ 1
fashion aj H that the sponsar
(Beck) and the agg waited only until
they felt the m tan New York mar-
ket had ¢ h tebevision sets to make it
a prefitabl | nd-coents mvestment,
A masse hion 1item like Beck

.

shoes can't aflord 1o be a ploneer. Every

Beck advertising cent must bring in its 4- p"ugram Strategy including integration of commercials, is discussed by

fol = - ) Gloria Swanson with station's program heads. (left to
CRasE AR P! right)Sherling Oliver, Harvey Marlowe, Miss Swanson, and show producer Richard Rose !
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5- rehearsal time calls for full cooperation of director, cast, and crew. Dick Rose emphasizes the importance of camera angles to
model Madelyn Tyler. The umbrella, too, is a Beck product and must show its best face to the camera. Both
star Gloria Swanson and PatMurray (right), A. S. Beck television fashion editor on program, sit in on every rehearsal detail for smoothness

Ba un the air at last, Closeups of products are essential. 1. viewer at hume seeing the details of the shoes being

The camera moves in for a shoe sequence so highlighted on this telecast, weighs the
' that none of the fashion detail is lost when received in the home cost as well as style features. Live modeling adds high-fashion touch
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» : i helps viewer associate the sponsor 9. f 1 stops the customer as she seeks a salesman in
8 WI"dBw d]SI]lay with the telecast that she has seen. |uur dlsp,ay an A.S. Beck store. Since television is news
The pair of shoes seen on the airis displayed near tie-in pcster to shoppers, women buy even if they didn’t see the program on the air

e

b

-

Y X = -
][]- the Sale IS ﬂ"a[le and everyone’s happy. The home viewer (Betty Colvin) feels that she's wearing the newest in footwear (a

television style). A.S. Beck have discovered the impact of TV, both to bring in new customers and to lend
high style to the shoestelecast. A, S, Beck expect to find on visual air what they c'asim they failed to discoverin radio during past 15 years
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BEFORE YOU
DeECIDE ON YOUR

FALL S5CHEDULE
s DETROIT ..

See How Mach NAQRE 70w Get, taing

CKLW

If your product needs more sales and more dealers . . . if vou want to look at
a chmbing sales chart in the productive Greater Detroit Market, use CKLW.
# % # Your sales message will get the power of 5,000 watts day and night . . .
a middle-of-the-dial frequency of 800 kc . . . and a clear channel signal to an
eight million population primary area. # =« You'll be on a station with
alert, around-the-clock programming keyved to this area’s listening habits.
And, since we're constantly against the high cost of selling, you get this
complete coverage at the lowest rate of any major station in the market!

Guardian Bldg., Detroit 26 Adam J. Young, Jr., Inc., Nat’l Rep.
J. E. Campeau, President H. N, Stovin & Co., Canadian Rep.

5,000 Watts Day and Night—800 kc.—Mutual Broadeasting System
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Television is proving

that visual air advertising
can sell anvihing from
wire and cable to eyeglasses

and stocks and bonds

OPTICAL SERVICE

SPONSOR: Universal Optical Co. PRODUCT: Eyeglasses

CAPSULE CASE HISTORY:  While opticians have used
radio in arcas where their advertising is permitted and uc-
coptable, seldom has oral hroadeasting brought the inunedi -
ate results that WBALSTV did for this elient. One one-
minute announcement was scanned exclsively on this
station in June. When the store opened the next morning,
Jive out of the first six customers said they were there
hecause lfu"\' had seen the ud on television.

W BALTY, Baltimore PROGRAMN: L-minute announcement

STOCKS AND BONDS

SPONSOR: Resnolda & Co. PRODUCT: Seeurities

CAPSULE CASE HISTORY:  To achiere aceeplance and
standing with viewers and security houses. Revnolds spon-
sored a 15-minute TV series programing Pennsylvania
leaders of industry. Top managementmen from firmns suclh
as Pennsylrania R. R.. Philco. SK I, and Gimbel Brothers
were presented. Trade paper publicity and viewer associa-
tion of the name of Revnolds with top corporations has con-
rinced the sponsor that their salesmen wcon’t have 1o make
“eold™ ealls anymore.

WPTZ, l’lli]zlr]t—'lpllia PROGRAM: "Leaders of Industry™

WIRE AND CABLE

SCHOOL. RESTAURANT

SPONSOR: L. S, Rubber PRODLUCT: husalated Produets

CAPSULE CASE INSTORY: 7. S, Rubber, having devel-
aped something new inoacive insulation. decided to reach its
Qualertown marler through « Hollyacood-stvle TV pre-
wiere. Al of Philadelphia’s important contractors and
builders were invited 1o the first telecast of “ At Liberty:
Club™ wver W FIL, Before this first seanning was off the
air orders had been placed that justified the 13-week servies.
Show is eurremtly on NBC-TV. Agenev is Fletcher D).
Kicheards.

WL, PMinkadelphig PROGRAM: 7 At Liberty Cluh™

SPONSOR: None PRODUCT: Fomd amd instruction

CAPSULE CASE INSTORY:  Beeause Mrs. Lucas. wcho
directs this weekly kitchen session. is an epicure’s chef. her
how-to-make-it sessions have charm and viewer appeal.
Although this is a sustaining CBS program. it draws an
average of 1.000 letters a week and Mrs. Lucas’ Cordon
Blew resterant and school are doing the higgest bitsiness of
their career. 11 pays. savs the ludy. to admit that viewers
Lnere howe to cook ham and egos.

WEBSTY, New York PROGRAN: “To the Queen’s Tuste™”

HOME APPLIANCES

HOSIERY

SPONSOIR: Hares Mier G, PRV T ]h-l’rigprulnrx_ el

CAPSEULE € ASE HISTORY Hter is i its secand 260 weeles
of spousoring wreestling, Vi TV ivintroduced the Crosley
refrigerator-to Chivago,  Tio dass Tarer o couple visited a
dealer. denwonstrated the Croskes 1o o .flnt'\';n'r 1eneed sales -
neerr s thes had seen 00 dane on the air. aned bewigtht one.
One of Ater™s dealors offered a clathies spraver free to -
une visiting his store who mentioned they sare him on T,

[t cost him 130 spravers,  Ageney: i< Maleolw-Heard.,

WHKR, Chicago PROGE AN : Wresthinge

SPONSOR: W i"} ‘ol ”n"_\ ool I'RODLUCT: .\} lons

CAPSELE CASE HISTORY:  On June 11 this hosiery
manufucturer mede s first offer of 00 gaunge, 15 denier
women's hosieey: for 82, On the evening of the wlecast. 81
calls resulied in sules of 228 puirs of hose. The followcing
dav orders for 39 more pairs were peceired.. " Shopping at
Home™ is a participation program which has 15 sponsors,
W il s hose is sold diroetly: from a factory-owened store in
Loy Ingeles.

KRTTLAL Los Angeles PROGRANS: “Shopping at Home™
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£ ADVERTISING Co
JAMESIEOQEE.LE: ® 13 WEAY TENT= ST
. VICTOR 3260

KANSAS CITY 6, MO,

May 28, 1948

Redio Stations

Mr, Arthur B, Church, President
Kansas City 6, Missouri

I believe Yyou '11.1 be M to know of the very qulck and continued response
we have received on the P m - » y Wﬂl
'eters Serum Cmplny program on the KMBC-KFRM Team, Monday thr
ida; at 6:25 a,m., fuw’.ﬂ‘ Bob Rm’ and Livestock Market ruport.s.
Fr >

turns her-
izmediate jump...Furt

in actual sales took an D

?1;8?- 0{1;’119-5-.‘:;!:'1':“ the items offered, and results have been

more, we have had con

gratifyipg—in fact, emazing!

g
Y 5 4 need o
Qllllﬂ ,m this ’tlmlg statement in any “’--.l’ot all sales increase has come from your
wim) market coverage ares, but from as fer amay &8s H.bl“h! Oklahoma end Arkansas
parkets which we did not expeet. to cover with M!.

nly

has told me "We can o

t of Peters Serum Company, e -

cred mc-muk' s Pez:;'ﬂ‘:::im‘u. for they could not l:;:r “t.hlf:n;in !‘m‘“k
it Fo:-t;u reason we have extended our contrac ~day

other source. ...

series indefinitely

Very truly yours,

James R. Reese Advertiasing Co.

IMECT mai
- ToooA - ©

rAPCRS - BUSINESS ParIns ou

- NEWS

- FARM FAPLAS

LEY-11-]

sive, custom-builg coverage offers si

com gle:e and economical covera ge
Middlewestern area,

This extended coverage, made possible by the

addition of KFRM, is unique in broadcasting.
It's important to YOU as an advertiser! With
programming from KMBC of Kansas City, cap.
ital of the area the KMBC-KFRM Team permits
ONE broadcaster to blanket the trade terri tory.

he proved 0.5 mv/m contour, as illustrated,

boosts the Potential audience of The Team to
3,659,828 people . . . and, they are all important
consumers in this rj

ch Heart of America marker,
KMBC 7th Oldest CBS Affiliate

of KANSAS ciry Represented Nationally by for KANSAS FARM COVERAGE
3,000 on 980 FREE & PETERS, INC. 5,000 on 550

OWNED AND OPERATED BY MIDLAND BROADCAST
AUGUST 1948
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It's time for a new name for
naticnal broadcast advertising
purchased on zn individual
marker besis,  Many names have been
suggested s replacaments for “spat,” but
ncie, thus for, Fas et industrywide ac-
cepteirce.  Pecevse there is need for an
acceptable term, SroNsor is offering $100
in a rew nanie competiticn which is open
to all scgments of the industry. Ten
Feund volures of the first 12 issues of
sronsor, which already are collectors'
items, will be awarded as runner-up
Frizes.

Thkree representatives of each of five
segn ents of broadeast advertising  will
serve as judges of this name search.  Rules
and regulations established for this con-

test-scarch are described in this article
and on the entry card bound between the
pages of this report.

If the word “spot™ were to mean just
one thing, it might be adequate. It
doesn’t. To most men not directly associ-
ated with radio advertising it means
“announcements.’”  In many cases the
meaning of “spot’ is even more restric-
tive. Exccutives of national advertiser
firms generally limit the meaning of the
term to very short announcements—
chain-break or station-break commercials
(about 15 20 seconds in length).

In an effort to overcome the misconcep-
tions of the meaning of “spot,” time-
buyers at advertising agencies have
roundtable meetings with new clients to

or SPOT

rveloped two meanings:

ith sponsors

“educate” them to the broad meaning of
the term. Linnea Nelson, ]. Walter
Thompson, explains her operations in this
manner: “We have a routine with new
clients. We explain very thoroughly
what spot radio is. Then we seldom have
any trouble again. Sometimes we usc the
word ‘local’ in connection with ‘spot.’
While ‘local” will mean something differ-
ent to station men, at |. Walter Thomp-
son it means nonnetwork announcements
or program campaigns. There has been
considerable education in the industry as
to exactly what *spat’ is. There is prob-
ably less confusion now than in previous
years. A new name would be a good idea,
but the word would have to be smart,
effective, and fiot highbrow in any way."

THE JUDGES IN SPONSORS' “"NEW NAME FOR SPOT" COMPETITION

Jo L BOWDHEN
T Fimie Buser. Manbpinerse Ward o O, Clirign
LEL My R VARSI

Vileertinitng Yiitmyger
b ppeeaitad Flikeaepy £ n |

CLEF L E <rrpnn i

Saler o Velrerlisiny Npimgrs
Feonklin Waker iie Vevrral Fidals
CAIELEOYS JIEASY )

Vhpevmger, Foefone e Dlips abiig
Yoy - Hubuewan, Nen York
SO R LARMNM AR

Vedhia Direelne Fisite 0 nne 0 Bebbfizig, © i

Nrie Yurk

Newr Yok
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LINNEA AFLSON
Hewd of i ¢ Televasion Time Buving
JWalter Thownpsin, New Y ork

IV R HAIRRLES
teeriernl Matneger, RITHE Hlastin

CLAT . Mt OLLOL G
Ireaplent Stegvnnin Stations, Lavienster. 1)

L TERIY
Caeticrnd Manaygere K17 Diejirer

JOSEPI LOOM

Peesidend, Furpe f o, New Vnek

1, PRESTON IPETERS
President, Free - Peters. New Y ark

PALL L RAYMER

Presadent, ol 3 Ravimer (e, Neie Y ork

GLY HERBERT
feeneral Manager
AH-Capnuedy Madin Fueilities, Lid., Toranta

JOUN PAVETISON WILLIAMS .
President. Transeription Sakex, e, Spranytield, Ohia

FREDERIC W, Z1Y

Presulent, Frederre W Zae dlag, Cidienninli

SPONSOR



Since education has been found essen-
tial throughout broadcast advertising on
the meaning of the word “spot,” it's
obvious that the name isn't adequate.
I1t’s obvious therefore that the advertiser
who hasn't used radio, who hasn’t been
subjected to “education,” doesn’t know
what it means. The problem becomes
more involved as each agency develops its
own set of terms to cover the field of
national broadcast advertising on a
market-by-market basis.

Mary King, timebuyer at Kudner
Agency, explains their procedure in the
following way: “We have our own house
distinctions for the terms of ‘spot’ broad-
casting. We call all announcements of
less than one minute, ‘limited announce-
ments.” One-minute ‘spots’ are ‘minute
announcements,’ ‘Spot’ programs are de-
fined by length and type. ‘Spot’ is used
only to define the fact that it is non-
network. We sometimes use the term
‘limited-area’ broadcasting to explain
‘spot’ campaigns.’

The stress that Mary King puts on
“limited area" is indicative of the com-
mon belief, even in the radio departments
of advertising agencies, that national
advertising purchased on an individual
market basis is all limited-area advertis-
ing. Seldom is the field of “spot" pic-
tured as a national medium, which the
Rosefield Packing Company (Skippy
Peanut Butter) has used to cover 8077 of
the nation. National broadcast advertis-
ing purchased on an individual market
basis need not mean individual area al-
vertising only. It can and does delives
nationwide coverage.

While “spot™ is understood by radtio
executives and timebuyers in agencies,
and, in many cases, by the radio advertis-
ing executives of national advertisers, it's
a considerable hurdle to advertising men
in sponsor firms when discussing the field
with executives outside the advertising
department. Cliff Spiller, now sales and
advertising manager of the Franklin
Baker division of General Foods, has to
explain to practically every non-advertis-
ing man at G-F that his test campaign in
the Southwest which is being run on a
“spot’ basis is not an announcement
campaign, but a program sponsorship.

J. D. Bowden, radio timebuyer with
Montgomery Ward, and Harry E. Fuller,
district advertising manager for House-
hold Finance (both of Chicago) have
found that an understanding of “spot"
doesn’t extend beyond the advertising
staff. Savs Bowden, “Speaking to people
outside the ad department, I find it neces-
sary to explain what ‘spot’ is.” Fuller

(Please turn to page 81)
AUGUST 1948

quoies . ..

“I'm in favor of a new name if it will help clear up the confusion
as to the meaning of "spot,” and | think that it will. [ don't
like to waste time when sitting down with an account man to
explain that spot radio may mean a baseball game or a one-

minute announcement.””
: TOM \lt-l!lili\li_)'l"l'
Virnehuyer, N W, Aver, N. ¥,

“Most people take the word ‘spot’ to mean spot announcements
alone, so it isn't broad enough. We should have a better word.”

; HELEN WILBUR
linebigyer, Dolwely, Cliffoed  Shonfield, N. Y.

“We definitely need an adequate term. Perhaps someone will
have to coin a new word. | have no suggestion to describe what
we mean by “spot” or non-major network radio.”

MARGARET WYLIE

Timehuver, A, Waller Thompson, Chicago

1 think it's definitely time that we found a new term. *Spot’

can mean anything from a one-minute announcement to a 15-

minute strip or ‘you name it." It's confusing not only to
advertisers but also to people in the business.”

JIN COMINOS

V.p. o charge of radio, LeVally, Tne., Chicago

“With the tremendous growth in the use of spot advertising
we require a more definitive term. The right word would help
sell the use of ‘spot’ to national advertisers.”

DANVID HALPERN
V.p.. Dwen § Chappell, N. Y,

“1 do think that a new name would be a good idea. Non-radio
people in the agency and the client’s office tend to think of

‘spots’ as minute announcements only.”
FRANK DANIELS
Timebuver, Lennen  Mitchell, N. Y.

“I can see where ‘spot’ is confusing to people not connected

with radio.”
JANE MeKENDRY
Timebuyer, Needham, Louis § Brorby, Chicago

* ‘Spot’ encompasses so much that it has to be broken down.
Possibly a combination of other words or coining a new word

would clarify the situation,”
JACK LAEMDMAR
Media director, Foole, Cone § Belding, Chicago

“ ‘Spot’ is a negative word. It's time for a new word.”

STEWART I'. BROWN
\'.-_{T-Hu_r;nn'. N Y.

“‘I’ve run across trouble in explaining exactly what ‘spot’ is.”

WILLIANM D, SMITH
Timebuyer. Buchanan, N. Y
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Hit Tunes for August
(On Records)

'l CHILLICOTHE, OHIO i

. - —Vi -2839
~MGM 10930 f. Pessy Mann Eddl." Heywood—Vic. 20-28
?h': ?1:?4?1:::-.—?.4-nn.- 1087 . Les Brown—Col.

DELILAH o0

Miller—Vic 20-2942 . Buddy Clark—Okeh 6403
3 ?4:::: Heidi—Col 36370 .  Mills Brothers—Dec, 4108
& Dick Jurgens—Okeh 6389

| DREAM PEDDLER, THE

e—Col, 38036 . Sammy Koye—Vic, 20-265%
[-'{:?kDI:'E‘:n:- Cn: 481 Snooky Lanson—Merc, 5124

Del Courtney—Vita." . Hany Roy—Lon. 225
1
L |
FOOLIN' .
! Francis Craig—Bullet 1013 , Ed MeMullen—Crown B 1-164

B Glosia Carmoll—Back Bay®

IT’S SO PEACEFUL IN THE COUNTRY ..o

/ldred Bailey—Dec, 3953 . Charlie Spivak—Okeh 6291
1‘ ir;ﬂub ::'hnl:rr--t—‘élluuh-rd 119297 . Hary Jomes—Col. 36246
Jan Savitt—Vic. 27464

JUST BECAUSE ..,

k Yankovie—Col. 38072 . A. George—Sis. 15207
I;"tgumm—Chmd 464 , Eddy Howard—Maj, 1231
Lone Stat Cowboys—Vic. 20-2941 Sheriff T. Owens—Mer. 6086
T. Parker's Four Jacks—Polda 1002 Riley Shepard—Embassy 1003
D. Stabile—Dec. 24376 . F. Zaic Palkateers—Cont. 1228
IJ' Al George—Master 101 Penn-Jersey String Band—Metro. 2001

| WANT TO CRY oo |

v hurchill—Maen. 1129 . Chris Cross—Sterling 4004
E)oln::“:’:"ashu‘:\r;lr;n-—hd:l. 8082 . Phil Reed-Frank Picher—Dance-Tone 218

! LONG AFTER TONIGHT

- Kaste Smith—MGM 10157 . Snooky Lanson—Mer. 5095
4 ndy Rossell—Cop. 15055 ", Yvette—Vils. 919
Betty Rhoder—Vic. 20-2735 . Russ Titus—Mutsicens 14

SERENADE—mUSIC PLAYED ON A HEARTSTRING  (Duch

Clark-Ray Noble—Ceol. 38091 . Jon Garber—Cap. 15043
g:gdlrbqrr:-ﬂu::Morsln—Dec. 04376 ., John Laurent—Mer 5099
Jerty Wald—Com, 7503

SOMEONE CARES ..o

Vaughn Monroe—Vic. 20-2671 . Mills Erolhn_nTDu. 24409
Art Lund—MGM 10170,  Eddy Howasrd—Maj
Frankie Carle—Col. 38130 , John Leurenz—Mer. 5144

\ SPRING CAME

Sammy Kaye—Vic. 20-2886

TAKE IT AWAY

e Medtigusra—Dec. 24446 .,  Edmundo Roi—Lon, 230
:lr:-fu Cauqlnsl‘f( ol. 38239 , Emil Coleman—Deluxe 1010

" TIME AND TIME AGAIN ..o

‘Wayne King-B ddy Clartk—Vic, 27516 . Eddie Duchin—Col. 36089
ﬁgl:;fj:nlu—-giutblrd11179 . Tommy Tucker—Okeh 6177

WALKIN' WITH MY SHADOW povcicne rronc

Four Knights—Dec. 48014 . Jack McLesn-Wayne Gregg—Coast 8001
. y Monics Lewis—5i3. 15229

: YOURS

Vaughn Monioe—Vie. 20-2984 R. Aimengod—Dec. 18159
Xavier Cu Vic. 26384 . Jimmy Dorsey—Dec. 25121
Benny Goodman—=Col, 36067 . Eddy Howard—Col, 37995

Phil Reed ance-Tone 17,  Andy Rusell—Cap. 10117

Tite Guizer—Vic. 27410 , Nat Bandwynne—Dec 3911

E. Lef Dec 25205 . Cuba Libre Six—Coda 5004

G Carter—Black & While 3005 . Ben Light—Tempo 598

Roy Smeck—Dec. 3790 * Conn 10 be relossed

§ &
BROADCAST MUSIC INC.

