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The magic word that opens the door to the greatest
advertising medium of cur times is television.

And in Richmond, first market of Virginig,
television means only WTVR.

WTVR is the only television station in Virginia . . .
has been for over one year.

F

Virginians remember that in 1944 Havens & Martin,

owners of WMBG, prophesied the coming greatness of television
with the first full-page newspaper advertisement

ever placed by o radio station. Since 1926 they recall many
another pioneering step taken by WMBG, WCOD, and WTVR,
backed by a firm faith in the American system

of broadcast advertising.

Wherever you are (Richmond, New York, or Chicagoe) Havens
& Martin stations are your “First Stations of Virginia.”

Tyl Serbeises // Y resiver

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




Frank Mullen
expected back
on networks

ASCAP-TV
agreement
nears

WJILB not
100% foreign
language

Canada’s BBM
follows new
BMB formula

14'% hours of
folk music
opens new
record shop

ABC, NBC
drop certain
program
restrictions

RCA leads
in NY. TV
sales

FCC decision
on editorializing
n.s.h., but
Maryland Court
decision helps

19489

20 June

be on a metwork before
stations,

Frank Mullen, ex-executive v.p. of NBC, will
1 September. His resignation as president of Richards'
WGAR, WJR, KMPC, is effective 1 July 1949, although his salary
until 1 July 1950.

runs

-SR-
ASCAP will emerge from its TV battle with broadcasting bigger and
more inclusive music-licensing organization. After stations have
okayed increased fees (about 10%), ASCAP will go to members for ex-
tension of its representation of rights. There will be no lapse in
availability of ASCAP music on TV.

=D
WJLB will not go 100% foreign language, as indicated in SPONSOR
REPORTS, 23 May. There will still be some English-language broad-
casts on the Booth station, despite heavy return to native tongues
spoken in Detroit.

—SR~
Canada's equivalent of Broadcast Measurement Bureau, Bureau of
Broadcast Measurement, will issue its reports in 1950 on same basis
as BMB. Seventy-nine percent of Canada's stations are members of
BBM. This will be BBM's fourth report.

—SR-

Fifty radio and recording folk-music artists were part of 1l4!-hour
three-day celebration (17, 18, 19 June) of opening of Country Barn
Record Shop in Tampa, Florida. WCKY (Cincinnati) had its "Western"
disk jockey mc'ing event.

-SR-
ABC and NBC have lifted restrictions against certain types of pro-
grams. ABC now accepts commercial religious programs, and NBC no
longer restricts mysteries to after 9 p.m. hours. NBC now also
accepts certain give-away programs.

=ERe
RCA leads TV-set ownership figures in three out of four income
groups in New York (over %7,500, over 3%5,000, over 3%3,500), and runs
second to Philco in under 33,500 group. Latter runs close second im
$3,500-35,000 group. DuMont is second in upper brackets.

=SS
FCC decision to permit editorializing by stations on air is so vague
as to be almost worse than no lifting of ban at all. Decision of
Maryland Court of Appeals in favor of five Baltimore stations on
their reporting crime news is boon to all news sponsors, for it
pattern of "freedom of reporting" that's important.
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More
nelworks being

established

state More and more

state-wide networks are being formed.
independent chains being linked like Ohioc's Standard Network and
Goebel (Michigan) sports network, but coast-to-coast chains are

becoming more conscious of their regional links.

Not only are

NBC recently split

off its New York State stations for a Dewey "fireside chat."
Economic conditions in different sections are becoming different,
sponsors are thinking in terms of markets, not 48 states.

40,600,000
autos on U.S.

Over 40,600,000 autos were owned as of 1 January in U.S.
radios were not surveyed by World Motor Census,

—SF—
Auto
but other Sources

indicate that only thing holding back close to 100% radioc equipment

for cars is current high price.

roads
Radio vs. TV
receiver of 1949,
production
5te 1 Association)

Excise taxes
to be fought corpaorations.
that it paid

of $1,527,00.

on air

Charles H. Percy,

Bell

straight radio receivers.
and non-REMA members.

B&H president,

=SR=-

Out of over 2,500,000 radio or TV sets produced during first quarter
around 1 out of 5 was a video

receiver, with all rest
Figures include RMA (Radio Manufacturers

=SE—

Excise taxes in some cases are larger than total profit of
and Howell
%1,230,000 in excise taxes alone,

Total taxes paid by B&H are much larger than net.

(new radio advertiser) reports
with a net profit

is urging manufacturers to use

ad space to tell consumers what they're paying for when they buy
products hit by high excise taxes.

Same show

Eddie Cantor will not be on
wasn't willing to do both TV and radio programs each week.
of Riley," which replaces Cantor,

LERE
air for Pabst this fall because he
"Life
will be done on radio from

Hollywood with William Bendix, and with another cast from New

It sounds

screwy,

but everyone will watch to see how

-Please turn to page 36-

capsuled highlights

with two
casts
York on TV.
it works.
IN THIS ISSUE

Sponsor ldentification on the air isn't the
entire answer to broadcast advertising effec-
tiveness, but it's a straw in the wind.

Half pints listen when a half pint spins disks.
Test tubes help, and CBS proves it with

"Suspense."

15,000 programs are an amazing number for
a regional drug chain, but Gallaher sponsored
that number in ten years.

"What's wrong with FM commercially?” is
the "Mr. Sponsor Asks" question in this issue,
and Major Armstrong heads the panel.

2

page

page
page

page

page

21

24
26

28

38

"Public Service" has something very special page 30

commercially.

Radio and newspaper strikes . . . page 32

IN FUTURE ISSUES

Per Inquiry Advertising—why stations don't 4 July

like it.

Networks without telephone lines 4 July

Out-of-home listening 4 July

Broadcast advertising this fall 18 July
SPONSOR




One Does It In Mid-America

One station

One rate card

One spot on the dial
One set of call letters

50,000 WATTS

DAYTIME —Non-Directional

10,000 WATTS NIGHT
—810 ke.

Natianal Representative:
John E. Pearson Ca.

20 JUNE 1949

Meeting Mid-America’s
Need for News...

at a Very Low Cost per 1000 Coverage

KCMQ's newscasters and full-time news staff are not cantent
to rest on their teletypes! They're at it the clock around,
paunding the pavement, checking the “line-up,’” getting the

news far Mid-America!

Under the watchful eye of Jim Monroe, KCMO's news editor, Mr. Mid-
America’s newscasters give the latest to, the listening millians . . . a dozen
times every day. And their record on local scoops, exclusive phone
recorded interviews, and complete natianal coverage have made the

8-TEN Spot listening a must.

This preference plus KCMO's low, law cast per 1000 caverage means a
listenership bonus far smart sponsors. KCMO is Kansas City's most power-
ful station with 50,000 watts that blanket 213 Mid-America counties (inside
measured .5 mv. area) with a form-and-factory-rich population of over
5,435,000.

f’m‘*?l( c M 0

Nagggs?” ond KCMO-FM . . 94.9 Megacycles . . Kansas City, Mo.

_mﬁg Basic ABC far Mid-America
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40 WEST 52ND

ON THE HILL

MR. SPONSOR: CARROL M. SHANKS
P.S.

NEW AND RENEW

HOW'S YOUR IDENTIFICATION?

ROBIN SPIN THAT DISK

SUSPENSE: TEST-TUBE SUCCESS
PINPOINTING BROADCAST ADVERTISING
COMMERCIAL PUBLIC SERVICE

RADIO AND NEWSPAPER STRIKES

MR. SPONSOR ASKS

4-NETWORK PROGRAM COMPARAGRAPH
BEAUTY AND TV

TY TRENDS

SPONSOR SPEAKS

APPLAUSE
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70
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40 West 52nd

TV SUCCESSES

1::'r'l‘]|[]\ | Lodd |.II‘|]
had JulJ]:l]vllr'r| ar 1= |rlJ||]'t-|[r|rl-_- SO

Wil= SIMONSOR
sorl of compilation of “success stories™
of sponsors nsing television as an ad-
verlising medium.

Fhe Television Committee of the 1aos
\noeles

a~ one of it prime objectives the edu-

Chamber of Commeree

="'~
cation of ]nlil-'u‘l'l'r\: TV advertisers
an results being obtained by presen
TV users,

Wauld it he possible for vou to <end
u= anything that vou might have avail-
able of this Kind?

it will be put to use in channels where

I can assure vou

it <honld ereatly

] |I:-l]| =pur iteresl in
television advertisine,
Ricoarn L. BEax
Secretary. T Committed
Los Angeles Chambier

af Commerce

ON SPONTANEITY

ML of o= at W= l'nju_\l‘li VOur series
o folk

slores

music. it amazing  =0ecess

fact |
the |n_'_"11';|1 eN-

and use. bhut the one

didn’t <ee mentioned
planation that 1 believe most of us in
the husiness agree oni= that the sue-
cess of Tolk-musie programs is not so
much the Kind of musie. as it is the
way these programs have combined a
<cn=¢ of reality. :\'Illlltu'lll"il\. informal-
iy, and the power of personalities.

Ihe same thing Bing Croshby  Las

done Tor these two deecades or =0 in
radio amnd on the sereen  the same
thing that Ceeil B DeNille used 1o

Theater  he
VIR AT

with their announeer.

lend to the Luxy Radio
same thing that Fibber
Wally.

Wileox. achieve in r-:!il:h'n] form  the

n‘h’(f

H.Hlu\\

~same ~ense ol realilve spontaneity. in-
formality. and personality is reflected
when Bob Meher sings a Western bal-
ladd on WIS,

For  example. WLS Distencrs  tin
common with those of other hie folk-
music stations=| see our peaple Tace-Lo-

face quite often at state and county

fairs, loeal theaters, n-|1|:||1|r|i!_\ culer-
They
stars act the =ame e person as on the
air. I1 :a el
Seollyv ol home, he o woulid find
them =l the Kind of |J|'l||r|i' he had

tMease tirn to page O)
fr;

Latments, amd so on. frndd o

listener visited Lo

..I'1l|

have
you

seen
your

opy
0

RADIOTIME?
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@ WINSTON-SALEM

The Station that Delivers the
Pirus Aupience!

The Proof:

WSJS delivers higher than national
average Hooperating* for 57 out of 61
NBC Commercial programs!

A PLUS AVERAGE of
6.1 POINTS PER PROGRAM!

WSJS share of audience for 5 month period:

® Morning —_— 452
@ Afternoon — 50.6
® Evening — 50.0

" City Hooperating, Fall and Winter, 1948-49

WSJ s Represented by

@WINSTON-SALEM® Headley-Reed Company

THE JOURNAL-SENTINEL STATIONS

Affiliated with
NBC

20 JUNE 1949




IT'S EASY,
IF YOU

IN radio as in riding-acts. there are two kinds of
dare-devils—the ones who plunge unthinkingly into
hazards (and graveyards), and the ones who survive
and  succeed

Know-How.

through practice, experience and

In our 23 vears of broadcasting to Deep Dixie, we of
KWKH have learned more abour w hat it takes to get the
audience and advertising resuits in this region than any
station, anywhere. For example. during the nursery season
just ended, KWKH sold 14,000 orders of rose bushes at
52.95 per arder. KWKH airs this t‘.\'pt‘rl‘e‘li(r:f program-
ming with 50,000 watts . . . gets top Shreveport Hoopers
and the greatest BMB audience throughout this four-state
Arceil.

Let us send you the proof of what KWKH's experience

can do for vou. Now?

KWKH

. Texas
SHREVEPORT { LOUISIANA |
~ Ark
50,000 Watts e CBS M:s::::::'n

The Branham ¢ omp.ny, Representitives

II\'m} Clay, Gewneral Manager

40 West 52nd

(Cantinued Jrom puge b

imagined them to be through lstening.
Much of the humor just happens, =pon-
tancoushy.  We throw ofl dignity and
enjoy ourselves as we entertain,
So it isn't the kind of musie entirely
although folk music does lend itself
to this Il‘&l“‘_\. this .-}ullll'.iln‘-rl_\, But
it is the Kind of folks who put on the
show. amd the way they put it on - and
most of us here in the Tolk-musie belt
bhelieve the same treatment .'lil!l!il'll Lo
svmphony  concerts and  graud opera
would eive those now moe r}il'.:ui['u’-|
forms of entertainment the wider pub-
lie acveptance. the quick response that
[olk-music programs have.
Jous C. DrAke
Promotion
-, {.h!.l'”:f_'f'

WTAG TAGS A SLIP

This is lo corvect an error on the
In the 28 March
i=sue of your otherwise excellent publi.

part of sroxsor.

calion. vou ’u'inl:'rl a list of stations
and markets which had been test-sam-
|JI|~|| [ FAYIEE

to print the fact that this was only a

You failed, however.

}r.‘llli;|| list.

\s g resnlt. vour 23 VMay j=sue car-
riedd o full-page ad by station WKY
stating that of all stations checked by
BAMB. WRY led the field in all of the
sin divisions mto which the BMDB re-
port had been hroken down.

The faet = that WKY did not lead
in all six ecategories: actuallv. WTAG
exceeded the WKRY fizures 0 four of
the =ix. but WTAG did not happen
liey iw illl'lllll[‘il il] YVour 2:: \]i!l'l']l ret-
port. WKY made an honest mistake:
a little,  This letter
i= sent only 1o I\-I-ia the record ri!.li_‘.’_]ll.

/U P A
Evecutive ..

WTAG. Worcester. Mass.

SPONSOR _\“] ipedd

"RADIO IS GETTING BIGGER"

We believe Radio Is Getting Bizger
will mahke elfective promotional pieces
with which to fnllll_\ anr =ales repre
<entalives  as they  follow  their ap-
pointed ronmds,

IHowwn S0 KEEED
Promotion Wanacer
IWSPR. Springfreld. Wass

(Please turn to page 81

SPONSOR




@ut Texas way, folks are mighty_
fussy about Brands . ...

s & e
Brodosville
¥ - S J.

WESTERN BRAND!*

*REGISTERED, Brands Division
Bexar County Courthouse, San Antonio, Texas.

NBC - 50,000 WATTS CLEAR CHANNEL - TQN |

. they're fussy about the brands they
heat and the kind they eat; about the
brands they wear, drive, sip, smoke—and
about their brand of listening, too!

Only last Fall, Texans in 65 counties . . .
well over a quarter-million radio homes
. . . helped C. E. Hooper, Inc., compile a
“Listening Area Coverage Index." Asked
what stations they listened to "Most Fre-
quently'” or "Most of the Time," they spoke
right up in true Texas style. The result:

WOAI roped first place by
2 to | in daytime ... 3 to |
at night . . . over the second
most popular outlet!

These neighbors, plus still additional
thousands in our far more extensive night-
time primary, obviously find the WOAI
brand of radio very much to their liking.

