EMBER 1948 « 50c a copy

Why sponsors shift network
P&G sponsors a TV fashion show
Sales managers’ lament

Ups & downs in selective radio—p. 62

1947 version: Smith Brothers in the Trade & Marl

d srl ¢ itiee
ade & v ! agiti




The modern-day magic carpet is television.

Through the air it glides, enchanting whole cities,
captivating every member of the family.

In Richmond the magic carpet is WTVR,
“the South’s first television station.”

Via the NBC Television Network WTVR brings the
entertainment delights of distant regions to its
viewers; just as its sisters, AM station WMBG

and FM station WCOD, are delivering NBC favorites
to Yirginia listeners,

Small wonder that Havens and Martin Stations
are a habit throughout their area.

Sgsll Sletoeses // "Drrgtirece I

Havens and Martin Stations, Richmond 20, Va.
John Blair & Company, National Representatives
Affiliates of National Broadcasting Company \




OVER 1,000
MANUFACTURERS
SHARING RETAIL
RADIO COSTS

FOOD AD-DOLLARS
PRODUCING MORE
SALES IN 1948

CLEVELAND LEADS
IN TV SET SALES
FOR ITS SIZE
AREA

CBS LOVES
BING

DIVIDENDS
CONTINUE UP...

ELECTION
SPONSORS
GET RADIO'S
GREATEST
BONUS

BAKING INDUSTRY
MAKES RADIO
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Although NAB's report on cooperative dealer advertising reported
over 330 firms sharing dealers' costs of advertising product of
manufacturers (usually on 50-50 basis), actual count indicates total
paying part or all of dealer's broadcasts nearer 1,000. NAB relied
upon stations reporting and in many cases stations do not know if
program cost is shared or not.

—SR-

Food sales per advertising dollar are currently 739 ahead of 1942,
it is reported by Art Nielsen of A. C. Nielsen research organiza-
tion. In same report Nielsen points out that retail food stock in-
ventories are very low and that gross profits for independent
grocers for 33 food products research-checked by his organization
were off 3.39,, from 1947.

=-SR—

Even before WNBK (NBC's owned and operated TV station in Cleveland)
hit air, Cleveland was selling television sets faster, in relation
to its population, than any other area. With WEWS operating alone,
first nine months of 1948 indicated a minimum of 16,572 sets sold.

—SR-

WCBS' acceptance of "This Is Bing Crosby,'" Minute Maid Frozen Orange
Juice transcribed program, only commercial recording scheduled for
many a moon, is just another instance of how CBS is going all out to
show what it could do for Philco evening Crosby program, if it were
on CBS.

SR

Cash dividends for the third quarter of 1948 were up 149 over 1947
with $1,385,300,000 being disbursed this year against $1,217,200,000

last year.

LR

Sponsors of network and TV election night returns received greatest
bonus ever presented to advertiser in history of broadcasting. No
sponsor received less than 1009, more time than he had expected and
several reached several hundred times their expected audiences. O0One

chain received bid for sponsorship of next presidential election on
TV and radio on 3 November, voting day plus one.

L

American Bakers Association is planning network public relations
program for members. Broadcast will have twofold objective - te

PLANS ing story of bakery foods and baking industry's attitude on national
guestions while current.
_i. L - Em—— —
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REPORTS...SPONSOR REPORTS...SPONSOR K

RESEARCH ¥While practically all opinion-research organizations lost few
SUFFERING clients due to election polling fiasco, there is no record of
any quantitative radio research organization receiving cancella-
tions. Qualitative radio researching, especially those doing "pre-

testing" of programs and commercials signed no new contracts during
November, and in several cases lost clients.

ey
TV VIEWING Metropolitan New York, which is still bellwether for what's going to
CONTINUES UP happen when "everyone'" has TV as well as radio set, had straw-in-

the-wind report from Pulse, Inc., during November. Sets-in-use
figures for TV-Radio homes for New York for August, September, |
October were released during month. They were:

Combined TV-Radio TV only Radio only |

August 1948 30.2 20.2 LIS
September 1948 33.0 23.5 ) !
October 1948 33.5 24.1 10.8

These figures were for "average quarter hour sets in use for entire |
week, noon to midnight."

-SR- I
RURAL RADIO Farm coverage is joining transit radio and storecasting as possible I
NET EXPANDS special service for FM stations. Although original plans of Rural
BEYOND N. Y. Radio Network call for New York State network, stations in Connecti- '

cut and Massachusetts are being added. Since no telephone lines are |
used for connecting chain, low cost operations are possible. i

-SR- |
SET SALE Most radio set manufacturers are reporting higher gross and net in- |
PROFITS comes, with an important part of their income coming from TV set I
INCREASE sales. RCA's first nine months showed net of $15,128,783 as against

$12,233,758 for the same period in 1947. Philco reported $6,631,000 i

against $5,632,000 in 1947 despite increased reserve for "inventory
control.™
=SP:
52 WEEK PROGRAM Despite union opposition all four networks will have more programs
SCHEDULE MAY on 52 week basis in 1949 than ever before. Since networks are will-
BE NETWORK ing to make special payments for non-star performers used in repeats
REALITY of midseason shows via transcriptions there isn't much unions can do
about it.
=SRa
NO GIVE-AWAY Regulations on give-away programs which were expected in December |
REGULATIONS may not be handed down until well into new year. FCC would like to
IN DECEMBER? issue stringent rules "for good of industry" but don't like its de- i
cision being appealed to the courts, which it will be if tough.
~SR=
INDEPENDENT Plans for '"package deal," whereby sponsors will be able to purchase !
STATION PACKAGE sectional and eventually national coverage of all important markets
DEAL STILL through number of non-network stations being sold with one contract !
IN WORKS and one invoice, are moving slowly. ®*Need of lining up key inde-

pendents that are accustomed to going it alone has delayed deal.

2 SPONSOR

e




Represented by
the Katz Agency

OKLAHOMA CITY

DECEMBER 1948
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installation of equipment nearly
WRY-TY amtenna, atop WKY's 915-foot

AM antenna, will be the highest structurally supported

m industry;
eompleted | .,
TV anmtenna in the world . . . Exelusive contract= have been
signed 1o teleeast all University of Oklahoma foothall

and baskethall games, professional wrestling matehes and
midger anto races . . . Engineering. produetion and
programming staffs are drilling and rehearsing . . . When
WERY-TV goes on the air early in 1919, it will be television
at its best, up to the established hizh standards of

WKY ... IS not too early to make reseryations for time
on Oklahoma (-I'l'\.p first television ~tation, WKY-TV

on the air early in 1919,

Owxen anp Oerenaten sy Tor Oneanosa Poposiese Coseasng e
Tue Okeanoman asp Tives — Toe Fanmen-Stocnsiasy — KVOR,
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40 WEST 52ND

ON THE HILL

MR. SPONSOR

BS;

NEW AND RENEW

WHY SPONSORS CHANGE NETWORKS
RADIO SELLS COUGH DROPS
CRASHING FARM CIRCLE

P&G BUYS TV STYLE SHOW
SALES MANAGERS' LAMENT
GREETING CARDS ON AIR

MR. SPONSOR ASKS

TV RESULTS

SELECTIVE TRENDS

4-NETWORK COMPARAGRAPH
TV TRENDS

SIGNED AND UNSIGNED
SPONSOR SPEAKS

APPLAUSE

AFOUNIOR PUBLICATIONS INC, Exreul

Wert

i 7 Canaci $5.50. Single ¢

24
26
29
32
34
36
E}:
62
67
16
80
86

86

I T sing o Sk
or bong UL 5 PONIOR PUBLICATIGNS INC

40 West 52nd

WRONG BISHOP
In vour very interestng article Religion
Learns to Use the Air, in the November
1945 issue, there was a flaw, which in the
interests of accuracy, | know vou will
wish to correct.  The identifying caption
of the picture on page 40 reads “Bishop
Sherrill and Walter Abel interviewed at
Great Plays opening.”  Instead of Bishop
Sherrill, the caption should read Bishop
De Wolfe of Long Island, as the picture
was taken in Cathedral House, Garden
City, L. L. on the occasion of Bishop
James Permette De Wolfe's reception for
the stars Celeste Holm and Walter Abel
following the recording of Dark Victory.
P Kerpy
Publicity Divector
H. B. Humphrey Co.,
N. Y.

AGENCY LAMENT
Your story on  Station

Lament was read very carefully at the

Managers'
agency. Several points were well made
and will lead to some revisions in our own
practices. However, | belicve a major
point which militates against stations is
the original approach they use either
through a sales rep or a member of the
station executive stafl.

Agencies know that stations cannot
spend too much time and 'or money on
network  show  promotion. | doubt
whether many agencies actually expect a
particular show or shows to receive much
personal time and attention,  Why, then,
do stations msist on blowing their horns
so loudly about what terrific promotional
jobs they do for agencies and shows?

The station oversells.  The agency
calls its blufl.  The station backs out.
Result: Pigque on the part of agency and
station.  Let the statioms try a little low
pressure work from now on and some of
the pressure would be lifted from their
shoulders

When an agency has a really special
promotion, something which would be
gond for evervbody, the station should
make an offort to handle sam Ihis
holds true, | believe, especially where a
show has run for a number of years and
consistently delivered audiences for the
station. 1t doesn’t happen often, un-
fortunately.

Additionally, agencies are in receipt of

many a bound picce of literature with one
ridio spot enclosed as evidence that a

( Please turn to page 6)

Listeners
Are a Dime
a Dozen

...in Dollar Rich
Pittshurgh

That is. when vou buy them on
Piusburgh's Major Independ-
ent, WIWSW!

A 16 year long listening-
habit, plus more sports,
more news, more music,
more special events will
bring you a consistently
higher percentage of the
Pittsburgh audience for
every cent spent!

Right now, the BIG buy is
the bright new alternoon-long
“MNleladyv-zgo-Round’ open
for a limited number of an-
nouncements every afternoon,
Mondav through Fridav from
1 to 5 o'clock, Four hours of
uninterrupted  melody that is
bringing substantial reacton,
indicating a strong  feminine
listenership, day inand day out !

Join the throng of na-
tional* and local adver-
tisers who KNOW that
it PAYS to use

Wl

PITTSBURGH’S

Major Independent

WWSW, Inc.
Sheraton Hotel, Pittsburgh, Pa.

*Ask Forjoe
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Here in the prosperous corn-and-wheat
belt, Mid-America's grocery bill last
year was well over a billion dollars. In

Kansas City alone, the average KCMO
listener-buyer spent $793 in food stores for her family.

Naturally, most of this food spending is done by women
. . . and Mid-America women listen to KCMO ., . .
because they like KCMO's daytime schedule of
woman-interest programs. Careful attention to woman-
appeal programming means your food product advertis-
ing on KCMQO gets an extra chance to increase your
share of the Mid-America grocery bill.

To sell Mid-America's women . . . center your selling

on KCMO,
50,000 WATTS DAYTIME—Non-Directional

10,000 WATTS NIGHT 3810 ke.

Nalional Represenfative: JOHN E. PEARSON COMPANY

“data from 1947 Sales Management Survey
of Buying Power

= P

Lofevigi

MID-AMERICA FACTS
Population: 5,435,091

Avrea: 213 counties inside 50,000 watt measured 15
millivolt area. Mail response from 466 counties
(shaded on map) in six states, plus 22 other states
not tabulated.

Population Distribution: Farm, 487;; city, suburban,
and small town, 527,
Net Average Income: $3334 per family.

Net Average Income Per Family in Nine Major Cities:
$5606."

Food Sales—9 Major Cities: $446,273,000
Total Mid-America Food Sales: $1,182,227,000

KCMO

and KCFM...94.9 Megacycles
KANSAS CITY, MISSOURI
Baosic ABC for Mid-America

Y

One Does - inMidAmeriea!

OvNE station -—O‘P_J_E set of ca_H letters
ONE rate card « ONE spot on the dial
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Sation has ’n Promoting 5 Program §
' — Ol or 9 days That tYpe of ¢ Vidence

N 0 ] More  anp, Wing  than COmforting, |

Would be py tter to keep the SPOt at home

We don'y blam Stations foy 110t coming

N N on pry Motions, e do say the should
be hones; about th Situation ind nog
WTIe 3 soric S of “RKail fellow well mer:

letters [u\h'...'rm;' they are ROMg ta do
~'u|nr-t.‘|r'n;;. when wWe know and  they
know rhu'u-n--r

Rlc Stations Mmight remembe; that Most of
FO R us haye Worked for networks and Stitions

tHone timge o another, We, tao, n de-
tect the te-n;r:y-fu—d‘.nk and thy empry

HestUre.

I E As for Prizes for all, som, time ao, W
offe red cas)y to stations CATying o, of our
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EA! [ Around gh, Program. Wy Quite 3 foy
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I R throush with £00d stungs, .\l.m\xhdrrnr

The Question js - Whar wij Make 5 Station
2.4. with do a Promaotion if cash wWon't?
. vovember 244, y .
t on the air Novel i didecin. W happen o think show Can be made
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. - Ui
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Channel 5. ‘enteen hours Per wees, tions for Cimpaigns. We know which
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im-huling cigh s of eommereial ne When the Matter js broached as it js
* than two hour BC and ABC Many times during the vear,
s iliated with both NBC : The Problem js 5 knotey ang Mportang
WAVE-TY is afliliatec One.  Perhaps Cork promotion heads,
; Agency radio Publicity heade and stagion
fepresentagiyee could sit down Somewhere
Peters, Inc. and thraeh it out wigh A View towapg
Setting up some kind of working ar ange.
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gt Emmet County is part of .
: T1OWA
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Big Aggie

S Naws, the winner! [ cupacity crowed packed the bl park to see the NN
Vissourt Valley Barn Dance,

Nothin® like o celebration.  Estherville™s
bhiggest 1ook place October 5 when Sam Naas,
winner in lowa of the WNAX S-state Farm-
stead hmprovement Program, was presented
SLO00 in merchandise,

Like this young Evimet county farmer, 1.013
other entrants from 203 connties have made
substantial “Farmstead lmprovements™  in-
spired by this WNANX-inaungurated 3-vear
program. A\ notuble example of how WNAN

continues  Serving the Midwest Farmer! {<lia

Katz man

Thousands thronged the city square, seene of the

presentation, parade and free merry-go-round,

570 KC 5,000 WATTS |

. \ :
- ‘L-—-" ey e

SIOUX dTY - YAN](]’ON AFFILIATED WITH THE AMERICAN BROADCASTING CO.
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The empty studio...




\9

No voice is heard now. The music is still. The studio audience has gone home.
But the work of the broadcast has just begun. All through the week . .. befween broadcasts. ..
people everywhere are buying the things this program has asked them to buy. Week after week.
From the beginning, the country’s shrewdest advertisers have chosen network radio
to maintain this weekly contact with their customers.
And in all radio, no voice speaks today with more eloquent authority or economy than

that of CBS—first choice, among all networks, of America’s largest advertisers.

THE COLUMBIA BROADCASTING SYSTEM

e ——— "
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ON THE HILL

Advertising Allowances Musl Be Watched

Enforcement of the Robinson-Patman Act, which has been lax
during the past 18 months, will be tougher after the first of the
vear. As business conditions become tighter, more independent
merchants start complaining about *special” discounts and
advising allowances which they claim are given “the other
fellow.” Innumerable cases where broadcast advertising allow-
ances have been paid for one dealer and not given another are
said to be on record.

Excess Profits Taxes lo Increase Ad-budgets

Increased excess profit taxes, which seemassured next year, are
already producing some advertising budgets that are bigger
than they were a year ago. Corporations fear that amount of
money they spend for advertising won't be permitted to jump
radically when higher excess profits taxes go into effect. Taxes
must, say tax experts, increase to at least 507; and there’s a
fair chance that in some brackets they may be set at 60-7077.
Organizations feel certain that it's better business to spend the
Yexcess' earnings in advertising than taxes.

Social Security Benefits Up

Increased social security benefits will release a certain amount
of buying by over-60's who have been watching their nest-
cgps carcfully.  Social Security benefits are expected to go up
about 50¢7 and the starting age to shift from its current 65
to 00,

Banks Increase Adverlising Plans

Banks are due for a blast by President Truman who feels that
they have done nothing to hold back inflation. As a pre-
cautionary measure a few more advertising dollars will be
spent by “big” banks throughout the country to “tell” the
bankers' side of the story. Washmgton is in a position, through
the Federal Reserve setting certain interest rates, to make
banks sweat.

Farmers Are Smiling

FFarm subsidies, which were held to be in question under a
Dewey presidency, are now certain to be continued.  Farm
market will therefore receive increasingly more attention during
1949, from advertisers,

10

“Musts” Take Over 507 of Consumer Dollar

Groceries, direct taxes, apparel and housing, in that order will
take over 5097 of the 1948 estimated per-capita consumer ex-
penditure during 1948. Groceries alone, according to the
Burcau of Census, will take 21.99; of all the consumer spends,
Cost of food will increase, so apparel expenditure is expected
to decrease in 1949. Apparel took 8597 of all monies spent
by U. S. consumers in 1948,

Tax for TV Bars?

Looking for tax sources may bring the extension of the 209
entertainment tax to bars and grills with TV receiver installa-
tions. Court decision in State of Washington, that even a
juke box is entertainment, if a place to dance is made avail-
able, is a straw-in-the-wind. When all the entertainment
unions together couldn't stop the 2097 tax for regular night-
clubs, there doesn't seem much chance for TV, equipped bars,
However, a fund of many thousands has been raised to fight
the tax and it won't “slip” through without a well publicized
vell.

Another P. 0. Rate Increase?

Postal rates, which jump in certain classifications after the first
of the vear, are due for another jump which will hit second class
entry publications as well as all organizations using other than
first class mail. Stepbrother treatment, which other than first
class material is receiving currently, is just part of the cam-
paign. P. O. wants to be self supporting, since this will make
it easier to give the boys in grey some more money, which
nearly evervone thinks is overdue,

Richards’ Station Case to Point FCC Attitude

Radio industry is watching what action the Federal Communi-
cations Commission will take on the charges that the Richards
stations KMPC, WGAR, and WJR “slanted” news, Reason
for the close watch is not that Frank Mullen (ex-NBC and now
Richards stations' president) will he handling the defense, but
the feeling that the FCC decision will indicate just how tough
the Commission plans to be for the next four years.

Washinglon Has Renewed Importance

With Truman really in the saddle for the next four vears, big
corporations are laying plans for a far more intensive watch-
dog operations in the Capital. No plans, they feel, will be
good, without a clean-cut idea of what the new New-Deal
will do.

“Basing Point” Hits National Advertisers

National advertisers are fighting recent decisions of the Federal
Trade Commission forcing price setting on an f.o.b. basis and
prohibiting absorption of freight costs. Business' recent
tendency (pre-new basing point ruling) to establish a retail one-
price system throughour the United States will have to be
forgotten if the fo.b. ruling stands.

This will force local cut-ins on every network program using
price-mentions,  More and more price appeal copy is being
broadeast and network traffic men worry about the day when
5077 of all programs may have regional cut-in announcements.

SPONSOR
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MORE

People in this Billion Dollar Retail
Sales Area listen to WPTF Than To
Any Other Station!

WPTF dominates all competition at all
times. That's the report of the 1948
LISTENER DIARY STUDY. (Con-
ducted by Audience Surveys, Inc. in
WPTF's 62 counties with 50% or better
day and night, BMB coverage.)

r

Findings include sets-in-
use, station ratings,
share-of-audience flow
and composition by

quarter hours,

Complete details
available from WPTF
or Free & Peters.

680 WATTS
. KC ,U NBC
Raleigh, North Carolina
Rep. FREE & PETERS, Inc.

12

Robert M. Gray

Mr. !
4 Sponsor Manager, Advertising-Sales Promotion

Esso Standard Qil Company, New York

Bob Gray had been with Esso* for just a year when the giant oil firm
opened up the entire field of sponsored sclective newscasts with the Esso
Reporter in October, 1935. Prior to that, the wire services had been
jealously refusing to sell news coverage to radio.  The Esso deal changed
all that. Hoosier-born Gray has followed in that pattemn of new adver-
tising wrinkles in the past 14 vears. Gray and Esso were experimenting
in TV as early as 1939 with telecast news on NBC. The TV know-how
he gathered in those “early ™ days is paying dividends now. Esso's one-
minute TV film announcements, seen in cight TV markets in the 15-state
sales area of Esso Standard Oil, are among the best in video advertising.

Fsso Standard Oil is just one of the many afhliated and subsidiary
companies of that granddaddy of the oil industry, Standard Oil Company
(N. ].) but it sets the advertising and sales pace for the other members
of Standard’s far-flung family. 1t sells its products in states from Maine
to South Carolina, and in Tennessee, Arkansas, and Louisiana, and
accounts for a fair percentage of the $2,354,916,766 gross operating
income Standard had last vear.

At least half of the $2,000,000 plus advertising budget Gray has been
spending in 1948 was earmarked for one of several forms of broadcast
advertising.  The rest went for outdoor, publication and direct mail
media, Esso air selling in 1948, under Gray's jurisdiction, included the
Esso Reporter on 42 stations, film announcements on eight TV stations,
and the U. of Arkansas football games (in a deal with Standard’s Texas
ollshoot, Humble Oil) on Arkansas’ Razorback Networks. Gray fre-
quently urges Esso dealers to use radio on their own, sends them gratis
air copy and e.t.’s, and reports more than 475 buy air time now,

Esso's sprawling parent, Standard Oil Company (N. ].). bought the
New York Philharmonic recently on 164 CBS stations to do a national
institutional job for itself and member firms. However, Gray and Esso
Standard have worked out a lend-lease deal by which 18 Esso Reporter
Jhows (on CBS stations) plug the svmphony on Saturday nights.  In
return, Esso products get a cut-in plug on some 54 CBS stations carrying
the symphony in Esso tervitory,  Gray makes even low-pressure adver-
tising do a selling job for his hirm.

*Fen Standierd wax formerty ealled Stavadied 001 Co, of New dersev,  After Years of being eonfused
with the peirend firtis, the manme sees changed i Febenaey, 158,

SPONSOR
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istener

trends

Post war radio has seen many
changes in listener trends. A good
example of this is the recent survey
made in the North Dakota market.
Station KSJB (Columbia) with studios
in Jamestown and Fargo now leads all
others two to one. But why?

There are two answers. The first is
programming. KS]JB takes full advan-
tage of Columbia’s shows. Then, every
local show is designed to satisfy local

tastes and ““build” to the network.
There are no abrupt changes of pace.
The switch from “folk music” to

ADVERTISEMENT

symphony is gradual and with respect
An im-
portant factor in maintaining audience
and yet satisfying a mass market,
The second reason for KS)B's re-
markable gain is power. With 5000
watts unlimited, at 600 Kilocycles, plus
they

for the mood of the listener.

remarkable ground conductively
can be easily heard throughout the
tri-state, 94 county market.

These are the reasons why
people listen to KSJB. . . . They can
hear KSJB . . . and they like what
they hear.

maorg

CBS Leads in North Dakota with KSJB 5,000 Watts Unlimited
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AM, AM, A.M, AM.
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This survey was based on 1780 calls made in seven key North Dakota counties by Conlan Radio Reports. Other periods
were also studied with the same results.
KSJB led by 54.4 mornings, 46.5 afternoons and 49.6 evenings, a better than two to one lead over all other stations.
For complete details ask your Geo. Hollingbery representative to see the latest survey . . . he has availabilities too.

KS_JB with Studios in Fargo and Jamestown

KSJB led all the way.