580 FIFTH AVENUE + NEW YORK 19, N. Y.
NEW YORK . CHICAGO . HOLLYWOOD
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Dialing Habits Differ

Indicative of how dialing habits differ
in City, Town, and Rural listening areas
are figures in the first U. S. Hooperatings.

Sclecting Grand Ole Opry as a show that
should have a strong rural appeal and
Walter Winchell as a program with strong
metropolitan listening, sroNsorR had two
tabulations made from the U. S. Hooper-
atings (January-February 1948).

L. S, Hooperatings
“Grand Ole Opry*  Area “Wulter Winchell™

11.83 Chiy 20,08
t4.44 Town 14.61
16.43 Rural 9.89

The daytime National Farm and Home
Hour had a program popularity Hooper-
ating of 1.9 for January-February. The
U. S, Hooperatings for the same period
reveal a different picture by area type.
“National Farm and Home Hour®®

Clry I.nn

Town 3.75

Rural 4.59

The three programs are not used to prove
that there aren't programs that appeal to
all of America but just that there are
many that have a changing appeal.

Television Directory No. 4

TV RATES
& FACTBOOK

(revised to Juls 1, 1948)

parl I: Commercial TV Stations
Operating
Rete cords, facilities data, TV
sel count, personnel, elc.

part 2: Construction Permits Out-
standing & Applications
Pending
Technicel Facilities, affiliations,
call letters, ele,

part 3: Experimental TV Stations
part 4: Present Allocation of TV
Channels by Cities
Allocations to first 140 mar-
kets, sales rank, population,
n ADDED FEATURES
parl 5: Proposed Allocation of
TV Channels by Cities
MNew asllocstion plan listing
ptoposed channels for 458
cities.
parl 6: Directory of Television
Program Sources
Owners, producers, syndi-
cators of live and Rlm material.
part 7: AT&T Maps of Television
Network Routes

$5.00 per copy
MARTIN CODEL'S
Ww‘?y 2
and FM Reports

1519 COMMECTICUT AVL NW., WASHINOTON & B. C

Write for data abani sur complete sercice, includ-
ing weekly Newsletters; TV, FM and AM Directeriss
and weskly Addenda: regular Supplemenis elc,

SPONSOR
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100,000 TICKET HOI.DERS“‘JKN PACK
WEBR'S MODERN STUDIOS YEARLY!

THE BALTI

ABC BASIC NETWORK

The ticket-taker at WFBR's big Studio A is a busy fellow. He collects
free admission tickets from over 100,000 loyal WFBR fans that
throng the station every year.

What does this mean to you? Plenty! This big crowd is the only "plus
of its kind that you can get in Baltimore. It's a home town listener
loyalty that is just one of the reasons why WFBR is first in the
nation's sixth largest market,

This year over 100,000 Baltimoreans will visit WFBR, get their copy
of ‘Let's Listen"(WFBR's program highlight guide), see great
shows, look at interesting merchandise displays and generally have
a swell time.

In planning your fall time buying, please remember this - in Baltimore
[ o

5000 WATTS IN BALTIMORE, MD.

REPRESENTED NATIONALLY BY JOHN BLAIR & COMPANY

AUGUST 1948
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Singin® Sam

L 0.2 a-r=

i RN

the man behind over 200 Successful sales curves b
F
For the sponsor interested in sales. Singin® Sam presents a nnique IR
. 1 . s a . . e
opportunity. For never in radio’s history has there been a personality T8
like Sam . . . never bhefore a program series with sueh an ontstanding T8
record of major sales sneecsses unbroken by a single failure. P
These are strong statements that ecarry tremendous weight with i
| . . } U
! prospective program purchasers ., il supported by facts. And facts §
, we have in abundance . . . high Hoopers. congratulatory letters, ex- T
: pressions of  real appreciation by advertisers themselves, aetual
| before and alter stories backed with the conerete fignres.
i This I5-minute transeribed program series is the show
} vou necd to produce resalts. Write, wire. or telephone
I'ST for full details.  Despite Singin® Sam’s tremendous
popularity and pull. the show is reasonably priced.
'
i
1
i N}
2 By 8 g IR RN

SPONSOR
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-
-Sin;_fiu' Sam—America’s grealest

radio salesman. Assisted by Charlie

Magnante and his orchestra and

the justly famous Mullen Sisters.

Ilrite for information on these TSI shows

e Limmortal Love Songs

o Westward Hao!

® Your Hymn lor the Day

® Wings of Song

TRANSCRIPTION SALES, INC., !!7WestHghst

Springfield, Ohio
Telephone 2-4974

New York —47 West 56th St., Col. 5-1-544 Chicago—B612 N. Michigan Ave., Superior 3053

Hollywood — 6381 Hollywood Blvd., Hollywood 5600

e

s
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HIT 'EM A

HARD LICK
WITH

WCON!

Woae've got our coats off
and sleeves rolled up—wait-
ing to go to work for youl

We know this market and
we know our listeners. We
know what programs they
like and we see that they
get ‘em.

So when you want to get
in a hard sales lick
down here. .. just
call on WCON |

Why not call on
Headley - Reed
Company for the
dope right now?

= (1B(

550 KC

5000 WATTS

A matchbook of 5 plastic golf tees renminded

kev Bostonians, cluding agency and
SPOnsar execunves, that 1t was [ BAY
when Wesunghouse's WBZ-TV took to

the air on June 9.

Paper plate, wooden spoon and fork cele-
brates "“Dinner Winner's” 15 4 Hooperating.
Station WHEK (Cleveland) told the
world about a new Hooperhigh by mailing
to sponsor prospects an empty place
Fork was stamped "WHK forks
over the listeners Spoon was marked

“WHK dishes out results.”

SC VIR

WHNEW's little songs about democracy were
the subjectof an “art contest’ among high
school students recently. Winners wer
shown at the Associated American Artists
Gallery in June and at the Museum of
Science and Industry in Radio City dur-
ing July. In August they will tour public
libraries in New York City.

"How to cock a dragon' Isamost intriguing
and perfectly illustrated booklet pub
lished by NBC to stress the sigmificant
juvenile Saturday moming audience. The
booklet *'sells’ the NBC Saturday before-
noon line-up from Story Shop to Smilin’
Ed McConnell. WCKY, Cincinnati, has
issued its own booklet on this timwe period
titled, “Oh, What a Beautiful Morning."
The L. B. Wilson station points out that
in the Queen City there are 2007 more
radio listeners on Saturday moming than
an any other a.m.

Instead of using regqular station letterheads
to send out letters to the drug trade on
\F‘-Hn-..-l'\hi[" of programs over
Portland, Me.
a special letterhead which in
name of Toni and the pro-
Less Capy about the

Ton’s
WPOR
printed
cluded the
grams sponsored

i to be put mio th

the station

shows hac letter.

KSL, Salt Lake City, tagged fishes at the open-
ing of Utah's fishing season with KSL's call
letters and numbers delivering from $1 to

$30 each to the catchers, }‘\."‘II‘ Pk
tically tore up Minnesota three vears ago
with a similar promotion.  Thirty-seven
tageed trout were caught on the opening
day of Utah hshing season

“Listen Ladies’' on KGNC (Amarillo, Tex.)
asked daytime dialers to send in recipes.
Over 1,000unusual cooking ideas were sub.
mitted to station, Py il the 2,500

wokbooks published rom these

wctically

recipes moved out of the station into the
within a few weeks after they came

press

iit.-ll'l.l 5
off the

Disk jockeys sent up in a blimp for a broadcast
by WACE and WACE-FM (Chicopee,
Mass a "l fleated
over twn houses that a real estate firm
The jockeys, Kris
Martin and Lee Smith, miked conmer-

to give their show

Sponser had for =salc

cials on the propertics. Result bath
houses were sold before the blimp re-
turned to the ground.

Not all stations take a summer slump Iying
down. KOIL Omaha, Neb.) decided
that one way o promote hat weather
listenmng was to mcrease the sale of port-
able radios. On 475 streetcars and buses,
the backs of 105 Checker cabs. in
newspaper advertising and radio dealer
countercards, KOIL advised transit
“listen to KOIL all summer
;‘ﬁ]"l.'il‘h today.”

on

patrons

and buy a radio

Now ...

Sell 8
Times
More
People!y

)
5000
620 _ -5

-

WATTS

[ W

—— T

»
B

DURHAM, N. C. L. /

REP. PAUL H. RAYMER

SPONSOR




For Announcement

RICHMOND and

NORFOLK, VIRGINIA
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“Through the Listening Glass”

Y ]
ie

flows such Heavenly Music —SALES!

Nothing coulil be sweeter! Not Cherubim nor Sera-
phimn hunnning on a elowd not even angel
wings strununing a thousand harps! No, nothing
conld be sweeter than the SALES you'll make . . .
with Lang-Worth's feature program. “Turouven

THE LIsTENING Grass!”

Here is a quality, 30-minute musical show that
captures the car of your potential enstomers and
enhanees the power of your sales HICSSa e, It is
available, via transeription. on 600 Lang-Worth
affiliated stations. T is written and produced with
charm, glamour and good taste. It will sell your

produet just as surely as fine raiment <ells the man!

“Tunroven T™E LisTENING Grass™ reveals
a "wonderland of melodies™ — in brilliant color-
tones. Musical glamour by Jack Shaindlin and the
radiant voices of his “Silver Strings™ orehestra.
Rich old ballads by the Lang-Worth Choristers.
and your favorite romantic songs by Diek Brown,

Joan Brooks and Johnny Thompson.

In addition to "Turoven Tie ListENiNG Grass.”
every Lang-Worth Station offers the brilliant
“"Cavaleade of Musie”™ and several other star-
=tudded musical shows for local and regional spon-
sorship. See the listing on opposite page and con-

tact station or its representative immediately,
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What's this... WSM Cigarettes?

“fhen one of our 72 million listeners asks
for cigarettes, he is guided by an invisible label on
the pack. The odds are he will ask for a WSM adver-
tised brand ...because through years of consistent
listening he has built up a respect for the commercial
messages on this station. To him, the name on the
product is closely associated with this invisible label
— W5M’s stamp of approval which our listeners use

as their buying guide.

HARRY STONE, Gen. Mgr. + IRVING WAUGH, Com. Mgr. + EDWARD PETRY & CO., Natienal Rep.

WATTS * CLEAR CHANNEL + 850 KILOCYCLES + NBC AFFILIATE

REPRESENTATIVES' LAMENT

{Continued from page 35)

are smart as a whip but they're seldom
given the opportunity to make full use of
their natural intelligence. Rarely do they
leave their home offices. A number will
of course be found at every broadcast
convention, every radio AAAA or ANA
meeting. A few will also be found at uni-
versity clinics, industry bull sessions, and
trade paper-inspired “problem sessions."
Station representatives point out that
many tmebuyers who attend these
sessions, who travel the country, who
know how different Texas can be from
Oregon, haven't bought a schedule per-
sonally in years. They are more nearly
agency station relations executives than
timebuyers. Representatives are quick,
however, to qualify these statements with
the information that there are some men
and women who do the actual buying who
do get out of their ivory toweis. To talk
of conditions in Kansas to a buyer who
has never been further West than Pitts-
burgh is a selling problem of no mean pro-
portions—especially if you've never been
West yourself.

Timebuying is the most intricate of all
media selection. Station loyalty is some-
thing that’s very difficult to measure with
a slide rule. Station coverage is also
something that is beyond a matter of
physical signal transmission and BMB
standings. High power stations cover a
great deal of territory before eight a.m.
Their signals at that hour are almost as
farflung as they are after sundown. But
in-town or near-by stations get the listen-
ing to 1ise-and-shire and musical clock
programs. In the daytime, local stations
are better heard than they are at nighrt,
and in some areas this is more accentu-
ated than in others. To a timebuyer who
has never left metropolitan centers this
may be, and frequently is, all Greek. It
sounds like sales talk and many a station
representative has retumed to his office
and burtted his head against the wall after
a timebuying session where he was doing
the same thing.

Despite the fact that timebuying is
more difficult than buying newspaper or
magazine space, timebuyers seldom have
the respect shown to them in their own
offices that other agency media men have.
At fitst flush this may seem nothing for a
station representative to bewail. Never-
theless it is. A typical illustration of how
this is so was demonstrated during the
first week in July.

Several choice availabilities opened up
on a fine station in the Midwest. They
were just what a certain advertiser had

Please turn to page 56)
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EWTON COUNTY, Indiana, is 1009% rural—not a town in it
over 2,500 ropula:ion. Largest is Kentland, then Morocco

with 1,608 population, home of the Morocco Electric Hatchery,
complete with feeds and other poultry supplies.
It is operated by Mr. and Mrs. Clyde Yoder, with their son,
Russell. The Yoders moved to Morocco 21 years ago after farming
for 19 years near Pekin, Illinois. They started the hatchery in 1930.
Farming is still in the Yoder blood, however; Russell lives on a 890 Kilocycles
small poultry farm at the edge of town, with his wife and four-
year-old boy. 50,000 Watts

They are around farm people enough to know that WLS is the ABC Affiliate
!eadinghsmtioz in Newton county. BMB shows 929 listening day
and night. And the Yoders have had opportunity to feel the impact
of :hisglistcning. Several times, after a \¥P?LS feed zdver:iser has men- JOHN BLAIR & CO.
tioned Morocco Electric Hatchery to be dealer in this particular
brand, as reported by Russell, “Quite a number have come in to say
they heard 'our’ program on WLS."”

Mail, too, shows the high degree of listening to WLS, Last year
from the 2,630 radio homes, we received 3,626 letters—I387
response!

Here then is evidence of listening . .. and aof response. Yer this is
the story of only one county in the four-state Major Coverage Area
of WLS. For complete details. . .on why they listen ... where they PRAIRIE
live . .. specific stories of how and why they respond. ask your
John Blair man. FARMER

STATION

Represented by

CHICAGO 7

AFFILIATED IN MANAGEMENT WITH THE ARIZONA NETWORK: KOY, PHOENIX...KTUC, TUCSON... KSUN, BISBEE-LOWELL-DOUGLAS
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40 West 52nd Cost Per Advertisement Reader

tinwed | 6 : % + o n
Fliothalating h for Four Mass-Circulation Magazines | 1
MEDIA FIGURES? Publica- Tots! Page Rate  Pese Rate & Ad-Reeders Ad-Readerst
In your very interesting article on thon™ ) heedience® e Predicvond. § % ~ ' per Dollar

media cost comparisons you refer to some = —————— =
W=t B XTI 55y
intriguing figures sponsor has computed Collier's

10,341,000 % 8,000 % 8,920 | 30 3,102,300 347

for the four general weekly magazines. |

How about lettmg us have the benefit of Life 97,572,000 $16,600 $18,509 926 K 7,168,720 387
sharing them with spoNsor? |
FIARS 2RI Look 17,439,000 § 8,000 §$ 8920 36 6,278,040 704

Associate Director of Research

N e , NS ’ |
McCann-Erickson, N. Y. {p ¢ I 45700.000 |'$71,900 512488 | 94 | 40895004 397

» AL right 15 cost-per-ad-reader computation
referred to in the July issue story on Compar-
mlveMedinClonts £ 7 0 TR o A T g Tl T R e 441
| i
“As reported in the 1948 Magazine Audience Group Study.
§711.577 has been added to the page rate for the cost of art, copy, and produc-
tion. This percentage has been computed by Hans Zeisel of McCann-Erickson
as the average cost of the preparation of magazine advertisements.
me to share your store of knowledge on  TPercentages of ad-noters, as Daniel Starch calls advertising readers, are projected
. against the total magazine audience, asdetermined by the Magazine Audience
Group Study, to calculate the number of advertising readers.

Average

DEPT STORE INFORMATION

The information on department store
advertising is of great importance to me,
and | sincerely appreciate your allowing

this subject.
SELVIN DoxNESON
WWRL
Woodside, N. Y.

issues was wonderful as a panoramic view
of the over-all plan.
We were disappointed, however, in not
seceing any of the WHAM material we
The coverage of women's participating sent you. The angle of a guy named
programs in spoxsor's April and May “Arthur™ doing a swell job of running a

women's participating show is an idea

that would have added another twist to

your already comprehensive coverage.
ARTHUR KELLY
Promotion director
WHAM, Rochester, N. Y.

A GUY NAMED ARTHUR

-

—= LEAD THE LEAGUE WITH WBT! &

THIRD AT BAT IS ARTHUR GODFREY (10:30-
11:30 a.m.) on CBS.

It's easy! For WBT’s 5:00 a.m. to 11:30 a.m. batting

order is one of the longest, strongest block-program-

ming lineups in all radio.

LEADOFF MAN IS GRADY COLE (5:00-9:00 a.m.),
VARIETY Award-winning WBT farm editor who
performs such miracles as selling 320,000 chicks in
erght days. Average unsolicited fanmail: 8,000

careils and lelters a month.

NUMBER TWO MAN IS KURT WEBSTER (Y:00-
10:30 5.m.), whose single-handed revival of the tune
"Heartaches™ sold more than 3,000,000 records. Now
he's emceee of a [ast-moving audience participation

show, "What's Cookin'?''—a solid hit!

A big-league trio. Yet even before these heavy hitters
were one-two-three on WBT, more Charlotte lis-
teners tuned to WBT than to ALL other stations

combined, all morning long!*

Now WBT's batting average will be higher than ever.
You'll lead the league. too, if you let Grady Cole or
Kurt Webster go to bat [or you.