How's YOUR brand doing here? If you'd
like to make this billion-dollar market more
conscious of your particular brand, better
get your iron in the fire right away! You'll
be just in time for the big Fall Roundup!

-~

las
CJ
2

3

presented by EDWARD PETRY & CO., INC. - New York, Chicago, Los Angeles, Detroit, St. Louis, Dallas, San Francisco, Atlanta, Boston




Carl doesn’t
lee]
sliohfed!

When a bunch of station man-
agers get together at conventions
and start talking about what a
super-strong  signal their stations
throw out, our Carl doesn't get into
the conversation.

And when the station boys brag
about the millions of people in their
primary coverage zone, our Carl
just sits there with a poker face
that Ned Sparks would envy.

But Carl doesn’t feel slighted . .
just let the talk get around to how
popular their stations are with the
cash customers in their market
and that's where you can include
Carl into the conversation!

Carl knows that we've got the
people where you want them in the
Duluth-Superior market and on the
Iron Rang They're all concen-
trated within 50-mile radius of
WDSM (Duluth) and WEVE (Eve-
leth) When you get bevond this
that radius, you run into hsh . . .

not people!

We've got an awfully weak signal
in Los Angecles county, but if vou
want to reach the 280,000 folks m
our neck of the woods vou can't
do bctter than buy WDSM and
WEVE in combination We can
look vou straight in the eye when
we tell yvou that these two ABC
outlets cover the Duluth-Superior

market and the Iron Range like a
pup tent incd what's more, you
can buy both of thesc stations for
the price of just ONE Duluth
tation!

Why not ask a Free & Potors man
bout WDSM (Duluth) and WEVE
the Iron Rango)?

40 West 52nd

CContinwed from page G)

Iank

vorr vers anach tor the 200

copies of Kadio Is Getting Bigger I

i= very kind of vou 1o allow us such a
aenerous ninber of ---|:i1'.—.

Thes ll-]ais'- \\I“ ]"' pal o ool
u=,  They will Le ]-Ll-w'li i the hands
of local, regional, and national adver-
tisers from our area. and  will help
tear down the resistance 1o summer
radio adyertising,

Jine Bripces
Radio, Tl Division
H.H_:r: I HILH'H.U‘II
Davton. Oliio

the article Radio Is Getting Bigger
i~ the best 've seen.
CoRDON (iay
I ‘.'If.'r'J!"..'\f.l'!"!';l,

Wir. Philadelplia

Fhis Radio Is Getting “I'.'__ cer 1= good
documented evidence to answer those
who view recemt developments as in-
dicative  of  senility i our wreal
o,

Evcexe 1), i
Uum!;r'r
WORZ. Ovlanda. Fla.,

Your article in the 23 May issue.
Nuaio Is Getting Bigeer, is werrifie,
Wittiaw K. Doruasp
“Hr'- for o) Lo df .\\rhff'-
I J".“."\'. “lﬂrﬂ'mdn'

Radio Is Getting Digeer is a Very
lormative ]l-lt'l'l‘ -r{ \\IIIL. .'lrlll \\I“
prove valuable to WMAW s sales and
promotion departiments.

Lot Rierestior
Promotion Directo

W

Fhat anticle Radio Is Getting Bigger
in vour 25 May issue i= a crackerjack.
I certainhy pulls the vhoeks out from
under some of this “radio s a dead
duck™ propaganda,

. Wikas

General Manazer

W LA Lexingtaon, A

Wiliwankee

It's so
Amazing -

we wouldn’t ask you to be-
lieve our sensational K-NUZ
success story if we didn't
have the figures — ever=
mounting Hooper ratings—
to convince you. Our spe-
cially planned Texas pro-
gramming will bring vour
clients immediate results in

Houston.

HOOPERS
SOURCE: 1949

Dec.-  Mar.-
Jan, Apr.

Morn. 1.3 147
Aft. 88 9.9
Eve. 12.6 104
Sar. 1139189
sun: T (99

-

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

k-nuz

(KAY-NEWS)

“Your Good News Station”

9th Floor Scanlan Bldg.
HOUSTON 2. TEXAS

(——

SPONSOR
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ON THE HILL

WOW tour has blessing of
official Washington

Washington s interested i WOW = Taviner tour of Western
~tates, Mesieo. and British Columbia, Feels same station’s
tonr of Furope greatly helped Midwest Tarmers” under-
stamding of Foropean problems and FCAL Feeling s
that current tour will remove some of cornbelt’s insular-
st Govermment realizes that the 18 states must know.
uidderstand. and appreciate each other. T also Teels that
L= Tarmiers must know Mexteo and Conada,

Lever Brothers tries to spur
buying with half-price sale

Campaigns like Lever Brothers™ half-price zale of Life-
huosv. which started the third week in June, have blessing
of Departinent of Connuerce, which is interested in bry-
ing almost <ingle-handedly o veverse the hand-to-mouth
consumer  and vetailer huving trend which is slowing
down business in general, Spokesman for department
stated. = Adjustment forees have been at work long enough.
Suvings-hank deposits must stop going up at cureent rate.”
Lifebuoy sale is heing radio-pushed.

British products need
advertising in U.S.

Great Broain isn’t selling as mueh Britsh-prodoeed mer-
chandise as she expected 1o, with result that something
has 1o b done.  Either Enzlish pound sterling will haye
1o he devaloated, with 1S, exports 1o 1',|l_::|.'|||l| cul as
consequence, of some other deviee will have 1o be nne
covered. Whant GoBs hasot heen sold is that advertising
~ells i the TS,
nor Ilack-and-white has heen used extensively. and quality

Thus far. neither hroadeast advertising

|nm|url- can’t be sold without active ||Il=|||nlin|1 T 1

TV roadside billboards
may be traffic hazards

National action asatnst TV billboards i~ in the making.
Fear amrong automolale salety anthorities < that hoards
e prresenl cntertaiment may distraet deivers 10 snch
anoestent that weadlie hazacds will vesult, AN aetion
Wallls  wpwin forme =suel Billloainds will l:lLl‘-

10

Guarantee against price
declines to be tried

Vdvertising will start for a number of products like fuel
oil. which will guarantee current buyers against price
declines,  This i= one idea being tested 1o loosen purse
strings of consnmers throughout US. Refrigerators. oil.
and two makes of antomobiles will ey the price-guarantee
slant. with results being studied not only by competitors
but also by group of cconomic vesearchers in Washington.
Feeling is that idea will work only with hig-investment
items and not with impnlse-huying items.

Fur processing important
in U.S. economy today

|'|'i||'¢‘.-tr'~ill_L" of Turs in LS. s r;lpil“) |u-|‘nmin;_' ol mujur
impurtance o national economy.  Furriers throughout
L.50 are consistent users of broadeast tine. more so than
any other women’s-wear produet retailers.  In 1947 manu-
factured fur goods at wholesale levels amounted to 3313.-
H00L000. and 1915 <aw an increase in excess of 207,
Wearing of furs 3= o longer restricted to any income
bracker. and the hase i Lroadening monthly

New EEA plan will not help
manufacturer expand distribution

Under new EEA plan. government will Toan <mall huosi-
ness (under 500 emplovees) money  for 20 years with
Foointerest. Idea is to help small bosiness compete in
national scene. Trouble from advertising point of view
i= that U.s, still doesn’t think of advertising as vital in
expanding business. and money vequired for this purpose
will not be casv to obtain. Thes. manufacturer with ade-
quate manufacturing  facilities but Limited  distribution
will have to battle to oltain loans. The Tl is stll not
advertising-minded,

Auto-Insurance rates to go
lower and advertising up

Competition among automobile-insurance compames will
decrease insurance rates and inerease advertising of these
firms that baven't been big spenders in past. Trouble is
that rates in big cities like New York have been highest
in nation. and U< in these highly.populated areas that
advertising would be most effective. Plans in works would
divide risks into good. Tair. normal. poor. bad, and set
rates aceordingly. Ouly rub hiere is that biggest aceudents
are frequently those involving “first timers.”

Keep the men alive, new
safety campaign theme

While more hoy babies are horn in U.S0 than girl habies
(106 bovs for each 1000 girlsi. things happen along the
line 1o change that ratio to 101:99 in favor of the distafl
side in later life.  This is becanse men are Killed off
quicher- at work. in amto aceidents. amd even working
at home, Safety groups are going to use thi= fact. and
others, to try o cut down male acetdental deaths and 1o
inerease life span of men. Women live aboul five vears
longer than men. These facts will be part of hroadeast

.';||J||r;II;,'l|.
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CHARLOTTE, N.C.

Hickory

Salisburyo
Morganton

Concord
O
Shelby o Gastonia O
_{_y_ O JCharlotte -
SR Wy
Gatfney \"c‘;]‘ \’R()ckl'li“
o\ | -

I,nnc.wtnro

-
Chester

\

Channel 3

The first television service in the
Carolinas will be inaugurated July
15. Naturally, it's the television
service of the Jefferson Standard
Broadcasting Company—WBTV.
Service to an area embracing over
1,000,000 North and South Caro-
linians is assured from WBTV's
Spencer Mountain tower, rising
1135 feet above the surrounding
terrain. Effective Radiated power
will be 16,300 watts for video,
8,200 watts for audio.

WBTV offers advertisers the first
television approach to the Caro-
linas' richest market—where Effec-
tive Buying income has more than
doubled since 1940.

Represented Nationally
by RADIO SALES

PROGRAMS ON FILM FROM 4 TV NETWORKS

Jefferson Standard Broadcasting Company

20 JUNE 1949




For _Proﬁiuble

WILMINGTON
DELAWARE

N

EASTON
PENNSYLVANIA /

WKBO

HARRISBURG
PENNSYLVANIA

WORK

YORK
PENNSYLVANIA

WRAW

READING
PENNSYLVANIA/
y/

WGAL

LANCASTER
PENNSYLVANIA

Clair B, McCallough

Managing Direclor

AFFILIATES

Represented by

ROBERT MEEKER

ASSOCIATES
Loy Angeles MHew York
Son Francisco Chicago

STEINMAN STATIONS

Carrol Meteoer Shanl: s*
Mpr. Sponsor
- President

The Prudential Insurance Co., Newark

Minnmesota-horn - Carrol Shanks at 51 i< the youngest presi-
dent of any of the world’s major lile insurance  companies,
e G =tll voung cnough 1o feel slighthy awed at the  [fact
that one out of six people in the L. S0 and Canada holds a
iir‘lit'\ wirillen I)_\ Tllr‘ i'l'lltll'llli:ll. \\IIII:-I’ ?',‘-"T-Jlil]iun-i|n||;u’ A==t~
make it the number two Life insurance firm in the fivld. Carrol
Shanks takes the responsibility of his job very seriously. and runs
the vast Proddential set-np with the same kind of meticulous attention
to detatl that used o characterize his lectures to his law stwdents at
Yale. where he was an associate professor of law in the carly 1930°s,
He joined Prudential in 1932: guickly built a name for himsell by
reorganizing the tangled finances of several depression-hit railromds,
\ man with a mind like a steel trap. he vose swifty. beeame Pru
dential’s chiel executive 191G, e is neither a back-slapper no
a stulled <hirte and often rides home on a Newark streetear. usnalhy
mnrecogized by the many Prudential employvees sitting near hine.

The wmarket for Prodential’s many insuranee services is fomul in
vittually every economic level of the population, and nearly 32.000.-
000 of a two-ad-a-hall-million-dollar Prodential ad budget goes into
Iroadeasting advertising to tell the story of P'rodential to the widest
possible andience. Shanks has been close to the radio end of the
P'radential advertising operations since its start. in 1939, with an
Flaine Carvington-written soap opera. W hen A Girl Varries, on CIS.
b 104 Pradential started spousorship of the Pradential Family
Hour (which the Prudential sales foree Towd diflicult to use as a
sales tool). and later added an acvoss-the-board  davtimer. fack
Bereh. which the sales foree has used with great sueeess. Last vear.
Family Hour underwent a lacelilting and became Hour of Stars. a
slick, Holly wood-name dramatic show that Shanks likes 1o visit oe
casionally, and which s now vwing with Bevelr as a salescprodueer.

shanks thivst T knowledge never stops. Reeently, when every-
one was looking for him at the ground-breaking ceremony of a
Prudential housing project, he was finally located, deep in a technical
digenssion with the operator of o steam shovel.

Seen with Ginger Rogers.

SPONSOR
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It’s only a few Billion Dollars..but

L YO ﬁ'/’
JOUE SHAFE]

$2,995,897,000.00...

1948 Retail Sales® in WOW-LAND counties (BMB)
B R R R R R

All authorities agree this year's retail sales may be slightly
lower ... BUT ...theyalso say . ..

of 1949 retail sales will be made in the
third quarter— July, August, September;

’ . of 1949 retail sales will be made in the
fourth qu1rt<.r-—0uuber November, December.
@ &.0.0:&{9 gedf'(a qef'to Come. /
|
ig

GET YOUR share of the ...

229, Spentin food stores; 119, Spent instores selling motor vehicles & parts;

69, Sp{:ut in apparel stores; 109, Spentin lumber and building material retail outlets;
30°, Spentin general merchandise stores; 189, Spent in other retail outlets.

49, Spentin furniture stores;

RADIO STATION

o B BB X & e ooy E
You WILL get Your share if you use the
advertising facilities of Radio WOW —the \

ONLY single advertising medium that covers OMAHA, NEBRASKA
the vast territory within 150 miles of Omaha in 590 KC » NBC - 5000 WATTS

every direction—450,000 families who listen to Owner and Operater of
WOW (BMB figures) —who spent $4,000.00

per family in 1948, and will, in the most pessi-

mistic view, spend only a little less in 1949.

For availabilities see your John Blair man, John J. Gillin, Jr., President & Gen'l Mgr.
or telephone Omaha, Webster 3400, John Blair & Co., Representatives

¥ (Based on SALES MANAGEMENT'S figures—May 10,
Survey of Buying Power—except for lowa, which is based
on slate tax receipls.)

SPONSOR 13
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New decelopments on SPONSOR stories

See: “"Why sponsors change networks"

P-S.

Issue: December 1948

SUbiECI’: Whot hos ccused the recent
shifts of big network
advertisers?

Whitle time avatlabilitios stll seem to be the number o
reason wlhiv sponsors change networks, there continues
i be a heavs cmphasis on “pelty annoyances,” Two

recent =hifts annonneed Tor this Tall pomt out this factor,
Wildroot = =hifting its very successful Sam Spade from
CBS 10 NBL.

i ADCL bt o elever €GBS preseatation |||ru\u'1| Lo

Il Progrant wis originallv scheduled 10

Wildroot's sati=lfaction that it wonld do better in com-
petition with Fdear Dereen at 8§ penn Sundavs than it
would e the ABC mvsters skewr on Fridays., AT T
el Fhen came another CBS |‘|I.|-I'. CBE> had been

Lrving o conyinee Wildroot that it would do still better
in another <lot.  Chs wamed & s bhack Tor s awn
Fatezar Bergen program.  Wildroot on it part thouzhi
it had a (LR claim to the thme |n'!i‘-||_ ||.1\i|!:_' aambled
when wobody wanted 10 fight Bergen. When Wildroot
diddn't wine it decided o move to NBC Onee again it
will he fiehting l'.l|_‘.'\:r Bereen ull[_\ the networks will
he dilTerent.