In the ** Distribution of listening homes among stations’™

12:00
NOON




"Give that

IH

Sponsor“”

ACOMPARISON of Rhode land net-
work -station rates shows the sponsor on
the revein g end when he ?-|ll‘1‘i‘il'?
WEFCH. .. for here's |'n|l||)||‘||- coverage
at considerably lower cost . .. releasing
dollars for duty where the going is
tougher,

Current rates of the three com-
peting 5000-watt full-time stations
show for a five-a-week one-minute
"'l“’l .:{I'“"l'k =4 Ill"l"ll"_

STATION "A™7 137, Higher
STATION "B 16157, Higher
STATION "C" 59 Higher

THE LOW COST NETWORK
STATION IN RHODE ISLAND
—= 1S

0
e

5000 WATTS
DAY & NIGHTY

WALLACE A. WALKER, Gen. Mgr,
PROVIDENCE, The Sheroton-Biltmore
PAWTUCKET, 450 Main St.

Representatives:

AVERY-KNODEL, INC.

14

New developments on SPONSOR stories

p-S.

The recording ban is over—all except for the official blessing of the U. S.
Department of Justice. This is no longer news to advertisers, What is
news is the fact that all the disk manufacturers have plans ready for an
intensive group of recording sessions i order to catch up on new tunes
that have hit the best-seller sheet-music lists since January of this year.
The record business has been sorely hit by not having “hot” numbers on
the dealers’ racks. Recent consumer buying has been for necessities, and
while a hit tune on wax is frequently jud;.:&-‘d a must for recorded-music
fans, anything short of the current rage goes begging.  Lack of new music
on disks has also prevented disk jockeys from startling the nation with
their favorite tunes over independent stations. Regular platter com-
mentators at stations have held their followings with ratings only easing
ofl from a fraction of one index point. They have held listeners because
of their persomalities—proving that general thinking was incorrect in
assuming that it was the disks not the jockeys which were responsible for
the high listening to record music on local stations,

See: "Petrillo Plans Ban Lifting"

. Cctober 1948, page 112 and p.s. November
Issue: 1948, page 20

Hew socn will new records ke cn the market? What is
the transeription picture?

There isn't too much enthusiasm over the ban lifting at most transcrip-
tion organizations. There won't be any great rush of orders for custom-
built musical transcriptions but there are a number of orders for e.t.
announcements for disking. Music libraries will of course “freshen-up”
their collections and will continue at pre-ban levels.

See: “"Music Libraries Stress Commercial Programing"'
s Issue: October 1948, page 41
L ®

To what central source can & sponsor go for data on e.t.
musical library shows?

It's important to advertiser and agency that they can go to a single source
for information on the number and quality of transcribed musical library
shows available for sponsorship.  Through their program research service,
the Paul H. Raymer Company, New York, is now set up to provide data
on kinds and quantities of music; production; program scripts; promotion
aids for library-built shows.

In addition, the Raymer service is compiling information on the selling
records of transcribed library shows sponsored on Raymer stations.  The
facts are available to anyone interested.

Not only the management of library service disks and equipment but
of the entire station disk library calls for a librarian with know-how if
the station is to avoid headaches, mishaps® and lost dollars in utilizing its
musical resources, To provide the necessary training of librarians at no
cost to its stations, Broadcast Music, Inc., the industry’s own music
licensing organization, has just started a series of two-day model library
courses, given in its New York headquarters.

Transcribed music for backgrounds, etc., has already become so im-
portant to television stations that Associated Mrogram Service, Inc. has
built a special television library of some 2,000 disks which 27 of the 43
stations on the air, as this story went to press, are now using. The
library costs $75 per month (two year minimum contract) and at present
the contract contains no escalator clauses. A station may feed the music
to a nerwork without extra cost to any station whose athlintes are Asso-
ciated subscribers.  Associated provides 25 free replacements (breakage,
wear and tear, ete.) a year, plus 25 new disks monthly which a program
manager may select either from the firm’s catalogue or the regular monthly
releases.

SPONSOR




IT'S EASY,
IF YOU
KNOW HOW!

Skmping the obvious puns about “bull,” we'd just like to
say that running a big-time radio station in the deep South
requires some pretty fancy stepping which only experience can

teach.

KWKH has experience. For 23 years we've been working
to take the guesswork out of programming—to put Know-How
in! We know about Dixie devotion to tradition, and we know
the progressive outlook, too. . . . We know our hsteners’ social
and economic picture. We know what they want to hear,

and when.

What's the result? Well, of all the rated CBS stations in the
country, Hooper ranks KWKH 10th in the morning, 9th in the
evening. If you really want to boost sales in this prosperous,

four-state area, write us for all the facts!

SHREVEPORT
50,000 Watts ® C B S ® The Branham Compan;

Representatives

Henry Clay, General Manager
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TEXAS

All America is becoming increasingly aware of the MAGI(
CIRCLE. A recent article in Fortune Magazine discusses this
favored section of a favored land. Other discussion in executive
offices across the nation pave the way for new factorics, new
business and new opportunities of many kinds for chis great area!
Mr. Roger Babson who defined the "Magic Circle”, as here
shown, declares that in this part of America lies the nation’s

greatest future development and security!

Tremendous development is in urgent process today! Markets are
expanding, people are earning more moncy than ever befor

and they are buying!

Tell them about yowur products and tell them quickly, effectively
and at lowest per listener cost over KVOO, Oklahoma's

Greatest Station!

FE R &



new and renew

National Selective Business

@ New

Natlonal Dalry Products Corp

Sealtest dairy

N, W, Aver

SPONSOR PRODUCT AGENCY STATIONS CAMPAIGN, start, duration
Amerlcan Chicle Co Chewing Gum Badger and Brown- 25-50 E.t. anncmits, breaks; Jdan 1 13-
X ing & Hersey (Re-entering mkts used whks

BRDA In summer 1948) : - i | :
o Glass Gloss BD&O 2-3% L, annemis, breaks: e 1: 2o
1ing Aml.Co (Test campalgn, West Coast. whs
New glass-cleaner)
Colgate-Palmollve-Peet, Inc  Colgare Dental Ted Bates 150-200% E.t. annemis, hreaks; Jan 15 18-52
Cream (Continuation of 148 sched) wks
Gruen Warch Co Wartches Grey Indef E.t. anncmits, hreaks; Nov 5-Dec
(Pre-Christmas promotions) 15 (or larter)
lLever Brothers Rayve Home J. Walter Thompson i 200-300 E.t. anncmits, breaks; Jan 13 26
(Pepsodent Div.) Permanent (ChL) (Notl campaign, major mkts)  wks "
Nash-Kelvinator Corp 1949 Nash Gever, Newell & 150-200* ot anncmis, breaks; Nov-Dee
(Nash Mortors 1Hv.) Ganger (Natl campaign é’a}: new models)  starting dates: 6-85-13 wk

Dorathy Dix (ABC ca-ap

products (ARC stas only.  Dealer cut-ins  ment) as sched MTWT
Flve O&O stas not co-op) pm;Jdan 3; 52 wks
O1d Dutch Cofice Co Coffee Pock =15 E.t, anncmits: Nov starting dares
(Limlred regional campaign) 3 wks
Personal Products Co *Yes'' tlssues BHD&O 15% F.r. annenits; Nov starting dates:
tEimired natl campalgn) 13 wks
REO Radio Plerures Maovie: *““Joan of Foate, Cone & Indef E.t, annemits, breaks: from Nov 11
Arc™ Belding {Intensive reglonal campalgns on; 1-2 wks per campaign
with roadshow dates)
Vick Chemical Co Vick's VapoRub Morse 1nn* E.noannemits: Dec 136 whks

\lldllli‘. small stas I existing
Vick major mkits)

*Station list set ot present, althougk more may be added later,

(Fifty-two weeks gonerally means o 1 3-week contract swith ophons for J suceesvive [3-week renewals. 103 subfect to concellation ot the end of anv 1isweek perind)

ﬂ@ New and Renewed on Television (Network and Selective)

SPONSOR

American Tobacco Co
(Lucky Srtrike)
Elzabeth Ames Co.
(Perfume atomizers)
Anheuser-Busch, Inc
(Budweiser Beer)
Artlstic Foundatlon (o
Assoclated Lace Corp
B, T. Babbltt, Inc
A. 5. Beck Shoe Caorp

AGENCY

N Wl Ayer

NET OR STATIONS

WRGE, Schen,
WP N Y.
WIZ-TVy N, Y.

PROGRAM, time, start, duration

Film annemits; Oce 15; 13 wks (n)
Fllm anncmits; Oct 25; 9 wks (r)
Partic in **Fashion Story® ; T'h betw 8-8:30 pm; Nov

Ray esch 1: 13 wks (n)

IVArcy KSD-TV, St

L.
WIZ-TV, N, Y.
A N.Y

Snapshots from ilollywood;
13 wks (n)

Fllm anncemis: Nov 12; 2!- wks (n)
Partic In **Fashion Sto Th betw §-5:30
Missus Goes A-Shappin®; Wed 1:30-2 pm;
Film anncmts: Nay F 4 wks (n)

Film anncmts; Oct 22; 13 wks (n)

arric in *“*Lady of Charm™; Tu as sched;
Weather annemits; Nov 8; 13 wks (r)

10-min as sched weekly; Nov 18;

Hirshon-Garlicld
Ray Tlirsch
Duane Jones
Dorland

i Nov 4 A wKks(n)
’(-r 1-': 52 wks (r)

N
WOCBS-TV, N. Y.
W .\\ 7-"T'V, Derr.

Nov 162 13 wks (n)

Botany Worsted Mills Silbersteln-Goldsmith
Weather annemirs; Nov 5; 2-wk rest, continuing If efMective (r)
Wearher annemits: Oce 29; 13 wks (n)

Weather annemits; Oct 8; 13 wks (n)

Film annemts; Oce 22; 52 wks (n)

Brentwood Sportswear Co 1. R, Kupsick : s
WRGHEH, "u.—h(-
Daherty, Cliford & WIZ-TV, N, '\'
Shenlicld

How

Bristol-Myers Co

(all acceptable prods)
Bulova Watch Co Time anncmis; Ocrt 29; 13 wks (r)
Time anncmts; Oce 123 25 wks (r)
Time annemits; Nov 1; 52 wks (n)
Film annemits; Nov 15 13 wks (r)
Fllm anncmis; Oct 30; 6 wks (n)

BYVD Corp
Celomat Cor
(Vu-Scope TV lens)

3 :hl.
WXNBW, Wash.

Grey
Tracy-kent

Chevrolet Dealers of N. Y. Cambell-Ewald (N. Y.) WCBS-TV, N. Y. Film anncmts; Nov 12; 13 wks (r)
Cluetr, Peabody & Co Inc Young & Rlll‘lt‘:lm NBC-TV net Phill Silvers: Wed B:30-9 pm; Nov 24: 13 wks (n)
Conmar Products Corp WitHam 11, Welntrauh =TV, N. Y. Partic in ** Fashion Story*; Th hetw 8-8:30 pm; Nov 45 13 wks (n)

(zippers)
"ﬂ\'ltl (:rysmi. Inc
Curtls Circulation Co

BBDH&O

WIZ-TV, N, Y.

Partlcin “*Fashion Story"; Th betw K-8:30 pm; Nov 45 13 wks (n)
WBKB., Chl.

IFilm anncmts; Nov 1] (thereafter monthly for week of public-

KTL \. I.. AS tion of Ladies 1lome Jomrnal); Indef (n)
Dan River Mils, Inc John A, Calrns Wi N Y Partic In **Fashlon Story™; Th betw 8-8:30 pm: Nov 45 13 wks (n)
Egan Fickerr & Co Moore & Hamm \\PI\ ‘\ T Partic In *Caomlics an Parade™: Sun betw 3:30-6 pm; Nov 213
(Punch & Judy oranges) 4 wks (n)
WIZ-TV. N. Y. ”“"kl:. in **The Fitzgeralds'; Mon betw 7:05-7:30 pm: Nov 21
h wks (n)
Florlda Homesltes, Inc iline WX, I 4 \uncnn{s; Qct 11: 24 wks (n)
Ford Motor Cao Kenyon & Eckhardt WHKR, ( hI Ford Theater (teletranseriptions); Sun 1-hr as sched monghly;

KTLA, L. A. Ot 175 532 wks (on KTLA, until CBS affil siarts telecasting) (my

DECEMRBER, 1o4v



tieneral Eleverle Co

Corven Wareh Ca
L deiltard Co
Lover Brothers

(Thos 1L Liptan iv)
Liggert & Myvers Tolwicen Ca
Lionel Corp
Philip Maorris X o
Plywoods, Ine
ile Div, o

3 sl Motors Carp

Pepsl-Caka Co of Chi.
Plonver Scientilic Corp

(Polarald TV lens)

Procier & Gamble €0

Gl 1, Robbins Dress G

Runson Are Meral Works

Nta-Neet Corp
(halrcut comb)

Sterling PDrug, Inc
(Cenmure-Caldwell Diy, tor
“Molle Brushless™)

I'r nirrs Produves

filrers)

Transvislon, Ine TV Kits)

I nigue Art Mig (o

1 |u|q ol !n.lr Whelan

i

mni
Witleo Tele=-Yue Lens Co

Stephen F, Whiteman

Maxan

Gerey
Coat
Young & Rubiciim

Newell-Emmert
Lo inn

Bl
AMacDonald-Conk
L, Brother

Cavion

Compron

1 & Proshre)
Muatvers

Young & Ruobleam

smich, Bull &
MeCrevry

n.J

Canaled
Carung

Stantan 1 Fisher

Murse Toternational
Cavtan

Ward Whevl k

et New On Networks

ABC-TY ner

o "l
W/ I\ N, Y.
CBS-TY ne

WANZSEY, Derr,
\m:-t\ net
of

\\I\I{ l L
WART, N

WGNSTY, Chi
WROGH, S¢hen,
WNBT, M. Y.

13 .
WOEBS-FV,NCY,

WANRHT, NS Y
WANIT, NN,
WHBZ-TY, Bost,

W I!l\ll ¢ hi.

NBC-TY ner
NBC-TV net

WEEX, NV

Stop Me 1T You've Heard This One; Sun K-5:30 pm; Jan 2;
52 wks (n)

15; Ot 25 13 whks (n)

shion Story™ Th hetw S-8:40 pon; Nov 45 13 wks (n)
Scouts (simuleast with AM rudio); Mon 5:30-9 pm;
Dee 6; 15 wks (i)

Film annemits; Nov 175 52 wks (n)
Tales of the Red Caboose; Fri 7:30-7
Film annemits; Oct 25 13 wks (n)
Secand Gues 15-mln s sched weekly; Nov 73 13 wks (n)
s Waed 10-10:010 pry; Oct 27-Nov 10 (thereafier
Voner): 13 wks (n)

Ved B:30- pm; Nov 10
Film anuoensts; Nov 3: 13 wks (n)

Film anncmis; ¢ i 1A wks (n)

13 wks (n)

. 1 !II n Nov 5; 13 wks (n)

1ic Iu “F .l'dlllin Seory® Fh berw 5-5:30 pon; Nov 4 1dwks (n)
mwe annemits; Ocr 11; 12 wks (1)

Film annemits; Nov IS: 13 wks (n)

A5 pm; Oct 225 13 wks (n)

I3 wks (n)

Fibm anncmis; Ocr 16: 85 wks (i)

Film sinnemos: Nov 85 13 wks (n)

Annemits; Ocr 15; 60 wks (n)
Filmn annemis; Oce 15 13 wks (n)

Film annemits; Nov 240 13 wks (n)

Charade Ou VK A0-9 P Oct 215 14 wks (r)

Picrure This; W ml B:20-5:30 poi: Nov 103 13 wks (n)

(ireut Hﬂhh. 5-min hlm as sched fullowing Glllerte houis;
Ocr 15; 13 wks (1)

Fibm anunemis: Nov 15; 6 wks (n)

SPONSOR

AGENCY

NET

STATIONS

PROGRAM, time, start, duration

Conte Produces Co Tne
Elgin Sational Wareh Co
Kaiser-Frazer Corp

Mars o

Resere Cmern Co

Fiflv-twe iwevks generally teanes a JXeeek conteael weith aplions for theee successtve 13-week renewnls.

Bermingham, Castleman &

Picree

J. Walter Thompson

Willinm Welntrauly

Girant
Hoche,

Wianis & €

MBS 17 Your's for a Song; Fri 2:30-2:55 pm; Nov 195 26 wks
N 165 Haollday Star Time; Th Nov 25, Sat Dee 25 4-6:00 pm;
Nov 25
MBS 476 Adventures of the Thin Mo Uh 9-9:307m; Oct 25 52w ks
Meer the Boss; sar 9:30-10 pm; Oct 23; 52 wks
NI 42 Dr. 1. 0. Jr; A:d0-0 pmg Jan 8; 52 whs
leary AR At Jo Swfford; h;.m-:-:s's P Nov 11; 52 wkx

Renewals on Networks

11 s suliject to cancellntion at the vnd of any 13-week period)

SPONSOR

AGENCY

NET

STATIONS

PROGRAM, time, start, duration

Carter Prowdocts Ine

I Baking Co
i Mithng Ca

Ludens Ine
Swilt & o

1 Iul\ AMuminum Producis €o

.\'Illllh';m. Stauffer, Colwell & ARC XN Jimumie Fidler; Sun 10:30-10:45 pm; Oct 3; 52 wks

ayles

Leo Bumernn ARG 56 Club ‘Tinye: Tu H:45-10 anmg Nov 25 52 wks

Ted Bates [R5 45 ' vy MTWTE H:30-10:45 am; Nov 22; 52 wke

Cronks MHS 17 a Doy MWE 2-2:30 pm 15 miln seps); O

11: 52 wks

A0 ML Mughes s Inl Strike Tt Rich; Sun 5:30-6 pm; Nov 28; 52 wks

JoWalter Thompson AR N Breakfast Club; MOUVWTF 9:15-9:45 ;g Oct 25; 52 whs
Nic 12 Moeer the Mecks; Sat T1=10:30 am; Nov 6; 52 whs

New Agency Appointments

SPONSOR

PRODUCT (or service)

AGENCY

~ Y.

fort Chester N Y.
v Dt

N.Y

I s G

Lucien Arden Ine,
Arnold Hakers b
Vetec Brewing Ca
tarter Proglucis |
Cinderell Fooidx Ine.
Trelson sy Co, N .
Eherhardt £ Ober Browery,
Fanerson Radio Co, N, Y,

I edderal O Line Life Insouranve o, Seatnle
Coantner & Ma 5 I

Minisls,

e Hros & \\I:!ll o, Phiki,
Harvard Brewing Co, L ow el Mitan,

dohn Trving Shoe Corp, Boston

Rarters Congh-Lav G, Detrain

helloge Co Led, London Ontario

fever Brothers Co (Pepsoddent divi, Cambiridee Moss,
Miller Brewlng Ca, Milw.

Noestle tio, N Y,

Sealy Iy, Chi,

| or=Rued Corp, Cdenbrook Conn
I nlversal ¢ ne & Hsiriburing
Whitehall al Go, N Y
Wilnarr Mg e, IMhila

Colm . N Y

Wines
Bread, ralls
ARGl Beer
MNarsan

Peanut hutter
Delson thin mints
Beer
Radio
hla.ur.uu v

luh}dr:lu-d apples
Hson Wines

ceutieands
Beer, Ale,
h’iml'h

[RTTRTVA I L
Iln"ll.: st Toods
v

Ly
Huer

Sescafe, millk prods
Mttt resses

Cocoa=Marsh, Tumbo Puddings

Frolght forwanler
Maystle Hand CGream
Wilnsr Peanut Butter

| Please turn to page 80)

Willkam von Zehle, N, Y,
Benton & Bowles, N, Y,
i i Ill-lnlll

.
llnhm.m Athanta

.*rmmrll roat, N,

smibth, Tayvlor & .Iu-ul.lm( Pluish,
Blaine-Thompson, N, Y., for TV
Pacili

atlonal, Svattle
1 & Ryan, 5. F
& Lol

we b AL
Atkin-Kynerr, Phila.
Duane Jones, Ny,
Hay Austrlan, N Y,
I|l| kofl, Wasburn & Frankel, Detrol
kh.mlt Toronto
N. Y. for Conada ady
Punlap, Milw,
v, CliTard & Shenlivld, N, %
Robuert W, Orr, N. Y.
Nt Hl'urL‘l'n & hoy
Haymaond Spector
Hwrey 13, ¢
L Ulements, Phi




OPENING COMMERCIALS ARE
REMEMBERED BY
IOWA LISTENERS/

N
- - 2 \‘
\
) : g
¥ § °
Tlll‘ 1918 lowa Radio Audience Sur- Send for yonr complimentary copy
vey®™ proves that lowa listeners remem- today! Write us or Free & Peters,

ber the opening commercial of the first
£ The 1918 lows i fence Survey inou * at™
program heard cach day, and can later 3 own Kaullo Audice SLSET L

for every pdvertising, sules, or morketing man whe is

f‘dd'l.l’“‘j:\' ."hl" IH'HU'”{_'I'.’ interestel in the lowa sales-potentinl.,

# . g The 1948 Edition is the deverth annnal stady  of
18.3" . of lowa women and 17.37; of

riddio listening habits in lows, It was condineted by

. : ie Iniversily i im winfl., in
lowa men report they hear the first af Wicldug Wnivernity.mnd) lily nraffs §

personal interviews of 9224 lowa Tamilies,

illy selected from the city, town, villuge and

commercial of the day’s first program.

furm minliener.

0.7°7 of the women and 65.3°7 of the
An o mervice to the sales, advertising, and research

men could definitely identify the prod- professions, WIHO will gladly send u copy of the 1918

nel advertised . . . Sursey o anvone interested i the subieets conered.

Coneclusion: lowa radio listeners give

extraordinary listenership to radio! u
The 1918 lowa Radio Audience Suryey
is full of just such “new information

nol previonsly gathered about listening

habits in lowa,” as well as the newest +for lowtl pl-us +

i ; =~to=duate revisions of stz - .~
ud most up I.u date re \I&}llll‘h of stand Des Moines . » . 50,000 Watts
ard information on station and pro-

Col. B, J. Palmer, President
aram prt'fi'rt'lll*l‘r-. ele. I". AL Loyet, Resident Miotager

FREE &GPETERS. INC,, Nutionad Representatives
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There’s a lot more to it than this...

The real question is — where and to whom is that commercial
message going? . .. and what is it going to do when it gets there?
Radio waves travel indiscriminately in all directions.

So do a lot of sponsors’ sales storics. In advertising this means

waste circulation, a very expensive luxury.

[f your aim is to reach exactly the people you want in exactly
the markets you want . . . if you appreciate being able to
concentrate your sales effort in onc area and go casy in another

. 1f the flexibility of short-term contracts appeals to you . . .
if you like to sclect your own program times regardless of zone
differenuals . . . if you want to make every advertising penny count
(and who doesn't!) . . . then — the place for a large share of your
advertising budget is National Spot Radio . . . and the place to get
all the information, guidance, facts and figures about Spot Radio is...

radio and television
‘ ( Station rcj/)rc{s‘cw[zzfz'-zw

new york « boston « <chicago - detroit

a 11 ( c O ]]l ]) a ]] )'7 san francisco . atlanta . hollywood
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At meelings such asthis, sponsors change networks. (Left to right) Bill Weintraub, Ed Kobak (MBS), Edward Kaiser, Guy Lombardo, Harry Trenner

Why sponsors change networks

Sponsors networks
for every reason from pique

v to interlocking directorates.
And tlnu are more changes because of
irritation than because of the fact that an
advertiser's stock is held by interests
which hold stock in a network.
Colonel Robert McCormick for instance
is an important stockholder in General
Foods but G-F buys very little time on
WGN, which McCormick owns or on
Mutual, of which WGN is a 207 owner.
A like situation exists with Rexall,
which Edward |. Noble, majority owner
and chairman of the board of ABC,
important stockholder. ABC has still to
have any Rexall network business shifted
to it.

change

also

s an

DECEMBER 1948

On the other hand the shift of American
Tobacco's Hit Parade from CBS to NBC
is said to have been more because of the
recommendation of a program executive,
ex-vp in charge of programs of CBS and
radio head the then ATC agency,
Foote, Cone & Belding, than because of
any other single reason.
CBS was said to be not too happy.
entire broadcast schedule of a condensed
milk firm shifted from one network to
another because of the manner in which
the sales manager of the network handled
the shifting of a necessary time slot for the
milk firm.