Jefferson Standard WB T Broadcasting Company

50,000 watis = Represented by Radio Sales » Charlotte, N.C.
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(Contined from SPONSOIR July Fulls Facls edition)

TITLE

S5TORY OF THE WEEK

STORY TIME

SUNNY WEEKEND
SUNSHINE CORNER

SWING INTO SPORTS

-lll([ A NUMBER
TELE LAUGH THEATRE
i TELEVISION BRIDGE O-Ult‘
'IELE-\l'ISID_N SCREEN MAGAZINE
.lrﬂl'i JUST DAISY

THREE MEN AND A MAID

“TWENTY QUESTIONS

VIDEQOGRAMS

VILLAGE BARN

WEATHER WISE

WFIL-TV PLAYHOUSE
WHAT ARE YOU DOING TONIGHT

WIT'S END

WRESTLING. QUEENSBORD ARENA

YOU TOO CAN BE LOVELY

UNCLE SCHULTZ'S ORAWING SCHOOL

TYPE APPEAL TIME cosT EXPLANATION
New Adult 15 min, | wk OR Interviews by Richiard Harkness of news notabl
Diramia Juvenil 15 mun, | owk OHR 1 I feial ri
News Faul 3 mun, 1wk R Van Seott mves vacation hiut
Variets Juvenils 15 nuin, 5wk it Aeross-the-lusnd been-a W
Sports Fanul 80 nun, | wk R Experts demonstrate sports of the season
tJl-u- Famuly 30 nun, 1 wk (N4 Contestants piok number HAWOT (JUestion
Aud partic Famuly 30 o, 1wk 2000 Audiener sends in Jokes lor dramatization
Vi partic Adult 15 min, 1, wk R Fast-paced quiz om bindge prohileg
Vanety Famils 30 min, 1, wk OR Eagk went devoled th s different topie o
Comedy Adult 30 ;m, 1 wk UR Family =ituation comeds by Len Holton
Musieal Famly 15 nun, 1, wk R Betty Jaue Bruce supplics vocal oomph
Quiz Framly 30 man. 1wk §1500 Musical quiz, merchandisiig tie-in
.Qul, J.n_||.|l- 30 min, 1 wk on Panel  (metnbers and guest) play fumons patlor
Haliby Juvenile 15 min, 3 wk OR Dick Hyland drawing comical cartoon
Aud partu Famuly 10-15mum, 1-3-5 wk OR Hamie viewer participation
Variety Fanily .tr.;m. I owk : OR \ remote piek-up from the Tunous night clul
Weather Farmuly 1] ;m_ 5 wk £550 Armand Spitz, weather authont
Variety Famuly 60 min, 1wk R Dramas, sketches, feature film
New Famil 15 min, 1 owk OR Roy D Grout shows viewers things 1 i N
Quiz Famil 30 niin, 1 wk OR Don Bennott conduets u 20 Questions quw
Sparts Men U0 mim, 1wk OR Wrestling from outdoor arena
Fashious Wotnett 1015 |...|.., 135 wk UR \ Lo Titklbie h | | t

e

PRODUCER
NBC-TY
WLWT,
WEFTZ, Phili

WFIL-TV, {*hila

Wynn Wrght A
WFTEZ, Phils
Video Event
Mt ual
WTVR, Riehmand
Basch Radio& TV Prodi
NBO-TY

WOCAU-TY, Phila
WFIL-TV. Phi

Roy il Giront

WPTE, Phila

WPIX, N. )

*Television sponsorship only upon sanction of Ronson, varrent AM sponsaor




REPRESENTATIVES' LAMENT

(Contimed from page 52)

been seeking in the market for six months.,
The representative took the availabilities
to the timebuyer at the account’s agency'.
The latter recognized their importance
immediately and twld the salesman he'd
check atonce. A week went by before the
buyer called the representative about the
availabilities. By that time another
office of the representative had sold them.

The timebuyer was furious. After his
temperature had dropped afew degrees, the
representative asked him why it had taken

a whole week to obtain an okay. Then it
came out. The timebuyer couldn't ob-
tain an audience with the account man
during most of that week. The latter had
been “too busy." The iepresentative, in
this case being associated with an office
that handled both printed media and
radio, knew that the account executive
had seen both the magazine and the news-
paper media men at the agency during the
week, while he was keeping the timebuyer
dangling.

The station representative frequently
sees account executives on policy matters,
(he's seldom dead-ended by a timebuyer)

ANNO U

ace sports writer . .

and

FYI

“FOR YOUR INFORMATION"

A NEWS FEATURE PAGE COMES TO LIFE ON THE AIR
A New Transcribed Show . .. FOR ALl THE FAMILY

FYI will feature a galaxy of renowned columnists
who appear regularly in 700 daily newspapers.
Peter Edson, prize-winning Washington columnist

Burton Heath, Pulitzer Prize winner . . . Erskine
Johnson, top Hollywood reporter . . . Alicia Hart,
well-known women's expert . . . and Harry Grayson,

. head the list.

FYl is produced in collaboration with the editors
of NEA, the world's greatest news feature service,
will also include reports from members of

h, ~ At F .
NEA's famed loreign service

® THREE ONE-QUARTER HOUR SHOWS A WEEK
® BOTH ENDS OPEN AND A MIDDLE COMMERCIAL
® RELEASED THE FIRST WEEK IN SEPTEMBER

Ed Hart & Associates, Inc.

Producers of ADMIRAL ZACHARIAS' “World Intelligence Report "
and ED HART'S "Is Congress Doing Its Job"

1737 H ST. N.W. e Phone REpublic 4312 « WASH.6,D.C.
Wire For Audition

NGING

—— — —  e——
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but on straight sales he must go through
channels, and his direct selling channel is
the timebuyer handling the account,
There was a time when it was lese majesty
for a station representative to go direct
to a client or to the account executive at
an agency. Those days are past. As long
as the representative doesn’t tell the ac-
count executive or advertising manager
something that he hasn't told the time-
buyer, all is well. One hard and fast rule,
and it frequently gripes good time sales-
men, is never to question, by word or
decd, a timebuyer's schedule to the ac-
count executive or the client. Sometimes
a representative will get around this pro-
hibition by working on the account man
or client, looking towards the time when
schedule is being considered for renewal.
They hope to have the advertising man-
agler suggest a shift at renewal time, Even
then, most representatives avoid the sub-
ject.

Station representatives bemoan the
fact that timebuyers generally do not sit
in on plans boards meetings. Thus they
are forced to buy time in an advertising
vacuum. Representatives are thus also
forced to submit availabilities in a
vacuum.

It has been only comparatively re-
cently that media men generally have
been recognized as worthy of vpships in
agencies. At the very moment that sta-
tion representatives lament the lack of
stature of timebuying, they have to admit
that it took years for media buying of any
kind to get out of the production blind
alley in agencies.

The more authority a timebuyer is
given, the better the job a station repre-
sentative can do.

Station representative giipes with the
stations they represent are comparatively
few. They wish that when time avail-
ability requests come from agencies they
be tumed over to the representatives im-
mediately, and that direct agency-to-
station inguiries be discouraged. They
admit that the agency frequently comes
up with a better collection of availabilities
when a sizable piece of business is dangled
before a station’s eyes, but by and large
they contend that everyone 15 better
served when the station representative
isn't bypassed. This type of maneuvel by
agencies doesn’'t affect the representa-
tives' pocketbooks since all national busi-
ness placed direct or through the repre-
sentative is credited to the representative
for commissions.

A few years ago stations were careless
about informing their representatives
about availabilities of programs. With

{Please turn to page 60)
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You think roosters get started earlyv? \
Not any earlier than KDKA listeners!

_'lp-! lnnk what's |Idi|ln’1|l‘l| I'l':'n'illl_\ on a
few of KDKA's earlv-morning programs:

5:45 AM—A |5-minute transcribed show,
offering no give-awavs or other mail
inducements, received in 2 months letters
from 6% communities in Pennsvlvania. and
from 9 other states.

6:00 ta 7:00 AM—A distributor of specialized
building equipment, using radio for the first time,
purchased less than 500 worth of time on
KDKA's famed Farm Hour. Result: more than
$20.000 worth of business.

7:00 to 8:00 AM—A 15-minute kid show sponsored
by a food company offered a succession of
premiums, each requiring a box top plus from
10c to 25¢. In 11 weeks. the show palled

more than 25.000 letters.

And so it goes. right throngh the morning hours. /’

Another sponsor received 32,000 dimes in a
:-\\l'f'L lit'ii'lll_ ."‘“ll .Illl||||l'l, ilt (-'-Iuln-r- O Iwo

announcements oflering a calendar, zot 3.375
pieces of mail from 86 counties. All this is typical
of audience action . . morning, noon. and night
throughout the rich marker-area® covered by
KDKA, Pittsburgh’s 50,000 watt NBC affiliate.

Westinghause Radia Stations Inc.. owner and aperator
of WBZ, WBZA, WOWO, KEX, KYW, KDKA, and
WBZ-TV. National representatives, NBC Spat Sales
(except for KEX). Far KEX, Free & Peters.

* Aceording to BMB, KDKEA's daytime area includes 1,159,910 histener families in
117 counties. At might, 1,303,520 hstener families m 194 counties.

f’ WESTINGHOUSE RADIO STATIONS INC




Mr. Sponsor Asks -

=3

“How can a sponsor, using custom-built

television program films, maintain good

production quality at minimum costs?”’

Steve Campbell

Associate Advertising Manager

Post Cereals Div., General Foods Corp., N. Y.

The

Picked Panel
ANSWErS

M. Campbell

First step in pro-
ducing low-cost,
good quality films
for television is a
careful analysis
and choice of sub-
ject matter, both
commercial and
program. This
analysis should
consider not only
the adaptability of the subject to the
medium, but also the adaptability of the
producer and his facilities.

Therc are certain fixed costs for Alm
productions  which include stock,
equipment, union wages for minimum
These costs are
The wide
dilferences in the cost of television film
productions poor
planning, lack of knowledge (on the pro-

raw

crews, processing, etc.
the same for all producers.
usually  stem  from
ducer’s part) of actual operating expenses,
poor coordination between client; agency,
and producer, last-minute changes and
revisions, and unreasonable  weather
gambles

Recently we asked for bids on fourteen
l-minute 35mm sound television commer-
cials. Old, established companics were
all within a few dollars of each other.
They figired from final client-approved
scripts we had submitted. They knew
their they were figuring on a
known quantity. Several smaller pro-
ducers, only recently attracted to tele-
vision, claiming *'rich background of ¢x-

COSLs

perience in professional motion picture
producing,"” quoted from half to twice as

58

much as the job was worth. One firm
would have made more than eight times
the normal business profit — another
would have had to absorb 507 of the
cost or come back to us for assistance
from the client.

We don’t mean to imply the fault is
always the producer's, large or small.
The creative people sometimes try im-
practical “"gimmicks’ that send costs up
unrcasonably. Common sense works
magic in keeping television flm costs
down. Know what you want to do. Be
reasonably sure it's right. Coordinate
carefully. Choose a reputable producer.
The end result should be a good quality
film at a reasonable cost.

Lee CooLey
Director of Television
McCann-Erickson, Inc., N. Y.

Television pro-
gram films of good
production quality
most certainly can
be produced at
reasonable costs.

Video films and
their costs, how-
ever, must be

a based on motion
picture standards.
One can’t compare the expenses of tran-
scribing a radio program with the staging
of a Broadway play. Neither can one
compare the cost of making films to that
encountered in preparing a radio show of
similar nature.

Television films can and arc being pre-
pared at exceptionally rcasonable rates
when compared to the costs of theatrical
maovies. As in the case of Public Prose-
cutor, which we have just completed for
NBC, costs were maintained at a mini-

mum as a result of careful planning all
down the line.

As in all industries, there are many
tricks of the trade; many ways of reducing
costs without lessening quality. Space
prevents all of these from being enumer-
ated, but a few are mentioned as ex-
amples.  Writers, for instance, were
selected with a combination radio-movie
background, with a thorough knowledge
of video limitations, and with proved
abilities to prepare fast-moving scripts
with limited shooting budgets. All video
film plays were tightly written to prevent
large footage trims after Alming, necessi-
tated by the stricter time requirements of
television.

Expensive sets, which would add no
real value to the production, were clim-
inated at the start. Number of sets was
held to eight or ten and all were built
with an eye for reuse with prop changes.
Many were constructed on wheels for
rapid change and as a consequence less
stage space was needed.

In selecting a director we sought a man
who could do his planning on paper, not
on film and while the series was before the
cameras. We signed the cameraman be-
cause he had an understanding of video
and its requirements; because he was
familiar with the techniques that we had
worked out during nearly three years of
research.  Actors were selected not only
for their popularity but for their ability
to master lines quickly and accurately,
thus resulting m a minimum of retakes.
Technicians from clectricians to make-up
men were hired with working speed and
efficiency in mind.

In brief, every effort was made to keep
costs at a rock bottom minimum. The
samc series filmed far theatrical distribu-
tion by usual Hollywood methods prob-
ably would have cost three times the

dAmount.
Video flm actually is less expensive
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than live shows when the cost of re-
hearsals, costumes, sets, technicians, etc.,
are added and when the film can be
amortized over a number of stations. It
is the ane sure way of achieving profes-
siopal nerfection in television.

JERRY FAIRBANKS

Executive Producer

Jerry Fairbanks, Inc,

The question
you pose to my
mind does not
greatly concern
national adver-
tisers. With them,
budget is not a
prime factor and,
in addition, the
mushrcoming tele-
vision coverage of
which they will avail themselves will in
itself mean a program cost minimization.

But let us consider the regional adver-
tiser whose coverage will always have
limitations, despite the rapid growth of
television, Or the local advertiser, re-
stricted often to a single market. Here
budget is a factor, and the answer will be
found, [ believe, in the leasing of pro-
grams on films, the vidco counterpart of
open-end transcriptions.  Syndication is
certainly a direct route to low cost.

Lest it here be thought that the term
“syndication" is incongruous in a ‘“‘cus-
tom-built” discussion, 1 should explain
my thinking. To separate the comimercial
from the program, the commercial should
be “eustom-built™ in the true sense. But
the programs can be “custom-built™ in a
wisdom sense; that is, tailor-made to ac-
complish at low cost the aim of a local or
regional television sponsor.  His aim is to
attract an audience, to whom he can de-
liver his message. Give the televiewers
something good to see and to hear, and
they’ll look at and listen to Mr. Sponsor's
message.

When programs are so built, it is com-
pletely conceivable that one program can
effectively serve many different types of
products and sponsors. Good drama, for
instance, appeals as much to Mrs. Smith
of Baltimore, who might be induced to
buy her fumiture at the X Fumniture
Store, as to Mrs. Jones of Boston, who
might be induced to buy her jewelry at
the Y Jewelry Store.

Another part of “custom-building” the |

video programs of which | speak is to
slant them to the varying audiences which

(Please turn to page 62)
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HEY!—
UP HERE!

I'M LISTENING

WHATSA MATTER
WITTCHA?

INDIANAPOLIS
Associated with: WEDF Flint—W OOD Grand Rapids—WEQA Evansville

T00

PROVE WE'RE FIBBING!

We claim central Indiana coverage (400,000 radio
homes divide nicely into our single rate card) . . .
but look at the above *Quiz Club” membership map!

We didn't expect folks in Gary, Hammond, South
Bend, Fort Wayne, New Albany, Evansville and other
remote places—smare than 150 miles north and south
of the W FBM transmitter—to respond to our invita-
tion to join the “Quiz Club.”

But, in they came! So, we tested them—made long
distance calls for telephone-answer awards. Yep—
they were listening!

We still claim only central Indiana coverage—but
"Quiz Club" member-listeners prove our claim is
modest. Okay, call it a BONUS,

Popularity at home? Yes—we're still FIRST IN
INDIANAPOLIS (Hooper's April-May Index).

WEBM is “First in Indiona” any way you look at it!

DON'T
OVERLOOK
ME!

WISE UP!
I'M A REGULAR

BASIC AFFILIATE: Columbia Broadcasting System :]

Represented Nu!ienuﬁ! by The Katz Agency __ _J
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A )
Lhe Swing is tow.g%

A PRETTY PICTURE ‘:/

Buy WHB in Kansas City, and you get a énown quantity.
You ger full value—and more—in tangible sales results.
Sweer knowledge that, and simple as ABC. Know why?

«—10,000 watts carry your message to more
than three million people in the five-state WHB
coverage arca, where the low frequency of 710 kil-
ocycles assures clear, interference-free reception.

b—Day and night, WHB is winning new friends
for your product. WHB promotion draws listen-
crs, and WHB programming holds them. Locally-
produced shows and fine Mutual network features
blend into the New Listen in Kansas City radio.

c—Rates are unchanged. They're low, and they
include expert assistance in merchandising, pro-
motion and advertising. Real agency service!

See your John Blair man for availabilities!

10,000 WATTS IN KANS4

DON DAVIS v
PRESIDINT gy

JOHN T. SCHILLING
GENTRAL MarnaGER *

Ay 3

Repnesentod by
JOHN BLAIR & CO.

'.f., . aie

MUTUAL NETWORK + 710 KILOCYCLES « 5, DOO WATTS NIGHf
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REPRESENTATIVES' LAMENT
(Continued from page 56)

few exceptions (and these stations are
careless about eveiything) outlets today
keep their representatives current. Some
stations don’t mesh too well with their
representatives on promotion, and these
representatives are embarrassed all too
frequently by having clients and agencies
call them about a piece of promotion that
the representative has never seen. To
balance this, more and more station repre-
sentatives are working direct with the
stations’ sales promotion men on broad-
sides and mailing pieces. There are a few
representatives who actually cieate sta-
tion promotion and carry it through from
idea to mailing.

The station representatives’ gripe on a
sponsor level is very broad. Most adver-
tisers don’t know what spot advertising is
all about and don't care. Sponsors fre-
quently ask for impossible service from
their agencies. Only recently an adver-
tiser with a $10,000,000 budget asked his
agency to obtain a list of spot availabili-
ties and what their ratings would be two
years from now. That type of informa-
tion would be impossible to secure even
for printed media where circulation fig-
ures change far less quickly than listening
habits.

Another sponsor service request, and
this hits the smaller station representa-
tive more than it does the one with an ex-
tensive list of stations, is the order for a
list of all availabilities in hundreds of
markets. Many times the representative
knows that che advertiser can't be inter-
ested in so broad a list but he must go
ahead and tear up his office and the tele-
type lines to get the information. The
top 25 representatives sce requests of this
type as long-range service. The bottom
25 sce it as a burden that shouldn't be
foisted upon the business.

The greatest complaint of all is still the
need for an understanding on the part of
the advertiser of what spot advertising is
all about. In the recent Sales AManage-
ment survey of what salesmen representing
national sponsors think of advertising
media, the salesmen listed network broad-
casting as having their greatest respect
and spot as having their least. Repre-
sentatives point to this as typical of what
sponsors think of spot radio.

Selling spot is an industrywide job, but
station representatives feel they bear the
greatest pait of the burden and many of
them think it's time for all of broadcasting
to realize that spot broadeasting has been
kecping radio, as it will keep TV,

. ew

prosperous.
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Ethel & Albert =3

has six top programs for sale...

all of them have loyal, ready-made

audiences. .. all of them get results

in the nation’s first market!

Co-op Programs

ABBOTT AND COSTELLO. Riotons fun and
nonsense with America’s favorite zany com-
edy team. With music by Matty Malneck’s
popular orchestra, This great nerwork show
is for sale in New York at a surprivingly
luze cost!

FAVORITE STORY. When it comes to pres-
tige, vou just can’t bear Mr. Ronald Colman,
winner of rthe Academy Award and “man of
the year”™ in Hollywood., His brilliant dra-
matic half-hour is one of the most distin-
gutshed in radio—and he can build good will
for your product exclusively in the New York
area! Sundavs, 4:30 pm.

MR. PRESIDENT —dirccr from Hollvwood,
with Metro-Goldwyn-Mavyer's popular
Edward Arnold as star! In this momentous
election vear, the attention of ¢verv man,
woman and child in Amernica is focused on
the White House! This [EI]N']_\' Program has

Local Programs

DON GARDINER. Here is carly moring news
atits best. Don Gardiner is a topnotch news-
caster, popular with New Yorkers because of
his complete and competent coverage of the
news. More and more in these historic days,
]iSIn-Ilt s are Iillliliu il'l TI]l'ET i'd\ii”.\ tor sew'r,
Weekdays, 7:00 a.m.

THE FITZGERALDS, Fd and Pegeen are more
than “favorites” with New Yorkers; they'rc
an nstitution! Their popular breakfast pro
gram on W JZ is full of fun, good humor, in-
teresting facts—with a special charm all its
own. Results? Call WJZ for some amazing
but-true stories ! Weekdays, 8:15 -8:35 am
ETHEL AND ALBERT. Did vou read critic John
Crosby’s recent raze review? What a enburte!
for here
is one of the most deligheful comedy pro

And every word of 1t was deserved

grams on the air. Listeners recognize them

- -
Wy,

and they love 1! Week-

selves in every line

everything: drama, parniotism, thnlls, sus-

97

pense, action. Sundays, 2:30 pm. davs, 6:45 pm.

