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Behind scenes activity in Canada may result in Canadian Broadcast-
ing Corporation licensing an independent TV station before it goes
on visual air itself. It'll be window-dressing for governmental
control. CBC now has %4,000,000 for TV.

JER
Publishers Information Bureau report on leading advertisers in maga-
zines and radio continues to give unbalanced picture on both radio
and black-and-white. Since selective broadcast advertising is
ignored and newspapers not included, figures are far from accurate
picture of today's ad expenditures. Only network gross time
charges are included, sans program costs. Foods and cosmetics lead
PIR 1ists.

=SR=

Another attempt to sell sSponsors on qualitative studies via

psychograph (SPONSOR, October 1948) is being attempted. Same group
with new money and new promotion is trying again. They call it
ad detector instead of "arousal" now.

=SR-

Hofstra College research indicates TV set owners become rein-
terested in motion picture theater going after 1 year of owning a
receiver. Decline first year in theater going was 36%. It dropped
to 23% second year.

=SH=
WOR is trying out "special month" type of promotion with emphasis
on home appliances. Sponsors haven't flocked in as yet, but indus-
try is watching how great station 1like WOR affects market like
New York.

=SR=

Dealer cooperative advertising money available at automobile com-
panies runs up into multiple millions. One company has $23,000,000
set aside for dealer co-op campaigns, which, it's holding until
automobile market prospects are clearer.

SR
Chiquita Banana will come back to air in many different forms, in-
cluding a variation of icebox song. Even WQXR, which says "no" to
Singing commercials, will have Chiguita, but on good-music station
she'll be hostess at "luncheon concert."

=GR=
Television Digest's TV Directory No. 7, second quarterly edition
this year, lists 376 firms syndicating films and programs to Sta-
tions. This is increase of 30 over 1 January edition.
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Stations Trend at many local stations is towards taking a crack at classified
look to and other local advertising, until recently exclusive preserve
new local of newspapers. Dr. Millard Faught, economist speaking at FMA meet-

business ing, stressed fact that only 1% of 4,000,000 U.S. businesses use
radio, thus radio advertising prospects are 99% more than those
using air presently.

—SB=
Dual web All networks again have made plans to serve stations which continue
transmittal on standard time when rest of nation moves clocks ahead 1 hour.
during summer General relaxation of transcription rules makes it simpler to handle
multiple transmission of programs, but it's still heavy expense item.
o s
Survey in- Association of National Advertisers recent survey indicates that

dicates ad only small minority of advertisers will spend less in 1949 than

budgets up 1948. Consumer goods companies, to extent of 50%, expect to spend
more, while industrial advertisers to extent of 51% expect to use
more advertising. While not reported, consumer goods firms will use
all media in increases.

. -SR-

' Broadcasting While governmental spending for ECA may be less, more money will

to report be plowed into housing and other internal activities. This is ex-

U.S. internal pected to help business conditions within U.S. Plans are for
spending Bureaus to use broadcasting to tell listeners what is being done.
—SR-

TV and radic Nielsen (NRI) reports much more balanced viewing-listening in TV
usage balanced, homes in which he has his audimeters than other researchers. In
according to NRI December, 1948, NRI TV sample viewed 3.90 hours daily, turned their

radio sets 3.11 hours daily. His report on percentage of homes
using television showed 90.9% used their sets day or night.

-SR-
Toni vs Battle of beauty-shop vs. home permanents, which was reported prac-
Beauty shops tically ended as far legal action is concerned, has broken out

again—this time in Massachusetts. Claim is that Toni is monopoly
(because of wide radio advertising) which tends to eliminate small
business. Thus far it's no-decision battle.

please turn to page 38
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One of a series. Facts on radio listening in the Intermountain West

Mfk In audience figures the 1947 Winter Hooper survey con-

firms what is obvious from geography — no Salt Lake
City radio station serves the intermountain market.
Intermountain Network stations have the king-size share

of the audience. Look over these revealing statistics:

WINTER, 1947 — PERCENTAGE OF LISTENING

Approx.
Airline Local All Salt
Miles From IMN Lake City
City and State Salt Lake Station Stations** *
Price, Utah 105 miles 90.4% 8.5% Daytime*
Rock Springs, Wyo. 162 miles 92.8% 5.4% Daytime
Casper, Wyoming 330 miles 48.1% 0.0% Daytime
Casper, Wyoming 330 miles 33.9% 0.0% Night
Sheridan, Wyoming 375 miles 59.8% 0.0% Daytime
Idaho Falls, Idaho 187 miles® 47.3% 5.3% Daytime
Idaho Falls, Idaho 187 miles 45.2% 7.9% Night
Powell, Wyoming 320 miles 51.2% 0.0% Daytime
Billings, Montana 390 miles . 33.7% 0.0% Daytime
Billings, Montana- 390 miles 23.0% 0.0% Night
Miles City, Montana 500 miles 82.5% 0.0% Daytime
Nampa-Caldwell, Ida. 310 miles 35.7% 0.0% Daytime
Nampa-Caldwell, Ida. 310 miles 24.5% 2.8% Night**

are given where hreakdowns are
available from Hooper,

. ™INTERMOUNTAIN
o

Since Winter, of 1917, this area
has new stations carrying netwaork
service, formerly available only
from Salt Lake City.

Combination of all stations show-
g 175 or more of audience.

W' , Inc. National Representatives

New York —_ Chicaga -_ Los Angeles San Francisco - Atlanta
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GREAT SOLACE

\s one who long auo
BNMB's hasic
one who looked with pained amaze-
those would tear the
organization limb from Limb. 1 found
greal =olace n vour March 28 descrip-
BMEB has weathered the

learned to
apprecial value, amd as

ment  on whao

tion of how

slorm.
Oriver B,
Sales Promotion Wanager

CAarerns

Wiles {',HJ'JHHHHH.:'.\. Ine.

Ellharet. Ind.

COMICS MISNAMED

Liked your October and November
articles on Latin Radio. but there was
one cut-line that bothered me a linle
bit. ie., “Cuba likes Mexican comies
Solinskyv and Pedro™ (p. 32. Nov, "48)
The article is :i|l.~n|nh']_\ correct in that
Cuba Lkes them, as do the people all
over  the rest  of ."‘;Ir;fl‘lir-tl-—iu‘iikiilj_'
America, bat the name of the team is
“Manolin and Shilinskv™ . . . to the
Lalins. misnaming their favorite fun-
nymen wonld be just as if they were
“slar-
\red Lunch
and his channing wile-leading lady,

to review a Broadway comedy
ring America’s heloved
Lvnn Glote.™

\< a matter of cariositv . . . how

many subseriptions go ta Mexico and

the rest of Latin-speaking America? 1|

had an awlul struggle on oy hands
with cach new issne . .
the time it made its way
back to me. the copy was much in need

n[ _‘“i'ull'!l-l;llu' i s

ing it By

cthat s to CHA) that
my Iriends Liked seoxsor. all of them.
Ken Daker
Bozell & _J!HI'U;J.\
Dallas

TAKE A BOW

Just o note of appreciation for the
fine reporting job son did on the
article Speidel. As far as |

Know. there was no polTery that would

aboul

cause me to hlush bhefore 1y friends.

and vou lighlighted the significant and |

mteresting poinls,

In fact. the only ltl!illlilrll which |
conld find with the artiele 15 the )"
which von tagaed on 1o the end of my
While it is troe that | have 2
{Please tnrn to page Y

e,

. lt ‘\IIIHIII Ir['l
“horrowed™ befove | eonld linish read- |

Flﬁsr IN HOOPER
FIRST e sovms

FIRST MARKET

To sell Houston

and the great

.Gulf Coast area

Buy KPRC

FIRST
in Everything
that Counts

P EEJSTON

950 KILOCYCLES - 5000 WATTS

NBC and TQN an the Gulf Caast
Jack Harris, General Manager

Represented Nationally by Edward Petry & Co.
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BY ACTUAL MEASUREMENT*

NORTHEAST
IOWA’S MOST
POPULAR
FREQUENCY

Take Howard Connty, lowa for example, This rich and pros-
pering commmnity has its borders 95 miles from KXEL's trans-
mitter, y¢t here in this rich market area KXEL holds up 10
3!—.3"__“{- of the listeners. This is three times as many listeners as
WHO and up 1o pine times as many listeners as WMT,

Shown below are the distribution of listening homes among radio
stations in Howard County from 7:00 ADM, 10 12:00 Noon.

" Faets taken from Conlan’s newest Comprehensive Study  of
Listening Habits.

CHANGED

LISTENING

7:00 to
8:00 AM

8:00 to
10:00 AM

10:00 to
12:00 AM

TOTAL
MORNING

KXEL

38.9%

94.37%

90.07%

90.07%

WHO

30.8%

14.3 %

1154

18.2%

TSt

2.1

2.00¢

2.1

' HABITS ;
IN
- 1owa

The fact the KXEL holds the lion's sharve of listeners in this rich
Northeast Towa market area during these hours is only hall the
story, for Howard Couniy is only prarl ol the great KXEL North-
east lowa market awdienee. The most important hall s the
undisputed fact thar KXEL does give maore listeners per dollar.
Look at these amazing cost figures,

During the 7:00 10 8:00 AD. period. KXEL holds 38.5% of the
listeners and cost= only 2110.00 for this honr of time. W HO
holds only 30.89 of the listeners—yet ecosts 2230.00 for this
<ame amount of time. WMT holds 7.7 of the listeners and
costs 120,00 for this hour. (Cost hgures taken Mrom Standard
Rate & Data,)

Iere is the wnvarnished trath,. You are not getting sonr money s
worth of hListeners, if yon are trying 1o ecover Northeast Towa.
withomt KXEL,

Get the commplete facts o Northeast Towa's listening habits, Call
vour Arvery-Kunodel man or werite direct to KNEL,

KXEL 50,000 Watts ABC

JOSH HIGGINS BROADCASTING COMPANY
WATERLOO, IOWA

Represented by Avery-Knodel, Inc.
ABC OUTLET FOR CEDAR RAPIDS AND
WATERLOO, IOWA




WORLD's Spectaculcr

—

SPECTACULAR NEW SHOWMANSHIP
THAT MEANS INCREASED SPONSORSHIP!

; We're showing WORLD subscribers the better way to in-
. creased sales and sponsor satisfaction. New stars ... new
. shows . .. new scripts . . . new promotions . . . new ideas

. that mean NEW sponsors and MORE sponsors for
WORLD stations! New, bigger, better shows like “'The Dick
Haymes Show,’” "'The David Rose Show,” ""The Lyn Murray
Show,"" "'The Carmen Cavallaro Show,” ""Eddy Howard™ and
many more —all planned for COMMERCIAL SPONSORSHIP!

THE DICK HAYMES SHOW!

Terrific, power-packed
brochures—on “"The DICK —- ———
HAYMES SHOW' —have al- - s II"‘ “"km‘.‘“
ready been sent to WORLD | W - : e .

stations. These brochures tell ' 1 p—

your prospeclive nalional,
local or regional sponsor
how he can put this great,

tailor-made, selling program
to work immediately!

This DICK HAYMES SHOW Promotional Portfolio
shows your spansar how he can make this program
ring his cash register! I contains ad mats, star
photos, newspaper articles, “teasers''—ready to go!

SEE WORLD'S GREAT EXHIBIT — N.A.B. CONVENTION — SUIT|




New Commercial Plan

fot yoe

REGISTER!

COMMERCIAL
MSCW&W!

., COMMERCIAL TALENT . . . stors your sponsors like
becouse they sell . ., Sell . , . SELLI

2. COMMERCIAL TIMING . . . Eoch show timed “com-

merciolly." Eoch number timed to fit into its proper plocel

3. COMMERCIAL SCRIPTS . . . Written like custom-built

thows: Commerciol leod-ins; open ond closing sponsor idenii-

ficotion ogoinst theme; provision for two full-length commerciols
inside the sthowl

4. COMMERCIAL PRODUCTION AIDS . . . As in
The DICK HAYMES SHOW: Opening ond closing themes by Dick
Hoymes; speciol voice trocks wherein Dick Hoymes ties in with
sponsor, introduces Helen Forrest, elc.

5. COMMERCIAL BROCHURES . . . Specificolly de-

signed lo convince sponsors.

6. COMMERCIAL PROMOTION AIDS . . . Three

sizes of od-motls, pholes, newspoper orticles, “leosers” —reody
to gol

7. COMMERCIAL AUDITION DISCS . . . so your

sponsor con heor his show o1 it will sound on the airl

8. SPECIAL COMMERCIAL DEPARTMENT . . . To

tell you where WORLD progroms are sold—types of sponsors—

Hooper rolings—success stories—lo moke it eosier lo 1ell your
sponsor ond keep him sold.

B B B Tae o7 L S ':1'
‘] - a4 iy 5

o)

WORLD BROADCASTING SYSTEM, INC.
An Affiliote of Frederic W, Ziv Compony

STATION MANAGER 501 MADISON AVE,, NEW YORK 22, N. Y,

Cincinnati « Chicoge « Hollywood

>00-501, HOTEL STEVENS, CHICAGO

—




GENTLEMEN ... /s mighty
like trying to paint a

mnral on a postage stamyp /

Scritiusl)'. we're not being facerious. To tell the entire amazing
sales story of our food-quiz program, KITCHEN KAPERS,
starring the nationally-known Tiny Ruffner in just a mere adver-

usement is utterly fantastc!

Why, the story of mail alone is a whopper ... nearly 1000

picces a week!

And the sponser list! Pardon our pointing — but look over

there to the right, You've
looked? All right, now look
again and now the "stars’.
Those stars denote renewals.
Good, sound, hirm rerewals.

Live audiences? Well, there
was that time last month when
all Philadelphia had npary a
trolley or bus ortaxi... but 453
people arrived at KITCHEN
KAPERS. Oh, ves . .
raining, too! But you see, they
had their tickers!

. It was

Aml to those live audiences
allthe products are displayed by
merchandiser Bob McKenna,
lately of the Grear Adantic and
Pacific. Bob is the busy “man
in the field" whose waking
hours are filled with arrang-
ing point-of-sale displays for
KITCHEN KAPERS advertsers

cand inclusions of program
mentionsin 87 newspapersin 77
cities within WII's throaty voice.

Power? And power-selling is
what's needed in the food ficld.
And power-selling is what's in
KITCHEN KAPERS' five half-
hours a week ... at the high-
listening hour of 10:45 A.M.

The postage stamp is com-
pletely covered, but there's lots
more to well. Won't you let our
sales rep "eell all™?

Fdward Petry & Co.
refrresents us watinnally.

ﬂ.l. W. BZARDSLEY

(Codfish Cakes & Shredded
Codfish)

*THE BEST FOODS, INC.
(Presto, 2-in-1 Shoe Polish,
Hellmonn's Mayonnoise)

*THE BORDEN CHEESE CO.
{Cheese)
H. C. biILL CO.
[Brill's Spaghetti Souce)

CALIFORNIA LIMA BEAN
GROWERS ASS'N
*CARR-CONSOLIDATED
BISCUIT CO.

*DOYLE PACKING CO.
(Strongheort Dog Food)

*DURKEE-MOWER, INC.
[Marshmollow Fluff)

*|. J. GRASS NOODLE CO.
(Soup)
HOYT BROS.
{Dumpling Mix)
*ILLINOIS PACKING CO.
(Joan of Arc Kidney Beons)

*MODERN FOOD SALES
(X-Pert Cake mixes, Instont
Icing)

PLANTATION CHOCOLATE
CO.
(Candy)
*SIMONIZ COMPANY
(Simoniz)
J. STROMEYER CO.
(Syrup)

WM. UNDERWOOD CO.
(Canned Foods)

k *WISE POTATO CHIP CO.

15 8. uth Streer,
Phowe Wotlnut 2-06800

PHILEADELPRHLA

40 West 52nd

{Continwed from page 1y

father. his name i= not David. Your
.ll'1i|’f|' ]1‘;l\|'~' me o recourse l‘\l'l'ill
to sire a second son. which you have
siven such a propitions starl in life.
Davip G. Lyox
| 'ice President
Cecil & Presbrey
New York

\\’llulll Vou ]lh‘.‘jst' remove Mr.
Nicholas Drevstadt’s name from vour
records and substitute the name of Mr.
Wo Fo Nremsbrong,

You are doing a good joh with vour
magazine—in fact. it seems to he im-
proving monthly.

C. J. Frexcu

Wgr.. Adv. Dept.

General Motors (Chevrolet)
Detroit

® Thanks for the kind words, Mr. French, Buot
don’t you mean “brweekly?"”

I rather like the personalized writ-
ing of vour antiele on Gold Seal Glass
Wax. 1 feel that yvou definitely have
written some thoughts whieh might
have value. if understoad, thal many
articles  about  our  besiness  have
II|i.-.-|‘|l.

HAROLD SCHAFER
President

Gold Seal Compny
Bismarcl., North Dakota

Gongratulations on vour two edi
torials in the 26 Febirnary sPoNsoR.
The one on BN was sound and very
well put. Y our houquet for Sales Man.
azement s ,-upnl.'lliun figures made a
lot of sense. and 1 think the spirit
behind it was excellent.

Crakees I Hassonn
| 'ice President

o £ { e Rl R

| started to dictate a note ol con-
sratulation 1o vou about the way you
handled the BMB situation in vour
feature article, and 10 thank vou for
the nice mention of Sales Management.

Then someone called my attention to
another page. where under the head-
ing. “Applause.” vou wrote what |
think i= the finest tribute ever written

(Please turn to page 52)
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KCBS... Hail

FOR THE LISTENER - K('I2S now
becomes wnmistakablyassociatod
with CBES—today carrvying the
greatest schedvle of eutertain-

meil cver econeculraled on ons

network tw the history of radio,

And thisstar-studd dC DS seled-

ule is backed and blended with

KCES local originations which

cater o Novithern California
) listening likes.

ADVERT'SERS, TOO0 —-lucal, na-
tional cpot, and network —shae
new advantages from this rein-
forced ideatity between the aet-
work and its San Franeisco
\ outlct. For tustenee, more than

Columbia!

On April 3ed the call letters of KQW, San Francisco, were
changed to KCES. And that dotted the last “i" and erossed the
last“t"to the fuct that KCBS is now a Columbia-Owned Station.

Making our San Francisco outlet a Columbia-Owned Station
and switching its call lotters to KCBS means a lot of good things

to alot of good people, Including you.

200 adrervtisements promoting
KCBS-CRS programs are now
appeariing o crery dewspaper
throughout the entive KCBS 50-
100 BME Awdivuce Avea,

A SIGNIFICANT "EXTRA"
KCRBS iznow represeated wation-
ally by Radio Sales. .. Radio and
Television Stations Representa-
Live—=CBS. Which means you now
canget penetratingand resouree-
ful data about the KCES market
and Novthern Califorwia listen-
g hubits, plus complite aud
accurate information on how to
gelt KCBS listeners to buy more
of youwr product—fastor,

Ask us or Ruadio Sales how KOCBS —="Columbia’s Key to the

\ Golden Gate"—can be yvour key to greater profit. KCBS
' “Columbia’s Key to the Golden Gate”

/ 5,000 watts, 740 Eilocyeles, Columbia Owned, Represented by Radio Sales



for profitable

selling -
INVESTIGATE

Represented by

ROBERT ME EKER

A S SOC1 ATES
Mew York . Chicago
A Son Francisco  »  Los Angeles
APFILIATES

Cloir R. McCollough

Managing Director

STEINMAN STATIONS

E. James MceGookin*

Revere Camera = a firm that would very muoch like to be number

Advertising and General Manager
Revere Camera Co., Chicago

one i its feld.  1f s sales rl_f_'_lllr'- don’t soon Lop those of Fastman
Kodak and Bell & Howell. it won't be for lack of ll'_\in;.', The |-i_'_‘
Chicago firm is out to sell its line of & mim. and 16 nun. cameras,
projectors, and accessories 1o the ardent hobbyists who make up the
ranks of America’s largest indoor-outdoor hobhy, and to do it, is
depending heavily on its ageressive merchandising and promotion
effonts. This is James MeGookin's ||='|nlrllnvnl. The tall. ||r'|‘}r-
votced ad execeutive direets the spending of a hudget (nearly S1.000.
000 for 19497 that has already given a sizable jolt to much of the
thinking in the camera-making industry regavding advertising.

Indu=try estimates show that more than $11.000.000 will be spent
thi= year by amateur and semi-pro moviemakers [or eameras and
sadget=""  Revere intends to continue bhuilding up its name within
this lucrative market by using the Jfo Stafford Show, a weekly 25-
minute musical opus on A6 ABC stations, and by spending the
remainder of the budget for magazine space and other forms of
promotional activity,  McGookin promotes the show heavily o
“r'\'t'!r {lt‘.‘lll't.‘- H | lJ!:_ xl'”'lll;_' ]lni]ll in :-ln:kin;.’ “l‘\t‘l'f' !"Il).i]rillr‘lll.
and recently took the entive show around to a banquet of the local
chapter of the National Photo Fimshers Association in Los Angeles
to whoop things up a bit for Revere.

The faet that Revere is in radio at all puzzles not a few peaple,
particularly some of those who feel that the printed page is the only
wav Lo sell movie camervas. In 1917, Revere ook the plunge in
network on Mutual with the Jan Auwgust Show. later switched it 1o
HI Star Revwe. a show which hecame a sort of Revere family aflair,
inasmuch as Revere exeentive Ted DBriskin is marvied 1o aclress
Betty Hutton whose sister Marion was starved on the show,  With
that straightened out. MeGookin moved the show to ABC, hived in
lo Stafford. and looks to be set for awhile. MeGookin s modest
abont the results obtained from his broadeast advertising. but the
ales eonrve keeps going up.

Neen rizht with Jo Stafford.
source: Popular Photography Warket Analysis

SPONSOR



Conceived by WNAX and conducted by WNAX
in cooperation with Farm Extension Services in
Minnesota, North Dakota, South Dakota, Nebraska
and Iowa — the WNAX 5-state Farmstead
Improvement Program is creating a better way of
life for the Midwest farmer. For the past ten

years emphasis has been on cropland improvement
and increased production. The Farmstead Improve-
ment Program is designed to improve the home itself
— making possible a more comfortable and gracious
life on the farm. During 1948 (the first year of

the three year program) 1,044 farm families
representing 203 counties participated in Farmstead
Improvement. First year winners were selected from
entries in each state. These state w.nners—the Bill
Hendricks family of Brookings County, South Dakota
—Emmet County, Iowa's, Sam Naas—the Ben Ludtke
family, Blue Earth County, Minnesota—the Floyd
Bosserman's of Golden Valley County, North Dakota
—and the Fred Kriesel's of Cheyenne County,
Nebraska—were honored at special celebrations.
Each received a WNAX $1,000.00 merchandise award.
Inspired by the program, 1,039 other farm family
entrants made substantial “farmstead improvements.”

T lowA

The vigorous growth of this ambitious campaign
for better living has been given added impetus by
increased merchandise awards made available for
1949, The WNAX Farmstead Improvement Program
had definitely caught on. Hundreds of new entrants,

fired with enthusiasm for the project, are submitting
applications for 1949-1950 participation.

WNAX has been able to lead its farm families in
this gigantic Farmstead Improvement Campaign be-
cause of the confidence Big Aggie folks have in the
station, This unique broadcaster-listener relationship

has been a large factor in the development of WNAX

dominance in Big Aggie Land—a rich, 5-state
major market.

WNAX continues—serving the Midwest Farmer,
. A (Cowles Station

570 KC - 5,000 WATTS

iliated with the American Broodcosting Coe.
Represented by the Kotz Agency

Il APRIL 1949
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ave a wonderful time’

TAKE 13} WEEKS WITH PAY...0ON WOCCO

Stay on weeo all vear ronud —icithout a Swmmer hiatus—1to hiave a wonderful

tinne! Simmertime in the Ni_ll'lll\\'l'-l is just what the doctor ordered.

B1G SALES! Throughout the 6-state woeco territory. retail sales are just about
as high (5699.000.000) in June. July and Anguost as they are in any other
season. Northwest farmers harvest cash erops of 8865.927.000 in these three
wonth=. and more than two million vacationist= bring in Gand gleefully .-|wnd)

an additional 8212.000.000,

BIG LISTENING! Weco delivers an average daytime Twin Cities Hooper of 6.0
in the Summer—358°7 better than any competing station. (Throughont
the 6-state arca surveyed by the ¢os-weco Listener Diary.” weeo

averages 20077 more listeners than any other Twin Cities station.)

BIC PRECEDENT! Last year. 18 blue-chip local and national <pot advertisers
(30" more than the year hefore) staved “on the job™ all vear “round on 50.000-
watt weeo, As they I do again this year. . having o wonderfol thime, making

siles while the sun shines.

You'll find. as~ they have found. that the 13 Summer weeks on weco are 13

weeks with pay. For reservations. see ns or Radio Sales,

sonsocue WOOO

Reprosewded by BADIO S ALES

Minuvapolis-Neé, Paul « (IS



NOW

AVAIlABlE

WWOC

n Wahingmn

CONCERT

Here's a new kind of disc show
featuring the world's greatest
music plus the sparkling com-
menls of America’s most dis-
tinguished music critic, Deems
Taylor. Greal guest stars are
heard on each of the 30-minute
programs, five times a week. It's
a wonderful buy for participa-
fions or complete sponsorship.
Ask your Forjoe man for details.

1:30 to 8 P. M.
Monday through Friday

AM-FM—T_I_13 D. C. Independent -

REPRESENTED NATIONALLY BY
FORJOE & COMPANY

New developments on SPONSOR stories

: ' “ See: “Moking Good With o Speciolty"
l ob Te Issue: Moy 1948, poge 38
Sub|e£! The thinking bock of Ronson's purchase
of o second air show.

Ronson accessories (lighter fluid. wicks. flints. ete.) have played
second fiddle to Ronson table and pocket lighters almost from the
beginning.  lowever. Ronson has been m lli\lllﬂ" them for vears
through a wider distribution svstem than that which sells the II"Illl s,
and their aceeptance. backed by small-space magazine ads and e.t.
announcements, has inereased steadily. By January of this year,
Ronson decided that the aceessory business was a profitable one,
and it was time for ils own air show to do the selling job.

\ lesser. but important reason for the Ronson purchase of the
capsule (five-minute) Johnny Desmond Show on nearly 500 Mutual
stations every Sunday night is the discount factor. Ronson is an
tmportant Mutual client. ha\:u" sponsored Twenty Questions since
mid-1916 on that network,  Adding a new program put Ronson in
a dollar-volume bracket that afforded 1t a real discount. With the
mereased sale of the aceessaries. the [act that Ronson has a new
product (Penciliter) to plug on Twenty Questions. and the favorable
dollar-volume discount. Ronson felt that the crooning of Johnny
Desmond and the commerdial pitches of Charlotte Manson could
do a good. low-cost job in reaching new customers for Ronson
accessories.  Latest research figures bear this out. and show that
Ronson’s cost-per-thousand-homes-reached is a littke more than a
IIII][;II'.

Ronson didn’t take any advertising dollars from s original
£2.250.000 advertising and promotion budgets,  The Desmond show
is an added starter with its own budgetl, and does not conflict with
Twenty Questions. selective TV eampaigns, and magazine advertising,

See: "Crusoding Poys Lee”
-"k » lssue: Februory 1947, p. 9

Suhlecf ABC outlets toke Drew Pearson show
off line ond sell lote repeot to local Lee
dealers

Repeat broadeasts of Drew Pearson’s 6 pan. Sunday broadeasts have
heen sold by 22 local ABC stations in eities throughout the coun-
try. and the list is growing steadily.  The Frank H. Lee Company,
makers of Lee hats. sponsors Pearson’s regular live broadeast. The
program is taken off the line for the repeat later the same evening.

Strategists at Wiliam 1. Weintraul & Company. Ine., Lee agency,
came up with the idea. 1t is a further solution of the original
situation in which Lee dealers, from the start of Lee’s sponsorship,
wanted to take advantage of the Pearson show by buving announce-
ments just hefore or after i, The idea is paying off in the sale of
more hats,

One men’s shop wrote that its hat business was up 2070 over last
year in the period 7-19 March. and credits the increase largely
to sponsoring earson. A large departiment store’s sales in all de-
partments were down in February, except the hat department, which
was up. They also credited the new Pearson repeat.

The first three stations to sell the t'w[u‘;ll were WIZ. New York,
WENR, Chicago. and KECA. Los Augeles.  As soon as other ABC
managers heard about it they wanted to get in on the deal.  lLee
<ubmits a list of eligible dealers in ecach ity where the original
broadeast is heard. .||::| reserves exclusive right to approve or reject
any proposed local sponsor,

Ihe show must he repeated on the same Sunday night as the

(Please turn to page 96)
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BROADCASTERS PROGRAM SYNDICATE

f_?;_-i'e: colif: Coopemhve Program Syndication Plan — wnder dlrechon of

B 4w BRUCE EELLS & ASSOCIATES

2217 Mamvilla Dove's Mllywood 28, California’« HOllywood 9-5869

= LYrs \

For mechrship information — and “Pat O’Brien”, “Frontier Town”, and “‘Adventures of Frank

Race” audition records — write, wire or phone. A total weekly fee equal to your one-time national

class-A quarter-hour rate entitles you to all these and future Syndicate programs. * % % %




KFH IS TOPS

IN THE TOP KANSAS MARKET

/‘*«\\!elgh these Yardsticks

TOP POWER

5,000 WATTS DAYTIME
5,000 WATTS NIGHTTIME

The most powerful full time station in Kansas.

TOP HOOPERATING

KFH has the TOP rating on listening audience.

\\\
AN
TOP NETWORK—-CBS
The only full time CBS station in Kansas. For
20 years KFH has broadcast CBS programs a

large portion of every broadcast day.

KFH is TOPS in history too! Established in 1922, the ® 5000 WATTS — ALL THE TIME. ..

first radio station in Kansas, KFH has consistently
increased its power, 1ts program quality and its audi-
ence to maintain leadership in its area through the
years. KFH is backed by the Wichita Eagle, a leading
Kansas newspaper, established in 1872.
the voice of the Wichita Eagle CBS

REPRISENTEO NATIONALLY BY (DWARD PITRY & CO., INC. WICHITA, KANSAS
-
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New and renew

WI New on Networks

SPONSOR AGENCY NET STATIONS  PROGRAM, time, start, duration

Douubleday & o Muber loge MEs aN Doubleday Quiz Club; MTWTYF 11:15-12 noon; Mar 2»;
I whks

General Mills Ine Lknox Reeves Bs 166 Bing Croshy's Wheaties Baseball; Sa 19-11:00  png
Apr 17

International Silver Co Young & Rubicam cns 17 Adventnres of Ozzie & Narriet; Sun 6:30-7 pm; Apr 3;
52 wks

I*. Lorillard Co Lennon & Mitchell Al 173 Stap the Music; Sun 5-5:15 pm; Apr 3; 52 wks

Perfect Cirele Co Ilenn Hurst & McDhonald MBS 191 Indianapolis Speedway Race; May 30

{Quaker Oats (o . J. La loche Al 156 Talk Your Way Out OF It; MWF 3-3:30 pm: Mar 30:
1 wks

Charles 1. Silver (o lirooks MIisS 23 Take A Break; Sat 10:45-11 am; Mar 12; 52 wks

William 11, Wise & Co Inc Twing & Altman cns 24 How Ta Get More Out of Life; Su 11:05-11:15 am;

Mar 27; 4 wks

(Fifty-two weeka generally meana a 13-week coxtract with optiona for & succewsive 13-week renewals. Is subject to cancellation at the end
of any 13-week perivd)

Renewals on Networks
SPONSOR AGENCY NET STATIONS PROGRAM, time, start, duration

Equitable Tife Assurance Warwick & Legler ARC 260 This Is Your FBI; Fri 5:30-9 pm;: Apr 1; 32 wks
Saciety of the U.S.
First Chureh of Christ Scientist H, B, Humphrey MES (%] Healing Ministry of Christ Scientist; Sa 1:13-5 pmg
Apr 2; 13 wks
General Fonds Corp Benton & Bowles NRC 77 When A Girl Marrvies; MTWTF 5-5:15 pm; Mar 25;
32 wks
w9 Portia Faces Life; MTWTEF 5:15-53:30 pm; Mar 25;
52 whks
S (. Johnson & Sons Ine Needham, louis & Brorby NBC 163 Fibher MceGee & Molly; Tu 8:30-10 pm; Mar 2%9; 32 whks
Lever Bros Co RuthrauT & NMyan cBs K7 Aunt Jenny; MTWTF 12:15-12:30 pm; Mar 21; 52 whks
Lever Bros (o Young & Rubieam Bs 150 Talent Seouts; Mon H:30-9 pm; Apr 5; 532 wksx
Manhattan Soap Co Inc Duane Jones NBC 162 We I,n;‘a & Learn; MTWTF 11:15-11:30 am; Mar 2s;
3l wks
Mars Ine Grant NBC 135 Dr, LQ.; Mon 3:30-10 pm: Mar 27; 52 wk
Miles Labs Ine Wado NI 152 News of the Waorld; MTWTF 7:135-7:30, 11: la-ll.ﬁll pm;
Mar 28; 52 whkx
Procter & Gamhble (o Benton & Bowles CBs 114 Perry Mason: MTWTF 2:15-2:30 pm: Mar 25:; 52 wks
Toni Co Foote, Cone & Iel ling cns 149 Crime Photogropher; Th 9:30-10 pm; Mar 23; 52 wks
William H. Wise & Co Ine Twing & Altman 'Bs o6 Handy Man's Guide; Sa 2-2:015 pmi Mar 5; 9 wks
Ill;\\' In Geet More Ohut of Life; Sa 2:15-2:30 pm: Mar 5;
whks

National Broadcast Sales Executives (Personnel Changes)
NAME FORMER AFFILIATION NEW AFFILIATION

Guy Cunningham WEEI, Baoston, sls prom dir sSame, sls mgr

Jules Dundes WOUBS. N.Y., adv. sls pram mgr KOW, S, F., sls, sls prom dir

Murray (. Evans — WGEBEB, Freeport N.Y., sls mgr

Robert Friedheim NBC {(radio recording div), N.Y., dir World Broadeasting, N.Y., sls mgr

Cy B. Ueller WIPA, Wahington, I*a, mgr WIMA, Lima ()., sls dir

George Tlenderson Citizen, Columbus 0., adv rls dept WLWC, Columbus 0., slc mgr

Ttobert S. llix KFII, KFII-FM, Wichita Kans., sl staff Same, sIs mgr

Rohert M. Richmond May Co, Balte., publ dir WCAO, Balto., asst mgr in chge natl sls, prom
Phil Wood WFMJ, Youngstown (., sls mgr WROW, Madison Wis,, sls mgr

Sponsor Personnel Changes
NAME FORMER AFFILIATION NEW AFFILIATION

Paul Christinn Cansalida‘e] Cigar Corn, N. Y., exee vp Pal Blade Co Ine. N. Y., sls, adv dir !