In the pique shifts, there is always an
apparently good reason for the moves,
Seldom is a changeover from chain to

His memory of
The

chain made unless it will stand up on the
surface. It is axiomatic that the madder
a man becomes with a medium, the more
energy he expends in finding a good sub-
stitute for the medium which has raised
his ire. NBC s delivering a higher
Hooper for the Hit Parade than its previ-
ous network. The milk company’s pro-

grams haven't been too set in ther

present slots to give a clearcut indication
of how they'll deliver

the the
their former network was such that the

In the latter casc
annovance of executives with
president of the company in a closed cir-
cuit talk to station managers of his new
network pointedly told his listeners that
he was on the new network because "'we

have not been entirely happy in our per

21




Lux Theater was producing audiences for Lever
Brothers so they wanted to collect on them

lx ¥°5
RADID °
THEATRE

— g

"My Friend Irma'" was building quickly so
Lever wanted it real close to Lux Theater

Program shifts cost chains sponsors. When Lever Bros. wanted CBS from 9 to 10.:3

3 "Screen Guild Theatre” had to move to make
way for "“lrma,"" so NBC landed the Camel show

sonal relationship with the network with
which we have been associated.” It was
necessary that he explain the shift s'nce
the business of his firm had increased
316, while he was on the old network and
at a rate 41, times faster than the rest of
the industry of which the company is a
part. And 100" of this company's adver-
tising was in broadcasting on the old net-
work during this period,

For years, shifts from network to net-
work have been from lesser to larger
chains, from a big network to a bigger.
These automatic shifts are becoming less
and less and each of the four nationwide
webs takes clients from each other. There

are many reasons for this, not the least of
which is the fact that each of the net-
works has time periods in which it
dominates listening.

Each of the networks have price sched-
ules that differ.  Although there is very
little ratewise to choose between CBS and
NBC, there is a great difference between
ABC rates and the major networks and
still greater differences between MBS and
the other three chains.

When it comes to cost-per-listener, rate
cards are virtually discarded and it's
every salesman for himself.  Since pro-
grams, not facilities, are responsible for
listening, costs of reaching prospective

buyers of each advertised product, cannot
be based upon station coverage, signal
strength, and other facility factors. Thus
network sales promotional men have field
days when they go to work on a prospec-
tive advertiser. One chain made a pre-
sentation to a client which included five
errors of facts and figures. A competing
network was shown the first web's pre-
sentation and answered it with a well
thought out and documented broadside
titled No Hits! No Runs! Five Errors!
P55 the network landed the
account.

Presentations seldom are credited with
bringing an account to a network. They

second

Nine Reasons. Why Sponsors Change Networks

l

Time
Availabilities®
(Including adjacencies )

Financial Interest
in Networks

Network
Size & Coverage

Pelly
Annoyances

More

Promotion Friendship

Programs Costs Salesmanship .




- Moudays this happened

amel wanted both NBC and CBS audiences
 shifted Bob Hawk to CBS 10:30 on Mondays;

CBS—Monday

NBC—Thursday

9:30

Lux Theatre

e

11:00

pave the way for an advertiser to be sold,
that's all. For a number of vears before
U. S. Steel was ready to use broadcast
advertising CBS had been making annual
presentations to them on how to use the
medium profitably. When Steel finally
made up its mind, CBS had no satisfac-
tory time slot available and ABC landed
the very luscious plum. CBS has been
fighting during the last few years to bring
Steel to Columbia but thus far ABC has
held on the business,

In the past the number one considera-
tion in a network shift, barring personal
considerations, has been time availability,
When a spot was relinquished by a big
sponsor on NBC a few years ago there
was a priority system which made the
spot available to an established waiting
list. This “favorite son™ type of opera-
tion has been discontinued recently and
now it's a matter of program and other
considerations that makes an NBC good
time period available to certain sponsors

-when it is available. A sponsor with a
hot audience appeal program is always
welcome at NBC which is generally far
more interested in the vehicle a sponsor
will bring to the network than the adver-
tiser himself. This doesn’t mean that an
advertiser receives short shrift at the
senior network but that he must be show-
manship minded if he wants a premium
time spot on NBC. Programs build
listening habits as well as products and
networks, and the advertiser who has a
high Hooper program will have networks
move heaven and earth to win him.
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One of the most desired programs on
any network is CBS's Lux Theater. There
hasn't been a year that NBC executives
haven't traveled to Cambridge, Mass., to
talk to the executives of Lever Brothers
in an effort to sell them the idea of shifting
the program to National. In its efforts to
hold Lux, CBS was forced to ask Johns-
Manville to give up the five-minute daily
8:55 9 p.m. newscast which it had spon-
sored for years. Lever wanted to sponsor
the program aired before and after its
Lux Theater, and didn’t want its block of
programs interrupted by a newscast.
There was also the consideration that
Campbell Soup’s sponsership of Edward
R. Murrow at 7:45 8 p. m. was thought
to be too near the 8:55 p.m. period to
justify two newscasts. Thus Johns-Man-
ville was requested to shift to another
time period . . . later in the evening. That
didn’t sit tho well with J-M and so the
program moved, newscaster Bill Henry
and all, to Mutual. Lever Brothers there-
fore has a block of contiguous programs
from 8:30 to 10:30 p.m.  This made
possible a sizable discount for Lever
Brothers. It also made it possible to
collect upen the fact that Lux Theater's
audience was one of broadcasting’s top
group of consumers. Listeners generally
don’t change their dial sectings before and
after every program. They put the Lip-
ton Tea (a Lever subsidiary) progrem,
Arthur Godfrey's Talent Scouts, right be-
fore the Lux Theater and My Friend Irma,
now selling Pepsodent, directly after it.
Since these are three non-competing

S R R e )

products, all profit from the move. These
moves were not without theirsponsor attri-
tion to CBS. Before the Lever Brothers
block was scheduled the Camel-sponsored
Screen Guild Theatre followed Lux and
was frequently in the Heeperated First
Fifteen along with Lux Theater. CBS
notified Camels that Screen Guild Theatre
would have to move to 10:30 p.m.
Dramatic programs at 10:30 p.m. seldom
gain sizable audiences (as a matter of
record listening tapers off starting around
10:15 p.m.), and so NBC made a pitch to
Camels to shift the Screen Guild Theatre
to NBC Thursdays at 10 p.m., a spot
which then was occupied by Camel’s Bob
Hawk Show. The case it made for a
dramatic program to follow the Thursday
situation comedy block which had beenon
NBC for vears Aldrich Family, Burns &
Allen, Kraft Music Hall, and Sealtest
Family Store sounded logical. NBC won
the Screen Guild Theatre for Thursdays
but lost Bob Hawk to CBS in the shift.
It did a good job selling the shift of the
dramatic program but didn't prove its
point that both programs ought to be on
NBC. Bob Hawk took over the 10:30
p.m. slot on CBS Mondays still holding on
to seme of the audience that Camels had
had with Screen Guild Theatre previously
30 minutes earlier.

Forced program shifts have lost spen-
sors to networks.  This is true even when
the shifts appear to be for the benefit of
the advertiser, Some years back CBS de-
cided to try to build a listening habit lor

{Please trm to page 82)
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Eighty-nmine vears after they
first
modestly for the times, as

advertised  their prod-

et “a cure
for hoarseness and every kind of cough
not positively incurable,'" radio changed
the basic praduct advertising policy of the
venerable Poughkeepsie firm of Smith
Brothers, Inc.

Changes come slowly 1o Smith Brothers,
. S, firm that has

survived a century of hard competitive

and to many another L

Advertising tends to develop
But
in 1941, something happened to change
nearly ten decades of Smith Brothers ad-

business

mto a sore ol ivy-covered tradition.

vertismg, and that something was sclec-
tive radio,

Smith Brothers' tendency was to try
and scll most, or all,of their products at

one time in their advertising.  The idea

M Years m Radio

Broadeasting np and down

the Smithh Brothers

was that il “you sell the company, you
sell the products.” It had worked for
never with n
space advertising (but bearded Smiths be-

years, startling success,
came part of Amwricana as a result) and in
network When Smith Brothers
added menthol cough drops to their orig-
mal line in 1922, they
“SMITH BROTHERS
menthol.”

By 1941, the menthol drops were well
established in the markets (East, North
Central, and Northwest U, S.) where the
major part of America’s  $25,000,000
annual business in cough drops is done.
Menthol drops accounted for nearly 357
of the Smith firm’s then-$5,000,000 vearly
sales.

At that point in the history of Smith
Brothers advertising, the advertising bud-

radio,

them
black

sold

(4]

with

get of some $100,000 was spht between
magazines (507 ), newspapers (3047 ) and
national 200, 1. Radio
was handled on a “live” basis, with local
the

the

selective radio

announcers reading familiar copy
1. D. Tarcher

Selective radio was being used,

themes sent them by
agency.
because after 10 years of seasonal network
radio Smith Brothers had switched over
to the sclective basis in 1937 to cope with
reduced i‘LIdj_:\_'l\.

One of the Smith exccutives, Lewis
Shaw (then assistant to the late ]. Stuart
Bates, vp in charge of sales and advertis-
ing; currently holding Bates' job since
1945) had the feeling that something was
defimitely wrong with the Smith Brothers
the air. The

use of Tarcher agency,

*The tiesl advertising appearid (o ING2, five vears ofler
Satith Brolhers wenl intg business.

It was in the back of this store that “cough candy’’ was first cooked. Store still houses a restaurant with a national reputation-Smith Brothers

P
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Cough Candy.

HE subscriber,at N .. 23 Market Street, Pough
keepsie, manutactnres a COUGH CANT')Y which
has stood a test which has established its superior qualities te
the satisfuction of all who have had occasion to try it. That
itis of the highest value for the purposes for which its inten.
ded might be shown by scores ot certificates, but they nre nn.
necessary where the article is manufactured. Its reputation
as a cure for hoarseness and every kind of cough not positive.
ly incurable, is established se firmly that it cannot be shaken,
and those who want convincing only need to make u trial.—
All afflicted with Homseness, Couxhs, or Colds, should test
its virtues, which ecan be done without the least risk,
Sold wholesale and retail at 23 Market Street, and also by
Dr. E. TraverT,and VAN Vavxkenpurair & Corrin, Drug-

gists,
Pounghkeepsle, Dec. 10, 1852,

A liberal discount made to dealers.

WILLIADM SMITII.
3mb7

This ad introduced Smith Brothers cough drops. For 75 years newspapers carried S-B ad burden

which had been placing Smith advertising
for nearly 25 years, assured him politely
that he Selling  menthol
cough drops and black ones separately
(Shaw's idea), said the Tarcher agency,
wouldn't make any difference,

Shaw determined to find out for him-
self.

One of the local voices that had sung
the praiscs of Smith Brothers was the
sleepy-voiced, red-headed guy named
Arthur Godfrey. When Godfrey came up
from Washington's WTOP to do a morn-
ing show on WCBS (then WABC), Shaw
went to him with a proposition. Over a
luncheon table, Shaw said that he was
going to buy time on Godfrey's show, but
he wanted Godfrey to plug the menthol
cough drops only.

During the seasonal cycle of Smith

was wrong.

Brothers advertising in the 1941-42
period, Godfrey bore down hard on
menthol. The New York market that

Godfrey was selling to was a good test
case, because the other Smith advertising
i New York, like the entire national
media used by Smith, was selling both
products at once. Furthermore, the sale
of Smith Brothers menthol cough drops
in New York was below the national
average.

When Smith Brothers sat down to view
the returns at the end of the season, they
found that their national increase in the
sale of menthol cough crops was 1297,
But, their sales increase in the New York
market for menthol was 3077

Smith Brothers decided there and then

(Please turn to page 40)

In 1927, Screppy Lambcrt and Billy Hillpot
(with Shillkret in middle) sold SB cough drops

Arthur Godfrey proved thal the SB had to :ell
menthol and black cough drops separately

All Poughkeepsie tured out to celebrate Smith Brothers Centenary at the SB restaurant. Current SB are in middle under ""Trade” and "Mark’,




Comes the moment in a folk music broadcast when the boy and girl step up to sing of love. Dewey Price and Betty Johnson of “Carolina Hayride'"

How (o crash
(he Tarm o

Cowboy groups and religious musie are

the only suare fire favorites

26

To sell a farm audience you've

got to make them listen, and

they, like anyone clse, listen to
what they like. What do thev hike? Do
their tastes diffier sharply from their urban
cousins'?  Are regional differences im-
portant?

National survevs throw some light on
these questions.  But the accumulated
wisdom of stations who cater specifically
to rural dialers are better guides, in many
mstances, because they take into account
important regional preferences, A com-
mercial designed to sell a big city audience

SPONSOR




is definitely not, in many cases, an effec-
tive approach to farm audiences.

What’s the best way to talk to farm
women i the daytime?  Obwviously
there's no one “‘best” way., But station
managers who specialize in reaching Mrs.,
Farm Housewife and groups who have
made independent studies of farm listen-
ing have discovered certain facts as a
guide. Farm women, like their urban
sisters, listen to news, service programs,
and entertainment such as music, drama,
comedy, etc. News is first with them as
with city listeners.

As with non-fanm listeners, news and
music, in that order, are the most popular
program material with farm  women
throughout the country,

Music of a religious tone is liked best,
with oldtime (including folk, western,
hillbilly, etc.) a close second. Regional
preferences in music, however, vary con-
siderably.

Successtul farm stations are extremely
sensitive to the likes and dislikes of their
dialers to individual musical artists as
well as types of music. It is one of the
unsolved sorrows of many farnm station
managers that they find it so difficult to
convince the gentlemen of Madison
Avenue (as one manager put it) of the
terrific hold folk music has on its rural
devotees.

One farm station manager submitted
four hillbilly-type quarter-hour shows to
the agency and advertising manager of a
large soap manufacturer who requested
daytime availabilities. They rejected the
shows with unprintable comments (scems
they weren't hillbilly music fanciers),
They wanted a typical soap opera, When
the manager refused on the grounds his
audience liked his musical shows better,
the company doubtfully gave in, in order
to get the desired time. Results made
believers out of the ad manager and
account executive involved,

This same station manager, himself no
lover of hillbilly music, has an acute sense
of just what his farm listeners like best.
“If 1 find my wife and daughter listening
to oite of my hillbilly units, | get rid of the
fiddlers quick," he said, “'because they're
too good.” What he really meant to
emphasize, of course, is that folk music in
just the right groove to best suit the
majority of his listeners is a highly special-
ized product and can’t vary much from
the favored pattern without losing
listeners.

Other instances of regional preferences
are reported by a U, S. Department of
Agriculture survey. Religious music and
programs are twice as important to
Southern farm women as they are to

DECEMBER 1948
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BARN DANCES attract live and air audiences. KSTP, St. Paul, reaches great audiences with unit
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residents in North Central states and four
times as important to them as to farm
women in the West.

Such regional varnations aren’t limited
to a single type of program, but apply to
all types. The Department of Agricul-
ture national survey of 1945, and indi-
vidual area surveys since, indicate that
daytime serials (soap operas) rank some-
where below news, music, religious pro-
grams and other entertamment shows,
But that rank order doesn’t always hold
good in area by area listening.

A notable farm station like WLW Cin-
cinnati) produces more than 40%; of its
: 1 . f own shows. Yet it will have more than

-
- - - twenty serial dramas (mostly network

A SEEO AR e Hilibil 1 P OURATOURS itk ! e originations) between 9:30 in the morning
S are hillbilly ins'raments and nat- A5 with guitars give farmers' daugh- : ; : s Thara
jally KMBC (Kansas city) features one in a band  ters heart throbs. WLW's Kenny Roberts is typical and 6:00 in the aitir I'l(\lill'l. ”u“_ )7

currently a block of 17 afternoon serials.

At noon and before 9:30 a.m. on week-

days there are some hall dozen news,
"L'I\l‘\‘l" EH]LI entertamment features pru—
duced specifically for farm listening.

Daytime serial listening tends to in-
crease as the size of the community de-
creases and the educational level de-
creases. Nevertheless, this is probably
the outstanding daytime program type,
other than news and Breakfast Club type
shows, the content of which need not
necessarily be specially slanted in order to
achieve maximum urban and rural
listening.

This has a bearing on the fact that
another famous farm station, WIBW
(Topeka), a CBS afhliate, offers its
listeners only seven daytime serials (two
in the moming, five in the afternoon)
WIBW's programing is designed 10077 for
rural listening, and they prefer to build
“UNCLES" still pull [ 8iey : : 7 the majority of their daytime programs
e T (Eedes Tk b D Wenen (PAadelairie) s appos o osrly seewing cmes . 00h & thare probenced S ARRE

The same is true of WLS (Chicago) and
other leading farm stations. It is es-
pecially true of farm stations whose cover-
age includes a more important agricul-
tural than urban area.

Stations like WRFD  (Worthingron,
Ohia), for example, simply make it their
business to learn the program likes and
dislikes of farm listeners in their area who
aren't devotees of the daily strips.

WRFD first went on the air in Sep-
tember, 1947. A recent survey of rural
families only in Ohio's 88 counties by the
Fred A. Palmer Company disclosed that
WRFD was second only to WLW as rural
Ohio’s favorite station from sunup to sun-
sct, when 1t leaves the air.

Their audiences like music with the
“homey" flavor; so they get an abundance
of (amiliar show tunes, songs from the
Community Songbook, hymns, old favor-

( Please turn to page 40)
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PHILOSOPHERS, home spun style, pull enormous QUARTETS (boots and saddles give) Western slant
| mail. WIBW (Wichita) has "Henry's Exchange" to Minneopolis’ WCCO -Murphy Bam Dance




PICTURE STORY OF THE MONTH

behind each scriptis checked by "'Fashions on Parade™ executives
President Leon Roth, Arthur Knorr, Charles Caplin and Marty Fink

1 - idea

"“\

2 - clothes

are picked by commentator Adelaide Hawley, so she always
sounds authoritative on telecast-pantomime which she voices

lend extra feminine interest to every program and they're
picked with special care by Miss Hawley for each costume

3 - accessories

1

P&
huys a
ashion
show

Soap company’s first
TV venture reaches

the well-dressed women

Only a small percentage of women even
- pretend disinterest in what they wear, It's
this fact that evening
lady’s night in many TV homes. Friday at 8 p.m. (est
Fashions on Parade takes over the DuMont network for a

has made Friday

half hour, The title is really a misnomer since telecast is

actually a story of Fashions at Work. This stvle show is
presented as a tale in which the Conover Girls are char

acters in a storv-—a bit of fiction designed to demonstrat

how good clothes and accessories contribute to daily
living. Adelaide Hawley, broadcast pioneer and fashion
commentator, is the voice behind the program. It was
first sponsored by a number of department stores but
now its over-all sponsor is Procter & Gamble. P&G pay s
the bills for the time and a number of fashion houses pa

the cost of the production, It's an expensive present

tion but with the bills split many ways 1o
is caught with a big tab. While the fashion sponsors

change from time to time, current regulars are Ivel Fup
Gotham Hosicry, Larry Aldrich, Sheila Lynn, Dorian
Macksoud, Palter DeLiso and Wilma.

Each weck the stafl of Fashions on Parade dreams-up a
plot in which fashions sclected by Adelaide Hawley can |
telecast beautifully
the fashion-minded viewers why its product iy i
The TV weddine
its upkeep is a natural for all concerned

Each week Procter & Gambl

care of beautiful wearables.



4 X d | are trained by director Ray Nelson. Every movement must
mn e S make a pleasing picture when fashions are being displayed

5 J cﬂmmentary is carefully checked by Miss Hawley during rehear- ﬁ . Studio at DuMont's John Wanamaker installation has as many as six stages

sal, for feminine viewers quickly catch fashion errors as models make "costume and accessory changes in order that eackl

- the sh Bill Ram igns for sponsor.  DuMont's Hum - i is designed as a logical t of fashion telecast, demon-
g P&G huys Gfi;qo:nd IBe:to:n“&“ Bn;w?;s' Walter C‘:aiqu;oak on Iu commErCIal strating the correct Isudsi:r'laqr caredofo:‘nil:dev": Jv\f.a:ct'!r:tl:e
! 5 r

;!. ' 18




- 7 d il | B

" . ’ t is written for each program so that good fashion is well demon-
p 0 strated. (above) Aunty isn't impressed by boy's latest love light

o i
-
[
h-—-'

typical. “Fashions on Parade'' presentation each week. It's a bechive of activity H o [' t t are woven into each story so that product in-
~er may find onelitem she'd like to own. Most telecast fashions run the price gamut emﬂns ra luns formation is achieved without pain to viewer

= prﬂmuuon to grocer is planned. This is vital since he genera ly doesn't ]2 > reactiun to program is frequently immediate as viewers phone to

view a women's program. Agency's Brown Balte (right) checks ask where they can purchase items seen on program
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PART SIX

OF A SERIES

MANAGERY

LAMENT

What they want and generally don’t get is

proof of sales effectiveness

G “We're not in showbusiness.

We want to do our public
servicmg direct.  Our sales policies and
our products build our good-will; we don’t
expect our corporate name to carry our
merchandise, so we don't advertise to
build good-will but to sell our products
which in turn build public acceptance
for us."

That, in one paragraph, spells out the

thinking from which springs the laments
of over 5007 of the nation’s sales man-
agers if SPONSOR's cross-section can be
projected to all sales managers of national
advertisers.  It's not unexpected that
sales managers think in terms of sales first
and feel that sales should build further
sales and the necessary good-will.  How-
ever, 1t must be kept in mind at all times
that over 6577 of all advertising managers

Problems with the medinm

I, There s too muach talk of audiceunees and toolittle of sales

2. Network =ales executives generally have oo mueh
“respect”™ for line of anthority aud contaet advertising

men and presidents only

3. Only o small portion of the vation’s hroadeasting sta-

tions ave promotional nrinded

1. Contaects between stations and wholesale dealers in

their arcas are infrequeul

total netwaork costs

5. Faet that soure stations are over-priced is hidden in

6. Few stations deliver iudiences in relationship with their
power.  Sonte 500000 wall outlets are ontsald by 1.000
wall stations, hont yvou'd pever konow it by theirrate cards

7. Direct mail promotion at astation levelis generally inept
amd o great part of network mailings is also no greal

~hakes

$. Broadeasters talk about too maeh advertising on the

air
prower Lo stop il

and do nothing about it when s 1007, within their

report to top sales management and there-
fore advertising policy is more often than
not set by the sales vp.  Thus the laments
of sales managers on broadcast advertising
are vital and because they have gone un-
answered in a number of cases sponsors
have dropped radio as a medium.

“Sales for our products can't be indi-
cated by any boxtop formula,” explains
the sales manager of a great shoe manu-
facturer who used broadcast advertising
for a number of years and then shelved it.
“Our programs apparently had a great
listening audience, our fan mail was inter-
esting reading but our sales did not rise,
as they should, when more money is
poured mto advertising. A special survey
which we conducted proved that we had
established our trade name on the lips of
a good segment of the women of America
(we sell women's shoes) but radio just
didn’t produce apparently the desire to
buy our product. We just couldn’t enter-
tain them into our dealers.”