Call the ABC spot sales office nearvest you for information about any
or all of these stations:

KECA
WXYZ Detroit 5,000 watts 1270 ke

WJZ —New York 50,000 watts 770 kc
WENR —Chicago 50,000 watts 890 ke

Los Angeles 5,000 watts 790 ke

KGO -—San Francisco 50,000 watts 810 kc WMAL  Washington 5,000 watts 630 kc

ABC Pacific Network

ABC A merican Broadcastine Company
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MR. SPONSOR ASKS
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are putential purchasers of various prod-
ucts. For mstance, a pipe manufacturer

cannot expect o do his best selling
through animated nursery rhymes,

Slant the programs to audiences, | say,
but there the “custome-building’ should
end.  Dramatizing the commercial is one
thing, but television advertisers should
not make the program the product. In
other words, how "custom-built™ can
you get?

In radio | have had jewelers, for in-

stance, ask for programs about the mining

During the first

appss reVeERw
Tl'm'aui of any
K_\l,\('.-l\;lﬁﬁ‘
\Network in Dan
the nation.

The new 5000-w
Jial. with anlimit

listeners.

1ot Pearson te

e San An
L

@
e @ e © B

B
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of KM KACKIBS was
pl'c-\'iuur‘- ye
are domng
Antonio, the

ait KM NG

od time,

Il you what we

fonio’s Vint

Nationally
Pearson

of diamonds. Not only would it be pro-
hibitively expensive to take cameras and
crews on the long trek to the diamond
mines of Africa for a television program,
but what would be accomplished? Only
a repetition of a grave mistake in speaking
the sponsor's language rather than that
of the televiewer, who is the one to be sold.
This is a point which reminds me, too, of
the undertaker who wanted me to build a
radio show for him. He had the theme
song all set  “I'll Be Glad When You're
Dead, You Rascal You." (Editor's note:
Goodman didn’t sell him, but the under-
taker was serious.)

It is inevitable that video be compared

326"

of 1918, lh\t.‘
29, 04
ar!  That is what
with the \utual
271h market ol

at 630 on the

will reach 250,000

can do for yon-

R Howard \W. Davis

'r\ aner

Represented by
Company

with her older brother, radio. In radio,
open-end transcriptions were long kept
more than a step behind the industry.
Not because of the failure of programs by
competent producers to reach the proper
stature, but because of a failure in certain
quarters to see the obvious, to see that
preplanning, plus the opportunity for cor-
recting flaws and fluffs, makes for the
closest approach to program perfection.
Now that open-end transcriptions have
more than come into their own, | believe
the video counterpart will start from that
high point of attainment. And compe-
tent producers of video programs on film
—programs which will be both syndicated
and “custom-built," which will maintain
good production quality at minimum
costs —will keep abreast of the television
industry which is setting an ever better,
faster pace!

Harry S. Goobsman

General Manager

Harry S. Goodman Radio Productions

We do not rec-
ommend motion
picture films as a
method of main-
taining program
quality at mini-
mum cost. Gecod
quality motion
pictures are too
expensive for tele-
vision. We recom-
mend teletranscriptions, a new form
of film recording.

These transcriptions are created by re-
cording a live program off the face of the
cathode ray tube with specially-designed
camera equipment. They can then be
used throughout the country on a tele-
vision network basis, giving the adver-
tiser many “plus’ values not now avail-
able in the medium.

I. The advertiser can select affiliated
stations anywhere in the country, giving
him complete coverage of his marketing
areas, local dealer tie-ups, local merchan-
dising and promotion, cte. He can also
select time and date adjacent to the best

local programs in each city. Conse-
quently, transcriptions offer complete
flexibility'.

2. The advertiser is not hampered by
the limitations of local facilities which
may be inadequate for quality production
of his programs and commercials. He
knows exactly what will be on the air
wherever he desires his programs to be
telecast.

3. It is very difficult to distinguish

( Please turn to page 65)
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PEOPLE
ARE “SEEING THINGS"
IN DETROIT

CHILDREN'S
PLAYS

Euery day of every week, WWJ-TV, Detroit's

first and only television station, has the eyes of
Detroiters focused in its direction.

WWJ's diversity of programs and features has aroused
COOKING the interest of Detroiters of all ages, in all walks of

SCHOOL . z v X
life, to the point where steadily increasing sales

of television receivers has attracted an

impressive list of national and local advertisers.
Thanks to WWJ-TV's pioneering and showmanship,
television has already become an effective
advertising medium in the Detroit

market—4th largest in America!

FIRST IN DETROIT . . . Owned and Operated by THE DETROIT NEWS w Ep @ Q W
Notianal Representolives: THE GEORGE P, HOLLINGBERY COMPANY h .

Assaciole FM Stolion WWI-FM . .,
Associofe AM Slation WWJ
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SERVE THE COMMUNITY Stimulated by WNAX Farmstead Improvement Program, held in cooperation
with State Extension Leaders and County Agents, farmers in €03 counties in Big Aggie Land
are giving their homes and buildings a face-lifting. More than 1,040 farm families are already
competing for prizes in this 3-year WNAX Farmstead Improvement drive.

MINGLE WITH LISTENERS Big Missouri Valley Barn Dance gang now entertaining Sioux City Riverview
Park patrons with 2-hour broadcast, Saturday nights. e In 3 weeks, Bohemian Band played
to more than 5,000 folks in 8 towns in 3 states. e Inquiring Farm Reporter took recording
apparatus on 1,000-mile plane trip, when interviewing farmers throughout South Dakota.

LISTENERS WITH MONEY Although U. S. farm debts increased, South Dakota, Nebraska, lowa ranked

1, 2, 3, in reducing farm mortgages in '48, according to Dept. of Acriculture. And all
5 states in WNAX-area showed a 7.4 average reduction.

SALES FOR ADVERTISERS \\., .. of$1.79 kitchen appli

ance sold 4,358 items DIRECT to WNAX
listeners. Sales cost, only 16.9%. e In 10
weeks, WNAX advertising and merchandising
got product into 767 Big Aggie drug stores,
where previously there'd been no distribution.

WNAX has built intense listener loyalty in Big
Aggie Land by serving the entertainment,
spiritual and business needs of this prosperous
major market. This continuous policy of
service pays off in sales to tke advertiser,

as any Katz Man can show you.

SIOUX CITY - YANKTON ArritiATeED WiTH THE AMERICAN BROADCASTING Tco

SPONSOR
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U. S. HOOPERATING

(Continued from page 29)

the broad base for which they are Hooper-
reported. [t is not possible, for instance,
to take the Fibber McGee and Molly U, S.
Hooperating for the cross-section of all
U. S. homes, which is 24.8577, and deter-
mine thereby the listenership in an indi-
vidual rural or city area. Fibber is re-
ported via the U. S. Hooperatings as
having varying coverage in the three
population groups into which Hooper has
divided the U. S,

City
27.53

Rural
22.35

Town
23 97

Program
Fibber

The variation in U. S. Hooperatings is

even greater in the case of a program like
Lux Radio Theater, which is on the air
from 9 to 10 p.m. EST. Only metropoli-
tan areas stay up late consistently.

Rural

18 10

Town
19 34

City

29,25

Program
Radio Theater

It must be stressed that these figures
also are not projectable against any indi-
vidual area but against City U. S, A.
(areas over 50,000), Town U. S. A. (areas
2,500-50,000), and Rural U. S. A. (under
2,500). The ratings which are percent-
ages of all U. S. homes are averages for the
entire country, not for any individual

( Please turn to page 66)

Hsough
SOV
] WDSU broadcasts 5000 watts

Lb from the French Quarter to

the Gulf and South Louisiana listeners,

From daily association with time-honored
New Orleans institutions WDSU has
developed 2 high quality of integrity.
WDSU devotes program time regiularly
and exclusively to the St. Louis Cathedral,
the lnwernational House, Moisant Inter-
national Airport, Tulane University,
Union Station, the Municipal Auditorium,
Symphonies and Operas.

WDSU's dominate Hoop-
erating proves that hon-
oring local institutions
creates high listener

cya Iey.
\;

ABC
Aliiliate

NEW
2 WDSU
5000

1280 kC Watits
John Blair & Company, Representative
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MR. SPONSOR ASKS

(Continued from page 62)

between a transcription and a motion
picture when viewed on a

receiver.

television

4. A live studio show which is tele-
transcribed costs considerably less than a
motion picture of equivalent length and
quality. All cutting and editing is done
on the control panel with continuous
visual and sound recording resulting. It
is this reduced cost which makes national
television advertising possible,

5. Teletranscriptions are created in a
special manner which permits cutting and
editing of production flaws which occurred
in the original live performance, thus im-
proving the program quality.

In summary, therefore, teletranscrip-
tions are the answer to top quality pro-
grams which can be reproduced through-
out the country on a national basis at a
reasonable cost.

Epwarp RoOBERTS CARROLL
Manager, Teletranscriptions Dept.
DuMont Television Network, N. Y.

will please ga«, too

When you let WTAR do the sales job in the NORFOLK Market

HERE'S WHY: the NORFOLK Market,
with the nation's greatest metropolitan
area population gain, '47 over '40 (Bu-
reau of Census, '47), is STILL GROW-
ING . . . more customers, more folding
money than a year ago.

And WTAR delivers the customers at less
cost per sale because WTAR has most
of the listeners practically all of the time
(Hooper, C. M., Fall-Winter, '47-'48):

DAYTIME: WTAR outrates all other &
local stations combined on |5 out of 40
daytime Mon.-Fri. quarter hours; is well
ahead of the nearest competitor for 36
of the 40.

NIGHTTIME: WTAR outrates the other
3 local nighttime stations combined for
43 of the 56 half hours between 6:00 &
10:00PM, Mon.-Sat: with a comfortable
margin of leadership for the other 13.

Let us tell you what this profit producing market-media teom can do for you

NBC AFFILIATE
5,000 Watts Day and Night

NORFOLK, VIRGINIA

Operator, WTAR-FM, 97.3 Megacycles

National Representatives: Edward Petry & Co.
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How does your product stack

up against competition in

New York's choice WQXR market?
If vours is one of the products
listed below ... it will pay you

to find out.

Because whatever brands WQXR's
families buy ... they buy a lot.

As advertisers know who have
met them, WQXR's families are
the active above-average-income
families in your biggest and
busiest market. And there are
more than 300,000 of these
families . .. so devoted to the

fine music of WQXR, no other
station can reach them so

effectin t‘]}'_

Get your copy of this new survey
Nnow, Jua! tlrth us a note tuda_\h

WOXR

and WOXRFM
Rodio Statione of The New York Tines
230 Fifth Aventie, Near York 19, N, ¥

HOW DOES YOUR PRODUCT RATE IN THIS SUPER-MARKET?

WHAT DO YOU SELL?

Beer

Bread

Boxed Candy
Canned Meat
Chewing Gum
Cigarettes
Cigars

Coffee

Doy Food
Floor Wax
Hair Tonic

lee Cream
Perfume
Prepared Desserts
Salad Dressing
Shampoo
Sparkling Water
Tea

Tooth Powder
Tooth Paste
Wine

U. S. HOOPERATINGS
| Continued from page 65)

section. 1o some areas the diary sample
might be as small as two for an entire
town. When these two diaries are com-
bined with others from the same type of
area, the survey figures may be held to be
valid as an average figure for all towns of
this size combined, They are not valid
for this particular town or any other
single town,

The validity of the U. S, Hooperatings
is no greater than the validity of the tele-
phone coincidental. However, it must
not be assumed that the Program Popu-
larity Hooperatings— the reports issued
each I5 dayvs and commonly referred to as
Hooperatings—are the base from which
the U. S, Hooperatings are projected.
The Program Hooperatings are reported
from a base of 36 cities each of which has
equal opportunity to hear the programs
of the four major networks. As indicated
previously, the base used by Hooper for
his U. S. Hooperatings is projected from
84 areas from which Hooper is delivering
City Reports to stations, agencies, and
sponsors.  These include cities in which
comparative network strength  differs.
How different the 36-city report can be
from the U, S. Hooperatings is seen in the
table published with this analysis. There
are very few programs like Truth or
Consequences, whose ratings in the 36
four-network cities used for Program
Hooperatings are the same as their U. 8.
Hooperatings.  Truth or Consequences
Hooperating for January-February 1945
raverage of four such ratings) was 24.1.
Its U. S. Hooperating is 24.26, just a little
less than .2 higher.

Extent of network facilities is a vital
factor in U, S. Hooperatings. It isn't
in Program Popularity Hooperatings, for
a simple reason. No study of popularity
ratings is made in cities wheie the four
networks are not heard with approxi-
mately equal facility, Therefore it's a
report on program appeal in which it is
logical that programs like ABC's Walter
Winchell and Bing Crosby will rank high.
In the U. S. Hooperatings, the survey
represents the nation. It is logical there-
fore that only NBC and CBS programs
appear in the “Top Twenty™ Uy
Hooperatings.

Inevitably. U. S. Hooperatings and the
Nielsenn Radio Index report on listening
figures will be compared. Such a com-
parison, in detail. is being made by a
ranking advertising agency research man

Send today for WQXR's 1948 for publication in SPONSOR. At this time
Consumer Brand Preference VS ST Ni

Survey . ..and find out how _ ILiS iMportant to indicate that the |else1'1
good-inconte New Yorkers buy, usable sample (accurate tapes from Audi-
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meters attached to radio receivers in the
home) are less than half the diaries re-
tuned to Hooper from his mailings.
Since these diary records were combined
with thousands of telephone interviews,
Hooper's completed two-month sample
(January-February 1948) is many times
the size of Nielsen's panel.  On the othe
hand there is no question but that an
Audimeter tape, which registers every
dialing change of a receiver without the
dialer’s even being aware that it is being
registered, is a more accurate record of
set use than a diarv. However, since the
base for U. S. Hooperatings, telephone-
coincidental ratings, and the diary ratings
are adjusted through the use of the co-
incidental base, the inaccuracy of the
diaries is not a significant factor.

There is a great deal to be learned from
Hooper's first circulation ratings. Hooper
will be the first to admit that they are
subject to the errors which must be a part
of any first study of program coverage in
terms of homes. The figures do peimit
network sponsors to reappraise their
facilities as well as their vehicles.

A stait has been made on Hooper re-
porting who listens on a nationwide basis.
One fact must not be lost sight of.
This is but a start. It is not the final
answer to broadcasting research. o T

THAN ANY OTHER
RADIO STATION

IN
OMAHA &
Council Bluffs

BASIC ABC 5000 WATTS
Represented By

EDWARD PETRY CO., INC.

AUGUST 1948
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In March, 1913, the \rrow Store—reputed
to be the  largest puryeror  of  \rrow
merchandise in \meriea. based on square
lootage of floor space—hegan sponsorship
of “The \rrow News™, 8:15 10 8:30 \ VL

Monday through Saturday.

It is estimated that the \rrow Store las
quadreapled the store space in the past five
rvears .. fve vears in which “The \rrow
News"" ha~ been the “Bie Gun™” of the
store’s radio .'uf\':'l'li.-fl]l'_'. and one U,'( the
biggest of all its advertising weapons.

Philadelphia
Basic Mutual

L
Represented Nationally

by
EDWARD PETRY & CO.
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Continuing the scasonable decline in radio advertising, national spot
placement in June was off 3.3 from May. Reason why nationwide de-
cline wasn't as great as expected for this month is the jump in soft-drink
spot use. While the “ Beverages and Confectionery' index didn't hit its
high of last October, it was up 16.3 from the previous month. Indica-
tions are that this category will continue high in business placement
through September. Also bettering their May indices were the ** Auto-
notive" and * Tobacco' categories. End of strike threats in the auto-

Batetl bphn thnumbier ol brostamureadians mobile industry is said to be reason why spot business placement in this

nouncement: placed by sponsors with s!alsioni field is continually increasing. Regionally there was a light improve-
i R ot . iy : s -

“R';ii;“d;;fglibsi"nQR"'S":;:‘;-‘{heD:{f’:;lf:r"moﬁlh ment in the Pacific-Rocky Mountain and New England areas.

of September 1947 are used as a base ot 100
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sed upon reports from 235° Sponsors |
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200 — 7 !
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100: ! ‘

Trends by Geographical Areas 1947-1948 Trends by Industry Classifications 1947-1948
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“For this total & 1ponior v regerded 4y a 1insle ceiporste entity no maiter how many diverse divisions it may Include. In the industry reports, however, the same sponor may
be reported under & number of clanifications
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~WROL YOUR BEST BUY . .. BY FAR IN KNOXVILL

1620 KC 5,000 WATTS
* Greater Coverage
* Greater Audience

* Lower Cost

WROL STATION “B" STATION “C" STATION"D" STATION "“E"

foniey ths 37 5 6.3
Monday thru Friday = 30.7 17.9 7.3 X
Delivered Radie
Homes per 750 490 480 295 148
Dollar Cost**

*Based on the szcond quarter report of "The Knoxville Radio Research Study'

sponsored by the radio stations of Knoxville and conducted by Bernice M. O'Connor,

a Supervisor, and Dr, E, E, Garrison, Associale Professor Marketing, School of Business

Administration, University of Tennessee, covering the months of April, May, and June
1948 with a total of 43,200 coincidental telephone calls.

**Cost of Knoxville listening is approximated by assuming 100 per cent listening
and 40,000 radio homes in Knox county and using the single time 15 minutes published
card rate. Relative costs are correct for any percentage of listening.
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STATION B “Q‘ \
0.5 MV/M DAYTIME | 0
KNOXVILLE, TENN. nas \Hv‘

WROL

0.5 MV/M DAYTIME
KNOXVILLE, TENN

John Blair & Company

National Advertising Representatives

Harry Cummings

Jacksonville, Fla., Southeastern Advertising Rep.

NBC FOR EAST TENNESSEE




Everyhody's
itchin' to see
what Easy does
on 50,000

With an aedicnce limirted largely 1o

this man Gawynn uahes with a wn-

Central Indiana. Fasy Gwynn,
WL

par exeellence, pulled L2102 picces

crophone. everyvhbody and his
all of

. . &
which sugoests that if vou've a sell-

s oplatter-amd-patter man hrother hends an car

of wail in the past vears I yon're ing job to do in Hoosierland. Fasy
-_l:|!---i||'-_' wlurt 1he connt \\“l be
when W1 HO

ad blankets ol of Indiana. yon'd (1]

Gwyun is your best bet. Ask vour
caes to HLOD0 watts Johm Blair man abont availabilities

WIBC—s00n

Sirst and ondy 50,000-watt station,

1o be Dudiana’s

hetter hiel hecause, when

JOHN BLAIR & COMPANY » NATIONAL REPRESENTATIVES

1070 KC
50,000 WATTS SOON
BASIC MUTUAL

The Indianapolis News Station

CUSTOM-BUILT NETS
(Continued from page 33)

broadcast? The explanation is manifold.
First, Spaulding is covering only the
territories where its distribution justifies
the adverusing expense,
afford

Second, it can
to purchase stations with the
lowest time costs in the linked territories.
With events like the National Tennis
Matches, the audience that is interested
will tune the stations bringing the games
to the air. |t is not necessary to purchase
a station with a high Hooper. In the case
of custom-built for headline
sporting events, the saving is not alone
through being able to buy stations with
good facilities and low time costs, but
also in being able to purchase time on a
block-basis. Davis Matches, for
instance, are contracted, station by sta-
tion, on a full-hour basis. The National
Tennis Matches cover a ime span of two

networks

The

hours. If the meets run short, the sponsor
pays for the time “to the nearest quartet
hour.,” The same thing is true on an
overtime basis, although Boynton states
“there haven't been any overtime periods
in tennis broadcasts in many' years."”

In the case of football sponsorship, time
1s also purchased on a block basis.