1.. Russel Cook W, A. Claary Corp, New Brunawiek N. 1., vp Wilhur-Suchard rh...-mmp Co, Litity Pa., vp

dohn A. Crowe American To“aceo Co, N. Y., asst t‘hwl‘ of mig Same, vp

Harold R. F. Dietz Emerson Ralio & Phonograph Corp, N. Y., asst Same, sls prom mgr 3
Iy pram mgr X

Jo-eph V. Getlin Ralston Purina Ce, St. 1., cereal advy mgr Same, sla, prom mgr cercal div

Arthnr Gro“art Necca Records Tne, L. AL, asst to Western div mgr Same, N. Y., sls prom mgr g 3

Charles 1. 1lajek — G. Heileman Brewing (o Inc, LaCrosse Wis, sls mgr ¥

R. M. Hood _ U, S. Rubber Co (Gillette Tires div), N. Y.. adv, sls prom ¢

mer

® In next issue: New National Selective Busivness. New and Renewed on TV
Advertising Ageney Pevsennel Changes. Station Representative Changes
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Sponsor Personnel Changes (coninued)

NAME

FORMER AFFILIATION

NEW AFFILIATION

Harry Keller —
Ernest Il Kosting
Aaron Krochmal
Itarbara A, Kross
Edward ). Lane
ichard K. Law
Sydney Lowengerg

sly, ady mgr

Frank Oxarart CHS, Western div, transcontinental network sls

mer

Morriz Pearbinutier
I, Kenneth Philips
Jonas Itasenfield Jr
Kay Smeya
Gall Smuth

Grant, Miami Fla,

aclivitis
Walter F. Spoer]
Alfred N. Stevle

IPrescott A, Tolman —
Frank M. Underwaml —_—

New Agency Appointments

Geyer, Newell & Ganger, N. Y., copywriter
Oppenheiin, Calling, N. Y., fashion artist
Lamont, Corliss & Co, N. Y., sls mgr
American Hospital Supply Corp, Evanston 111
Esquire Ine, No Yoo als prom. mdsg mgr

. L. MetCall G, Heileman Brewing Ca,

Lamont, Corliss & Co, N,

20th Century-Fox, N, Y., assi ady mgr

PP'rocter & Gamhble Co, Cinci., nighttime radio

United States Ruhbher Co, N. Y., gen sls mgr
mechanical goods div

Coca-Cola Co, N. Y., vp in chge sly in 1.5,

"hiladelphia Evening Bulletin, "h3a., adv mgr
Burlington Mills Corp, N. Y., adv mgr

Anchor Distributing Co, Pittsh,, adv, sls prom mgr
Lane Bryant, N. Y., adv mgr

Same, vp

Tru-Ade Inc, Chi.. adv, pub rel dir

Champ Haty Ine, 'hila,, vp in chge ady, retail mdsg
Jacob Selimidt Tirewing Co, St I'aul Minn., gen sls, ady
mgr

Hunt Foods Ine, L. A, adv, mdsg mgr

La Crasse Wis., gen

Edizon Brothers Shoe Stores Ine, 5t L., adv, prom dir

Same, vp

Same, ady mgr

Macfadden-Deauville [otel, Miami Beach, ade, publ dir

Proeter & Gamble Productions Ine, Cinei., dir in chge
nighttime programs

Same, gen sls wmgr all div

Y., mdse mgr

Pepsi-Cola Co, N Y., firsi vp In chge sls operations in
U.s8., dir

Eastern Air Lines Ine, N. Y., gen sls mgr

Petri Wine Co, 5. F., gen sls mgr

SPONSOR

PRODUCT (or service) AGENCY

Adelphi Painl & Color Works, N.Y,. ... .. ... ..,

Allied Chemical & Dye Cuarp (General Chemical,
At % v i Iy
M. E. Bear Co. 1. A.....
Bistiton-Wheeler Tne, Hion
Blum’s of San Francisco, 35, F.
Cheselirough  Manufacturing Co, NY. oo
Clucago Laundry Owners Assn, Ch, ... ..
(leveland-Sandusky Hrewing Corp, Cleve. ..
Consolidated IRRoxal Chemical Caep, Chi, ..

lh-]wm i hovolate & Innll_\' '\]nllul'll‘ll.ll"ll‘lz Cu Ine,

Thomas Emery's 'wmi Inr. Cincis e e e
Fairhanks=Lloyd Corp, No¥Yo Covais e o0 L diaas

General fee Cream Corp, Scheneciady \.\.
Haley & Raskob Enterpeises, Richuond Calif.
Juel Cu, Chi. . ey e |

La Wegione Siciliana, Palermo Daly

Los Angeles Mirror, la AL

Los Angeles Thnes, L. A,

Nassour Studies, H'wood.

Netherland Phaea Hotel, Cinck

Vietor Neostadil & Co Ine, NJYL

Old Juidge Coflee Co, S1. L.
Philadelphia National Leagoe Baseball l Tul, llul.\.
Piltshury Mills tne, Mnopls.

IMally Prite Curp, NOY,

Peactor Eleetrie Co, 1"hila.

rocter X Gamble Cu, NOY,

Peocter & Gamble Cn, Vinei.

fteal Awher Brewing Cn, 8. 1.

Iiiepnt Lo, 8t L.

Hanson Art Metal Warks Ine, Mewark Mol
Suvnye Specialy Co. NGY.

Stuvmaker Lueke Ca Ine, Laneaster i,

Solveiitol Chemeal Produaets Ine, Detvan
Sumdhiern Dairkes Diey Wash,

Stephen Produel Co Tue, NOY.

Sabued e NLY.

Sunnet Apphance Stares, NY.
Tharnbred Doy Fond oy Cineis

Uoow € eptral Lile bowuranee Coe Cinew
Voeonus Foundation Garments, Chi,
VoeTone Peaidners Ll Honolton G,
Whiting Milk Co. Charlestown Manw,

LAdelphi's Redi-Blend ..., .......

Jbaking mixes ...l ieea.
.Miller Retractalle Ball
CoUandy, confections

.-Vaseline Cream Hair Tonic |

.Netherland, Terrace Plaza Hotels ...
-Nodor household odar absorhent
e Urpami =i e din s man e R st cove s Woodward & Fris, Albany N.Y.
Glass clenner
air preparations
.Travel ,.....,

..Gordon & Mottern, N.Y.

PRty iy sy PR g, 3 T |3 LA T S S
vervveess arry Pendleton, L, A.
oint Pen. ... o Moser & Cotins, Utica N.Y.
voorManroe Greenthal, L. A,
Aavtons N.Y., for TV
vviiesJun W sShaw, Chi,
cisenis s Carpenter, Cleve.

Alrex insecticides

Anstitutional -, .. ... 5l aldie
Ileer

._hrnn‘k'a Shave I\lnm. Mar- () Ull

Shampuo ‘.o saieinesas civeereaeaes s Ruthrau & Ryan, Chi.

CRHAY. e vine SRS R oL b e g (5T B HATS JParis & Peart. N.Y,
SRuthraufl & Ryan, Cinei.
vosBidwin Tarkin, N.Y.

.. Botsford, Constantine & Gardner, S. F.
. Walter L. Rubens, Chi.

.. .Gutham, N.Y,

_Newspaper - th, Bull & MeCreery, IH'wood.
ICONYSIADOT © siaoes <o n s 8 pm a1 8 9w A 0j00:m covewenmalley, Levitt & Smith, L. A

Afriea Sereanss t:\hlmn A Costello tilm). . William Kester, 1'wond.

coldrell Sun i ae s vaveraessa s dtuthraull & Ryan, Cinei.
HAweetop chocolate flavored ereamed
TR a i s i akid e 8 b s IREE R Poarty WY
(00, £ e P PR S T Asardner, St L.
Basehall clubh ... .. ey et Weightman, 1"hila.

CPillsbury's Best llunr. Sin hlll.‘(‘ll rﬂkc

Nour, pancake mixes .  Leo Burnett, Chi.

Walterless househald cleaner .. ciwe-oalla W. Frirfax. N.Y.
Fleeteie Mlanket . ov.ovnisvarens s ==y Gray & Raogers, Thila.
Ty, Bigwid detergent .. o ciabiiniayarens Biow, N.Y,
Lilt (permanent wave kit) . 1o oon W, INGY
(110 e o L s o B At CAbbott Kimball, 8. F.

Olian, St L.
firey, N.Y.

I'ens, pencils, Lighters
Penril, cigarcite lighter

Harner's liguid shave . : o ldwin PParking NUY.
Madlocks, locking deviees, brass
bronze hardware ... : cotieay & HRogers, Phila.

Sdoucko, Wavbnrn & Frankel, et
Tucker Wayne, Atlanin

Lewin, Newark N.L

dwin Marking NOY.

Cleaning  compound
Dianiry prads ...
Aito-Magic Mictuve Gun
Weducing walun

Applinnees .. ..., .Bobley, N.Y.
Pog fond ... - Kammann-Nahan, Cinci,
T L L) L - e Clbelph 1. Junes, Cined,

Edward A. Grossfeld, Chi.
. 3. Gihbons, Toronto
Clinmbers & Wiswell, Boxton

Foundation gurmom-
Soft dvink ...
Dairy prods




" MOVE
OVER,

I've had listeners

in there for
YEARSé{

Could be, but the war's
over, bub, Listeners don’t

“fish” for out of towners
now a days. They listen
to their home stations.

Timebuyers, like Frigidaire,

who are abreast of the times,
are realizing this change in
the trend of the post war

listening habits—and Frigid-

aire is doing something about

)

T

CENTRAL LOUISIANA'S
FASTEST GROWING STATION
Mutual Broadcasting System

NEXT MONTH 1000 w—970 kc

All programs duplicated over
KVOB-FM at no extra cost

W. H. Dick, Gen. Magr.

| Rodic Sales




Forecasts of things to come as

a1l ."-q ﬁl'll\?lllil\ r'i.’lf.lrf”\

Vacations up this year, but
individual spending down

Vacationing will be at all-time high this vean Spending
per individval twoaweeks with-pay will be lower. but the
puntber will he up. many takivg their first vacation in
vears,  The lush spendey =o't in abundance, and those
making reservations are asking costs more frequently than
since hefore the war. More hotels and resorts are on the
air, or seheduled, than atany time during past seven vears,

Retailers concentrating on
price-appeal advertising

Retailers vsing the air thronghom the nation find thm
most potent appeal is price. and 517 of all local-retail
broadeast advertising was price-minded  dvring  January
and Febvuary, There's no indication that there’l be any
change before late Mav. when impending marriazes of
thousands will inerease huving.

Corporations again
research-conscious

Market research, which suflered alomz with all rescareh
from the Dewey error, is back in good graces again, A
nmber of hig consumer-product organizations have ye-
hired researchers whose eontracts they “foreot™ 1o renew.
and top-ten corporations” market research staffs are heek
to pre-Dewey level,

Piece goods sales
to continue up

Picce gonds and fabric bhusiness in general will continee to
improve hecause women have returned to making their
own, Individoal dressmaking alwayvs means hetter vardage
sales and at beter prices than gqnantity sales 1o manufa-
turers. Alveady o number of fabrie honses are plonning
sewing lessons on TV and depavtment stores are inereas.

g thear precesgomds «f|-|~;||1||n-|l!'-.

Hollywood shooting pilot
pictures for TV showing

Fal of Holly wood ostrieh attitude towards TV i at hand,
Faery maotion pictare company in the pation has a pilot
motion pictire in the works that’s plamed for TV show.
\\l'l]‘ I‘il” ].lli]j_'t',
engineering vope at CHBS has heea elected o Society ol
\Maotion (SMP'ED First TV
motion pietnre prodoeed Ty magors will he sneak-presiewed
|I|}\. {”lil'(l‘llf' s Lev site \\I}iﬂ vin }rl‘
done 1o hring Hollvwood qualite aud TV price together.

ing and mavhe theater showing. as

Pieinres Bngineers hoard.

~ometime during

20

Coal advertising to be
heavy this Spring

Becanse it's expected that the coal miners will be called
oul on strike late this Spring or early Summer, big coal
corporations will be spending more money on advertis.
Idea is that
Lewis pressure will be less effective il in-bin supplies are
adequate.  Radio will reeeive about 30°C of the extra
advertising. with newspapers getting practically all the
rest,

ing than usual to get eoal into the homes,

Failures up, but not
among broadcast stations

Despite the enormous inerease in station competition, the
fatlures of broadeasting stations are currently less than
anv other form of bosiness. While a number of consumer
publications have failed. and the death rate among trade
papers has been highe this isn’t true of radio operations.
I's expected. however. that a few broadeasters will eall
quits this year hut percentage-wise business reporters indi
cate. i's nothing 1o he disturbed about,

Over-planting by farmers
disturbs economists

“I--.lpih- “-;""in;_u. ||} economists. farm Ill(lillill;_' will be
up this vear in same cases as high as 3070 more than the
government desives. Government price support  assures
farmers of a reasonable prulil‘ so farmers are [l‘!lin;
Unele Sam take the bhrunt of over-planting. Price supports
are not expected 1o be dropped. despite some feeling in
Washington that some ruralites are taking advantage of a
vond thing 1o the extent of some £3,000.000,000, U, S,
Department of Agriculture is expected 1o sponsor an inten-
<sive broadeast campaign 1o inerease econsumption of farm
produce, but even it doesn’t beliees that the -n‘t'r-prmhh-!inn
can be consumed.

First quarter statements will be
up, and advertising budgets increased

Most of the greal foad ('nmp:lllit':a will show better earnings
for the first quarter of 1919, hut there are elear-cut indi-
cations that the second quarter won't look nearly as good
for many corporations. General Foods™ net is up. as are
the nets of other multi-produet organizations,  First-quartes
money sel aside Tor advertising is up about 1077, much
of it howover, won't get into primt or on the air until

this Fall.

Radio to be asked to
prevent "slip" going too far

Radio will be called upon to prevent the “ship™ in prices
and emplovment from hecoming a recession. Business
feeling i that what's happening is “pormal™. but publie
apinion experts know that the “slip™ can hecome a whaopper
of a depression. if consumer thinking starts in that diree
tion. The 5.000.000 memployment talk (it's only 3.200..
000 now 1 already has wage-carners worried and buving
only neeessities, FCC realizes that TV can help enshion
the shump. and is roshing its unfrecze as goickly as it can.
while still teying to do right by broadeasters and listeners.
Broadeasting will have to condition the public on the fact
that what's ahead s zood Tor it

SPONSOR




Go W.LS...

Ohe du font Award

“for outstanding and meritorious service in encouraging,
fostering, promoting and developing American ideals of freedom and
for loyal and devoted service to the nation and

to the commiunities served”

ADIO Station WLS has just received the
1948 Alfred I. du Pont Radio Award. From
among all the nation’s large radio stations, WLS
was sclected as the one best achieving the above
objective.

This recognition was based principally upon
"Adventures in Freedom,” dramatic program pre-
sented cach week as part of WLS "School Time,”
educational series heard daily in thousands of
classrooms. "Adventures in Freedom™ is designed
to stimulate young listeners to an appreciation of
our American heritage of freedom; to point out
how that heritage applies to everyday living, and
to awaken individual responsibility toward the
preservation of the American way of life.

890 KILOCYCLES, 50,000 WATTS, AMERICAN AFFILIATE.
Il APRIL 1949

As early as 1925, WLS originated its "Little
Red Schoolhouse™ programs and since 1937, has
broadcast "School Time,” planned with the help
of an advisory council of educational leaders, to
supplement and enrich the regular classroom cur-
riculum. A thoroughly outlined advance schedule
for teachers, an annual award for the best scrap-
books illustrating the programs, and regular pub
licity in Prairie Farmer all add to the effectiveness

and value of "School Time."”

Although education is only one of the many
services we provide, of needs we fill, it typifies
the reason why WLS is welcomed as a friend in

millions of Middlewestern homes.

W CHICAGO 7
REPRESENTED BY JOHN BLAIR AND COMPANY.

The

PRAIRIE
FARMER
STATION

21



ALNT

MARY

sty eesshal o

haet i el FILE BEALNTING HHOUR S Ouginal

(REITL] v hiological

w oo’

al themoes gl ¢
W i1 vaelio mopters
; et shiape se1ien
1 (1) Betty Vs
I Benrs hoeec
ih 72 half-buwes for
o

FOR A ROOM WITH A VIEW . .
e cenit [Hlete e Ry SDICA L
oA dletarl
516" ut
ettt be b ter e il
tleve vt visi lr b e

li+ Stevens Hotel |

NiAsIeTivs,
thoillers, crime cinsade
ery Lles by i

cran ted I vadho

stars, inehulinge

Jodd Prooty

Peei vk Biroaniliaist

FHE PEAYHOUSE OF FAYORITES
I he wonldds hest known and loved

novels sl plses o Toal Tty

thammatized editions experthy sudapted

lor o= with allstar casts, mncudimg

Wendy Banae, Les Hienunne,

Joshin Carnrapeline Il issey

Some ol these prestise prosrais g

dnel Sieng

1 Tale €2f o Gities.,” “Rijp l'an
Wind “Little W opment U8} Haonse
(I Nemwenn Conlifes,” Y Lelventures
) I N ALY .
/ 1 Haod
2 hulf-bvurs Jor 1 k't b vant
: ),
; bl




cd Rsﬁ.-"

OTHER NBC
LOW-BUDGET
RECORDED
PROGRAMS . ..

Ldventure:
.“ B 4 SEAND BY FOR ADVIENTURE - 7R Qquatreer HTHITER ] i werk Liroadeast
X Tren, s
-

Reowance:

MUOUDIRN ROMANC]s—150 (rearien hours Lor 9.0 (AU S B A 8 e 0§

Tlarr-rarsers:

e wreikh vkt == hall-hows Tor ocoor mote-weekhy hroalcis
A HOUSE IN THE COUNTRY  Rool-raiving, ]“"|'|‘|'I‘L| IONS The }_lllllll:tlll MUKRCER MOLEOL P MEAN WELIE 1 S10RY 52 quarier-honrs
lvila ions -IIII'IIJlIll-.(UIHl'{l'u aned o closer full ol Tun color ol music woven with e lor 1 week brogadeast
oo based on the trials of 4 voung cily bred couple colden thread of words . ..
. & : e ] p . 4 FIVE AUINLIE AVSIERIES 200 Ine e [Predrins bon
it their sesnch Tor peacelul Living in the county. supplving s long-stinding denned Wil | N :
. . . X . . s Vo Wy s

A well-constrncted  program, teaturing top for o program desi e Sl Ly
network talenn and tamilyosivled for telased meditative listening & .. Thionwan Tntevest:
connty wide appeal. learnrimg Camada’s Tinest radio N ol o | L |

AL 3 U 18 1 MO LB RCT - T s 1O 5000 Wi seRiele st
32 half hours far lasiceck | roadeast talent ... Nm .i””'.hu”ll L o

masionm commercial ellect \){;,;;h_-

cutertammmnent valine.
el gy
Sor 2onawerk browdeast

PIORON G LI SPORTE G Ass witle sasl naves—s2 tuatter -hows lor

i an-2a week broadeast

liowrs

Juvenile:
PEADIEY YR BRI = a1 lill.ll“'l lionrs [ B "]f Cliristunas =4 l)("\l'

Christngisy Tor 2 o1-9

pasweek broadoast
MAGIC CHIRISIMAS WINDOW —27 'lll.ll!t" hours fin 1”('( It istias
bivevacleast

BEsEsA s a6 quanter-homs lor g-a-week oadeast
Musical:

s 1o sine—156 hive-minne progenns lor g0 week hroadeast

CARNON ROIINON AND T0S B0 CRAROON 007 apravter hoaes
Liegquency optional

_ = i LEME O B hoi oS asp sivsie Gy epeiter-homes lor o more-
s & “a weeklv brodeast
VRE VAN BAMAML aninind with totast ¢ ZkEy LET Apareer hours
{ o -a-week broadenst
Eapectally [or the Cinds:
COME WD GET J1—1530 (uarten howrs tow -0 week broadeast
Free-Munte Specralties
TIEE S MNLE MO AWEE N RE S MR o 2he hive nndnninte (eseanes lor
- Fn 54 weeh Bnoadeast
THE THREE SU NS AND A STARLEN ALLEN PRESCOTT . . THE CLELING LR MOSE O L OF LI0E 10y =107 Bve-nnntd Progams
Sutt bright thythuor sevled of sunlight WIFE-SAVER Nousehold hints il lor g week Drowudeast
andd suardust by America’s shining exponeits mirth-spattered patter thar attrac
il sihtle improvisation . lurtler L mail by the cnlomd and pur the —
eitlaneed by the glowing warmth ol guest program on the " Nissus® " st List
voclisis Nan Wy, l\:lz\ Armen, Irene mirihlnl nonsense that has placed and to make
Pave aned Donetliy Claire. Mlen Prescott amons pnetwonk Gnvorites

and anade sense oo aned dollars for—
NEHY SPHONSOTS,

the package

TH quarier-hours for S-a-weck broodeasi

560 guarter-lionrs for COmp'C"e
doaewerk hroadeast l;.‘.‘:‘,.m,
Vol 1 s
B Rt il
— - g - . and t el
_ Y ares o brildd i l I
adio-RéBarding Division
f Y | i ee—il "
CA Building, Radig New York = Chicage » Hollywood AL A \ ' ol II LU
s wllerend o Syoddcated Proerinm

USCES 3l NV ENTRAY COs]




1'1(.].

company

Our Mr.jamison sums it up: &

Mr. Jamison (always a fine orator) was recently asked to make a
short specch at a sales convention. Naturally the subject he chose was

Spot Broadcasting and the function of the station representative in it

“Gentlemen,” said Jamison in part, “Spot Broadcasting is the form

of adverdsing which should probably interest you the most. For it
approaches the great American consumer in much the same way

that you do... on a markee-by-market basis, with the object of producing
local sales. Because of this sclectivity, Spot is surely one of the most

profitable, lexible and economical media ever developed.

“I must tell you also chat the correct use of Spot is a very complex
proposition...with hundreds of markets throughout the country and
thousands of stations that rcach them, That is why firms of station

representatives are in business.

“Onc of the most distinguished of these irms—1 mighe add—is my
own employer, Weed and Company. Today, through diligence,
application and expert ability, we are doing more business for all of
our clients...and helping them make more money... than

ever before.”

Mr. Jamison's remarks were so well received we thought we'd pass

them along from one convention to another.

radio and television
Station 7"'6/)-l"‘ﬁ.ffizldff?)fj

new york =« boston « chicago + derroit

san francisco . atlanta . hollywood
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DESCRIPTION

General feeling is that Judge Miller has done a fine job, but
that he's not commercial enough in his approach to broadcasting.

Need for an aggressive staff to assist director Mitchell is stressed
by all sponsors and agencies who know of the operation of the

department. Not enough know what is being done.

Code is being more abused than obeyed. Sponsors claim that
regulations for broadcast advertising will not be obeyed without
some form of sanctions. Feel Judge Miller can find some way
towards enforcement.

It can't be done with $125,000 when newspapers have a million
or more. A motion picture is good, but it should be only part—
not the entire promotion.

NAB has done a good consumer job, but its trade relations have
been insufficient. Bob Richards is endorsed, but agencies and
sponsors say top-drawer policy makers prevent good trade paper
industry relations,

Local agencies feel that NAB has put too much emphasis on its
department-store promotion and too little on the many other
fields of retailing that should use the air. Most department-store
business is placed direct and pays no agency discount.

It's possible, the advertising industry believes, to have NAB set
research standards without involving any restraint of trade.
Plenty of respect for Ken Baker, but not too much for his
operation.
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DESCRIPTION

Feeling is that NAB missed the boat on BMB and thus lost friends
among stations and buyers of broadcast time. Sponsors want
BMB to continue, and so do agencies.

Sponsors can't see the results of Harold Fair's department. They
want intensive education for stations on basic programing facts.
Agencies feel that a brief station seminar on scheduling would
do a world of good for advertising.

Broadcast industry music licensing organization has improved its
acceptance at agencies and sponsors. There's still feeling that
it ought to spawn more popular successes, but usefulness of its
folk music and other catalogues is admitted. BMI TV music
availability is widely endorsed.

Agencies ask: "When will NAB get majority of the stations to
use its approved rate card form? Also when will NAB sponsor
a good TV rate card?"

Export heads of great manufacturers and international managers
of advertising agency departments contend that NAB's invasion
of the international scene is good.

Labor relations within the broadcasting industry have been
handled well, according to legalists at agencies and sponsors.
However, advertisers still worry about fact that secondary boy-
cotts loom every time there's a radio union problem.

Little is known about engineering activities of NAB's Howard,
but sponsors know that technical standards are improving all
the time. Agencies feel that station logging appears to be
more accurate, and credit NAB with this,

It's time for NAB to get into the television field and work for a
better understanding between radio and TV.

"FM is part of radio broadcasting—why not recognize it as such,
and try to get stations and agencies to understand its place in
the business?'"" say most sponsors. They don't want to decide
between FM or AM.

Regulate it, explain it, and promote storecasting. Many spon-
sors are certain it's a form of broadcast advertising that may
be primary long after radio itself becomes a secondary medium.

Sponsors look at transitradio as one of radio's greatest pro-
motional mediums. They also feel it's open to abuses and to
attack from printed media . . . so why not include it within the

province of the NAB?

It's not a current worry, but sponsors want all broadcast media
within one association—and FAX is sent through the air.
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Hummerts established serials fundamental. As in

l':\'t'l'_\' writer :ln(l |||‘m|l|c_‘<‘r l_-f a
radio  daytime serial has his own
formula for keeping Ma Perkins, Por-
tia Blake, and the rest of the fabulous
fraternity of serial strips beloved of
some 20.000.000 women.
formulas are all similar, and no new

The basic

analysis of them would generate much
light on how to make the serials sell
more products,

It is the secrets behind the formulas
that can pay off. “ll‘_\ reveal new pos-
sibilities for adding impact and appeal
to the programs as entertainment. and
indicate ways to make the commercial
ih‘l‘]f more Illltl'lllA |:r'.-l';lfl‘|l by a
number of independent sources now
makes il possible to understand more
clearly the facts the
opera’s power with its devotees, and

hehind soap
how lo inerease and extend it.

To succeed as an advertising vehi-
cle, the serial drama obvioushy must
first deliver an audience of prospects,
then the commercial must sell them.
| hi:- report will consider both the edi-
torial formulas and other factors that
give the strips their phenomenal audi-
ences of intense and faithful Hsteners.

Il APRIL 1949

"When a Girl Marries,” [above) it's suffering

as well as the factors that help the
commercial turn them into sales,

In actual practice. of course. the
commercial can’t avoid being a part
of the program, no matler how care-
fully it may be aparl the
dramatic elements by music. sound
eflects.  and  other Fach
naturally affects the other. Consider-
able work has been done on this ||||-|a-
lem by The
radio research unit of MeCann-Erick-
son, for example. has made important
knowledge in  this

=el {Iulll

Iil‘\il'l -

various organtzalions,

contributions 1o
field.

Perhaps the most significant recent
work on this question. however, is
that done by the New York publi
relations firm. Attitudes. Ine.  The
Attitudes researchers have been work-
ing on a wav to make the emotional
content of the program directly rein-
force the commercial.

\s a general idea this. of course, is
not new. DBut the specific application
worked out by Attitudes is entirely
pew. 1L indicates the possibility for
the first time of uniting the nmost po
Llent

features of the commercial and

_ [Thefsecref fife
_ {0l @ soap opera

The most important
requirement of all:

follow the formnla

the program on a seientificallyv-con-
trolled basis.
\ few Agency exed utives who have

the method

expressed the [eeling

had an advance look at
have privatels
it represents a revolutionary step in
the }lr';lnlin'l' of broadcast (l(i\i'i'li"-llll_:.'.
Details of the application to daytime
\:'Tiii] \\”] }u- -Iir-‘]-‘-r'r}
for the first time in the part of this
report on what makes <elling talk sell.

The
daily serial strips might possibly D
traced back to the Greek bard Homer
Thurber
in his very accurate series on the soaj

The New Yorker

practical origin

Comimera i\'i“‘

remole nlij_'-lﬂ of \merica’s

James menlioned the theor
|||K'T'.l ill
But the

~erials

very naturalh overlooked
a consumer-slanted stor invaly
person with quite a different Kin
talent from that of the Greek tell
folklore,

The problem
air with a evele of its own lolk Lales
awailled nol ouly several thow
Lo ;| Progi <, bn
the advent i Chicago in eirca 192
of a sales=n i 1t th [y r=omn !..

vears ol
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Niles

NBC o exventive
Trammell.

Voung named
He first insisted on experiments with
programing three or four
vears hefore the actnal bivth of the
The first
of the serial strips that later were

daytime
soap opera as known today,

switched 1o dayvtime were then aived
i the cavly evening and later al night.
The Goldbergs. Vet and Marge. e
anid Sede, Hr'l’-’} and Bob. amd Marie,
The Little  French

atnang the fiest of the typieal <trips

Princess  were

Ly 1”' tll'\r'lu|ll‘||

Belore this conld happen it was
preessary oo overcome  the extreme
wariness of advertisers o pot thei

dollars nto day time |nu_1::'.1|1|ir|: tha

might or might not. as they saw it
then. hold the ear of an ambulatory
housewife long enough to put over a
commereial,

This feat Trammell aceomplished.
Procter & Gamble. Colgate-1*almolive-
Pect. Sterling Dreng. American Home
Pradducts were some of the pilmrl'l
sponsars he indueed to try daytime
vadio.  Trammell’s approach 1o build-
ing daylight programs was 1o use his
own judgment on what looked most
and try it out fasl.

This approach wasn't long in gel-
Back in New
\n|]~. e ll;a_\, program directon _lnllll
Roval foow an NBC vice president

promising

linll_' 11‘|:l'l'l‘ll"~'~il||1b.

Louneed into the oflice of Lenox Lohr.

This is the first of a scries of articles on daytime serials and
what makes them produce audiences and sales for the soap,
drug, and food companies that use broadcasting advertising.

28

then network president, and fumed,
“Chicago is originaling new programs
without clearing with the program de-
partment.”  Lohr asked his secretary
to find Mr. Trammell. “It just hap-
pens.” he told Royal, “that Trammell
is in from Chicago this morning. You
can ask him about it.”

Trammell’s answer to the question
when he walked in a few minutes later
has the most practical hearing of all
ou the beginning of radio’s soap
opera: “Well,™ he snapped. “some-
body around here has got 1o sell day-
time programing!”

(Royal later confided to friends he
knew right then who the future presi-
dent of NBC was going to be.)

IU's difficult to determine whether
daytime serials came of commercial
age out of Chicago. under the blessing
of Niles Trammell. or at the Crosley
radio  station  WLW in  Cinciunati
which sired a number of 1op writers
ol ¢hifl hangers. Whether they became
big business in the Queen or the
Windy City first isn’t important. They
bronght a new kind of actress to radio.
the emoter who suffers and suffers and
suffers.  In each daylime serial she
rehearses one hour, and is on mike in
an episode that runs only a little over
ten minutes.  She's well paid  (from
5500 a week upl. and is generally a
cood craftsman,

One actress who plays the lead in
a long-time popular strip vsed to at-
tend with grim faithfuliess rehearsals
for even those episodes in which she
did not appear. 1t was “her” pro-
gram. She honestly  believes she is
the most important element in the pro-
gram’s suceess, She isn’l. No per-
in the field of davtime
i= true that good per-
formances |l} the cast make a smoother

[[l]‘l]ll'l i:-.
drama. It

production. a wmore Listenable. heliey-
able show.  Dut
much wore 1o do with a program’s
pulling power.

Publicity like the recent Look maga-
zine reporl on Wa Perkins” anniversary
pariy llillllr(l”_\ tries to foster the be-

other things have

lef that Ma has been the same person
for 15 Veirs. " |I|‘|]1.- ;l|ll|1§1 the il-
lusion of Ma as= a real-life character.
The fact is that a dozen different pra-
ple. more or less. have played the
role of Ma Perkins. with Little or no
effect on the show's |1npl|l;|1'i|}. The
same thing has been tvue of other
serials that have had ehanges in the
actress (or actor) playing a leading
part.  Instances like the woman who
wrote she couldn’t bear to think of

SPONSOR




Every soap opera needs a heroine .nd it makes no differ-

ence if she's a lawyer, sob sister, grandmother

Mrs. Young in bed with another hus-
band, because there was a change in
the actor playving Pepper Young. are
relatively rare.  The

woman forgol

the existence of one of soap ..In'l"l"-
firm rules of conduct

That
seldom act in more than two strips at

twin beds).
maost i:!:l_\l'lr- of In|r l'n_lil'--
the most is seldom duc to the sponsor’s
belief that the talent
stricted to his own
this is true in
Royle, a opera
lup-ﬂi;,rlll. ln]l-:-nl;n'il'll slar, wenl lo
Hollywood, she

should be re-
.i]lhuu_l_'h

Before

:-I!u\\,
SOMe  cascs.

.C?l"]l‘llil illl'llll'l' saap

played Women of
Courage, a Benton & Bowles show, Her

Il APRIL 1949

or just wife, she always

contract forbade her appearing on an-
other daytime show,

\nother
about an additional show for

agency jjilll!llill'}ll 1.' I!t'l
a hon-
competitive

offering  terms

that outshone her Women of Courage

]ll'!ll_llli.'l.

calary, and three weeks™ paid vacation,
But her soap sponsor said no.  She
But she hadn’t taken the
caution first to have her name on the

dotted line of the contract for the new

(quit. pre-

.-hu\\, .’II]I{ [}]l" lll';ll cooled. Selena was

out of daytime radio. Dayvtime serials
lil'l'mil of very little artistie temperas
ment.

More generally, however. the fivea

has her problems. And they generally concern a2 man who |
he should be. In latest Hoopar (15-21 March) all above rated 6 or better

week =tint. im'llll“lt_‘_’ a

rehearsal for each show, is enou

make two strip shows the maxi

slan }'I.i\l’l. who naturally

o=l l'}l:nulr.-, carcs Lo und

most commaon limitine

restricts the star fron

a 'uuliu'llm-_- !-ru-.lll--'
'Hit' davtime seral d

have the kin

tor of Ford

front-rank dramatie

atton with a new

both a new |I|:|\.' W

for hiehhy-skilled directio

usual hour”

dom what




Maroarme makes good .................

leads fight for nationwide consmmer acesptance

T ndoubtedly e most ma-

€

product on recovd, margarine is again

L ltened and |||-|-|-"1114-11, food

roing  throush a erisi= which  may

vhange the whole complexion of mar-
.l!ii] adver-
\ hill was il.lu-'-l by the House
on I April o abolish all Federal taxes

whieli have been levied

rarme manufacture, sale

Lising
deainst mar-
cartne for 63 vears, The measure had

included a elause which would have
restricted  the interstate shipment ol
butter’s competitor. but this elause was
climinated on the floor of the Honse.
Fhe bill now goes to the Senate, which
killed @ stmilar measure at the end of
~e==1n last vear

I".lll a

ntroduction

the r.-:ll].nr

VMarearine has storimy  ca

reer sinee s into  the

I nited States i 187E Orteinally mad
the

aleamargarine:

lareely from beel [t (oleo oil)

product  was  pamed
tthough now manulactured almost en
|I|i||in'lll nur-

|

lireh ilnn] \»--,n-i,gldu- .|1|~

vavine, under existing

Tesirielin e law.
must sl be labelled oleomarzarine.
F its carly davs there was a stigma
ittached 1o margarine that  stemmed

rom the thought that 11 was an un

healthful praduoet: with the switch of
i~ principal ingredient [rom meat to
cactable o1l the

ke o feeling that marzarin

s oy dporile 1

Wil= rl!li\

th ® [ man' s butter.”