Exammation of the scripts of the shows
of this advertiser indicates that a great
deal of attention was given to the pro-
gram and the establishing of the sponsor's
trade name, but that the commercials did
not create a desire for ownership of their
shoes.  The sales manager admitted that
the agency and the advertising manager
of the firm were of the opinion that it was
impossible to sell shoes via the air and
that the actual selling should be left to the
retailer. A memo from the ad-man to his
chief underlined the fact that to his mind
radio could only “bring 'em in,” not pre-
s¢ll them, The sales manager's lament in
this case should have been directed at his
adverusing agency and advertising de-
partment, not the medium, Neverthe-
less, there are literally hundreds of adver-
tising managers who feel that selling
should be avoided on the air in favor of
what they call advertising. They [eel
that punchy commercials are selling and
that hard lutung advertising sn't “in
keeping with the dignity of our firm."
They have yet to learn the difference
between effective “'reason why' copy and
nerve-wracking repetitive comimercials.

It's more dithcult to ger “reason why™
copy across without chasing listeners but a
partial audience which hears product facts
is worth a total audience that hearsonly a
trade name and obvious slogans, It has
been many years since networks and sta-
tions forbade direct-selling copy but there
are still too many advertising agencies and
ad-managers, say their sales-manager
chiefs, who avoid, as though the plague,
real reason-why' copy in air continuity.

Lack of sales cffectiveness data is a
basic objection that sales managers have

SPONSCR




to all advertising media but to broadcast-
tng especially. They have an enormous
respect for salesmanship and an amazing
reluctance to credit advertising with basic
credit for consumer product acceptance,
They insist that advertising must carry
its share of the sales burden.

“There is no reasen why broadcast ad-
vertising should be leoked upon as an
operating expense. It should be con-
sidered as a sales expense. Only then
will an advertising man be considered by
most managements as productive,” is the
way one sales executive puts it.

With full realization of the rivalry be-
tween sales and advertising, one corpora-
tion makes its sales managers also its ad-
vertising managers with the title “sales
and advertising manager.” Thus there
can be no conflict between the sales and
the advertising objectives in this par-
ticular irm. (What it does to the nerves
of some of the executives involved is some-
thing else again.) Broadcasting has lost
many an advertising schedule because the
man who has had to meet a specific sales
quota has been sold on the belief that
radio is not an “‘immediate impact
medium.” The truth of the matter is that
the air like any other medium can do the
job assigned to it. The trouble is that
most national advertisers themsclves
haven't set their sights on immediate sales
from broadcast advertising.

The second most important gripe of
sales managers may be found in the fact
that money must be spent to promote
broadcast advertising. "It would appea
that the cost of time and talent is the
total cost of using the air to sell merchan-
dise,” states one sales manager, “That's

Internal Problems

furthest from the fact. We find that it's
important to have a public relations cam-
paign planned. This, while not costing
the $225,000 which Lucky Strike spent
during the first year of its sponsorship of
the Jack Benny program, runs into five
figures and better very quickly, We don't
have to do that with black and white ad-
vertising. | know that such a campaign
increases the audience for our advertising
but it's never included in our broadcast
advertising costs. It's sneaked up on us
after we've decided on a campaign and
bought the program and the time.
Either our advertising manager or the
account executive of our agency sidles up
to us with the suggestion that we ought to
“insure’” the success of our show by em-
ploying a press agent. Then there is talk
of a budget for the public relations man
and so on, including a cocktail party for
the press, which frequently sets back a
sponsor another $£1,000.

“If you refuse to kick-in, vou're a
cheapskate and so you okay the advertis-
ing department’s request. Every time |
do it, it gets me hot under the collar.
This is the first time I've had the oppor-
tunity of sounding off. | know that my
feclings about these ‘extra added’ ex-
penses are not unique with me, so my
anonymity won't be invaded when you
print these facts. The party expenses are
billed to us through the agency and as
though to add msult to injury the agency
adds its 157 to the bill. | know that
broadcasting is a different form of adver-
tising but hidden costs are no more ac-
ceptable to us in radio than they are in
other media.”

The bigger the advertising budget the

less sales managers appear to object o
“hidden costs." lhat's because great
corporations have contingency funds
which are set aside for the very purpose of
covering l:lI.‘h‘.[‘\‘Clt'd expenses ol opera-
tion. Many and sundry are the rtems
that are charged against these special
funds. It's a good thing, say most sales
vp’'s, that auditors have been trained not
to question too exhaustively items charged
against contingency budgets.  “If they
did we'd have to think up a lot of new
names to cover old sales expenscs,” ex-
plained the sales chief of a multi-million
dollar corporation.

“We've never had a program on the
air, except a daytime serial that didn't
develop a veritable plumed tail of extras,”’
stated one divisional sales-advertising
executive of a food corporation. “We're
used to the plume by now but it irritates
us nevertheless every time it's pushed
into our faces,” was his postscript.

Sales managers are constantly worried
about okaying a broadcast advertising
theme that hasn't been pre-tested.  They
feel that even the best of the pre-testing
formulas developed thus far are totally
inadequate gauges of what will and will
not sell.  They feel that Schwerin's panels
are too metropolitan in their composition,
that Wesley's galvanometer samples too
few consumers and is too “'big city"” in its
sample, and that Teldox doesn’t report on
commercial effectiveness. They also have
little faith in  ad-agency “‘consumer
panels.” They feel that Industrial Sur-
veys' pancl operation is helpful but not
conclusive and that Nielsen's consumer
index may eventually help them but that

(Please turn to page 50)

Problems with agencies

I. Advertising managers resenl being part of 1. Pretesting of sales effeetiveness of broadeast

sales stall

2, Top management is more impressed by
“prestige’ than by resultful broadeast ad-

vertising

advertising cam paigns is generally by passed

2. They prefer to buy network advertising
rather than market=by-maurket (selective)
broadeasting

3. Too few aceount men are sales-trained

3. Advertising departments are seldom willing I
to place sechedules on the basis of what each §
market produees

1. Sales activities are seldom coordinated with 3.
advertising

= s 0.

5. Most salesmen still refuse to properly pro-
molte their firm’s broadeast advertising b

6. Advertising bundgets are seldom flexible

DECEMBER 1948

There is too little direet contact between
ageney's ereative departments and  elient
sales management

When publicity is necded the tendeney is 1o
“throw a party™ aud bill the elient

Less front amd more work

“1f ouly they'd get off Madizson and North
Michigan avenues and (ol out what sells al
the retail level throuzhout Ameriea

33
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“Uncle Elmer's Song Circle' on WEEI, with homespun philesephy and hymns, makes New England greeting card buyers aware of Gikson Art

REETING CARDY ™™™

is big business
$24,000,000

Sentment

WILNCSS 0OvVer

spent i radio this year (o sponsor two

dozen soap operas. The sentimental ap-

peal which make day time dramatic serials

so popular is also big business for 3(K)-
odd U, S, greeting card publishers. Greet
g card sales av the wholesale level in
1945 will top $85,000,000., At retail
with an average mark-up of 1007/, the

m will exceed  SET0,000,000,

IFor (&1} the greeting « wred business
has heen one of strange selling contra-
lictions. Broadcast advertsing has done
o outstandimg Job for a lew greeting
ird manuofacture notably the Kansas
City firm of 1all Brothers, Ine. Radio
has created “brand conscious" buving of

34

Broadceast advertising

has ereated aa new brand name conscionsness

greeting cards where little such buying
was done before.  Surveys today show
that as much as 507 of the customers at
hlllk
trademarks, and then for style and price.

The largest firms (they're
are in the

greeting card counters first  for

also the real

advertisers) so-called “*dealer

group”’ who sell via a large sales force to

individual stores, or groups of stores.

I'he four largest firms in this group are

the four largest in the enurve grecting-

card industry- Hall Brothers, Inc.; Gib-
son Art Company; Norcross, Inc,; and
Rust Craft Publishing Company I"0-

lor
4077 of the dollar volume of the business

gether, their combined sales account

Ihey are as keenly competitive as Macy's
and Gimbel's during an August fur sale.

They steal ideas from ecach other with
the tongue-in-cheek nonchalance of Hol-
All four have used
broadcast advertising with varying de-

lywood gag writers.

grees of success, but the radio success of
Hall Brothers since 1940 has been largely
ignored by other industry Jeaders and by
the greeting card industry in general.
This is surprising in view of the fact
that Hall's air sclling has benefited the
yvear-round  sales the
industry., When Hall Brothers first came
to radio to do a network selling job cight

curves ol entire

VeaArs «

go, the greeting card business still
did a seasonal business, and marked time
between the peaks in the sales charts.
Today, the greeting card business 1s
firmly on a 52-weck basis. Chrisunas

SPONSOR
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The
Picked Panel
ANSWErs

)ll‘. I“" 1 ig

The question of
how much money
or rather what per-
cent of its gross
revenue a station
should spend  in
promoting com-
mercial programs
is really the $64.00
one,  During the
course of a busi-

ness week this question comes up at least
a dozen times and quite frankly after
years of experience there still seems to be
no single yardstick to apply. However,
no business has ¢ver been successful that
does not use merchandising as a tool for
selling, There are two cxcellent reasons
why stations and networks should pro-
mote Programs:

I. The only way to build audience
is to tell prospective listeners what
vou have to offer them.

2. Increased audience means in-
creased ratings which mean increased
business.

It generally follows that programs
which seem to have the greatest potential
for capruring audicnces are those which
are promoted the most.  There is a direct
relationship of radio promotion to, for
example, department store advertising,.
A department store will advertise its
most saleable goods to attract buyers into
its store.  While in the store the buyer is
exposed to other merchandise for sale.

36

Mpr. Sponsor asks...

“Tobe fully effcetive, network or spot commer-
cial programs often need good promotion and
merchandising by stations carryving them. How
much in the way of such services should net-
works and stations provide?™

R G Retﬁg Vice-President

The same holds true for radio promotion.
A strong program promoted to its fullest
will attract listeners to a station and
while at the dial setting the listeners are in
a better position to be exposed to follow-
Mg programs.

A study of staticns shows that those
who in the past have been heavy pro-
moters are the ones who are now in the
enviable position of being commercially
the most profitable.  The alert station
manager uses program promotion as a
tool not only to secure audience, but also
to promote the sale of time on a station
locally. His call letters prominently dis-
played on all types of promotion lead
local advertisers to believe that his is a
wide-awake strongly-saleable advertising
medium.

TEDp OBERFELDER
Director, Advertising & Promotion
ABC, New York

It is our policy
here at WDSU
and WDSU-TV
never to use ads in
local newspapers
to promote na-
tional selective
programs, or any
other programs for
that matter. The
newspapers do
allocate a limited amount of space on a
courtesy basis 1o us for a "Radio |li-
fites" colummn.

WDSU does place ads, shorts, features,
pictures, ctc., in a weekly publication de-
voted exclusively to radio and widely
circulated among our listening audience,
We have found this medium, The Ilus-
trated Press, o be most effective and we
cmploy it more extensively than does any
other local station.  The material used in

Whitehall Pharmacal Company, N. Y.

the Press is aimed at ballyhooing pro-
grams and special events,

Perhaps the most potent reason for our
not promoting national selective adver-
tising is that our rates for this type of
radio advertising are comparatively low
in proportion to our advertising budget.
If we were to have our “praisery”” plug it,
naturally the sponsors’ costs would in-
crease since our own operational cost
would increase.

This policy with regard to national
sclective promotion is based on cold busi-
ness experience.  Actually, the sponsor
loses little or nothing,  WDSU maintains
a consistently excellent Hooper rating.

Charees Price
Advertising Manager
WDSU, New Orleans

How much pro-
gram promotion
should a network
provide its adver-
tisers? There's
really no answer
other than this
generality: “more
than the program
needs,”

Speaking for
most networks, but particularly for CBS,
an advertiser can expect a complete pro-
motion campaign for his program, whether
it be fiftecen minutes dayume, once a
week: a half-hour strip, or an evening
full-hour once a week,

Program promotion  merchandising of

a program to prospective audiences  is a

service of radio over and above its rate

card, It's for free. And an advertiser

should come to radio ready to capitalize

on this service and at the same time,

prepared to accelerate the efforts of a net-
(Please turn to page 46)
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.. YOU CAN
REDUCE YOUR

1949 SALES COSTS

See hows much NAQRE resstts you get on

CKLW

We're Going 50 fw. at §00 tec.
ecmltf in 49

This Greater Voice, fostering Good Will on both sides of the border, will give the
Detroit Area's Best Radio Buy a new selling wallop beyond duplication in this region!

Guardian Bldg., Detroit 26
J. E. Campeau, President

Adam J. Young, Jr., Inc., Nat’l Rep.
H. N. Stovin & Co., Canadian Rep.

o @ ® ® & & & & & » ® & O & O O O O O O 4 O O O O O O° O PO P O SO e 980

5,000 Watts Day and Night—800 kc.—Mutual Broadcasting System
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RADIO AND TV SETS

PPAINT

SPONSOR: Hoffwman Radio Corp. AVGENCY: Dan B, Miner

CAPSL LE CASE TSTORY To increase traffic among
dealer owtlets, Hoffian is spending 8500 « weel: for time
and talent for s weelidv, 13-minute sporteast. ™ Hoffnan
Huddle™ and weeelly forecast contest. Outstanding football
fignres are interviewed and predictions for the weelis games
are f”'f{l!f', I leers !H[ I'ln " f‘fff‘f'r.\ o f'f”ll’f'.\f ’}f“’fli{.‘ fl!h“f"fl‘
able only from Hoffman dealers.  In Jour woeks, 2,695
cutrios were recetred from the 35,000 T sets enrrently in

greater Los Angeles,  Cost per Inquiry is less than 81,

KIETSTY, Los Angeles PROGRANM: “Hoffmwan Hoaddle™

TV SCREEN FILTERS

SPMONSOR: Sustaining

CAPSULE CASE INSTORY:  “Vanity Fair™ which fea-
tures fashion, personalities, and ““how 10 do it yourself™
information, premicred on Tuesdav, 1+ October.  Peter
Hunt. artist. during a ten-minnte segment of the first pro-
gram, demonstrated how ta paint decorative preasant-sivie
designs on plain furniture. e offered a hookler, p;fh.
lished by du Pont. describing his methods of decorating
Jurnitwre and painis used to the first 500 viewors requesting
it. By the end of the week. he had roceived 1182 lotters.

CBSSTY PROGRAM: ™\ anity Fair™

GAS AND OIL

SPONSOR: Texas Company  AGENCY: Kudner Ageney, Ine.

CAPSULE CASE HISTORY:  [n about eight months Texas
Company’s "“Texaeo Star Theatre™ has becone the highest
rated regularly scheduled networls program in the history of
radio or TV with a telerating of 63.2. Program apens and
closes wuth o serviee station quartel who stress Tevaco
serviee. Conmnmercials are woren into program format by
street pitelman. a formula that has pushed sponsor identi-

Jication up 10 95.5  an all-time high. Of the viewers who

write in. 759 sav they’re switching to Texaco privlucts,

NBCSTY PROGRAM: "Texaco Star Theatre™

MEN'S HATS

SPPONSOHG: ioneer Seientilie Cao AGENCY: ll.:ll\'n)u_ Ine.

CAPSELE GASE T=TORY . On Priday. 15 October 1913,
Piemeor wsed a one-miimite annonncement on WEBEN-TT
(o tntraduee their Polaroid _,"l'h!'f' to TV set owners. Na-
tional Television Co. was identified as the Buffalo retail
ontler.  Sales weere so satisfoctory that on Sunday. 7
October NTC repeatod  the spot wl their oien exense,
Result: NTC sold 75 Polaroid filters at prices ranging
fremn betweeen 810 820, Ten T!-,\r'f4'f'll-f'l'ffm'_.'..‘l‘l.l‘:_' lenses

were also sold to IEE R visiting the store to see J’Hh‘r\

W RENSTN L Buftalo PROGER AN Laminote announcements

SPONSOR: Disney. Ine, AGENCY: Greyv Advertising

CAPSULE CASE HISTORY:  Disney. makers of medinm
and high-priced men's hats. entered television by sponsor-
ing a tev-minute weekly newscast. “NBC News Reriew: of
the Weelk™  Response from the retailers in the 21 cities
wheve the program is telecast has been grotifving.  Nine
retailers have bought tie-in annonncements either hefore or
r[ﬂf'r the newseast. Others are f’.l’]n-rn-d i _fuﬂrm'. The
trend in hat sales volume for the field in general has been
dewen,  But not jor “f.smj\‘.

ANBCSTY PROGRAM: "NBC News Review of the Week™

CLOTHING

TOOTHIPASTE

~PONSOIG Y oanng-Uninlan VGENCY : Placed dlireet
CAPSELE CASE INSToRY s Young-Qunlan. Minneap-
olis elasy spectaliy store. goined forees ieith ASTIXT 14
telecast first Jushiou showe in Narthwest, ot vevolred
aroitnd o dowdy secvetary, who having attended o Y onng-
Crindan fustion shoe. Tearned how o dress and nearriod
the bm-._l Dramatic aetion was  petoniimed by local
models and stove personnel and warrated by KSTP s inale
and female fushion compmentators. The one-shot half-howm
-.J';ul; recerted hiendreeds of farorable conuments and divectly
traceohile business van into the thonsands.

RST1TN, N .||-l-l|- RO AN : Faslon Sliow

SPONSOR: W hitehall VGEENCY: |?;llll'l'r-|'iIf:_'l'r.'tltl-.‘“.'lmpll'

CAPSULE CASE INSTORY: Starting in October. W hite-
hall Plharmacal sponsored the second half of the M
half-bonrr progran. “Swall Fey Club.”™  Showe featinres
cartoons on filme with live narration by Bob Fwmery.
Children are enconraged to subntit cartoons on safery suh-
jects and these ave shown on stides 1o the TV audivnee,
Ounee cach program, Bob Emers annowneed that Tndian
Skull Caps would be sent 1o children sending in 25 cents
anel o !\uf‘\'uus fm_u‘up. “’\' the enel r{,l" ”.‘t' 12 -"r'ﬁ't‘ﬂa‘a‘.\,
orders for 15,000 caps had come in.

WABD, New York PROGRERAM: “Small Fry Clah™




OF KANSAS CITY
5000 on 980

OWNED AND OPERATED

7« KMBC-KFRM 7

Provides COVERAGE!

COlonano

/ Broken line shows Kansas City's primary
& trade lerritory as determined by Dr. W, D,
Bryant, Kansas City researchist.

Black lines show the proved
.5 millivolt contour of KMBC
and KFRM.

The KMBC-KFRM Team is the only single
Kansas City broadcaster to provide com-
plete, economical coverage of the great
Kansas City trade area.

With programming from Kansas City, the
Team has a potential audience within the
proved 0.5 mv/m contour, as illustrated, of
3,659,828 people...all important consum-
ers in this rich Heart of America market.

e
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MISSOURI

Kansas City

Jpp——t
1 -

W e

ARKANSAS

Red shows concentrated KFRM listener area
as determined by summer mail count on
this station only. Mail received from 253
counties in 11 states.

The KMBC-KFRM Team provides, too,
for the first time, valuable service to the
listeners in this territory. Market broadcasts
come direct from the Kansas City Stock-
yards, grain, poultry and produce quora-
tions are right up to the minute, and
practical programs on agricultural prob-

lems are daily features direct from the
KMBC-KFRM Service Farm.

The KMBC-KFRM Team Serves 3,659,828* People

# 1940 Census

7th Oldest CBS Affiliate f*%[

Represented Nationally by
FREE & PETERS, INC.

<

=R

5000 on 550

Progrommed from Kansas City

For Kansas Farm Coverage

BY MIDLAND BROADCASTING COMPANY
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“Is there a heart that music cannot
melt?” James Beattie, the Scottish poet,
asked the qutstion some 200 years ago.
It was purely rhetorical, of course. He
knew, as smart advertisers have since
learned, that music melts all hearts ...
and lots of sales resistance, too. Ask the
advertisers who use WQXR. .. the sta-
tton that's all music and such good music
that more than half a million New York
families can’t tear their cars away from
it. They're choice families. .. the choicest
in this choicest of all markets. They
love good things as they love good
music . .. and can afford to buy them,
too. If you've got something you'd like

melted nto the pure gold of [‘lroﬁt...
call Clrcle 5-5566.

AND WOXR FM
RADIO STATIONS OF THE NEW YORK TIMES

40

THE FARM CIRCLE
(Continued from page 28)

ites, and novelty selections, with Iittlé or
no swing or “cocktail” music. Live
talent groups such as The Melody
Rangers; The Columbian Singers (twelve-
voice colored male chorus); The Crawford
Brothers (gospel singers); Al Rogers
(ballad singer), etc. together with records
and two transcription libraries enable the
station to keep their music like their
listeners want it.

The Rural Radio Network (lthaca,
N. Y.) is a major operation to reach rural
audiences through FM broadcasting with
programs designed  strictly  for  them,
RRN's whole approach to the programing
problem is based on the study of local
tastes and preferences.

RRN, which carries no soap operas, has
found their listeners like folk and western
tunes provided thev're well-performed
and straight. To most of us, hillbilly, and
folk or western, are identical, undis-
tinguishable. Yet to lovers of Happiness,
or Home on the Range the difference is
marked and decided, But RRN audi-
ences also like a certain amount of
classical, semi-classical and popular music.

It is worth noting that despite the over-
whelming popularity of “oldtime” and
religious music, there is much evidence
of considerable listening among  farm
people to both classical and semi-classical
music.

A recent check of 20 of its stations on
rural program preferences by the Paul H.
Raymer Company, Inc., station repre-
sentatives, brought out some interesting
facts. The program research department
tabulated results as follows:

Western-hillbilly music took first place
on 557 of the stations, while dramatic
shows were first with 2597 of the stations,
Disk jockey programs of popular music
were first on 1077 and news and classical
music on 577 of the stations. This is a sig-
nificant vartation of the national popu-
larity ranking of such programs in the
Department  of - Agriculture survey  of
1945, and serves to point up the important
differences by individual areas.

On second-place listings in the Raymer
survey 3577 of the stations named drama,
1577 named news in a tie with hillbilly-
western and popular disk jockey nwisic.
Ten per cent named classical music as
sccond "most popular,  Another 1077 of
the stations reported classical music as
third most popular with rural listeners.

It is generally conceded by many sta-
tion program people that popular net-
work dramatic and variety shows pull the
lion's share of rural audiences as they do

in most other cases except where inde-
pendent stations compete strongly with
major sport attractions,

Famous shows like The National Barn
Dance (WLS), Grand Ole Opry (WSM),
and others equally potent but less publi-
cized don’t compete against strong net-
work lineups, since the hayride-hoedown
type of show is commonly a Saturday
night feature. They run from one to
three hours with many different sponsors
underwriting the various segments. This
phenomenally successful format features
a hearty give-and-take humor closely
tied-in with the music.

Farm audiences generally show a dis-
tinct bias in favor of the less sophisti-
cated, “cornier” type of drama and

variety show*,
* A Juneney SPONSOR report will explore this poinl,

SMITH BROTHERS

(Continued from page 25)

that after years of selling their products
together they would sell them separately.
That policy is not likely to change.

The lesson that Smith Brothers learned
from their use of the Godfrey show was
just the latest of a long series of trial-and-
error experiences i radio.  For Smith
Brothers, their use of radio in most cases
has been determined more by what they
shouldn’t use, than what they should.