(Please turn to page 80)

Since

Impressians al Alaska gained fram schaal baaks af even a few years aga dan’t
fit the NEW Aloska of taday. Theatre-gaers almast anywhere in the 48 states
would fittingly baast of a shawplace as madern, as up-ta-date, os the Faurth
Avenue Theatre in Anchorage...anather symbal af the NEW Aloska—America’s

great NEW market of abave-averoge cansumers, A

ﬂ,'..-\]H--
/ e
H § :t’
./ K‘FAR 500017
LN z G // 553

VOICES of the
NEW ALASKA

Sold seporolely...or in combinolion o1 20% discount
=_p|

% f;;fn\irbﬂ”kz/ KEN,
A Anchomq

UDNMIGEET SUN SROADCASTLNG 0.
GILBERT A w:lemuN.l;:‘? :;T:;M B
1014 Rpeims bl © Soumris & Washingian

”

“Cowboy Hymns." by
The Texas Rangers, is the
first album of s kind! This
exciting new album by Bibletone
features six ourstanding cowboy hymn
selections.

Just one more accomplishment of The
Texas Rangers, America’s largest and
finest group, plaving and singing
Western tnes! They've built a na-
tional reputation that can be put 1o
work for your client, through their
top quality transcribed tunes. It's ap-
propriate that The Texas Rangers
muscis iranscribed verucally for high
Adelity ... Amenca's only vertical cur
transcriprions of Western music, You'll
find them ideal for either FM or AM.
They are priced night for your marker,
and your station,

Wire, Write or Phone for
Complete Details

ARTHUR B, CHURCH PRODUCTION
KANSAS CITY 4, MO

SPONSOR




REPORT ON
[ELEVISION

—NO. 3

NEWS
"N qUBLIC SERVICE

young listeners to WABD's Small Fry program
has a solid core of 30,000 faithful followers
who have qualified as members of the club.

ORIGINAL AMATEUR HOUR promises
to repeat on television its great radio success.
Two successive Hooper Reports have given ut
a \\'hUpping rating of 46.8 —tops in television.

"COURT OF CURRENT IS5SUES,”
television’s most adult public service program.
Vital topics of public interest are put "on trial®
before a picked jury of competent authorities.

AUGUST 1948

-- LR
e LS

PROGRAMS FOR EVERY TASTE. This breakdown of a month’s programs on
WABD—key station of the Du Mont Network —shows a well balanced entertainment diet.

ok Zu Mor?' —

For information on any phase of television —advertising,
starting a broadcasting station. opening a dealership—ask Du Mont.
Du Mont has pioneered in every phase of television; knows all the

angles; is interested in anything that promotes television,

DU MONT TELEVISION NETWORK
"The Notion's Window On The World”
515 Madison Avenue, New York 22, N. Y.

Tﬂzu M "'NOT‘
N K
E 4 w o R
DU MONT NETWORK STATIONS
WABD—Channel 5 WTTG—Channel 5 WDTV—Channel 3 WNHC—Channel 6
New York, N. Y. Washington, D. C.. Pittsburgh, Pa. New Haven, Conn.

1



Contests and Offers

SPONSOR

AMERICAN STORES CO

APPLETON CAMERA SUPPLY

BOROEN CO
CHAYSLER CORP
DE $OT0 O

COLGATE-PALMOLIVE -PEET

EVERSHARP, INC'®
P LORILLARD CO
SMITH BROS CO®

SPEIDEL CORP

GEMERAL FODODS SALES
CORP

HOUSE OF DavID

LEVER BROS

LIGGETT & MYERS

MANHATTAN SOAP CO

MARS INC

METROPOLITAN LIFE

INSURANCE CO

PHILIF MORRIS & CO

NICKLES BAKING CO

PET MILK SALES CO

FROCTER & GAMBLE

RAGLAMD BRDS CO

RONION ART METAL
WORKS

STERLING DRUG

WILDROOT cCO

WILLIAMSON CANOY CO

T A e ey

| PRODUCT | PROGRAM

hisini losl Cunkin
ur Aierienn Mumic
Musienl
Mot Merey-{in-
oaund
County
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{*ara Hit the
Jackpot
Palinahivee Kay Kysor
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Gaines Doz Juvewile
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Hutne-
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Lux Ruchin
Theater
Al product s
My Friend
Frima

Call the
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Swivt Heart
sSoup

Katie's
aughter

Dr. 1 Q. Jr
[ Eorix
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Mary L
Taylor

TIME OFFER

MWF
130 10:45 am

$5 bag af grocerics

Saturduy Varinus merchandise prizen
I Spm
Saturduy $31 vash
1:30-2 poi
Tursday stockptle of logh-priced

930 10 pm tierchandine prizes

Suturday

10=10:30 pany

Nylow bath Drush

Sunday $15.000
e 111]
15-uiin ea.)

putum §1,0600 10 varous
1o l\fl]’f‘.h

Sumiday Underwomd portalide typewniter
$:30-4 pani
MTWTF Bookler: "Coeouyt Clamar Desserts”
5-5:15 pm
ITs Cnsee ol HODY jains and jelic
030 045 am
MTWTE
12:15 12:30 ani
Muirehay
910 pn
15-pree model eircus st ‘promotional
Manlay tie-in with Ringling Bros)
1023011 pan
Tuesduy

4:30-10 pu

Wednesday
7018 pm

MTWTF
LS 11030 sm

Various merchandis prizes

Full purchase pirice of three cakes of
SONY

=aturday 1} Various werchandise and  cash
30 pm 20 B50 weekly plug whatever
studio contestant fuls to win
MTWTF Heudth hooklets
6 15 pn
Friduy 20 B100 in eash prizes

P 130 pin

MTWTE

1452 prut

Cumi v K10 juekpot

=atnrday Recipe booklet ; but are booklet
(L (LR

MTWTF 4-pivev " Lustro W “refrgerator set
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MTWTE Faownd of eoff
HEAS I s
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salur L grand

v A0 matebing

UL ather cash
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TERMS | OUTLET
asteners fill out entry  Ulanks obtamed at W,
spon=or’s stores! guess utle of myslery tune Ithaea,
when phoned by program 0
WHBY,
Send fan letter to show Appletan,
Wise
Wives sulunit photos of thoir husbands pet-
forming daffy stuuts.  Best photos ruu in Cis
Parade nungarine
Listeners called, compete with studio eoiitests *B=
ants in musival quiz
Setid two black Palinolive Liawds & §1 1o sponsor NBC
Listenvrs ealled, mast ideutify tane played plus A\HC
“Mystery Melody'
S question for dipeussion by Jury e pro- MB=
wratn NOY
Send 10 in eam to spansor, Hattle Criek NHC
WHFB,
Listener furthest from station writing i museal Benton
request wins weekly Harbor,
Mich,
1 CBS
|
| i
CH=
|
send 25¢ and 2 boxtaops to sponsor, N. Y.
CHs
NBC
Listeners called, pick best anateur band lesder abe
Seud 3 wrappers and letter telling whether or NBC
not product liked, to prograny, N, ¥
1) Weekly wond-bulding rontests, bwsd  on
new  product  phrase announved each week. NBC
21 =end bingraphical skoteh with Ping wrapper
10 progran
Free on request to program, c o focal OBS (‘B>
station
Seud Bigt ol 5 questions with =M package
WrApr 16 p . Cash for use, more il "H=
CONTFIEEDL M-S
Listenvrs callid, give correvt answers to me's . WHBC,

q afs {"ntiton, O
Free on request to progrum, ¢ o loeal CHS ("H=
=tation
sond T5¢ and one Direft 1ap to program, Cioer NHC
WHNHE,
enirs called, wentily songs played Huwrsville,
Ala
Somad subjeet about whieh 20 questions niay be MAE=
i d, to program, N
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tionrd On prograni on eer tlays, with Ale
| ograni Vo prograid, N
Send lisy of P
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HOMES as low as

28¢ a thousand

=1
N 4,]."'.,\-.‘\ N

Il \'.ﬁui_\llll_ﬂ_]; |

Potential radio homes, that is!

You know how it is with local radio
advertisers: they can measure, by
actual sales results, the
effectiveness of their broadeasting
on a given station. Well, CFRB's
local advertisers report pretty solid
success. You can easily check on
that, We've published some of
their statements.

. . » And one big reason for any
advertiser's success on CI'RB is
simply this; you reach more homes
on CFRB, for cvery Dollar you spend.

You can see this for yourself,
by comparing CFRB's Bureau
of Broadcast Measurement

standing, and Elliott-Haynes

ratings, with those of other

stations in the Toronto area. radio station
A breakdown of latest figures

shows that on CFRB after 7 p.m.,
you buy 1000 potential radio
homes for 54c.

You buy 1000 potential homes
between 6 and 7 p.m. on
CFRB for 30c.

At other times on CFRB you
buy 1000 potential homes [or 28¢.

So—invest your radio dollar To R 0 N TO
on CFRB. You'll reach more

homes in Canada's richest market.
You'll get results!

Ontario’s favourite

REPFESE!’I'G”V!S.‘ United States: Adam J. Young Jr. Incorporated Canoda: All-Canada Radio Facilities Limited.

AUGUST 1948
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CBS is the only network to hold and increase its share of the radio
audience in the past year, despite the surging competition for listeners
from some 450 new radio stations. A matter of solid comfort

for advertisers who want to lift their sales curves.

The Columbia Broadcasting System

—~




L] ] - B [] “i’ ] 10 - 18} v » . ' 5

| _MYINWwAT | | FRIDAY |
ABC CBS MBS IGIABG S MBS NBC|ABC CBS MBS IB ABC CBS MBS NBC |ABC CBS MBS NBC| ABC CBS MBS NBC|ABC CBS MBS NBC

" N YT WM hiiay e
RN Eiay [y

[ s e o e Loey Con A, - W
- tiies Drvar L Wl O

i Mrdgta s 1 -
- : R FECET

Mewy . e “*

carin Cone

8:30

8:45 [T

s le
Th at Bt 1
Gt g e sidli Sl gyl Hati G
L Caag Coey Ty

s D | b | i
|

G s Miwls
Liap

wakle .
Pesadla) Ob Fibiae'y Do LIPS Bonsbluis Ot wrenhlun) O Hawyal RiANa Oy
-t Clawe's iy ik O by Do 1y
Tone =N iy
a ( [ o
Tisiininm : bty e S e
w NV , Famds by
(Malhee d b R4
LU MY
; Rrmadty o) O w |
e .t: . Banhlany (0 Bevanaye Ok

mc. | t b a0 [

9:45 Miabe ' I =

Coraklom Uk - Berablnt O |
"ode

BT

T . ‘
RO o - By ok Warmg

Foal el | e Mt ot
UL 2 wan

o b bokty
L€ Mase
Tkt

Baity Diwbee | — e
Hindvs ¥y ba g L v Smg Alpny Careri 1 My | g Alaeg Mead ol Lila 4
id & Balturd] " M Pmbery 4 Abis Goslin) " b Gl Rt Lin WK N ] A Gl [ I A " 4 r Resd i Lis
Vs ol Piwwhor § . ; | ¥ ) ! FAGCDu w 2 3 » ! i
1= | Ros Ml P i et £ (sl N L i

v = N YT
Aot Codlsng |i CUR R - o N ,“f"[‘"’" Curtis Pob Notiar Godh oy
Y &

AN PR N 22000 ¢ {poard Wos i) 4 Muts |y B s ' p N ey
vy . Fand Bomik-Pus B s Havw s Fod Revh Pyr B s 4 J o | 850d Bk P
I’ L) ' B laa) Homed ' Tk B lavi v
Nare Dol Filary 19 1) Taibwr At il b Pillabass o 911
| - Cowe |

son Lo Pui| AL ( r e L e T ey el I
! i = A |

Foss Aiim . 1 4 e Py} Lpgon b W : I
n i o bt & Wiy . = - —— Wl LT
111 S Qi r o T | O e L‘::-“T' T T Ouerta
T W o d Lans e
[ ban 3 e r } | Coep | [Mopitim mae
L . e bl 2 =
1"30 T Tod Madwi [y vy P [Fre—pv Py
d Mot s Do e Westngbous | Cot by | ppime B Winbmphoss | Cont Badoty | Mats Do | Prodois
| e iy 2o taby b Inawrines
b o By P [ ST L+ Dary-Pe l Baei ClubeFa. L i Our b |

Listpmung Pust
Ly P

Wy e e G
_‘(_mu-:t; N Py 01 T 4
‘ UMM b Godens

f Pussng Pasi fa
Cove

Haes ot Fainh

11:45

[ [T T Bty B emmary o gt o O e Walls Fumerary By et s Dy s
ALty Soma [ Phiy Macrsa 207 Sreman | Py e Py Mary (204 : Pas by Some [y Mo 20

. e " | |
Py i X (MIN] B Pie Bleut Cia s | Resswi Pii Rt Chae Pus il tam. | N ;i e P

l 2 P i o o] [T o
4]

| i Wenn Cinn Wandy W Wind Waime Nk b
GF Mys MEeliy LF Mas it Coln i TR B T 0

Wraskinit vn Wil oo Pigi Walk vt Tutt T i o

b — RE—— & ——— .
12:15 L o : ; “IT""' [y -

Leew Smry
me

12:30 ' i i e o L g
' M bk O o s
imm

19.45 [N : P S T R ' ax<Ati
: o0 ot
B o P 1 g " RNt

L O TR e e
L PAGh iy o § o (v
L Douke-Fir ok

| 4 e \ Wyt Couj
LA T L Caeg
N abw Fai

] Fork m
Comtr Semils Pae FaL O da
Cusphmnd B L

Yo [0 Mo | by O Maboma |11 [P oty Yo VI hahiang oo | Mol ek Phasn
Pl i Cirig | PAC Crane . Com ¥ ot | few
Tl by = il Bl s L3 - =
v [ epe—

Cortmy Lubs g B Hm et Geading Lighi ;

PAL Ty Paclna 02 PAC D l{g:-nrlg—-
Trm Sww; P M . --I'I.(
Tid My Bt o
3 Midas Lavg

Yiw S Pot il
I Vs Burne Kuesat t Lormes
[ . e

Barman Doy

Cohas P | 5 . 3
— — e - - - i My Dalds =

~r

Tkt

Gomral M

| Tem WheobinBoin Mysns Wit :"I & | - Wiy fw= Batn

LT e foe Dy P | S 111800 BF | Zebha ) i L L e o L B J 10 5 M b Dy Py | S L.
1Comi T - UpT e wed e & Gome Ty 0 S0 e YT TR = L t L

Voder s Ahideen

Comral M Mo Myew S

Wit v Wenhs
| Sl Saaihng s - P Comeesl Mdly < i ol
e (11 ey, | TN PSS 130410 || Mashenon Saay O i Bhiciies Mahanim fuay | Mociom Bhat W g | Mamkamaa Sarp | : 105 by ) Mhatn ey |

Ehait h i [ Chertrom . X
{100 M [Ovmem [ Dvi P Thitt | Eih Azmeit ¥y [T [L0E Py 11831 N [ o D o "] g i) 1111 Bt o D a1 iy atiast e | 1VR1 ¥ Kran 1 D P11 |

L i e
—
ks o 541 | Dyl N i Lot B Smnivd | Dy 1 Ufa rum Ladons B Sasid | 03y e Lok l-'-miln m ...-\—l
{ ]

Tia b s mmaiah

Fat b Alpari o Fu |

Lidas B Sihid L Cas s Bt i d | -
[ [T Ty Owind Myium Qo Outb 8 bl e O an Ba Beartd Quder Dl Quke Ot |y Tk O sl uadis B PN
'*"-:‘""" e Oob [ ok Bt i3k S el .‘\-.m it 8 S Bt G- Ve :l\: ] PAC T & S kit
e A URINE i P e Merun Block 11N Rrnan. Por L.::“in fu o
e sion s Loy Ba Seied |
Ladais 8 Sqpind Ma Fariass My P T‘-.;qmpn MaFidm ol Par | [ .
Tars. PAG Duried . ; FAC-Orri k€ 4 PAG-Orydat | l P A% Donded : | PG Dy

i L L R (IR e by e

= A
Tt G 1. kpaarsy Popyes Vo S Gmphbin . i)
€ T Awhess | 1, yraibiza . e e e e o ot | Pitamn « W PAC L
O M Frmn | b 1 \s-—-;‘l“:- prsi b | Hesar s | g g P L] Bical iy ! (bl ANiNG |
el 1 (LY Fom tha |G & Winas Ports . e Fore sy
ol Mo Pragsams| it ve Haspmnd | ™ UV T g 1 M
::.:,:1:....: Mose Progenms Lwwws Mk _h_._l.;ﬂ.!::..& byl [T e PEG by P

% Caai s 115 %4
[

1 Whagtin Prlows |-

Mol mmend

[ ]