The =hilt of Horace Hewdt to CBS this fall b= anothes
case ol pigue plos . Plnlip Morris was interested in
secing what the Heide program would do in competition
with Jack DBenmy swhen the latter moved to GBS, NI
spent hinge smins ol woney 1o sell the public an listening
Lo Heidt e the “number one -}-r'[“ ol network radio (7
P et Heidt bebd only part of the audience he
lad built up al 1) |- on the same network, e
promolion wias cood, hut i1 was !'\'IJ['I'I[‘II Lo deliver the

worll with a lence around it over r||_'_'ht_ [eidt niight

have chipped away Benmy's audience if he had been
allowed enough time. but Philip Morris wasn't building
nelwork listening, it was |'1|_\'!|J: an audience 1o whom
it could sell s " No .‘-|||u|\ihj_f llill!l‘_'iltll." Horace Heidt
returned 1o s old howur o May and regained some of
s lost awdience. bual }'lli“[- Morris felt it had Leen
~old a Il of coods and when CBs had a cood Sunday
night spol open richt after the Benny-Bergen-Abmos o
Lnelv combination. it =hifted, bat quickiy.

h See: "Give-Aways: they're big business';
"Telephonitis''; and P.S.

Issues: May 1948, p. 33: June 1948, p. 38:
28 Februory 1949, p. 8.

P.S.

SUbieﬂ: New trends in rodio ond TV give-
away shows. The movie theaters
fight bock.

|-|L\'!|1j.‘ their ene from the n\l'l'n'lj,:hl suceess of a T\
veersion of .\'Fu;a the Vusic. the l':ml}rfn'”-!' wald QECNCeN
and |||'|n|l|r1'r' Mark Goodson have added a Iu~h-|n|1u||u'
give-away  gimmick to the Chevrolet dealer-sponsored
Winner Take All on WCBSTV. New York,  Like the
ll'll']ll]nlu' stunt on Music. viewers of Winner are uraed
Lo mail in o=l ards= with their name and .irillllll' number
to the show i order to be eligible Tor a give-away call.
The question that Teads to the jackpot is non-musical.
a]lhun_‘.’}l visual i nature. and consists of viewer identi-
fication of a “mystery pictare.”  Winner is teleeast in
the New York arca only. =o Tar. for the Chevrolet-dealer
sroup. and the return on 1|-|.~I1 ards has heen —||l|=|"|.-i|1l'_’|l\
heavy and compares favorably. g proportion. with the
30,0000 ]llr,-xlr'.‘il'l].‘- that the foll-network CABC) visnal

{1 Please turn to page 16|

OHIO STATE UNIVERSITY’S
19th Institute for Education by Radio

SPECIAL AWARD
to WOV and
The Institute for Democratic Education

for

"THE MAN NEXT DOOR"

"“A pioneering effort . . .

an authoritative and intensely human series of

programs which build up the democratic tradition and fight prejudice and

Originators of

RALPH N. WEIL, Gen. Mgr.

The Belling Company
National Representatives

discrimination.”’

NEW YORK .

SPONSOR
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qim Trin

The Geor

THE TRIO OFFERS ADVERTISERS AT ONE LOW COST:

Concentrated coverage ® Merchandising assistance

Listener loyalty built by local programming e Dealer loyalties

— IN GEORGIA’S FIRST THREE MARKETS

The Georgia Trio

W@
-

a
Represented, individually ¢ and as a group, by

THE KATZ AGENCY, INC.

New York = Chicago + Detroit - Allanta - Kansas City = San Francisco = Los Angeles » Dallas
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KVOO farm radio listeners in 16
states recently sent 23,122 letters, con-
taining 23,422 dimes, to the KVOO
Farm Department for a package seed
offer.

All announcements featuring the

offer were made on Farm Department
programs during February, 1949. No
other promotion was used.

Such graufying response is power-
ful evidence of the large and faithful
KVOO Farm program audience. Each
letter received 1s proof dhat our lis-
teners know wny offer made by KVOO

Since KVYOO's estoblishment In ;
is a good offer.

1925, farm programming hos been
of prime importance. A 240-acre Programming such as the KVOO
Demonstration Farm is operated by Farm Department  offers  "in  the
KVOO. Sam Schneider, KYOO Farm money"” farmers and ranchmen in the
Editor, Is active in locol, state ond Southwest, will pay you big dividends,
Notional Radio Form octivities. too!

For more facts on one of the South-
west's oldest and best known radio
farm departments sce your nearest
Edward Petry & Co. office or phone.
wire or write KVOO.,

"RADIO STATION KVOO

EDWARD PETRY AND CO., INC. NATIONAL REPRESENTATIVES
GREATEST STATION

50,000 WATTS TULSA, OKLA,

OKLAHOMA'S

s SPONSOR
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@ New National Selective Business

SPONSOR

PRODUCT

AGENCY

STATIONS

CAMPAIGN, start, duration

Ularidegs Food Co tanned ham- Al I'aul Lefton Indel® Spots, breaks; dul or Aug stari:
burgers INY.) {Test eampaign planned 13 whe
Lur mnjor mkis)
G, 1. Coughlan ("o e Moist D-F-5 iNY0 3-57 Live spols, partic; Jun 6; 13 whs
{humidifiers) (Seasunal tesl campaigng
major mhkts)
squire, Inc Cornnet magazing Schwimmer & (Major mhis) Fat spots, breaks: Jun s; 32 whks
Seutt (Chi ) Indei*
tieneral Amiline & Film Ansco hilm Young & Nuhicam a-6* Suntx, breaks: Jun 6 whs or
Corp {Ansco Div) INYY {Sumuner eampaign,  May longer
expond and continue thru
fall)
Grevhound Corp us travel Beaumant X 3 Spots, breaks; early Jun thru sum-
Hohwan (Chic) {Summer campaign. May mier; 13 whs
gu natl in all major mkts)
hellogg ('n Pep cereal Kenyon & Eckhardt Tndei* mpots (adjacent to kid showsj; Jun
IN.YS) { Limvited natl eampaign, G to Jul 13 13 whs
mijor mkis)
Lever Bros Lifehuoy suap SSUAR (N.Y.) Inder” E.t. spots, breaks; Jun 65 13 wks
(Summner camprign;
major mkis)
Lory Cosmetic Co Trill (wrinkle Chernow  (N.Y.) Indef” Sputs; Jun 43 13 wka
reducer) I Teat campnign:
Eastern mkis)
Warner Mir, Co Weathermaster Alfred F, Tokar Indef* spots; particy Jun 67 13 whs
sereens-sturm- (Newark) (SUmmMer campaign.
sash comnbe Major Easterm mhkts)
Wildroot ("o Wiliirout Shampua BRDEOD (XY 10-12* K.i, spots, hbreaks; Jun-Inl; 13
(Introductory eampiigi, whs
. West Coast .major mkis)
i‘i'ﬁ /  New and Renewed Television (Network and Selective)
SPONSOR AGENCY NET OR STATIONS PROGRAM, time, start, duration
Allied Foud Industries Lewin WHZ-TY, Boston Shides aml live annemts; June 105 13 wke (r)
American Tohaceo Co N. W, Aver WIRGE, Film annemis; May 10; 17 whks (r)
- Sehenectady, N.Y.
Barcalo Mir Cu BRDXO WEEN, Bullals Paradice 1xkawl; Wed 10-10:15 pm; Joane 13 13 whs (n)
(Furniture)
Benrus Wateh (o Tarcher WHKE, Chi. Film spots; May 105 52 wks (n)
Blatz Brewing Cu (" hesley-Uhiford KNTIH, 1I'ywond Film spot June 1: 13 whs (n)
Borden o Young & Ruhiram WNUIT, N.Y. Film spots; July 10; 52 whs (n)
Buwman Guin Co Bruck WNBT, N.Y. Film spots; June 15; 22 wks (n)
Brown & Williamson Bates WARD, N.Y. Slides and live annemts; July 1; 52 whks (n)
Tobaceo Corp (Kools)
Bulovan Wateh o Biow WNIW, Wash. Film spots; May 20: 11 whs (n)
Drugstone Televisivn Fisher wWaAlD, N.Y. Calvalende of Stars; Sal 9<010 pmg; June 43 52 whs in)
P'roductions
Esso Standard Ol o Marshalk-Pran WALD, N.Y. Film spotst Yarious stacting dates from June 1-3; 5 whs (n)
WOBS-TY, N.Y.
WRGH,
2 schen ady, N.Y.
Fursiner Chain Corp Lewin WNEIT, N.Y. Film annemit=; June 13; 2 whs (n)
General Foods Ine Benton & Bowles WIOBS-TV, N.Y. Mama; Fri 8-5:30 pm: June 17; 52 wks (n)
(Maxwell House (uflee)
General Time BHOKO WIrTZ, Phila. Film sputs; May 303 13 wks (n)
Instruments Corp
Guodyear Tire & Young & Itobicam WBKR, Chi. Filin spots; May 1d; 26 whks in)
Rubber Co
McKesson & Benton & Bowles WNRBT, N.Y. Filin sputs: June 30; 1 whks (n)
Rohhins Inc
Meltoway Weducing W. L, Ruhens WPEPIX, N.Y. Nullywaood In New Yorks Sat 7-7:15 pm; May 215 13 whks (n)
Plan Inc
Pequot Mills Tarcher WPTZ, Phila. Film spots; May 25; 13 whka (n})
Peter Paul lne "intt-Forhes WNBK, Cleve. Film spots: May 20; 13 whae ()
WEHQ, (hi.
per Scientific Vo Caytun WNBT, N.Y. Film spots: June 5, 26 wks (r)
arvid TY lenses) WRZ-TV, Hoestuen IFilm spots; June 13 f wks (n)
Procter & Gamble Benton & Bowles WNBT, N.Y. Film annemts; June 5; 52 whks (1)
(Varipus)
fteuben 1. Donnelley N: W, Aver WHEY, Chi. Film spots; Jone 207 2 wks (nd
{orp
Ttunson Art Metal Warks Cerll & Preshrey WNBT, N.Y. Film spots: July 1: 26 wks (r} (n)
WHI), Ohi.
WNBW, Wash.
WRZ-TY, Boston
United Wall Paper MeFurland-Aveyard WNBT, N.Y. Filin spots; May 105 25 whks (n)
WNBR, Cleve.
Yietory Packing (o W, Jefreya WXBH, 1%ywood Filim sputs; June 13 532 whs (n)
Viogt & Son (Dug feod) Ulenets WXBT, N.Y. Film spots: June [5: 52 wka (n)
Wildroot Inc BRD&) WNEBT, N.Y. Film spots; Various starting dates from June 1-15; =% whks ()

(Ilair Tonic)

WI'TZ, Phila.
WARD, N.Y,
WECRS-TY, N.Y.

@ In next isswe: New and Renewed on Nedtworks., Sponsor Pevsonnel Changes.

National Broadeast Sales Excecutive Changes. New Ageney Appointments

and renew
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Advertising Agency Personnel Changes

NAME

FORMER AFFILIATION

NEW AFFILIATION

Joseph W, Hailes

Ao Fo Banks

Fdrar A. Harwonl

W, Itex Bell dr
aymond L. Bergman
William Hernhach
Hendrik Booraem

lay M. Routen
I rank Kuros

Winstan 0. Huts
Fames o, Caminnk
Pelbert J, ook
Affrod AL Coughlin
Maswell Dane

Tam Deachman

hent Dennan

Noil Dosle

hester W, Dudley Jr
Pishoay Prufly

Mary Dunlases
Wichard 1, Eastman
Mal Ewing

Michael Fai

Famen I'. I-rllnn

Revill 1, Fosr

Ellis T. Gash

Blaisdell Gates

Jack €. Giraflin

Marvin E. Holderness Jr
Calvin R. Halmes
Hennet . hessler
Hussell hul'hurnr

Taire Koren

ey Rrawit

dJoseph t'. Lieh

Bavid Marshall

Rohert k. Mason

Baran W. Muayn

Charles T, MeClelland
Tuin MeDermntl

Walter W, Micheuer
Kenneth E. Moore
Nathan Nestor

. Sewell Manginan
dvhn Haskin Motter
Frances (uinn

John F. Reeder
Wilfred 5, Robertis
Hussell 7, Rowan
Ruhert K, Segil

Edgar i Sisson s
Hosene Sturges
Rohert J. Terhruegren
Willinm Travis
Frederie A, Tromp
Warnhl M, Walker
Nat Weinstein
Hernard W, Wilens
Warne G. Williams
W, . Wondy Jdr
Bernard Zwirm

Louis G, Cowan, N. Yo, vp
Fred Jordan, L. A., acel exer
Mas Field, PProvidenee, I L

hsL, salt Lake (1x, prom ngr

Lirey, No Yo VP

Muiteal Heoadeasting Syvstem,
program consultany

NBCSTY, No Yo Teaaco, Admiral,
technical operations dir

hraft

LeNalley,
hingan & o, |
Radin producer,

Chic, sp in chee radio, TV
anapolis, advy pub vel dir
dir

Vickers & Benson, Monireal

1. Walter Thompsan, N. Y.

Grey, 'No Y. ¥p

Henson & Henzon, N. Y. vp

hALL, Salt Lake City, nens announecr,
wriler

Pedlar & Wyan, N Y., radio media dept

Kalph Yamhert, IPwood., prodn dept

Camphell-Mithun, Mnpls., aeet exee

Sam I, Judd, s 1.
Mantgomery Ward & Co., Chis

John Shrager, N. Y., prodn asst

Foote, Uong & Hrll]mw. L. A., radin asst
Peck, N. Y.. v, se

Kastoar, Farrell, Ihr!lﬂr & Cliffard, N. Y., ¥y

Wichard G Montgomery, Puortland, Ore.,

accl exrecd

Henton & Bowles, N. Y., prodn supery

MeLain, "hila., aect exee
Fuller & Smith & Haoss, No Y., aect exec

Advertiving Cony Scrvaee, Ny Yo, prexy
Finneran, N. Y., aeel pyee

Walt Bisney Produections, Barbank, Calif,, dir

Pedlar & Kvan, N. Y., TV dir

Kuehl, Landis & Landan, Cleve., acel ever

Conper & Crowe, Salt Lake €ity, daect exer.
pub rel dir, research dir

I'edlar & Ityvan, N. Y., vp, radio dir

Fmerson Drug Co, Baltoo, asst ads dir

Leland K. Howe, N,
Met ann-Fricksan, N. Y., acel evee
IRuthraul & Kyan, Seattle

K. E. Shepard, Chi., radio, TY dir

Station Representation Changes

Y., vp in chge radin, TV

Grey, N. Y., radio, TV mgr

John H. Riordan, 1. A, acet exer

Arthur F. HBrown, Boston, acet exer

Arbee, Terre Ilaute Ind., aect exer

Francom, Salt Lake City, radio dir

Doyle Dane Bernhach inew), N. Y., pres
MeCann-Eriekson, N, Y., exec radio producer