Actually, the Smith Brothers firm is one
of radio’s carliest advertisers. They came
to radio in 1927, with an NBC show fea-
turing “Scrappy” Lambert and Harry
Hillpot, a Jones-and-Hare-type duo that
sang comic ditties and did “blackout”
routines for a half-hour cach week. The
show lasted through the scasonal cough
cycles of '27-'28, "28 °29, "29-30, and
came back in "31 32,

In 1931 they added another show,
Trade and Mark, on CBS (and later on
Blue) to bolster their campaign to try to
make their cough syrup the number one
seller.  Trade and Mark were a pair of
now-forgotten comics who acquired their
radio names from the famous “Trade and
Mark" pictures of the original bearded
brothers, William and Andrew, that have
been a standard item of Smith advertising
since the 1570'.

Both shows, like all Smith advertising,
were on a purely seasonal basis.  This was
determined by the fact that the incidence
of colds in the U, 8. goes up to nearly 2077
in the months between October and
April, and drops back to 57 the rest of
the vear, almost disappearimg in summer.

Still another show made a brief appear-
ance in that same "31-'32 season. It was
the National Radio Forwm, a Saturday

(Please turn to page 56)
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WJZ

ofters you ready-made audiences for
your sales story with these popular
programs of New York’s first station

CO-OP PROGRAMS

You get the benefits of a big-time, coast-to-coast network show,
yet you pay only the WIZ share of the total cost! The varied
appeals of these shows give you almost pin-point selectivity.

PIANO PLAYHOUSE 12:30 pm Sunday—Spar-  BREAKFAST IN HOLLYWOOD 2:00 pm

kling piano music played by outstanding
artists Cy Walter, Stan Freeman, Earl Wild
and guest stars. Milton Cross, opera’s dis-
tinguished commentaror, emcees. Now in its
ffth year, this bnlhant show has a big and
steady following,

MY FAVORITE STORY 3:30 pm Sunday —
Ronald Colman is host and narrator, as well
as star, in these dramatizations of literature's
greatest 5lur;t'§, C]lusvn. as tlltir f.‘l\'(rrlltl's |l_\'
famous folk of Hollvwood. Mr. Colman has
a supporting cast of outstanding sercen and
radio stars in this exciting, glamorous show.

LUNCHEON AT THE LATIN QUARTER 1:35 pm
Monday-Friday — Maggi McNellis and Herb
Sheldon pack 'em in at the Latin Quarter—
and they puck a ternfic sales punch, too.
They have a sincerity that puts your product
across to their live and listening audience in
a solid, convineing way.

Moenday - Friday — Almost 10,000,000 people,
an audience buile up in seven years on the
air, are daily listeners ro this fun-fest. Jovial
250-pound Jack McElroy is mc on a half-hour
frolic. It's a program that assures your mes-
sage a warm, {nendly recepuion.

BAUKHAGE TALKING 1:00 pm Monday-Friday
—Superh reporting skill, accuracy and listen-
able delivery have won this distnguished
commentator his loyal following. 60 per cent
of his sponsors are in their second, third or
fourth vear—because they've found how well
this program sells for them.

PARTICIPATING PROGRAMS

You can link your product with exciting names and glamorous
]

places — yet the cost is surprisingly low. And these popular

WIZ shows produce results for you!

THE FITZGERALDS 8:15 am Monday -Saturday
Ed and Pegeen oniginated a bright and spon-
raneous sty lr.' [h.l.'t weaves eTeerive Sr”il‘l-_{
messages Into interesting conversation, heir
audicnce is not only large and loval— but,
what's most important, listeners go out and
buy whar the Fitzgeralds recommend !

or all of these stations:

WJZ — New York 50,000 watts 770 ke

Call the ABC spot sales office nearest you for information about any

KECA — Los Angeles 5,000 watts 790 kc
WXYZ — Detroit 5,000 watts 1270 ke
WMAL — Washington 5,000 watts 630 ke

WENR — Chicago 50,000 watts 890 kc
KGO — San Francisco 50,000 watts 810 kc
ABC Pacific Network

. . 2
ABC A merican B!‘OﬂdCllStll]Q Com pany
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Singin® Sam
the man behind over 200 Successful sales curves

For the spousor interested in sales, Singin® Sam presents a unigque

opportunity. For never in radio’s history has there been a personality T
like Sam . . . never before a program series with such an outstanding 7
record of major sales suceesses unbroken by a single failure, i
These are strong statements that carry tremendons weight with I
prospective program purehasers . . L if supported by facts, And faets b
we have in abundance . .. high Hoopers, congratulatory letters, ex- 17
pressions of real appreeiation by advertisers themselves, actual g=
f before and after stories backed with the conerete figures,
z This 15-miinnte transeribed program series is the show
vou ueed to prodnece results. Write, wire, or telephoune
TSI for full details. Despite Singin” Sam’s tremendons
popularity and pull, the show is reasonably priced.
T : T
&+ g% HE BEREE
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i
&ingin' Sam—America’s grealesl

radio salesman. Assisted by Charlie

Magnante and his orchestra and

the justly famous Mullen Sisters.

IFrite for information on these TSI shows

® Immortal Love Songs

® W estward Ho!

® Your lHlymn tor the Day

e Wings of Song

TRANSCRIPTION SALES, INC., l7WestHghst.

Springfield, Ohio
Telephone 2-4974

New York—47 West 56th St.. Co. 5-1544 Chicago—612 N. Michigan Ave., Superior 3053
Hollywood — 6381 Hollywood Blvd., Hollywood 5600

{
L] 1
B | 2

]
]
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Local advertisers wse their adver-
tising on RESULTS ... and in the
highly competitive 'eoria market,
local retailers buy more program
and announcement time by far on
WMBD thian on any other 'eoria
station. Here's why . ..

SHARE OF AUDIENCE |

Greater than nll other Peorin sta-
tony COMBINED! (Hooper Peoria
HI.  Fall « Winter  Report Ot
1945 - Fubo, 1944)

PROGRAM Know-How

Full stafl orchosten , .
newWsEm :
prersonalities pirvsenbing
hive eutertainmoent  wesokiy
sl of tratid pwrsonn

=3 wther

MERCHANDISING

FULL SCALE! 70 Announevments
wer ki y « Bewapnper Eits
cards diwprliny dtreel monl
e o « merchondmsinge pulilleation

NEW FACILITIES

Now AM amd KM power (5,000
watts AM with 20000 watts FM
AL no extra cost) Incrensed
COVETIE o 5 « oW, monlorn Lhentri
& wtulin

ASKh FREE & PPETERS

@
@
o PROMOTION A"D
@
2

PEORIA 4
CBS Affiliate » 5000 Watts | |
Free & Peters, Inc., Nat'l. Reps. I

44

40 West 32nd

continued from page &

SPONSOR'S EBB
Here 1've been bragging about sroxsor
being the tops in its field. 1 have stated,
without fear of contradiction, that the
magazine’s articles and editorials were to
the point, excellently written and re-
fleccted the considered npiniun‘- of ex-
tremely erudite gentlemen.
Now, look what 1 find! The phrase
murder broadcasts at a high ebb.”
I am utterly confused by the term “high
ebb.”  Just what is a high ebb? ls it a
new figure of speech with an indetermin-
ate meaning?  Perhaps it could be ap-
plied to the columpists and commen-
tators who predicted a Dewey victory.
Maybe vou could say

. . they received
the news of Truman's victory in silence
and their feelings were at a high ebb.”
This, of course, would mean that they
didn’t know which end was up (or down)
Perhaps you can enlighten me, for if

it's 2 good phrase, | want to use it and
not have people pointing me out as “that
dumb cluck who doesn’t know what high
chbb means.”

C. WyLie CaLDER

Manager

WHAN. Charleston, S, C.
P SPONSOR face is ebb red 1™

MUSIC LIBRARIES

As an exccutive of one of the transcrip-
tion companies that was honored in the
article entitled Don't Overlook the Music
Library that appeared in vour October
issue 1 think it would be rather thought-
less of me were 1 not to write and express
my sincere thanks to you and sroNsoR.

I am sure that other companics in the
library business who were included in the
article feel the same as 1 do and that they,
as 1, realize that this well-prepared article
will go a long way towards correcting the
nusunderstanding  that many radio sta-
tons have regarding the use of library
service.  Inomy opinion, sSPoNsoR, through
publication of this article, has done a
areat deal for radio.

Bert Lowx

Station Relations Divector
Associated Program Service
N. Y

SKIPPY

That's a terrilic stary vou have in vous
September issue of sPoNsoOR on the stc-
cess of the Roseficlds in boosting Skippy
Peanut Butter to the top on the sole
strength of Skippy Hollvwood Theatre.

We could certainly make good use of
this article here in Canada to advance the
use of transcribed shows on a regional or
national basis. For that reason, we would
like to order 200 reprints if they are avail-
able, or ask vour authorization to repro-
duce the story with publication credits on
OUT OWn.

Dox McKam

Promotion Manager

All-Canada Radio Facilities Ltd.
Toronto

» Reproduction rights (without deletion) have
been granted All-Canada,

RESEARCH?

Whose Face is red?

“Beating the Gun'' is a favorite Ameri-
can pastime.  Among others, many a pub-
lisher was caught with his “pants down™
in advertisements and material prepared
mn confident anticipation of a Dewey
victory.

The public, as well as the trade, has lost
much of its faith in political polls. The
natural aftermath of the poll prediction
fiasco is bound to have serious repercus-
sions on non-political research investiga-
tions which have greatly benefitted
American industry.  For the moment the
pendulum swings in the wrong direction,
This is natural and understandable.

For years, the three well-known politi-
cal polisters have enjoyed the popularity
and prestige associated with accurate
political preference measurements, despite
their oft-expressed private opinion that
some unexpected development or  last
minute change in the attitude of the
voters might seriously upset their pre-
dictions,

These pollsters were well aware that it
is extremely difficult to measure the
emotional impulse of the public.

The study of the human mind is in its
infancy. 1t was only during the past cen-
tury that science was able to solve the
mystery of the location of man's brain.
The practice of psychiatry is a compara-
tively recent field of medical specializa-
tion.

It is unfortunate that commercial re-
scarch may be somewhat temporarily re-
tarded in its development because of the
standpatness of the political pollsters in
their prediction of a Dewey victory. But,
it is conceivable that this situation may
vet prove to be a blessing in disguise, and
may eventually result in more sound
methods to evaluate public opinion on
1ssues which are exclusively emotional.

A. Epwin Frin
General Manager
Research Company of America

J\'L‘ W }’f IT. L
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There is no 2-way stretch in KFH coverage — it’s
5,000 watts ALL the time and it’s the TOP audience
station day and night. Every unbiased survey of
listening habits gives KFH the TOP rating in

the Wichita tmding area by a large majority.

KFH I o -

NIGHTTIME Listened to Maost

B M-
o
D Ios

Source of Data: THE KANSAS RADIO AUDIENCE OF 1948
o An unbiased survey of the entire state conducted by Dr. F, L.
W han in one out of every 7% homes in Kansas o 6,633 families
reporting divided: 2,256 on farms, 1,762 in villages, 2,614 urban

2000 Watts- ALL the timeK FI IGBS

REPRESENTED NATIOMNALLY BY EDWARD PETRY & CO., INC.

' DECEMBER 1948

WICHITA, KANSAS
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Example

79

The Huberman Jewelry Stores in Phila-
delphia, Lebanon, Pa., and Camden,
New Jersey. have sponsored “Midnight
Bandwagon™ on WIP since 1944. A
full hour, midnight to 1 a.m. Monday
through Saturday. the program has not
only definitely inereased traffic in all
three stores but has stepped up the

sale of higher priced merchandise.

WwWiIip

Philadelphia
Basic Mutual

L ]
Represented Nationally

by
EDWARD PETRY & CO.

1

MR. SPONSOR ASKS
(Continued from page 36)

work and its affiliated stations with con-
centrated promotion of his own radio
program.

A case in point: CBS recently prepared
a promotion campaign for a hard-goods
advertiser. Our campaign was complete.
It included on-the-air promotion: an-
nouncements, recordings, promotion pro-
gramis, tie-in announcements, etc. It in-
cluded visual promotion: newspaper ad
mats, billboards, car cards, taxi cards, bus
cards, posters, window displays, etc. It
included national exploitation. It in-
cluded a full-scale local publicity cam-
paign, supporting the national campaign
conducted by our own Press Information
Department.  And it included some
product merchandising helps for stations.

In turn, this advertiser paid for and
distributed about 200,000 copies of a
merchandising piece we had prepared for
his use. He rook newspaper spotlight
ads, backing up the newspaper advertis-
ing our stations had given his show. He
used magazine advertising to promote his
show. He used gimmick mailing pieces;
he used direct mail pamphlets; he pre-
pared posters for his dealer’s use.

The result: his program now rates
among the ten most popular programs on
the air. And he's been .-|'\‘rll:-‘|lul'il‘li.! it less
than six months.

NEAL HaTHAWAY
Director of Program Promotion
CBS, New York

Advertising can
create the desire
for a product or a
service in the mind
- of the consumer.

> Merchandising
L can convert desire
e into action  the

h I'h”u\\‘»lllrnl].‘_’,h at

W the point of sale

and since sale of

merchandise or service is the ultimate
goal of media, a wellvounded plan of
merchandisimg is the answer to many
clients' problems.

Each product or service has a definite
need for one or more types of merchan-
dising service. Perhaps, a point-of-sale
display installed in the individual retail
outlets featuring product, price, and ad-
vertising is the answer, or, a call on the
retailer to tell the client's product story,
plans, and media tie-in.  Cooperative ads
with groups or associations of retailers

{Please turm to page 50)
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HE name of Austin Noblitt's store in Rockville, In-

diana, is misleading. Actually, “hatchery” represcnts
but a small part of the business, Starting with a hatchery
in 1941,
ware, garden twols, radios, feeds and seeds, building
supplies and toys! Today, the Noblitt Hatchery store is a
tribute to a man's—and a town's progressive belief in the
future,

Noblite has since added home appliances, hard-

Mr. Noblite, after leaving Purdue University in 1928,
worked on farms and in towns catering to rural folks.
Prior to n]\(‘ning his own store he lived for five years on
a farm in Parke County, of which Rockville is the county
seat, He knows the people—their likes, habits and ambi-
tions. He knows, too, the power of WLS among these
people. That's why in his present business he makes a
point of stocking WLS-advertised prudu{h, According
o Mr. Noblitt, demand increases when products are
WLS-advertised.

| PRAIRIE
FARMER
STATION

CHICAGO 7

NoBhﬂ: H d’iche}.y

Rockvllllé} lndlqnu

'l“

Tevy
NOBLITT HATEHE;Y

Figures bear out WLS popularicy in Parke County.
BMB gives WLS number one spot— 867, day, 82€; night.
In 1947 the 3,840 radio families in this county sent WLS
2,559 letters .

a thriving market—over 8 million dollars in retail sales,

. 67C% response! Parke County represents

514,200,000 cffective buying income.

Like Austin Noblite, WLS, too, knows these people
For over 24 years this 1y pical Midwestern county has been
served, entertained and advised hy the powerful voice of
WLS. They have reacted with loyalty, acceptance and
belicf —the basic ingredients of advertising resulrs.

WLS has 567 such counties in its BMB daytime coverage

area. Any John Blair man can tell you the complete
nurket story,

90 KILOCYCLES « 50,000 WATTS - ABC AFFILIATE « REPRESENTED BY JOHN BLAIR & CO.
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anks for the orchids

THANKS to Broadcaster’s Guild, Inc., for making its own survey among a large,
representative group of radio stations . . . a survey which determined the re-

lative position of transcription library services on several different points. And...

THANKS to Billboard magazine for printing the results.

According to the Billboard article:

STATIONS, WHEN ASKED STATIONS, WHEN ASKED
WHICH SERVICE THEY WHICH SERVICES THEY
WOULD ADD, VOTED: MAY DROP, RATED:

Ist choice — LANG-WORTH 1st choice—Library E
2nd choice— Library A
3rd choice— Library B
4th choice— Library C
5th choice— Library D 4th choice— Library A

bth choice— Library E 5th choice— Library H o

2nd choice— Library B
3rd choice— Library G

In the Billboard report Lang -Worth was not even listed

among libraries which may be dropped




ENDORSED BY 826 ADVERTISERS!

SALES have been sensational for every item advertised . . . automobiles,
food, drugs, dry goods, tires, insurance, jewelry, paints, clothing, radios
and many others. .. all promoted by LANG-WORTH programs! 826
advertisers endorse the selling power of these shows. .. they've heard
them in action. Everything about them is NETWORK CALIBRE. ..
everything but their local station cost.

To begin with, LANG-WORTH talent is tops! The stars that sell
your product are nationally recognized, big-time names, with tested and
proven audience appeal. Furthermore, the basic idea and program format
are both solid and surefire . . . while production and writing sparkles with
showmanship . . . the kind of “know-how" that lifts your show right up
alongside the finest running mate you'd hear anywhere on the air, coast
to coast.

Small wonder, then, that among radio station operators ... " "with
men who know transcriptions best” . .. it's Lang-Worth!

Foremost in a series of special production shows
offered to all LANG-WORTH stations are:

MIKE MYSTERY

Murder, mystery, suspense and
. b, Ys I

\ music . an irresistible audience
: e potion combined in a 15 minute,
T" I{‘ [‘ \‘ ‘I l‘\" F 7N\ \1 5 weekly format that’s guaranteed
AR R RIS : ,h U |\ to blow the top off your sal
['F \'l‘gl“ \\% chart! A snappy two-minule
| I ) ~—¥

“Whodunit”, incorporated in the
Top-flight entertainment featur-
ing 35-piece pop-concert orchestra
and 16-voice chorus under the
direction of D'Artega. Spotlights

a galaxy of all-star guest acts, m 16 \ 1

such as Tommy Dorsey, Anita ~ I“ lmllh" 1 " I‘J

Ellis, Vaughn Monroe, the Modernaires, Tito Guizar, Frankie !? 3 I ISTE \ l \[1 '1I ‘gg
3 y NIAU LA

Carle and many others. The most dynamic musical show on
Another favorite musical hit show,

show, gets itself solved right after your advertiser’s product
is sold. Written exclusively for Lang-Worth by Hollywood's
Howard Brown.

transcription. 30 Minutes, once weekly.

/ with the “Silver Strings™, under

TIIE I‘“lll F ""'[‘F the direction of Jack Shaindlin
41 il i and featured weekly appearances

GI l‘\ F (‘II l“ of those musical stars, the LANG-
JUE UVLL WORTH Choristers and a pageant of guest artists: Dick

Brown, Joan Brooks, Johnny Thompson and others. 30

A class-appeal program with a Minutes, once weekly

universal audience, as shown by
the most consistently high Hooper
ratings of any transcribed feature,
A male Glee Club of 16 voices,

with soloists Floyd Sherman, Stanley McClellan and Percy o .
Dove, presents a repertory of more than 200 best-loved For a full hs"ng of Lang-Worth affiliated

popular melodies. 15 Minutes, 5 times weekly. stations, see your representative or write

LANG-WORTH feature proorams, inc.

Network Calibre Programs at Local Station Cost

STEINWAY HALL + 113 WEST 57th STREET + NEW YORK 19, N. Y,




MR. SPONSOR ASKS

Continued from page 46)

ind chains are of material help. Publica-

tion of a trade merchandising
featuring displays and merchandising aids
to the the sale of all
products helps promote better merchan-
Special retail and

retail outlets in

dising on all products
the media sup-
port story on the product will help make

wholesale mailings relling

more conscious of the things
him to become mer-

the retailer
and help
chandising
Distribution checks, consumer

o comne
and increase sales.
and dealer

CONSCIOUS

newspaper

and services using our facilitics,

attitude  surveys, competitive  position
checks to help the client to better under-
stand his position in the area, materially
help for a better understanding on local
problems, which, when add
stimulus to sales.

These are a few of the 25 merchandising
services that we of WLW offer our clients

corrected,

and which we have found to be of great

value in promoting the sale of products
either
local or network.
J. M. ZiINSELMEIER
Director of Merchandising
WLW, Cincinnati

"LETS PUT THE
THREE - CAR GARAGE

OVER THeRe!"

‘ up. our North Dakota vokels

have it good in the Red River
Valley  big erops that make an

average Effective Buying Income

of 25399 per fumily. compared
connlies we

(Sales

with #1367 for the
don’t vover in this State!
Manzement. 191,

Risht now. farmers around Far-

so by more than 125 national

products advertised over 1D TY,
I hatever  yon“ve dhver-
WY
tinnes to be the top-notel medinm
in this fabulons North Daliota
W orite

ol o

L=t in s 20th year con-

].l"t .

us for details today.
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FARGO, N. D.

970 KILOCYCLES
5000 WATTS

NBC -

Fiiek & PETERS, Ine

Farlarive Navianal Haprrsmiaimen

SALES MANAGERS

(Continued from page 33)

the latter must continue to be an after-
the-fact report. They look upon CBS’s
“TV test city” and Newell-Emmett's
“Video City," as good ideas for pre-test-
ing television’s commercial approaches,
but adding up all available research
facilities for pre-testing of sales-impact of
broadcast advertising, art, and copy, dis-
cover at the best only
wind research.”

“straw-in-the-

“We must stop using cxpensive pro-
grams and costly air time to experiment
with our broadcast advertising,” explains
a drug sales manager. “We can't go on
indefinitely like Standard Brands with
big audiences and little direct sales im-
pact. (SB decided they can't do it either
this year.) As we get closer and closer to
an all-out buyers' market, the need for
testing commercial appeal, before we air
our programs, becomes more and more
vital. Most of the advertising men we've
had with us feel that broadcasting is a
creative art that mustn't be shackled by
rescarch or sales. [ think they're plain
nuts,"" he concluded.

“There’s something vitally wrong with

( Please turn to page 54)

LOOKING FOR
PROGRAMS?

st Loca/
e ws Beal

SHOW.

SERV/ING

OMAHA &
Council Bluffs

BASIC ABC+ 5000 WATTS
Represented by

EDWARD PETRY CO., INC.
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UNIFORM TV RATE CARDS

ARD No. 3
A= " r‘ ! RATE C 72,1948

Eifective SeP"

. som Station
()M']M

YOUR sTaR SALESMAN 1N
HOLLy y Cobp

CHANNEL 5 . FREQUENCw—

Don’t overlook the sales promotional punch that Paramount TV

Stations —backlogged by 36 years of entertainment know-how —
can deliver as needed in the important Midwest and Southern
California trading areas. Paramount Video Yranscriptions — sight-
and-sound film-recordings of your tele-shows — make selective TV
schedules possible and budget-smart.

If our Rate Cards have not reached your desk, please ask for them.

WBKB KTLA

*
.:, Balaban & Katz TV Theatre Your Star Salesman in Hollywood
»*

»

Hollywood Studios = 5451 Morathon Street * HOllywood 6363
Chicago Studios * 190 North State Street * RAndolph 6-8210
New York Offices + 1501 Broadway . BRyon! 9-8700

KEf STATIONS OF THE PARAMOUNT TELEVISION NETWORK

Represented Naotionally by Weed and Company
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Ask vour Sales Manager (or any

client’s Nales Manager) “how  (hings

are going” and you'll probably find
that there are (1) some markets where
everything is perfeet, (2) some onwhicli
he is dubious, and (3) some about which

he is frankly worried.

Il he had extra sales-personnel ayail-
able, he would undoubtedly spol it

wilh grealest care, in those markels

FREE & P

<

<

=

A

.41

A

where greatest eflort is needed.

Why isu'l it possible to do the sanie

with radio? I ¢s. That kind of radio

is called “national spol.”™ 1L s sales-
minded radio. the kind in which Free &
Peters has specialized sinee 19320 0f
vou'd like to discuss national spot for
any ol the markets listed at the left,
vou'll find that we are sales-minded,

Ly

T

for vour sales.

ERS, INC.