-y




u = - T T - p— "
ﬂ T = odngs Whe Fabeis Lh-lnn wils
T | it Rackiinis Wila | | (RIS dleid L o M shag e
- i st s Bk Senge Wiy Wt Himm) Wt Hoamt Vi tongh iy M Parbah Hlovse Ras
- Allessl [ et I T "“'.'.L:;?'-. tel Saorley D Lpesd e Y brmass sy Niset bl ) e Soan i
1 ] ey | Gt e Mie — Ly Ele Wl (M N el T ) WHANE  Tode e & D a2l UGN Tote My & D — Al Deagusry
. Owhr Com Toustmt |0 & Viumaw P Salla Dulis s el e — g | ot ~4 Wt Ditas snmimn e Fidse [LEE ] ab o Sialls Dallan - oy —
Ly N e LLLSLNR B L I (P P S ]*l:‘.:n--.- St Paas [T [ vy '!-rl.::hlu M0 | b Vel o e | 5 miphiny e e e
{ \ L wi| XA ~ebiggh “;:":ﬁl Andy o by [ idon R Lo " N
\ | . (L] Hiwa 1 .n:"; N Mo i o s N Fyms ' .
5 | Tovas Taws — I s = H
\ - e P, i i Lawrns Las Laevras Joras
' \ . R e Y v Sty hevm o o7 w Sl [ e wane 1 .
. ! i s 1 YT QErTeeeens - Fiwates N e . ity -
Tobe 58 d i Tyl Tae A el o)
" Pt Limaa  |hip - Cot || Fond S e =} Wiltoa | S| v Wbl Brwn | Hand Shaw Comy et J T
s s 177 bR [oa Tan batre =Ll ) ] e B i on AR (TS vt 4 > Teo Ton | Sedeg Prtie (MR
|__» it N ! ST soinabares L2 | Taspasre Gk [ ——— M
i ¥ Ll AN, N
- - ‘.:_'-j E Aot 1 o Rreaid :_".'I,l:::: Menh's Reeond :;':1::' P {(::J:k-"i (TR P E;"-::. Toks Dhiny Doy
” e bih e - | TR L T ks p L tewm e Ay ) o |
M PamhTah “ Wilimh € e s i Aellen ok Howst's Dos P ImN Tt o Toanairy | Mot i Dai P (L) F Tommry By s Pos fful) ST {Howits b Pue R
Mukaiin Sap  MI Opert ¢ Al ) woh Vi . ’ Partia Tougu g | © 810 sk Fana 1 A TRt Mandwest Foratsmtin | Mesdsami Portes Famt Ll Farios Tatna Lilr f gt
MF 4 . *-:-uw CF P ishen Boan i v = Surerman 6T Puren, Bisn Sagoeman oy p, Hid Sureeit  (EF Poanu Basn A (™ = P
Nare M J . ey [ Cooe Ay Coe Broa Pidas Coen Bows FLIH Cod i Pl [T ! :
t o {Heni o iy B0 il Hawt 1 Gs P N | (LD 1N Haart 8 Oag Pt ImN Messis us Po) =L — {tkn i ;
Mipamhan bl BLE ’ pr—— Nk ] v | e P Sl Plo B Adiami v Mo & [
'L It Juit Pl it i Chagosne | Airstuee L
Mier Lih o e o Mts e bl B s o Lk 0 e o Whishall S i Sy Kmg® Uhissinsna P iels hld-l..ll-.mi s Ho s d Tinnd o phall ks S s T
H wi it VouTod IRSL, 1 A 1398 s pnetes | iy ""“_, [ Howse Pt 7o an Bt
- (LR o Fu o Ton » Thass Touns Py Vewed Fagi Fams . Vot Puge Furell Lum s Wlems Funt ], o K [ &
H - i P Funald i Lowm ' A " i M Faldhas il Bare
T I LT :‘-‘.-:" e e b i Ll b mhall T e g 3 :"“ "'_"' Whsuha K s Min oy I —— i'L:" . Tm
¥ Erte Fon il Totdas 1 M | P P by Cald Tobdad Lrvde-Fas while Tl Ay Cald Toblan LI M N o Cald Takiei of o .
- 1 ek Foaty gt Ly J N ekt Ly gl MGy e e 155 & u....(-‘m':.'. o G ] e E.‘. Futr Fo 1) AT, Inadhibii )
\. ———
S
T
Y
't
¥ -
: ABC CBS MBS NBC 1
L
I
E' l'.:':-;:.a Ene Sripiood [T — R
1 Low Hate | - : i Mo Lads Mey Lds [ [T
s A oy ol Mo (T Wabans M«i“«”"h e Newa MaVem IN N el N \
Frine Pesd ;L‘;{" —— Dt by X beadie | linat BT S Moat Misnsscbus] i West Musia P = Mok MusinPis Mt Miassis Faol
P s 1 1P Bttt o 3 oo M Craths T lem Al Eaaihs :
g o e en O pitH [ s Lt = " "‘ AN o Wen & kel Rewwel - 1k Bparaa | ;1
% ST Farihrram Dambe Shalibesm [} - . L
Prammes Tn n Ladurs Pat [Moet Wi Fau [P Ladrr Fra | Moot Missim Fod .,":,k,_ LadiePun (O . Ml Lasbet Pt [ 8 Pl
L o ; e = e All B y e A I 1
L] Mils 5 P i S Ven 8141 uhi [ ! ¢
iy Ml .\_. NPy | ST ot N - st Shelthenin Musterd e I.;,M T Wit "“’IJ""" Wrmrs o g "
T i by . A g Lt i File bty " '+
:j:“" Ao OF :‘-"l'::‘: ¢ [T b oy o | bt Musa Py § 4 ol St P | s s e 5 o Bt o P Aot My P il Mok Vasj Fos
Pasm N AL wF - ()N s va 41 Tha Thees Sars —— Phere S0 Thive Seae These S ¥ Thves Sees
Powte & Gonlly 344 rallies [ P b Katrs Eaire [ ety Estee I vt
W LILE S 04 GINE] b | 2=, Oy Cosdiiale ™ (TN =T e
Thatl o 72 Bedidh 5
\F Beskih w70 5 heye b Ovik K3 | Bedy w1 IS Rrve & Onrh [T 5 hew b Owk % Nage & Qe Ldwm (M1 ) A Rare & G
P LM Ohustyrdoty] Srtmmate |1 | rat ||.‘-ru.. B L EM Coeviarbeld Kibrmter {112} ot Fdion Laia, B0 'L LM Dhestarbadd | & ot (122) Yo Fdvoataan b u";ﬂ,m Keimaim (121 ": Niham onm b uqmma.
u a | HNEH "": el T PR Cony L T T b b o] ol b ‘ i) CIATI I & 1 Viod G
R | v Ser P W 'y S P g o L rtn iy 1
3 Hoat TS iiae $has s E b - Woman'y ~. M A A [Ty
-Tr L Flagboas - - f e Dsen ! S M bl et o Wl d L4 | o R — - E L Sl g
o u 4 Pe: r gt bund wite]  Myfer by oshas € - :
ur e low PR | ey, ey i PR o e PR =
e 1 | - - i o l o] ] WA B PG wimrel | r
- (o y ] i Hiamas | o = b 13 O 1§ 1§ Turle Tamons by i
"y | [T Fessi Prge Roaall Visn . b L " Oudins Comabell Sy [y Ackisan M ollens Camph ! Sy 5 ” Cabpboll S | Cnw ol Mo [ Tovsle
™ Jah crr Mitesl Mamsbl |y Thwutaa] 1o Ranion  } o hmes o . ! L Banyr 'I:-‘-!' M T . AsnK yintnl =y T Bl L T Tuas it Gargy ol Ml [Meisider Mghe | Catea T
5 Miken PR = Ravall Drug | =il s & STl = Conaral Witha [Lom o' $lmey P Luam s Ahasi Py 4 mn Aees Py (U5 N E A u
M e (81 [Th R Mares [ 19 DR CTIT STl (S MYl e R (T ey n s (R mg | 11 77 =T ey ‘ Toeks of Spwent feame W Midle Totvds o) Spott< [ R IRerbein fiow Lo e Kot o
™ TULE L omadal S | oo i Pus G4 i fe il I ST PP Ed A Mumew | TS0 Pute B0 Ed K Mumw tiy [EL R Mwrew 000 Fai 4 (#i N} v
by fremd g Yin dimebell Sep | Tl Campbell Sy i Campinll Sovp i Cuebnt Spg [ Besebl 1 RN [ :
ik Chassbi Fei 1981 LB N ol P 1 | 11330 M Gl e (155) N . 1153 Wk P 1001 ] g 'y Vit hiiib B
o oy [T it Thewies = M, Ohimlen ™ ‘--h.r..l- Vel Man — IS Quentrens
Te L maren Mo & St mg b ok e PRI Nuwa yh Phragm Laimt o Nasan L
s R T TN werh Ph TobMuid (M N umm: TNy T Araen
-.. L \n‘ Mesooig P | — My vyt [ — Tiwss P Hibue Do, J
. e L Wby Sy Ty | 1 L] boe L 0vle —
. farms Yo e ancl] b i i (hatedes . il [T ey bt
Mny -t ) | vy Bape o L el
fon - ! it L = T 1 Al (1N ER - ey T
% Pownd Fads Arther Ltliny S v T - ik N
¢ Cortm ik Lue ? Cho Vo b " S R ] iy Yot Al
Mte i M &i - 4 b Toon Vol (BN M1 Adessiaie Lagio 5o Peadd N of Mo T P30 Alley ol
_"- < e I- — ”- ¢ {4 Eony s et Far 1 4 '_ - Luwrwal [ Collageusd Fos LF Magwsll Lpaabia | | Cupt W g Py
Tk [ ' e el N all Tas Ad Conlimb Tk Pagry | Hosse Caller )M FrETL ™ | |
S Hy hiblis Chare | = TR rbenshs L Te= 4t Fos | Mt | Tom Mo mNy Tow Mou Fry Nwican 1 beo P
Swandurd Brasde s \ i T & o ‘-u 1 [ P - . = (1375 M Ble L Gass b Fue l.ua-.qunh FProssesr Pu Ay Sy Bty By ( bily N (
sndard i : —_— - —te - L favepbPo | Semis Fsonwis Py P Sonle il | Foteswee Pu i
Soadard » Neate ! Magrie Tonth it Cated Haenm Firuab i Bens e |
: - o m Mpaviang abesl Mo 1pe Abhait & Comatle 1 ” Cobew! Hantion
Srwrlat P £ o Soritn & Aunas [ - Pt My exa Parirne P
M Fea s B b Posels 01 fond Pikind s Coms P [E0 Pe i | Voo & b [ - = TELILTY e ts e
M mme s O i Husdon Py ol L] Hundae P (el 1221 8y | Boosdel Miyeass Kiah Muss Hall r Frvwne N Gomylnifrns
ol Tobs Al T e 1T s e [ Bl T T [ Childe Waakd] et Rt Moodbow Pou_} ) huubiund Pasaios &
W ore MY . Dl Abda b Gty (4N Yilelin AwiLite Maialy Wi [ BosbIhe Berk Gamids
MWT ! [ o “ TS whn (nsihy f Besid My
i Losrs L Famnpnl U 1L s
ol === = _ — ek e e Eow Dyt P = I bia Lo
 HBILYin L . Ran Mahds m——r
S 136y - AR 1) i My Dhabench Boveri AllSdas | Mlere Woods
& il i fis My Vuts o5 ull s P W e Pt ) Bomes | Seaebii | Teumt ; Tw
N i Yis Thaatis Maast ki e M M bavrat Bl Mjmadal |t ) i Lo Berr | LR s iy II::.““ i, P
e atn iy [ Deckens bl Hovvewns | Hampive e e Ty i i | M G L Lume | Bl ;
Mt O e L Ll L] - i o = == = ov— N )
- Latea Bk R Nt VesPapPu | bl T e i dhmeme N laacy RO Bl Hoey ") %
[ Pea e Klomlle Inbs Masty B A Y S Musne | Primmsem o Pineete |
LEas m | [T (o [ ! J.
U5 Ty “ [T, N Aied Dl b | | | A s
s 1\ Proghuey N i t ek [
e Vi ‘A.'I—'- Las | -.l.:‘ A [ &1 'N-T:.'u ik & Mt ok t"“""ta st g | ot i B oo, T sy I itk T’.‘: A
e % > o B e Ll ! Med Fowh Tob | = | Lo Pt by Caasy | Mrerhed | A Gy Caune Family Thaatin Ruegl o ug e
oy —" M Peed My Prmad L Ve Ll i Towihgavis & o prmd e’ | oy e 41 Fitkags i e
shat P [T ] Sy e | Predur oW b sl freves Detar Bend 3
M L Husar 7 ! (23 H L Jras Choosen Lo of e 7
;; E=E— L. Lavai o vt Omg = Raagrr P Ile i Fhas bee 0 30
:“\nl..-gh., - Laire a1 Frrvdom L St ]
.::‘:.u :: ) e Hemiom i ot fan iai | ’ Hewnang wiih el ere ;‘-:"’E’
Wrigley w et R ’ Udaney Lok e 'y el Caphiad C g Dowresy 10 e Tone: Tt v 1 .
Huh SN Ean Choeiet i BerwnWmmn | On Tinl Lhast M shlrrus  Hohe ThaMaa 0 Poge Dnre im e ) e ghali
Wo'luwe Lok Veugha Mussan s 1 em ihe Rulesth Meiodes | Priansin i |7 ity Cirbs s The Onchaatie Wl Hewdens gk bl
nes W i T T {0 Pibban R Toid Cona Cota o Ben b Peo & Com Phry rimss
Nexioved Pia [ T [ Kol oo Por K mne i
- becn.iba . The Whihe Poo] Coave ik P Bod Byden P s BadPue | Weshingion Wast Tha Fue
) ilbem Neiin L
Niwd £ 2 i T S
wead i Lag Aapiles s ten g b, P ! o Al b My oy | [ T e Newa
A ) v s 28 -s [ Newy Ml ihe N N Lo v Plapa
i s e Wl eynil L] (- (G SR [TV ISP Pt gl || W Y 2 Cros Al ke Now g i News Cow W sy Gom | Allthe Nona News o Ko o-A
ol w S Thasas 1ni - [T1s. M L Thumte Pog [oms Smng Pod Suppm OubFo [ e Sewwe OuePuo ] Bot Mas-Prn | L Thosss Pus S O Pri [ v Rangu Pac] ump,.
Tobe Danis Ot | Shliem Lhilyy Movm gl s i o [ ek T - 2 P e LT )
- Mool Souond | ¢ —aslibe ] (e SR——T'S Phrmws
Aincd L, - bl et Duiiiim | D te Dhile b el o Plaswlopeaiie ans Wk Viewdorma | BhuprDn | Woi of ide Oiilonine | % by ot Sun i ':,:,I:_-' ";"“""”" Deis Ovih "":‘:‘;" Cooneteis [ Ok -.m Owbewrt
Sna e P . P 0 -’ o
o e s Conis D b P Juganey Pus u.:. o os P |([E N [T fome e P | atatine T o [ Gl St vortnre | dea il fe Wold Nogy Fuy JUmm Rorg Tua] Foi Mt Pas ¢
[ rs ;’.":,: | ot b Lame 1o
Ceage i Ooies Ok R W | | Thaghi | Toamghs Thowaht Dosss Oms
Onthepiss Owans Dhih s o ot W [ P W Dy O Uvisn Ok [ Rt M, - Jotas Boach M Dherabar o Seminy Kope Kems A b
Bund Oy O e p. - . o - e b = Tobe et O
Casrmery o A v Ok Woad [T T Besid Ol Ovimatrn| | Dboshe e Bond [T = Sl Bend P bastin Keira: |'©
L] r s Db
iz N Fa Men i i % o, Kous P = 1) Thosa N
4 G0 P . A Chailuaa 1 T [ - d W -
_—‘- » [ — [ M twme s | Cablicstin | mani P | Bobe ) Vs NowsPot e T e B -




“Citation’’ In The Races,=-
WHEC In Rochester.....
D O s g g e

o P " " A ’
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....FIRST BY LENGTHS!
., S, W, , -

WHEC STATION “‘B’’ | STATION “‘C”’

159 86 11
PROGRAM FIRSTS | PROGRAM FIRSTS | PROGRAM FIRSTS

(TIES—7) (TIES—2) (TIES—O0)
(Also Ran:—Station D—4 Firsts, 7 Ties; Stations E 8& F—No Firsts, No Ties)

FIGURES FROM THE WINTER-SPRING HOOPERATINGS
* WHEC SHARE OF AUDIENCE — APRIL~- MAY — 38.2%

Last report before closing date,—morning, afternoon, evening combined.
e rrtye P bR ey 290
...................... 10.1

BUY WHERE THEY'RE LISTENING: —

National Representatives: J. P. McKINNEY & SON, Naw York, Chicago, San Francisco
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CUSTOM-BUILT NETS

( Continued from page 70)

miost coll giames are played on Satur-
d Hiemoon, and since, with the excep-
tion of the U, S, Army, there hasn't been
any sponsorship on the networks of loot-
ball on Saturdays, most stations are will-
mg o talk terms lor block time purchases
for the games.  As football switches, bit
by bit, to night games, sponsorship of the
games will be over independent stations,
I'he fact that more college ¢games are
being plaved on Il'll.ll_\ evemngs Is one

reason why NBC, this Fall, s out to
build up a block ol programs with big

audiences to hght the football statons.

Professional football, a Sunday after-
noon sport in most localities, is also grow-
ing mto a custom-built network program
feature.  Unlike baseball, football games
college or pro) are played regardless of
the weather. They do not create the
problem of games being cancelled. Tennis,
like bascball, 1s not played in the rain.
It has to be contracted for on the basis
that the matches will be played on the
following day, or the day after the follow-
ing day. That's tough on stations which
have to prepare substitute programs to
cover weather contingencies.

Broadcasts of games that are cancell-

WISCONSIN®
Newest and

MOST

P
R
S

AFFILIATED M. B, S.

1070 O~

MADISON 3,

Represented by HEADLEY-REED COMPANY

T

your dial

WISCONSIN

80

able are accepred by stations because they
deliver audiences.  In the summer, in
Boston, independent station WHDH goes
right to the head of the Hub's broad-
casters. This is true of many of the sta-
tions that air sports and are linked with
custom-built networks for this purpose.
Many of them therefore make a package
deal for the season (if a season-long con-
tract is involved) or for individual games
if, like football, the games are contracted
for on a week-to-week basis. The re-
duced package tine-rate more than makes
up for the cost of the specially ordered
telephone lines.  Another reason for the
station's willingness to accept a package
rate is that an advertiser sponsoring a
spectal event on a custom-butlt network
usually spends considerable money pro-
moting the broadcast at the point-of-sale.
Thus, the station’s call letters are brought
to its prospective audience, and that's
worth a great deal.

Most agencies do not recommend cus-
tom-built networks unless the event to be
aired is an occasion that loses its impact
unless aired live, and there is no available
group of stations permanently linked up
as a regional or special network which
cover the advertiser's market. This is

AND REACHES A
©5103,629,000 BUYIN

AFFILIATED WITH

AMERICAN BROADCASTING CO.

1. € UINER, IR, Goa, Mpr

SPONSOR




easy to understand since custom-built
networks are time-consuming and expen-
sive to operate from a manpower basis.
Each station has its own contract, and
there must be a special contract with the
telephone company. That’s a big job.

Nevertheless, where the occasion and
the sponsor’s distribution demands, as in
the case of Spaulding, Atlantic, Goebel,
Narragansett, and a number of dairies,
brewers and o1l companies, there is only
one tight effective way to use broadcast-
ing—the custom-built network.

Even politics enter the building of these
per-occasion chains, Most contracts for
custom-built networks for this fall have
been signed months ago. That was the
only way that the agencies could protect
their sponsors against being cancelled for
political broadcasts,

Politics also turns to custom-built net-
works for its link with the people in a
single voting area. There are few links
(regional, or sections of a national net-
work) that cover an area the way a candi-
date desires. i

(Continued from page 43)

states, "l have to explain the term when
talking to executives who aren't connected
with radio.”

Established 1922
WILMINGTON, DEL.

Established 1922
LANCASTER, PA.

Established 1922
HARRISBURG, PA.

Established 1922
READING, PA.

Established 1932
YORK, PA.

Established 1936
EASTON, PA.

Represented by

ROBERT MEEKER
ASSOCIATES
Chicago New York

Son Francisco Los Angeleg
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Despite the obvious need, it's logical
that there is no great driving urge for a
new name for
always easier than change. The fact that

spot.""  Status quo is
there are many advertisers who should
use broadcasting but don’t, because they
look upon radio advertising as either net-
work (too costly) or
ments (too insignificant), makes little im-
pression on many in the agency field and

“spot’ announce-

on many advertising managers. The
campaign which will be waged by the
National Association of Station Repre-
sentatives to educate agency and adver-
tising personnel, through a well-docu-
mented presentation on the value of

‘spot,”" will reach, for the most part, only
the advertising segment already in broad
casting. The advertiser who hasn't used
the medium or has used it sparingly must
be educated on the importance of using
national brog tcast advertising at a local
level.

A new name wr “spot”™ will go a long
wiy towards bros dening the radio adver-
tising horizon of organizatiors that
haven't used the medium vet. It could
shake the broadcast industry out of its
“spot™ inertia.

It's important that a name be un-

covered to replace “spot" belore TV

becomes a nationwide factor in broadcast

— —— —_ = — ——

| OKLAHOMA CITY'S
[ ONLY....

850,000 WATT
] STATION
|

For best resulls in the

——— —— —  —

rich central and western

sections of Oklahoma tie your message to a 50,000

' watl signal that is heard by OVER 1,370,000 Okla-
|

homans who spent OVER $855,739,000 in retail

sales during 1947.

JOE BERNARD

GENERAL MANAGER

AVERY-KNODEL, Inc.

NATIONAL REPRESENTATIVES
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advertising, That's because TV will de- & Margan, Chicago), William D. Smith
liver natienwide visual air advertising on  (Buchanan, N, Y.), Frank Daniels (Len-

0/)’ / say, Sir WG”E’/, an individual market level long before nen & Mirtchell, N. Y.), Tom McDermott
How's the penetration

TV will be available on a telephone or (N, W. Ayer, N. Y.}, Tom Lynch (Newell-
microwave (automatic relay) nerwork Emmett, N. Y.), Helen Wilbur (Doherty,

down WPTF way? basis. To burden this new segment of Clifford & Shenfield, N. Y.), David Hal-
- broadcast advertising with the dual- pern (Owen & Chappell, N. Y.), Stewart
:\‘] meaning and generally misunderstood (at  Brown (Nefi-Rogow, N. Y.), and McLean
=/ a sponsor executive level) “spot” nomen- Chandler (Leo Bumnett, Chicago), feel
:..& clature is unfair to television, just as it is that the name “spot” is an industry

unfair to the new facets of FM, “store- obstacle. Others, almost as numerous,
B casting,” and “transitradio.” feel that the werd “'spot™ is adequate, part

At a umebuyer level (see "Quotes,”) of the radio language, and here to stay.

H F men and women like Jack Laemmar Sronsor has been checking the men
ere are your rigures, (Foote, Cone & Belding, Chicago), who pay the bills for broadcast advertis-
Mr BMB More prOOF Florence A. Neighbors (Goodkind, Joice ing for over six months. Generally these
that WPTF is the No.