When food prices swere mneh lower
| ERLY anstiers koew o ared  abont
the artnal I|I|:|I1i-,|1ir»r-- ol marsarin
lor covkmmg and as arable <pread. B
b swwar, with o= batter <hortage inlro
e narearm tor amore amd mors
Vmerrean Kitehens amd dimner tables
{ King experts hegan o geree that i
vl il |‘|||I thile as botter:  medieal

netalton= chimed 1ot he as V-

hime \\Il;‘l ISt fernl prraees, ]]:.

amd removal of tax diserimination

35-50-cents-a-pound difference hetween
margarine and butter began to be an
miportant factor in public acceptance
ol I||l'n|tl'.1|n-l l'llll‘llt‘. The butter in
terest= had growing competition  on
therr hands,

Radio and ather .tli\l'l“.‘-ili".‘ media
had been }|r|||ill;: to establish in the
public’s mind that margarine had as
Many

nutrittonal  advantages as amy

IIl]Ii'I table —||!'r:11|. Radio was .1}.-n

heing nsed by the margarine firms 1o

KRAFT'S SEARCH FOR A NAME FOR THE BABY ON "THE GREAT GILDERSLEEVE" WAS U

"WIN ANEW

IN PARKAY MARGARINE'S
20 FORDS -72] prizes in all !

do another. more subitle promotional

job—to attempt to ecreate a nalional
“consumer’s lobby™ for margarine. By
nationally advertising on the air a
product unobtainable in one-third of
and advertising it with-

out calling attention to the restrictions

the country

on the |lrn||lu‘|. jll:-l as if none existed
and margarine could be bought any-
other adver-

\\Ill'll' 1.|Il.' =anme as o any

tised  product-—the margarine manu-

facturers were hoping to educate the

Hefp! Send a winning name
Yor this baby gir/ — and 11/ put
a new Ford in your future !

HELPFUL HINTS to help you win!

Cend Red End-Flap




"Queen for a Day” is being used by Miami Margarine over MBS

public to the inequities of the prohibi-
tions on the product. The theory was
that a radio listencr, sold on trying
margarine, would be outraged to learn
that he counldn’t buy it because of un-
just rules and regulations (in those
states, of course. prohibiting its sale).

Most of the top margarine producers
have used radio, probably for the first
and only time in its history, to sell a

product that can’t be bought univer-
sallv—and 10 do the selling as though
il can,

The John F. Jelke Company used
broadeasting to sell its Good Luck
|”-':2. \lll‘ll.l..
margarine brand name of Best Foods,
Inc.. had been advertised on the old
NBC Red network in 1935-36 and
1941, Periodically. from 1941 through

III&lI'f_'ill'illl' as l'i!l'l_\ as

7O SELL LISTENERS ON PARKAY MARGARINE ON AIR AND IN TWO-PAGE MAGAZINE ADS

‘49 FORD

*50,000.00 CONTEST

20 FORDS ! 4 every week for 5 weeks!

721 WONDERFUL PRIZES IN ALL!
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How to win your new ‘49 FORD!

Boshen The Qraet Cldumisnes” ppmmy ey

The Barbours |'One Man's Family") advertised Blue Bonnet Margarine

parl of 1048, Kralt Foods (rrll||l.!||\
plugged its Parkay margarine via The
Great Gildersleeve, whnle Blue Bonnet
with
other Standard Brands products on
One Man's f"mm‘."_\ l]\llllllﬂll 1915-186.
Cudahy Packing Company did some

margarine shared commercials

of its selling of Delrich margarine on

the Nick Carter program. Swift §
Company’s Allsweet found Meet the
”f'f'}.‘\ o \l‘n( i }_‘Hllll .'i(llr--lnl‘*--.\‘[;#

deliverer.  Miami margarine uses two
half-hours weekly of the across-the-
hoard Queen For a Day MBS show
All these
radio. have been applying the drops-
of-water-on-a-rock |ll'i||('i}||i' to  the
problem of making the average con-

programs.  plus  selective

SUICT margarine-conscious.

But 1o do that. what with the pro-
hibitions and restrictions |J|a|l'1'(| 01
margarine, even a water cascade of
Niagara-like proportions would lave
an extremely dificult job. 11 left 1o
develop  normally. through  intensive
advertising and merchandising
methods, margarine would unguestion-
ablv eventuate into a formidable rival
of butter,

use of broadeasting or any

Butl not even the most astule
other ad
vertising edia can elevate marzaring
1o that position as long as it i~ <addled
with the
handicapping it

currentiy

laxes and restrainls

sinee 1600 marcarine has never
|‘llll IIH .,[ ].‘ -[l'!'-.!j ]-J‘-‘-- reculating
its manufacture and =ale. It i= the
food taxed Tor contaimmn lyas .
artificial eoloring heese, candy
cream. and many other foods are
hll.l”\ colored y ol sulije

extra taxes). despite
thal
(ease

laels



Nwto-Lite emoloys three broadeast media

,\\\/ r( Q‘ /'ff»?;}fwy :

SKEEZlX-SARGE WILMER
NINA « CORKY - CHIPPER - HACK - BIX - RUFUS
JESSICA - AVERY - PHYLLIS - DOC AN’D WALT

(-.
QPR / 74

YOUR NAME HERE

All‘l'ﬂ- I.I'I'E

1. Selective PIUYS imporfuni Pﬂl’f in Auto-Lite advertising, Dealers share costs

2. Television helps demonstrate accessories on "Suspense” for Auto-Lite

3. NETWORK RADIO IS

The eve-catching glitter of
1910 new crop n[ maolor

vehicles looks great in a dealer’s show -

room. It gives the dealer the same
sonl of window-dressed prestige in his
community that lavish film spectacles

i\ =
[he automotiy
aplilsis W‘III ' E T

make their monev out of modest “B7
]‘.Il"llli" and “eaters". the bulk of the
cash husiness at the anto-dealer level
is done in the hack of the shop—in
aulo repair parls and accessories,

“-i'l' l).'..:l‘l":.s‘ q'l‘l‘.“l"i.‘ii"g Nowhere in the automotive field s »
the i||n1|1 faclor more :I“ll!illj__'. the

Sale of tires. radios.

amd aceessories has grown

12 SPONSOR
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AUTOL

SPARK PLUGS

K

NOW

e = ‘ “E S
Ay 10
e atoun 5'11‘.

Yarane riuce
\

.
\

competition tougher, or the local-level

advertising geared directly 1o
\uto

walched a large part of the lnerative

nmore

—.'ilt'\. lli'.ill'[- have -“llll_\
repair business (more than 4277 to-
day) go to separate repair shops. and
where the repair husiness goes you'll
generally find the companion business
i auto parts and accessories going.
too. This sitwation 1s largely a Frank

of the

{1 ru||lr111i_\ Jieard

monsler dealer’s own
The
reasons as o why car owners don
take their vehicles back 1o the original

dealer for major and minor repairs are

enstein

making. mosl|

that “the 11|il'l' is loo Itlll:_'ll_“ or “the

service i1s unsatislactory.” During the

Il APRIL 1949

billed

with 810 charges for what was actually

war, many dealers cuslomers
S0¢ worth of labor and copper wire

in the jzmbion system, Sinee the re-
pair business was all that was Keeping
at the thne,

Motorists

but  they
Ihe general bad
feeling that such practices aroused v

flected then, amd still does today, on

=g n{ [hu =i ll-'.llt'l‘- ‘I|.1~-
it mieght be  understood.

migzhl have understood

weren | jl!'irll'l'i<i|i\l .

much of the truly honest work and
sales efforts of dealers The auto
1I|-.'|l!'|' [1~:|;i\ who wanls 1o ]-_u--ln upy

his profit figures with his parts-and-

accessories husiness  and four oul ol

six dealers are in tis calegory la

USED TO ESTABLISH THE AUTO-LITE TRADE NAME VIA CBS, WITH MYSTERY THRILLER “SUSPENSE" AS THE CURRENT ATTRACTION

to overcome. lareely by advertisine

a -‘-”.ui .h_.; il :""i‘-l‘”"

owners, bul aiso

not onlh
the parl ol aulo

highlvy competitive situation witl

1t “-‘\\

merchants down the street
Drive into any _'_----Ii--: d Am

citv todav. and vou'll I th
day ol the Tspecialize d o =ep
enter 1= about wer, pl |

Ing machime-and-1 I

slone’s Lire-and-su

oasolne ani I

as well Crnntd

\ll\l| =Laln

~sell Gull tir el Vol

auto supplic |
el Tanel



Tires give TV a big play

and chain-store operations in the auto
supply field sell nationally-branded
auto parts and supplies. Even mail-
order houses, like Sears-Roebuek and
Montgomery Ward. are in the act with
service stations carrying a complete
line of parts and supplies. with order
desks for things not on the shell. In
every case, the parent company has
deeided to broaden its line in order to
cain higher profits for itsell and for
its retailers,

To meet the demands of new-car
dl":l't'l‘.-‘- [('Ir 5{I|]]Pl|lillg Lo f‘l‘nl‘]]a! ‘he
inroads into dealer business, most
auto makers today stock wide lines
of parts and accessories. in addition to
hasic repair parts. that dealers can

f!restone associates itself with American tradition and history through its sponsorship of promote to their customers alter hav-
Americana' on NBC-TV. Commercials use give-aways to bring customers to stores illg sold a new car. Sinee dealer |II‘UﬁL§

- — . on new cars are largely nullified in
; normal times by the losses sustained
in tying up eapital in a stoek of
traded-in used ears. the situation is a
serious one for the automakers’ sales
channels. and automakers are pushing
their parls and aceessories in adver-
tising at the national level and engag-
ing in dealer co-op advertising to push
them at the local level. c

Caught somewhere in the middle of
this fiscal merry-go-round are the man-
ufactorers of aute parts and acees-
sorics who depend on the aunto in-
dustry proper for a living. Many of
them do a multi-million-dollar busi-
ness with such firms as General Motors
and Chrysler, selling parts and acces.
sories to be used as original equip-
ment {”r cars. :\I.‘.Hl_\' a lllilllllf:ii‘lllr('r
of auto parts and supplies sells a siz-

able amount of his cutput to be sold as
I‘f']l](ll‘l'llll‘ll[ parts under the house
brands of automakers. oil firms. tire
companies.  and  mail-order  houses,

" sponsors two TV network airings: "We the People” on CBS-TV and the "Gulf Show' on
gu NBC-TV. Programs have commercials for Gulf Tires showing auto rubber used roughly

| P ———
—

These same manufacturers are selling
their anto produets under their own
labels through the usual distribution
chanuels of jobbers and owned ware-
houses to independent dealers. garages.
aud serviee stations. Not a few manu-
lacturers find that they are competing
with themselves in thiee or more ways

al vnee.
The problem of keeping their hrand
names alive and of staving out of the

category of being just another major
supplier in the automotive ficld is ex-
tremely important to these manufac-
turers.  The problems of maintaining
their share of the husiness are vital
to auto dealers. The high profits and
steady business aspeet of parts and ae-
cessarics appeal to pi-lmh‘nm market-

-

f‘;-l ;m T ’ —

bl] is a pioncer on visual air, buy'lng time when other tire manufacturers looked at -
u. S. ru er TV as a toy. They've sponsored everything from air races to bobby sox parties f("l lease turn o page i)
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CAMPBELL SOUP BEING SERVED BEFORE

"DOUBLE OR NOTHING"

BROADCASTS BY WALTER O'KEEFE,

Is vour radio audience neglect

MC AND CHEF

(I?

Borden's and General Foods, among others. have

lcarned that pre=broadeast product promotions pay

I's a curions commentary
on the thinking—or lack of
it—ou the part of broadcast adver-

tisers and their agencies that, while
milhions are spent to promote a [Irm]-
uct to unseen radio listeners, the op-
portunity of selling the sizable live
studio and theatre audiences present al
a broadeast is surprisingly neglected
during the warm-up period before a
<how goes on the air.

A ready-made sales prospect is sel
up for an advertiser every time a
listener writes to a sponsor or a net-
work for a ticket 1o a broadcast,
Pl'up]t' who want to be part of the live
audience at a program can be divided
roughly into two categories  those who

11 APRIL 1949

L) ] Ill‘['illl':-l' il‘.‘; a l‘h&llll'l' Lo =ee a .‘-]1!7\\'.
free. and those who

present  al

any !‘ll(l\\" fur

desire to be a particula
program because they like it on the air
and want 1o see it in person.

But. for whatever reason a person
may altend a broadcast. he or she is a
natural recipient for a strong pitch
from an advertiser. VPeople with any
l'lt"'_'fl‘(‘ of the
fact that Illl'l\' are gursls of the Sponsor
from the moment they enter the studio

sensitivily  recognize

or theatre until the time they leave.
and as such their “host”™ the
courtesy of undivided attention to any-
A\nd those
who may not look at it that way are
in the minority

owe
thing he may say to then.

and are nevertheless

exposed 1o a sales [lil"h whether they
|l|~.f it or nol.

Yet with approximately  8.000.000
people attending network studio and
theatre broadeastis vearly and a similas
number making up local ~tation live

audiences. all of them wide open 1o

simple  but  effective  merchandising
tricks. sponsors on the whole iznor
the possibilities inherent in selling th
live audiences in their “clulches™.

There are. of course. exceptions who
sive away samples of their products
and obvioushy sponsors like Phil
Ford could hardly go in for that sort

of merchandising—but in gencral th

|.1n--hrn,|n|r:1~t warm-tp - period

f Pleasi turn o page

f
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THE

The lappy Gang

0

S

GANG" ACTUALLY ENJOY THEMSELVES ON THE AIR AND THIS GETS THROUGH TO LISTENERS WHO LOVYE THE RIBBING

s round

Zany hamor of Canada’s leading daytime program

sells Colgate=Palmolive=1Peet prodnets coast (o coast

is p, o Conada’s The [lappy Gang
C 1= =ucce==ful because it's

. ' liroadeasting as it
liee bedore 1t bevann hie business .
Ihere were

Lok i L

a number of ||.l|:i|\ oange-
thittws wlhien ‘fh,. Nitwis.

Skillet, and Ray Kuight's
Lateed M) ethery  without
benefit of <cript

lising ageney producti

~lupwale h-holding. or

n men m

I nlres o 1
I palhin nuus=ual for the entire
i ane comvalsed ol a comedy
il ol two of the Gane. lwcanse
i utin vred the rest ol
| [ | 1 hestned Bevt eard
| 1 (s .\_|.|.|'|1|~ thiat i
| bt to peaet about e wans
e el i -|l'|-|-r-~r‘l' Liy ||II
(et | il lmor 1= -
i ) | T TR T ].I..|1-.

used 1o

who proclaim that Happy Gang gags
are “moldy around the edges™. De-
spite this. at 1:15-1:45 pan. the pro-
gram pulled a 19.2 Elliott-1laynes
ralimg (Canada’s |||---|-1'| ating )
Maontreal. middle of the
Commonwealth in \\!||m|-|':- a 102
1919,

and in the

Ihese ratines were for Febroan
nmine months aftey

horm at CRCT.

jus=l l_.’ _|||.|

(N/T

Ners

.f';"-."_] py Gong was

hree years and seven months later (]
January 190004, Coleate-Palinolive
Peet: Company. Limited. decided 1o

the Py I was=n't withe-

ol =onu II-'||IIi.|1||-||.. fon. Lo
Charles B Vinl, president of the com-
‘Tieing broadeast five hall-hours
INIT, J’JHIPFJ] Cange

propu ARy i

ol

[rrny
each week makes

mosl o expensimne radio
Canada.”

(ol ale-atmaliv "u'-'l lotmd ont in

the first few months that it had bought
not only a prograin but a Canadian
the
letters that came aeross Ins desk attest-

mstitution.  Viml was amazed al
ing to the appeal of the Gang and each
mwember in it Theve were times during

“ n[||1 W alr I

exceeded what was availalile from =0ap

when the demand so
companies that Colzate was [requently
No matler
}Il‘\u-\-|_ i nesNer
The  Happy

In a nation like Canada. prong

moved to drop advertising.
how moved 1t was.
illll‘ilii !'l'll lll]li]i]].'liiﬂ'_'
Gang,

i~ 1l i~ lowards |-|1|'|ii --u|||-|~i1i|- anl

agin . America-onwned corporations
Hhe Happy Gang has continued 1o
mahke Colzate part of the Canadian

family.
ME thvongh the
ooty

ellort

war, e ”rr!-!n
made Canada’s war ellort thei
Mhey didn’t “eive time™ 1o sery-

SPONSOR



ice appeals but made them part of the
program. Typically, The Optimist
Club’s Creed was offered during a
broadcast and a special [mslal box was
arranged for by the Club. When, after
the first offer. the official of the club
wenl for the mail, he found a single
card asking him to call at a special
window (wicket, to use the Canadian
expression). When he arrived at the
wicket, he was handed seven mail bags
full of requests. That might not have
been surprising in the U.S., with 150-
station networks and a 150,000,000
population. It is in Canada where The
Happy Gang is heard over the com-
plete network of the Canadian Broad-
cast Corporation—a network of 33 sta-
tions. Canada’s population was 1l.-
000,000 when this offer was made.

Every Canadian organization inter-
ested in the war effort and in main-
taining the home front took part in
the Gang broadcasts, and the sponsor.,
Colgate, wanted it so.

The Happy Gang decided upon a
song book of war tunes. They received
$1,000 advance from the publishers,
and donated that and all subsequent
royalties to Canada’s Navy League,
which saw to it that the Merchant
Navy was equipped with phonographs
and records. The Gang didn’t stop al
cetting the war songs published. They
sold the book on practically every
broadeast, so that royalties continued
to roll in for the League.

What the Gang did for the Navy
League it also did for the Red Cross,
War Bond drives. and the many other
causes that were part and parcel of
the Canadian war effort. Lvery time
they made a coutribution, Colgate-
Palimolive-Peet became more and more
a part of Canada.

Since Colgate spends a sizable part
of its budget for The Happy Gang, the
program has to continually carry its
weight in direct sales impact. Princess
Soap Flakes (a Palmolive product)
was markcted ouly through The Happy
Gang. 1ts a lcader among =oap [lakes
in the provinces. Commercials on the
]u‘mhu'l were withdrawn from the pro-
gram due to C-P-P’s inability to supply
consumer and dealer demand. The
cosmetic line, Cashmere DBouquet, was
substituted, and these commercials also
paid off with direct vesults.

In 1917 Colgate Toothpaste needed
a pickup, and C-P-I' decided that a
contest tied into the program would
do the jobh. There were no great prizes,
the first awards being 3500 and the

(Please turn to page 100)
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Ratings of happy gang in Canada and ['.S.

CANADA* UNITED STATES!
City Rating City Rating
Halifax 16.3 Cincinnati 2.8
MOI‘I"I‘EU' 19.2 De.h_o“, 1.6
Toronto 12.5 ;
Vancouver 6.0 Rochester 2.2
Winnipeg 16.2 Salt Lake City 2.7
"February 1949 Eliott-Haynes tOctober-February 1948 Hooperatings

The happy gang is strong on promotions

51000 cAs

149 OTHER GRAND PRIZES

WE w Tal pASET CARG

COLCATE

TOOTH

rOWDER u-ﬁﬂﬂm-lunnnrm
son

COLGAE

RIBBON DENTALCREAM

t t to increase sales of Colgate +oaihpas|e didn't have huge prizes but it was Bert
puul]y co" es Pearl's puppy and "The Happy Gang' was judging entries so it was a success

WHAT FOLKRS
THINK ABOLITT

THE
HAPPY
GANG

=ontinuing exploitation and are

Thousands are seold

& | r f "The Hap San co
hooK Promotions sieei o Soi' of all she mambers ot the. Gang
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continued from page 2

U.S. World's Fair To Get
confinuous broadcast needling

Many business organizations feel that it's time

for U.S5. to plan World's Fair, despite New York's
failure not too long ago. Result is that newscasts
will carry information on Fair plans continuously
without traceable sponsorship.

Battle for coaxial cable
time starts all over again

DETA"_S SEE 1 May will see another conflict on coaxial cable
time. This is day when 2 more nighttime cables go
pAGE "5 into operation. 1It's still not enough for all 4

networks, and time sharing is going to be big ache.

Mail-order business via
broadcasting increasing

Mail-order business being offered stations is in-
creasing by leaps and bounds. Few stations, like
WNEW, N.Y., have decided to say "no" to all direct
air selling efforts. Even many 50,000-watt outlets
are accepting direct-mail business. Most TV sta-
tions have thus far ducked mail business, not
because of policy, but because they don't think
that medium is ready for it.

Monitoring services adding
TV services for clients

Radio Reports (commercial monitoring service) is
checking TV as well as radio in New York, Detroit,

. gie in - ; : . y y
No 3",1mTﬁ: n:vﬂfﬁwmh‘ and Los Angeles. TV checking is 10 times as dif-
. ki . A L b re, . . . .
Miracle ‘_"\}?",‘. rural town can't ficult as radio, monitors claim.

this e |—or eyen

Il{l.“'ll'.
heal the lam .
a gnjes-euryainres e ) |
: ataral resulis in T S

¢ or blint

For superntibot to rely ol Ui in 1955"—Duffy

:;’::"\i_‘;_{“‘_ .,‘-r;l‘l.l.lit.?l:“t.‘”'nu“' "
|uyulfﬁ:}3:55ﬁ“uyﬂn:xxr Ben Duffy, president of BBD&0, stated in recent
::;x:htnunh:JE;rzg.hn speech that his researchers indicate that TV will
wx\ﬁ.:xiz;;ﬂh“u;:T]S: pass radio in broadcast advertising importance by
S:TJ:Lﬁng mruﬁ is O 1955. Only 11% of the Duffy sample stated that
509 M e , the Mir they thought that TV would replace radio entirely.

A )uu'ul heter l!"l“l.\\lv‘_‘_ Ask

\ * st
neles :m;'l {:"“"‘l‘l-..1|<rﬂ~ today! . .
s — or g NBC MA&O stations' income
ouisVILLE . :
L “."‘IEE at all time high
WA While NBC network business isn't at its all-time
necnmmﬁ,ﬁmumn$iﬂg“ high, same isn't true at NBC managed-and-operated
B ; EE&P 2 stations. Even WRC in Washington, which was off in

1= N::icnalﬂepres“"““'“ = s e 3
Qv‘{.' November-December, has snapped back and joined its
_N—",_,dewwh, sister stations in lush black ledger reports.
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2"+ *COMING . .. very doosn!

A GREATER VOICE

A GREATER BUY!

mtée.‘be/bwd‘azwa

50,000 WATTS
at 800 ke.

JUNE 1949

7HE "Good Neighbor Station'' has continuously fostered Good
Will on both sides of the border. And now, the Detroit Area’s best radio
buy will hit a new high in effectiveness. From 5,000 to 50,000 watts
in the middle of the dial . . . ot the lowest rate of any major station

in this region!
L]
L

Guardian Building, Detroit 26 . Campean. President
tdam J. Young, Jr., Inc., Nat’l Rep. * Il. N. Stovin u.\ Co.. Canadian Rep.

MUTUAL BROADCASTING SYSTEM

11 APRIL 1949



ear is tuned to music. .,

THE CAVALCADE OF MUSIC

[he glamorous Cavalcade orchestra and
horus (40 meces, 16 voites), directed by
‘Artega, with top guest talent, viz Dorsey,
Amta Ellis, Carle, The Modernares, Mon-
oe, Tito Guizat, The Four Kmghls and
dhers, A Lang Warth “"Production™ show

30 minutes—once weakly

DRIFTING ON A (lOUD

T weaning hy | ‘., Yort tpecial

in M ged mus The Modes

e stnng orchesira, Lang ol th Din-

Mi nd 1! o '|.1 npls
Y5 Y it 3

15 minutes — 3 weekly.

) !.,,/,/

AIRLANE MELODIES

mmsell, Tq

MIKE MYSTERIES
£ smarl musical show, mcorporaling a 2+
minute mystery grmmick, wllen especiaily
for Lang-Worth by Hollywood's John Evans
(“HALO FOR SATAN', ""HALG IN
BLOOD" etc ) Musicby Al""You Call Every-
body Dathing™ Trace. A Lang Watth “Pro-
duchion” show 15 minutes—5 weekly,

3 ,‘g‘

BLUE BARRON PRESENTS
Gne of radio’s lavorite dance bands, with
Ihe I Learted ‘husinessman’s bounce™
| Valanced program package.
ow Ihal cuddies commergials liks a
sms 15 minvies—23 waekly.

imalr yel

THROUGH THE I.IS“H!H—G GLASS

“A Wonderland of Musit,” enchanted by

the dynamic petiormance of Lang: Waeth's

“Silver Strings”  direchion, Jack Shaind.
hin, The world's finest music, . interpreted
wilh grace and charm, Guest slars Johnny
Thompson, Joan Brooks, Eva Garza, A
Lang-Worth “Production” show

30 minuter—once weekly,

THE FOUR KNIGHTS
Radio's latest “'network™ success (on regu-
lar cast “'Red Skellon Show™) Negro yocal
quartette i a program of infimale memory
tunes, currenl its, novelly harmonies and
rack thythm spirituals,

15 minutes—3 weakly,

=J7~

-

‘p

G

KEYNOTES BY CARLE

Piesenting , ., Frankie Carle’s imimitable
finger-tip magic in a couplet of old lavonites.

R aalnsibsid

EMILE COTE GLEE CLUB f
Oneof the most commercial umts i radio
loday . . 16 male voices and solbists,
witha repertory ol more than 200, nlachm
ol the world's best.loved songs, A le-
Worth “'Production” show,

15 minvtes—5 MM

THE CONCERT HOUR A
s umyersal appeal s enhanced by 1
digndied interpretations of the tdh!bra
Lang Worth Symphony and Concert or
tras, dirscted by such outstanding condut:
tors as Howard Batlow, Erno l!l'pu ang
D'Ariega. 30 minviey—once ¥
N



it registers!

1. Good music captures
bti}’::r.\ Therefore
Laneg-Worth Musicial Show

Over 1200 Advertisers end
118 artists and groups provide morc

selections, along with ‘:Pl.'u"ml progrdms

ideas, and produced with know-how

Whether it's for the masses or the classes,
has the talent to put yaur product over...with sale

“network calibre programs at local station cost

|
*The 000U sefecnions cover every classification vf musical enier-
- taimment necessary. for good radio programming, mood music and
1 ; special production aids in abundance—name dance bands—sym-
L - phony, light concert and salon music—mived chorus, male glee
I'i“l”. H’G\{'“‘T vocal grtii’.’![\'—- t':u‘frmm'u.fuf H()\'I'l’”f'.\' "—‘Df{k' |)!gdﬂ -

mitirary bands—church music— Hawaiian, Luatin-American, Hill-
billy and Western groups  Sang Stylists and wstruniental soloists
=a toral of |18 artists and groups.

-

LANG-WORTH SHOWS EVERY DAY=EVERY WEEK!

7

= Lrgs Y, : ,

9 3 ' lll 'Im

— RIDERS OF THE PURPLE SAGE - =nlJm
A quarter-hour in the cowboy's West. ..

REMEMBER WHEN J
On a memory trail-with music pic-

MEET THE BAND

The cream of the Lang-Worth Dance Band
section: Dorsey, Monroe. Carle, Bamel.
Morgan, Basie, Fields, Clinton, Pastor.
Mooney, Thornhill and others. Includes en-
tertaining information on Ihc “lives and
works™ of America's leading. bandsmen.

30 minutes—5 weekly.

PIPES OF MELODY .
The famous Lew White, performing at New
York's Paramount Theatre pipe organ
and Bertrand Hirsch and his Magic Violin
—in a program of relaxing melodies. ..
current and memory.
15 minutes—3 weekly.

with radio’s lop saddle-singers and Re-

public piclure stars, Foy Willing and the

Riders of the Purple Sage. Homespun copy
in a musical setting of wide open spaces,
15 minutes—3 weekly.

SALON SERENADE
Strictly for listening, day-dreaming or
background for the dinner table. Features
all Lang-Worth string ensembles in smooth-

flowing music that lends friendly atmos- ,

phere to any scene.
30 minutes—5 weekly,

YOUR COMMUNITY CHAPEL
Leonard Stokes. the surpliced choir, and
pipe organ offering the ageless songs of
the Church. with appropniate script,

15 minutes—once weekly.

-2y

2
——¢
ORGAN INTERLUDES

A brief interlude at the organ...with Hugh
Waddill ., . favorite of thousands of liste
S5m

-

~ LANG-WORTH teature p

turesque, post-card glimpses of the pasi.
Features The Ambassadors. a "D Artega-
directed” unit with vocals by Dick “Stop
The Music™ Brown. A Lang-Worth “Pro-
duction” show. 15 minutes—5 weekly.

A 4 W 6 ' .,‘

| | b I B :

J ¥ 4 A
-

N

3.4
Y

| )

Network Calibre Programs at Local Station Cost
STEINWAY. HALL - 113 WEST 57th STREEYT * NEW YORK 19, N. Y.




The
Picked I®

dAISWEers

Mz, James

The Tunction of
a lrade  associa-
tion i the freld of
broadeasting s
o perform those
SOTY e fnr lllt'
indnstry whiech
are designed 10
perpeluate  is
uselulness to the

}u‘nplt‘ whom 1
serves. That i= the aecid test whieh
~houlid be applied 1o any association
activity. whether it be in the field of
legislation. prowotion. engineering. o
public relations, o pur=uit of the
u||jm'ti\a' 1o |n‘|‘|:l'l|i;|l|' the uselulness
ol the medinm. the association will.
of necessity, he aggressive in protecl-
interests ol the

ing the  lesitimate

broadeasiors  Trom nndair assaulis,
erippling restraints, or other attacks,

Aceordingly. it may be an advoeate
for corrective ll';:}\lillirrlt ar an oappo-
nent (1[ |:||u1|u~l't] |;l\\- \\l]il'il \\u]ll{]
<tifle the im]il-ll) aml rob o of s
irecdom to function as do other hosi-
ness oreamizations,  The a=soriation
<hould  exercise all ingennity at its
insure the eeonomi

<arength of the hroadeasting indusiry,

comnand o

This may entil promotional efforn i
hehall of broadeasting as an adves

tising medinm, 0 may owvolve pe-

search survess amd palls. The asso-
cition must be alerl oy new develop-

mients not only i the field of hroad-
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Mpr. Sponsq-')r asks...

“What i~ the funection of a trade association in the

field of broadeasting?™

Alden James

casting. but in other media which may
have an effect upon the future eonrse
of broadeasting.  Such developments
technieal. On o the

other hand. there may be new meth-

may  be  purely

ods or practices adopted by other me-
dia, 1t must be prepared to represent
the mdustry a< a whole in dealing with
copyright pools. labor organizations.
winl other groups whose interests are
sufliciently broad to make them mat-
ters of conrern to the entire broad-
casting indostry,  In such representa-
tion. however, the association shonll
tefrain from binding any of its mem-
contractnal - azecment,
This must remain o matter of  <ell-
determination by each member.

In perpetuating  the nsefulness of

Liers o aty

hroadeasting 1o the people whom it
serves. it will be peeessary for the
association 1o foster  standards  of
practice amd  operating eodes which
will refleet the decent intent of the
members of the association to serve
the publie intevest in their administra-
tion of the induastry.
Wineiaa 5, Hepses

F'.p.. NBC. New York

v\ trade associa-
tion. such as the
Radio  Manufae-
lurers \ssoela-
tion. has a dual
function: 111 1o
serv e s omem-
bers. and (21 10
safeguard  puble
interest~. Fortu-
nately. 1these
funetions are nsnally parallel. as any
mdustry

that  depends npon ]nu}dir
favor prospers only as long as il serves
the public iuterest,

Advertising Direclor
P. Lorillord Co,, New York

In carrying out its dual funetion
RMA <trives to Ll‘l‘]t its members in-
formed  of all

affecting the industiy. anil 160 keep the

governminent  actions
appropriate  government  oflicials  in-
formed of industry aetivities and prob-
lems, It thus acts in a liaison ca-
pacity  between government anl in-
dustry.

Perhap= no industry today affects
the lives and habits of more people
than does the radio aud television
industry. Radio and television invade
the privacy ol the home as does no
other medium of entevtainment. hut i
i~ always by invitation of the host or
This invitation will remain
cordial only a- long as the produet
both the reeeiver and the hroadeast

||||.-I|'r-.-.

]:m\'ilh‘_-'- pleasure for the listener o

the viewer.

Boap Geppes
Executive 17, p.
RMA. Washington

The broadeasting
trade association
i~ confronted
with
problems,

peeuliar
As a
business  alleeted
with the pnblie
interest. broad-
casting has more
intimate relations
with  the  public
and government than other hosinesses

exeept publie utilities, Broadeasting 1=
composed of elements, the eeonomne
interests of whicl are at times in ar-
reconeilable conflict and  which can
reach unanimity of thought and aetion
only as 1o issnes alfecting them all in
a =omewhal similar way,

It is certainly not a function of the
trade assoeiation to act as arbiter. nor

SPONSOR
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to matntain  uncertam
these various groups. No more can il

peace  among

apply its encergies and resources to the
spectfic interests of any particular class
of members. however strong. nor as-
sume the role of guardian and nurse-
maid for its least effectual inembers.

[ belive the primary function of the

broadeasting trade association is:

(1) To establish aud maintain a
wholesome relationship and un-
derstanding between the indus-
try and the public and its
government representatives.

(2) To disseminate information to
its members on slli:j:-{'ls of com-
mon interest caleulated to as-
sist them to render a more efh-
eient perforinance.

(3) To advise its members of pres-
ent  and
alfecting their common inter-

make speeific
reconnmendations for treatment,

imminent [nrnl-]l'm:-

ests. and Lo

(4) To formulate and project inso-
far as possible a comprehen-
sible long-range plan for the
protection and betterment of the
industry.

ROBERT SWEZEY
Exec. V.p.. Gen. Mgr.
WDSU. New Orleans

There is a line in
which
says: "I”Il‘ l\f S0

Chaucer

short, the ecralt
so long to lerne™.
]l‘ll- 15 a ‘r{tml]
molto for any
trade association.
It points up the
fact that the pur-
pose of a trade

association is o improve the art. the
craft. or the business. I may be thal
the association slales ils purpose more
.-pl‘n‘iﬁv;l“}'.