Pioneer Radio and Television Slalion Represenlalives
Since Moy, 1932

NEW YORK

ATLANTA DETROIT G 1k

WORTIH

CHICAGO

HOLLYWOOD SAN FRANCISCO
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, lhe Swing is to““{g%‘
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IT’S A GIFT!

Sure there's a Santa Claus, and
don't let anybody talk you out of it!
As a buyer of radio time, how’d \6‘)
vou like to wake up to find thorough, il
wide coverage, ace showmanship, comprehensive
merchandising and promotion —all in one stocking!?
Try this on your Christmas tree: WHB is a 10,000-
watt station spang in the heart of the golden Kansas
City Marketland, dominating a listening area of 120
counties in 5 states. The enviable WHB reputation
for sales results is founded on fact.
Santa Claus? Why, considering what you get, WHB
is practically giving time away!

P.S.—For o Happy New Year, see your John Blair man!

@[-"-m r PRESIDENT gy
JOHN T. SCHILLING :‘.

E[ﬁ.m GINERAL MANAGER *
Repreacntod -
JOHN BLAIR & CO.

MUTUAL NETWORK + 710 KILOCYCLES « 5,000 WATTS NIGHT
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SALES MANAGERS

| (Continued from page 50)

market research’s integration with broad-
cast station coverage information,” points
out another sales manager. “If this
weren't so, how can you account for a
spot radio (sroxsor calls it selective
radio now) campaign being planned by
our agency which covers only 607 of our
important sales territories?

“1t was only after we had been on the
air for four wecks that our district sales
managers began to file vigorous objections
to the fact that there were districts in which
our announcements weren't being heard.
Our district men 1 a great number of
cases started promoting our *wide’ broad-
cast advertising coverage to jobbers only
to have the jobber say ‘we haven't heard
any radio advertising m our arca.’ When
the district man pulled our station line-up
out of his pocket, the jobber frequently
gave him the needle with ‘who told you
anyone around here listens to that
station.'

“When | go to our advertising manager
with our district manager’s complaint, he
checks with our agency and discovers that
the station’s BMB (Broadcast Measure-
ment Bureau) figures prove that the sta-
tion has an audience in the area. I've
checked personally and found that the
station in question frequently does have a
relatively high BMB figure and vet ap-
pears to have no acceptance with our
wholesalers or dealers. 1 don’t care what
a station's rating is on a once-a-week
listening basis, | want to use stations that
have a consistent day by day, hour by
hour audience.  (Daily listening hgures
are part of the data being gathered in
BMB's second survey, 1949.) If our ad-
vertising department is to have the re-
spect of our field sales staff, it can’t afford
to buy media which don’t cover a sales
area.”

Few sales managers like the programs
or announcements their firms purchase,
They admit they have the “last word™ but
that they aren’t advertising men and
must accept the recommendations  of
their agencies and ad-heads.

“If 1 upset the advertising depart-
ment's apple cart, 1 usually end picking
up damaged fruit,” reported the sales
manager of an automotive accessory ad-
vertiser.  When it comes to attempting to
carry both the sales and the advertising
burden, it's the smart sales executive who
battles with his advertising department
but who doesn't attempt to take over
100°; of the ad-responsibilities. No mat-

| ter how ad-minded he is, he's far too close

{ Please turn to page 56)
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SALES MANAGERS

Continued from page 54)

to sales i"i‘ ture to be l'il“_]L'\'li\'l' about pro-
mation.  Since he sits in the driver's seat,
he can yell for what he wants and let the
other fellow do it.  When a sales manager
finds himself falling short of his quota,
he's liable to forget everything but - ‘'sell
that product,” which 1'll admit often isn't
good long term policy. However, adver-
Lising managers seem too captivated by a
nicely turned phrase and a beautiful air
performance than by what the commer-
cials do, There can be [I|'|I_\ one marker

LT —

for any adverusing that's sales effec-
tiveness,”

Sales managers want results.  What
impresses them is the acceptance which
their advertising achieves with jobbers
and retailers. They like high rating pro-
grams, even if they won't admit the fact.
If they did theyv'd have to admit that ad-
vertising was as important as salesman-
ship. Prestigeisadmired but as something
extra —something to be polished for “top
brass."” “'Broadcast advertising,"” say a
number of hard working sales managers,
“must be important. My wife listens to
it all the time.” I

There’s Plenty of “Cream’™

in America’s
Dairyland

and you can get your

share with

WISCONSIN’S

MOST POWERFUL

RADIO STATION

SMITH BROTHERS

(Continued from page 40)

night 15-minute round table on current
events. |t was an attempt by Smith to
reach another segment of listeners with a
show that was a direct contrast to the
other two. The show was much too
talky for listeners' tastes.  lts rating was
microscopic.

In 1934, Smith Brothers did an about-
face in their air advertisimg. The late
Arthur G. Smith, father of the present
brothers (William |1 and Robert) who
run the business today, decided that the
Trade and Mark show was not in keeping
with the dignity of a firm like Smith
Brothers.

When the new year came around, Smith
Brothers were sponsoring Nat Shilkret's
Orchestra, a 15-minute capsule musical
show on Sunday nights, This was more
to the liking of the elder Smith, but it was
not much in the way of a sales producer.
The main fault of the show was that it
was colorless, plus the fact that it came at
an hour that was too late to attract much
listening, Its 13-week run on Blue lasted
from January through March 1934,

In 1934, business was better for the
Smith Brothers, and for the cough drop
industry in general.  The post-crash

(Please turn ta page 78)
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Here = the =ration that, withon any addi-
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product= i the rich daieylands and the

capital ¢ity of Wisconsin, 4 HANNIBAL !
COVERING THE
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TRI-STATE :
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ILLINOIS * IOWA + MISSOURI
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MADISON, WISCONSIN
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Monoua Broadea=ting Co., Madizon 3, Wis,
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Level #1
50-100%
Level #7
25-49%
Level *3
10 - 24%

Totgl 3681600 998
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N ONE ean see front this map liow ABC covers
the Coast. Darkest areas indieate counties or sub-e aunty
areas where impartial. published BMB figures show that
20% or better of all radio families listen re "uLul\ o ABC,
(That Iolu-l\ \\hllv-.]nll is the one county out of 11 I where
less than 10% of the radio families have the ABC habit

= = P —_ s

k(DY Mutmase
“anth WA XTMS

Liats iR

e AT

KiME

Lin 018

OVERAGE of all the Coast audience worth hiay my
i asamm”n the strategie los slton of ABC stations. \nli
of the two networks currently offering worthwhile avail-
abilities. ABC is the one that leads in ave rage “tm|u ril-
ings. audience promotion and number of high-ranking

= dibe g

* Additionol cilies and lawns in
which ABL Pocilic now hos on
estimoled 50% (or more] BMB
penelrolion due lo new slo-
lians and impraved lacililes.

U1 AT 1SN ALLD See how ABC delivers the
trade centers—big amd Lindes outside and inside. Here
we show 12 towns listed l:_\' BMDB where 30% or move ol
all radio funilies listen I‘I';_'llhlr|_\. day or might to ABC

plus 8 towns where ABC station unprovement lias
ratsed listening levels to an estimatedd 50% or hetter,

e — — = ————rp— ——

* On the coast you cant get away from

ABC

FULL COVERAGE ... ABCs i|n||rm'|'=I Laeilities have
hoosted 1s coverage Lo 95.1% of anL Pacilie Coast ridio
familics (representing 95% of coast retail sales) in coun-
ties where BN |ll'|!t'||':ilil>u s 20% or hetter,

IMPROVED FACILITIES .. ABC. the Coast™s Most Pow-
erful Network. now delivers 22
31250 more than the next wiosl powerful network, This

.—)U witlls n{ IIII\\'I‘]'—

meludes rorr 50.000 walters, bwice as iy as any
other const network..a 31% inerease i Baeilities during
the st vear,

GREATER FLEXNIBILITY...You can foens vour sales
il better on ABC Pacifie, by as few ax 5 statious.
or as niany as 2 1—all strategically Jocated.

LOWER COST.. . ABC brings you all this at a cost pe
thousand radio famnilies as low as or lower thanany othier
PPacilic Network, Nowonder we cav—whetler vou're on
a Coast network or intend 1o be, talk 10 ABC.

THE TREND TO ABC...'The Richfield Hl'{\lll'l(’!'. olidest
newseast on the Pacilic Coast. moves to ABC after 17
vears on another network, and so does Grevhound's

shows. s smart to talk to ABC hefore you buy.

AB PAGIF

New Yone: 30 Rockefeller Plaza -
DECEMBER 1948

Sunday Coast show—after 13 vears on another network.

I1C NETWORK

Clrele 7-5700—Derroir; 1700 Stroh Bldg. « CHerry 8321 —Chtcaco: 20 N. Wacker Dr.

DElaware 1900—Los ANGELES: 6363 Sunset Blvd. - HUdson 2.314]1—Sax Faascisco: 155 Mantgomery St, « EXbrook 2.65+4
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GREETING CARDS comic strip characters like Blondie, L'il
Continued from page 35 Abmer, Mopsy and others. Thev were the

first major company to design and pro-
plant and started advertising m earmnest  mote a line of cards that appeal to men.
ising magazines and newspapers.  They At this point they were among the
plugged their cards in women's maga- largest firms in their field, They could

zines, and promoted their “Eve-Vision”  have stopped there, just as other greet-
display fixtures (now standard in 857 ing card companies stopped

f America's greeting card shops) to both Jovee Hall, for all his conservative,
the trade and the public mid-Western dignity, is a great salesman,

By 1939, Hall Brothers had come up  He began to look around for a selling
with several innovations. They were the  tool that would boost his sales even
first (and still the only) firm to obtain  higher. He found it in radio.
licenses to use the Walt Disney charac- In October of 1940 he bought Tony
ters on their cards, as well asfamous Wons' Scrapbook on a small network of

-~ o
—a Y
N OKLAHOMA CITY'S
ONLY....
50,000 WATT |
STATION |

I‘ sections of Oklahoma tie your message to a 50,000 |
l'i
|

l wall signal that is heard by OVER 1,370,000 Okla-

R

P |

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

\. sales during 1947. i

JOE BERNARD

GENERAL MANAGER

AVERY-KNODEL, Inc.
NATIONAL REPRESENTATIVES

RS |

NBC stations. Wons' dreamy style of
reading poetry to the accompaniment of
organ music looked as though it might
be a natural tie-in.  Didn't Hallmark
cards have verses on them? Wons began
to read Hallmark greeting card verses in
a come-hither voice to his predomi-
nantly female audience. Hall Brothers,
who were virtually getting a I5-minute
commercial out of the 15-minute show,
began to note sizeable sales increases.
The show continued to pull well up to
the time it left the air in May of 1941,
Then the war came, and Jovce Hall,
realizing that war-separated families
would probably be sending each other a
lot of greeting cards, bought a half-hour
show on the old Blue Network (now
ABC) called Meet Your Navy. He was
right.  Sales nearly doubled for the
greeting card industry during the war,
and were it not for the paper shortage,
would have gone even higher.

In 1944, Hall Brothers decided to try
a big-time comedy show, and bought the
Charlotte Greenwood program on ABC.
For two vears it did fairly well, until
Hall had a chance to buy the Radio
Reader's Digest, a half-hour dramatized
version of the Digest's current stories on

(Please turn to page 64)

Just What The
Doctor Ordered
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MODERN HOME PHYSICIAN publishers
bought WDNC, the 5000 watts—620
kc CBS station In Durham, N. C. Results?
1000 books sold per month!

What do you want to sell more
of ot lower coste

DURHAM, NORTH CAROLINA

The Herald-Sun Station

COLUMBIA BROADCASTING SYSTEM

Rep. Paul H. Raymer

SPONSOR
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Westinghouse radio stations. . every
one of them. . leaped ahead in a de-
cisive way in 1948,

X

AHEAD in number of radio homes
(potential audience) reported in
every station area. (5 to 16 per-
cent ahead!)

AHEAD in program-building, to attract
and hold bigger audiences.

AHEAD in the down-to-earth selling
which keeps renewals coming in, year
after year.

AHEAD with Stratovision. . blazing the
television trails of the future.
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AHEAD with Boston's magnificent new
Radio and Television Center, one of
the first to bring all facilities under a
single roof; and with the first tele-
vision service in New England.

AHEAD with expanded FM service on
all six stations, and with lofty new
towers for KDKA-FM in Pittsburgh
and KYW-FM in Philadelphia.

AHEAD in Portland—KEX is the only
50,000-watt station in Oregon.

AHEAD in the Midwest; at WOWO in
Fort Wayne, alert, heads-up program-
ming and promotion have averaged
one Industry Award every 7 weeks
for more than 30 months.

FAR G E iy rararas

X

Advertisers, some of them with us for
more than 16 years, saw sales leap
ahead, too! If you were not one of them,
make a resolution to peg time on these
fast-moving Westinghouse stations be-
fore it's too late. NBC Spot Sales has
full information.

<o WESTINGHOUSE

RADIO STATIONS Inc
KOKA « KYW « KEX « WBZ - WBZA - WOWD « WBZ.TY

National Representatives, NBC Spol Sales

pt lor KEX: for KEX, Free and Pelers
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'he FIRST Credit Earning College Course

broadcast by a Standard Commercial Station

\'t /

-~

Radio has tried but at
best has enjoyed onhy
ll'lli\!L'\l' SUCCCSS 1IN L‘llLI-
ational broadcasts. To meet this challenge
he University of Loutsville and WHAS
undertook o radical mnovation - broad-

asting—"College by Radio.”

The dea was logical, but the pre-course
reparition represented months and months

of hard work. Starting in 1907, actual class-

vom sesstons were painstakingly recorded bility
nd re-recorded until at last the idea shaped for mo,
into a workable format . . . cight months e
ater “College by Radio™ went on the air. R. Ea
S o ; . Rd's
No one at WHAS had any illusions about "

hese broadeasts rating high in a Hooper
ieport. But at WHAS we tuke "Service™ ser-
ously. With “"College by Radio™ another
service has been given our listeners, and we

10pe, it proneering step taken toward making

adio more effective and useful to s audience. S /—\

ch Kentuckiana Market

50,000 WATTS * 1-A CLEAR CHANNEL " 840 KILOCYCLES

Victor A, Sholis, Director J. Mac Wynn, Sales Director

REPRESENTED NATIONALLY BY EDWARD PETRY AND COMPANY
DECEMBER 1948 61
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Expected upsurge in selective broadcast advertising did not materi-
alize in October.  Nationwide the index was off 1 point from Septem-
ber. Drugs and Miscellancous increased their use of the medium to
offset the usual seasonal decrease in the Beverages and Confectionery
classification.  Food regional and national selective broadcasting has
steadily declined since August from 8897 of the 12 month 1947-1948
average to the October figure of 81, There is little expectation that the
food trend will reverse itself during the next few months.  Decrease in

business placed in the Pacific and Rocky Mountain areas was offset in
Based upon the number of programs and’an- part with moderate increases in the New England, Mid-Western and
nouncements placed by sponsors with stations Southern territories.  Fact that October was a pre-election month may
and indexed by Rorabaugh Report on Sel- 3

eclive Radio Advertising. Reports for August account for unsatisfactory showing, November looks better but . . .
'47-July '48 are averaged as a kase of 100

Based upon reports from 237 * Sponcors
250 — :
200 —
— o o
47.19
150 — M
100_ il ey BT el | N . Lol = el L f] f " i
50— J |
Trends by Geographical Arcas 1948-1949 Trends by Industry Classifications 194 8-1949
o Too ool o TR oo T
2,280,000 Radic families . - ::mw.-sev.jﬂwv,;. 250 { 81 Sponsors reporting
' NewEngland | [
3 S S ! = 150
T = e Beem bl i I
e L I el (] (55 - | 1 50
47— 48 averege =100 0%, 50 { 34 Sponsors reporting
200
dio families Py P o - 150
‘Middle Adantic il = e [ e i
G Al i 8 4 S A i 50
250 { 16 Sponsors reporting
200
S| i i it (| i) (rieg] (i 150
1 P s P e (SRS |
11,387,000 Radio families I 50 0 | 75 |
i IR 250 { 14 Sponsors reporting
200 |
150 |
roogrs g FLOema INEST | | SIS IRt e e [ B L e
iy ke e hdem L] Lt | s i Faxdemt it e sommﬂ
950 { 4 Sponsors reporting
6,399,000 Radio familie 200 1
150 4
200 B ——j==| gl —fr] o e e
150 50 65 [ |
250 { 15 Sponsors reporting o
100 —_——f— e ———_— ——_—— | —_———_—— | —_—— |- — |- — | — = — - B g
, 50

950 4 4,766,000 Radio families
-

200 4
150 -

| 100 {— — e e B e
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“Fo this total & sponsor is regarded a1 & 1ingle corporate entily no matler haw many diverse divisions it may Include, In the industry reporls, however, the same sponsor may
be reported ander a number of classifications
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from music
and movies . . .
to pucks

and pigskins

There's never a dull moment for WWJ-TV's
Detroit audience L“‘_\l'l]'!]lllll_\ and ||.|pnI.|: mEie
children's and women's programs full length movies,

Red Wing hockey dames, ‘Illi\\'rﬁii_\ ol Mi |ti._:.1||

[00!]1..” gamces, wn‘.-l]iu-: ||ml¢-|u-s. priw [:ihl:i.
.-'pcci.:] news events . . . through WWLTV's own
facilities, through the NBC Midwest Television
Network, and soon through the NBC National
Network. Every (I.l)' is a busy ll.‘l_\' for
WWJ-TV's stall, and an enjovable one for

Detroiters \\'lln are ]{rrpiu,;' lclt,'\i,iinn manulacturers

]nn|-|;in.‘_‘ to \‘dlll! up \\.Illl lllu liclll.tlul.

WWI-TV, first television station in
a\liL"'lig‘:-lll‘ i+ an ESTABLISHED advertising
medium |nm|u\i||g' .;r.nlil.'\-in.;' results for

its many advertisers in a market that i=
currently one of the High-Spot cities of
the nation ... with a backlug of urders
for new cars [1\.|l foretells a prosperon:
future, as well 1T°S WORTIH
LOOKING INTO!

FIRST IN MICHIGAN Owaed oand Opercted by THE DETROIT NEWS Q@v
National Representetives: THE GEORGE P, HOLLINGBERY COMPANY

ASSOCIATE AM-FM STATION WwJ NBC Television Network
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Continued from page

CRBS Ihis contmued unul  June of
1945, During the summer vacation of
the show, the replacement, Hallmark
Playhouse with James Hilvon, did so well

ratmgwise that Hall decided to keep on
with Mlavhouse

[he show done m somewhat the
mianner and stvle of Lux Radio Theater
fearurimg halt-hour u1.i]‘l.i!:-‘nfl--u[ AMos
stories Flilton has selected with Flolly-

od stars playimg the lead roles,  Hil-
ton acts ;s host-narrator on the show,

and helps out on the commercials, which
stress the Hatlmark theme of **When you
It
15 p1 mmarily alow-pressure, T'u‘HllT!Li\'l'—[_\]'L'
Only the Hallmark Dolls
in anyvthmg than

care enough to send the very best.™

f advertising.

are promoted other
ceneril terms.
I'he show costs Hall

=1.300.000 a

Brothers about
talent,
I'his 1s about half of the Hall ad budget
I'he remainder is spent in magazine ad-
vertising in Post, Life, Esquire, Vogue,

yvear for time and

Cle md in some newspaper spreads
around Chrstmas.  Hall Brothers will
oross around $15,000,000 this year, so

f:ul' O I’y ( f
3 ITE ”1‘“ d 2

Iy !
““H':-" Lp N
ling “Omjy, .,
flil"”f,\ﬁ

lll H . - *
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I : #r i &
X fh“ “)p‘ Ien e i %9 Yty } it ’,lt-‘. ar
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BROADCAST MUSIC,INC.

NEW YORK o

64

CHICAGO o

HOLLYWOOD
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the adverusmg budget amounts to 207,
T'his may sound high, but Hall feels that
results justify it,

Although Jovee Hall is no seeker for
personal publicity, he 1s a great believer
in publicity and promotion for his firm
and its products. Carl Byoir, New York
and Hollywood press agent, is under con-
tract to Hall, and many of the Byoir-
mspired Hall publicity stunts have paid
ofl well i industry prestige,

LLast Christmas, Hallmark cards were
featured in a WCBS-TV show called
CBS Christmas Card, which sent rhymed
grcetings to everybody from CBS spon-
sors to the United Nations. Each rhyme
was illustrated with a Hallmark card,
the hrst promotional tie-in for a greeung
card firm in television. More recently,
Hallmark displays have been set up at
teachers’ conventions to plug the Hall-
mark dolls as an aid in teaching geogra-
phy) and the small fry members of the
U. N. Club of Washington have been
photographed dressed in the style of
their parent country featured on the
Hallmark cardboard dolls. Luana Pat-
ten, cover girl of the Hallmark album in
which the dolls are collected (The album
sells for 50c¢, the dolls for 25¢), has been
featured in movie lohbies in connection

(Please turn to page 72)
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And our good friend Mrs. Broadbeam
only proves how complete coverage can
be. Certainly she needs better facilities.
In Texas there's a rich and fast-growing
market, modern engineering and
transcription facilities and 26 years'

experience in programming. So whether

you're selling cosmetics, tractors, or

dog food, you'll choose WFAA.
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p
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'

Represented Nationolly

EOWARD PETRY ond COMPANY

TEXAS QUALITY NETWORK
Radio Service of the Dallas Morning News

by Order of FCC, WFAA Shares Time on Boih Frequenciss
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‘“Citation’”’ at America’s Tracks,=—
Station WHEC In Rochester.....

....FIRST BY LENGTHS!

A

WHEC is Rochester’s most-listened-to station and has
been ever since Rochester has been Hooperated!

Furthermore, Station WHEC is one of the select Hooper
“Top Twenty’’ stations in the United States!

Latest Hooper before closing time.

gl O [RE——

STATION STATION STATION STATION STATION STATION
WHEC B C D E F
MORNING  38.8 257 8.3 3.9 150 68

8:00-12:00 A.M.
Monday thravgh Fri.

AFTERNOON 37.5 30.0 11.4 50 104 5.2

12:00-6:00 P.M.

Mondoy thraugh Fri. Station
EVENING 31.6 272 106 9.0 13.9 %:.“.;s;‘;li‘:;’:
Ll ety AUGUST-SEPTEMBER HOOPER, 1948 g

Sundoy through Sot.

Letest befare elesing time,

BUY WHERE THEY'RE LISTENING: —

Representatives: J. P. Mc KINNEY & SON, New York, Chicogo, HOMER GRIFFITH CO., Los Angeles, San Froncisco

MEMBER GANMETT
RADIO GROUP

of Foctests

5,000 WATTS

DECEMBER 1948 11




GREETING CARDS

(Continued from page 64)

with her part in Disney's Melody Time
and has been a guest on KTLA's tele-
cast Who's That Girl? where one of the
clues to her identity was a shot of the
doll album with her name masked out.

The company’s contract artists come
in for their share of publicity too. On
Grandma Moses' 88th birthday not long
ago, she and fellow-Hallmark artist, Nor-
man Rockwell, were featured in a big-
full-color spread in Life. The piece even
featured a Hallmark Gallery Artist card

by Grandma Moses, with a name-credit
for Hall.

Hall's latest promotion effort is the
“Hallmark Art Award,” a total of
$25,000 which will be given, like the
Nobel Prize, to the best American and
French contemporary paintings of 1949,
The awards will in all probability be
announced on Hallmark Playhouse, and
the tie-ins with Hallmark cards will be
considerable. Joyce Hall is well aware
that such promotion stunts, keyed care-
fully to his air and space advertising, are
necessary to insure the continued success
of the firm as the industry sales leader.