Fairall, Des Moines Ia., acel exee
Kudner, N, Y., radio, TV producer, dir

Lennen & Matehell, N,
Same, gen mgrs

Jim Baker, Milw., accl oxec

Kudner, N, Y., radin, TV producer, dir

Davle Dane Bernhach fnew ), No Y., ¥, gen mgr
Hareld ¥, Stanfield, Toronte, acel caec

BRD&O, N. Y., acet esee

Doxle Dane Bernbach (new), N, Y., exee ap
Compton, N, Y., acet eaec

Cooper & Crome, Salt ! ake City, radio dir, acel exce

Y. .acet eaee

Newell-Emmett, N. Y., timehuver

Erwin, Wasev, N, Y., radio, TV dir
Davison-Dihble, Glendale Calif,, acet exec

Admr & Director, N. Y., arel eaer

Foote, Cone & Helding, [.. A.. acet exee

Arthur G. Rippes, Denver Calo., aret exer
Burnet-Kohn, (hi., vp

Elliott, Daly & Schmtzer, Oakland, vp, acel exer
Sherman & Marquette, Chi., acet eace

Daremusx, M. Y., acel evee

Fuller & Smith & Ross, Chi., aect exce

Artley, N. Y., acct eaee

Same, acel eaee

Same, timehuyrer

Same, pres

Geyer, Newell & Ganger, No Y., aret exer
Gardner, N, Y., medin, research dir
Wallage-Lindeman, Grand Rapids Mich.,, vp, sr arct exee
Foute, Cone & Belding, L. A., accl exer

.

Grant, Dallas Tex., acet exee

Rame, asst to vp in chge radio, TV, dir radio prodn
activitios

Walter 5. Chittiek, Phala., aecet eoxee

Bame, Uleve,, acet exce

Battistone & Bruce, N. Y., TV dir

Oakleigh H.. Freneh, St L., media dir

Buchanan, N. Y.. accl exec

Cnmmerce, .\ Y.. aecl exec

William B. Weintrauh, N. Y. vp, Kaiser-Frager acet exec

Same, radio, TV dir

Samne, ¥o

Chernow, N.

Y., aeet exec

N. Wo Aver, N. Y., radio, TV programing dir
Grey, N. Y. urrl exer

Clark & Rickerd, Detroit, media dir

Chernow, N. Y., radio, TV dir

Girey, N. Y., acel oxec

Rhoades & Davis, 5. F., gen mgr

I W, Hauntman, N. Y., radio dir, acecl cxec
Hattisone & Bruee, N. Yo, TV aperations sujpery
Goodkind, Joice & Morgan, Chi., radio, TY dir
firant, Dallax Tex., aeel cxec

Ruthrau & Ryan, No Yo, radio, TV publ dir

STATION

AFFILIATION

NEW NATIONAL REPRESENTATIVE

R, Malane tlue,

RANA, Anacomla Mo,
K101, Bualder Cale.

KUYE, Oklahoma ity (kla.
KOOL, Fr. Calline Caly,
Re'st, Poehin Cobo,

KhIEX, wel dwnetion ala.
REHE, Chievenne Wi,

hivA Rk, Gallup N. M,

ROy Uy, Misepula Mont.
ROAT. Allaguergne N. M,
WOLT, Seottahiull Neh.
WA, Rapid Cay &, 11
WAL, KRawling Wy
hidity,
hSWsN,
KT,

-

Ioswell M. M,
Sante Fe N. M.

hyitw l asper Wyn,

RYO |, Geeeles © aln,
WL Raovsille Tenn,
WINN, Uiienp SO,

WaLs, Bookley W, Voo
WL, Huntimeton W. A g,
W, Telvda ()

WW LA Yinedand N, 3.

Codoradn Springs ol

Independent
Independent
Indepenmilent
ITndependent
Inde pendent
MBs
Inile penilent
ARt
ARC
(B [ 1
Al
[ H
(85
At
Endependent
Fivdbe pesle nt
At
Al
Independent
IS
t s
Mis
Tnilependent
tndependent

doseph AL lardy
Dan Denahue

on Danahue

Waddin Hepreseniatives
Dan Dunahue

Nan Donahue

Dan Danahue

IYon Danahue

Don Donalue

Non Danahue

Don Donahue

e Danahne

Dion Donahue

Bon Danahue

Dun Danahue

Pin Donahoe

han Danahue

Do Donahne

Don Dannhue

Hulling

Ra-Tel. for Midsest, muouth
Weed

Transit Radio
Headley-Reed

Joseph Hershey Mebillvra




AMERICA’S PRETTIEST
"RADIO PICTURE"

33.3| 605|707 46.2
———tg03 I :
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WO " Listened-to. Mow™ Nighttime Perevntages

N' ay 1 e . a4 lis- 2 The 1915 lowa Radio Audience Survey is a “must” for
ight and day. WHO is the most “lis i Tt Radle Anllenec Sy s men Sor
s . . LS Al - . e f . i0
tened-1o0™ station in lowa, The 1948 lowa RRLed. i thie 10w N WAl - pOIENtINL
. . \ & ln s The 1915 Edition is the cleventh annual study of radio
Radio Audience Survey™® gives “listened-to- listening habits in lows, It was conducted by Dr, F, L.
P At Whan of Wichita University and his staff, ix based on
maost ll,‘..'lll'l‘!l' for cach of lowa's 99 coun- personal interview of 9,221 lowa families, scientifically
. - 5 2 B selected from the city, town, village and farm audience.
tics, WHO gets the highest nighttime :
" As a serviee (o the sales, advertising amnd research pro-
s v oy 4 f ' : e e
rating in 70 of these counties. the second- fexsions, WIlO will gindly send a copy of the 1935 Surves
to anyone interested in the lowa radio auwdience and its
highest in 15, third-highest in 8. listening hahits.

Daytime fignres of conrse follow the
same general pattern. u
Outside Inmea. WIHO scores a remarkable n
“Plus”—has a daytime BMB andience in

130 additional counties in 8 states and

pulls vear-round mail from listeners in +f0r lowa PLUS ¥

16 states, Des Moines . . « 50,000 Watts
This overwhelming  listener-aceeptance Col, B, J. "aliner, President
is proof of WHO's inspired and publie- 2 P A Loyen Resident Manager
LS ot

spirited programming.  Ask us or Free & Y o -
: ; FREE & PETERS, INC,
Peters Tor all the facts, R S

National Representatives

20 JUNE 1949 19




WPTF
No. 1 SALESMAN 1s

50,000 warrs 680 w P T r FREE & PETERS, INC.
 NBCarrware



GROUCHO MARX +19.5

g 26I° : '
At - ' AL 18.4
" eb. 1948] Feb. 1949 ‘ Feb. 1949

SPONSOR IDENTIFICATION CHANGES IN FOUR PROGRAMS ON NEIWORKS DURING 12-MONTH PERIOD, FEBRUARY 1948-FEBRUARY 1949

RO oft Hi‘_'l‘-l‘llm‘ programs can

wroe flow'syour =0

il with high sponsoi wlenmttheations.
but there are comparatively few pro

srams with high S1's that fal 1o pro-

sponsor denthcation?

witey  index.  spousor dentification

st serve as an mdex of adverlising
- effectivenes< for most advertisers who
"’llr |Il'0;'.‘l‘:llll lll‘l_" I.‘- I"'I'lll:.'.‘ I"" do not have facilities with which to
cheek diveet sales impact of any ad

do they know whoe yon are? vertising vehicle.
Dr. LO. s fivst in the Februavy 1919
SsI Hooper repori It has an 80,
which means that 86.7°¢ of its audi

20 JUNE 1949 21




Impaci® rs. Hooperating of Top Fifteen progroms

. {Based on Sponsor |dent.
|I'I'Ipﬂ(' Rﬂ'll‘lg & Program Hooperating)

[Program Rating (receeretnat ]

February, 1949

1 Rodio Theatre

I
e

28.1

Fibber McGee
& Molly

3 Walter Winchell

4 Jack Benny

25.0
Arthur Godfrey's ;
Talent Scouts 20.8
6 Bob Hope
1.0

7 Bob Haowk Show

Stop the Music

8 (P. Lorillard)

9 People Are Funny

10 Your Hit Parade

1 Truth or
Consequences

12 Amos 'n Andy

Stop the Music
(Speidel)

13

14 Bing Crosby

Crime
15
Photogrcpher
* Percentage of all hames that hear » program and recognize its sponsor

22

ence in telephone homes in 36 cities
were able to identify either the spon-
sor or the product advertised.  The
reasons for its high estate. based upon
a formula uncovered by Larry Deckin-
ger for the Biow Company, are multi-
ple.  Dr. LQ. has been on the air for
ten vears, The longer a program is on
the air. the higher the recognition of
the advertiser by listeners,  Deckinger
figures two points per 20 months of
consecutive  broadeasting.  Dr. L.
continuously  nses the name of the
sponsor and its products all through
the broadeast,  The Deckinger formula
indicates that a program’s identifica-
tion with its sponsor increases five-and-
a-halfl points for every ten product
mentions during a single airing.  Also,
mentions
thronghout a program tends to in-

distribution  of  produet
crease identification on an average of
[l points,

Dr. 1), uses a collection of com-
mercial devices during cach broadeast.
in addition 1o straight commercials,
Deckinger reveals that “shows that use
other types of commercials, in addition
o straight. appear lo gel an average
of 16 points higher sponsor identifi-
cation than those that do not”

The higher the rating of a program.
the better the sponsor identification.
lhe increase is s=aid 1o be five Sl
points for every three points increase
in audience rating,  Dr. 1.(). also falls
within the top elass of high SI pro-
grams.  Quiz shows. according 1o
Deckinger, receive 11 points more
than the average program commereial
idemification.  Dr. L@, 1= Dbeyond
question a quiz program.  Thus, the
program profits because of the type
of program that it is. the number of
commercial mentions in cach hroad-
vast, the length of time it has been on
the air. and the rather snbstantial
rating that it nsually receives,

Next to Dr. LQ. in the Febrnary
Hnlllll_'l' Sponsor ldentification reporl
is that program which has had a con-
tinnons record of connmercial associa-
tion in the minds of Monday night’s
dialers. Lux Radio Theater.  Lux’s
high sponsor rating is no accident.
Using the name of the product in the
title of a program insnres 18 more
points than the same program wonld
have received without the prodnet or
firm name being used,  The Lever
lin||in‘1'~'-~}mrlml'r-l hour drama  has
a long history of ententaining in the
home (over 13 vears). it uses straight
and star-endorsement  commercials, il
frequenthy is the number one rated

SPONSOR




“Top ten” radio sponsor identification rs. Hooperatings
February, 1949—(36-city random telephone home sample)

Rank Preqram

1 ] 8 I

2. Radio Theatre

3. Bob Hawk

4. Godfrey's Talent Scouts
5. Fibber McGee & Molly
6. Double or Nothing

7. Telephone Hour

8. Give & Take

9. Grand Slam
10. Welcome Travelers

86.7 1. Walter Winchell 28.1
86.3 2. Fibber McGee & Molly 26.6
80.9 3. Radio Theatre 25.1
80.2 4. Jack Benny 25.0
78.1 5. Bob Hope 21.0
73.4 (D) 6. Godfrey's Talent Scouts 20.8
73.2 7. Duffy's Tavern 19.7
73.1 (D) 8. My Friend Irma 19.6
72.7 (D) 9. Amos 'n' Andy 18.9
72.1 (D) 10. Stop the Music 18.8

(D) Daytime prearam

vrogram on the air.  That all adds up
Lo top commereial impact.  For Febru-
ary 86.37 of Lux Radio Theater lis-
teners were able to tell “l'lu]l(‘l’ Lefe-
phnnn checkers that Lux 1or Lever
Brothers) sponsored the program. The
fact that program is aired for an hour
increases its opportunity of establish-
mg the name of the advertiser or his
product.  There aren’t enough hour
programs on the air for any research
study to prove conclusively just how
much more identification an hour pro-
gram will achieve than a half-hour or
a 15-minute broadeast. 1t is admitted

by most research authorities that the
more time that is available in which
to place commercials. the higher the
sponsor identification should be.
Tobaceo  commercials  appear o
achieve 13 more points than the aver-
age.  That explains in parl the high
Sponsor  Identification  of the Bob
Hawk program--that and the fact that
it's a quiz. repeats the produet name
every few minutes. and has a special
tlemac) feature that sells the produet
name. The Bob Hawk program has
an added stimulant in the fact that
Camels are advertised widely in other

media. According to Deckinger. “the
more that is spent on a product in
other media. the beter the ~punsor
identification an  advertiser  reecives
for his air dollar,”™  Camels spends a
tremendous budget in all wedia,  Tis
sponsor identification on the air profits
from that budget.

There are always exceptions to every
wile. The fourth and [fth programs
in the February Top Ten Sponsos
Identification report do not live up
to the general rules laid down by
Deckinger.  Arthur Godfrey's Talemt

(Please turn to page 10)

“Top (ten N. Y. TV

sponsor identification rs. N. Y. Teleratings

February, 1949—(TV telephone home sample)

Rank  Program el Rank  Program Teleratings
1. Texaco Star Theatre 94 1. Texaco Star Theatre 76.6
2. Arthur Godfrey's Talent Scouts 94 2. Arthur Godfrey's Talent Scouts 56.1
3. Arthur Godfrey & His Friends 91 3. Broadway Revue* 50.6
4. Broadway Revue 90 4. Toast of the Town 48.0
5. Kraft TV Theatre 90 5. Arthur Godfrey & His Friends 46.6
6. Philco TV Playhouse 90 6. Break the Bank 34.7
7. Bigelow Show 86 7. Your Show Time 32,5
8. Amateur Hour 85 8. We, the People 32.2
9. Break the Bank 84 9. Arrow Show 324

10. The Gulf Show 84 10. Colgate Theatre 30.2

* The Broadway Revue was broadcast on WABD andWMNBT. The rating is the combined audience to bath channes.
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An hour is

Rohn, spin

long time for any performer but Betsy King wins Hub youngsters with disks and chatter

hat disk

Babes in the studio produce

sales in the home

W~ diffieult o trace  the
bosing eflect of the theee to
Faavear-old ave gronp,. That
:l:-' TRIE !|m|l|-|||r|||1|-|1- o] '|u”.‘it'-
e annnal spending there can be no
dembit, How o pench them diveet]s.
withoul  buving  then allegianer, s
|!|||I|1|| 'illl‘-llﬂll ]'.||| i rl'll"-.ll]l'l.lllll'
of D ! VTN, Il;lki'l" ~|If'll-r-r{'i| ]rln-

vt addpessed 1o small anid

nHets,

arded show- ||L'FI1I11‘|| for the

short-pants-and-entls <et. They disem -
cred that the baker with the newest.
~ometimes  the
took 1l
business right away from the competi-

and Mesl  expensmne.