For example. the purpose of NARSR
1= promotion of the current volume
and lasting health of spot (selective)
broadeasting business. Our arlt is sell-
ing and service. The more we improve
that art. the better we will promote
the use of spot broadeasting to sell the
advertisers’ products and services in
lop volume and at lowest cost. Lo the
financial benefit of the stations we
represent.

Trade blanket the
hroadeasting business just as they do

associalions
most industries. but there are two

Il APRIL 1949

9:00- 9:30 p.m.

10:15-11:00 p.m.

11:00-11:30 p.m.

.. and Satisfied Clients!

8:00- 9:00 p.m.

Chicago Symphony Orchesira
(Wednesdoy) for Chicoga Title & Trust Co.

Treasury of Music for
Chicago Federal Savings & Laan

Music Lovers Hour for

Goldenrad Ice Cream

Community Concert for

Cammunity Builders

and now available...

The Deems Taylor Show

Fine Music plus Authoritative Commentary

9:3[] _IU.UU D.m. 5 Days a Week

Fine music is enjoyed by 29 million concertgoers

in America cach year. This Deems Taylor Show

on WCFL—Chicago's finc-music station — offers

an excellent means of reaching the vast audience

of music lovers in the Chicago area. It’s a most at-

tractuve buy budger-wise, too, thanks to WCFL's

economical rates. Contace WCFL 1n Chicago or

your nearest Bolling Company representative.

WCFL

The Voice of Labor
666 Lake Shore Drive, Chicago, Ill.

Represented by the Bolling Company, Inc.
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IN EASTERN

NORTH CAROLINA
TOBACCO IS KING

WGTM

Covers This Rich
Market ... with a
King- Size Voice!

Write or phone us or our
National Representative

‘““THE VOICE OF

THE GOLDEN PLAIN"

WILSON, N. C.

S000 Watts —Full-Time
590 Kilocycles
Serving 1,125,000 People

NATIONALLY REPRESENTED

BY WEED AND COMPANY

MUTUAL

EXCLUSIVE

IN

THIS AREA

special reasons Tor the trade associa-
the  broadeasting
One reason is the vouth of the art and

tions in husiness.
scienee. and the long road ahead of it
to work oul high gquality programs, en-
gineering. advertising techniques. ele,
Fhe second reason resides in the com-
plications of the business. DBroadeast.
g is= a communications business. an
advertising medivm. an entertainment
Al=o, it is
branching oul into new paths at a
killing  pace
ultralax. Taesinile. M,

llll'llllllll_ .'IIIlI il rl'jt'lli‘l'.

television.  transitradio.

|I| il'lllilinll 1o all ”ll' .-].ll'l'i;l] reasons
for trade assoeiations in broadeasting.
we have the usual reasons why Dbnsi
nesses Lend to form trade associations.
Trade
associations exist =o that the members
may do together the things that each
member  finds 1t
alone. That inclodes eertain standard-
minimum of standardiza-
1'|1nll:_'|| o prevent

a trend now almost universal,

impossible 1o do
izations, a
tiomn, waste. o
simplily. 1o save money for the con-
sumer, but not enough to destroy the
inttiative  and  enterprise that - have
made America greal.

Trade associations exist hecause the
members. meeling in committees and
learn
enough and are sulliciently stimulated

al  general meetings,  usnally

|r}' what they hear to more than pay

for the time and expense involved.
The the

least value in trade associations. Most-

social purpos=es are nol

Iv. we make our friends in our own
business. il the soeial meetings in
trade  build.

friendships.

our widen and  cement
What a wonderful development we

have seen m ANAD AAAN BRMA and

NAB!

Fraxacax

”e.'nu;:fu; Direeton

VARSR. New York

. * -

Tox

THE AUTOMOTIVE PICTURE

(Continued from page 31

e companies. rnbber manufactorers.,
The

<ome of the Keenest conmpetition in

anld llliiil'ilrlll‘l |1ultf~l'.‘i. I'l'-|||l:
\merican bhusiness,

1t i« no surprise. therefure. that the
gutn-parts-and-accessories field is the
seene ol some ol the heaviest adver-
tising spending in the UUS, eeonomie

And

of the <pending today is hroadeast ad-

~lrueture, the kevstone of mneh

\1'J'l.|'--tll_!_'_.

Nearly  $12.000.000 will be spent
in network radio and network TV, na-

tional selective radio and TV, and
dealer co-op broadeasting during 1949
to promote the sale of evervthing from
spark  plugs to inner tubes. Nearly
every form of broadeasting and pro-
gram type will be ineluded. At the

loeal retail level. slightly more than
522,750,000 —nearly twice the national
spending—will be spent for broadeast
advertising by auto  dealers. serviee
station n]n'l"illl_ll':-. aulo stores, tire ser-
viee stores, and mail-order  houses,
\i'l) hittle of the :tli\l'l'ti.-in_‘_' is of the
institutional variety (with the exeep-
tion of some of the national-level sell-
ing of the big rubber companies) 5 the
bulk of it i=s ;._',l':ll‘r.'tl .-lr}vll_\ lo |l[4u]l;|1'|-
dollars-and-cents sales,

This reliance upon advertising 1o
stimulate sales in the auto parts and
ACCESSOTIeS ﬁl']ll is nol a new coneepl.
\dvertising (of which more than 3075
was on the air) has inereased the per-
centage of family cars equipped with
heaters from 3190 in 1930 1o llt‘ill'l)’
6070 1919, Broadeast adyertising
has also done itz share in promoting
the use of automobile radios. In 1931,
only one ear in every 200 had a radio
i it. Today. the ratio is one ear out
of four. The Phileo Corporatica’s lead
in the field (nearly 109 of all radio-
i'(]'llilllll'l] Cirs Ilit\(’ I’h“l‘“:\] can be
traced to years of consistent advertis-
ing and promotion. with radio and TV
plaving an inereasingly important part
in holding that lead over other radio
hrands such as Majestie, Deleo (Gen-
eral Motors). and Motorola. Broad-
cast advertising has done the same job
for  many
concerns that it has done Tor the mak-

anle :-ln:u"l:--;lm|-:lm CELOTY

ers of greeting ecards, fabries, shirts,
dresses, cle.: il has established hrand-
name buying in fields where little or
none existed, sneh as spark plugs, oil
filters. ecar polishes. seat eovers, and
other auto acecessories. for such firms
as  Blectrie  Auto-lite. Fram. 5. C.
Johnson amd du Pont, and Glostex.
The higsest single category of Amer-
ican industry, apart from petroleum
products. that depends upon the mak-
ing and selling of vew cars for its
living is the husiness,
The rubber iudustry is hig. The
annual value of its products is over
S1.000,000.000. The bulk of the husi-
(615 ) is

tire-and-tnhe

ness tires and tubes,
with muoeh of the remainder in secon-
dary auto items. The growth of the
rublier indnstry is oot a direet eflect

of the rise of the auto industry. Tt
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o WRNL is a steady, GROWING
station centered ‘in this rich
Rickmond, Virginig, marketing
area. For over ten years it has
served Its listeners with the top-
- mas? locol and nefwork enter-
fainment; And, WRNL bas served
- advertisers with the marke#
from which they could gain the
full offectiveness of thelr radio
advertising budget. Is YOUR
_product on WRNL?

e e e

Represented by
EDWARD PETRY & CO., Inc.

5,000 Watt ABC Affiliate
RICHMOND, VIRGINIA

Il APRIL 1949

Yes! After many long months
our great "RADIO CENTER" of
the South is open and in
operation.

\\YE just can't help singing! The contractors are through

and we're all settled in our magnificent new home.
It's a dream come true . .. a dream of modern architectural
design and radio engineering. Functional, as well as beauti-
ful, it encompasses all that is the very last word in technical
equipment and construction, planned for the highest quality
of broadcasting.

Everything, from WRNL'S new 250-seat theater, to its staff
of competent, trained personnel has been planned to give
both listener and advertiser the finest in quality of broad-
cast, plus simultaneous programming on WRNL-FM. Thus
WRNL dedicates its continued efforts and modern facilities
to better serve a greater Richmond.

P. S. Be sure to visit us on your next
trip south.

u".'m WRAL
_ _ FM
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Dhoduilé

2EesiFare known
by the company they keep

’ = « Fonh 4
sty TSl

Yes. products are also known by the com-

Jrerery they fa'm’p. Irs NBC. No Benter (:umpml.\'..
when you buy WM in the more than
S2.400.000.000 Memphis market, Sinee 1923, the
station most people listen to most™ in Menmphis

ane the Mid-South has been first choiee

with the Nation’s leading adrvertisers.

*Sales Management, 1948

? JMC NBC+5000 Wattse790

50 KW Simultaneously Duplicating AM Schedule

First TV Station in Memphis and the Mid-South

National Repmreventativec o The hanham Company
Vuned and O perated by The Commercial A ppeal
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hegan with Charles Goodyear’s inven-
tion of vuleanized rubber in 1839, and
srew Lo an annual volume of $100.-
0O0.000 10 1899, But it was not until
1918. and the heavy demands of a
mechanized U150 Army. that the rub-
ber industey hit the billion mark
sales. The growth of the rubber in-
dustry since World War | has been
one of concentration. The bulk of the
tire-and-tube husiness in 1918 was
spread over 66 firms. Today. it is con-
centrated largely among four firms—
Firestone, Goodyear. Goodrich. and
L. 5. Rubber. all of which have been
broadeast advertisers in varying de-
arees from the l.‘i“’l_\ I];l_\.-‘- of radio,
and even today (with the exception of
Goodrich) rank high on the list of
spenders in the various  broadeast
media,

The tire-and-tube business takes two
difTerent directions at the shipping de-
partment  of  these  manufacturers.
About one out of every three tires and
tubes is sold diveetly to automakers
for mounting as original equipiment on
cars. trucks. buses, tractors, and other
motor vehicles, The bulk of the busi-
ness. however. is done through chan-
nels which ann to sell the tires as re-
pl;u‘l-nll'lll.-'-.

In recent vears, tire-and-tube manu-
facturers have been paving more at-
tention 1o the sales potential of the
rich farm market.  There. the con-
sumption of all sorts of consumer
products has shown the greatest rise
as farm income soared from the low
levels of depression days. Even where
the total yearly value of produets sold
per farm is only 32500 to S100D,
25 of the farms have trucks and
77 have awtomobiles.  When  the
vearly value hits the 210.000-and-up
class tand a number of Midwest [arms
today top |Iu- ‘-'1(|n.l|nn mark ). 8777
have trucks. « have one or more
automaobiles,®

This assures the tire-awd-tube mak-
ers of a readv-made market for their
|||‘u||t|t'l. <inee automobiles rank sec-
ond onldy to radio sets in polls ol what
farmers want most to bos. Inaddi-
tion to this. farmers nse up more tires
in the course of a vear than do thei
city consins. Among eity drivers, 137
of the tires on the vowd came with the
car. and 37 are  replacements.
Viwong raral dvivers, 3100 of the tives
are onginal  equipment. and - 06°,

sSaurces LS Cenans of Agrienlture,
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have heen bought as replacements.f
[However, the buying of new tires for
replacement purposes by farmers does
not follow the same ratio in huying
nationally advertised  bramds, prinei-
pally beeause the mail-order houses
(ledd by Sears with its llstate and
Ward with its Riverside tires) have
made big inroads.

The auto-parts-and-accessories  in-
dustry. paced by the major rubber
manufacturers, has not been slow in
going alter the luerative farm market,
as well as the urban markets. through
advertising.  In the past decade. ex-
penditures for broadeast advertising
to do this job have been increasing
more rapidly than for any other ad
media. Sinece farmers do not change
their brawd preferences quickly. unless
persuaded by a terrific prestige or a
“nuts-and-bolts™  campaign.  the air-
selling of the big tire-and-tube manu-
[acturers. [ollowed closely by the ve-
mainder of the :mh>-||u|'la-;lru|-m'f‘|-_--
sories field, has on the whole heen
a blend of both.

The Firestone Tire & Rubber Co.,
which leads the rubber field in carn-
ings with a current yearly net income
of almost 828.000.000, has been a one-
program radio advertiser since 1926
The Voice of Firestone, which varies
hetween being a prestige-builder  at
tinies and at others purely a selling
vehicle for car. truck. and tractor
tires. and Firestone accessories, helped

Firestone into the number one spot |

in the farm picture which it held for
years. losing it only in the past five
years or so to Goodyear. Firestone
is credited with being the first major
rubber manufacturer to go after the
farm market in a big way. During the
1930%s, when husiness was slow in the
tire industry. Firestone started up a

series of plowing contests, mailed out |

5.000,000 circulars every few months
to R.EF.D. addresses. placed e, [arm
programs on key farm stations all over
the country. and generally whooped it
up in rural areas. Firestone found
carly in the game that radio was un-
excelled at veaching into farm com-
munities, When followed up and pro-
moted  agaressively, Firestone radio
farm sales shot up to first place.

In addition to The Voice Of Fire-
stone. the Firestone firm also sponsors
a new network TV show. Admericana.
on seven NBC-TV stations, and spends
the remainder of a §3,000.000 hudget
in magazines and farm papers, with

FSouree: Crowell-Collier 1948 Tire Surrvey,
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WEBL

SYRACUSE, N.Y.

SELLS for YOU
... okt THasie!

MUSICAL
CLOCK

WFBL's

Feoturing eleven professionol radio artists, The Clock
includes eight musicions, two vocolists, ond is led by
the mast popular Moster of Ceremanies in Syrocuse,

Jim Deline,
MON. thru 5SAT.
7:30 to The Musical Clock this month celebrates
9:30 a. m. its 10th anniversary on the air. 3120 con-

secutive broadcasts prove that the Musical
Clock is doing a sound selling job for

participating sponsors.

One sponsor has been selling with The
Clock for over seven years. Another sponsor
has used over 2200 consecutive broadcasts
to sell his merchandise.

The Musical Clock Can Sell for You!

From hams to greeting cards to house-
trailers, the Musical Clock has shown out-
standing sales results for every kind of
merchandise.

Ask FREE & PETERS for the WFBL
Musical Clock Booklet and Availabilities

WFBL

IN SYRACUSE ... THE NO. 1 STATION

WITH THE TOP SHARE OF AUDIENCE

MORNING, AFTERNOON OR EVENING



GHICAIGO
AUDIERNCE FRCTS

Saturday 3 to 6 PM

WANDY 5 ii 66 misiens as 19.3
Network A ....... 15.5
Network B . ...... 10.6
Network € . ccemns 17.0
Network D .10.1

HOOPER INDEX I
Jan, 1949 I

S6o0KC
24 hoursa day

KTUC - 1400
Tucson
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oceasional  selective  announcement
campaigns in radio,

t‘.lt}:-t"_\ hehind Firestone in net in-
come is the Goodyvear Tire & Rubber
Co. with a vearly net of some $26.-
000,000, Like
has been in and out of radio since the
beginning of the 1930°s, and 1s cur-
rently sponsoring. at the national level,
The

(;rlml_\l‘:ll is the

Firestone.  Goodyear

the  prestige-building Greatest
Story  Ever Told.
largest  auto-parts-and-accessories  ad
spender in dollar volume, having a
1919 hudget of nearly $L000,000. The

Greatest Story is the extreme of insti-

[ tutional advertising, confining itsel Lo

mention of the
dealers

the barest SPUNSOUT.

Goodyear and  Goodycar-
owned stores are not even permitted
Loy Illl} spolts u1|jm'l‘lll lo 1l nor to en-
gage in any heavy point-ol-sale or
newspaper promotions based around
the show. The tremendous good will
and high listeniug to the fine hiblical
presentation in farm areas pay ofl.
Goodyear runs frequent selective radio
campaigns. and encourages Goodyear
dealers (and (}null_\l‘:lr-n\\ut'(l slores,
too) to run extensive radio campaigns
locally under a cooperative advertising
deal that works up on a sliding scale
Al least one of
the Goodycar Service Stores (in Mem-

from a 50-30 basis.

phis. Temn.) is on the visual air, buy-
ing TV spots on WMCT.

The bB. F.
three in net income among the rub-
ber companies with a current figure

Goodrich Co., number

of some £23,000.000. spends a sizable

[ ad budget of some $2.250.000. with

[ U S5

800 of it going into magazine adver-
lising, and the balance to newspapers,
farm papers. outdoor advertising, and
d aler co-op  advertising.  Little  or
none of the hndget is channelled iato
Goodriclr’s ef-
forts in radio, partly because of un-

broadeast adverlising.

fortnnate program choices in the carly
1930°s and partly because of a feeling
at Goodrich that visual advertising is
their answer. have not met with suc-
cess. and the medion is seldom used,

Fourth on the list of the leading
tire-and-tube  manufacturers  is  the
Rubber Co.. with current nel
income figures of nearly 522.000.000,
1. S. Rublbier has Leen in and oul of
||.t'|'.\u]'|\ I':ll“ll [li]' years, mosl l't‘t‘t‘llil_\

sponsoring  the  New York Philhar-
moniec on CBS. Like Goodrich. U, S,
Rubber feels that a visual medinm

works Diest in the advertising of tire-
and-tube products, and eurrently 607
of s 52,000,000 hudget goes into

magazines, farm papers. and news-

Unlike Goodrich, U. S. Rub-

ber has been a pioneer in the auto

papers.

parts and accessories industry in the
use of the visual air to do a selling
job. U. S. Rubber has been a TV
sponsor  since the days when TV
sponsars were looked upon as being
slightly daft. and has bankrolled sports
and special events (both film and live,
using the films (or the secondary pur-
thus redue-
ing the over-all costs). as

poses ol sales promotion,
well as
nighttime variety shows. quiz shows,
and a little of everyvthing.

L. 5. Rubber’s current campaign in
TV is film spots that reach every TV
market, selling U. S. Royal Air Ride
Tires to city and farm TV audiences.
U'. 5. Rubber may drop this heavy
campaign in favor of a TV program
this Fall. providing the firm can find
the format it thinks will do the job.
U. 5. Roval dealers (the firm. unlike
Goodyear, et al.. has no stores of ils
own ) are offered dealer aids lor radio
unier llll‘ &ll'il]t’r co-up II]LIII- ilnll d
sizable number of U, S. Rubler deal-
crs are on the air locally with an-
nouncements and programs.

The remaining tire firms, like Atlas,
Armstrong, Federal, General, Kelly,
Schenuit, ete.. do hittle or no air adver-
tising. Their sales are by no means
in the same brackets as the “Big Four”
of the tire-and-tube industry.

Firms that sell tires as part of a
line of auto parts and aceessories do a
certain amount of advertising. The
Gulf Oil Co.. which sells its own tires
and aulo accessories lhl‘uu;:il Gull sta-
Lions, promoles them heavily on a new
TV program, The Gulf Road Show,
on seven NBC-TV stations. The tire-
and-anto produets, apart from Gulf’s
petroleum line, also come in for fre-
quent  plugging  on Gulf's  AM-TY
show, We The People. on Chis and
in Gulf’s selective radio announcement
paper, and
paper advertising. Altogether, about
2007 of Gull’s 52.250.000 budget is
spent to promote its tire and auto-

(’.’llll|'il‘l;‘.’ltb‘ [arm HEWS-

accessory line,

The Phillips Petrolenm Co. plugs
Lee Tires (with which it has a con-
tractual arrangement on  behalf of
Phillips service stations). along with
]'l‘li”.llr_- |Il't]'l'}l'1"1l ]I]'mllll'l.‘n on 31
Central, Mountain. and Pacific region
with  10-15-and-30-minute
news and music programs, This radio

slations

selling. which accounts for some 507
of the Phillips bodger of nearly $100.-
000, has been a fixture of Phillips ad-
vertising for vears and has proved the

SPONSOR



re you one of the folks who've been buying

Yaeific Coast Network cove rage on the basis of a plus mar-

ket that—in reality—doesn’t exist at all? Isnt it a lttle like
paying for the hole in the doughnut...and isu’t it time
your asked yourself how much that hole is costing yonu?

all in an ABC re presentative who has the wHork
story on Pacific Coast network coverage
think it’s a darned shame for anyone to pay extra for the
hole in the doughnut. You'll Tearn some astonishing
truths on the complete picture.

Lhecanse we

Il APRIL 1949

roadcast Measurement Bureau studics—on a
highly impartial basis— prove that each of the four net-
works on the Pucifie Coast has at least 90% coverage of
the entire market (ABC has 95%) ... whether it’s little
Lemoncove in the Sequoias’ shadow, or big Long Beach.

On the coast you cant get away from

ABC

FOR COVERAGE ..
delivers 227.500 watts of power—>53,500 more than the

LABC's booming Pacifie network

second-place network. This power spells coverage —
ABC reaches 95..1% of all Pacific Coast radio families in
counties where BNB penctration is 50% or hetter, Anid
ABC’s Coast ”cmin'r for 1918« first 11 months is up

10% or more both day and night.

FOR COST...ahalf hour on ABC’s full 2 l-station Pacifie
network eosts only 81.275. Yet you ¢an buy as few as 5
stations for testing or concentration. And ABC is fa-
mous for the kind nf;nuIit'n("(--]milnling promotion that

llt'l]!s slice the cost-per-listener,

Whether you're on a coast network
or intend to be—talk to ABC

ABC PACIFIC NETWORK

NEW YORK: 30 Rockefeller Plaza - Clrele T-53700
DETROIT : 1700 Stroh Building « Merry 8321
CHICAGO: 20 North Wacker Drive - DElaware 1900
LOS ANGELES: 6363 Sunset Boulevard « HUdson 2:314]
SAN FRANCISCO: 155 Montgomery Street - EXlirook 20511
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BI G FOR HER AGE!

BIG i nghet She has MORE local adver-

F'M i comiig /

KL

1090 AT

1Y TWCW Ao

News, St

SO0 TERE IS S IS Cin BEIDG. BIVTLE Mk

\\LC

m 1000 WATTS - CLEAR CHANNEL
25 *FORJOE 8 COMPANY

HATIOMAL REPRESEMTATIVES
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Hexibility of selective broadeasting for
a petroleum marketing operation of
the regional variety.

The Electric Auto-Lite Co., makers
of spark plugs, batteries, and other
auto parts, is the pace-setter, spend-
ing a bhudget of some 82,000,000, with
the majority of it going into separate
Idl“n amd l\ VErsions l'f il.‘ {‘H"‘
huilt show, Suspense, The remainder
goes inlo magazines, newspapers, and
farm papers, as well as direct mail,
trade advertising, ete. Suspense fol-
lowed an unsuccessful run of the Dick
Havmes Show on CBS. and is doing
a much better job for Auto-Lite. Auto
feels it is “raising the national level of
visihility of our name and the under-
standing of our products and services™.
as well as “helping vs 10 extend our
distribution, the primary answer to
=ales in the automolive parts business.”
‘:H-trjl ill!\l'l'li.-ill:_' sells for Auto-Lite.
too: more than 100 dealers have been
~|-~-n.-u|ir|;_' llll’ mn||1;|;1n\-llrm]u('l'd
Gasoline Alley 15-minute elt’s with
aood results,

Four other
sories firms spend sizable amounts in

large parts-and-acces-

broadeast  advertising.  The Fram
Corp.. makers of oil and air fuel flters,
made its
ouce-weekly five-minute show. Fram

sports Theill of the Week on Mutual,

which it merchandises aggressively to

air debut recently with a

dealers, jobbers, and consumers, The
Champion Spark Plug Co. sponsors a
similar (and older) show, Champion
Roll Call, once weekly on ABC, in ad-
dition to heavy magazine and news.
paper advertising.  Also sponsoring a
five-minute network show is Johns.
Manville, which periodically plugs its

hrake linings on its Monday-through- |
Friday Bl Henry and the News on |

Mutual. along with a wide line of
other  J-M Western

\uto Stores. for several years one of

||lm|ll|‘l.-. The

the  countrv’s  ontstanding  regional
sponsors, uses the Cirele Arrow Shou
on 59 NBC stations in the Mountain
amd Pacifie regions.,

A\t the local level, avto-parts-and
aceessories dealers (most with o0
assistance ) are an increasingly impor-
tant segment of local broadeasiing,

\uto parts and aceessories dealers
are on the air in ecight of the 20 TV
markets in the country, and the hist is

More and

dealers are discovering, as arve national

HTOWINZ, more ol these

firms in the field of auto parts and ac-

wssories, that broadeast advertising, |

properly nsed. can do the selling job
neceded tnoa buver’s market, b s

©7.,410 Radio Homes

in the area served by

KMLB

— the station with more
listeners than all other
stations combined —

IN N.E. LOUISIANA

Right in Manrae, you con reach an audi-
ence with buying pawer camporoble ta
Kansas Cily, Missouri. 17 lo. porishes
and 3 Ark. counties are within KMLB's
milevall contaur. Sell it an KMLBI|

LOUISIANA

MLB

MONROE, LOUISIANA
% TAYLOR-BORROFF & CO., Inc.
National Representatives
% AMERICAN BROADCASTING CO.
5000 Watts Doy * 1000 Wotis Night

GHICAGO)
AU ENUERERTS

Saturday 3 to 4 PM

WIND case e 19%
Network A ....... 14%
MNetwork B . ...... 12%
Network C ....... Y28
Network D . ...... 6%
PULSE

Jan.-Feb. '49
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i . o
% want to sparkle?

Every facet of WEEI local programming
shines brightly in Boston. Take women's
"~ programs. All five of the top-rated . -

~ shows for women are on “Columbia’s
' r‘e friendly voice in Boston.”* And in
all program categories, WEEI delivers
the biggest rating more often than -
all other Boston stations combined!

gg\ . ~ Let usor Radig‘ Sa_lles show you-how ¥
you can make a brilliant showing

4& SO ~in Boston, on WEEI. ‘
\ . irl'ulnollum.llnur!-m;mm» <




YOU MIGHT CLEAR
14" 3Y: *—

BUL.+.

YOU CAN'T ol
VAULT INTO

WESTERN MICHIGAN
WITHOUT WKZO-WJEF!

The peenliar =“wall of fading™ that surronnds Western
Michigan makes it imperative for rvadio advertisers to use
stitions within our region. . .. Outside stations simply don™
get through consistently: henee Western Michigan  folks
seldom even fry to get faraway stations.

Within the area. WKZ0. Kalamazoo. and WJEF. Grand
Rapids, combine 1o give time-buyers everything they wiant,
and at a priee they can afford to pay. Project our Hooper
ratings and yvou'll find that WKZO-WJEF have abouw 239,
more cify listeners than the next-hest two-station combina-
tion. Study our BMB figures and vou'll see even more evi-
denee of our rural superiority.  Finally, look at our com-
bhination rate and you'll discorer a 309, saving over the
next-hest heo-station combination!

Don’t be fooled abont Western .“it'hi;_':lll. Ask us or ,-\\l‘l')‘-
Knaodel, Ine, for all the really interesting faers.

—
e Karl Meadowa of the US. did it at the 1536 Olympies,

WK0 Wl E F

JPdE" n KALAMAZOO fkal" n GRAND RAPIDS

snd GREATER WESTERN MICHIGAN AND KENT COUNTY
(4 11] (ces)

BOTH OWNED AND OPERATED BY
FETZER BROADCASTING COMPANY

Avery-Knodel, Inc., Exclusive National Representatives

52

40 West 52nd

(Continued [rom page 8)

by one business publication to another.
What you said was partienlarly pleas-
ant lo our ears. but I'n ;z];lt] lo note
vou angled it so as to make it a tribute
to all good business papers which try
o give valuable and aceurate informa-
tion to their readers,

PriLip SALISBURY

Editor

Sales Management, N. Y.

OVERSEAS DEPARTMENT

1 am interested in American adver-
tising methods for use in my firm's
radio and press advertising. We are
primarily in our infancy regarding
advertising in New Zealand, so conse-
quently. in addition to subscribing to
your worthy magazine. | would be
grateful for auny advertising data or
information vou can grant me,

1. E. Howarnp
Newtown, Wellington
New Zealand

We are highly interested in your
publication for the mutual benefit in
establishing best contacts with your
advertisers,

Diooyt Man Diraraae Das
Chaori Bazar

Delli, India

BACK COPIES

In a recent issue of spoxsor vou
had a very excellent article concern-
ing the General Baking Company’s use
of radio.  Will you please send two
|npil‘_~ of this issue of sroxson to J.
\. Reed. General Baking Company,
Steubenville. Ohio?

Grorce 11, WiLsox, Jr.
Program [irector
wsrr

Steubenuville, 0.

We're joining the ranks of the
mislayers- of -spoxson’s- farm - research-
series: and we wonld certainly appre-
ciate it if yon eould send us the five
back copies in which those articles
(li}}ll';lll‘ll.

Margorie . SugLpox
Seript and Media Director
Agricultural Broadeasting
and Television Service Inc.
Fort Wayne. Ind.

SPONSOR



| 1. n OUMAS HOUSE, Burnside, Louisiana
—a manor house in the grand tradition. Once

occupied by the wealthiest planter in America,

it is rich in romant.c history.

TLE,

WWL PRIMARY DAY-TIME COVERAGE ( M»]
591,030 BMB STATION AUDIENCE FAMILIES

2. ). ARON SUGAR REFINERY, White Castle, La. 3. WWL'S COVERAGE OF THE DEEP SOUTH
In 1948, nearly 5'4 million tons of sugar cane 950.000 watts high-power, affording advertisers low-
were produced in Louisiana, which also leads the C€OSt dominance of this new-rich market.

nation in cane sugar refining. Another reason why Note: Coverage mapped by Broadcast Measurement Bureau.
WWIL-land exceeds national average in increased Soqe scaptered coutities, conered by WWL. are not shown.
income, buying power, general prosperity.

The greatest selling power
in the South’s greatest city

50,000 WATTS CLEAR CHANNEL
CBS AFFILIATE NEW ORL EANS

A DEPARTMENT OF LOYOLA UNIVERSITY

Represented nationally by The Katz Agency, Inc.
11 APRIL 1949




Buy National Sa

SELECT YOUR PROGRANM
SELECT YOUR MARKET
SELECT YOUR STATIONS
SELECT YOUR TIMES
SELECT YOUR AUDIENCE

[T Tiether you use lice programs. spots, transcriptions,

tape or film, buy national sclecticve.

LPaul H. Raymer Company, Lic.
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MWEINK: ARTon..5: o e b KPANR TROENTIN s 3 ve vty i« NDE
RIZIGN. Bakersheld . oo o CBS WIEAN Portlands Me.. .. ...CBS
WECAQ Balumore, ....... .. CBS WERCO) Providence. ..... .- .CBS
EYUEY " dSangor. .. .. e sies st ABC KOTI S0 0 1) R S . ) £ { 9
WBRC Birmingham...... . NBC KFBK Sacramento. .. .. s 51 &
WDOD  Chattanooga. . ......CBS WAPA  San Juan.. MBS & ABC
PRI CLECEantt o e on oo MBS KESD San Dicgo. ..., NBC
WHRKC Columbus......... MBS NTNIS  Santa Barbara. .....s ABC
KIOA  Des Moines.. ..., . MBS KCOY Santa Maria, ... .«ABC
MHDNE" PDugham' - «-viww i . CBS KWWK St. Logist: «aes 2 NEBS
KXO BIECentroh o sos oo 2o NEBS KIHG® SiouxEalls:§ Di... .NIBS
KFGO Fargo. N.D........ABC WSBT South Bend......«.. CBS
NERXC Ehint..q.0. o one N RE KWG Stuckton; s :z5.q i ABE
WKJG Fort€ayvne.... ... . MBS WNDR Syracase... ..z .. .. . NIBS
KNI LR ESPIRh - o, ot s NBC WEOL. "Toledo)- s o sieis s e \BC
MWIIRE Harttord.. o0 -x CBS KMOA  Tucson.. o s ies v NBC
WICARY Lawrenete: .os «: vos ABC WIEAG AYOrvester. ; i, ¢ -4 .0 BS
REC |« [os Angeles: i es  TND WKBN' Youngstoswn........CBS
MASACE  INashvilles - oo s e CBS

WOXR Neéew York: ..o ooe s IND The McClatchy Beeline
WLEOFE Orlando: Ela.. ... .. NIBS Arizona Broadcasting System

Kadio and 1eleovrsion Adovertisine

Nea York  Boston  Detroit Chicago  Hallyacood — San Francisco




It takes a lot

A spot announcement on 50.000-watt WBBM delivers many more
listeners than an announcement on any other lll;ljur station

in Chicago. And at far less cost !

{ LOT: WBBM commands an average davtime Pulse rating of 6.7

. 0.H2% hmhrr average ro Illll" than any compe ltln:

FOR LESS: Becanse it reaches <o many more of vour customers,
the average W BBM daytime announcement delivers a bigger
share of Chicago’s radio homes at 37 less cost per thousand

than such a spot on any other major Chicago station.

I vou're looking for a much hetter Chicago buy. use WBBM —

( I“"“.'-’”_‘ miost .\,mm,\'r-n'ff <tation for 23 conse nlve years.

‘/‘/I}l} ‘l Columbia (hwened — 50000 watls
j Chicaga’s _‘\hmt wmanship Station
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Executives

A good job would be better if broadeast
advertising were given top priority

Within the field of broadeast adver-
lising. the stature of Justin Mliller,
president of the Natinnal Association
of Broadeasters, hasn’t grown during
the past 18 months (sinee sSPONSOR'S
first NAB Evaluation. Outside of the
('i'l'f‘ll‘ :'-f lhlr.‘-«v t“l‘l‘t“.l'\' l'nni‘l_‘rn['ll W illl
the commercial side of broadeasting,
Judge Miller has assumed the mantle
of spokesman for radio—for a [ree
radio. in whiech he believes, Most ad-
verlising and ageuey  exceutives  feel
that the Judge is not too conscious of
the sponsor’s problems, nor does he
appear to the ad men 1o be oo con-
coerned with their ability to sell via the
air.  As one aceount executive al an
ageney phrased it. “he reminds us of
an editor rather than a publisher,
somewhat in the elouds abont facts.”

Justin Miller has ehanged, beyond
the shadow of a doubt, the attitude of
the Congress towards the broadeast in-
dustry. This has highlighted the muolti-
headed eharaeter of the Association.
which frequently finds itsell walking
half-a-dozen  tight-ropes at the samne
time -trying to be fair to elear chan-
uel stations, to TP;_’iHII-’Jl channel sta-
li'i“.‘“. ﬂnli Loy Iill‘ﬂl (ll{l"lll'l 1|]ll‘l‘ﬂ[l)]’,~'-
all ar the same time.
tion of station owners who cannot dele-

I's an assoeia-

cate  any ulu'!‘(llill“..' .'llllhnt'il_\' lo an
association — or Lo anyone, for that
matter. NAD has to speak for hroad-
casting as a publie-service.  govern-
ment-licensed  disseminator  of  news
and entertainment.,

riation of station owners who live from

I's also an asso-

advertising and stay in business only
becanse of broadeast :lt]\t‘l’li»ill;__‘.

The multitndinons problems of
broadeasting make it impossible for
any one man to be completely  in-
formed on all sides of the indostry, As
one advertising  director of a mualti-
million-dollar advertiser expresses it,
“Judge Miller has chosen, as we see it
to be hroadeasting’s champion astride
a white charger. Someone has to stand
up for God and countryv. and the Judge
fille the Bill very well.”