TEXAS’ No.

SPORTS

STATION

@334 HIGH SCHOOL FOOTBALL GAMES— The Ford

Viotor Company

WORLD SERIES — Gillelle
ALL-STAR FOOTBALL GAME— Wilson Sporling

Goods Company

72

“FISHING & HUNTING CLUB OF THE AIR""— Pearl
Beer
ALL-STAR BASEBALL GAME—(.illelle

EAST-WEST FOOTBALL GAME and NORTH-SOUTH
FOOTBALL GAME — (Jillelte

12 SOUTHWEST CONFERENCE FOOTBALL GAMES —
The Fhanble (0l § Refining Co.

8 NATIONAL FOOTBALL GAMES-— \ufual Broad-
casting Syslemt

THE MEL ALLEN SHOW-— I/, S. Army Recruiling

FOOTBALL PREDICTIONS by LEAHY OF NOTRE DAME

HORSE RACES— [<rery Week from Mulual

EDDIE BARKER'S ‘‘SCOREBOARD™" (Six Nights
Weekly) - V1. F. Fischer  Son

TEXAS OPEN GOLF TOURNAMENT  Canada Dry

NATIONAL GOLDEN GLOVES FINALS — The L' S,

Army and U. S, Aur Foree
NATIONAL PRIZE FIGHTS — Ballanline's Ale and
Beer
ANNUAL NATIONAL 500-LAP MIDGET AUTO CLASSIC
INDIANAPOLIS 500-MILE RACE Tl erfect Circle

(Company
BROADCASTS DIRECT FROM THE OLYMPICS
TEEN-AGE RODEO  T'lie Twenty-Thirly Clubs

Mutual in San Antonio

KMAC-KISS

Howard W. Davis, owner

Rt‘pr{rsvr\u'nl Nationally by

JOHN E. PEARSON CO

The firm that is the runner-up for top
sales honors, the Gibson Art Company
of Cincinnati, is also a successful user of
air advertising-—on a national selective
basis, Gibson, like Hall, makes and sells
a wide line of greeting cards and gift
wrappings, and expects to gross some
$9,000,000 this year,

Its advertising appropriation of
$250,000 is for the most part spent in
|76 newspapers, but in one market, Bos-
ton, it uses little or no newspaper adver-
tising and concentrate its efforts on
an air show that is as much a part of
Boston as the Old North Church. The

. program is WEEI's Uncle Elmer's Song

Circle which Gibson has sponsored con-
tinuously in its Sunday moming 8:30-9
a.m. slot since August, 1945, Gibson
has had previous radio advertising in a
few markets, using women's participat-
ing shows, but has never had anything
like the success it has had with Uncle
Elmer.

The show is a blend of cracker-barrel
philosophy and nonsectarian hymns by a
choir of 18 voices. Elmer Herskind, who
is host on the show, receives more mail
than any other WEEI show-—commer-
cial, sustaining, network or local. Be-
fore Gibson bought it in 1943, the show

(Please turn to page 74)

THE KEY TO———
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MINNESOTA'S TRIPLE MARKET

* 3%0,000 INTERNATIONAL visitors

* 34,000 METROPOLITAN residents

# §7,200 RURAL consumers in the primary
COVCTARE ArCa,

NBC
EVERYONE K Roc Minn. Netwerk
DIALS TO N. W. Network

Southern Minnesora's Oldest Radio Station
Established 1935

IN ROCHESTER, MINNESOTA

Mationally represented by the John E. Pearson Co.

SPONSOR




we’re ready to sing YOUR sales song too!
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is composed of the success notes of our advertisers.
The underlying scores of sound advertising, hlended
with grace notes of extra merchandising support, N} \
result in melodies of cash register sales that : [
mesw&ﬁnnmktbymweam. 'mffﬁ A
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MONTANA Z NET BUTTE—KXLF HELENA—KXLJ BOZEMAN—KXLQ GREAT FALLS—KXLK MISSOULA—KXLL

THE WALKER CO , 551 5th AVE , NEW YORK . 3460 N. MICHIGAN AVE., CHICAGOD
841 Notionol Building, Minneapolis, Minnesoto + Little Building, Boston, Massochusetts
15 West Tenth Sireetr, Konsas City, Missouri ¢ 333 Candler Building, Atlonto, Georgio
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GREE”NG CARDS sales results from Uncle Elmer have been
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CBS - 5000 WATTS « 960 KC
Ownaed and Operated by the 4
TIMES-WORLD CORPORATION /

ROANOKE, VA. v‘

FREE % FETERS INC. Nationa. Representati-es

ion and merchandising push in the New

y Gibson, ar
thev transcribe
- and place it in several mar-
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tiect of Elmer on
Elmer
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iles curves
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Naotianal Representatives
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TV T Since la t T

have been nducting a series of t
campaigns on three stations Chicage

WON-TV, Buflfalo's
Milwaukee's WTAMJ-TA

Their video commerci
one-minute ann en
of slides NOT
live narr I he re
been ( lthougt
of 4 - NTM)-T

mail retum that ran to [l
able TV sets at the

made.

The T\ test campaign is aiso NOI
cross’ first planned usage of broadcast
idvertising Hitherto the
newspaper advertiser, sper ding

175,000 a vear for n

billboards, trade ads and mailing pieces
Norcross is not fully decided
whether {fu_‘. intend to continue

TV selling on a year-round basis. Indi

catjons are that if the tests prove pro-
ductive of sales, TV will be used on a
wider scale.

Rust Craft Publishing Company, a di-

vision of the United Printers and Pub-

o

;-’#_ i_“"‘w
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%,

{

for

HOT INFORMATION
on

TOP STATIONS
in

TOP MARKETS...

-

ask your
JOHN BLAIR

w £ COMPANY ~_—

T, T cmmm S e e
REPRESENTING LEADING RADIO STATIONS

‘Offices in Chicago » New York » Detroit
'W-_M
¥ St. Louis « Los Angeles « San Francisco
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Based upon the number of programs and an-
nouncements placed by sponsors on TV sta-
tions and indexed by Rorabaugh Report on
Television Advertising, Business placed for
month of July 1948 is used for each base

Newwork TV business, due to increased activity on the middlewest webs,

Jumped to 2509 of the base month ( July

from 59.2 to 129.

which network-business increase was at a more rapid pace than local retail but
even local-retail TV advertising practically doubled in October
93.6 to 180.6. In sronsor's constant base for local-retail (10 cities 19 stations),
the increase continued at the previous ratio from 75.9 in September to 93.6 in
In National and Regional Selective TV advertising, where the use of
the medium has been erratic, business jumped from September’s 110 to 140.8 in
Tobacco leads in the use of TV on a selective basis but Radio, TV,
and Appliances leads the local-retail TV index and runs second to Soaps and

October,

October.

Toiletries on networks.

BREAKDOWN OF TV BUSINESS BY CATEGORIES

AUG SEPT

1o Jos
ns :norno

18.0
19.5

10

| S—
1000 | 1000 100.0

during October. Even in SPONSOR's
constant base of 10 cities and 15 stations increase in business was over 1009
(Base month had an index of 58.
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This is the first month in

jumping from
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ol 10 cifies, 15 stations

13
100.0 955
L

NATIONAL & REGIOMAL SELECTIVE

1488

Gray area: tolal unils ol business
Base month: July = 100.0 G

Black area: constant base
ol 10 cities, 19 slations

138.0 ‘
| Gray area. lotal units ol business
1.1 Bate monih: July = 1000 €¢

1000

|
‘ Blach area. constant base
ol 10 cities, 19 stations |
|




| Amerl ca's Model
Television Station

LMYV

w}Egpnrts on one year
~ of programming

— WTM]-TV has builr its program-
L;o L_-_z ming on the premise thar local

7 and national spot programs were
RAMMING [~ i
i i
L%

PR

as important as necwork pro-
I grams. As a result, many of the
most popular WTMJ-TV programs originate in the television
studios of Milwaukee's Radio City. They include . . .

THE GRENADIERS

Milwaukee's most popular radio program, skillfully adapred to
television, occupies the Wednesday night 8:00 to 9:00 P.M. slor.
Complete with a 16-piece orchestra, vocalists, and comedy. It
caprures the Milwaukee relevision audience with a formar
built to the City's rastes. Participating sponsorship,

“PLAY 'EM OR PAY 'EM"

This 15-minute Friday night musicale feature challenges the
television audience to submit song titles which cannot be played
by the Radio City Quintette. This heavy mail pull program is
under parcicipating sponsorship.

VIDEO VARIETIES

Top mid-western talent is featured on this Sunday night 7:30
to 8:00 P.M. feature, one of Milwaukee's favorite television
programs. Participating sponsorship.

T.V. TRYOUTS

The proved pulling power of amateur programs is combined
with skillful production to make top flight television entertain-
ment out of this Saturday night 7:15 to 7:45 feature. Partici-
pating sponsorship.

OTHER LOCAL FAVORITE PROGRAMS
The same skill and production facilities thar have buile
WTMJ-TV participating programs are also available to national
and spor advertisers for the presentation of programs ideally
suited to individual needs.

WTMJ-TV is a complete RCA
Victor installation.
_ Because studio remore and

“" transmission facilities are de-
S signed for one another, WTMJ-TV
Is transmitting a picture that results in qualicy reproductions
of programs and commercials,

The WTMJ-TV dial position on Channel 3 assures good re-
ception with any standard type antenna,
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Sales of relevision sets in the
{ Milwaukee area have exceeded
f even the most oprimistic predic-
tions. As of November 1, there

e
SET SALES
were over 9,000 sets in Milwaukee

_‘,—t-ﬂ--q_w\—k{:f’ 4 ..._E.:
— and roral installations are ex-

pecred to exceed 12,000 units by January 1. Combined with the
high listenership in the Milwaukee area, this means an audience
of in excess of 100,000, or 109, of Greater Milwaukee's toral
population for most evening programs. Little wonder then that
television has grown far beyond rthe experimental stage in
Milwaukee and 1s now recognized as an effective, economical
hard-hitting sales medium.

Over two-thirds of the sixty na-
tional, spot and local sponsors
who have tried WTMJ-TV today
§#:":“‘*:~ remain as successful television ad-
BT " vertisers. All three of Milwau-

SUCCESSFUL)
ADVERTISER

S kee's leading department stores
have been on WTMJ-TV since its inception and all have dra-
matic success stories using the station. Local and nerwork
advertisers selling everything from auromobiles to food products
are obtaining resulrs from WTMJ-TV. With the bulk of installa-
tions being in middle income homes, WTM]-TV is delivering a
valuable and growing list of reception homes to its adverriscrs.

NETWORK AFFILIATIONS
WTMJ-TV is afhiliated with NBC, CBS and ABC. As the link
berween the mid-wesr and eastern network closes, the facilitics
of WTMJ-TV will be available to rhe users of these three net
works.

When making your plans for television, remember this . . |

WTMJ-TV, Wisconsin's only television station delivers a large

receptive audience to the network, spot and local advertiser.
=

THE MILWAUKEE X
Affiliated \5

National Represeniotivés
IF

URNAL TELEVISION STATION
h NBC, CBS and ABC
Eﬂwqrd Petry & Company, Inc.

a| i 1L - !
i B = ———e

CHANNEL 3 . _CHANNEL 3
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WNJR

presents

THE JOHNNY
CLARKE SHOW

9:05 A.M. to 12:00 Neen
Manday thraugh Saturday
This autstanding selling team
of Johnny Clarke and WNIR
will carry yaur message to
a million North Jersey hames

. one af the richest mar-
kets in the country.
Represented by AVERY-
KNODEL, Inc.

the radio station of the

Nemark News

Nework 2, N. J.

GREETING CARDS

(Continued from page 75)

There was a historical basis, however,
for Rust Craft’s Christmas broadcast.
In 1931, the Greeting Card Association
of New York, a trade group, sponsored
Charles Hackett, Tenor, on 24 CBS sta-
tions for two 15-minute broadcasts dur-
ing the Christmas scason. The show cost
the Association $4,288 for time, and a
£1,000 or so for talent. Hackett sang
Christmas carols, and the commercials
dealt with some institutional selling for
greeting cards, 1t produced good results
in a few markets, but the show was never
followed up to form a once-yearly listen-
ing habit,

There have been few other uses of
broadcast advertising to sell greeting
cards, A few small firms, like the Merit
Card Company of Chicago, have bought
announcements during the Christmas
season, instead of their usual classified
ads, to seek door-to-door agents, usually
offering to send a “kit"”" of supplies and
instructions to those sending in a letter
or postcard. The balance of the industry
spends from a few hundred dollars to
$5,000 vearly for a few trade ads and
newspaper ads in the Christmas and

18

This is a little extra coverage we throw in!
All kidding aside, here’s our formula--5000
watts on 550 kilocycles, and a 704 foot an-
tenna with a location right in the center of
the best soil conductivity area in the U.S,,
plus 23 years of good programming, give
us unbeatable coverage and listening.

550KC 5000 WATTS
‘ NBC AFFILIATE
REP. JOHN BLAIR

Bismarck, No. Dakota

Valentine scasons, Only the large firms
can afford to print the full line necessary
for a big business in “everyday” cards.

Just as radio and TV have helped
establish mounting brand consciousness
in the buying of Botany fabrics, Teen-
timer dresses, and a list of other prod-
ucts and services where consumer pur-
chasing in the past has been on a hit-
or-miss basis, they have brought brand-
name buying to the greeting card busi-
ness.

The fact that more radio and TV
should be used by the greeting card
industry than is employed now is partly
the fault of the broadcasting industry.
The average greeting card publisher
knows very little of what broadcasting
can do for his product. Until he is shown
direct sales results, broadcast advertising
of greeting cards will be confined to the
few large firms now using it. LR A

SMITH BROTHERS

(Continued from page 36)

slump reversed itself, and Smith had more
money to spend. They bought another
musical show, this time a better one,
called Songs Yo Love. The show was
much along the lines of the American
Melody Hour and featured syrupy ar-
rangements of old-time song favorites. It
did better than the previous shows, be-
cause its Sunday night (9 9:30 p.m.) spot
on NBC made for increased listenmg.

A third musical show, Melody Matinee,
followed Songs You Love in the first part
of '36, and later in ’36-'37. This was a
straight music show (no vocals) that held
down a spot in NBC's Sunday afternoon
schedule. It was again morc successful
than its predecessors, and due to better

business conditions generally in the cough
drop industry showed sales upturn that
ran in some cases as high as 097, But
all in all the results were mild.

For the next two scasons ("37-3§,
'38-'39) Smith Brothers decided on a
change of pace in their advertising. For
one thing, their network usage had not
been particularly successful.  For an-
other, there was an industry recession
that showed its beginnings in late '37 and
continued through '38. The advertising
budget, based at Smith Brothers on ap-

, proximately 1077 of the anticipated case

sales in a good year, was curtailed to the
point where they couldn’t aflord to try
their hand again at network radio, At
least, not for a while.

The recession ended during '39, and
sales began to climb again to near-normal
conditions for Smith Brothers i all sec-
tions of the country . . . except one.

In November of 1940, Smith Brothers

SPONSOR




a1
BILLION

DOLLAR MARKET

spread over two states

Take our BMB Audience Cover-
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.

THE TEXAS-OKLAHOMA STATION
Wichita Falls—5,000 Watts—620 KC—CBS
Represented by Paul H. Raymer
Co., and KWFT, 801 Tower
Petroleum Bldg., Dallas

STEINMAN
STATIONS

Established 1922
WILMINGTON, DEL.

Established 1922
LANCASTER, PA.

Established 1922
HARRISBURG, PA.

Established 1922
READING, PA.

Esloblished 1932
YORK, PA.

Established 1936
EASTON, PA.

Represenied by
ROBERT MEEKER
ASSOCIATES

Chicoge
Son Frencisco

New York
Los Angeles
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 Bob Anderson, Dick

started sponsoring a cycle of regional
newscasts on the Columbia Pacific Net-
work that lasted seasonally through
March 1943, The news shows were 5-
minute evening reports, featuring in
newscasters like Knox Manning,
Joy, and Nelson
Pringle. Results were quick in ¢pming,
and within six weeks sales of Smith
Brothers cough drops on the West Coast

“name”’

started upwards.

Once the West Coast was holding its
own saleswise, Smith Brothers shifted
back to straight selective This
time they threw off another outmoded
notion (a hangover from their days with
the Tarcher agency) and stopped their
“live” announcements in favor of e.t.’s,

One day, early in May 1948, Shaw came
to New York accompanied by W. W.
Smith for the weekly client-agency huddle
over the results of some copy-testing.
Smith left early, since he had an appomt-
ment downtown with the Smith Brothers
at SSC&B. Shaw was talking with
Jack Sullivan when Don Stauffer came in.
Stauffer had some news, He had just
been given the pitch for a new ABC-
Lou Cowan package, Stop the Music.

radio.

Shaw, who has much more freedom
than the average advertising manager
(Smith Brothers is not run by a large
board of directors and stockholders, but
by the original family), was sold on the
idea. At worst, he decided, they would
only be out the cost of Stop the Music for
a 13-week cycle, and they could always
return to their national selective selling.

There has never been any question of
dropping the show after a 13-week
period. Smith Brothers expects to carry
it for a full 26-weck period well into 1949,
The major problem currently for Smith
Brothers, aside from the industry con-
troversy over give-away shows, is one of
holding their franchise on the show during
the summer months of 1949, Vp Shaw
says wryly that he feels like an apart-
ment-dweller in a “No Vacancies' build-
ing whose lease may expire when he needs
it Most.

Smith Brothers' success with Stop the
Music is the end of a long trail for the
cough drop firm. They have learned in
radio, often the hard way, that they must
sell their products separately. They have
learned that they must do their selling by
means of an advertising medium in gen-
eral, and a program vehicle in particular
that has a mass appeal.

Above all, Smith Brothers has leamed
that radio, properly controlled and well
handled, can produce sales for the smatler
advertiser as well as the multi-product
giants with cight-figure budgets, ** *

o ON THE DIAL
o IN LISTENING

¢ IN NETWORK

WSIJS
LEADS

DAY AND NIGHT
| IN

NORTH CAROLINA’S
RICH TRI-CITY

MARKET

¢ WINSTON-SALEM
¢ GREENSBORO
e HIGH POINT

WRITE FOR OUR BMB FOLDER

WSJS

WINS TON -SALEM

TH E JOURNAL-SENTINEL STATlONS

NBC

AFFILIATE
Represented by
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Advertising Agency Personnel Changes

NAME

FORMER AFFILIATION

NEW AFFILIATION

Clifford Botway
Buell Brooks
Clarke R, Brown
Jahn Brush

ot Curry

Charles O, Dabney
Vic Decker

Sherwood Dodge
Mildred 13, llmlln
I

it
e nr\ Iln\\ ird
Gilenn Kyker
Stuart D, Ludivm

fean Meredith
Ceorge 1L, Nelson
Lames I'. Newrown Jr
Arthur Pardoll

Ken Pearson

G Alex Phare

Peter Piper

Muort Posnier

Paul Radin

AL Reavis
“ illiam J,
il Schurr
Norton 11, Sobo
Gordon A, Specdie
ade 1L Theobald

Sagsterer

I'lvil Waters
Harald 1, Welilier

W AL Wilknson

Julistn Goss, Nartford Conn,, radlo dir

RDAC, Fort Bragg Calif., part owner

WOAT, Phila., publ dopt

WOEMMW, Canton Ohio, comml mgr, sports dir
Foute, Cone & Belding, N, Y., rescareh dir
WDWS, Champaign 111, .!unr-un. or, producer
Don Lev Broadeasting, L. A., gen sls mpr
Huber, Hoge, N, Y. r.uhn Jir. T eXee

hli[Z:|Illn-|"rlrl\-'|u'|. N.YL, radio, TV comml dept

10

GBS, 1Mwood,, asst dir press information

Leighton & Nelson, Schenectady N, Y., mirtner

Young & Rubicam, N, Y.

CVA Corp, S0 I, mdsg mgr

R, €8 th, Torenta, radio dir

AMakelim, H'wood., pub rel dir

e, N Y

Buchanan, Wwood,, vp in chge West Coust
motion picture div

‘nn-Fleldbouse, N,

ockman Magazine, \lunphm managing cd

ckard, '}

rlich & Newwirth, N. Y..

aecl exec

Dorn Iron Waorks Co, Cleve,, sdvy, sls prom
mgr

Homer Griflith, IPwood., acct exee

. Cone & Belding, N, Y., vp, natl media,

rehodir

s Come & Belding, L. A,

aeul vxed

Sponsor Personnel Changes

J. B, Sebrell, L. A, radio dir

Erwin, Wasey, L. A., mcodin dir

Gardocer, St L., radio, '1'\' dir

Henry van Mor AL TV dept head
Cray & Rogors, radio, TV dept
Presba, Fellers @ . Chi., radio, TV dir
Vie Decker (nuw), O ln Ulm; head
Same. vpin chie media, research

John W, Shaw,
R

WOCT exed
research dJir
Jack Berman, {74

Powell Grant, Detroit, radio, TV dir

Marschalk & Pratt. N. Y., contact with Standard[ Oil] Co

(N,
Benton & Bowles, ['wood., radio publ mgr
G R. Nelson (new)., Hclu‘nu rady N, Y., head
Californdan Transit Advertising, L.
Sullivan, Staufler, Colwell & Hayle
Same, gen ndsg, ady mgr
Same, managing Jdir
Curt Freiberger, Ionver, radio dir
Mort Posner (new), 8. F., head
Willinm Kester, L, AL vp

o ACCE l'\('l'
5. N. Y., timehuyer

Federal, N. Y., acecl exec

Ritchie, Havston, acet exec

Earle A, Buckley. Phila,, accr exec

Same, vp

Tippettr, Jackson & Nolan, Boston, acet eave

Camphell-Sanford, Cleve., vp
Hll'll\'r-l mnictt, Portland Ore,, radio, TV dir
~ame, G SCL SV PRy

Same, vp

NAME

FORMER AFFILIATION

NEW AFFILIATION

Norman K, Anderson
W, F. Armstrong

Frank T, Jacobs
Frederlick M, Linder
Edwared 1. '\l'.l'hl‘)'

5. N, My

Neil 1L MeElroy
Howard J. Morgens
Willisnm J. Nevin

l.. Noonuan
Joseph A, O Malley

13, i, Russell
Olin AL Saunders
Charles A, Wiggins

T oin Corp, N. Y., mdsg mgr

Gueneral Motors Corp, Detroit, vp in chge mifg,
real estare

Willlam S5, Merrell Co, Cinei, sls prom mgr

Juacal Rupp‘rl Ilru.\tr\ N, Yoo vp

Vick Chemi N. Y., exec asst 1o pres

Cieneral \Illlur\ ( urp (( hevrolet Maotor div),
IPeiralt, buslness manag nt dept head

Procier & Gamble Co, o VP, fUn mgr

Procter & G 'unhlt Cio, Cinei., ady dept mgr

Porville N Yoo vp

Stokely-Van (,Alm v Ine, Indianapolis, gen sls mgr

Chrysler Corp (Chrysler div), Detroit, asst gen
xls mgr

Superior € ong h l: orp, Lima O, aciing sudy mar

Borden Co,

General Foods © orp (Calumwet Baking Powder
div), NoOYL, assoc sls, iy mgr

General Foods Corp (Minute & Cortodiv), N, Y., s, ady mgr

Goeneral Maters Corp (Choveelor Mater div), Detroit, gen
mgr

Samv, ady, sls prom lir

Same, exec vp

Same, pres

Same, sls prom mgr

Same, pros
Same, vp In chge sy

Devore & I(.nnuhlu( o lne, N, Y.
Same, vp

h’:nnl-. gun sls migr

L ady mgr

Same, adv mgdr
Y MY mdy mge
ne, sls, ady mgr

National Broadcast Sales Executives (Personnel Changes)

NAME

FORMER AFFILIATION

NEW AFFILIATION

A Baron
i v 11, Fnsign
5. KL homang

. hing
V8. Murdock

akus
Frank 1, FPellegrin
Bruce Pirl
foyee Rischmiller
oo Yan Nostrand

Dot B ATRUR. 1048

KHI)J San Dlego, sls mgr
o Inhvises N, Y5,

sls mgr

\IH N Y.