(1) Salesman in North
Carolina, the South’s
No. (1) State. é

_—

On WSBT, every
A s CBS show has
WPTFs o Hooper that’s

AUDIENCE
457,840 FAMILIES

% BMB Day-time Audience h I g h e r. e

Penetration Families - er >
90-100% 180,280 a hlg

0-100¢ 288,830

70- 303.080 /0

319,030

368,510
398.030
411,850
1005 442,390
00 457,840

* WPTF's Audience Reprint con-
taining Complete BMB audience in-

lermation by Counties and measured

Cities available upon request.

SOUTH BEND

CBS - 960 KC = 5000 WATTS

WSBT [[c'mlu-rdlin-_:ra on all CBS shows are I}iglu‘r than
the national ratings. Not just a little higher, but much
higher—23 to 202 per cent!* And no other station. either

WATTS If!(".‘ll or out-of-town. even comes close in Share of Audi-
N.c ence. It is WSBT—and only WSBT—that gives you blan-
ket coveraze of the South Bend market.
Ralmgl'l, Norl:h Cardlna

FRE[ & PETERS ik s S PAUL H. RAYMER COMPANY - NATIONAL REPRESENTATIVE

®* Hooper Report, Foll.Winter 1947-48

82 SPONSOR




men state they have little desire to change
the word “spot.” At the same time they
are confused by the name. They think of
the field of “spot’” as being short an-
nouncements, jingles, and one called it
“Irritant” advertising.

When a multi-million dollar advertising
form is so misunderstood and under-
estimated something should be done to
find a word that doesn't misdescribe it.

That's why sronNsor is asking adver-
tisers, advertising agency men, station
representatives, station executives —in
fact everyone in the advertising business

-to suggest a new name for “spot.”

There's $100 waiting the sender of the
name regarded best by the 15-man indus-
try committee. Contestants won't be re-
quired to pay postage on their entries. A
postage-paid card between pages 42 and
43 is yours to fill in and mail. In case of
duplicate entries, the first to be mailed, as
indicated by the postmark on the card,
will be judged the winner.

As usual in most competitions, the de-
cision of the judges must be final. No
entries will be returned by sroNsor. No
employees of Sponsor Publications Inc.
are eligible. All entries must be mailed
before midnight, 30 August. The compe-
tition's official starting hour is midnight,
8 August. (Please turn to page 86)

ALL-STAR
WESTERN THEATER

30 Min.

Transcribed Shows
WITH BIG-NAME
TALENT
Dec. '47 - Apr. '48
HOOPER
W O W - OMAHA

18.2

KCMB - Kansas City 13.5
WMBO - Peoria * 15.1
© - Des Moines'14.1
- NUF SED! -
WIRE
WRITE or PHONE

HARRY S. GOODMAN

Radio Productions

19 E. 53rd St.,N. Y. C.
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'I‘m-:m-; 1s AN ArEA served by WGY of
New York
State is the hub. In this area, WGY is the

which the Capital Distriet of

station most people listen to most. But this

is only one reason advertisers prefer WG Y,

No other

WG Y's eoverage., and no group

single station ean

can do so at a priee that is at all eompeti-

duplicate

of stations

tive. Figured on a cost-per-listener basis.

popular, pioncer Station

ceonomical buv.

At WRGB. the General
vision Station, a reputation for
programming is in the making.
nearest NBC Spot Sales oflice
Practical Television Programs™

able for sponsorship.

WG

Y is the

Eleetrie Tele-

sconomical
\sk vour
about 11

now avail-

NATIONAL REPRESENTATIVES . .

WGFM
FREQUENCY
MODULATION

« NBC SPOT SALES

WR
TELEVISION

50,000 WATTS
SCHENECTADY, N. Y.

GENERAL @3 ELECTRIC

GB
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New Agency Appointments

(Continued from page 18)

SPONSOR

PRODUCT (or service) AGENCY

Power's Bakery, Des M s

Chnlnn I'uhlhl:llu._ Co, Kingston M Y.,
Reaon Toe. N Y

Sunta Fe s ml,u,. (00
Shodd-Barmnsh Foids e, Dotrokt

Bukery Mencough, Martin & Seymour, Des Main e
Handi-Books Burtler, N,

Norman 1), W aters, N, Y.

F.ruin-\\'um‘}'. L. A,

Clark & Rickerd, Dertroir

cus lightoers

Grocery products
Winteh hiracelers

Speldel Corp, N
Fetrad MIg Cor
Twin Clhiy Shell
Wachsett Shirn Ga, l
Wheatenn Corp, Rahw
Wilsun & Co Inc; Chi.

Mo Vernon N, Y.

v Ine,

minster Mass,
i A

Phonograph necdles
Windo-Wax, loor wix
Whitney shirts
Cureal

Meats |

Sponsor Personnel Changes

Ceell & Preshrey, N, Y % t.ulm unly
Seymour Kameny, N,

Pevine, NO Y

James Thomas Chirurg, Boston
Brisucher, \.In Sorden & Siaff. No Y,
Ihavis, L. AL, for 'ac ady

NAME

TORMER AFFILIATIONS

NEW AFFILLIATIONS

J. L. Aewaoad
Lesgver AL Aoe
. L Boris
V. dohin Borr
Duointld Dickson
E. Lloyvd Dosch
Russell B Ebersole
Hudd Gore
L B el | EY
Stanley ¢
W N Huse
Vad Jefers
Rudolply M., Kant
Calvin M, hendig
H oL, MacRae Jr
Sydney b Mass
Walter Muasver
Frederick J. Moge
Iawson Sewion
L. W, Nalie
George 13, Park
Humer Replogle
J, P Richardson
Robere J, Roth
Reonvth W, Sickingur
in Sobsalo

wie I Surgate Jr
Poanh Th Wallis

ilton JIr
Hope

Dirackett Co, Cinei., sisst ady mgr

acco Coo No Y., ady dept
er. Toronta
Home Foods, N, Y., mudsg mgr

America

1L & 5. Pogue & Co, Cined
Hristol-Myers Co, N, Y., asst ady mgr

At exer

James Hanley Co, Prov., asst sis mgr
Ronrico Corp. Mian

American Home qul.l-\ M. Yoo gen sls mgr
utels Sarler Coo N Y,

Byer-Rolnick Co arland Tex.. radio, prong dir
Stewart-Warner Corp, Chi., ady mgr radio Jdiv

Unlbred Air Lines, prom adyv mgr

Advertising Agency Personnel Ghanges

North Amer Aviation Ine, L. AL, pres
Same, ady mgr

Bendix Aviation Corp (Bendix Radio div), Balto,, gen sls mgr

Same, asst ady mgr

Bullas Dept Stores, Kitchener Onario, ady mgr
Name, vp

Westinghouse Elec Corp (I
\I.nslull Ficld & Co, Chi v mg.

ow Crop Markerers Inc, N Y., ady, sls prom mgr
d 01l Go, N, Y., exee v

L

Lever Bros Co (Pepsodent div), Chi., asst ady mgr
Hamilton Wareh Co, Lancaster, pros

Thimilton Wateh Co, Lancaster, bd ¢chmn

General Foods Corp (Bireley's di\} IPwood.. sls mgr
National Pressure Cooker Co, Eau Claire. adv, sls prom dir
ruation Co, L. AL, ady mar fresh milk & ice cream div

Same, gen sls mgr
Florida Citrus Commission, La
tion Co, L. A, ady mgr v

land. ady migr
arated milk dis

Same, vp
Same, ady mgr
Samwe, adyv, sls prom migdr
anith Radio Corp, € Lasstady mgr
C Prouds . Y. ndy mgr
ci race Airways, No Y. ady mgr
(¢ .lrl’l.lllull ( o. Lo Al fen ady mar

amp div), Pittsh,, gen sls mar

n Co, L. A ady mgr Albers Cereal & Friskics div

neral Elec Co. Bridgeport, ady mgr appliance depi

NAME

FORMER AFFILIATION

NEW AFFILIATION

Wik vdams
Ureda ariels
Cooralifine Holdridge
Fod s
Nicholas keesels
Senb iy Madoregor
Sesmour Morriy
Lot Partman
Tty Sandoers
Phan Santo

Alfred 3 Sealpone
[P 3 I TU T

Johay 18, Sheelan
Falgur A ShaniT

oy Nimms

Covorge A Slorer
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in cincinnati, ONE station can-de- it

In 1922, John and Ferd Hengehold opened a tiny tire anc

I)nlier}' 5[10[) on historic Mohawk Place in Cincinnati, a

§ semi-suburban location far from the city's Iwa\‘y sfmpping

traffic. Over the years, their store became known as the
Mohawk Furniture and Appliance Mart, Their new lines
demanded more traffic than the location would normally

produce. In 1937, they inaugurnted a modest 15-minute

Sunday afternoon show, "CANAL DAYS" over WSAL

Since then, !he)’ have used no
other medium . . . no other
radio station . . . no other
program. Now a half hour, this
show began its 1211 YEAR in
March. Today, the Mohawk

store draws patronage from all

of the city's sprawling trading
zone . . . has 10,000 square [eet
of se”ing space . . . inventories
1400 items. IN CINCIN-

NATI, ONE STATION

canporr..idiwswsaln CINCINNATI

A MARSHALL FIELD STATION REPRESENTED BY AVERY-KNODEw

85



is growing
like a mushroom

HOMES FOR 10,000
ultimately be erected in Marquette
Heights, brand new community rising
just south of Peoria. By [fall, 2500 will
be moved in.

NEW CUSTOMERS will shop for
nationally .Jf"\rrll\-.i'{{ procducts in the
planne d commercial center,
TREMENDOUS INDUSTRIAL EX-
PANSION is making PPeoriarea larger
and more prosperous than ever before.

WM B n alone

keeps pace

people  will

.with new facilities

Soon o be announced: new power
ew transmitter .. .new theatre studios,
I'he only Peonarea station with FML
Now operating FM full time simul-
tanecously with AML

The first Orirea station to

PEORIA
CBS Affiliate » 5000 Watts |
Free & Peters, Inc., Nat'l. Rep:s.

8é

$100 FOR A NAME

'Continued from page 83)

Among the strong proponents of a new
name have been Paul 1, Raymer, station
representative of the firm of the same
name, and H. Preston Peters, of Free and
Peters:  Mr. Raymer has
as the ideal term for nationa-
advertising on a market-byl

advocated
“selective
b.’nmh';lhl

Peters has used the
to char-

he sees it.

market basis. M
“bulls-cve broadcasting”'
acterize “spot’” adve
Both Mr. Raymer and Mr. Peters, despite
their use of other names, have joined the

nameg

risimng as

15-man mdustry committee of judges.

Sroxnsor, through this competition, 15
acting as a representative of the entire
broadcast advertising industry.  lts ac-
tion, n initiating this campaign for an
adequate name that will be acceptable to
the entire industry, is taken at this time
because little has yer been done, but much
is in the wind, to place “spot” on a com-
petitive basis with all other advertising
media.

National radio advertising placed on a
market-by-market basis is a full-fledged
part of broadcast advertising that needs

ride on no one's coat tail,

1947-1948 Conles! Report

Very little new
during last season

Radio’s best-tested contest formulas
successful during the
This was true despite
“con-

were  the most
1947-48 season.
the fact that a new type of radio
test—the telephone quiz  with a
charity tie-in, brought to its peak by
Ralph Edwards' Truth or Conscquences
tremendous  popularity with
listeners and The basic
reasons for the success of a straight con-

gained
advertisers.

test promotion are still unchanged.

The big-time contest promoters, Proc-
ter & Gamble, Lever Brothers, General
Foods, General Mills,
the standard jingle
letter testimonials,
plus mild

Borden, etc., used
contests, 25-word
name-selecting, and
essav-writing, variations of
these. The main trend was in the prizes.
The housing shortag

that offered listeners new

brought contests
homes, lots,
and complete furishings. The fact that
cars are still hard-to-getr resulted m con-
tests offering new Chevrolets, Fords, and
Kaiser Money
the upgrade oo, The top money prize

38 radio season was a P &

Frazers prizes were on

of the 1937

Zanesvi"e, Ohio

A NEW
MAJOR MARKET

with

123,400

urban population

FOUR CITIES in the WHIZ pnmary
area (all within 25 air miles of
Zanesville) have 123,400 Total
Urban Population.

City Population
Zanesville 44,500
Newark 41,400
Cambridge 21,900
Coshocton 15,600

Total Urban Population 123,400

ZANESVILLE is the Ninth Largest
Trading Area in the State of Ohio with
a total population of 272,000 and retail
sales in excess of $182,000,000.

AND WHIZ dominates in this rich
industrial-agricultural trading area with
a 60 per cent share of audience. (Con-
lan—November, 1947).

NBC AFFILIATE

John E. Pearson Co.

SPONSOR
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G.-Camay letter-writing contest that
totalled $103,000. In 194748 the top
total was the $203,725 given away by
Pepsi-Cola  in  its
“Family Sweepstakes' contest, promoted

not-teo-successful

largely through newspapers, magazines
and, to a limited extent, spot radio.

It is hard to say whether any single
contest was the most successful of the
scasen.  Centests are designed to do
various jobs—build listening, create con-
sumer demand for the product, sample
products, or create general gcod-will.
That's why successful contests must be
tailored to the specific task that the
advertiser wants done.
do not always indicate the measure of a
successful contest promoticon.

From a sales standpoint, outstanding
was Kaiser-Frazer’s Newscope letter-
writing promotion. The prizes included
the usual merchandise and cash list
(there were 1,360 in all) but also featured
new Kaiser cars and big cash prizes.
(Total value of the prize list was $135,-
000.) Kaiser-Frazer ad-men decided that
the contest had to be designed to build
interest in the cars themselves, and bring
prospective customers into showrooms.
The problem was solved through dealer-
obtained entry blanks, without which
listeners to the thrice-weekly Newscope

Returns alone

is able to create attention for
your product in the rich North
Jersey market of 1,000,000

homes.

5000 WATTS

the radio station of the

Newark News

AUGUST 1948

program could not enter. Dealers re-

ported, when the contest promotion was

over, that 3,000,000 people had come
to the auto firm's showrcoms for the
hlanks, Most of them also looked over

the new models, and listened to a sales
talk.

firms not gversold, paid for the contest

Kaiser-Frazer. one of the few auto

several times over in car sales.

Last year's top contest was the Lever-
Pepsodent My Favorite Brunette
motion. It proved to Lever president
Charles Luckman that the jingle contest

formula had the edge on other contest

pro-

forms from botlh a sales and contest

return standpoint.  This season Lever
jingle treatment to

Talent Scouts on behalf

again applied the
Arthur Godfrey's

of the Lever subsidiary, Thomas Fl.
Lipton Company The cash prizes
totaled $15,000, with $10,000 as first

prize. Listeners had to complete the last
line of a product limerick, and send it
along with a carton top. Though the
the contest
pulled more than a million entries. At
least 30-507 from

Lipton’s Neodle Soup, and recent check-

prizes were not outstanding,

werg new users of

HERE'S
PROFITS

THE
FROM

IELD 7. LEM!”

BANKING
HOURS
J2AM = I2ZPM

Mavbe vou think that illusira-

tion is a gay, If so. yvou ought

to eome out and see our hay-
seeds drag in the dough!

In WDAY's Red River Valley,

the average family has an Effee-

tive Biying Ineome of S1H91
(1947). The average in “boom-
ing”” California is 83771, In

Indiana it’s 83699! In the parts
of North Dakota not served by
WDAY. it's 83810!

WDAY is one of the few stations
even heard throughout the Red
River Valley. In Fargo. onr
share of the audience was 3-145
times that of Station B. In our
primary area. our share of the
awdience 5 times that of
Fargo Station B, (Conlan, May).
Don‘t yvou think our story de-

Wis

sCryes yvour t‘ll!’lﬁi(ll‘l':l 1 l‘tlll‘.’

FARGO, N. D.

NBC -

970 KILOCYCLES
5000 WATTS

Free & PETERS, Ixc.

Evclusive Nmvignal Feprrumissen
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SAVE A CHILD-SAVE THE FUTURE

You can help—you must help!

YOUR GIFT TO THE CRUSADE FOR CHIL-
DREN WILL BE PART OF A UNITED EFFORT TO

Raise $60,000,000 for relief

AS vou read this, millions of twenty-six established reliel agen-
LA children are starving. Dozens  cies are represented. These agencies

will die before _‘. ou finish, are making a single request [or aid,
'[ keep as many as possible alive .'i_nd they will share your contribu-
] | l] m 1o !l-l.'IH_Il erowth lion.
|:.-| ¢ th -=u|1!. members of Sixty million dollars are needed
the Un I \ are making a —now, 1 Iit"]'-.' 1= no Lime to ill.-L".

il f -' \'_!'t"_ :t !- ‘_l lp. Every When you save a child, you save
ry 1s d ] il 1l can, the future. So give whal vou can,
the U. S. A. this appeal is and give now!

L le [or Children and

CRUSADE FOR CHILDREN

Photo by Rnr:l:}nmc

u.;.

-

72’%

AMERICAN OVERSEAS AII] UNITED NATTONS APP[M FOR CHILDREN

Notional Headquarters 39 Broadway

BB

Nasw Yoorr KNG, e Y
SPONSOR




ups at point-of-sale show that repeat
sales are holding up well.

Procter & Gamble, perhaps the leading
user of radio contests, stuck pretty close
to the 25-words-or-less formula that it has
employed through the years as a part
of the continuous sampling of P. & G.
products. To tie-in with housewives
spring cleaning sessions, a $50,000 Treastre
Hunt promotion was conducted on four
P. & G. afternoon NBC soap operas, and
on ABC's Breakfast in Hollywood. The
prize money was hidden in a well-known
city, and listeners had to identify the
location through clues given on the pro-
grams. Dealers came in for their share,
too. Contestants were asked to give
names and addresses of dealers who had
helped them fill out their official entries.
Thus, the dealers featured the special
“spring cleaning” displays of P. & G.
products and contestants submitted the
usual P. & G. product sentence: “l use
Procter & Gamble products for house-
cleaning because . . ."" The promotion
was aver-all—the complete line of P. & G.
housecleaning products (Spic & Span,
Duz, Dreft, etc.) were featured in point-

of-sale displays, and in the supporting |

advertising in newspapers and Sunday
supplements. Boxtops from any three
different products in the group had to

MEdY
KBIW

ANY WAY
YOU LOOK AT IT...

KNOXVILLE'S BEST BET

WIBK

Represented by Donald Cooke, Inc.

\ AUGUST 1948

B —

tunmg ol
the contest promotion was ideal. Total
returns estimated at 1,500,000,
Sales of P. & G. housecleaning products
during the annual spring cleanup jumped
1097 to 359 in groceries and chain
stores. Other P. & G. contest promotions
(the soap firm runs about 8 to 10 a year)
ran the gamut from the Camay $25,000
“Name-the-girl-on-the- Camay - wrapper”
contest to the Ivory 5-week “Cutest
Baby'" contest. All featured the 25-word
letter.

Listener promoted by the
networks were productive last season,
The largest of these was the ABC Memary
Tune contest on the Paul Whiteman
Record Club. ABC promoted $22,650

accompany each entry. The

were

contests

worth of merchandise prizes for the hour-
long, multiple-sponsor network disk show,
Four weekly contests, tied-in with a
fund raising drive for the American
Council on Rheumatic Fever, gave away
everything from a Kimball grand piano
to a Philco television set. The show's
rating, during the run of the proportional
campaign (an ad in Life, local ads by
ABC stations, courtesy spots, etc.) wis
raised nearly 3397, Some $65,000 was
raised for ACRF. That
not maintain its boosted rating once the

the show did

promotion was over was not the fault
of the contest. Network disk jockeys just
don’t compete well with the local variety,

Other successful air contests in the
1947-48 scason were geared to program

SOUTHWESTVIRGINIA'S pm RADIO STATION

Retail sales in WDBJ's daytime coverage area

exceeded $850,000,000

1946.
listenership is 50-100%,
$500,000,000.

in 1947, nearly double

In the part of this rich market where WDBJ's

retail sales exceeded

You can cover this fast growing

market of Roanoke and most of Southwest Virginia
with WDBJ alone, and the cost is surprisingly low.