Fn:-nlillm n:rl|-|u‘t-}|1~|nifr‘-|
tion, The Jl'_','.u|.'|l|nr| L nele Don, Auni
Suxan, or Sister Kate Iy ol commer-
cial atving hield the three to sevensvear-
old zronp. amd lost them 1o thrilleys
following the Tatter vear in their lives,

A\ oerea e Kid

number ol [rro-

arams =till continue on the local air.
More and more. however., 1|ll‘_\ are
heing replaced with sessions that. like
Howdy Doody in TV. do talk

down 1o half-pints.

1ot

Radio’s newest program type to run
the gamut and come through a sneeess

i= the Kid di<k iul‘kl'_\. It's difhicult 10

put the tag “first” on amv of the
voungsters who have <at before turn-
tables  and  talked. WOR  claims a
“first” for w= Robin Morgan Show,

which ran for a considerable |u-riu¢i
during 1915 on Sundayv mornings al

8:30 and later at 10:45-11 am, Six-
vear-old Robin was listed as one of
the first 15 local programs in New

York very shortly after she hit the
air. She's no longer hroadeasting on
WOR. bhut her
over the nation.

The latest is
of Gene King, director of
WCOP. Boston. Betsy handles a much
longer session than most of the disk
im‘}\t’\- \\}}ll have to sil on |l]ll||l|"
books ta eue np disks, She handles

connterparts are all
Betsy King. daughter
program

the program as though it were two
hall-howr=. from 9 10 10 a.m. She calls
her hour Let's Have Fun. <he
does. Becavnse she [eels that Sundavs

and

must have pravers. she ends each ses-
stonr with a praver—one of her own
and sends her listeners off 10 church.
Ihe reason she has planned he pro-
aram as two hal-hours is a religious
one, also. She feels that the first group
of listeners starts for church on the
hall-hour. and that the second has re-
turned home from earlier services,
One reason w ]l_\ it's I}tl."."”lll' 1 have
a disk-jockey session for the yvoung-
sters is because today there's a wealth
of vecorded music. nursery rhyimes,
and stories especially pressed for the
just-out-of-diapers trade.  Whereas a
vear ago a disk jockey like Betsy King
would have ron oot of disks 1o pl;i} in
i very ferw woeeks. today there are lit-
erally thousands of recordings which
unly for the
but which also have the
apprval of the "PA's and edueators
cenerally. When there are plenty of

are nol enterlaining

voungslers.,

dishs 10 r-|li!l. S |||_-_:i|‘;l[ that there
will e a solid inerease in im'l\r_\.h 1o
~pin them.

Betsv King's appearance on the air
\BC cancelled Coast-
to-Coast on a Bus. a network program
with a big following in Boston, WCOP
wanted 1o hold that audience, and de-

was an aceident.

cided o replace the network program
with one of its own that had the same
basic appeal. 1t was one thing 1o make
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»?i/

this decision. and  still avother o
create a program that would hold the
critical audience.  Practically
all the
the program went stifl hefore the mike,
and the station was about to forget the
whole thing. when Gene King finally
soldd Mrs, King on letting thetr daugh-
er have a crack at it

Although Gene is program director
of the station. he is a disk jockey at
heart. e held down the Midnight
lamboree at WEND (New York) for
a long tine. and then moved to WOR
for an afternoon period of record spin-
I:-lll'.r-

young
children who  auditioned  for

ning. Betsy  had  grown up
cight) i a show-business disk-jockey
;llnlu:-phvn'. and when she sat down
Lo ||l:|} records and talk about them.
it was just as though she were mimick-
ing Daddy. She
studio. she goes to Daddy’s uilice. That
fact that she feels
that she has a respousibility to “her
She has to earn the dime

doesn’t go 1o the
doesn’t chaunge the

audience.”
a week her stint pays her (the rest
coes into a bank account about which
she knows nothing).

Recently Betsy offered 100 sundial
watches to the first 100 writers of
tetters 1o her program. She
2.655 requests from 115 different com-

rl'l't‘i\l'll
munities. The cards and letters were
nol UII]_\ bids for the wateh, but also
included requests for favorite disks
like I Luv a Wabbin, Mickey and the
Beanstalk, and Betsy's theme song,
Peter. Peter, Pumpkin Eater.

Betsy insisted on checking each post-
mark on the letters to make
that the first 100 writers received their
To the rest she

cerlain

watches. insisted on

writing letters telling  them that she
Was sorry there

weren't enough

’ BRO

~aD

watches to go aroumd. “Aher all e
explained to Daddy. 1 can’t affurd to
lose any of my listeners.”

IUs Betsyv's unspoiled quality. ples
the extensive colleetion of disks [rom
which she can choose records to v|1i|;.
that has given her a higher rating than
Coast-to-Coast on a Bus was receiving
IUs ondy a

But that's <hghtly terrific

when it went off the air.
Pulse of 4.3.
for Sundayvs at 9 a.n.

\\Ili]t‘
of eredit. i's also wise to ke L i oandnd
that her wrilten ll_\ lien
program-direetor father.  Also,
What she does comes na-

aiving timy Betsy a great deal

\1'1'i|ll'- are
Betsy
rehearses.
turally.
a suceess is hecause even at cight

but the reason that she's such
. ."I]l'-"'
a performer,

cand there's an extra factor,
Dad has never forgotten that it takes
promotion to build even a Kid session.
Burl Ives erowned Betsy
AFRA Ball™

was part of what it takes in show

“Oueen of the
i Boston, and that. too.

business on or ofl radio. The pro-
aram hit the air for the first time last
November. and it's growing in impact
practically broadeast by broadeas.
While the six and eight-year-olds
make the best copy and reach the
vounger sel. the consistent juvenil
disk jockeys are the 12 and 13-year
olds like George Yarbrough on WIHOO
in Orlando. Florida.
a regular Kid, a newspaper roule car-
rier who is working his way through

l;l'lﬂ';_‘t' Is j|r-l

school. He spins disks under the gen.

cral title Teen Time.

kunow more about the musicians on the

places on the turntables

adult jlil'l\l"_\:". He

handles most programs once in a while
{ Please turn to page 31)

and appears Lo

rt‘('nl‘(lr- he
than do  most

MONDAY THRU FRIDAY at 4:05 o'cle

= SPONSAR
‘-‘““D};s
o

A WPIT (Pittsburgh) built juvenile disk jockey into high school contest and sold RCA disks

Robin at & landed in local N.Y. first 15 shows

KSAN sells Holsum Bread and aids Camp Fire girls



Research has made  Sws-
pense. 'I‘lll' \U'i'“}' ]lill[-
howr mivstery show. with its stress on

dink  psyehological anood  and  its
themes,  has
been developed amd nurtored as care-

crime-and-punishiment

fully as a rare orchid, Suspense has
been watehed over, experimented with,
and carefolly boilt i a collaboration
between the CBS Program Department
ated the CBS Hesearch Departiment ever
sinee Suspense joined the ranks of webh
raki theillers o mid-June of 1942,
The payoll has come in steadily-
mereasing ratings and reaction scores.,
until the CBS nivstery package now
stunds seventh in Hooper (1531 May
Reportt and is several notehes ahead
ol other high-rated winvstery programs
likee Wi, Aven. Crime .'“:‘ru."r!:.:“f_ui‘u‘.i,
and Iisteiet ttoruey.

Fhe  Electrie  Aoto-late i ompany,
spotesar of Suspense in vadio and more
recenthy sponsor also of a paraphrased
ver=ione of it in TV, has foonnd that the
research done o the program hy CBS
has o divect bearing i maimaining
he |Ji_',-1|-il|1='l'l'-| EYE| I|nuu;:|1nnl the
Votee Lite compmereial=. and i proy-
e thenr elleot Lo the Bistener.
Phvomel the nse of the =Linde \nnie™
Priseram Voalvzer. which has tested
Ilr" 'lf"“ J"'li'"i‘“'illl\ o =fteers=gn e

cronps ol ten or anore Nisteners, the

26

qualitative  second-by-second  reaction
Lo Suspense hroadeasts has vevealed
the <how’s highspots and lowspots. its
strengths and weaknesses. “Little An-
nie” has also vevealed, as a somewhat
contingent factor in the findings. the
hasie sueress secrels of :\pim--lin;_-_iin;_:
air dramas in general.

By putting into  actual - practice
the “Little Anuie™ findings on Sws-
pense, rather  than Ill'ill;: conlent Lo
relv. on the intuitive thinking of the
producers. direetors. wrilers, aclors,
and agenevimen  involved. CBS has
binilt for s line-up of “house-built™
shows one of the mo=t l‘t)llhi:ll'llll)
high-rated programs in radio. At the
=ame Lime, Electrie Auto-Lite has heen
able to adapt ~Little: Aunie™ findings
e order o tailor s commereials
1o the e fected .\'us;lf‘u.sr' slructore.
and 1o use the program as a suceess
ful <¢lling ool

From the beginning. the mystery
~how was built around the definition
of the word “suspense™ as given In
CH= reseaveh man D Gevhart Wiehe.
\ecording 1o him: “Suspense iz the
fear that o specilic eraecial and un-
pleasant event will ocenr.”™ This was
catvied ontin the first Suspense hroad-
cast o on 17 June 19120\ that Lime.
even the CBs jrrogranm exeeulines were
ol oo sure as o the exact path that

lspeyde:

(est-tube success

Seven years of continning
analysis help deliver a top

commercial show

their  new  sustaiver  would  follow.
Theve were several things that had to
Le determined hefore the series was
mueh older. Accordingly. a few hroad-
casts alter the debut. the program was
put through the paces of the Program
Anahyzer to see what would come up.

Reaction 1o the hroadeast :_’.l'lll’l'il”_‘
was slightly helow average, The seript,
an action thriller entitled Wil You
Vake A Bet With Death?. held the
interest ol the  listener  panel. but
several things turned ap in the findings
that were to form the hasie guide for
Suspense that is stll being used.

For one thing. the program’s open-
ing was oo anvolved. Mystery pro-
erams. the findings showed. have o
start quickly. grabbing the hstener
and holding him ghied 1o his chair.
Suspense was opening with o “mood”
itroduetion and billboard. then there
was o short hreak in which program
plugs (Suspense was then a sustainer |
were given, following which there was
a virtnal repeat of the opening gim-
mick: finally. the show started. As a
result of this discovery, the second
introduction was dropped. shortening
the amount of time it took to gel into
the aetual story portion,

I eheeking the results on the ve-
mainder of the program. several other
finding= were o make  changes in

SPONSOR




a guide for
shows ['“."“ ]I
was that  changing the
mood in the earhy part of the program

Suspense and o form
similar mystery o
l]i.""l]\!‘ll'li
iie. breaking for a commercial) be-
fore the basic mystery mood had heen

in which the major action of the plot
started. vather than wmaking  general
remarks about the background for it
audience interest again drvopped.  ln
practical terms. the scene set during

1]!1' :‘-l'l'i!it uf Wall You Make A !)’u'f

diflicult 1o “focus™

wuihess

r'--lrw'l!_\ on a wide

panaraini, the  putuie  was

drawn in term= of a specifie location

\bave all, the panel reactions <how
|l|.

move quu klv 1o

hiis 1o

|'=_. b

a story of the SUSPERSE-Ly |n

establish a

established left the listener cold and  With Death? was fivst of all a general  action with whom the andience can
“oul of Lu-_\" with the show. Also, it t|<'-—|-l'i||lin|l of Conev lsland. then a ||||-rllii§ it=elf. IJ0ap aperas do this.
was found that the “seiting” of the specific. later deseription of one of althongh over a wuech more extended
story was important. and if the nar- the amusement houses there. The ve-  period of time. Hois one of the major
rator didn’t immediately set the scene  aetions of the panel <howed that it was (Mease turn to page O1)

Audicenece reaction on “"Suspense™ serven gears ago
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BUD BALDWIN DROPS A BEAN FOR EACH GALLAHER PROGRAM IN DRUGSTORE CRYSTAL AS A, E. WOLAVER COUNTS 15,000

ballaher selects 1ts audienc

Dayton drng chain has sponsored 15.000 programs

in ten years aimed at specifie bnying gronps

\. 1L Waolaver had a dveam. The ageney, Hogo Wagenseil and As- to share the cost with cooperative al-
It owas a day -and - mght soctates, of Dayton. agreed that vadio  lowances, It wasn’t the conunon prae-
: dream for a long time. be- eould do the jol. I sounded veason- tice in 1939 that it is today. bhot Wol-
e that’s how  wdeas affeet ad- able 1o Gallaher, too - hut they decided  aver knew what he wanted, He soon
managers when they think they have  against expanding the current budget, lined up a <mall group of suppliers

~omething “hot™ and are tiving o which they felt corresponded adequate and arranged a program of announce-
frenre what to do about i, Iv with the <ales pictme. They also ments o be aired on twe five-minute
Wolaver had been ~]n'r|lilll;_' a =iz deerded ;llu.'lllll.-l i'!lllill;: the ]FIIII'r'l‘I for  local news shows,
ble chouk of money for Gallaher  newspapers and shopping guide. which This  beginning inumediately  made
g Co.. Davion. Ohio, chain, in two - had abready |r|mf'l| they could do a itself felt in pestige and  increased
loeal  newspapers  and  a shopping  good job. sitles Tor the produets advertised. Al-
ande,  As of 1939, results were gaod Radio shows that would antomati-  most fram the first. druggists in the
Waolaver reasoned. however, that Galtas  cally select theiv audiences. audiences WHIO and WING listening areas. in
her <tores had products 1o =ell house-  that would let Gallaher pin-point their addition 1o those of the Gallaher chain
wives hmshands. yomng people. old  advertising messages, seemed  oul of  tuow 28 stores in Ohio and neighbor-
peaple  evervhody. the picture for 1939, But Wolaver had  ing states), veported inereased  sales
e visnalized a campaign that would  something in veserve, of the lines advertised,
reach ot more speeifically 1o these The company agreed Lo test radio if The two Gallaher news shows rolled
croups than did his primted medias some of their supplicrs were willing  up such speedy and impressive evi-
28 SPONSOR




dence of their impact that other sup-
pliers were willing to share costs of
continning  campaigns  that  quickhy
realized Wolaver’s plan to hit each
group of prospects with & program
specifically desigoed for then.