Chl Radio
RN 1w
WOl Wasl

ales et eave

., Westorn div asst sls mgr
»&1 gen mgr
CEAL, JI Cnn., sls stafl
S wes, foen mgr

5 I
Chit \! Ih flonn, Sashatchewnn, Can

L sls mgr

\\ \l'l'. Codar Rapids, lown, sls

KECA, I'wood,. sls mgr
s Radlo, M. head, sls mgr

WARBD, N Y iu)'llmt sls mgr

KMON, St. L., natl sls mgr

RITTV=IV, B AL, sls g

WOIC-TY, Wash., sl imgr

CRRAL, Reglna, Saskatehewan, Cane, sls mgr
Transit Radio, Chl.. sls wgr

CRRC, Winnlpog, Manite ha, Coang, sls mgr

Intercolle ginte Bromdeasting Systom, No Y., «ls migr

Same, slx mgr . PR

.
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The C.B.S. Affiliates in J Georgia's First 3 Markets |

T

3 =

THE TRIO OFFERS ADVERTISERS AT ONE LOW COST:

Concentrated coverage ® Merchandising assistance

Listener loyalty built by local programming e Dealer loyalties

— IN GEORGIA’S FIRST THREE MARKETS

The Georgin Trio

Represented, individually and as a group, by

THE KATZ AGENCY, INC.

New York * Chicago * Detroil = Atlanta = Kansas City » San Francisco « Los Angeles » Dallas
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Yes—WHIZ floods Southeastern
Ohio with an average evening share-ol-
(Conlan Survey
23, 1948).

audience of 64.6%

tk of May

Here's a new high-water mark of
udience domination—a *“‘plus value"

for all WHIZ advertisers

Morning, alternoon and evening
WHIZ averages 62.29; share-of-audi-
ence . prool of the results of top
local production and popular NBC

programns

Buy the station with
the BONUS audience,

’CP.’QSCI’JEJ by
John £.Pearson Co.

82

WHY SPONSORS CHANGE

Contimited from page 23

Columbia’s Sunday sponsors and lined up
an imposing schedule which started with
Ozzie and Harriet at 6 p.m. sponsored by
International Silver. The complete CBS
schedule from October 1944 to June 1945
ran like this:

LN ke Tt

1040 pon We i 1% Gull

The CBS Sunday program block just
didn't make the top grade. The results of
an all-out plan to build a new habit of
listening is fine  if it comes off. When it
docsn’t, sponsors shift to new networks
Of CBS’s im-
posing line-up of 44 45, International
Silver has moved Ozzie and Harriet to
NBC. General Foods dropped Fanny
Brice and Kate Snuth. Blondie has be-
come part of the Gildersleeve-Duffy's
Tavern Wednesday block on NBC. The
five-minute news block on CBS has been
dropped and Parker Pen is off the air due

and often new ;‘T'H‘..'.!'-'!Tll‘-.

to the condition of the pen business.
Texaco has taken its Star Theater to
ABC, with its TV Star Theater to NBC.
Take [t or Leave It has been shifted to
NBC. It shifted because there was the
feeling that Eversharp had milked CBS's
Sunday night audience and that NBC
might deliver a partially different audi-
I'he fact that 10
p.m. Sundays opened up on NBC was of

ence at the same time.

course another reason for the shift.

Gulf Oil is still sponsoring We the
People on CBS but at 9 p.m. Tuesdays
which competitively used to be a good
time slot.  Today battling Bob Hope who
has been shifted from 10 p.m. to 9 p.m. on
NBC there’s a question in the minds of
many Gulf executives just how good a
slot @ p.m. Tuesday is.

This vear CBS is again building a Sun-
day night block but with a new approach,
It's shifting programs with known follow-
ings to the block with the first shift being
Amos ‘'n" Andy now in at 7:30 pm. This
move was brought about because of a
capital gains plan which CBS offered
Charles Correll (Amos) and Freeman
Gosden  (Andy) which insured their
futures. In other words CBS now owns
the program and that's one certain way to
persuade a sponsor to change networks.,
Lever Brothers now sponsors Amos '’

Season's Greetings

Alffiliated with
NBC

WAPO

CHATTANOOGA

National Representatives

HEADLEY-REED CO.

SPONSOR




Andy on CBS.

Capital gains structures are being sug
gested to a number of other leading stars
by CBS and there is more than a chance
that many programs  will
move, with their sponsors, o CBS,

The trend ol
Mutual and moving from MBS to other
networks after the Edgar Kobak-headed

star-owned

sponsors  starl ing on

chain has done a job for the advertisers is
becoming less and less pronounced.

There is still, however, a general feeling
among network salesmen that every spon
sor on the air is a possibility for their
networks.

This March, NBC decided that Quick
as a Flash heard on MBS could fill an open
spot (2:30 p.m.) on its Sunday dayt me
schedule. The program had been heard
late Sunday afternoons (5:30 p.m.) for
four Mutual. It
more to broadcast it on the senior net-
work but according to NBC's presenta-
tion it would deliver 2,562 listeners per
dollar against 904 delivered by MBS, Of
course the listener figures were based upon
a combination of Hooperatings and BMB,

vears on would cost

that had been dialing Quick as a Flash for
four vears. Flash is heard right after The
Shadow which is MBS's one period when
it dominates the network listening picture

Due to the fact that He Ibros, the Sponsar,
wasn't convinced that 2:30 p.m. was as
vood as 5:30 p.m. and the lact that the

NBC $8,917.24 for the |
half hour,
he

peried would cost
conside [.'rN_\' abave |
MBS,

which was

what wias paving the watch

manufacturer staved just where it was

Availability of a "new"” audience is
always a potent reason for a network
shift. It's a lure thar doesn't always

work out. Any recap of shifting SpONsors
indicates that the more itching the feet
the more likely the exit of the advertise
from the medum. Out of a list of 50
sponsors that shifted networks since 1944,
19 are no longer using broadcast adver-
tising. The more frequent the shift the
more apt the advertiser to shift —off the
network air. Among the shift from net-
work-to-network-to-off the networks and

. frequently off the air entirely are

neither of which Mutual claims covers its i -
current listening picture adequately. The ¢ -Ar-In
NBC presentation covered the fact that it Ehas k. ot
would deliver a “new" audience, not one ;_'il : A Fi
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AT 600 KC

WESTERN LINK
LONE STAR CHAIN
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KEY STATION
SOUTHWEST NETWORK

SE IN RATES

Long the Southwest's BEST BUY — Now even BETTER

NATIONALLY REPRESENTED BY
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TAYLOR-BORROFF & CO., INC.

TO REACH ATLANTA
HOUSEWIVES

The Moggie Dovis show 2:00 1o 2:30
Mondoy through Fridoy feolures our Mog-
gie wilh Les Henrickson os relief. The gol
features locol ond notional news with the
womon's slont, hos o wide knowledge of
home economics, meol plonning, nutrition,
child core; olso, foshions “with the light
touch.” Les hondles roving mike interviews
wilh studio oudience, supplies the mole
ongle on food, foshions, general topics.

This is the only estoblished woman's por-
ticipotion progrom ovailoble in Atlento for
nolional odverlisers.

Moggie is now keeping company wilh
such fomous nomes os: Celonese Corpo-
rolion, Chose & Sonborn,
Conoda Dry, Fleischmonn’s
Yeosl, Welch's Grope Juice,
Modern lce, Yodoro, Lodies
Home Journal ond others.

For further informotion
call Heodley-Reed Compony
lodav,

Ao Nrawing by
L pormission of

¥ Applelon.
. "-"‘I.V'_'
- - “‘ﬁ‘:

IN ATLANTA IT’S

WCON

THE A

LANTA CONSTITUTION
STATION

5000 WATTS

550 KC
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A\ LANG-WORTH
“MIKE
WYSTERY”

(

Charles Moore, clad only in pajamas, sat
on the edge of his bed, his head bowed
in grief. In a choked voice, he told
Homicide Licutenant Evans his story.
Through the open connecting door lead-
ing to his wife’s room, the strangled
body of Myra Moore was visible among
the tangled blankets on her bed,

"l awoke from a sound sleep,” Moore
said, “and heurd my wife Myra scream-
ing. I didn’t hesitate even long enough
10 Llurn on a light, With Myra’s screams
still ringing 1n my ears, 1 rushed nto

the living room, just in tme (o inter-
cept o man as he came dashing out of
her room. I tackled him in the darkness,
but he knocked me out and escaped.”

Licutenant Evans shook his head. “*Mr.
Moore,” he said, “you're lying. Two
points in what you've just told me prove

as much. 1I'm arresting you on suspicion
of murder."

(Solution below)
“'Mike Mystery" is a feature of a 15-minute
transcribed music and mystery show avail-
able 5 times weekly for national, regional
or local sponsorship on 600 Lang-Worth
affiliated stations. For full information,
contact your station or its representative.

LANG-WORTH

leature programs, inc.

113 W 57TH ST.NEW YORK 19, N. Y.

'I'H-E SOLUTION
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Union Pacific Railroad
Lackheed Aireraflt Corp.
Weleh Grape Juice Ca.
Joseph Tetly & Co., Inc
C. B, Mueller Co.

Prince Matchabelli, Inc.

Some of the sponsors have shifted to
selective radio, others to TV but the big
majority have just shifted off the air. In
most cases they didn't know what they
wanted from broadcasting and in addition
didn’t know how to go about finding out,

Firms like Prince Matchabelli, used
NBC, CBS, and ABC before exiting from
broadcast advertising. Others used just
two chains before calling it quits,

Not every firm that plays the field
finally exits from broadcast advertising.
Goodyear Tire & Rubber Company for
instance during the past four vears has
been on all four networks before settling
down to its current The Greatest Story
Ever Told on ABC. It was off the air for
a number of years before it was sold on
the idea of reaching the great “Bible belt™
of America through this non-sectarian
serics based upon the Bible,

Programs frequently cause sponsor
network shifts.  CBS didn't feel that
Those Brewsters was a good program for
Columbia, and Quaker Oats, happy with
the vehicle, took it to Mutual. When
Quaker Oats finally decided to drop Those
Brewsters and shift to Roy Rogers it
staved on at MBS. The Sheriff wasn’t
judged up to snuff by CBS and so the
Pacific Coast Borax Company took it to
ABC. These shifts were made because
the sponsor thought that his program was
reaching the type of audience it desired
and couldn’t be sold by the network that
it was on that the program wasn't right.

Sponsors are also shifted because of
star preference for a specific network.
When Ed Gardner first brought Duffy's
Tavern to the air (March 1941) it was on
CBS for Magazine Repeating Razor
Company (Schick razors) on Saturday
nights 8:30 8:55 p.m., not a very good
hour. Gardner plumped for a better time
and the following season won Thursday
8:30-8:55 p.m. with the same sponsor.
The next season he shifted to the sponsor-
ship of General Foods and Tuesday from
9 to 9:30 p.m. From General Foods he
went to Bristol-Meyer, his present spon-
sor, and ABC on Tuesdays at 8:30-8:55.
He staved at that hour for two seasons
but he always had his eves on the net-
work on which he claimed “comedians
attained the best ratings™ NBC. Finally
in September 1944 he landed a Friday
night 8:30 p.m. spot on that chain. Fri-
day, before this season, hasn't been too
good a spot on NBC and so Gardner kept
looking for a better comedy night and
now’is heard in a humor block on"Wednes-

KMLB

KEY TO RICH
NORTHEASTERN
LOUISIANA
MARKET . . ..

® JONROE
LOUISIANA

FACTS —

*KMLB serves a 223 million
dollar market encompassing
97,410 radio homes—all with-
in KMLB'’s one milevolt con-
tour. In area this includes
17 parishes in northeastern
Louisiana and 3 counties in

Arkansas.

*BMB report.

5,000 WATTS DAY
1,000 WATTS NIGHT

AFFILIATED WITH
American Broadcasting Company

Represented by

Taylor-Borroff & Company, Inc.

SPONSOR




Baltimore
Television

means
WMAR-TV

\‘ﬁ MARYLAND'S
ptoneer television slation,
WAMAR-TY cousistently cov-
ers an arca rom Washington
and

o Wilmington, (Del.),

from Pennsylvania  to  the

Potomac,

The peerless propagation of
Channel Two carries programs
from TWO major networks,
via Lhe television station of the
Sunpapers ol  Baltimore  to
televiewers in the Cliesapeake

basin area. WMAR-TVY s own

coverage ol political  cam-
paigus, sports and special

eveuts—eivie. patriotie, and
cultural—is unequaled in this

rich, productive area.

Represented by

THE KATZ AGENCY

INCORPORATED

ATLANTA = CHICAGO = DALLAS
DETROIT = KANSAS CITY = LOS ANGELES
NEW YORK = SAN FRANCISCO

day (9-9:30 p.m,).
along with him, for he has delivered on a
low cost-per-point basis from the begin-
ning. Gardner isn’t unique and there are
other stars who consider the proper spot
on the right network as important to

His sponsor went

DECEMBER 1948

them as the pay check.
The Ford Theater shifted from NBC

: (Sunday 5-6 p.m.) to CBS for two rea-

sons. First a good 60 minutes wasn't
available for Ford on NBC. It was hoped
that the NBC Sunday afternoon spot
would deliver the audience but Ford was
bucking a habit of listening which gave
Mutual the edge during that period and
Sunday afternoon isn't the ideal time for
an hour-long drama. Besides, CBS con-
sistently has delivered a better audience
for plays than NBC having established
| itself with “good theater’ almost from its
founding when Arabesque brought top-
flight audiences to the then infant web.
The most successful sponsors make the
fewest network changes.
ceptions to this rule as witness the con-
| densed milk company and others men-
| tioned previously in this radio chess game
saga, Big sponsors nevertheless will shift
| programs from network to network after
| they feel their vehicles have sold all the
listeners available at one hour of the day
over one network. (A report on Why

There are ex-

Sponsors Change Programs is a future |

study which will appear in these pages
shortly.)

One reason why big sponsors don’t shift
can be traced to a matter of discounts
(dollar volume, contiguous programs, and
frequency). To move a program from one
network to another in a number of cases
would double the cost of the program for
the sponsor. [This is because of the fact
that a move could place a sponsor in a
different discount bracket and break up a
block of contiguous programs. There is
| also the factor of sacrificing the habit of
tistening which programs develop.

Sponsors change networks for many
reasons but an analysis of over 100
changes proves that the successful changes
are those to a better time slot in a block
program sequence. Even these have been
known to be unsuccessful unless sponsor,
agency and new network work to promote
and publicize the change.

Sponsor shifts on networks are a big
business— for other media. When Ameri-
can Tobacco Company shifted to Jack
Benny and NBC they agreed to spend
$250,000 a year publicizing the fact. Re-
cently a network offered a sponsor on
another network a $225,000 newspaper
| advertising campaign if
| program.

he

All shifts must be made in high. * * =

shifted a |

The
music
pours forth

in
Spillville

(IOWA)

A northeastern Iowa village of
500 people, Spillville is widely

known as the summer home of

the famous composer, Antonin
Dvorak. In this fertile farming
area he found inspiration for

many beautiful melodies.

WDMT also makes sweet music in

Spillville—and in a thousand
similar communities in WDMT-
land. With Iowa's stupendous

bumper erop, Iowa farm income
will reach new peaks this year.
And WMT's listeners will
more money than ever to spend

have

with WMT advertisers. Ask the
Katz man for full details.
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TV Danger Ahead

Television, which may yet turn out o
be a model of self-regulated good taste, is
currently in need of taking stock of itsclf

I'he signs point o danger. There's
growing awareness, by sponsors, broad-
casters, and viewers, of i risque quality to
many telecasts. The big-time night club
favorites arcn’t above slipping in a fast
one or two via the new medium.  1f they
aren't  challenged, objectionable  refer-
ences, gestures, and gags are bound to
increase.

The problem isn't confined to the stars.,
One irate TV station manager reported
that he fhnds it necessary to check re-
hearsals of  his one-night-stand enter-
tainers (frequently engaged via booking
agents) with an cagle eye and flappig ear.

Applause

Pilot and WABD Help TV

'wo major contributions to speeding
the growth of TV as an advertising
medivm were made during the past lew
months.  They were in no way connected,
vet they both contributed 1o increasing
television’s andwence.

I he first contibution was the WABD
NCY O scheduling of programs for a full
lay from carly a.m. to after 10 pom. 1t
scemicd at first blush to be a risky gesture

for the DuNlont station to stay on the ai

throughout the day, and one thar would
wt the pioneer New York telecaster sub-
tantil sums of money, It didn't turm
aut that way I'he aperation, before the
end of the first month, was m the black.

It also seemed that it would take

86

Television, with its many virtues, lends
itsell readily to much that is unpalatable
in the home. A broadcaster recently
stated that the dance routine required ol
a four-yvear-old offended him and his
family.

The line of demarcation separating de-
sirable and undesirable is very faint.
Without a TV code of ethics, there's grave
danger that some time within the next
vear or two the public will demand regu-
liatory action.

We prefaced all this by saving that TV
-
regulated good taste.” There's no reason

to think otherwise. For television falls

“may vet turn out to be a model of s

heir to the fruits of years of study involved
in two effective and pertinent codes— the
Motion Picture Producers and the Broad-
casters,

It's up to TBA or NAB, or both, to get

busy,

Live Programing

The time has passed when it matters by
what electronic method a program s
brought mto the home.  The success of
the Bing Crosby program over ABC is of
course a classic example of the fact that
transcribed programs can reach a better
than normal network audience.  Both
ABC and MBS have a number of pro-
arams which are transcribed or wire re-
corded before being transnutted and there
is no difference between reactions to enter-
tainment on platters than there is to that
sent forth live on the chains,

From the very outset, TV has ¢limin-

comparatively long time to get the TV
audience to learn that there was a station
on the air from sunup to sundown plus.
This also pre wed incorrect, Viewers were
very quick to learn that there was some-
thing to sce and hear on the daytime air
and they have been tming o WABD in
substantial numbers.  Just as DuMont
speeded up the retum of TV to the air
during the war, just so 1s it forcing sta-
tions throughout the nation to recognize
that daytime TV is here now.  True, the
level of WABD's programing isn't world
shattering,  In many mstances it's con-
siderably short of passable visual enter-
tamment.  That's not half’ as important
as the fact that the break has been made
and recular dayeime TV has arrived.
The second major contribution is Pilot
Radio's.  Pilot has produced a TV re-
ceiver selling at $99,50 that's easy to tune,

ated any anuipathy to hlm, television’s
equivalent to recorded programing. Early
ratings indicated that film ranked high
among viewing habits, despite the Grade
B and C film features which were scanned.
Film today is an important part of TV
programing. It thercfore makes very
little sense to refuse to accept recorded
programs for one broadecast medium and
to accept them for another,

CBS has broken its unwritten rule for
the daytime commercial program, What
Makes You Tick and WCBS, its New
York outlet, has accepred (sce Mr. Spon-
sor Asks) the new transcribed Bing
Crosby program. Plans for CBS summer
programing call for many e.t. programs,

NBC's new summer ideas also call for
transcribed repeats of top winter pro-
grams, so that even the senior network is
recognizing that if the program is tops,
recording won't tear it down,

However, the use of transcriptions must
never be permitted to become so preva-
lent thar they completely climinate live
programing.  Broadcasting’s immediacy
must not be replaced with 10077 plattered
shows. Sponsors must continue to be
made aware that live programing, both
local and network; is the lifeblood of
broadcast advertising. Station and net-
work program managers must not be
made, as they are in the motion picture
industry, the glorified janitors of enter-
tainment.

The feeling of the listener that “1 am

there” mustn't be climinated from the
advertising medium  that reaches the

nation.

requires a minimum of mstallation and
with an assist of a magnifying lens delivers
a picture large enough to be enjoyed by
many people.  The Pilor $99.50 television
set is light enough to be picked up in the
arm and carried around the house.  1t's as
simple to wme as the average radio re-
ceiver, Both the sound and the picture
are clear. It has broken through the $400
price range for TV sets that has held back
mass buving of recetvers.  It's not a sub-
stitute for a large screen set, but it must
always be remembered that millions of
homes listen to radio on pnil.‘ll‘h' sCLs and
have no other receivers in the home, It
takes a $99.50 nudget TV set o convert
this audience to the visual medium. Pilot
has delivered the set.

I'o WABD and Pilot, the sponsors of

the nation owe a deep bow for hastening
the arrival of national-TV day.
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Where else in America?

Not the north — not the
south! Not the busy indus-
trial east nor the farm-rich
middle west can really mir-
ror our land in all its varied
aspects. But there is one area, embracing
parts of all these places, which does. It's
WLW-Land—a true cross section of the
country.

Where else in America could you
hope to find so perfect a proving ground
for new products and new ideas?

In WLW'’s Merchandise-Able Area
are 330 counties comprising parts of
seven states. Nearly 14 million people
live here. Some are wealthy, some are
poor. Some live in great cities, some in
tiny villages. Some work in factories,
some own farms. When you know how
these people will react to your product,
your package, your selling appeal —
you'll have a good idea how consumers
everywhere will respond.

And you CAN know through WLW;
for this great radio station covers the
area as a network covers the nation. It
dominates most cities but not every city.
[t reaches most farms but not every farm.
You'll face this same condition else-

where throughout the country, no mat-
ter what medium or combination of
media you choose. But by using WLW
first, you can learn the answers in
advance.

WLW is particularly well equipped
to help you get the answers. Besides one
of the nation’s largest and most loyal
listening audiences, WLW offers facili-
ties not equalled by any other station.
It can help you siudy the market—get
distribution—win dealer cooperation. It
can help you learn what consumers
really think about your product — your
price — your package. With manpower
to do the job, and a "know-how" pe-
culiar to its territory, The Nation's Sta-
tion stands ready to serve you in the
proving ground for America!
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HERE'S GOOD NEWS — STOP — WIW'S STANDARD NETWORK — FAMOUS FOR BROAD
COVERAGE THROUGHOUT NORTHERN AND CENTRAL OHIO DURING CLEVELAND INDIAN
BASEBALL BROADCASTS —NOW A PERMANENT ENTITY — STOP — WITH WJW AS
ORIGINATING STATION THIS FIFTEEN STATION NETWORK OFFERS ADVERTISERS AN
OUTSTANDING OPPORTUNITY TO REACH NORTHERN AND CENTRAL OHIO MARKET OF
OVER 5 MILLION RADIO LISTENERS — STOP — STANDARD NETWORK OPEN TO ADVER-
TISERS FOR SPOT OR PROGRAM TIME — STOP — FOR DETAILS — WRITE WIW —
C(LEVELAND FIFTEEN, OHIO.
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This file including all text and images are from scans of a private
personal collection and have been scanned for archival and research
purposes. This file may be freely distributed, but not sold on ebay

or on any commercial sites, catalogs, booths or kiosks, either as reprints
or by electronic methods. This file may be downloaded without charge
from the Radio Researchers Group website at http://www.otrr.org/

Please help in the preservation of old time radio by supporting legitimate
organizations who strive to preserve and restore the programs and related
information.
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