Sinee the NAD eannot be a one-man
oreanization. the advertisine industry
looks too other exeentives amd Judee
Miller's stall to represent the commer-
cial <ide of the business, They o not

feel that Do Willard, Jr.. has lived

58

up to their expectations. “We expected
that Willard would represent the busi-
ness side of broadeasting in the NAB,
but we haven’t noted any evidence of
his functioning in that capaecity re-
cently.”™ is the way one national adver-
lising execulive expressed himself. A
divisional manager of a big drug cor-
poration opined. “Jess Willard seemns
to have settled in the shadows, neither
secking nor gaining much notiee in
the past few months. Fram where 1
sit, 1 have no information of anything
for which he has been personally re-
spounsible, . . . and I'Hl admit that I've
been very surprised.”

C. E. (Bee) Arney. Jr.. is known as
a name by most agency execulives and
sponsor radio-minded ad men. His job
of secretary-treasurer doesn’t require
him to be in the spotlight. exeept at
conventions when he runs the show.
Comment was refused on Arney for
the simple reason that teo linle is
known personally about him at adver-
tising agencies and advertisers,

Broadcast advertising

NAI has 2 ball of fire in Mitchell.
He needs a barean

he’s only one man.

Broadeast advertising isn’t just a
matter that ean he handled by a de-
partment of the NADB, no matter how
fine a commercial-minded  director
heads up the operation. 1t must e
the total interest of an entire organi-
zation.  Mayhe the organization can
be part of the NAB. and maybe it will
have to be a eorporation organized and
operated for the sole purpose of pro-
moting advertising on the air and of
bringing the news of hroadeast adver-
tising 1o non-radio vsers. This is how
a vast majorily of sponsors and ageney
exeeutives feel about NAR's Depart-
ment of Broadeast Advertising.

Agenevmen point 1o the fact that
just as it was found necessary for the
NAR finally to organize the Al Radio
Presentation inlo a separale corpora-
tion Lo control and spend the §125.000
collected Tor this ]t:ll'lil'uhn' |1rn|rln!in[|,
just s i it necessary for the depart-
ment of hroadeast advertising to op-

= e

NAB staffers dircetly eoncerned with
a speeifie side of broadeasting such as
engincering. ele.. are evaluated in the
section of this NAB Evaluation issue
devoted 1o their specialities,

Quotes:

“Judge Miller has increased broad-
casting’s stature during his tenure of
office, even if he hasn’t done too much
to help broadeast advertising.”—Divi-
sional advertising manager of a Mid-
west soap manufacturer.

We've judged Judge Miller and not
found him wanting.”—V.p. of a top-
ten advertising agency in New York.

“It’s time for Judge Mil'er to go
commereial. He's been sustaining long
enough.” President of a gas and oil
firm.

“I'd like to know just what niche
the president of the NAB should fll.
Only then will T be able to judge if its
present ineumbent fills it adequately.™
—Radio director of a Midwest food
manufacturer.

But

erate as the newspaper promotional ac-
tivity does —as an organization with
only one purpose. the promotion of all
phases of hroadeast advertising.  Ad-
vertising men generally feel that the
tenipo of NAB's Departmient of Broad-
cast Advertising has been stepped up
sinee Maurice Mitehell took over the
reins,  The department was without a
direetor from  February to Oetober,
1948,

Several in spoxsor’s panel have
heard at least one of Mitchell’s talks
al Memphis or Jamestown (N.Y.) and
feel that he's an aggressive proponent
of advertising on the air. The only
fault they find with the operation of
his department is that he is praetically
mnstalfed.  Up to recently Miss Lee
Mart, NAIYs retail radio anthority was
the entire stafl.  Now Charles Batson
i= moving up to work with Mitchell
and this will help, but it will still leave
the i|(‘||.‘1rlm|-||1 one man short of what

SPONSOR

.



STODIRD RAD0 Rl
= {0 the

STAR SHOWS e

An Integr(zl Part (;‘/' the I]I SUS

Standard Program Library

“THE LIBRARY WITH THE COMMERCIAL Tovcmnm™

Standard Radio does it again . . . tops its long-stand-
ing record of showmanship with a group of brilliantly
writlen and professionally produced programs which
take their musical content from the massive Standard
Program Library itself ... and are availuble for im-
mediate and eontinnons sponsorship! Come in and
hear the speeial andition dises . .. see the impressive
Literature which we have ercated to deseribe these
[
shows . .. and let us tell vou how these and other . e
selling aids ean help you make the most of **the library S “ l t e

with the commercial toneh!™

Slendeird LRadre 196-7
TRANSCRIPTION SERVICES. INC. ‘ 0[ t'le

bl
H0TE

NAR CONVENTION
APRIL 6-12



NAR-

k-nuz

(KAY-NEWS)

BRINGS YOU
MORE
LISTENERS
PER

DOLLAR

IN

HOUSTON

| mard it as a good job.

MORE BUYERS
FOR

YOUR PRODUCTS
AT

LOWER

COST

.« . for proof write
for Hooper and
other marketing
data 5 5 .

NATIONAL REP. FORJOE & CO.
Dave Morris, Gen. Mgr.

k-nuz

“Your Good News Station”

9th Floor Scanlan Bldg.
HOUSTON 2, TEXAS
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it was when Frank Pelleerin
with Transitradio) headed the
eration.

I now

“Broadeast advertising must be sold
every day of the year, 21 hours a dav.
and in all 48 states of the Union.™ is
the way one pro-radio president of a
wax concern put his reaction to the job
that awaits an all-out sales promotional
eflorl
mg, and transitradio. not o mention

[or radio, television, storecast-

| FAXN.

Selling broadeast advertising is not
alone selling radio at a national. re-
gional. and local-retail level. but it is
making certain that iUs implemented
by aggressive publicity and promo-
tion.  No form of entertainment exists
by itsell. Without glamorization. spot-
lighting, and being placed in a proper
H'“ill“_’ broadeast ﬂl]\l‘riihilly 1s forced
to make itz way- the hard way. Pro-
motion of broadeast advertising not
only means selling hroadeasting as a
medium, but also selling the medium
itself,

Sponsors and agencies that know
what Maurice Mitchell has done, re-
Thl"}' l'lllji‘('l
only to the fact that it's a good one-
num job. whereas it should be a good
multi-man  effort.  They feel that
Mitchell ought 1o be directing a great
team made up of a man from cach of
the hundreds of successful broadeast-

Code

ing outlets in the United States. They
feel that the efforts of
hundreds of promotion men directed
by a realist like Mitchell could be a
major factor in educating thousands

coordinated

of prospective advertisers on the im-
pact of the air. Even with a i:lu!;ﬂ‘i
as big as that made available by news-
papers for promotion (over 81,000.-
000). it wouldnt be [ill:-!-iilllt' to do
the job without the army at the local
level,

NAB's of
Advertising has an open door 1o the
business of America. Its great fault is
that 1 often
sistently enough.

Department Broadeast

doesn’t nse it or con-

Quotes:

“I havent had a promotional piece
of literature on  broadcasting come
across my desk in nearly two vears,
Exerything | about
either a network or station hyline. It's

s0ee radio has
time for some real industry promaetion,
and [ den’t think that a metion picture
is more than an attempt to sell the
medium.—Advertising manager of a

far-West soap manufacturer.

“Let's not talk about broadeast ad-
vertising. Let’s sell it.”"—Sales manager
of an advertiser with a $10,000,000-
plus budget.

Is there any point to standards without
enforcement ask advertisers. agencies

The \,\!; (:ntll'. (Or, as ‘llIr-lill \Iilh'l‘
prefers have it called. NADB's
Standards of Practice, will not he
lived up to by members of the Asso-
That the
tions of both advertisers and agency-
men checked by spoxsor. Both groups
are nol against the SOP. but they are
ol the upili‘inl‘l that there i« lllll_\' one

1o

etation. SHMIMarizes reac-

way to make advertisers and agencies
live up to rules and regulations, and
that i= by potting teeth in them,

As the Standards now
the NAD stand. as stated Iy Judge
Miller, that “onr IIIIIM('IH is Lo find
l\’(l_\“ {!IIII nreans o g0 s f;lr ias we

ext=l. 11 s

can in securing implementation of the
standards withont inviting proseeution
inder the anti-trust laws for operations
in the restraint of trade.”

Politely, agencymen and advertising

Miller's

nmean a

.llli];_'t‘

doesn’l

that
standards statement
thing, States one copy man. “We're
certain that no advertising man worth

execulives  say

his salt is going to be guided by
stamlards  of  practice  which
You cither enforce a code
It doesn’t matter if one

aren’t
pr;ll‘lil't‘t[.
or you don't.
publication permits you to make any
claims you wuant to, as long as the
publications in which vou're placing
insist on their own rules
and regolations.  You abide by the
dictums laid down by ecach individual
publication. station. or network., 1t
would he easier to have a set of rules
that all would observe. but in the cur-
rent competitive era that’s not the way
it's going to be. It's my feeling that
on an indostry-wide basis you either
enforee standards or fr;r;_'c'l them,

vour copy

SPONSOR



e BILL ELLIOTT SH

GOES ON THE AIR...

MAY |

| THIS
j TRANSCRIBED SHOW
L AND
& PROMOTIONAL PACKAGE
BEING SOLD DIRECTLY TO
BAKERS ONLY.

Here's a radio show that is for bakers only.
Produced by ““Wild Bill'"" Elliott, America's Num-
ber one cowboy star and Al M. Cadwell, past
president of the Tri-State Bakers Association
the package includes newspaper mats, point of
purchase material, 24-sheet posters, etc. Be-
A cause it is a complete promotional package
\ and not just a transcribed radio show, it is being
\\ sold to bakers direct. This merchandising plan
- means quick time sales, satisfied sponsors and
trouble free supporting promotion. If you know of a baker in your territory
who is looking for an outstanding radio show and promotional package,
please advise us. Many territories being closed daily, don't delay!

/

WRITE e« WIRE =« PHONE

i1 APRIL 1949 ol
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"fuu oo Landis didn’t just happen

vasehall. and neither did the Hass
.!E.=.- i Hollvwood.  Motion preture
des amd basehall reeulations arven’t

and 1 don't think

standdards  are

berved voluntarily,

liroadeast  adyvertising

ome o he "i'h‘ ld without sanetions,””

Spnsors wonld |rrl'i'|'l a well-defined
ot of rules and vegulations o that
they'd have a elear wdea of how they
must use the medium, To have each

station or network decide npon its own

standards can lead. they feel, only 1o

chaos,  That it hasn't thus far is at-
teibuted 1o the Tact that selling pres-
sure has=n't heen turned on yvel,

Quotes:

“An advertising medinm without en-

foreeable standards can soon be no
mediene at all - ar least no medinm
that we'd care 1o nse.” Advcrfising

manager of a leading low-priced auto-
mobile line.

“Nobody loves a code. hut I'd hate
Lo operate in our business without one.
1IU\\

and 1 dan't see Lroadeasting can

function effectively without potting i
line.”  Merchandising manager
cf a cosmetic company.

10 the NADL doesn’t come up with

a Standards of Practice that adequate-

un the

AND CENTRAL

1370 K.C.

GLENN VAN HORN, General Manager

62

BI.OOMINGTON INDIAN

(The HW:}

NOW SERVING SOUTHERN
INDIANA
1000 WATTS DAY - 500 WATTS NIGHT

Iv cope with the problems presented
I bad broadeast advertisineg, 1 feel
that the AAAA will have o |l-'\i‘h:|m
s omn enforceable code of 'mul Laste.

Television 1~ at least twice s open

All-Industry promotion

to advertising and  advertising  mal-
practices as all other forms of selling
President of
a Madison Avenue agency and mem-

ber of AAAA Board of Directors.

and must he regulated.”

SI25.000 for fiflm is a goed start. but it
can't be construed adeguate education

1 have been hearing about hroad-

casting’s all-industry promotion for so

lone that ]t_\ the time 1 see or hear it in
action. Il he bored with it all,”™ states
a timebuyer of a Madison Avenue
INYL advertising ageney who adds
“Let radio put up or shot up.”
“While the NADB has bheen tadking

about promoting broadeast adyertising

through an  All-Industry  promotion.

newspapers have been taking money
away from radio by actoally pro-
moting  their  medinm.™  explains  a

media man, This exeentive pointed 1o
that he feels
to radie but whicl

been shifted to black and white,

five specific campaigns

.--llnlli:' |l:\l\ e sone
have

s not Lo

His joh. as

he explains i,

NEW!

{A REGIONAL STATION)

y)

And coming soon
STATION WTTV

Feless"

Uniil our National Representative is announced
wrile direct for rotes und furthur niarmation

R4ADIO & TELEVISION CEHT!R.
BLOOMINGTON,

INDIANA

OWHMNED AND OPERATED BY SARKES and MARY TARZIAN

fight a client who is <old on using a
specific medium but o get the most
out ol the the
use, O course.” he

medinm advertiser

wianls Lo says,
“il a client wauted to use a medium
that | knew couldnt IlllHlIll'l' for him.
I"d hight like hell 1o get

lucky side,  In
newspapers well used can do effective

liim on the

most cases however

advertising for most mass products,
althongh 1 personally feel that broad-
cast advertising can do it better.”

agencies  generally

.“:lum.-nh and

have their fingers crossed on  any

industry-wide promotion of an adver-
tising medium that costs only 8125000,
il Victor Ratner. CDB>s
who is writing and divecting the all-

“laen V.

industry genius,
and there
I still feel he'll come out only with a

motion picture is a

are some who swear he is.

picture that cost 5125.000.7 emphati-
cally  states an  advertising  manager

who spends nearly a third of a million

on commercial motion pictures ecach

vear.  This ad manager also pointed
ont, *“'d be the last man in the world
to stake all my promoetional dollars on
even if 1 had all the

| nited States show

a molion picture,

TV stations in the

it once a week,”
\ large

of the u[riuinli that \Vou jl|.-I can’t pro-

llillll]u"l' Ilf agency men are

mote an advertising medinm throngh
One expressed him-
adver-

a motion pietore,
self this way: “P'romoting an

tising medium i a continnons joh.
A wotion picture mav be part of the
campaign but that is all. 1t must never
be the heart of the promotion because
at the best its window dressing.”
\uother advertising executive i the

same vein stated. “Show me a produet
it

Lure

was put over by oo motion pic-
and Ul admit that pevhaps a
can =ell an advertising

know of a

produet that has ever usedl the sereen

motion picture

wedinm, 1 don’t single

as a basie advertising medinm.

Some sponsor and ageney  oflicidls
{Please turn to page 66)
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EXCLUSIVE
BROADCASTS OF THE

WITH

BOB ELSON

AMERICA’S LEADING
BASEBALL ANNOUNCER

Bob Elson will broadcast
all of the 1949 games .
both home and away . . . of the
Chicago White Sox exclusively on
Stations WJJD and WFMF. All
afternoon games will be heard
on WJJD and the night games will
be heard on WFMF.

WITD  WEME

50,000 WATTS

33,000 WATTS

MARSHALL FIELD STATIONS, REPRESENTED NATIONALLY BY AVERY-KNODEL

Il APRIL 1949
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A TERRIFIC HIGH-HOOPER HALF-HOUR
SHOW THAT YOUR SPONSORS WILL LOVE!.

O. Henry has created one of the most loved and most feared heroes
of American literature—famous on the screen—in books—on the air!

IN MOVIES! The only Western ever ON THE AIR! Cisco has every-
to win the Motion Picture Academy thing: Adventure — humor —drama
Award! Six big-budget pictures re- —romance — heart appeal. Every
leased each year by United Artists. member of the family loves CISCO!

o o o o ot o o o o o o o o o o o o o o o il b o o i o o < o o o S S I Y

MOST SENSATIONAL SUCCESS STORY
EVER OFFERED FOR LOCAL SPONSORSHIP!
Interstate Bakeries (1948 gross: $58,724,649) say:
“T'be CISCO KID bhas certainly sold a lot of

bread for wus. We hare never seen our sales

force more enthusiastic. This applies to onr
erocers also. Enclosed find onr venewal for
six additional years.”

E
g
N
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\

VS o o o o o ol o o o o o o o o o o o S S S S S o o o o o S S S

SENSATIONAL HOOPERS! January,

1949, Pacific Hooper: 8.6. Consistently averages
higher than any show primarily designed for
children. "THE CISCO KID appeals to a tremen-
dous odult audience' ...say Interstate Bakeries.

SENSATIONAL PROMOTIONS! g 00,

masks, truck posters, membership cards, teaser
ads, sombreros, neckerchiefs, store displays, let-
ters, post cards—complete localized campaigns.

LONG-RUN
GUARANTEED!

Three years of CISCO
KID half-hours have al-
ready been produced on
a 3-per-week basis.

Duncan Renaldo plays the
"Cisco Kid"' in movies that
are regularly released by
United Artists Pictures.

-
L4
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—y N TR CONVENTION—SUIQE-u_.

SEE ZIV'S GREAT EXHIB



“WHAT IS HAPPENING
TO KID SHOWS?"

Write for this sensational

cnalysis. It's an eye-openerl
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He Mows Dull Moments
With a Sharp Eye

Something’s always popping  when he  sharpens  his

weapons. rulls up his voice, and goes 1o work. His pointed
remarks about the top of the news from Washington are
heard by o loval voast-to-coast andience five nights a

week. s Listeners love 1o hear him “mow ‘em down.”

His whetstone is o powerful mge 1o get to the bottom of
thines  and he cuts a wide swath through the underbrush
of Taney 1o zet ot the facts hehind the news. Whether
farming in Maryvland or tilling his Washington newsheat,

his dowu-to-cartle approach reaps a rielr harvest.

Corrently spousored on more than 300 stations, the Fulton
Lewis. Jre progeam i= the origimal news Seo-op.” N
offers Toeal advertisers netwark prestige at local time

costo with pro-rated talent cost.

Stiee there ave more than 500 MBS stations. there many
be an opentng i vour eity, Hovor want o readyv-made
arclienee for o client Cor yourselly . bivestigate now.
Clierk  vour local Moual owtlet or the Co-operative
Program Departmenl. Mutual Broadcasting System,
PRI Broadway. NYC 18 (or Tribnne Tower, Chicago, 11).

ALL-INDUSTRY PROMOTION

(Continued from page 62)

have conerete  suggestions on  how
radio could do an all-industry promo-
tion using its own medium as the
keystone of the promotion.  They in-
sist that any promotion of broadeast
ing which does not include broad-
casting jll.-al doesn’t make sense to an
advertiser who = heing asked to use
the medium.

Other promotion men insist on ask-
mg “What can vou do with $125.000
aside from making a good motion pie-
ture?” They answer their own ques-
tion Iy saving “nothing.”

While  most  ageney  and  sponsor
executives are not basically interested
i radio’s  All-Industry promotion
they will diseuss at the drop of a hat—
or cven without the drop of a hat
what the industey <hould do 1o pro-
mote itsell,  There's universal agree-
ment in the need for hroadeasting to
re-=ell itsell as the low-cost advertising
medinm—1to <how how great indus-
tries have developed through the air.

Ageney exeeutives particularly want
hroadeast ml\'m'lisiug prnmnlt-d S0
that their recommendations to clients
will fall upon fallow ground. The
objective of the All-Industry promo-
tion is endorsed by all pro-radio
ageney exeentives,  This objective, it
lasn’t been restated  recently. is 1o
condition the poliey exeeutives of greal
rnrpnr;llinm- to what hroadeast adver-
tising can do.  The man at the top is
seldom an advertising man and less
frequently a radio trained exeeutive.
H he =o't sold. radio just doesn’t gzet
its share of the advertising dollar.

Quotes:

“Start raising more money at onee,
that what the NAB ought to do for the
Al-Industry promotion.”  Automobile
advertising director.

“sSince the indostry is commited 1o a
molion picture, make i, use it, hut have
it part of the campaign not the cam-
paizn.”  Advertising manager of a
big regional soft drink manufacturer.

“Will someone define “Al-Industry
for me.  Will ot include ML TV,
PAN. storccasting and transitradio 2™

President of New York-Chicago and
Hollywood advertising agency.

“Promotion s effective nnl_\ when
i's done not talked about.”™  Business
manager of a top advertising agency.

SPONSOR




Public relations

Consumer concept of industry better.

Ageney and sponsor

The consumer has had his ideas of
the broadeasters’ association developed
or the They have had
little time to trace
sponsors and agencies state that they
find men and women, with whom they
come in contact outside the trade. feel
that the National Association of Broad-
caslers is an honest and progressive
coalition of station owners.  Advertis-
ing men frankly state they do not know
the reasons for the favorable public

favorable side.
reasons but men al

reaction to the NADB but they know
it's there,

“The NAB, in the public mind
seems Lo have traveled a long. long

road from the days when James Law-
rence ["I} huilt a picture in the con-
sumer mind of the NADB as a stagnant
hody of putrid water,” points out the
puhhl' relations head of one of the
grealest food
“in turn makes

naltion s corporations,

“This,”

he continues,

the listener more favorably disposed
hroadeasting

towards stations  and

relations sketehy

that’s all 1o the

Just as
agreement on the mnproved public ac-
ceptance which the NAD has achieved.
there 1= the reaction o the
NADBs trade relations trade
paper rvelations.  Apparently the ad-
vertising trade press has been open in
its objection to the “pipe-line”™ which
one or two trade papers have had into
NADB confidential this

has reached advertising muanagers and

;.’ll()li.h

there is almost universal

|||Ji|u:-i!.l'

and its

meetings  and
ageney radio personnel.

“1 don’t think that the NADB has
done a good trade velations job with
agencies and advertizer=.” explain: a
\\u-.l Coast agency official. 1 for
one =eldom take at its face value
statement released by an NAD oflicial.
[ even look a Judge Miller statement
between the lines, wondering what he's
trying to peddle.  Aud 'm faivly cer-

dany

tain that 'm not alone in this, |
think that Robert K. Richards has
more to do than he can handle hut

’”E Pnosve.‘\ws

MARKER

WwTiG
DOMINATES

/ﬂlE

PROSPEROUS
UTHERN NEW ENGunyy, |
MAR

—_—

Paul W, Morency, Vice-Pres. — Gen. Mar. + Waller Johnson, Assl Gen Magr.— Sales Mgr.
WTIC's 50,000 WATTS REPRESENTED NATIONALLY BY WEED & co.

Il APRIL 1949

Laooking for Something . . .
Outstanding?

program tvpe vored

60.8% LISTENER PREFERENCE!

ANNOUNCING NEW, LIVE, "= HR
AUDIENCE APPEAL.
PRODUCTION

“"RAINBOW POINT" preseuting
HOMER RODEHEAVER in person

Unbiased, independent survey shows 60.8%
of listeners choose this style program—mag
nificently interpreted sacred nusic, nerve
soothing philosophy and hearty chuckles.

This production features renowned artists,
and stars one of the greatest personalities
ever known to attract gigantic audiences

the man who joms America’s auditoriums to

overflowing . . . HOMER RODEHEAVER

The magic of Homer Rodeheaver's deep rich
speaking voice, his natural ability to portray
the full gamut of emotions in but a sentence

. the great vaniety of sacred music and
different types of melodic interpretation, the
quick movement of the production . . the
escape, relaxation the program offers the his-
tener . . . all this encourages vast audiences

favers your message.

The Rodeheaver audience has buying power!

Their loyalty,
Homer Rodeheaver

their consistent support gave
substantial lead-rating
the only other time he consented to do 2
live broadcast
hances buyer confulence

His esteemed reputition wen.

Priced for a reasonable budget. Wrn

Stine Productions
3640 Lake Shore Dr.
Chicago 13, 111,

67
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hie onght to sell his superiors that a
good trade press is just as important
as a good eonsumer press,”

\nother ageney exceutive. this man
[rom  Detroit. what he
called the “inept”™ handling of the
Proadeast Measurement Burean pub-
licity as an example of how the NAB
is failing in its trade relations. |

pointed 1o

knosw that it was not the responsibility
of the NAB to handle the press vela-
tions of the BMB sinee the latter had
i< own publieity director,” he stated,
“hut even il Boh Richards had to pro-
teet the association l||rut|;,:|| a hack
door handling of BMB  trade-paper
relations routine, | still think he ought
to have done i.”

“The publicity director of a trade
tukes the short end of
That we all know.” ex-
plains the v.p. in charge of publie re-
lations of a leading ageney.  “When
the assoeiation has a good press, it's
the result of master-minding by the
president or exceutive v.p. When the
association  i= being  tarred  and
feathered. it's all the fault of the press
agent, [ hope they're paying publieity
director Richards enough to make the
abuse he has to take worth while.”

This v.p. refleeted the feelings of
many ageney executives in the public
relations end of the husiness.  Said
another leader in the field. *“The NAD
<hould have. just as the networks have.
a man whose job it is to handle trade
telations  exclusively, 1 know  he'd
have to be a more experienced trade
publicity man than most of those al
the networks eureently but a good man
woulid help Boly Richards.”

association
everything,

Quotes:

“Less ‘elosed mectings” would make
for a better trade press Pin certain.”
A tobacco publicity director.

“Doing publicity for a trade :sso-
ciation is a thankless job and always
will An ex-association press
agent now with a flour corporation.

he”

“I'he [aet that listeners are favor-
ably inelined to stations amd the NAR
15 indicative of a joly well done. Yon
can’t o everything.” A public opin-
ion analyist.

“Tell me how mueh money he has
to spend and 1 then tell vou if Bob
Richards is doing a good job. 1
haven heing
An ex-
trade paper executive now with a

greal national advertiser,

soen any  advertising

placed Tor the \ssociation.”

68

Local-retail advertising

Local agencies hope NAB can serve as
clearing-house for factual data

While the NADB has passed on to its
members countless success stories of
loeal-vetail advertising. local agencies
and those handling a number of local
accounts feel that too mueh emphasis
has been placed upon radio selling by
departiment stores. One local agency.
whose billing has passed the half-mil-
lion mark. explains its fecling by sav-
ing. “Many department stores are part
of syndicates. They have the assistanee
of great buying oflices and promotional
experts. 1 they haven't been sold on
hroadeast advertising, iU's no doult
due. at least in part, to the fact that
the New York office hasn’t been sold.
On the other hand. there are literally
thousands of retail merchants who are
100 on their own and who could use
any broadeast advertising nformation
about their own business that a station
could pass on to them,

“They're not getting this informa-
tion. and 1 Teel that one of the reasons
is beeause the NAB has a department-
store fixation. It's also true that agen-
vies in small towns can’t hecome ex-
cited about department-store advertis-
ing. Most of the time it's placed direet
or on a net’ whieh
give an ageney a break. The reason
that more retail business hasn’t gone
to radio stations is beeause we make
a profit on newspaper advertising and
seldom do on broadeasting. 1 don’t
want to chisel, 1 think it would be
wise for the NAD to educate its sla-
tions to the retail lacts of life”

hasis, doesn’t

Anuother ageney exceutive wondered
why the NAD didnt record some re-
tail suceess stories along with all the
[acts, and make them available on disk
10 stations. “All that has o be done.”
claims the ad-man, “is for the station
with an unusually good retail job to
record it off the air and send the re-
cording and the sales story to NAL.
Lee Thart (NAB vetail director) counld
then check the story and do an oral
presentation together with a dub of
the program. Pressings could then be
sent Lo stations al a nomivnal cost, and
all the station would have Lo do is to
trot the dish and playback inta pros-
|u':‘|e-'-' ollices o stores.”

That's the type of serviee agenes
great help Tor
a mininmn cost. Tt

men know would e s

stalions al also

would help the small agency that wants
to zet more clients on the air.

Most advertising men do not feel
that the Joske department store experi-
ment has produced as it should for
ril(lil.). 'l‘h['.}' dl']l..'l'l linill‘l'sl{“ll] \\'h)' a
controlled test like this didn’t convince
countless stores to come to the air.
What they fail to appreciate is that
most department-store promotion men
and  women ave  Dblack - and - white
trained.  What's needed. explains an
outstanding authority in the retail ad-
vertising field, is “come way to train
the young man or woman who is go-
ing to make retailing a career. in de-
partment-store  broadeasting.  1t's a
long-term operation. but it would re-
<ult in more intelligent use of radio
by store men. I'm eertain,” he eon-
tinued. “that several ol the schools of
retailing could be inspired to add a
radio-advertising course.”

“One of the great faults of broad-
casting.” explained one owner of a
chain of 100 retail stores. “is that it’s
afraid to aceept advertising that's
placed on a result basis. For some
reason, during the early days of radio
broadeasters got the idea that the air
wasn't a good selling medium—that it
was Dbest as an advertising  medium
that produced over a long streteh.
That’s not the truth. radio can produce
as quickly as an ad in any newspaper
—but it must be used ecorreetly to do
113

This retailer. with tough competi-
tion. wasn't interested in telling how
he did it

Quotes:

“No one has yer proved o me that
a zood retail adver-
That's a refleetion on
A specialty shop
owner in up-state New York.

“Until the NAB has helped enough
stations scll department stores to make
a good vase. TUll stand by and buy

Giant market-

broadeasting is
tising mediun,
someone, isnl it?

newspiaper space.”

owner on Long lIsland.

“NAB's failure in the locual-retail
advertising promotion fiekl is because
it's far removed [rom actual retail

merehandising.  They 've never helped
Sam sell a pair of pants.”  Advertis-
ing agency executive from Birmingham.

SPONSOR
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RENDELVOUS WITH

[ POEMS
MUSIC

STORIES
ANECDOTES

to create a mood of heart-warming remembrances.

deliver the audience with his friendly, jovial, soothing manner . . .

better entertainment.

New York -

NOW on the air in:

TRANSCRIBED FOR
LOCAL OR REGION-
AL SPONSORSHIP.
QUARTER OR HALF-
HOUR PROGRAMS
FOR BROADCAST
ONE TO FIVE TIMES
WEEKLY.

-y

CONVENTION HEADQUARTERS
STEVENS HOTEL 512-513

David Ross’ brilliant narration of stories and poems leads into beautiful music from the
pens of such masters as Gershwin, Hammerstein, Berlin, Porter, Youmans, Victor Herbert. ete..

Let the distinguished David Ross, with his warm personality go to work for you. He will

provide better listening and

WOR Boston - WNAC Toronto - CFRB

Exclusive rights granted.

For full information and an audition disc, Write, Wire or Phone today.

e i 14‘:1/&:1/ S. W NEW YORK , N.Y
at Madison Avenue s N.T,

RADIO PRODUCTIONS




AHEAD

Bestin 1941 ... and stidl best in 1949,

Eight years ago. WFAA pioneered a new type sound-diffusing
wall and cething construction for broadeasting studios

Many stations have followed W FAA'S leadership . ..

but in studio design, as in broadcasting, WFAA is still leading.
In the Southwest, WEFAA facilities, staff

and over-all ability w get results are incomparable

..any way you look at ic!

*

w

e DALLAS WEAA

FM
820KC * NBC * 570KC * ABC
T TEXAS QUALITY NETWORK

Fodio Service of 1he DALLAS MORNING NEWS

REPRESINTED NATIONALLY BY COWARD PETRY and COMPANY



Research

NABR is being judged by ils BME works

rather than by its other research efforis

Interest in the Broadeast Measure-
menl the
regular reasearch operations of the
NAB that all sponsaor and agency re-
action to Ken Baker’s operation for
the association i= colored by what
they think of BMB. And most of them
don’t like the way the NAB has han-
dled its BMB operation. This isn't fair
to Baker since until lately he has been

Bureau has obscured

S0

just one voice of any. In actual
practice he was an advisor to the
NAB members of the board rather

than an actual voting member. How
Study £2 of the BMB comes out may
Le credited to Baker. but not what has
gone before. He 1s the BMDB acling
president now.

The NAB research budget has been
very small, and Baker has had to per-
form miracles on short-order rations.
Iis function to a large degree has
heen to do research for other depart-
of the NAB. rather than to
function as a individual entity,

nicnls

\zencies and sponsors [eel that the
\\]: l‘ul]lll |l:'lfnlrll a

service by elimmating duplication of

much-neede:d

research serviees which they have to

buy. Several research excculives al

agencies feel that it is within the fune-
ol T}It‘ N \“ I

standards for its stations. They point

tion sel  research
oul that at least one research organiza-
with sta-

Lions, dl':-laill‘ the fact that too few

tion continues to  [unction
spongors or agencies lend eredence to
its This

group is nol permitted to operate in

findings. same  research
cerlain stales, iU's claimed, because of
unfair labor practices. These ageney
men  state  logically  that  this  firm
couldnt be in radio if the NAB set
rescarch standards,

\ seal stating that a research study
was conducted under standards ap-
proved by the NAB would go a long
way towards improving agency respect
for station-inspired studies, Even some
formulas of the top rescarchers for

~talions= are apen Lo question el
stations’ nse of the fieures s ques-
tioned even more by timeboyers

“*hen Daker knows maost of the an

swers,” 1'\[||;1i!|- one ageney nan, [

he were given [red I'm certain
that
fr]'l‘\l‘(] avier ||i-_r||l."

“IPut Ken Baker 1o work on resi

studies to help broadeast advertising.”

slation rescarch \\uill‘i L 111

irch

stated another ageney researcher. “and

I'm certain there would be more

broadeast advertising on the air, that's
parl of NAD's jnf._"

l3ecause Baker has such a small hud-
wel, another agency research man
|lninh'd out. his studies tend to hecomns
old before they re “I'd be

interested.” says this researcher. “m

|l'|t‘i|"-l'|!‘

a currenl station program log analysis,
but 1 in Baker's
report on the logs of November, 1948,

won't be interested

when it's released. IU1 e old hat. and
won't mean a thing because so many
changes will have taken place during
the months it has taken him to pre-
pare the findings. Rescarch is new and
fresh, or it isn't worth t,uill;.'."

The fact that Baker is currently
doubling in brass between the job of
NAD
president of the BMB makes most

rescarch  direclor and acting

A Name to Remember...

And A Program

That Keeps

Merchandise Moving

o

KENNY SARGENT’S Platter Chatter

11 to 11:30 a.m. segment CST* Saturdays only now available

WHHM
7.3

Sta. B.
6.5

Sta. C.

Sta. D. Sta.

4.1 2.0

1.2

E. Sta. G.

0.8

Sta. F.
0.8

Source: Latest Hooper Continuing Measurement

Patt McDonald, manager

Member Association of Independent Metropolitan Stations

*Ask your Forjoe & Co. man about this program and others

11 APRIL 1949

WHHM

Independent—but not Aloof
Memphis, Tennessee

71
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NABR

1
= |
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ATCIey wonder how he will he

able to pay anyv attention 1o NAB re-

nen

scarch at all. They admit. however,
that for themy BMB is more important
than anything else that NAB has done
rescarchwise, and so they're willing 1o
forget any standards setting by NAB
for the time being,

Thev hope that Baker will be able
to keep BMB alive. and that he'll fight
it being sold to any commereial re-
scarch ontht. no matter how good the
autfit,

Ken Baker is an the BMB <pot with

agencies and sponsors,

Quotes:

“Reestablish the BMB with stations.
ardd IF eredit ken Baker with saving
millions in advertising for stations.”—
Research head of a soap firm.