The job of planning and scheduling
programs to reach various buying
groups was assigned 1o the agency.
They have planned and supervised the
broadeast of more than 15.000 Galla-
her programs since 1939, Newscasts
predominated during the war years.
but the curremt schedule reflects a
wider variety of interests,

The six-a-day  sehedule of shows
gets underway at 6:15 in the morning
with The Song Shop. followed Iy
Hlello For Dough at $:30. The opener
featnres organ melodies by the WHIO
stafl organist. Tommy Dunkelberger.
and light comedy patter by Bud Bald-
win. impersonating the boy from Galla-
her's stock room.

Song Shop concentrates mainly on
selling the breakfast specials at Gal-
laher fountains. vitamins, and other
merchandise appropriate for the morn-
ing hour. Hello For Dough is a tele-
phone  quiz-giveaway addressed  pri-
marily to the housewife, although the
(questions on it are of general interest
and not slanted at the field of home-
making art.

When Gallaher opened a new store
in Nenia. Ohio. all out-of-Dayton quiz
calls were made to Nenia for an entire
week as part of the ]mnlmlinn for the
new store. Limited use has heen made
of out-of-town stations for special pro-
motions,  The chain has sponsored
daily programs on WSAZ. Huntington.
W. Va.. and WIZE. Springficld, Ohio,
These were not cooperative eflorts. hut
were paid for entirely by Gallaher.

The WSAZ show. Man On the Street,
was highly productive for the Hunting-
ton store. but stores at Ashland. Kv..
and Tromon. Ohio. who were sharing
the cost. didn’t feel they got propor-
tionate benefit, and the program was
cancelled. Today. all six regular hroad-
casts are over the Dayton 5.000-watters
WHIO and WONE,

Housewives are still the main targets
at 1 p.m. when Gallaher presents Al
Ohio News. based on state. regional.
and local reports. At 1:45 Remember
When appeals 1o older folks who like
to reminisce  about “the  good  old
days.” It features hit tunes of yester-
vear. nostalgic notes on “remember
when mention of wedding anniyver-
<aries. with chocolates for the longest-
married couples.

i Please turn to page G1)

Appeal: money

For housewires

Gallaher uses "Hello for
Dough™ to reach the lady af
home during the day in a
successful campaign to sell
all her drug and household
daily needs from Gallaher's |

Appeal: late news

for menfoll;

Just before Dayton's Ohie
turns down the covers for |
bed. Gallaher reaches men
with & “Tomorrow Morning
News'" especially for those
who won't wait for |l p.m.
cast which most stations have

Appeal: tunes

for teenagers

Broadcast in the afternoons, |
“Seng Shop" is addressed to
the high-school set, for their !
sods dimes are important to
drugstore business in 1949

Appeal: memory

time for oldsters

Because all ages shop at
drugstores, Gallaher  pin-
points every message to a
different group, "Remember
When'' has a great following
with folks who have cherished

memories, want reminders
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1. 7IT'S YOUR LIFE" [WMAQ) GOES INTO LA RADIDA SANITARIUM TO INTERVIEW PATIENTS Via BEN PARK AND TAPE RECORDER

The public service approa

|

Don’t overlook the commercial possibilities

of programing in the public interest

Prestige necdn’t be withont
profit. That’s the culightened
view ol communily -conseious
whvertisers who have leamed that pres-
little Tor

:".‘lnilp.ul‘

tige without listeners dloes

thew o fon the conmmuonity,

e dated who <tll think they have o
pay fon connnnniy Kudos< Iy boringe
listeners On WEDFEF, Flint, Mich.;
WAL Pearia, HL: WEPAT. Paterson,
N Locsson stations evenyw hiere. spon-
sul= die proving that sheer mmforma

that
and profinable.

tian necdn’ ]||:l-. to dead air,

cann b pleasarabl

Fven thit arel-foe of  ligtener-en-
thnstasto, the docomentars <ty le hroad-
cast, 1= ol llv-ri'u.llil_\ a0 raling-
destrover., Oy \\.\!\“l_[ e, Johin-

30

=1 ;\ .]U’Ill‘-'rll .-||ll|]\lll'_- i d(u'llllli‘ll-
tary-type health series that attracted
i from
Little
humanize  business. ety

its original  andienee  largely
popular competing  programs,
that
sovermments and services, ete., may nol
excite the nation as WA \1.|'~ I's Your

,’.1_.'!' has done, b l|||'_| can excile the

things

cash Il'l‘_'i"-l“l'.

Annomnecinients of social and eivie
evenls lor *'||I||I'1|-‘:~. 1'illil-. 'lntt Hllh'?
organizations  which are  non-profu
dust-dry aflairs when laoulled
as they are on WMBIY's Cileo Town
Crier, which is abved daily Trom 10:30-
1O =)

sometimes humovons  dialogoe helps

areint

ann The Triendly, informal,

keep people up on w hat their neighbors

are doing in 38 Central Hlinois cities,
Most organizations prefer to ask for
rather than cash
donations from the utility,

IU's true that this kind of program
_ But the
unimitiated would be amazed at the

announncemaent time

il for a giant wetropolis,

“elub”™ feeling such programs can tap
in smaller eities and towns.

The Central Hinois Light Co. found
the =elling puwer of Town Crier so
consistent they reeently wdded a Satur-

hall-houwr on WMBD Tor Kitchen

Party, a women’s serviee prograni,

tlay

The women’s serviee type ol pro-
hroad-
Women

like to know. for example. where o

evam s an ideal vehiele for

casting useful information,
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expectant father learns to take care of baby for "lt's Your Life"

buy food speecials al money-saving
prices. what educational or semi-educa-
tional events at libraries. museuns.
universities, and other mstitutions are
available to the publie without charge.
cte.  The things that really serve an
audience get an andience.

Wire and tape recording make easily
possible realistic presentations of peo-
All the
lectures ever delivered on safety. for
example, or how fire and police de-
partments work, ecan’t do for publie
comprehension what a produeer ean
do with a recorder on the spot.

ple in action on their jobs.

One safety campaign reversed the
bawl-'em-out and give-‘em-a-ticket ap-
proach. During the drive, traflic ofh-
cers halted drivers who complied most
perfectly and cheerfully with routine
regulations.  With station reporter and
f(’l'llrtll'r (813} }lﬂ“l]. ”]lf ('}ﬂil'l‘f I.‘K]]lﬂi]letl
the safety point mvohied and presented
the motorist with a pair of tickets to
some outstanding local entertainment.
These recordings became part of a
sponsored prograni,

One sponsor gets amazing listener-

Kansas City Oil adds a traffic safety feature to its program on KCMO

20 JUNE 1949

ship to a program which merely lists
the ttems left on local busses during
One |l|‘~mf of the
program’s effectiveness is that i this
particular eity only  five percent of
such items go unclammed.  In other
More than
600 stations carry programs [eaturing
some kind of community serviee, but
not all are sponsored.

the previous day.

cities Lthe average is 7577,

The community-service angle is not
anil
promotions as in Johnson & Johnson's
award-winning ft's Your Life.  Dul
properly handled. a scries such as
WPATs (Paterson, N. J.) Most Hand-
some Policeman contest can do much
more to popularize and gain under-
standing [or police serviees than a
academic  recital of  them.
Prentis Clothes. an organization with
stores throughout Northern New Jer-
sey, nol only inereased =ales at all

so obvious in many  programs

]lll'['t‘]_\'

stores through this sponsorship. but
virtually put one failing outlet back
in business.  Sales at this outlet. once

thought to be badly located, have held
up well.

A

.

- ';—.a-..

3. Park and Don Herbert are instructed on operating room etiquette

Sponsors on the same station co-
n|u~|';1!w| in contests 1o select the most
popular ex-GE couple and the most

popular swectheart,  The first series.
by focusing attention on the Tamilies
of returned  Glso renewed  the con-

science of the area, accordmg o loeal
serviee organtzations, on their prob-
lems of ceonomic and soeial rehabili-
Lation.

The sccond series hrought moving
evidenee in contest letters of the high
appreeciation of young men for clean
romance and modest virtues in their
sweethearts.  Churches and civie or-
ganizations praised the series for dem-
onstrating that such thinking was still
CONLICe,
Both Furniture
Slore Abelson's
i Northern New Jersey jewelry chaini.

a lively force in modern
Barneyv’s

( Paterson )

Sponsars,

(HIII

did record business as a result of mak-
ng ||n:4.-4i|>|c‘ these popular events,

In contrast to the relatively brief hut
intensive Most Handsome Policeman
promotion is the regular Tuesday 6:45.
7 pm. broadeast of The Singing Cop

(Please turn to page 1)

e e - —
T—
P - u ~
e ——— T — o~

"Handsomest cop'’ build listenership and sponsor results for WPAT
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Radio

Gunnar Back reads comics and Arch McDonald news

\s'\\v—||;||n-r <lrikes neeur
throughout the country from
time to time, They are

broadeasting’s very special opportunity
Liv prove jll‘l how effective radio 1= as
an advertising medinm just what
|:|.‘u'1‘ it holds in the lives of the ared
.l“ =V,

The period of a newspaper strike
covers hnsh davs for hroadeasting, [
the strike is long enongh. as was the
~eattle strike (O November 1045 through
19100
have enough experience to learn how

part ol Janan advertisers
to vse the medinm and stay with i 1o
a limited 1|:-:,-||-|-_ fir vears alter the

~trike.

Hne'w :\F]il'll'l'

Il Ill.‘- | :'-IIIIH‘EI\N] (‘\mlll\ al
little adver-
tising =tavs with hroadeasting. That's

workers, very
[or two reasons. The newspaper adver-
make it
sond hushies== 1o .-I.|_\ with the |1!;||‘|\-

tisers have eontracts whieh

medmn. They
that

minreded and thesfore dooneot ase hiroaed-

and-w hite [requently

have  peenepes are nol radio-
cast o advertising oo well during the
fill-in |r=':]n||,

It st he i\u'ill i mined that stations
are usnally faiely well sold out in theh
vhioiee spols hefore a WEpaper strike.

Flines when newspaper advertisers rush

thea Tor apin tiees they can only exs
prced L ATIIE
he mosl reevt A R LT *liil\"
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fills the gap . ..

on WTOP

took place in the nation’s capital. 1
was a lwo part allair a one day
warni-up. O \pl'il‘ and a 1hl'l‘t‘-l|:t) fol-
low-up. T1-13 April. The warm-np took
most of Washington radio by surprise.
Several agencies had been tipped off
that there might be a walk-out. but it
seemis that there was only one radio
station which was sure it would hap-
Fyen newspaper-owned  stations
the dark. until
pressimen did not show up Toesday, 5
April. between T30 and 9 pan. ta

|1|'It.
were completely i

make ready Tor early Wednesday aan.
cditions,

At 8300 pane Toesday
Martin of the ageney of the same name

”ill’\\lmtl

called up stations with an “if”" schedule
of what e wanted alveady  prepared.
AL 959 pane 89 minutes Tater. the

strike was  oflicial. and Martin's
schedule was out of the “il7 class,
Menry Jo Kaufman was also on the

Ball. and taking a typical D, C. station.
WTO. Kaufiman had Lanshurah’s (de-
partment Columbia Building
and Loan. Saks Fors, and Kann's De-
Store the  air. Only
Columbia Federal Building and Loan
was o regulme WTOP elient.

Harwood Martin had Young's Men
Teohit '({l'||;l|llltl'lll
stone ., Woodward & Lothrop (depart-

slure ).,
partinent 1
Shop.

Company

ment store ) amd Thahn's (<hioe stores).

fien presses
' stop rollmg

During newspaper stoppages.
advertisers learn anew

the power of the air

Part ane of a hwo part story

with the first three uzing WTOP Tor
the first time,

Most advertisers were taken by sur-
prise by the one-day strike, but were
all set for the regular walkout. 1t was
the pre-Easter period. A drop in hnsi-
ness during the week before Easter
Sunday could make the spring an un-
|I.‘|}:|i_\ ]n'rimi for mo=t retailers,

IZaster business not down in
Washington during the pre-Faster

Wis

week. To quote Martin, “Women shop
newspaper advertisements, just as they
:-]m}p store windows, |)llrill;.’ the strike
we know they shopped radio and tele-
vision. hecause women came into the
stores with lists. saving, * heard this
on the air’.”

Some ageneies rushed their elients
into radio and TV during the strike
withaut preparation, Others. like Kauf-
man. took pleanty of time shopping
around for the vight spot for ecach
client, and have results to prove w hat
the anral and viswal air can for
firms  that Dlack-and-white
normally.

Suks, one of \\-;l.-||irl;,:1nn'.-' hetter

lIlI

nse onl

furriers. is conservative. It had Kauf-
man gmnble 875 on lwo spols. one
cach on D s two leading network
ontlet<. Both were evening spots he-
O30 amd 11215 Result:

ten <ales of a 228 coat item direetly

Iween -t
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THE RACKS WERE BARE THROUGHOUT WASHINGTON, D.C., WHEN PRESSMEN DID NOT GO WORK ON

traceable to the two 2pots,

Another Kaulman suceess came with
using TV for Raleigh Haberdasher.
They turned to WNBW (NBCTV in
Washington) and bought a participa-
tion on the 6-6:50 p-n. seanning. The
ttem was a $9.50 men's nylon shirt.
never seen before in DL C.. on or off

20 JUNE 1949

the air. The black-ad-white ad had
bheen scheduled to run i newspapers
that didnt appear on the streets. All
that Kaufman had done in the partici-
pation spot was to have the black-and-
white ad ])artl'd on a board and scan-
ned during the time the announcer was
deseribing the produet. Result: 28

TWO OCCASIONS

shirts sold the next dav. directly keved
to the video spot. cand 1oisn't vasy
to sell a 89.50 shirt even in Washington
these day s,

From eggs to women’s shoes radio
did a selling job and =o did TN
Safeway Stores hadn't used radio be-

( Please turn to page 40}
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SPIN THAT DISK

1 Continned [rom page 251

whear o goest spol seems 1o demand it

While ' parents Lo whom  most
juvenile  apportunity honrs  appeal.
they also have an extensive andicnee
among the three 1o 13-vear-olds. many
of whom have performing ambitions.
There was a time when most of these
opportunity hroadeasts were presided
aver by adult= and they =il are i
many eases like the very sueeessful
Horn and Hardart Cliildren’s Hour, in
Philadelphia (WEAL ) and New York
INNBCI. It was o aceident how-
ever that the New York program
seemed much more entertaining 10 the
voungsters when Ed Herlihy was on a
vacation and one of the older young-
sters an the program ook over. The
hroadeasts weren't as finished produe-
tions in the adult eves: hut their very
raggeduess was just what the under-13
nrlll"l'l'll.