Ask Free & Peters!

DBJ

CBS «- 5000 WATTS « 960 KC

Owned and Operated by the
TIMES-WORLD CORPORATION

ROANOKE,

VA.

FREE & PETERS, INC., National Representatives

£9Q



SELL
No. 1 Market

IN THE

South’s
No. 1 State

e WINSTON-SALEM
e GREENSBORO
e HIGH POINT

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 Tri-City Market

WRITE FOR OUR BMB DATA FOLDER

WSJS

WINS TON- SALEM

THE JOURNAL-SENTINEL STATIONS

NBC

AFFILIATE
Rapresented by
HEADLEY-REED COMPANY

90

and product. Cudahy Packing Company
mtroduced their post-war Old  Dutch
Cleanser an Nick Carter with a jingle
contest that gave away 20 new Fords,
and $2,500 in cash. Borden pulled mor
than a million retems on a radio-pro-
moted contest to name the new baby of
their “Elsie the Cow™ trademark. Gen-
eral Foods built consumer acceptance for
Birdseye frozen peaches with a $10,000
letter-writmg contest, and reversed a
slump in the frozen foods sales. There
were many others,

Not all radio contests click. A lot
of advance testing and planning s
nceded o insure success.  For radio
advertisers, however, a well-promoted,
well-conducted contest can be productive
of both sales and increased listening. = * =

Who Owns What?

Package Shows
Inerease

Independently owned package shows
being sponsored on coast-to-coast net-
works are on the increase.  Fifty-one and
a half per cent of the commercial showson
the air in June were bought by either
client or agency complete and ready for
airing. This compares with 41.67; when
spoNsOR checked last December,

This trend was at the expense of
agency-built vehicles, which has dropped
from 30.5¢; to 20.8°7 since last year. In
a certamn sense, the swing toward buying
independent packages is also at the ex-
pense of network-built packages. In
spite of the efforts of web progrem depart-
ments during the last year to come up
with new ideas and talent, the percentage

tof sponsored chain-built shows remains

virtually unchanged. It’s 162 as

against 16.3%, at the end of last year.
The percentage of station and client-

owned programs hasn't changed percep-

tibly during the year. Stations now have |

1.2% of web commercinl shows as against
a former 1.8°7. Sponsors nowown 10.677
as against 9.8'7 last vear.

There are geod reasons for the trend
away from agency-butlt and controlled
shows, Independent packagers are in a
better position to produce and sell to the
networks shows on a sustaining basis.
This provides the valuable opportunity
shared also by chain-built programs) to
builld acceptance while awaiting the
hoped-for sale. An agency can buy such a
package and at the same time act in a
supervisory capacity. It may wvirtually
centrol the show from story line to cast
without the cost or responsibility of a

complete production stafl =2

THE KEY TO

f/zc w 7//'}1/16167‘6

MINNESOTA'S TRIPLE MARKET

4 350,000 INTERNATIONAL visitors

* 34,000 METROPOLITAN residents

* 87,200 RURAL consumers in the primary
COVErage area,

NBC
EVERYONE K R o c Minn. Network
DIALS TO N. W. Network
Southern Minnesota's Oldest Radio Station
Established 193%
IN ROCHESTER, MINNESOTA

iiationally resresented by the John E, Peanson Co.

212
BILLION

DOLLAR MARKET

spread over two stafes

Take our BMB Audience Covers
age Map, match it with the
latest Sales Management *‘buying
power' figures, and you'll see
that KWFT reaches a billion and
a half dollar market that spreads
over two great states. A letter
to us or our ‘“‘reps" will bring
you all the facts, as well as cur-
rent avallabilities. Write today.

KWEFT

THE TEXAS-OKLAHOMA STATION
Wichita Falls—5,000 Wathh—620 KC—CES
Represented by Paul H. Raymer
Co., and KWFT, 801 Tower
Petroleum Bldg., Dallas

SPONSOR




FM POINT OF SALE

(Continued from page 31)

The turning on of the receivers in the
stores can also be controlled by a pulse.
Thus, a nonstorecasting sponsor may be
permitted to buy time on an FM-store-
cast staticn during the period normally
devoted to storecast commercials, the re-
ceivers in the stores being turned off so
that only the FM homes will be able to
dial the program. During the storecast
hours, the FM stations will be a dual
operation. The sponsor will buy the spot
commercial from the station for home re-
ception and will purchase separately the
facilities of the point-of-sale advertising
operator so that these commercials may
be heard in the supermarkets. The point-
of-sale broadcast advertising operator will
own the equipment in each store, will
merchandise the storecasting, and will
service the stores.

Retail food merchandising through
supermarkets has to operate without
active salesmen. It is automatic merchan-
dising, almost as autcmatic as a vending
machine. Storecasting has proved that
it can overcome the lack of live on-the-
spot selling. Individual manufacturers
like Swift have special case history
studies of what in-store broadcasting has

been able to do for them.  Sales of Swift's
Meats for Babies were increased in First
National Stores in New England (Hart
fond, New Haven, and Bridgeport arcas)
1000 .. The

sales for a storecast advertiser, during the

over average mcrease
latter vear of the two-year test, has been
The themselves
therr volume 59, with
much 59; can be is best indicated by the
fact that the Norwalk, Connecticut
First National supermarket grosses over
$3,000,000 a year.

This First National giant is equipped
in the manner that all future Stoiecast
Corporation-served markets will be. The
speakers are hidden underneath bins.
They are angled so that the sound hits the
It bounces off

659 stores ncreasd

MuUSsIC How

shelves opposite the bins,
these shelves to ear height. The speakers
are located at intervals so frequent that
there are no spots in the store where the
airing is too loud or too soft.

Surveys have been made by First
National to determune consumer reaction
to music in its giant markets. Not every-
body liked it—67; preferred shopping
without it, 79, were indifferent to it. The
rest, 879, indicated that if they had to
choose between shopping with or without
music, they'd go to the market that had
it. There weren't as many who admitted

WAPO

We have a HOT HOOPER
in CHATTANOOGA!

MORE Chattanoogans will tune in for

new sparkling summer programs this
month and the summer months to come.

It's good listening, and good SELLING

ay and nite on

WAPO

Affiliated with
National Broadcasting Company

Represented by

HEADLEY-REED COMPANY

AUGUST 1948
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.r "l The 40th retail market
L DAVENPORT

ROCK ISLAND [/

M 0oL I
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EAST MOLINES )/

\\ “FIRST to broadcast

to ‘shut-ins".’
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MINNEAPOLIS
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CHICAGO @

QUAD CITIES

v
5T Louls
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WOC wuc-rm\'\-

5,000 Watts, 1420 Kc.
BASIC NBC Affiliate
Col. B. J. Palmer, Pres,
Buryl Lettridae, Mar

DAVENPORT, I0WA

National Representatives:

FREE & PETERS, Inc.
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Wild Indians
coulda’t keep ‘em
from listening to

WMT

L]
in TCII‘I‘ICI (IOWA)

not that theyv'd lry’, for even l}]l‘
Indians haven't any reservations about
WAMT s solid programming,

the truth. the

(To tell
Sacs and Foxes w !‘I['l in-
habit the nearhy _\I--u;!l.i]\}r' Reservalion

are really tama than Ih"_\ are wild).

When you want to reach Tama's
soltd citizens and the 1058 other
prosperous farm and industrial com-
munities within WMT s 2.5 MV line.
whoop it up on Eastern lowa’s only
CH> outler, A<k the Katz man alout
W AT s 33.630.000 acre DM coyerace

i i of the richest markets in
TG |

o ;

CEDAR RAPIDS
5000 600 K.C. ht
BASIC COLUMBIA NETWORK

Walls Doy & Nigh

92

liking the commercials burt 66°; stared
that they found them useful. The re-
searchers making the study annotated
this figure with the remark that it was
evident thar the women generally did not
want to indicate that they were influenced
by advertising in making their sclections.

Indicative of the effectiveness of store-
cast commercials is the fact that often
women leave their valuable place in a
check-out line to add something about
which they have just heard, to their pur-
chases, (Losing a place in line at peak
shopping hours may mean a loss of from
20 to 30 minutes.)

Employees —and employee relations are
important to chain store operations
997 in favor of music in stores.

vote
and check-out
whose stores receive storecasts frequently
ask if there is music in the store to which
they are being transferred and have been
known to resign rather than accept a
transfer to a “silent” market. Realizing
that the advertisers make the service
possible, store managers and clerks are
apt to give better locations and better
servicing to the products sold on store-
casting.

The best-integrated storecast operation
doesn't store personnel
good-will for the posting of panel signs

depend upon

girls in chains some of

and stocking of store shelves. Storecast-
ing would fail if product distribution
wasn't adequate, if the products were
hidden in inaccessible corners of stores.
Operations like Storecast Corporation
maintain a field staff to make certain that
the products advertised are in good sup-
ply, well displayed, and have effective
panel signs. In some areas a regular
Nielsen-type audit is maintained so that
the movement of the product from ware-
house 1o supermarket is regulated by the
movement of the product off the store
shelves.

During the past two test years, Storecast
maintained a control set of stores so that
sales in a store served by music could be
checked against a similar store nat so
serviced. It is not planned to use this
“control' operation in new areas, nor to
continue it in present areas when the shift
is made from relephone wire service to
FM. This shift is scheduled for 1 October
in New England and 1 January in Phila-
delphia. In Philadelphia the Baltimore
Markets (33) and the American Stores
supermarkets (100) are serviced. In
New England 63 First Nartional giant
markets are Storecast-equipped and an
additional 57 receive Storecast merchan-
dising service. These latter 57 will no
doubt also have Storecast programing

W

| S
NORTH CAROLINA
Allsn E. Wannamaker, Mgr. |

WEED & CO., National Representatives

SPONSOR
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Do you want fancy talk or results? There's

only ane answer. That's why we're sure
you'll want ta ask o Farjoe man ta make
good on the statement abave. And make
goad he can! Because WMIN daes deliver
listeners at lowest cost in the Metrapalitan
Minneopolis-Saint Paul Market where
nearly half Minnesota's retail sales are
made. And WMIN gives you high-pawer
FM at na extra cast. Ask Farjoe about
WMIN,

WMIN

S$T. PAUL « MINNEAPOLIS

REPRESEMTED BY FORJOE & COMPANTY

You can SPOT
more SPOTS
that are

HOT SPOTS
on JOHN BLAIR
STATIONS!

£ COMPANY

REPRESENTING LEADING RADIO STATIONS

Offices in Chicago « New York « Detroit

St. Louls « Los Angeles = San Francisco |

—— . —
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T

—— JOHN

~— BLAIR ”T

when the shift is made to FM. The prob-
lem of telephone lines cost made their
servicing uncconomical up to now, but
they were merchandised in order to give
the Joseloff operation something big
enough® to interest national advertisers.

With FM, storecasting can be nation
wide as quickly as stores are equipped to
receive the programs and stations con-
tract to program for stores. The change-
over from normal FM station programing
won't be very difficult because most suc-
cessful independent station operation is
based block-programed  music.
Storecast scheduling is a particular type
of block programing. Stations when they

upon

contract with Storecasting are guaranteed
a4 minimum amount of revenue per year.,
Besides, they reach a new audience for
themselves, since every half hour the call
letters of the station are heard in the
stotes. If the store customers like what
they hear, they are more than likely to
want i[ dt I'If']f"ﬂ(" i‘l!i().

Storecasting isn't being permitted, like
Topsy, to just grow. In New England a
program, Mr. and Mrs. Storecast, was
broadcast daily over WNAB, Bridgeport.
Not only did it sell the idea of shopping to
music but it carried participating adver-
tising by the advertisers using the Store-
cast service. It's no longer needed up
Yankee way but it's likely to be pre-
sented in each new territory Storecast
Corporation enters.

Storecast Corporation is not without
competition. In Chicago, Consumers’
Aid serves 100 markets in the Jewel Tea
chain.

The trial and error point-of-sale broad-
casting period has been paid for by Store-
cast Corporation.
medium. Others will take up from here.
There’s a great deal of know-how in

They've proved the

storecasting, and the top of the savvy is
best expressed by George Hennessy, ex-
ecutive vp, who says, “Food merchandis-
ing isn't learned overnight. Storecasting
is food merchandising at its most exacting
point. We have made errors during the
first two years and corrected them, but
don't get the notion that we feel that
There'll be
a new cne tomorrow that no one has even

we've licked every pl'th'm.

thought of today.

“What do we do when the world series
ison?

“We give them the games.”

The ultimate in good merchandising is
in or out of FM store-

never reached
casting. “ % n

*Niniee the cost of reaching the 57 slores by telephe
wauld be prohibitive, they awere merchan
keep fhe storecas! merchandizsing package large enough
o tnterest national adveriisers,

_..calls the tune

and on WATV it's the merry

jingle of cash registers when
your product reaches the thou-

sands of SUINEY (AEIIES tele-

vision fans who daily at five
line up to follow Uncle Hal's
film funnies and cartoons.

WATV13

Channel

TELEVISION CENTER, NEWARK 1, N. J.
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SPEAKNS

Spotlight on “Spot”

Early in radio's advertising career a
new word was born.

The word “spot™* was created by adver-
tising agency man Stanley Boynton of
Detroit to designate broadcast advertising
placed on an individual market basis. He
used it in an ad prepared for Scott Howe
Bowen, dean of station representatives.

There was nothing wrong with the term.
As a matter of fact, there were brevity and
simplicity to commend it. But somewhere
along the line it took on a double meaning.
It became not only a designation for an
mmportant segment of broadcast advertis-

ing, but it began also to mean *‘announce-
ments,"" “‘chamn breaks,” “jingles,"" and all
the short subjects that appeared on the
spansored scenc.

Unfortunately, the narrower concept
caught on mast widely with the buying
end of the advertising fraternity; the
broader definition was largely overlooked,
The fact that *spot” meant all of broad-
cast advertising on an imdividual market
basis, whether programs or chain breaks,
didn’t quite register.

Several years ago some men in the sell-
ing end of broadcast advertising sensed
the confusion and misunderstanding oc-
casioned by the term and urged a change.
They proposed a contest for a new name
to be conducted by the NAB, but it
never got rolling.

Last fall station representative Paul
Raymer tcok further action. He can-
vassed broadcast advertising buyers for
their understanding of the word “spot.”
When the response showed that the vast
majority understood it to mean only the
“announcement’’ phase of what he had to
sell, he decided that the time had come for
action. He proposed a change to the word
“selective," and carried through a forceful
promotion campaign to plant the idea.

He put across his basic premise. Among
others, spoxsor quickly realized the wis-
dom of inding a new term for “'spot” in its
broader aspect. Editorials were carried in
several issues advocating a new name.

After many months, and much factfind-
ing, sponsor has decided that the best
way to get a new name is to invite the in-
dustry at large to participate in a compe-

ol e —
[' - 3 -

tition to select it. A notable proup of
fiftcen pecple were asked to serve as
judges; all fifteen have accepted. Among
them is Paul Raymer, who has unselfishly
buried his interest in the word *'selective”
to help in the quest for the best name to be
found. Anotheris H. Preston Peters, head
of the station representative firm of Free
& Peters, who has been just as industry-
minded in putting aside the term “bulls
eye radio’ he has publicly advecated.

International Broadcasting

For some years before World War 11 the
senior networks (NBC and CBS) regarded
international broadcasting as a logical
phase of their expansion. Both chains
spent large sums of money developing net-
works of the Americas with the thought of
eventually transmitting commercial pro-
grams from Mexico to Cape Hom.

Now that is all over. CBS has dis-
banded its international division and
there is no desire at NBC to even talk
about it, due to recent governmental dis-
closures. This is tragic. Nowhere in the
world does the United States free enter-
prise system need selling more than in
South America. American business is los-
ing its opportunity to present its story.

The networks will not of themselves re-
vitalize their international operations. It's
up to American business to say it with
dollars— to the chains; to tell them that
they're willing, ready and able to sponsor
broadcasts not only to South America but
to the world.

SOAP SETS A DIFFERENT PATTERN

The fault that advertisers find with broadcast advertising is
the manner in which they use it rather than the medium it-
Several great corporations are cutting their radio bud-

Their announced reason is that the medium is not
flexible. Other corporations, sometimes in the very same fields
in which competitors are making drastic broadcast advertising
budget cuts, are expanding their use of the medium. The firms
that are reducing their expenditures think of broadcasting as a
medium that can’t measure up under selling pressure. Factu-
ally it’s the manner in which they have employed the medium

self

gets.

that is inflexible

to make it

This fall there will be a number of sponsors who will change
their use of the medium drastically. They'll prove that broad-
casting is [lexible. Lever Brothers has a big stake in a number

of impartant program:
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that doesn’t deliver sales.
belicf that broadeasting is as flexible as an advertiser is willing

It was rumored that it wasn't going to
renew: Bab Hope for Pepsodent. He's high-priced talent. The
sale of tonthpaste is tapering off from its 1947 high, so Pepso-
dent no doubt wondered if it could afford Hope. What Leves

and food fields.
(T'Ip,\'.
25-27).

It's sPONSOR’s

Brothers (Pepsodent's parent company) did. is what many in-
telligent users of broadcast advertising can do. They continue
to hold both Hope and the time period for which he has de-
veloped high listening, meanwhile shifting the selling on the
program to another product. Lever Brothers will be fighting
harder than ever to keep itself a leader in the soap, cosmetic,
It will put more “sell” into its advertising
It will use broadcasting with all its flexibility (pages

The soap industry, with the exception of Colgate-Palmolive-
Peet, will do very little drastic radio budget cutting this fall.
Even Procter & Gamble, which less than a vear ago warmned

the broadcasting industry that it was becoming a costly

medium, will only rearrange, not materially cut, its budget.
P&G will be investing a sizable sum in films for telecasting,
with plans to get into TV extensively early in 1949.
Broadcasting is still the most productive medium through
which soap can be sold. Soap merchandisers generally know
and acknowledge this.
most products that are sold to mass audiences.

What's true of soap can be true of
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Buying radio programs on the basis of percentages alone
is closely akin to “buying a pig in a poke”. Markets are
people, not percentages. Ratings have meaning only in
terms of homes reached, and ratings are projectable only
to the segment of the population represented in the sample.

That's why WLW-—with its {-state Merchandise-Able
Area almost evenly divided between rural and urban lis-
teners—adopted the Nielsen Radio Index. And that’s how
advertisers know exactly what they are getting for their
advertising dollar on WLW,

The NRI is an accurate cross section of all the nearly
314 million radio homes within WLW-Land. It provides
a scientifically accurate picture of all listening, minute-by-
minute. Thus an advertiser knows the toral listening audi-
ence, his share of the audience, and the total number of
homes reached per broadcast.

But that isn’t all. Nielsen also reveals the Cumulative
Audience—the number of different homes reached by one
or more programs in a series of broadcasts. It is not the
same people who listen to successive broadcasts — the
audience is fluid. With each successive broadcast the
advertiser reaches new listeners, as we!l as many of the
same listeners. That is the manner in which radio is
bought and sold, and the manner in which people listen
o It

Thart's why the Cumulative Audience is of extreme im-
portance to the advertiser. It enables him to know the
total number of home impressions made by this advertis-

ing in a series of broadcasts...and the cost per home
impression.

For example: a morning newscast on WLW had an
average per broadcast audience of 229,000 homes, Monday
through Saturday, during four measured weeks of listening
in February-March, 1948, DBut in the course of a week
(6 broadcasts) this program reached 418,000 different
radio homes. The average home reached heard 3.1 of the
six broadcasts—accounting for 1,388,800 home impressions
at a cost of only $1.25 per thousand home impressions.

For further derails, contact your nearest WLW Sales
Office in Cincinnati, New York or Chicago. On the West
Coast, see the Keenan & Eickelberg representative in Los
Angeles, San Trancisco or Portland, Ore.
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