“Without well-seated research. broad-
cast advertising must flounder aronnd.,
When the NAB gets BMD going. or
fiuds another way out. | hope it will
turn to setting industry-wide coverage
research Research head
of a Midwest cereal company.

“I think the NADB could well get
back of what N, C. Rorabaugh is do-
ing in repoting (spot) selective hroad-

standards”

casting <o that we'd have the facts to
place market-hy-market broadeast ad-
verstising on a plane with netwon k
Media director of one
of the top three agencies in New

York.

nperalions,

DETAILS SEE
PAGE 15

BMB

Buyers need it. want
assist in finaneing it.

Advertisers generally feel that the
NAB has not heen too forthright in
its handling of the Broadcast Measure-
iment Bureau and station coverage re-
search in gencral.

“It has tried to satisfy everyone.
and has suceeeded in making nobady
really happy.” is the way one agency
research drparlmt'ln manager para-
phrased his own organization’s think-
ing on how the industry’s association
has supervised the tripartite cirenla-
tion-checking organization.

Both sponsors and ageney men fear
the possible void which might oceur
il BMD were permitted to pass from
the research seene and not be replaced
by another cooperative research enter-
prise of like complexion. They knaw
that there are powerful forces at work
within: NAB to permit BMB to die a
natural death. While they want to
keep the measureinent hurean alive.
ageneies fear that they will be asked
tv beeome one of the tripartite con-
tributors, as well as a tripartite spon-
sor and dircetor. This. as reported
previously in o spoxsor. might mean
that the advertising agency would not
anly be paying its share of BMB ex-
pense. bt the share of its clients as
well. This is hecause most important
feel that media research
eapense is logically the burden of their
ageney.  While many agencies fight
this pass-along-the-expense routine. the

advertisers

iggest advertisers on the air have
heen foreing their agencies 1o pay not
only straight media research costs. bnt
also. in some cases. marketing research
expenses where the marketing informa-
tion is tied up with ad buving,
Agencies  and without
l'\l'l'||lil!li want the BMB to be a sta-
rescarch

advertisers

[illll‘illll'l‘ll{‘{\\llrl\"."‘||])I)Ur[l‘(l
n}n'r:lliuu. lut |]Il'l\ will, il ]II(‘."."-l‘l‘I.
hick in 1o the kittv.  The
cehielon of the advertising profession

Il'r-r‘ill't'h
does not feel that hroadeasting  ob-
tained valie received Tor the million-
dollar-plos which it paid for BMB
Stndy =10 and hopes [or the research
at the
more definitive seetions of the rt‘||||1'|.

States  the of a
Rockeleller Plaza ahvertising ageney.
“i'l'u]}l(' like 1o bLe |l.'ll't s i
I feel centain that moelr more

validity ol Sprvey least

reseateh  divector

vadin

sty

it. are willing to
if neeessary

itiformation can be obtained from a
“hallot type' of survey than is asked
for in a BMB survey, This extra in-
formation might be made available to
agencies and sponsors at a special fee.
Thus the aperating costs of BMB could
be met in part from byproducts of
anpual circulation reports. It
makes little sense to maintain a year-
round organization to make a bi-
annual survey.  BMB should be a
permanent rescarch estahlishment,

It's difficult to gange the real cu-
thusiasm of sponsors and agencies for
the continuance of BMB.  Ad men are
notoriously evnical about any service

research or otherwise. Yet there are
verv few timebuvers who don’t want
it known that without BMB figures
radio must suffer,  “If we
o bhack to erystal-ball time buying
there will be a great deal less of it,”
i= the belligerent comment of more
than one media man.

There is no constant threat in radio
esearch like ASCAP in the musical
end of broadeasting. Thus. while BMI
zoes along s merry wav with over
2.000 subscribers. BMB hasn’t had the
same “smooth” sailing. I every sta-
tivn had to have coverage research,
and there was only one other sonrce
of this service, NAB would have an
easy time keeping BMB going.

s

selective

Quotes:

“Cireulation figures are as impor-
tant to broadeasting as they are to
[ot's k('.t‘p BMB alive
some way or another.”  Media direc-
tor of a mid-west soap firm.

publications.

“Let’'s wot dodge the issue. NAR
must keep the objective of BMB alive.”

Time-buyer who spends over $10,-
000,000 in selective radio.

**Who's on first’” cirenlation-wise is
a constant question.  BMIV can he an
effective vmpire. and NAB can con-
tribute effectively towards keeping the
lame burning.” Meat advertiser in

Chicago.

“Death will come to many a thne
salesman, if BMB is permitted by the
NAB to he hmied.”  V.p. of one of
the first ten billing advertising
agencies.

SPONSOR



except Westerners brought up on the Coast have mastered the Saturday
sport of surf-riding. Required are a beach which slopes gently into shallow Pacific
waters. The swimmer starts as far as 800 feet out, springs into a breaker at just the
right second, lies flat on the crest, and skims back to shore, balanced perfectly, face

over the roll of the wave, heels in its flying spindrift.

!
m a n N have mastered the ten-State Western Saturday sport of

"

gathering around their radios—28% more than on other weekdays, specifically. The
average number of listeners per set, Monday through Friday, is 1.68—but on Saturday,
it's 2.12 persons. Other points: the sets are blanketed by the 33 stations of the
NBC Western Network . . . and there are a few available Saturday periods on the

No. 1 Network in that West.

The conclusion is obvious to an advertiser who wants his message heard most by

most of the people as it rides the airwaves.

listening’s first on « western satwirday over

HOLLYWOOD « SAN FRANCISCO a service of Nadio r‘flrpu'.l'l‘;'ltiln'l. of America



Programing

Despite clinies and talks, NAIYS service

on improved programing remains smalil

Sponsors and ageneies look to the
NAB o

This. after all, =o't the provinee of the

il]]l]]'ll\l' i:n';l! |Il'n;_'|';1|]].i]|'_3,
association. s a trade association of
stations. not a group ol owned or con-

troled <tations. A timebuyver reeenth

vhecked the n\\m‘l.—llip ol a }.'I:j_'l‘ num-
ber ol that

more than hall of them were controlled

stations, and  discovered
by men who knew nothing ar all abont
real estate
[act.
evervthing but men who were sived in
the
That's whats wrong with broadeas<ting.
these \etnally.
ownership of a <tation has nothing to

~howmanship. They were

*'\("'ll'i\i‘:-. ill"-ll!'[ll!!'l' e ill

theater  or HEWspatwer husiness,

timehuvers  contend.
do with the showmanship or promno-
lional SV of the |-|u'l"llil'll. Good
program men can he employed—and
[requently are by station owners,
Vimong the questions asked by spon-
sors aml agencies is why there isn’t
active  bharter ol

i more lll’(il}_'fillll

\

SEEING IS BE

Call Joseph Hershey McGillvra, Inc. now!

WBM D--nnmmon_

74

"W _(.ﬂ: A § : . _.:.
I-IEVI"G! Above you see part

of the 88,342 pieces of mail Ralph Powers received between
January 17 and February 26, 1949—in just six weeks! Why
don’t you take advantage of this huge, responsive audience?

ideas Dby slations and why NAB
doesu’t establish a program exchange.
Sinee main stations are in the same
town, it's questionable that a program
exchange would work,

Harold Fair has sone further than
previous direetors of NAB's program
operalions in that he has issued a list-
ing ol available transeribed program
material 1o stations, and has further
plans 1o serviee  program needs of
members. His recognition of the sta-
tions" need of program assistance s
best  evidenced ]r_\' the fact that the
NAB under his direction is holding a
Nuorth-

western University in Juie. Program

three-day  program clinic ot
directors are wsually left at home at
convention time, and a special meel
for them is as unusual as it is neces-
sary.

Agencies particularly want the NADB
Lo _-illlc-ull the :_'mn| word about what

has been learned about program sche-

750 Ke. 1000 Watts
Non-Directional

duling.
alter station continues Lo destroy pro-

They eomplain that station
aram mood  sequences by inserling
<hows that don’t fit into a block se-
uence,

“You would think,” explains one
ageney radio director, “that by this
time a station would realize that put-
ting a disk jockey in the midst of a
block of daytime serials is a certain
way 1o chase an audience. Neverthe-
less. we have constant battles with com-
mercial managers of stations 1o per-
suade them not to put our davtime
chfl hanger with a disk jockey skein.”

\ station answer to this came from
a Demver manager who had to fight
with an ageney six months before he
was permitted to reeord a soap opera
off the line in order to air 1 in a
dramatic block instead of in a musieal
sequence  in which i fell when ot
reached him Irom the network. Pro-
aram-smarl exccutives  want
stations educated to good programing

ageney

practices. which they claim isn’t being
done. Harold Fair Toes along with the
idea. but for each station mishandhing
of programs he can quote five exam-
ples ol agencies foreing bad program-
ing on stations on an “or else” hasis.

IUs true that stations by and large
are nol oo II]'Ill'_'T.’llll—t’iill.‘il'it’ll:i. but
that's frequently as much the fault of
advertisers as il is of the stations. The
NAB has a big job ahead of 1t
ing the programing of the nation’s
stations, and il is troe that thus far the
pacing hasn’t produced results that

]}ill"

.'1,'_"I'!ll"il‘f- «an il|l|1li1ill|.

Quotes:

“1 know that stations feel that we
want good programs. and then by
announcements, but we've found it too
tough to find enovgh good shows,
Mavhe the NADL program department
can list program availabilities for us”

Radio director of medium-size ad-
vertising agency in Philadelphia.

“As far as | can sec, the NAB
hasn’t ]whn'ti stalion programing.”
Timebuyer of a large Chicago agency.

“Most clinies are attended by the
wrong people. | fear that's what hap-
pens with NABRS program sessions at
the district mectings.”  Media man of
New Orleans agency.

“I't be frank. |1 think the
NAB can a darned thing abou
station  programing.  Nelworks
even do it with their own stalions.”—
President of an advertising agency
who's radio minded.

don’t
(1{}

can’t

SPONSOR



BMI

The industry’s music licensing set-up is
building stature. both in radio and TV

Sponsors and agencics have a little
niore respect for Broadeast Musie, Inc.,
than they had 18 months ago. This
doesn’t mean that they are happy with
the number of popular suceesses which
the industry’s nusic corporation has
uncovered or III'\I‘IIIIJE'II l]lll'iilg_" the
!n'r'lntL r”U'I'i' Is, I]ll\\.l'\l'l'. il ;:rimil!;.'
realization that part of
the music on the air is in the form of

“folk and the

advertising men, in

a substantial
“standards.” musie,”
classics.  Thus.
spite of themselves. are izl!prn--.-:-t] by
the more than 7.000 local airings per
year per station (1918) of BMI li-
censed musical selections and the over
14,000,000 performances during 1948
of BMI music.

Recently a nmnber of agencies and
several networks “dry
runs” of BMl-only musical shows to
see if they could be made entertain-
ing. The results of the “dry runs” are
said to have been “entirely satisfac-

programed

tory.” The same tests have been made
for TV, for it is
ASCADP the
may not arrive at satisfactory terms

of

rigchts are said to be necessary when-

anticipated that

and broadcast industry

on “grand rights” which type

ever a television camera scans

thing beyond the straight singing of a

any-

song. I a song’s acted out, that’s an
ASCAP *grand™ right. 1f someone
dances to music, that also may be

construed as a “grand™ right, BMI
contracts (and ecredit for this goes Lo
legalist Sydney Kaye.
contracts that give BMI both radio and
television licensing rights) include the

who devised

richts for wvisual as well as oral
presentations on the air, and thus

broadeasting has a hedge against TV
heense trouble with ASCAP,

BMUDs television department is help-
ing a number of small agencies in
their nusical problems,
and most commercial producers of

|.rm]ur1i--|1

musical admit

that BMI's indexing and cross-index-

broadcast programs

ing of inusic is a great help in building
programs which call for a substantial
amounl of music.

Quotes:
“BMI is one of NAB’s wmost effee-

tive instruments, It’s saving us money.
\U\\' i[ 1T. llr]I\' can PI'III}IH'!‘ |‘l'lll !lil.-

I APRIL 1949

should be happy.” Radio
director an agency producing
five network musical programs.

l'\r'l'f.nu.'

of

“1 use a great deal of folk music,
and 1 BMI."— Assistant radio
director of an advertising agency with
clients appealing to rural areas.

lu\{'

—~
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“Let’s face it, BMI
Sponsor president who is musical-

is liere to sta

minded.

“Any assoctation activity that
taally makes money for an industry |
worthy of nothing but commendat
H | understand the facts correctly
BMI is receiving money from nos

broadeast licensing of its catalogues
as well as from radio. That's oo
Former association executive, now ad-
vertising manager of a large food
company.
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CHICEED
AUBIENTE FACTS

Sunday 9 to 12 Noon

WIRD L. os s 82 4%
Network A ... .. 12.5%
Network B ..... 12.4%
Network C . ,...10.1%
Network D ..... 7.9%
PULSE

Jan.-Feb. '49

“Jr ‘.F‘

7% DELIVERING A

TREMENDOUS
3-CITY MARKET:

BEAUMONT . ORANGE -
FORT ARTHUR and the
Rich Gulfl Coost Ares

Now 5000 Watts

DAY and NIGHT — 560 Kilocycles

KFDM

New studios! MNew powerl All designed
lo give you a mare lerrific impact on this
morket—NOW, FIRST in the
nation in praduction!  Strong,
ogriculture, lumbering and ship

Steady, diversified emplayment

wonderful
chemicol
teo, In
building
keeps lolks here in o buying maod! Reoch
with KFDM, the ONE slation de-
livering this rich 3.City Market!

them

O

Studios at Beaumont, Texas i
Alfiligted with (0/
AMERICAN BROADCASTING CO. @/

/\
LONE STAR CHAIN J

Represented By FREE ond PETERS, INC,

wad the

76

Rate cards

Timebuyers point ont NAB has not yvet
secured adoption of standardized cards

Standarized rate cards in a number
of aceeprable variations were presented
industry al a NAB
vears hack.  Sta-
tions were urged 1o adopt them—to

to the broadeast

convenltion several
use the “approved form™ when reprint-
Everyvthing
seemed greased to assist timebuyers in
using the

And that in many cases is just where
things still stand. The approved forms
were made  available.

mg their schedule of fees,

cards.

some networks
and stations used them. and the rest
of the stations went right along doing
as they had heen in the past.

The
number of times in this evaluation of
NAB activities that many fine things
start with the NAB and then nothing
happens. Timebuyers (and rate cards
affect them most) state that only a
supervised promotion would make sia-
tions use standard forms of any kind.

eriticism has  been made a

“It has become a point with me to
seldom use a rate card.” explains one

timebuver. If 1 can’t find what T want

International

NAR'S
radio has appro

direetly
only a anil
International allocations of
the other hand
affect all who vse broadeast time. Thns
fact that
ul'li\'l‘l) con-

International  broadeasting

CONeerns few  sponsors
agencies.
\\;I\I‘II‘II;.'[]L‘ niay - o1l
sponsars are interested in
NAB has begun to more
cern ilseH with the international seene,

For the most part it's the export men
al sponsors who are interested in what
the NAB will do when the next confer-
North American “l'j_'Ellll."l]

\ereement (NARDBA) s
hebd in Canada in September. These
that with Latin
\imerica often refleets what happens

ence on the
Broadeasting
Isiness

men hnow

at these hroadeast conferences. as il
dud conlerence on
international  allocations  in Mexieo
City. Aetually what happens at NAR-

has a more tmportant hearing on

during the reeent

broadeasting in the U, S, than it does
on international relations,

-lhl'l'l' are =some

advertisers that see

in Standard Rate and Data. 1 eall the
station’s representative and ask him
to work oul my rate problem. Mosl
stations waste good money producing
a rate card that practically no one
uses. They should save the money and
send me a Christmas card.”

Despite the faet that stations like to
be individual, the need for a standard
card could have been brought
home, if after the commiltee present-
ing them had given birth,

rate

some other
commillee or Illf' same gr“u[l. i](‘{'l'l)i(‘.‘[
the projeet of getting the standard
Nothing happens by itself.
It takes hours of painstaking follow
up to achieve any form of mdustry
unity.
Timebuyers

fllrlll ll!-'t'(l.

cenerally state they'd
Jml as soon have no rate cards, if I}lt‘\
can’l have standard cards, and they ll
just soon use a printed u:mp:lalmu
like Standard Rate and Data if only
Standard could persuade the slations
thev list to standardize their informa-
tion.

renewed interest in world-wide
val of export men

in the NABs participation in UNESCO
conferences, in o its support of the
Inter-American Association of Broad-
casters. and its deecision to issue a
|-rimt‘r on what international alloca-
tions mean to UL S0 hroadeasters an
important step towards removing the
harrier  thai
hroadeasting from U, S, airings.
“Amvthing that the NADB can do to
remove the shell that covers so many

separales international

Americans is all to the good,” ex-

plains one sponsor who is looking far

ahead mto the future. “There 1= no
medivm  more  international  than
broadeasting no state boundaries,

e custom  harriers stop the flow of

IT the NAD can make

the radio wave.

1. = broadeasters realize this, it will
have made substantial progress™
Mike Hanna  (outstanding  liberal

among broadeasters)  heads the com-

mittee whieh s ploming the primer

which is. sav advertisers. a good sign,

SPONSOR



... the trend in Cleveland listening!

OCT. ‘47 THRU FEB. ‘48
versus
OCT. ‘48 THRU FEB. ‘49

z
<
o

LOSS

TWO STARTLING FACTS YOU SHOULD KNOW !

ONE eeeln Cleveland, WGAR alone shows a significant increase
oS — —_—
in audience! The above graph tells the story. Latest listener
reports® of the 1948-49 Fall-Winter season compared with the
same period in 1947-48 show that only one Cleveland station,

WGAR, has gained listeners this season over last year!

Two ese WGAR delivers more Cleveland listeners than any other
T
station! In the 1948-49 Fall-Winter reports™, WGAR

has maintained first place in total rated time periods.

L e el AL
aapet

¢ WGAR 29.7
£

¢ B 249

or e ]

33 ¢ 204 That's why . . . for a real selling job in

Northeastern Ohio ... you need...
D 13.8

E 89

(*) Hooper Station Listening Index
Fall-Winter, Oct. "48 thru Feb. "49

eowaro sery & comeany 50,000 WATTS * CLEVELAND

|1 APRIL 1949
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e ON THE DIAL
¢ IN LISTENING

e IN NETWORK

WSIJS
LEADS

DAY AND NIGHT
IN

NORTH CAROLINA'S
RICH TRI-CITY
MARKET

e WINSTON-SALEM
e GREENSBORO
e HIGH POINT

WRITE FOR OUR BMB FOLDER

WSJS

WINS TON- SALEM

TH E JOURNAL-SENTINEL STAT!ONS

NBC

AFFILIATE
Moprasentod by
HEADLEY-REED COMPANY
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Labor

Agencies
radio’s

The greatest fear of anyv advertising
man regarding the labor relations of
any advertising medium is secondary
boveotts. They have seen what hap-
pened to advertisers of several news.
papers llu'ull;.'.]lnlu the couulry who
were picketed when they continued 1o
live up to contracts they had with the
papers.  Thus they are interested in
NABs fight against secondary hoveons
and are all for it

Sponsors and agencies appland the
fact that there has been very little
labor trouble in radio. In most cases
ol labor disturbances the NAD has not
come into the conflict.  Nevertheless
most advertisers fecl that the NAD
hasn’t been oo far away.

Agency men who lhave sat in on
NAD labor relation elinies at distriet
meetings or at national eonventions
feel that the legal and labor advice
given slations has heeu down 1o earth
and in l\l"l.plllg with the times.

There have bheen very few stvikes
and these have been well handled by
radio, fecl advertisers. On the other
hand they do not view the future as
happily as they view the past. Most
advertisers are certain that there will
he a number of strikes during the next
few years because of the adjostment
period  through which the U. S, s
[rﬂ:i:-ill{.'.

“Cost ol programs, which have to
he scaled down.™ explains one sponsor
number of network  programs.
“have thus far heen reduced by the big
salaried performers and writers taking
cuts. However we have a nmmber of
programs on which we expeet we'll
have 1o cut costs amd some ol them
arc only paving  minimums. - We'll
cither have 1o drop them or insist on
don’t think radio will
achieve the latter without tronble. s
then that we'll have to worry abont
secandary hoveotts. They have hit us
al one or two stations on which we
only had annonucements and we know

llf i

seale cuts, |

what will happen if there are any na-
” l mﬂlllll {!l'|ll‘i'~-
minded. T don’t mean o, bt
~trikes are almost ecertain before there's

tinnwide |m_\t'la|!_-.
‘illl[

aowage adjostments downwavd in the
radio artisis field,”

Mot sponsors wonder how it's bien
possible for an industry like radio 1o
haw e lived <o Tong and heen <o unor-

and sponsors eredit NAB with
s peace despite sidelines stance

ganized except at a big station and
network level, They don't think it will
go on forever and they then think that
the NAB will be put to the labor test.

“Salary levels have heen relatively
high in broadeasting.” explains one
labor relations man at an important
sponsor. “That's why | think there
haven’t heen more labor problems. A
goodl man can always make ;_uml
money and isn’t too hiterested in union
organization at a small or medium
sized station. Result: an industry fair-
Iy free of disturbances. Even though
NAB cannot naturally participate in
any labor meetings. it still should be
given plenty of real eredit for broad-
casting’s clean vecord, A ‘bad’ asso-
ciation always seems to create labor
problems for its industry.”

“Although the NAB was against the
use of the air for broadeasting labor
and management’s side of questions
that bias seems to have changed.” ex-
plains one ClO public relations mau.
Like the Supreme Court. the NAB
seems lo make its decisions in keeping
with the times and we can’t become
mad with it for that, After all it is a
management association not a lahor
croup.” This press agent had refer-
enee 1o the original prohibition against
dramaltizing controversial subjects on
the air, Labor knows that the hest way
to present ils case is dramatically and
doesn’t want that outlet removed from
its use of hroadeast time. if and when
it needs it

Generally  speaking,  sponsors and
agencies [eel that NARs labor poliey,
il 1 ean be said to have one, has heen
satisfactory,

Quotes:

“As | have expressed myself before.

feel that the NAD has been neither
vight nor left of center.”™ Labor rela-
tions executive of a big radio manu-
facturer.

“Up 1o now. NAIYs offahe-record
lzhor adviee has been good,  lel's
liope it continues that way.” A
NABET executive.

“We have onlv one ahout
radio’s labov relations and that is we
dou’t want o heeome imvolved with
the nuion problems of our advertising
media.”  Executive v.p. of an automo-
tive advertiser.

WOrry
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Engineering

Few broadceasting buyers are concerned
with technical matters. These okay NAR

Engineering touches sponsors and
agencies only i They are
slightly conscious of the NABs engi-
neering department for indirectly they
have heard that the improved quality
of some stations they use s due in
part to NADB's riding herd on broad-
cast quality and the NAB's endeavor,

N passing,

throngh iU's director of Engineering.
Hn_\'il] V. Hll\\'.’!rll, Lo kl't‘I'l technical
standards high,

“In spite of all T have said aboul
radio programing.” explains one radio
director at an agency. 1 know that il
they can’t hear my show 1 don’t have
an audience. | am therelore more and
more impressed with the average sla-
tion's good signal and engineering in-
telligence. 1 am impressed particularky
for 1

heads of stations are operation not

know that some engineering

engineeringlv-creative men. and thus
must turn lo someone else when it
comes Lo experimental development, |
know many of these men turn to the
NAB and thus while 'l never come in
contacl with engineer Howard, 1 like
his operation.”

There are other agency execulives
who are not too impressed with NADB's
enginecering  department.  These
producers who wonder why the NAB

ale

hasn’t been able to enforee standards
for transeriptions. for tape. and [lor
wire recording,

*1 know.” said one ufrj:‘('lul'. “that
the NAI has set transeription stand-
ards, Why doesn’t it do something to
make them effective? Why doesn’t il
supply seals 1o recording companies
that Tive up to NAD standards =o thal
the wil auides  for

seals serve as

Television

radio directors like myself when we

order pressings? 1Ws a simple matter
but setting technical standards doesn’y
mean a thing unless something is done
to make them uvsed.”

\\nlLl'll

and

Standards [or tape are heing
ol }l_\ Howard
manulacturing advisory board. These

and  his station
vardsticks are being established early
enough in the development of tape
recording to I't'.‘l”_\ |||‘};' ]H"lilhll'l'!.‘- who
will use lape in ;llr'[:'n'tu':' to other re-
cording methods, Again. iU's stressed,
these standards won't mean anything
unless something is done to make liv-
ing up to them important,

Another aetivity of the NAB engi-
neering department that brings il in
slight contact with agencies and onee
in a while with sponsors, is its de-
velopment of better station logs and
logging. Since vertified proof of broad-
casting must originate with these logs,
i's important to agencies that they he
simple for the stations 1o keep and
that they are well kept.

Most timebuyers say that station log
keeping has improved a great deal
during the past six years.

“There was a time,” claims an old
timer in the timebuying field. “when
I didn’t know whether to trust a sworn
statement by a station or notl. Now |
can il]\\-‘l_\':- spot a t]m'-|i-r||;t|:||'- station

it's not keeping a standard log, That
:Gllnlllll he ('Il'l“ll‘\] Lis {III' NAL | sup-
IIII."-I‘-“

Those [ew and
that know of the NAB engineering de-
partment’s activity give it a bhig hand.

."-ill!l\.'-nr.“ .'i;_'l‘l]l'il'.-

Thev're not oo many. IU's suiprising

that there are any at all.

Either NAB must jump in with both feet
or lose out (0 some other organization

“Unless the NAB gets into television
solidly and recognizes the facet thal
radio in the future can only he part
of the broadeast advertising husiness,
the will be
|lnl‘liilll factor for {1,‘_'1.'“(';11_‘_- or spon-
Since the great majority of TV
outlets are owned !r} standard Dbroad-

association nol an im-

SOrs,

Il APRIL 1949

casting stations, most advertisers jusl
can’t understand why the NAB con-
timues Lo look upon the visual medium
wore or less as an interloper.”

The firms and the men who direct |

their hroadeast adverlising activitics
do not want muhltiple associations in

They feel cer-

the hroadeasting field.

ask

Jony Bram & (o,

Hivexs & Mivmny

STATIONS
IN

RICHMOND

WG
WD e
WIVR-vv

. -

First Stations of Virgini

.
e

L my
IN THE
Pacific
Northwest

Serving 3,835,800 people

e WASHINGTON
KIN G — Seattle

KX L E — Ellensburg
KX LY — Spokane

OREGON
K X L — Portland

MONTANA

K X L F — Butte

KX L J — Helena

K X L K — Great Falls
K X L L — Missoula

K X L Q — Bozeman

Pacific Northwest Broadcasters

Sales Managers .
Wythe Walker Tracy Moore

RABYERN WisYaRN
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COSTUMES for

TELEVISION!

NOW — Rent COSTUMES

. for your Television Shows!

. Technicolly Correct!
. over 100,000 in stock!

from Broadway's Famous Costumer...

The some speedy service enjoyed
by NBC, ABC, CBS-TV, WABD,
WPIX ond Mojor Broodwoy Pro-
ductions!

If outside NYC, wire or
eirmoil your require-
ments; 24-hour service
when desired!

EAVES

COSTUME COMPANY

Eoves Building
151 WEST 461h ST. * NEW YORK 19, N. Y.

Established 1870

' 0 vv“spouslmurv

GET PRICES FROM

VIDEO VARIETIES

BEFORE YOU

ORDER FILMS
VIDEO

VARIETIES
CORPORATION

OFFICE

41 E. 50th ST.
STUDIOS

510 W. 57th ST.
NEW YORK
MURRAY HILL B-1162

-

RESPONSIBILITY
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tain thai mlliliph' assovialions like the
I elevision
Lthe

Associalion.
Modulation
recently  suggested  transit-

Broadeasters
Frequency Associa-
tion. the
radio and storecasting trade units. and

the FAN

sideration can only result in a bedlam

~everal groups under con-
of claims and counter-claims and over-
|:Il'|!ili;.' jurisdiction.

They don’t even like the idea of the
networks nol being active in the asso-
ciation although they feel that sinee
owned and operated stations are mem-
bers. the networks have a stake in the
NAB and that prevents them from ie-
||~Iil|f_: the Association’s aelivities,

“I's logical that within the NAB

there will be groups pulling diverse

Frequency Modulation

ways,” eaplained a St. Louis adver-
lising agency executive. “but the dil-
ferences uf llllllliﬂll."- must be ironed
ount,” he insisted.
have network “A”
of network “B7 by using an entirely
When one
nelwork says il's I‘__{m:tf ]\_\ H(mln'r and

N il'l:ﬂ‘ll

I just throw both promotions in the

Il"'- I‘&In' i'Ilu'[l".:Il Lo

answer a promotion
different =et of standards,

another savs it's better—by

wastepaper basket. 1 dont want this
broadeast  advertising
the truth of the
relative impact of radio. TV, and FAN
I don’t think the lacis
brought to e honestly by

to happen in
aenerallv. | wanl

when i1 comes.
will be

"ulll}n'lill:'_' associations.”

M should be regarded part and parcel
of NAR oral broadeasting problems

There has been more conflict  be-
tween exponents of FM and the NAB
than there has between the association
and any other group. There are sev-
FM broadeasters
have had the rog pulled out from un-

eral reasons for this,
der them a number of times. [t means
very little to sponsors why this hap-
pened. They are intevested in the fact
that two groups within the hroadeast
firmament haven’t  heen
able to work together, They want the
NAB o represent all factors in broad-
that I\

advertising

casting and includes pro
}111IH'I1|'-.
Sponsors are convineed that FM s
a better form ol oral broadeasting hut
stress that high fidelity and static free
broadeasting is just conversalion un-
less M sets are

I'M stations air the programs the peo.

well distributed and

ple want. They see no reason why all
FM stations shouldn’t he part of NAB
membership or why the fact that an
I'M station fights for the same dollar
that an AN stations battles for is any
different than two AM stations battling
iuI |m.~il1r.-.-.

“I don’t think the charge “vested in-
terests” has anything 1o do with the
case.” slates one advertiser who has
nsedd o few FM stations successfully.
“At first the FCC did lay down rules
.'IHI'-] H'_::I[I;Iilll'll.‘- \\]Iit'|‘l were Ill‘hij_'lll‘l!
to mahe VM stations compete program.
wise with AM outlets \s |l|il!;_'.- are
I'M s ili.-| a hetler
broadeasting delivering your programs

rml.|_\ [IHIH ol

i good [orm 1o an area that can he

predetermined before the program is
Why have the NADB

take in the M group again and give

broadeast. not
them freedom to do all the promotion
they want from within instead of from
without ?*

That’s the general reaction of spon-
sors. although most of them aren’t too
concerned what happens to AL except
so far as ils storecasting, transitradio.
IFAN

iThese are diseussed in separate sec-

and .'|.-Fn'l‘l- are concerned.
ltons. |

There is a small gronp who are dis-
tressed that M should have come on
al the same time as televi-
“i A didnt
TN
metropolitan areas, 1'm eertain that it
would be the Torm of hroadeasting 1o-
day and that the NAB would have had

to give the owners of 'V stations what

the scene
sion. Said one of these,

have 1o compete with great

they wanted from an association, 1
hope that the NAD will plan not to
keep other hroadeasting
I:_‘I'ul]p.-.l

It is the general feeling that now

oul new

that I'M is. as far as radio generally
another, form ol
hroadeasting it belongs in the NADB

andl that rml]fm;; E hr‘il:;_' :ll-rnmllli:-hvﬂ

is concerncd, ili.-l

by the Frequeney Modulation Associa-
tion by staying alool.

Quotes:

*1°M ]u-lu:1;_-~ within the NAD and
the sooner 1's theve the better 1t will
he for broadeas .'Ili\['llll.‘-illl'_',._-- Rddio
director of an agency with a billing
in the millions.

SPONSOR



Du Mont television broadcasting started April 1, 1939

. . . another Du Mont “First”

FIRST in Development. DuMont’s development of the cathode ray picture tube made electronic
television practical.
FIRST in Precision Electronics. World's foremost maker of scientific instruments employing the

cathode ray tube.

FIRST in Radar. In 1933, Dr. Du Mont filed a patent application which the army asked

him to withdraw, That was radar.

FIRST in Telecasting. Du Mont was the first to operate a television network and

first with daytime telecasting.
For information on television advertising, . ) i .
write or coll: FIRST in Station Equipment. Many stations have been planned and

DU MONT TELEVISION NETWORK built by Du Mont.

515 Madison Avenue, New York 22, N. Y. FIRST in Fine Receivers. Du Mont built the first commerical
home receiver (1939) and was first on the

market with fine postwar receivers (1946).

|
Copyright 1949, Allen B. Du Mont Laboratories, Inc. First in all phases of television . . . and only in television
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#.TOP
QUARTER
MILLION

Families in Southern California!

Yo

FROM SANTA BARBARA TO THE MEXICAM
BORDER 250,000 CHOICE fomilies hove
poid more for their rodio sets 1o gel the
high fidelity reception ond quolily pro-
gromming of KFmY

REACHES

FM broodeosling.
THEM ALL, It is the only

independent FM  slotien
from 6000

unexcelled in power (58,000 wotls) by

broodcosling

fool ML Wilsen, ond s

AMNY Southern Colilornio slefion.

SPECIALIZED PROGRAMMING |5
geored Yo the high-income, high-culturol
level with emphosis on clossicol music
ond aood feolures. Exomples ore lhe
West's only rodie progrom deoling wilh
the legitimole theolre ['On Stege with
Ben Koms'er'”), the only broodcost on the
world of ort, ond the exclusive releoses
Helen

of  Representalive Gaohogon

Douglos’ "Your Congresswomon Reporls™

fram Waoshington.
MAIL TELLS THE STORY. Hundreds of
lelters are constontly pouring in from

enthusiostic listeners excculives,

movie stors, producers, doctors, pro-

fessionol men in the high-income oreos

of Beverly Hills, Sonlo Borbora, Son

Merino, Bel Air, Paosodeno, Lo Jollo.

THIS 15 AN AUDIENCE THAT CAN BUY

DO YOU WANT TO SELL 177

Wrile TODAY for Full Informelion

{Choice periods ore open)

/ : ) /
UNION BROADCAETING CORPORATION

6540 Sunset Blvd,,
Hellywood 28, California

Storecasting

Importance of point-of-sale broadeasting
overlooked by NAR. say advertising men

With the knowledee and consent of
the Federal Communicalions Coinmis-
sion. radio has entered into a point of
sale phase which i= different from
everything that hroadeasting has done
hefore. This is storecasting. Thus far
the NAB  has about

weighing ils importance in the radio

|]||II|- llull'lill;_‘

=CC1Ne.

Sponsors and  agencies think  that
every facel of broadeasting should re-
ceive consideration and help from the
industry s association, Since storecast-

Transitradio

ing is still subject to FCC rules about
operating in the public interest and
since it’s part of an FM station’s serv-
ice to the public. it ean be helped or
retarded by the NAB.