The ol-for-and-by guality i~ what
makes A of the Kid revies suceess.
e, Twelveevear-olll Richard  Leone.
mes WHOO s Tom Thumh Follies Tor
an aze group that rons slightlv beyond
3. Lt Orlanda’s Kids love i, Talent
|lrl'-r'1|lutim|.- do not ||t-|n'nd upon pre-
miums but on eotertatnment at the
level of juvenile listeners, They also
depend on the know-how of the adult
who auwditions the talent. writes the
cantinity, and mothers the brood. In
the case of Tom Thumb Follies. W's
Mr-. Frieda Hilton. who not only
krows and trains the young idea. bt
who s worked for a number of vears
at radio stations.  In other words,
when  she selects someone Tor  the
Follies she’s thinking just as muach
about liow he'll sound o the home as
she's thinking about his pative 1alent.
That's why Sears sponsored the pro-
gram for its kid clothes department.
The Wilson <hoe Stores also Toomd
that Follies sells <hoes 10 the entire
family.

It i~ geperally admwitted that nothing
peaches all wembers of o home hetter
than o good talent oppartunity pro-
gram. There's nothing worse than the
s Ivpe ol program withoot talent,
It o anmber of eases denmatie schools
bave either purehased vine or else <l
~lation managements o presenting a
juvenile program of the stndents of
the school.  Tnoar least hall of these
cases the programs have diawun an
audienee completely contposed ol rela
tives of the stadents, Spetsors g
warned tooavoid kil prograne where

34

thevye heen put together by o sehool

pnless the school i exceptional, 10s
vivtually impossible 1o satisfy anxions
parents who are paving tuition and the
grcal radio andience Lo,

Another popular deviee that hits a
aniversal yen among the listening hlne
jean set is the junior disk jockey con-
test, These sweepstakes ean be <imple
or they can he complete promotions
like the one that Ketelhum. MaelLeod
& Grove dreamed up for their client
Hamburg Brothers, RCA istributors
[or Pinshurgh. and a RCA dealer. the
Record and Gift Center. The junior
disk jockey competition i~ paid for
|hrl'l"\\il_\'.‘;. I'(I‘ﬂ]\ {”]lll{‘ [r{llll l:(-\A
Hamburg. and the dealer.

The KNG ageney plan. whicl had o
be good sinee it competed for the high
~chool and younger andienee with an-
other disk jockey's program that had a
faithful audience. involved a regular
Junior  Achievement-like  corporation.
There is no money involved. however.
and cach stockholdey is entitled only 10
ome share ol nontransferable stock, The
corporative title was - Sponsorand
there were stockhiolding units i even
high  school in Greater  Pitshurgh,
Fach highschool unit elected a mem-
her of the board of divectors. there
were weekly competitions for the disk
jockes of the weeks wha was paid the
regular nnion scale for the jub. A
regular lile newspaper ealled Spon-
sor! was published. mystery  tunes
were included on the program. and
everything promotionwise was planned
to make this daily  program some-
thing tervrific.

This junior disk jockey plan was
conceived for a very special reason—
the youngsters today buy far more
popular disks than any other consumer
segment, Disk jockevs alwavs sell qe-
cords even when they re sponsored by
ather than inusie stores, When there's
aowell coneeived direet tie-in with re-
cord selling the results can Le out-
standing,

A\ veny special factor inoa junior
disk jockey promaotion such as Sponsor
is the fact that an advertiser need not
buy time on the stations in town with
the hghest rates. Tudependents. like
Pittsburglcs WEPEE do a real job for
music sponsors. That's what they're
made o music. news, sporls, anl
=i,

Not all jovenile disk jockeys haye
voung andienees, Freguenthv, if they 're
lthe Anne Carter. Warners Bros.” slar-
let. thes " veach a wmore adult audicnee

and the kids Tisten only when their
type of musie is aired. Ann's session
of KEWEB tended 1o showtunes instead
of Kid tunes and although Ann usually
talked abont what <he thought the
composer was lryving lo say with his
music. most kids aren’t interested in
another Kid’s reaction 1o a tnne. '”l('_\'
know what they think and unless the
record spinner has something very hep
an the hall. the kids turn a deafl ear.
A wwpical Ann Carter Presents session
had  Bing Croslnw’s FEaster Parade.
Spike Jones” Ya Wanna Buy a
Bunny?. Neely Plamb's Spring Tonie
and Jo Stafford’s and Gordon Mac-
Rac’s Blucbird of Happiness. Sixteen-
_\l‘:ll'-llll! starlet Debbie RI‘_\I!U]II‘.-. who
also spins records on KFWEB, picks
disk< that also hit at the older age
groups. A tpical Revoolds spinning
session used Ella Fitzgerald's A Tisker
a  Tasket. Gordon  Jenkins”  Again.
Frank Sinatra’s Bop Goes My Heart.
and Benny Goodman’s Spring Song.

The combination of a fresh un-
Sll[l!lislit'ull't] ﬂ]l]ll’lh’ll"l to disk .-piil-
ning is fun for adults. The younger
sel are fresh themselves and not oo
impressed with secing themselves mir-
rored on the air.

They do however go for disk juries
of their own age who sit down and
=ay what they think of popular tunes
and artists. This approach 10 a re-
corded nmnsic session is very popular
with the cight-to-eighteen group. It's
il \'(‘I'I\' Sillll]](‘ (.'"I.]ll]ll.'l‘l'iﬂ] Inll.‘ail'ﬂl pru-
ram formula. Take a number of new
dish=. mix a few hep voungsters—and
a musical guest now and then,  Let
the music. kids. and guests, speak their
minds and the result is good Listening.
It naturally requires an me who knows
how 1o keep things going, but the me
doesn’t have 1o be a MeCafferty on
a juvenile disk forum.

et nothing in this report delude
sponsors into helieving that the simple
combination of vouth. disks. and an
experieneed jockey is a guarantee of
commercial sueeess on the air,

“Taint =o.

The ingredicnts are all there bt
anless theyre well mixed by a pro-
dueer who knows how o keep things
wsoing. who can make the kids act and
sommd like Kids. it all can be a huge
waste of time and money.

Fven il its a good show, it still can
be o waste of time without adequate
promotion,

Martin Bloek = a top fight disk
jockey but he can show you his scars,
failures on the air. too, PR
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Not One...Not Two...But

THREE tor.FLiGHT

DISC JOCK!
on CKLW

THE TOBY DAVID
MORNING SHOW

® From &6 to 9 o.m, doily, Toby
Dovid's versotile music-with-comedy
rouline hos won him o high morning
roling in the Greoter Detroil Areo.
He hos proven, ogoin ond agoin, his
obility o move merchandise off spon-
sor's shelves, fastl

20 JUNE 1949

EDDIE CHASE and his
MAKE BELIEVE BALLROOM

® Afterncons, 3:30 to 4:45 ond
evenings 6:30 te 700 Eddie Chaose's
inimitoble Moke Believe Bollroom ., . .
of lotest recorded donce lunes in o
reolistic bollroom otmosphere, hos
ranked him one of Detroit Area's top
solesmen. His show listens smoothly
with the public . . . ond pocks o soles
punch with sponsors!

HAL O'HALLORAN'S
DAWN PATROL

® From midnight to 4:00 o.m.,
O'Holloron—a stor of Notionel Baorn
Donce fome—omuses o big oudience
of sloy-up-lates with requesl record-
ings ond on ogreeoble brond of
folksy humor. Porticipotion in Hol's
show meons sure-fire resulls ot down-
to-eorth cost!

® Many advertisers have already climbed on the

Mational Rep.

Adam J. Young, Jr., Inz,

bandwagon, due to the increased ratings of these
shows. More will also line up under our new
50,000 watt power!

CKLW

Guardian Building, Detroit 26 e Mutual System

Canadian Rep.
H. N. Stovin & Ce.
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SALES

important lists.

Here are jus! a few of the
many spol radio users who
find the WGAC combina-
tion of coverage and sell-
ability profitable.

Ajax Cleaner

BC

Brock Condy

Brown Mule Tobacco
BQR

Camel Cigarettes
Carter’s Pills

Colgates Dental Cream
Doan's Pills

Duz

Griffin Shoe Polish
Grove's

Hercules Powder

Ivory Soap

Kools

Nabisco

Obelisk Flour
Oxydol

Poligrip

St. Joseph's Aspirin
Tenderleaf Tea

Vel

Vicks

Let us tell you why WGAC
is one of the nation’s lowest
cos! salesmen, A million
people served largely by
one station—

WoA(

Mrs. Filbert's Margarine

SUCCESY!

That's why WGAC is on mos!

Cashmere Bouquet Soap

5,000 watts—ABC—580 KC

AUGUSTA, GEORGIA
. . AYERY-KNODEL . .

.

36

RSEE - OPONSOR REPORTS. .. SPON

-continued from page 2-

Color-TV talk only hurting
visual broadcasting in general

Despite all talk of color-TV and adapters which

are said to convert monochrome television sSets So
that they can receive pictures in full color,

truth is that such converters at present would cost
more than many current black-and-white sets on
market. There will be no color-TV for the home

for at least seven years, and most authorities
think ten years would be more accurate estimate.

FMA tries tearing down AM
to build up FM

Frequency Modulation Association is now attacking
standard (AM) broadcasting in hopes this will help
FM acceptance. ABC network was recently slapped
for cutting down FM broadcasting hours in Chicago,
and AM was characterized as "diminishing medium."
It all adds up to hurting radio broadcasting, which
is still air's number one advertising medium. It's
true that AM broadcasters didn't help FM along the
road, but nothing is gained by tripping further.

Selective broadcasting fairly
consistent throughout 12 months

Selective broadcast advertising placed on market-
by-market basis varies only two points throughout
year. Top month finds 9.30% of annual business
placed, while low month has 7.48%.

Kate Smith tries disk jockeying
for ABC on Monday nights

Despite consistent failures of transferring disk
jockey appeal to networks, Kate Smith and Ted
Collins are going to try it again, this time for
amazing stretch of two hours edach Monday night
starting 4 July. Program will be aired Mondays
9-11 p.m. over ABC. Kate's MBS shows continue,
at least for time being.

Big attendance at foreign-
language program clinic

Indicating the importance of programing for Sseg-
ments of radio's audience, nearly 50 station men
attended WOV-inspired Foreign Language Broadcasting
Clinic at Hotel Roosevelt 15 June. Stations are
getting over idea that they must be something to
everyone and are now thinking of being everything
to some listeners. Foreign-language audience 1is
tfaithful plus.

- A3
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for “MIKE MYSTERIES

Convicted of Stealing
Audiences, Killing
Competition and
Beating High Costs

“"Mike Mysteries’” is a 15-
minute “Network Calibre"
show (5 times weekly) worth
a minimum of $1,000 per
program. Yet, it is available
to local and regional spon-
sors at station time plus a
small service fee. What a re-
ward for sleuthing sponsors!

DESCRIPTION

““Mike Mysteries” combines
murder, mystery and music.
Each show includes a. 2-
minute “Whodunit ?"”’ written
by Hollywood’s ace mystery
writer, John Evans. Listeners
are held in suspense await-
ing the solution until end.
“Mike Mysteries’” is a
member of the fabulous
Lang-Worth gang, including
“The Cavalcade of Music,”
“Emile Cote Glee Club,”
“Through the Listening
Glass” and 14 other pro-
grams equally guilty of steal-

TV ORTH
! .

}NEL 10

Information leading to the capture of “Mike ¥ ‘mONrnoer: '

ot Feature proorams, ine.

Mysteries” may be had from your local Lang- STEINWAY. MALL, T3 WEST S7+ii s
NEW YORK 19, N Y.

Worth subscribing station or its representative.

Network Calibre Programs at Local Statioi Cost-‘-




The

Picked Panel
ANSWErs

Myr. Giordano

In veply Lo this
question. may |
respomd with an-
other t|lll'-lilnlll
What has gone
wiong in o the
L nited States to
permit  the sup-
pression for over

len vears ol the
best form  of
anral hroadeasting known?

There is much enlightenment in the
hearings held by several Congressional
committecs thai llu\l- looked 1o IIIP
happenings in the hroadeast field dur-
ing the past ten years. DBriefly, how-
ever, the reason FAM has not made
Hare "i'“l“l"f"iill I‘l“:.'f""‘ i!‘ lll;“:

Belore the war FM was a ]ni;_rh[}
competitive, fastanoving threat to the
VM <astem.

ever-inereasing rate that conld not be

[ was progressing ot an

—]l-nu'-| down I .'m\li:ln',' hort of war.
The four-year war period enabled the
Federal Commumications Comnnssion
to take the engineering of the system
ot ol the hands of the men who built
the art amd to redesien it aceording
to its own ideas.

e of these weas consisted o mov-
ing PN Trome the bhand swhere it was
operating suceessfidly, on the gronnd
there would be “intolerable anterfer-
F1'I1ll i! II\I "l-l\f"] tl["“' \ L b | "“'l
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Mpr. Spons;)r asks...

FM i~ a superior form of broadeasting, vel

thus far it hasn’t become an efficient national

advertising medium. Why?”

Joseph Giordano

tdea was the imposition of the “single
market plan.” which had the effect of
destroying the coverage of the princi-
pal pioneer M stations by cutling
dowan their power Lo oa fian percent ol
what the
authoyized.

Commission  had  already
The net resull was to remove FM
as u serious commercial threat to the
established AN system, reducing it
for the time |u~i|||;_r at least. to a were
adjunet of the existing systen.

The whole matter has been  sur-
rounded by a servies of extraovdinary
1945, the then
chairman of the FCC informed mem-
hers of Congress that FN must be

cirenmstances,  In

moved [rom the channels where 1t was
operating snecessfully hecause of “in-
tolevable interfevence.” Into these re-
gions of “intolerable interference™ was
moved the television serviee —a service
at least a seore of thimes more vulner-
able 1o inter ference than FM. The ex-
planation given in 1915 was that tele-
vision was to be in these channels
“only temporarily,”

Now comes another FCC chaivman
urging all broadeasters 1o get into tele-
vision on these same channels before
it i too late  that television will be
these channels permanently.

I oas "1'I'lj.‘.lllt'i‘l'ill_:_’” of this sort that
has= l"““i"""l the th'\l'lllllllll"lll of the
By | =y=ten. OMher reasons were sne-
cinetly stated o the remarks of Con-
Walter ol
printed in the Congressional Record
of 12 Aprvik: “FM has been obstructed,
stepped on, Blocked, or dgnored from
the start by some of the hig inmerests
in AM radio

Connnumications Connnission.”