Ageneies are not certain they want

any part of storeeasting, They're not
generally conditioned Lo servicing a

sales medimn which is what storecast-

ing is, Yet even the agencies who
don’'t know if they to handle
.-Il.ll't'i':'lhtinlf.' still feel it (}I]{ihl to be
within the aegis of the NAB.

wanl

Agencies feel that NARB should spread the

gospel abont radio’s

Like storecasting, transitradio  is
part of Frequency Modulation station
operations. Becanse the NAD has been
concerned with other phases of broad-
cast advertising it has taken eognizance
ol this “f’il]ﬂi\v audience”™  hroadeast
advertising withont doing muech abom
it. Nevertheless advertisers feel transit-
radin falls within the shadow of NAB
u}u-r;uin|1_~, :~i11|ir1_\ beecause iU's oper-
ated throngh licensed hroadeast sta-
tions andd with the permission of the
FCC.

\_'_'l'llt'it':- feel that transitvadio = not
ouly an “interesting” form of road-
cast ahvertising (they won't go bevond
that until they have more proofl of its
hut
Inlnluu'[lumﬂ vehicle for radio itself.

<iles  effectiveness) an  excellent

They feel that standard broadeasters

FAX

“eaptive audience™

could well sell their regular schedules
to the traveling auwdience. many of
whom ave on the way home.

heeping  abiveast of what's being
done in transitradio is hecoming a big-
eer and bigger job daily. No longer is
transitradio the sole provinee of the
Tafi

1«‘1]“_\ 12 other groups are (’\']l(‘!'illlf'lil-

broadeasting interests for cur-
ing with, or actually servicing, huses
with and
None of these gronps is oo interested

MUsic. News commercials.
in spreading the word about what the
vest are doing. This i= where the NAB
comes inlo 1|ll‘ Fli!'llllt‘.

What the NADB will be doing for
motey Lo handle all the serviees that
agend 10s :llll.'t sponsors \\:rll]l] “L‘l.‘ o
it render nobody knows. This is

=0

the big problem.

Some day it’s going to be important so
advertisers want NARB to monitor FAX

The problems that will face Fac-
<imile will he tdentical with those that

faced radio when at fiest stavted. N
voes into the home, 1t entertains, in-
strnets. and  sells, Thus 1 |n'iu|1;:_-
within the NAB familyv or. as many

aveney il SPONsOR exeentives see il
Jrarl of a federated NAR,

This does not mean that ;1{]\1‘1'1i~i|1;_'
nren il present sei Q |:|f1ili _::ln\\!h [or

FAN,

[nal:'lll't;l]'* andd they want it to arow

They however comprehend its

within the hroadeast advertising frane-
\\nll\.
“l\l‘ 1is LI'I"I

with

\.1-'"”"\ \\Hl]]ri
abreast of
I'AN. Thev are certain that this eould
he a part of NADs serviee Lo adver-
t]u'_\

e

what's  being  daone

tisers and  agencies  although

don’t know who would pay for it

SPONSOR



Operation

-

¢

How BMI Dz'zzgazoses Your

t?g

Music Logs Scientifically

VERY 14 months your station supplies BMI with a
log of the music you've performed each day for
one month. This log, properly analyzed, determines the
payment to composers and publishers, who are com-
pensated by BMlon the basis of actual use of their music.
And, as important to you, your daily music log is
the pulse of your station’s musical programming. It is
vital to you, for it charts the exact strength of the heart
of your broadcasting. A study of your log helps you
appraise the quality and selectivity of your music.
BMI will gladly send you a FEVER CHART, or analy-
sis, of your station’s log if you will simply ask for it.
In 1941 BMI instituted the first scientific and automatic
system of checking actual broadcast use of music. Em-
ploying the very latest IBM electronic accounting and
tabulating machines, BMI's “Operation Log™ turns out
a wealth of interesting facts and figures.
With more than 32,400 daily logs to be examined
each year, the physical task of processing them is stag-

BROADCAST MUSIC, INC.
580 FIFTH AVENUE « NEW YORK 19, N. Y.
New York  Chicago  Hollywood

Il APRIL 1949

gering. Every BMI licensee has been most cooperative
in supplying its logs when asked to do so. This co-
operation has resulted in standards of efficiency which
amaze everyone who has seen BMI's logging system
in operation,

You'll have an opportunity to see a typical BMI log-
ging job at this year’s NAB Convention when you visit
the main exhibit hall at the Stevens for a look at BMI's

"Operation Log™ in action.

If unable to attend the NAB Convention, write
to Stotion Relations Department at BMI for
your copy of “Operation Log” in
pamphlet form, illustrated.,
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Who 1s sponsormg TV

For the first time. the perceentage

breakdown. category by category

A | orecent weeks, the en-
1) oy ol

—

wlvertisers  into
the visual  air medinm
has, more often than not, rescmbled
the Lind-rush enmtry of homestealers
inler the Cheroker Sirip ut keeping
up with the latest list of TV adver
often Like teving to coum

passengers on the Super Clael whils

|
running alongside the train,

~i-..!L Loy

The 19 network advertisers on  the

Ihe feures themselves,
air during March. 1919, sponsored 57
<hows on the [our ..|..|_”i||-_' TV net-
works istation tatal: 520, This vep-
resents gearly six-and-a-hall times the
husines~ done during the month ol
Julyv., 196 0 rms= of onits of busi-
ness placed™ Tno national and regional
'\ advertising, the 267 selective TV

ulvertisers tmany of them are alse

advertisers  al the network  level)
placed, on 55 stations. nearly three
thnes  the units ol business placed

during the ~anme o month.
| ||:.|”. il the Il retanl 11 \l'l. ll-.l'
bl | \ adva

Lin wmth  jusl Jrarsl |-|| e units ol

anparaline

riisers on e atr durine

st that total mwore than  fow
< that done durimg the base month
| I baldvay Tas 10 SUTriss then that
1 | deal of wilib-esed 2ness-
aing on today o= 1o what acconnts
Fere Ui L= as well as what o
15 i terms ol advertising

il 1
I 1 wlv e Lisers ||:|| TR T TR
L Pl e beyvaine boog wionalize
[l (TR il s the visnal an
kwnork
#h

in terms of what the major business
categories do in the way of straight
radio advertising. The misleading ele-
ment  stems  from  the [aet that the
spending bemg done by any one major
business eategory at one level of radio
advertising  (food. drug. soaps. and
cleansers. ete.d s oflten a good rule-
ol-thumb gauge for what s Leing
done at other levels.  The relation
-hlln. in lerms of broad business eate.
aorics, s }I;\Hn ularly elose between
nelwork radio and seleetive radio ex.
|u|u||l||1'|'-_

This sitnation does not hold troe in
TV. When it comes to the visual an
.Ill\i-l'li--lrl:_' |ll‘5|||: 'Inllt' al any one -'1.
the hroadeasting levels, the amount of
TV business placed by a group ol

ol TV adver-

tising mav bear only a sort of seeonmd-

advertisers at one level

cousin velationship to that heing done
at another. To give a conerete exam-
;lln' of this. 1ake the ecase of the eate-
cory ol rvadio. TV. and apphiane
manualaviurers, In TV wetwork lisi-
ness unils ||T.uw|. these manulaetnrers,
rank i the number om
of the total
untl> of buosiness on the air during
March, 1919, For the sam
onhv this time ot the selective level
of TV hroadeasting. the radho, TV and

..]_-|-]in.-- manulacturers placed onh

as a calegory.

spol. having placed 50,71

L100 ol the units of business, which
runs far bhehind the category of wateh
i jewelry manuflacturers currently

leadineg o the selective hield  with

3.5 s antervesting, and ]H‘Ih&li-‘v
vevealing, to note that the wateh and
|r\\l|1\ whvertisers are not even retpr
cented  al the network  level b le

fPlease turn to page 102

how they rafe

y

-

"

they rate in local-

how

—

in networkd




d II Radie, TV, and appliances lead network time Tobacco is currently second in buying ,Automobiles run third in network spending, bu
n ars “buying. Emerson (above) will be back on TY time. Philip Morris' Johnny is 'everywhere’ more money is being planned for medium

j "ars Jewelry is far ahead in market-by-market use Foods rank second among buyers of station i Beer is currently third, but when the basebal
fu of TV. That's because of watch time signals time because demonstrations help to sell season starts it'll be up near first again

ﬂetail d Ilars Radio, TY, and appliances are also first «Automotive dealers are second largest 3 « Clothing is rapid tinding ut 14l
< . . . » % Pt - L =
] u in local retail commercial telecasting buyers of local programs. Co-ops help pay s believing at home Direct sales
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he Coney Island-mirror distortions you see on some

television screens can add alarming pounds to the
prettiest girl you know. But it doesn’t happen at CBS-TV.
ANKLES ARE SLIMMER HERE... because CBS
engineers “stretch” them, to counteract the tendency
toward widening effects on the TV screen. By the time
you see them they're as pretty as they ought to be.
ACTORS ARE COOLER AT CBS... more at home...
because they don't fry in tropical studio \
temperatures, thanks to “cold light,”

also developed by CBS experts.

THE SCENE IS LIVELIER AT

CBS. .. because backgrounds can be

made more fluid and variable with rear-

screen projection...another CBS-TV developmenti.
AND PROGRAMS ARE BETTER ON CBS...built
with the same skill, enthusiasm and care that have
given CBS-TV its technical leadership. Indeed CBS is today
the largest and most successful creator of package
programs in television.

YOUR PROGRAM WILL DO BETTER ON CBS-TV
...the network with six of the top ten Hooper-rated

programs, four of which are CBS package programs.
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tv trends

vpon the number of progroms ond on-
ed by sponsors on TY sio-

i by Rorobough Repor! on
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In all categories—network. selective. and local-retail—1TV is con-
tinuing its chimb in spoxsor’s control 10-city panel. Durving March, the
jump was most pronounced in the network 15-station sample. (Networks
had lagged hehind i December and January.) “Radio. TV. and appli-
ances used more time than any other industry classification, both on the
networks and at the local-retail level. It ]'t'I!I'I':-t‘I'llI"] almost one-third of
the network time sales and a little over 25 of the retail actiy il}, In the
market-byv-market use of televiston. ||'\u‘}|_\ (mostly watches) lead the
parade. dropping percentage-wise somewhat from February, hut still
representing a whopping 36.5%7 of all selective nse of TV. While net-
works show the arealtest advance over June. 1948, local-retail’s increase
to 118 of the local-retail hase is something. too.

BREAKDOWN OF TV BY BUSINESS CATEGORIES
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We are one of 7,000 families who live in
Essex County. Our name is Torrance. Last
year the four of us spent $8,500 for neces-
sities. We all listen to the Chanticleer per-
sonalities. Ed Mitchell and Charles John
Stevenson are our favorites because they
give us good music, news, and friendly
tips which save money for all of us.
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A

reflection

the real behind-the-scenes
view of NBC Television reveals
more network advertisers,

more top-rated programs, and

far more sponsored hours

than any other television network.
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TELEVISION’S LARGEST
AVERAGE AUDIENCE—

DAY AND NIGHT*

TELEVISION'S LARGEST
’ NUMBER OF

NETWORK ADVERTISERS

TELEVISION'’S MOST
POPULAR SPONSORED
PROGRAMS —

9 OF THE TOP 15*

S e — e e

*Hooper and Pulse—New York, March

America’s No. 1 Network

NBC TELEVISION

I Service of Radio Corporation of America
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MUTUAL NITWORE = 710 KILOCTCLES + 3,000 WATTS HIOHT

Repreaented by :
JOHN BLAIR & CO.

CHICEED
AUDIENCE FREYS

Sunday 12 Noon

to 2 PM
Network A . «cvisva 1st
AWIND S aek g foes 2nd
Network B .. ... ... 3rd
Network C . .......4th
Network D ........ 5th

- PULSE
Jan.-Feb. '49
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P-S. (Continned from page 11)

original live broadcast, preferably as near eleven o'clock. local time,
as possible. It is also required that the repeat. if practicable. be
aired as close as possible 1o an established local newscast.  The
advertiser pays only for station time. There is no talent fee, nor
l‘]l‘l\‘ Elrrilllg('l“t‘l" 1o ['(l]“!ll'"f‘ﬂt[‘ lJ"‘U-:‘; (!f_’(‘n('}'.

An important stipulation is that at least one commercial be
devoted to Lee hats. and that no other nationally advertised brand
be plugged.

See: "A.S. Beck Comes to TV"
p-s. Issue: August 1948, page 36
Subieci: With early TV experience under its belt,
Beck comes to the big-time TV.

Latest broadeast advertiser to move out of the category of “experi-
menter” and o the realm of serious TV is the A. S. Beck Shoe
Co. A trial run with the Gloria Swanson Show on WPIN, New York.
i which Beck had a 15-minute participation, taught the shoe firm
and its ageney. Dorland, many lessons in the best techniques Lo be
used in selling a fashion item (women's shoes and aceessories) via
the visual air. Now. Beck is telecasting a 20-minute show with a
revue format. Candlelight Revue, on two NBC-TV stations (WNBT,
N.Y.: WRGB. Schenectady), and will base much of its TV com-
mercials on the lessons in lighting and production learned with
the WPIN zhow.

Beck feels that the New York market now is on a sound advertis-
ing basis as far as TV is concerned. The Gloria Swanson Show
hronght traceable results at the cash registers of Beek stores, and
Beek, with an eye to expanding its TV show eventually 1o other
NBC-TV markets, is spending considerably wmore money in TV
for Candlelight Revue than it did previously.

Beek will try something fairly new in TV advertising 1o sell its
line of men's shoes as well as women’s. Shows will end 25 seconds
early. and a “cold™ hitch-hike commercial for the men’s foolwear
will be scanned. The show will he promoted to both men and women
by window displays in Beck stores and by a consumer contest,

See: “Three Way Tie-up™
p.;;. Issue: November 1948, page 34
. SUbiE(ﬂ Borden's, Junior Achievement groups
benefitting mutually from premetion

More than siv months ago Borden’s linked its CBS County Fair
program promotionwise to the Junior Achievement organization
which. l]ln-ugh local chapters, |11'lp:‘- _\mll]l groups sel themsehves
up in business as regular corporations,

The results after a half-vear have been more than satisfving to
the dairy company. CBS. Kenyon & Eckhardt (the Borden ageney).
and. of conrse. JA. The latter is in the midst of its biggest hoom.
with more clubs established during December and  January than
ever before.  County Fair has beoefitted to the extent of 300
feature stories in newspapers and magazines. 500 spot announce-
ments. 38 special radio programs. complete sponsor identifieation,
and tremendous goad will,

The ticsup had many local Borden units working. for the first
time. towards promoting County Fair: many were hooked up with
local community action projects which rated high editorial praise.

National publicity for Borden’s was capped by a lavout in Look
on a complete County Fair project in Manchester. N. 11, while
Kenvon & Eehkardt eame in for its share of the kudos by winning
the City College of New York annual award for the most ontstanding
radio promotion job of the year done by an advertising ageney.

SPONSOR




“RABBIT ADVERTISERS"?
(@ NO SIR!

Advertisers who want results

don’t jump around from station

to station in Cleveland. .. theyita_y
on WHK where they reach

the largest audience at the lowest
(network station) rates. In less than
a year a WHK produced local show
reached an 18.6 Hooper rating

for a Cleveland advertiser—

the highest Hooper ever attained

in Cleveland by a local program.
So, you see there is a

reason why . . .

\/

L)
A2y
KN

THEY STAY

WHK

The Poul H. Roymer Co.,
Nothonol Reprerentotive




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

t\“‘

NASHVILLE

NIGHTTIME RADIO FAMILIES—19¢ per 1,000!

This is the lowest cost for any 50 KW station in the
nation. The figures are obtained by applying 1946 BMB
coverage data against WSM’s current hourly rate.

WSM daytime coverage costs 20¢ per thousand radio
families. Thats the nation’s fifth lowest 50 KW cost,
bettered only by New York and Chicago stations. We'll
be glad to send you one of our coverage maps showing

where these families live.

These BMB based figures are the only yardstick of
this nature that radio has. For further evidence of what
WSM can do with its low cost coverage and its talent
gtaff of more than 200, let us build you a show for
spot coverage of the rich mid-South market,

30,000 WATYS + CLEAR CHANNEL * 450 KILOCYCLES * NBC AFFILIATE

NEGLECTED AUDIENCE

(Continued from page 35)

wasted as far as product advertising is
(RN T l'IIil'll‘

Perhaps spon=ors and their agencies
feel that the large sign carrving the
e 1‘i 1ilt' lllnlhli | }Ilnl.t.ihl I'I!I_\
dis |-]'nu] onstage at all commercial
lll‘l raun= \\]Il‘ |I|\' "l”l]|1' .l”llil'l"""'

I= r:inrl;f! of a =ales "1alk™. I'!‘:h;l["
agencies don’l care 1o Zu o the trouble
of dreaming up and exceuting addi-
tional details in connection with put.
ting on a program. Pevhaps advertisers
feel the extra expense of sampling. for
m=tanece. i=nt worth 1. Whatever the
reasonif there is any a good many
valuahle \1'||i||j_- moment= are lost bhes
fore and after the majority of big net-
\\nJL l'umllli'll"l'.ll .‘\}IIH\“

Phe deviee of giving cach member
of an audience a =ample package of a
ll[‘llll]il i‘ =i} ."i|||]'|l' ."llll |"];|t|\l I\ i”'
CXpens e that it's amazing how few
sponsors use¢ it. Liggett & Myers gives
phi\il- of four Camel cizarettes 1o
andiences on s CBS Bob Hawk and
\.ill_'_|!|l Monroe shows, ”HII;- Morris
ti,'_'.l.ll'""*- talso 1n JHie ’\.l_‘_‘i'- of four)
so Lo cach person attending the Horace
Heidt NBC Original Youth Oppor-
tunity half-hour and MBS Queen For
a Day program. Irene Beasley hands
ont Nostess ( up Cakes for Continental
Baking on the CBS Grand Slam
moruing gquarter-hour. but only upon
oceasion,  But the idea of acquainting
a person with a praduet. or furthering
his acquainmtance with it. has never
heen used on the Arthur Godfvey Lip:
ton Tea and Sonp™ show. for example,
amed many other programs where the
advertised  product is a natnral for
‘-.‘tlli]lll‘ |I;i.ll\‘|_'.!illu.

Obviously. high-priced or non-pack-
agable items can’t be handed ont each
week 1o several hundred peaple, hut
sponsors of foud, drug. cigarette, ete.,
prodducts pass up a strong bet to build
cood will and comvert consumers o
thenr bvands Iy failing 1o take advan-
lage Hf Ilr'-:_:r;tltl Wari IIIH_ { |”TIF||"]\
enough. with greater competition for
the consumer’s dallar today, the prac-
tice of .-.‘1|i'||-]il|:_' 1= done less currenthy
than it used to he several vears ago.
One of the most notahl l'\dllli'll"h- of
~hrewd Im--]-u-.nlt'.t-l merchandising
wis the former Walter (V' Keefe show

for Camphell’s Soup. wherein hot cups

*CGodfrey =hows li= TV andienee minia
ture packhets of the product, but that's as
far as the sampling gets

SPONSOR




of the product were given 1o the stu-
dio audience. Molle was another ad-

vertiser (now not on the awr) who
used audience sampling for its shaving
creant, given away in neiniature tubes,

There is. of course, extensive use
ol the device of giving away prudurl
samples on qguiz and otler partici-
pating programs—but the gifting s
limited o those taking part in the
The Marx Det
Your Life hall-hour on ABC gives the
losers. as well as the winning contes-
tants to appear on the show, Elgin-
American compacts or cigaretle cases,
Contestamts on Take It or Leave It
receive Eversharp
Rayve Home Permanent Kits are given

show, Grooncho You

pens  or  pencils,

to all onstage for Winner Take All.
regardless of whether they appear on
the program. Many other network and
local shows follow the same procedure
with products ranging from Glass Wax
to dog food—but the receivers vonsti-
tute only a fraction of the sales pros.
pects in the studio.

Programs like the National Barn
Dance, which play to huge audiences
in theatres, have some of their local
advertisers distributing samples, with
good results at the local level for the

Twe “‘Hometown Stations’

particular sponsors. Theatre audiences
also were promoted in oan unusual
santphing
with the

program.

campaign  in o conjunction

Jack Carson General Foods
For a week. tir eaclt instance,
prior to the Carson troupe’s appear-
ance at houses in Pittshurgh, Cinein-
nati, and Erie. Pennsylvania. more
than 20,000 sample packages of Sanka
collee were ,',:i\:‘ll away Lo |l:l|l'utt.~. I
was resultlul advertising for the prod-
uel, and a perfeet tieeup and ballyhoo
for the incoming Carson unit.

Renvon & Eckhardt has just started
it l'ull'l;llirill;:_ stunt i counnectiomn
with stuwdio audiences at four of the
agency’s shows. People entering the
studio or theatre are given postcards
with identification tied into
the photo side—which they cau fill out
and then have mailed for them by the
While the idea is not new
in the legitimate theatre and the night
club field, it has not been widely ap-

sponsor

sponsor.

plied to radio audiences. The programs
on which it is now being used are
Borden’s County Fair. Ford Theatre.
the TV Toast of the Town (Lincoln
and Mercury dealers). and Kellogg's
Wother Knows Dest.

One other unusual wist to sell live

auchiences on a p:mlll-"[ was emploved
by Kate Smith on a lormer swansdown
\ cake was baked Lye-
fore the show. with the recipe given Lo

flour program,

thee spectators, and the cake o a win
g menther of the audience after the
broadeast. The real punch came via
the |iil'|t|l'|' of and =lory about  the
winner. which were sent to her home-
witly, of
.'Ippl‘ulil'i;ilr credit to Swansdown.

Llown newspaper course,
But these stunts are the very definite
On 907,

progratis

exceplion. of today’s com-
the
selling of a product 1o a receptive live

audience takes the form of the display

e tal pre-hiroadeast

sign and a few references 1o the prod-

uct by the program’s star or an-
nouncer. whoever handles the warm-up
More than the
references are little more than kidding
remarks, which mav the

product’s name but which nullify any

[n'l'iml, often 1ol

gel across
real selling.

What mention of the sponsor occurs
during prestige programs like Foice
of Firestone, Cavaleade of America,
Railroad Hour, ete.. follows the digni-
ficdd 1tone of the shows themselves, and

i~ usually little more than a welcome
Lo the audience on behalf of the spou-

salesman in Nebraska Reoch o billion dollar mar-

ket ... on area with the equivalent of 60% of the

buying power, 81% of the radioc homes of the en-

tire state of Nebraska at one low rate!

. the best package

KOLN

LINCOLN

Lintaster

J ;

L

11

| nEE

WE'VE DISTORTED OUR MAP TO GIVE YOU
A TRUE PICTURE!

It Shows coveroge by buying income;]
not by squore miles. When you sell with
KBON and KOLN you concenlrole your
efforts in an area where the
buying dollars are concentrated.

= el

Il APRIL 1949

* Soles Monogement Survey of Buying Power, May 1949,

KBON o<« KQOLN <

World Insurancy Busliding, Omaha, Nebraska,
Paul R, I'ry, V P. and Gen'l Sales Mgr.
National Representatives, RA-T1L, INC.
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Notional Representative

Here's a
"Pyramid Club”
Where
Everyone Wins!

26 KDYL has

operated the kind of "pyra-

For years,

mid club” that pays off in

sales for advertisers.

We present the kind of
shows — with the kind of
showmanship—that builds
an ever-pyramiding audi-

ence throughout Utah.

And now it's happening,

television

KDYL-WG6XIS.

too, in over

John Bloir & Co.

GHICAGO

AUDIENTE FRLIS

Saturday 2 to & PM

WINE . diaw 1st
MNetwork A ........ 2nd
Network B .. ...... 3rd
Meafworki € .. o b 4th
Métwork D .oiseans Sth
PULSE

Jan.-Feb. '49
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sor. lven on some lighter shows, such
as A Day in the Life of Dennis Day
{Colgate Dental Cream .
cer merely informs the
the
evening.,

The Kraft Musie llall is more or less
tvpical of the lost opportunity—inso-
far as merchandising a produoet is con-
An-
nouncer Ken Carpenter weleomes the
audience. gives it the wvsual explana-
tions  aboul atlnpl;lll‘-r. introduoces Al
Jolson, who introduces the rest of the
cast—all with few relerences to Krafi
its products. Art Linkletter of
Peaple Are Funny is hardly as restrain-

the announ-
that
sponsor wishes it an enjovable

.'I.lll]i!‘].]l’.'l‘

l‘r']'ll!‘(l

of the wWarn-up [H'Iiml.

ﬂll[l

ed. Asking if there is anyone in the
audicnee who will sell his shirt for

S10. he tells the men whose hands go
up that the first one to take his shin
ofl and give it 1o him gets the money.

The resultant scrambling 1o undress
and get to Linkletter first sets the

mood for the audience-participation
stunt= which follow on the air—bum
it doesn’t do much direct selling of
Raleigh cigareltes,

Ralph Edwards is one who at least
refers constantly to the product, Duz.
on Truth or Consequences’ warm-uyp.
which naturally is as zany as the show
itself. The *

is used to explain the ;_-_iqldg goings-on.

Duz does everything™ line
Warm-ups range in length from a
the latter
being necessary particularly on quiz
in urrilr to select the con-
testants. Even with a 30-minute period
with which 1o play around. most spon-
the
do aselling job either orally or sample-
wise,

few minutes to a half-hour.

programnis.

sors choose 1o ignore chanee 1o
There are no restrictions placed
upon what happens during a warm-up:
sales
purpose he cared to. The only warm-up
rule 1= that guml must he ob-
just as it be during a
broadeast itseld.

The toward
the live potent
sales possibilities and foture purveyors
of good will for a product is all the
more odd (‘lrn:-il]l'rilf;_' the [l”l‘lltll‘lﬂ use

a sponsor could pul it to any

lasle
served. st
attitude
audiences

lackadaisical

studio as

of an audience as a jury at auditions
for new programs. staged following a
I studio listeners
are deemed as important as that, i
would seem that they might be im-
portant eoough to be sold intensively
in the most effective way possibile by
After all, he's paving for
what brought them there in the first
]il:lﬂ‘. LI

regular hroadeast.

d SpPolsor,

THE HAPPY GANG

(Continued from page 37 )

total cash prizes §1.000. What pulled
the thousands of toothpaste cartons
was the fact that the contest was 1o
select a name for Bert Pearls dog,
with the entries judged by The Happy
Gang. Colgate Toothpaste is now num-
ber one in Canada.

There was a dealer lag to the con-
test. The retailer who sold the box
of toothpaste to the radio listener win-
ning first prize was presented 8100,

The llappy Gang shortly will he put
to selling C-P-P’s latest product entry
in Canada, Fab. Fab will be packed
in a box to be printed with cutouts of
The lappy Gang for a “television™
theatre, Even in Canada the word
television is magic. and so C-P-P will
collect upon it by simulating a Happy
Gang telecast in cardboard.

Listening in Canada in the daytime

is higher than it is in the U.S. leaders
frequently receiving ratings of from

14 10 17. A typical October Eliott-
Haynes national report. taken in 15
Canadian cities. rated leading pro-
grams in the following sequence. with
The Happy Gang ropping the hst,

National

Program rating
The Happy Gang...cocouaus 20.3
Rig Sister ..... 17.3
Ma Perkins ... 17.3
Pepper Young .. 17.1
Romid 1o Life.. 15.4
Life Can He Beautfiul. 15.0

“The Happy Gang,” ‘-.l\tl]'l me Bert
Pearl, “just growed.” It differs from
the U.S. s Breakfast Club or Breakfast

Hollywood formula i that every
member of the gang has his own fol-
fowing. It is not a onc-man show, and
while 1t would suffer if Pear]l weren’t
at the helm. it could and would go on.

It's opening “knock knock™ is un-
diluted corn. lis theme, Smiles, is [rom
another but uneither the
corn nor the dated flavor of its humor
and songs is negative,

When Colgate gave away The Happy
Gang Fun Book it achieved a family
joke book of humorous flavor. rather
than a Joe Miller compilation. al-
though most of the gags came right
om of Joe Miller. In fact, the book
out-corns Miller.

Like all gangs. families. and like
ggoreeations. The Happy Gang has a
sOng hook. Tt sells for S1.00, T]lc_\'
have an album of disks. recorded by
RCA-Vietor, Thev're sellouts at all
personal appearances.  Before  they
were heard as a co-up over the Mutual
network in the states, many U.S. lis-
teners crossed the horder 1o buy The

generalion.
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What’s
the score

(or at Kenvon &

Eckhardt?)

There's a marked resemblance between
vour best clients and SPONSOR’s sub-
seribers.  And small wonder.  They're

lll'il['lil'{lll_\' one illl(l “1(‘ sdame.

SPONSOR. the only magazine 1007,
edited for buvers of broadeast advertising,
naturally appeals to  broadeast-minded

buyers.

Three out of every four of SPONSOR’s
8.000 guaranteed copies go to national
and regional advertisers and their adver-
tising agencies. They like its unduplicated
service. its highly pictorial format, its
f;u'l:u:!lnl-ﬁglll‘v:« conlent, ils easy p]l';t.-;ml
readability. They favor it because it’s
a magazine they can use, hecause it's their
magazine. And they tell us so.

They'll be glad to tell you, too. Ask any
timebuver, account exeentive, radio di-
rector, or national advertising manager.
Or ask the man who knows buyers hest

. your own national representative.
You’re sure to
hit home with

Sll(}ll SOrs an d llgCllCi es

when you use SPONSOR

at BBD&O?

SUBSCRIPTIONS TO SPONSOR AT BBD&O
Home . 19

Office 8
TOTAL SUBSCRIPTIONS 27

Timebuyers .. 14
Radio Depariment 3

Executives e
Account Executives 6
Radio Director 1

Some subscribers among BBD&O s clients: Emerson
Drug f?uf!rpﬂn\. De Soto, American Tobacco Com-
pany, Servel. Standard Oil (Indiana), Bon Ami, du
Pont de Nemours. General Bills, U. S, Steel. Wildroot
Company, Rexall Drug Company. General Electric
Company, Reader’'s Digest, General Baking Company.

United Fruit Company. Nehi Corporation.

SUBSCRIPTIONS TO SPONSOR AT K & E

O e 6
Office .. 2 50 .
TOTAL SUBSCRIPTIONS 13

Executive ........... ... 1
Account Executives 3
Radio Director ... 1

Timebuyers
Research .

Some subseribers among Kenyon & Eckhardt elients:
Ford Motor Company. Kellogg Company. Wesson Oil
& Snowdrift Sales Company. Borden Company, White

Rock f-'nr]rmrurl‘n.'r.

for buyers of radio and television advertising

first of a series explaining
why SPONSOR is the best buy.
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~lations.

iy Gang hecans
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program was made
un Ly Ilt--ll.ill!liil i the |r\
arter of Canada, Limited,
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ran up real ratings in citkes nlu-w

had opened  the while

It dlid

selling julbr for dairies. furniture com-

lfn s
from acrvoss the horder. a =lrong
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N T
However lll";illli'
loiw r.l‘ill;- m man
arcas. i's doing a veal selling job for

|.i]\r'

parvticipalting

it= lueal S[rmnsors, followers of

WoHien = Progranms,
dialers 1o The Happy Gang buy what
i= advertised on the program. despite
the fact that the advertising copy isnt
integrated into the program. as it is in
most women's participating sessions,

The

|'-('-'I|u‘

”n:'u'(n Gang 1= the listeners
i[ni“ “lu'1[l‘i|l}-ll'|'nl|[|la'|| 1|1||-
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- EVEN NETWORKS CAN'T INTERPRET SAME WAY
HOOPER FIGURES .

. MUST FIND NEW DENOM-
JUDGING PROGRAMS.
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TV ADVERTISERS
(Continned from puge 85
'\

other

radio.
the
largely from the

tailers  of
|uu||l.'|‘|‘.

and J[.].]ii“".'.
hand. take
advertising

wul
their cue

Letng done at the national tnetwork )
fexel for these products. amd  rank
again as nmmber one i the feld of

local vetail TV advertising with a per-

cemtage of 27.53%9 more than Iwice as
much as next highest placer of units
of the

with a percentage

automative  dealers
of 1:‘“'-

Tea=ani

business.

for this,
\ makers of
refrigerators, wash-
ing machines, home freezers and other

There's a
There _
radio and TV =ets,

:_‘lll iti

arc very. very  few

appliances that do not share in heayy
cooperalive advertising campaigus
Like the automo-
{whose 123 of busi-
ness units placed at the network level

third highest for a category group

is alinost exaetly parallelled by the

with their dealers.
live irnh:-ll')

12.0°¢ at places at the local retail
leveli. the dealer advertizing in the
radio. TV, and appliance category s

largely a rellection of the national ad-
vertising, and not entirely by aceident,

Sinee TV advertising gener-
ally goes hand-in-hand with a produet
line that and
has a reverse

co-0p

i= relatively expensive
turnover. the
in prmhu'l lines that
retail fov a fairly low price and which
have a fast Without the

control of co-op advertising 1o follow

“lt W i.‘-

:_v.-sil'r'.'|||\ true
lurnos er.

the pattern of the national advertising.
the dealer TV advertizing usnally goes
way—il it goes at all.
This is particularly true of the tobaeeo

H= uwn nierny

calegory of TV advertisers, Tobaceo
.u]\tlll.-m;: i= a sizable part of TV
network units of business placed. For

the tobaeco ad-
|1|;1m‘|] the
20.9%.
network level,

the month of Mareh.
vertising eategory socond-
Largest amonnt, of the husiness
al the It was also a
category that ranked high in selective
spending. o Ath p].‘t('r right hehind
the  beer-and-wine  categors, with a
figure of 10.2¢7. There, the relation-
ship of the levels of TV advertising
ends abruptly. At the loeal retail level,
of the huge of distribu-
ton of tobaceo llrmlllrh and the lack
of any co-op advertising to stimulate

]ll'l'illi!'-l' I*il"‘i‘

dealer TV ]\|m<:~m('nl. the category of
dealer TV advertising  for  tobaeco
products is the lowes |llall't-|' of Dbusi-
ness units on the list,

This comrast holds true {for the

other |':|l|-;_'nl'i1‘s oli TN .'ll]\r'lli-il-fr-. as
well as for these three category leaders.

SPONSOR



A study of the spoxsor TV Trends
charts tsee page 881 will make this
fact apparent for the 11 categories of
network advertisers, 13 eategories of
selective adsertisers, and 15 categonies
of local retail advertisers.

The sharpest contrast between com-
parative usage of TV and radio is <till
at the dealer level.  The latest sroxsor
survey of over-all radio-TV usage by
dealers shows the following:

Maonth of March, 1814

Catesgory Widio
Automotive 14.47%
Hanks 7.0
Dept, Stores 8.9
Food 13.9
Home Fuin, 2.0
Hotels & Rest. 1.6
Clothing 10,0
Personnl Serviees 5.4
Radio, TV, & Appl. 8.7
Jeweley L2
Beer & Wine a1
Diugs 3 4.0
Tobacco N |
Saft Drinks & Conf. 1.6 1.4
Miseelluneous 0ne 10.2
100,07 ¢ (TR L

This shows, better than amy  other
presentation. the variance hetween ra-
dio and TV spending at the dealer
level, in terms of units of
placed. It should also serve as a sign-
post in determining, at a level of TV
hitherto elouded in muech uncertainty,
just who is paying the bills in the
visual air medium today. P

husiness

HHIERAGO
AUDIENUEREATS

Monday thru Friday

1210 5 PM
Network A . ....... 1st
Network B ........2nd
WIND e oie iniaie vonia 370
2 (1 O iy 4th
Network D' - iwaaa 5th

PULSE
lan.-Feb. '49

Il APRIL 1949

government for <ell-
SIS0 A hi
The
comes in for his proportionate <hare of
dored
It costs

MARGARINE

(Continued from pnge 31)

3200 yearly 1o the
ing white margarine.
o =ell it _\l'”ll\\'.

wanls

alsu

relatler
cottonseed and sovbean vil has a natu.

ral yellowish hoe, (21 the manulaes  axation: 26 a vear 1o sell e

M [uri

restaurants desiring to <erv e the spread

turer is required by law to bleach it ar0arine coluted
} arge : .

white. and (31 butter itselfl iz colored
with the

;“:Iﬁt‘“l”'\ i same fieiintable oo et Fha SR REO0: in-mldiiisita
coloring used r margarine,

= v GILAT ten eents for each pound served.

If a manufacturer sells uneolored

. Today the Distriet of Columbia and
margarine. he must pay the govern :

ment 2600 a yvear for a license, plus a
quarter-eent for every pound he sells:
il he sells it colored. it’s ten cents for

30 states pernmit the sale of yellow
margarine: il is manufactured in 15

states, three of which |Il'nllillh ils =ale.

(Please turn 1o page 106)

every pound. The wholesaler must pay

Konsas farmers like this roise

fomilies like this. They also
raise $1,266,671,000.00 warth

af craps and livestock,

But here's whot will inter-
es! you! When W!BW tells
these farm families where
to spend these millions,
adverlisers

our see

their soles shoal up,

—

After all, these fomilies look on

4 / = vsi on old frniend ond neighbor. We
(= think ond speck the overall longuage. We pro-

grem in their inlerests, Thal's why our buying recommendo-

tions get quick aclian,

FOR OVERALL COVERAGE AND SALES RESULTS IN
KANSAS AND ADJOINING STATES, YOUR BEST BET
IS WIBW,

Wl B W

SERVING AND SELLING

"“THE MAGIC CIRCLE"”
WIBW - TOPEKA, KANSAS - WIBW-FM

Rep: CAPPER PUBLICATIONS, Inc * BEN LUDY, Gen, Mar
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Contests and Offers

ot [ e,

AMERICAN MEAT
INSTITUTE

BROWN & WILLIAM-
SON TOBACCO
CORP

CITIES SERVICE
oIlL cO

CLOVER FARM
STORES

PIONEER HYBRID
SEED CO

COLGATE-
PALMOLIVE-
PEET CO

E. |. DUPONT

DE NEMOURS CO

GENERAL FOODS

GENERAL MILLS
INC

MILES LAE INC

PHILIP MORRIS &
CO LTD INC

MOTOROLA INC

PHILADELPHIA
DISTRIBUTORS

PROCTER &
GAMBLE

PRUDENTIAL
INSURANCE €O

CHARLES B. SILVER
co

SULLIVAN MOTORS

U, S. TOEACCO CO

Petioleum
rresiuel

Vioiew of
= lown
Seid]l Corn
Wwnni ny
Palmolive Denr P
| ORRD. BUDER | Riandie
Sud
Our Miss
lirnoks
Institu- Cuvnlemde of
tionul Americn

. When o Girl
Swinslown Marries

Towlay's
Children

Wheatle

uven For
A Day
Hadio, TV
setr, Telievs
phono- Tt (¢ Not
e prhs
Stewnrt-
Warner, TV
Ironrite Sing
Irons My Nuomse
Capital
Kitehens
Life of
Prell Riley
Road of Life |
Iir er
Life Can Be
Benutiful
Ma Perkins
Lililllll' ’l - i
P&G I'epper
|.1..-1|J. 1 Young's
Frnmily

Right 1o
Hnppiness
Perry Mason

Rosemary

donck Hereh
Insuranee Show i
Hed Cro fnke A
Lima Henn Hrend
Raisey i
CPIACT .
" Sullivan
GMC truck Roundup
tlenlder,
uset] enr
Maoudel, Inll’ Tuke
Hest, Twew) N umilser

Fhursday
10-10: 40 am
Tuvsday

10:30-11 pm

Friha

-%:30 jun

MITWIFS
12-12:15 pm

Snturday

Sunday
800 pm

Mondny
N5:30 pm

MTWTFE
=016 pm

MTWTH
22 2:45 pm

MTWTF
2:2: 30 pm

Fuesidny
G010 pm

Friday
10-10:30 pim
MTWTE |
G:30-10:45an
MTWTF
10:45-11 am
MTWTF

4-3 pm
MTWT
3:15-3:30 pm
MTWTF
3:0-3:45 pm
MTWTF

r

11:45-12 noon
MTWTE
1:A0<11:45am

Suturdny
1 4hG=11 nin

Woenlnendny
1 80-12: 45 i

Monday
1104512

Sinturdbiy
M Py

OFFER

Hooklet Six New Ideas fou
the Thrifty Use of Meat
tooklet  illustrating 60  pre-
miums avallable in return for

product coupons

Photograph of “Band  of
Amirica®

i1 Shopp b Alled with

Clover Farm eroceries, TuTh

Sat. (2) Small merchandise

gifts of compacts, lighters,

gloves, ete., MW
grand pri
whines, electrienl
npplinnces, ete.

16 Gold Rush Con-
First

100,000 *

prize: f19,000;
prize: 34.900; third
19 prizes of 2450 |
fourth prizes 1000
$5 hills
Falder telling how o fight
plant discases
sSwanmlown recipe folder for

sing gone™ eakivs

Queen Bess pattern Tudor
plate knife, fork. teaspoon

Thive-pives ensemble
housewife chosen daily
prizse  winner will recei
complete wardrobe

Lo ‘h

Motoroln portable TV

Refrigerntors, roORSLEreLies.
washing machine household
utilitivs, personal tems

Plastie rain searf
First prize: $25.000: seeond
ne 210.000; third prize:
25.000; 100 prizes of 2100,

All rontestants receive n paek-
nge of prize zinnin seeds,

Vest-pocket-size dietionnry

Red Cross

One-yeut upply

foods to writer of best recipe
viirh  we n nt
el of 13 ks, Al- 1

Aluminumwre

Enterpris

Froo ol chunge at Sullivan

£5 for yuestiong used: content
of if  missed i
for Iy-answered juekpot

fuestions

a SPONSOR monthly tabulation

TERMS

Senil G0 o sponsor, Chicage

il addres
Holly wood

Send nning o prevszrnan

Send name und address o progmm
New York

Listeners submit  "question Lhit
week™ W program.  Senils i ques-
tion and stuwdio contestunt making
hest reply win prizes and nre oligibil

for weekly grand prize
Complete 25-word sentence 1 like
iproduct name heore) be-

cause ., . " Send entry, one wrapper
box top from product nmmed,
contest, New York

oF Lo

Send name and address, whether a
farmer or K . specifyving
sewrls you intend to plant, W sponsor,

Wilmington, Del.

address
reek, Mi

s=end name and LR

Buttle

Senid Wheaties boxtop, £1 (o sponsor,

Minneupolis
send post enrd o program, Holly-
wood, nominating Spring  fashion
queen. Post eards chosen st mndom

in deawing from royal chest

Send your beliv

¢l or nol experwncy

to program, New York., If usnble
for TV prize is nwardel,

Four stuwlio, four telephone contest-

nants nsked to identify speecinl lyrics

to popular songs

Send any size Prell carton, 25¢ to |

spongor, Cinecinnati

Give n * for new vred zinnin, Then
complete in Ih-words or less: “My
favorite Procter & Gumble produet

for housceleaning is (name of P&G

product)  because . JY Send with

3 boxtops or weappers (1 ench from

nny 3 1"&G products) te contest, Ci
cinnati

Free on revquest Lo progeam, Newnrk

(in lmek
label el
Progrun.

of Heidl Cross Limn Hean
recipe using product, (o

‘0 loenl MBS station

Noume selected from telephone diree-

tory, ['etson hns 15 mir v to enll

in with exaet temnp For cors
reel answer is nwnrded,

Lastenvrs seml guiz and jackpol qus
Lions to progeam, N, Y

| ourer |

Cednr
Rapids,
Town

NRC
N B¢
CHS

NBC

NRCG

|  NBC

MRS

NBG-TV

W'tz
Philn-
delphin

NHC
NBC
NhC
NRBC
NRC

NBC

KXLu
Hoze-
man,
Mont

MBS

SPONSOR
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Mr. Sponsor:
What happens
to your
avdience mail . ..

the mail that costs you so much?

Your audience mail can be turned into a public
relations goldmine if handled properly, if handled
economically, if handled promptly. In short, if handled
by RADIOLAND MAIL SERVICE, INC. If your audience
mail is not paying big dividends, pick up a pencil,

phone or telegraph blank and let’s hear from you.

RADIOLAND can do the same successful customer
relations job for you that it has done for sponsors
of STOP THE MUSIC, TWENTY QUESTIONS,

JUVENILE JURY, LIFE BEGINS AT 80, SMALL FRY.

Il APRIL 1949
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claim an
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IN

|
CHICAGO

FOR LOW COST COVERAGE

|
IT’S

WAIT

820..

IN THE CENTER OF THE DIAL

l

REPRESENTED BY
RADIO REPRESENTATIVES, INC

An excerpt from a letter to Cleveland's
Chief Station

BREWING Com PANY

Sl vELAND O

Congratu=
ldLlOHa(N]YOUP
_Tecord of "Jimmy
Judley's Baseball
reference and Scoring
Book". First Lten days
=21,000 requests,
Up to June 15th-

Sincare recare,

TA. 1a kD n.

|4rrn

BILL O'MNEIL, President
> x,
abcherwerk CLEVELAND 000 mens

MEPHLCIENTED NATIONALLY DY MEADLEY. REED COMPANY
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MARGARINE

(Continued from page 103)

\ud in hall of the states permitting

wholesalers

margarvine  selline. must
pav stale lweense fees of as hieh as
sLoun. Labelling and packaging ve-

Federal-

and state-induced expenses wlich are.

strictions also add 1o these

of course. ultimately paid by the con-
~umner,

I the Senate votes favorably on the
bill just passed by the House, margar-
will have won a
their fight
azainst the powerful butter lobhy in
Wishington,

Though tax  elimination
part of the original bill (hy Repre-
sentative  Granger of Liwah)  which
came oul of the Hoose Agriculture
Commitee, the other important clause
restricting interstate shipment of mar-

ine manufacturers

major  victory in long

thi= was

garine would have virtually erippled
the industry, With this clause stricken
out. the last importanmt Federal hurdl -
for margarine makers is ap-
proval of the Il in s present form.

Senate

The dairy interests have contended
that. if vnrestricted. margavine could

he sold for butter at half the price.
beeause of its similar yellow appear-
which margarine makers
|('|ni_\ that a l-a!'ulil'] argument can be

ance 1oy

made  for manmy  products, sueli as
mlon imitating <ilk. plastics  resem-
bling wood and metals.  shortenine

aping lavd.  Pro-margarine  interests

Federal and state laws

that wouold prevent fravdulent cases of

ther ill'm]lll’l |I|'il1_"_‘ ~oild HE IIUlh'I‘
With the exception of 191617, the

vearhy radio budgets of the 1otal adver-

al=o point 1o

Lsing  money spent by margarine’s

leading wanulocturers have inerveased

since 1912, as [ollows:

Year Radio Total X
12-13 S625.000 .1 122000 34
131 8596000  3.842.000 23
b B 5 B 1.215.000 -1 512,000 27
15100 1.203.000 1.500.000 28
(15 OnL.onn 5067000 16
B e b 1.670.000 T.T_’.Z.lum 22

With the surrounding
vellow margarine .qn]nlrnl}\ he m]m"
towards a climax via the final |]|,~|m.-1
tion of the Granger measure.
1ost

controversy

the fore-

margarine producers have heen
more or less markig time in their use
of broadeast advertisine- with the ex-
veption of the Miami company and its
participation on Queen For a Day. In

the beliel that hringing any seeming

pressure, to bear on the issue. through
spotlighting  margarine on the air.
might hinder rather than help their
cause. the margarine producers are

wailing to see if they're going 1o be
able 1o sell  anv margarine
before spending a lot of monev for

vellow

fl(![]!.illf_'. - o *

SOAP OPERAS

(Continued from page 29)

”Il' l'llililillll;ll \'uhu".- that enters

tain listeners,

An experienced sevial cast. saturated
with hoth the personalities of their
understanding of the
requires little detailed  di-
rection, directors  like
Miteh or Martha
Alwell are concerned more with bring-
ing ofl a scene effectively
what
\'.'ll]'l* or

characters and

story line.
Suceessful
Grayson. Hy Brown.

sinee that's

than with
\ competent
gets the “feel™ of cach
daily epizode.  Tt0s the “leel™ that sells.

Having a director and cast who un-
derstand caclr other means the director

H“ll’ll('rﬂ- I'l‘lIJ.l'f]!.lH‘l

line reading,

cast quickly

can do much more i one rehearsal,
Ii such a

“scehmaltz that ~peech a linde more.”

divector tells an actress.
he knows how <he will take the suages.
tion: she knows jtl-l the mauner amd
decree ol “sehmaltz,”

More important in putling together
is the high mogul
the man responsible

a suecessful <how
of the story e

for, ar who approves, the predicaments
the heroine shall for
the edification, i!lr;ril‘nlilm. and eseape

face amd solve

SERVICE

DIrReECcrTronRy

STEVEN TELEVISED
PRESENTATIONS, INC.
153-5th Avenue New York, N.Y.
Gramercy 3-5228

Jewel Steven—President

V. S. BECKER
PRODUCTIONS

Producers of television ond rodio pock.
oge shows Representing tolent of dis
finction

562-51h Ave., New York  Luzxemberg 2-1040

SPONSOR




of housewives in every cullural and

riatie Biag bl ThCatione e WHY bUY iUSf the Birminghum area?

teners. A layman woukl naturally
think the ,-in;_'in' mosl irltlml[.'lnl Ihill:_’

in gelling histeners 1o a soap opera is Buy UII AIUbumu for Iess on WVOK
creating the Kind of story histeners 5

like. But a veteran producer hike Ily

Brown will point out that the most

important factor is the hour of broad-

cast, Iy crcated house-wifely heart-

throbs back in 1933 with MWarie, The v
Little French Princess. and his eredits 4

inchude successes from Inner Sanctum
to Jovee Jordan, M.D. (the woman

doctor to win davtime serial [ame). IO’OOO wa"s

Even though the show must demon-

strate its power to hold an andience 690 Kc
°

(the records indicate three yvears isn'l
too long a building-period for a

Birmingham

if

I

/ WVOK
]
':I

ALABAMA

promising show). the right time-slot

guaranlees the r'urh' broadeasts the A’abcmc's most

vital starting audience. The longer

the span of time listeners have to be- powerFU’ A_. M.

struggles, the better chance the pro- Staf'on

gram has of making the six-or-hetter Primqry L H Coveruge MOP
rating that all daytime serials seck.

come acquainted with the leading
characters and become part of their

IRALEE BENNS

Most producers agree these lwo fac- v, |
tors are mosl important: the correct President Vo'ce Of D'x'e
time slot. and |ﬂ(‘!|l_\ of |'|li.-lnlf‘r-' for WILLIAM J. BRENNAN Birmingham, Ala.

the program Lo creep into the hearls of Commercial Manager

its audience, — —
While it’s true the producer, whether

®
agency or independent. is immediately
responsible for the theme and treat- g ﬂn
ment of the slory. mosl Sponsors re- 1] —
quire all seripts to be checked and
cleared by one of their own executives,
/ 4

This is not only to make sure that the

special taboos which rigidly govern WORTH OF
the conduet and lf'|:|1iu1|.~:hips of serial
PROMOTION

characters are strietly observed. but il

also is to check against accidental
references of any kind that might be R[i
embarrassing o the sponsor.
One _-lur\'!j perhaps ;!lln,n-t\‘;nhul. had to “'rs.."'R ﬂlﬂ.d NBC
' s Advertisers in 1948

Lever Brothers” head radio man

deleting from a seashore scene several  That's what the bill would total
gratuitous references to the tide, which at regular rates for WSYR's
word is also the name of a Procter program promotion last year in

& Gamble llrutll!(‘l. True or not in

this instance. such potentially  back- Raily Nevwspaper Advertising

2 : Spot Announcements
firing references do ereep. innocently Siation-Broak Tas lincs

enough. into a writer’s dialogue. Window Displays
7 Mailings to Dealers DETA'I-S SEE

The pattern for the typical daytime

scrial story quickly jelled during the Preparation of Publicity
early thirties, The shock of World Outdoor Displays PAGE 15
o

War Il gave the pattern slightly more —a i ACUSE
flexibility, and daytime serial char- WS?{W
aclers hecame slightly more recog- ‘W7 570 Bc—5000 watts

nizable as human beings, It is clear. NBC Affiliate in Central New York

however, that the fundamental appeal Hadley-Reed, National Reprecatatiivs
of these dramas lay then, as now, in e
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HOW FAR CAN JARO HESS 60?

your subcription to SPONSOR

(38.00 per yeuar)

"l am 100°%, satisfied with
your excellent caricature titled
Sponsor never satisfied."

The Toni Company
Don P. Nathanson

"It's a good thing advertising
men don't bruise easily because
these Jaro Hess satires really rib
the business."

Louis C. Pedlar, Jr.
Cahn-Miller, Inc.

=00,

of sensitive,™

tubscription

or write to

tation of the “Station Muanager

that the print burst into flame.

Joro Hess drawings.

to SFONSOR
SPONSOR, 40 W. 52 54,

He's gone 1oo far already. say
There's the station manager in
North Carolina who wrote that

he got #o steamed up looking at the represen-

-

And the

New York radio director who

locked s copy of the “*Acconnt Execu-
tive™ in hix desk because one of the
ageney acconnt hig-wigs “was kind

So it’s wise to caleulate the
risk before decorating yvour office with

these five provocative. radio-ribbing,

They're

12" x 15”7, reproduced on top-quality

enamel stock, ideal for framing.

Besides the Sponior thera's the Timebuyer, the Station
Manager, the Accoun! Erecutive, the Radie Director

While our supply lasts the set |3 yours—Iirea with your

Use tha handy raturn card

Naw York 19

108

I
If you think the sponsor is ont-of-this- t
world, then wait "l you sec the four |
others.  Jaro Hess caricatures are |
available only with your subserip- {
tion 1o SPONSOR. Extra sets. avail- I
able 10 subseribers, at $1.00 each. |
|
:
"During each busy day | make
it a point to look at them just
once. They always bring a smile
and relieve tension."
Dick Gilbert
"The pictures by Jaro Hess KRUX
are splendid and I'm delighted
to have them."
Niles Trammell :
NBC
“
SPONSOR

——



their underlying themes, most of which
had the same common denominator.
This common denominator is the idea
that women are superior to men in
their wisdom and general capacity to
control the aflairs of their lives.

There have been a few outstanding
exceptions Lo this basic idea. Under-
standing the exeeptions points to the
fact that the soap opera doesn’t have
to stay as completely in the straight-
jacket of the established patterns as
it did until recently,

Nevertheless,” most successful serials
have a female lcad with whom the
housewife can easily identify herself.
She is noble. righteous, strong, super-
humanly put-upon.  with never a
breathing spell between troubles, She
always wins but never completely, ex-
cept in a moral sense.

This simple formula is worked out
generally in one of four typical
groups: (1) Homely Philosophers
(Ma Perkins. David Harum): (2)
Cindercllas (Our Gal Sunday, Stella
Dallas); (3) Doctors and Nurses
(Road of Life. Nora Drake): (1) Wo-

men on the verge of romance, but

never quite making it (Helen Trent. |

Young Widow Brown).

Frank and Anne Hummert, success-
ful producers of the largest number
of serial strips on the air, are pioneers
from the early days in Chicago. They
have a genius for selecting themes
based on the deep-seated needs and
desires of great wumbers of women.
For example, the question that Helen
Trent keeps answering forever in the
affirmative is simple and basic: Can a
woman be attractive to men after 357

In Rich Man’s Darling, Anne Hum-
mert wanted to highlight the idea that
“money isn't everything” by showing
how a young girl suffered from prob-
lems brought on from the very fact
of her husband’s great wealth. When
a new writer tried to inject a little
originality into the story, Aune firmly
clapped the writer back into line, even
to illustrating her view with sample
dia]ngut'.

This rigidity has paid off. This
complete avoidance of any deviation
or experiment with characters or story
1s typical of most successful serials,
Today's question is whether there isn't
a new approach that promises to add
something of value—while still main-
taining  present audience appeal.
There’s some evidence that there is.
It will be explored in a forthcoming

1Ssue. « « o«
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550 KC 5000 WATTS
NBC AFFILIATE
Ye s BISMARCK, NO. DAKOTA

comes in loud and clear in a larger area

than any other station in the U.S. A.

== DVER ONE OF JIVE STATES -

=——  ORCAWA—/ CAN HEAR _
= == KF)R LOUPINDCLEAR =,
& i 5 |

=

———— ¥

*ASK ANY JOHN BLAIR MAN TO PROVE IT.

~
FIRST in tHE

A

DAVENPORT, ROCK ISLAND, MOLINE, EAST MOLINE
AN s FMGGe T
Basic Affiliate of NBC,
the No. 1 Network

The November 1948 Conlon Sur-
vey shows WOC First in the Quad-
Cities in 60 percent of Monday
through Friday quarter-hour
periods. WOC's dominance among
Quad-Cities stations brings sales re-
sults in the nchest industnal market
between Chicago and Omaha . . .
Minneapolis and St. Louis. Com-
plete program duplication on WOC-
FM gives advertisers bonus service

C.P. 22.9 Kw. vitval
ond cwral, Chonnel §

[
MINNEAPOLIS
M rAUL

CHICAGO @

QUAD.CITIES

Col, B. J. Palmer, President
Ernest Sonders., Manager

DAVENPORT, IOWA

81, Louis
L

QREE & PETERS, INC., National Representatives )
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Sell Colleztively

Ui

cast advertising 1= simple,

Sell oot only individuoally
|1l'li\[‘]_\'.

admonition Lo sellers of broad-
sell col-

Sell <o that buyers of advertising
fully appreciate the remarkable ability
of the broadeast medivm to entertain
and influence a nation of 130,000,000
I!r'll}rlr' or a hamlet of 2000, =ell so
that |-|il\l'r- |'”t'n'|i\r'f_\
dium.

We note no individoal lack of imi-
Bative or energy in o selling air adver-

nse this me-

tsing. T anything, we believe that
sellers of hroadeasting do a job which
rates with the individual efforts of any
of the hlack-and-white wedia.

It’s
-Il]ill_:_' ld“- lln\\ll.

iroadeast
Or shall we sav.
\nd this in
black-and-white

collectively  where
hasu’t vet truly started,

an cra when every
medium is pooling its efforts 10 oul-
vinnpete its I'lbl]h"llj]uII',rl'it",
Broadeasters owe it o themselves
Lo ilmll their efforts.

l'ﬂnl'l

and 1o ]=l1_\"l'.‘~
I's axiomatiec that an industry

Applause

TV: Door Opener

ladio’s ereat doos Hpene I--1Lp_\ 1=

television,  Salesmen for nelworks and
stations who have been anable 1 gzet
by the second assistant seeretary of tap
now ushered into the

the

imanazemenl are
g

(IR P Ll

olliee when they utten

word television,

I a numiber of cases TV s being
Iru]-ln_\n--] to =cll all broadeast adver-
I':—iil_:‘. That's vood, The CHBS motion

110

lrll'ill\
that the individual solicitation doesn’t
even dent.

will tdown walls of resistance

Broadeasters are in a mood Lo ar-
a Burean of Broadeast Adver-
tising that will funetion as aggressively
\ the Newspaper
Bureau of Advertising. It takes money
Ithe newspaper Bureau had £1.000.000
at its disposal during 19491, Bt for
crery dollar thus invested we believe

that ten or more will retur.

aAniLe

and  successlully  as

Can a Broadcast Bureau of Adver-
Lising. with at least $300,000 at its (is-
posal, be in 19197

ltere's a job Tor the NAL,

A Felerated MAB?

Thus [ar the
of  Broadeasters

National
has=n’

.'\:-:-m‘iillinll
handled  the
growth of new facets of hroadeasting
too happilv. The pro-FM group with-
drew from the \ssociation be-
felt that NADB short-
changing the staticless high  fidelity
I';I(Iiu. l,'l'n-rl‘\- Illll;llll‘u‘hll’l""
the NAD really

started in their attempts o have tele-

Iwice
cause il was
Iy pe of

within never ol
vision reeeive what they fell was 1=
due. They went out and formed the
Tt’li'\ 1100 Association.
which has heen doing a good pro-T\

Broadeasters
i”'l. \ aroup ol Dbroadeasters inter-
ested in facsimile. as pushed by Radio
liventions. lne.. formed their own or-
with thal
While there are o date o
associalions of broadeasters interested

canizalion 1o experiment
medium.

in storecasting or transitradio. it wont
be too long before the Taflt group
ttransitradio) and the Joselofl opera-
start thinking
terms ol protective and  promotional

tion  (storecasting)
alliances,

The NAB Loard has okaved the em-

picture on TV was shot cconomically,
It was warrated. not by a top-thight an-
nouneer. but by working sales exeeu-
Ii\l' l;{'nli';:t' \I(IB-I\'IJ\IEI = \\Iu: |I.‘|- Hl.‘lllc'
like presentations with visnal aceom-
Ie not he a
commtentator. but he's a salesman who

paniment, may ureal
sotnds =ald on his ir]mhl!'i.

Often when TV is being promoted.
all hroadeast advertising can be spot-
lil'_’lﬂl‘-l. amd in osome cases s |||'.Ill|‘,.I
=old. In the early davs of oral broad-

]nlu\m:-ut ol a top mar to head up TV
within its FN hasnt
made the spectacular advance that

organization.

Major Annstrong. its inventor. expect-
e of it s proponents are neverthe-
less very voluble. and elaim that FM
will take over most oral broadeasting

‘lm‘!-ll.l

AN

eventuallv, even il it
pletely

lions,

Come-
replace  standard apera-
All these forms of transmitting en-
tertainment and education through the
air are part of broadeasting, as such
belong in the NAB. 1L isn’t as simple
as that, however. for TV, FNL and AM
all  fight
dollar.
for an independent M station owner
l'l[i

same 1s

for the same advertising
\nd it's difficult, for example,
lo see eye lo with an csla-
Llished AN The
even Lruer of TV, which as yet hasno't

t'_\!'

operator,

seent the hght oo elearly and doesn’t
fight too energetically for black-and-
white advertising dollars, rather than
radio money,

Ilach facet of hroadeasting wants to
promote its own business, Yet cach is
part of broadeasting with many of the
same regulatory  problems, There is
ouly one way that all can be brought
under the same rool, and that's by
permitting each to have virtoally an
organization of its own, and still be
part of a “federated™ NAB.

Agencies and advertisers would like
a eentral organization with which they
could work on all their broadeast ad-
vertising problems, They realize that
cach division of broadeasting has a
special appeal and wants to sell its own
medium, They still say. “keep them all
under the same roofl™,

SIPONSOR “federated™
NADB.

sugoesls 0

casting top managzement followed the
u!u'll-llmrl |ul|it'\‘ in relation 1o the
men who came singing ils praises.
Just so are some of these very same
men, and many others, sayving to the
new mmbassadors of the air, “Come in
and see me. anylime”™

s a for
radio. and iUs interesting to note that,

arcal new  opportunity
i many cases where station m\m‘r.\'!lip
lias hotl visual and oral interests, the

opportunity is being used.

SPONSOR
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Kansas City, Missouri

KMBC

KS‘RM
1

yBEATS

March Trade Edition

Area Listeners Rate KMBC KFRM First

“The Team” Ranks First In Recall Survey

The KMBC-KFRM Team leads all broadcasters in
the Kansas City Primary dee area, according to

the results of a personal |
interview aided recall
radio survey released in
February by Conlan &
Associates,

Conducted last fall at the
Kansas State Fair, and the
American Royal Livestock &
Horse Show, the survey com-
plchcndod interview  with

1,223 persons from 152 coun-
ties in the Kansas City Pri-
mary Trade area, within the
half - millivolt contours of
KMBC and KFRM, living in
rural areas or in towns of
less than 2,500 population.
Sixteen of these counties are
within the half-millivolt con-
tours of both KMBC and
KFRM.

Basic questions covered
these six subjects: Stations
Listened to Regularly; Fa-
vorite Radio Farm Editors
and Market Reporters; Sta-
tions Listened to for News;
Stations Listened to for
Market Reports; Stations
Listened to for Other Farm
Programs, and Stations Lis-
tened to for Women's Home-
Making programs.

In the KFRM Area study
812 persons residing in 96
counties within KFRM's half-
millivolt contour were inter-
viewed. The KMBC-KFRM
Team ranked first in three
out of the six categories. It
is significant to note that
KFRM had been on the air
less than a year.

In the KMBC Area study
551 persons vesiding in 71
counties within KMBC's half-
millivolt contour were inter-
viewed. The KMBC-KFRM
Team ranked first in all six

categoriesonan“unweighted”
basis, and ranked first in
five out of six categories on
a “weighted” basis:

The vresults of this per-
sonal interview compare re-
markably with those of the
Conlan coincidental survey
conducted last fall, involving
more than 100,000 telephone
calls in the Kansas City Pri-
mary Trade area. Complete
information on these surveys
is available to advertisers and
their agencies on request.

The KMBC-KFRM Team
is first in listener preference
throughout the great Kansas
City Primary Trade area be-
cause listeners get the kind
of program service they like
and need from “The Team”.
The KMBC-KFRM Team pro-
vides advertisers with the
most complete, effective and
economical coverage of the
huge Kansas City Primary
Trade area, extending from
central Missouri west to Col-
orado, and

homa,

| acter,

including coun-
ties in Nebraska and Okla-

'The Team” Ranks First
in Coincidental Survey

A Conlan radio survey of
more than 100,000 calls, made
last fall, gave The KMBC-
KFRM Team first ranking
daytime in the huge Kansas
City Primary Trade area. Be-
lieved to be the largest co-
incidental survey of its kind,
it reported radio listening for
a one-week period from 8
a.m. to 6:30 p.m, in the area
extending from Central Mis-
souri west through Kansas
to Colorado, and including a
small number of counties in
Nebraska and Oklahoma.

Essentially rural in char-
the survey revealed
that KMBC is the most lis-
tened to station, daytime,
within a radius of slightly
over 100 miles from Kansas
City, and that KFRM is the
most listened to station, day-
time, in Kansas within
KFRM's half-millivelt con-
tour. The KMBC-KFRM
Team ranks first by a wide
margin among all broad-
casters in the Kansas City
Primary Trade area.

The graph below pictures
these rankings!

KMBC Arca Survey

x|
|

KFRM Area Survey

KMBC-KFRM Team
Area Survey
Epmes ity Primary
Toads heval

K
M
B
c

KMBC 6th Oldest

CBS AFFILIATE PASSES
21-YEAR MARK

In February,1928, KMBC
became the 17th member of
the Columbia Broadeasting
System, and geographical-
ly the south-westernmost
affiliate.

Later, when CBS was ex-
tended to the West coast,
KMBC originated as many
as 39 weekly programs to
the western and southern
CBS supplementary sta-
tions. Among the programs
KMBC originated daily to
the full CBS network were
“The Texas Rangers,”
“Happy Hollow,” and “Be-
tween the Book Ends” with
Ted Malone, The latter was
the first daily program fed
to a coast-to-coast network
and also televised. W-9XAL
experimental TV station
was then programmed by
KMBC.

It was therefore fitting
for The Texas Rangers to
dedicate one of their new
1949 CBS Saturday after-
noon coast-to-coast pro-
grams to their home station,
celebrating its 2l1st anni-
versary.

This dedicatory program,
on February 26th, origi-
nated in Hollywood where
The Texas Rangers star on
a half-hour television show
on the CBS Los Angeles
Times station, KTTV, each
Monday night. The male
quartet of the group first
telecast on W-9XAL 16

vears apgo, when they were
billed by KMBC as The
Midwesterners, originating
programs for CBS south

and west,




Only 235" Selling Days
TILL CHRISTMAS

*From March I8 = firsi publicanion date of

this page Sundays and Holidayr smarted

Far-sighted business leaders see it this way: “Coutronted on every side by the challenges With 520 stations. Mutual is the only web

of a buyers' market, advertisers can answer suecessfully by producing goods prieed so that adds lecal punch to national selling in
that they will sell...advertisers have a major economie responsibility —selling.” Yes, a majority of markets. lts low-eost “Cut-
1919 i< a year for hard selling—aud there are only 235 selling days left! Mutual can In Plan” identifies dealers, directs buying ;

help: here are some facts explaing its sales-ability. Time flies, but on Mutual, time sells. its Promotion builds responsive listening.

. '*'Id-"{.’n 5
o i="
R

L

Since January 1947, Mutual has inereased
power in 50 markets (ineluding switehes in
affiliates.) 22 more stations have C1Vs, will
up their power. Resalt: We have more 1000-

watt-and-up stations than any other net

017 of U.S, retail sales are made in the
137 Metropolitan districts, Mutual covers
136 (day ). 130 (night ), mostly fram within,
In the rest of U.S., Mutual delivers more

home-town coverage than any other net.

Advertiser's Dollar goes farther on Mutual,
Mutual’s low rates, impressive audiences
(Nielsen Network Study) add up to more
value for the money—whether figured per

1000 homes reached or per rating point.

iy | g

| YANKEE |

y

.

5 s

N
Py

Who owons Mutnal? Nere are our stockholders: CKLW, Detroit ( Essex Broadeasting, Ine.) :
Don Lee Broadeasting System, Pacific Coasty WIIK, Cleveland, WIKC, Columbus and
WHEKR. Akron (United Broadeasting Co.—Cleveland Plain Dealer) ; WIP, Philadelphia
(Gimbel Bros.) : WGN, Chicago (The Chicago Tribune) ;: WOR, New York (R. H. Macy) ;
and The Yankee Network, New England (General Tire and Rubber).

Mutual's forte in sports programs i1s oue
reason for large audiences, World Series
games always garner record ratings @ Foot-
ball, Boxing, other exelusives add measur-

ably o Mutual popularity, pulling power,




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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