LreSSL PPennsy lvannia,

amd by the Federal

Hoswever, despite the Tact that it was

Sales and advertising manager

V. La Rosa and Sons, Inc., Brookiyn

mmpossible, after the change in fre-
quencies, 1o obtain  adequate high-
power 1|‘m.‘-|ni-:-in|| flll over two '\l_‘:lr.‘.
and despite the fact that sensitive, ine
expensive reeeiving sets required near-
Iy three years hefore quantity produc-
tion could be obtained. the time has
now arrived where the superior serv-
ice and greater coverage of the FM

system arve about to be demonstrated to
a large part of the population of the
L nited States,

Evwin 1. Arvstron:
New York

FM being a de-
finitely  superior
form ol broad-
casting. it has
ll cen Il(ll“lll'rl'll
mainly by the
weak
crutches of low-

numerous

powered interim

operations which
have been more
detrimental to the FM imllle-ll'_\' than
any other oue l]liu:_n
Now that the pressuye groups are

realizing the unlimited possibilities of
M, due to the coverage. quality, ete..
the way  has been paved for high
|m\\l'|e'tl M 1o do the inll. This.
in my opinion. will be accomplished
in a very short period of time. With
the stepped-up  produoction of low
priced quality FM reecivers, including
FM automobile sets. the outlook fo
the FM industiv at this time is indeed
Ve |-ri;.-l|1,

Erowse Syrin HTanag

President

Rirmingham Broadeasting Co,

Birmingham, Ala.

SPONSOR




M is a superior
form of broad-
casting, and it 7s
an  eflicient  me-
divm for na-
tional  advertis-
ing. The fact that
this unsurpassed
method of sound
hroadcasting  is
nol  being  used
for nativnal advertising on a secale
similar to AM usage does not in any
way lessen il cliicieney as such a
mediun.

Consider facts and we see that FM
i the bright spot in the broadeasting
picture. There are more than 750 FM
stations now in operalion. consisting
of 728 commercial I'M stations and an
additional 30 or more educational FM
stations, These commercial FM sta-
tions. in addition 1o covering the more
densely populated urban arcas. cover
as well considerable rich rural and
agricultural  scetions.  Boiling  this
down into more specific terms of cov-
crage: there are more tran 100.000,-
OO0 In-nph'— bhetter than two-thirds of
the total [m[ul];llinn of the U. S-—who
ltve in 451 cities served by FM sta-
tions. And this coverage is the same
day and mght since FM signals are
unalfected ]I}' nighttime almospheric
conditions that interfere with the trans-
mission of AN signals.

The coverage is there day and night
and it is there on static-free. interfer-
ence - free.  superior - coverage  basis.
And don’t take my word for it

FCC chairman Wayne Coy in a re-
cent speech said he felt encouraged hy
the growth of FM: that FM will con-
tinue to grow: that FM will not bhe
squeezed oul by television: that the
nation will continue to require sound
radio service: that the best sound
radio service is FM: that millions of
people can be reached adequately only
by FM: and that it is becoming in-
creasingly important for advertizers
to reach the FAL audience.

Concerning the latter, Coy empha-
sized:  “Millions  of ]n'n];li_' can be
reached by an adequate signal only
with KM, Those millions are con-
sumers who are becoming inereasing-
Iy important for advertisers to reach
as the tempo of American merchandis-
ing is stepped up.”

Oue  of advertising’s  basic  prin-
ciples is: “You've got to reach ‘em
to sell “em.” Radio advertising is also

(Please turn to page 68,
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Watch the
New WDSU

No other New Orleans station
Is doing so much, for so many
... ...S0 successfully!

Televised for the

First Time!
The World Famous
Mardi Gras
(Sponsored by
General E|ec1ric]

“New Voices"

A Simulcast
(AM-TV-FM] Series.
One of the many

new WDSU

Productions.

(Open for Sponsorship)

5000 Represented by
warts * A BC - JOHN BLAIR & CO

DY,

ORI




pressman walk-ont and it used WOL.

RADIO FILLS GAP

Pl i b ) i WTO. WWDC and WWDC-FM
antrnedd (raan ilfl_;- 3.3 ) ek : =

Frausitvadio.  Business  helil  up.
fore the sirthe for a lonz time. 1t It wa=nt onh the local-retail
featured white eges for Easter dyeing  accounts that =witched lor the strike

amd sold ot following one dan's radio period 10 radie. hut come national ad-

featuring of the special vertisers also honght special time, Hor-

It way not =eem that Easter i of mel was one of these. i*ll\illp HE NI FTTEY
mwuch woment to a ding chain, bot 1 a- Il announcements on a single sta-
i=. Easter bosiness muost he high. or  tion through BBDIO,

vlse the sales trend suflers |'v--|rl1 ]htl_'_-

Steres 1= the dominant cham i Wash-

WHAT STATIONS DO WHEN
PRESSES STOP IN 4 JULY ISSUE

imgton. it had. several vears |-|in| Liy

the <trike. used wo radio. Came the

L ]
No other station—
Chicago or clsewhere—

o

South Bend . ..
only WSBT does that!
Sure, other stations can be heard in Somh
Wenid — it the audivonee listens 10 WSBT!
This station alwavs has heen, and sull is, th
overw i ||||i|a;' chioe of listeners in the South
Bend markel. No other station even comes
eluse in Share of Aulience. Look at any South

Bewd Hooper Tor convineimng prook. |

5000 WATIS 760 KC ChS
FAUL H RAYMER COMPANY NATIONAL REPRESENTATIVE

40

SPONSOR IDENTIFICATION

23)

{Continued [rom page

Scouts has 80,277 of its listeners testi-
fying to the fact that the program is
sponsored by Lipton's tea and soups.
Talent Scouts isw't an old timer, It
doesn’t indulge v any  commercial
gimmicks—Godfrey does the commer-
cials in lis “straight™ Godfres wan.
There's no attempt to zet the name
“Lipton™ i every Godfrey gag. The
name “Lipton™ isn't in the program
title.

The program ranked fifth in Spon-
sor ldentification is Filiber McGee and
”0”_\'. Like ‘:lll“-]'l'l\. s high =1 s
due 1o the personalities on the pro-
aran. the Jordans and Harlow
Wilcox.  It's Wilcox who the
selling but the fact that he's huilt into
the program has made “Waxy™ possi-
hle.

Of the second five in the 31 Top
Ten, four are quiz programs and give

[Illl'.

the sponsors’ tradenames a constant
plug.  Since they all are giveaway pro-
grams. they disprove the theory that
giving away a number of tradenamed
products on the air reduces the im-
pact of the sponsor.  The four are all
\\l!il'h ]ll']il"
another theory. i. e that women don’t
listen intently during their housework
hours,

ll;l)!lllll' programs.

Program number seven in February
Shorating is the Telephone Honr. With
the exception of the fact that it has
been on the air in the same :-]ml for a
number of years. and has the adver-
tiser's name in its tite, it just doesn’t
adhere to the high commereial impact
lenels,

Programs don’t stand sull in their
Sponsor ldentifications.  Despite the
fact that the Aldrich Family has de-
livered a loval constant andience for
over len vears, a vear ago February
i's S1owas down to 355 The “coming.
mother”™ comedy drama has always
had the same sponsor. General Foods,
It seldom
GF
<ell not the corporate title but a pum-

ulllllil]llllt'll das=
has had 1o

has been
program. because 1l
her of GF products. 1t was als=o used
o sell two or three different produets
per broadeast throngh the cowcateher
(hefore program announcement | and
hitchhihe  tthe tag)
rontime,

Coreently. GIF has decided 1o permnt
Heory Lo Jello
Muddings.

Result?

The Aldrich Family S1 has inereased

pasl  program

concentrale  on

SPONSOR




This new book far radio stat

—

men and soles

gers, pr

reps tells how to get moximum sales results fram statian promotion

SPOT RADIO PROMOTION HANDBOOK

Here is o stroight-forword report af immediote ond momentous interest to you.

It tells how advertisers ond agencies soy they select stotions for spot rodic

odvertising . . . interpreted in terms of spot time selling and promotion.

These ore your praspects ond their agencies
speoking

In this new Handbook, important consumer ad-
vertising and sales exccutives, agency principals,
account exccutives, media directors and e
buyers take spot time sclling and promation
di"\fl. They pull no punches, but they point up

early, not just its ucakm-.u-. but also its
inherent strengths and its often unnged poten
tials for helping you sell more time by helping
advertisers select your station whenever it offers
them what they are looking for

Here's just an idea of whot you'll get out
of what they say

Read and stody what these experienced adver.
tistne people say about time buying, as reported
in the SPOT RADIO I‘R()\IUTI“\ HAND.
TWOOR and |1|tc.r11r(lri! i terms of spot time
=elling, and you'll dliscover , . .

< how 1o k“? more of your direct mail out
of the wastehas =ket, where =0 much of it goes
hefore it’s had a chance to deliver;

- how 1o wse trade paper advertising to make
mmpressions that contribute to selling;

how to do an important and perfectly timed
informing and selling job with space in the
Imyers' service type of publication;

how te help vour representatives find morve
time and epportunitics for productive calls.
The SRPH covers all major selling tools

The SPOT RADID []{I)\IHT]I!\ HAND:
BOOK shows how all the major tools of spot

STANDARD RATE & DATA SERVICE,

time selling and promotion (station salesmen and
reps, direct mail, advertising in the different
types of trac 1l zervice papers that rea-h
advertising and sales executives) serve, or can
serve, specific needs of advertisers and agencies.

It breaks down the timesclling job into s
component steps and shows which parts of 1
can be done most effectively and most economi-
lnlly by which sales touls or combination of
sales tools.

It describes the sort of station and program
information buyers of spol time say they want
and rely on when they're comparing the difier
ent possibilities and making their final station
selections.

In short, the SPOT RADIO PROMOTION
HANDBOOK yiver you a fractical, workable
promotion pattern that wwill cnable you to et
the gyreatest posable beuefit from what you
shend for direct wmail and spacc.

It would cast yau thousonds to get for your-
self what this baok gives

If you retained highly competent field inter.
viewers to poke around among advertisers and
prospects and  their agencies, you'd certainly
Hel some Very useful and (Il.jn.tl\t_ answers o
many selling and promotion problems. Nosw,
this book does exactly tha fmf you It saves
what you would have to spend in time, moncy,
and manpower to find out for yourself what it
takes to give your own promobion and adver
tising real selling power.

If you don’t agree with us after you've read

just rewnrn the book and we'll promptly
refund the dollar

INC.

The National Authority Serving the Media-Buying Function
CHICAGO * NEW YORK * LOS ANGELES * SAN FRANCISCO
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COMPANY

64 pages, 8'2 x 11, $1.00

st o,
wef

Gives you what it would e
literally, thousands of dellar
for y-nlrﬂll' a first-hand, uptoadate,
composite meture of spot tmune buy
ing habits, practices, q:rur---lurr-. aml
problems—and frote yvou can influen
them most favorably,

L PARTIAL TABLE OF CONTENTS
' INTRODUCTION — A first hau

| study of users' practices amd view
points; The spot tune selling job: The
tine salesiman; The printed word, the
salesman's helper.

WHO PARTICIPATES 1X S10OT
TIME BUYING—\Where list build
hegins. The pattern of working
imlties; Marke lection; Six
negative market factors: Budget and
aAppropriation, station <election

WHAT BUYERS SAY THEY
WANT TO KNOAW ADBOUT ST
TLOXS Intference in viewpoints;
What =urt of information wanted
mast; Four major station values
(1) rl:-.-r'.un'. Geographical Char
teristic economic  aund  marketing
cliaracteristics; (2) cwlience, Sta
tion  “personality™ pl progeam
power: (3) Programming amd pro
griam giructure (1) Production gual
ifv:  DProduct  merchandi anls
Program  promotion: Availablities:
Cost; A valuable time-sales piromo
Hon patern

HOMW TO _REACH THE I'EOPLE
WHO INFLUENCE TIME itL\
ING Station  salexmen and repi:
Dispensers af availabilines; Inc
mpe  salesmen's chances to close;
Ihrect muil: What do agencies anl
advertisers do with it: useful anfor-
’ mation_the k to successful direct
wmail; The il ndzertis-

rg trade I re all differ
ents The buyers r tNpe of

lication: llow use Piming factor
important }rI'HJ-HIuI!\\I-c: Salesmen
and printed word o team; Haboe of
use lays basis for full promotional
value.

COXNCLUSION—Increase sales vol
ume: Redoce wint selling cost; The
research  hehind this book amd an
mvitation

STANDARD RATE & DATA SERVICE, INC.
333 North Michigan Avenue, Chicago 1, 1L

5-6

Please send e a copy of the new SPPOT RADIT PROMOTION HANDIOOK, Enclosed is my dollar.
I nniderstand that you will refund my money if | return the book to you in ten days.

NAME.

ke L L Ve B v i) oy iy
Sl DY EL STATE
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i

Feliruary 1918 Whereas 225 told th Hooper v olces-with-a
ol the listeners knew who  =mile that Mars was <elling Flein-
the Erra Sone opus  Amertean compacts, an TS of

0| testified  that the 195,
i~ now Jello Puddings. Mul Not all SUs go up, not by far, Two
ording to Deckinzer. ool Progranis 1 the past year =aw
lovwn S Tor a half-hour  their SIs plumimet  downward. Red
{411 Thes did Tor the skelton. vear ago irinl],u\ with
Rool~ for a sponsor 1 Penguins and
example { an improved alli, had a 66.2.  Febroary of this
Marxy's comeds quiz. year. with a better tme on the air.
1 it could only deliver  Fruday, 9:30 to 10 p.m., he had a 20.
s andience that knew the a ln-rl lll-- ol W2 nf SPMnsOr recog

nition.  The produet was new for Red
P'AG™s Tider and the <hift from a to

pre=cnling him was i.[;n]-

|||i- Vorar 111 |'|'l||[|.;|1\_

Pick Up Tve Seares
WITH

In the center of the dial

. CHICAGO
e =

—

—e
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WIND
560

WLS

WN!&Q WqN WB.BM wenn WCFL WJJD WSBC WGES
670 720 780 820 890 1000 1160 1240 1390

360 No.Mich.Ave.
Chicago 1, ILL.

AIT

RADIO REPRESENTATIVES, INC

REPRESENTED BY

haceo to a =oajp wasn 1 IW!II“.HI‘I] well.

Wystery Theatre {or vears has heen
a low-cost-effective-sales vehiele.  Pre-
vioush it was known as the Wolle Mys-
tery Theatre. which helped establish
the -ium---l'- name. Maolle. It rated
53.2 Febrnarnn 1918, Sterling Drug
decided to move Mystery Theatre from
Younez & Rubican to Dance-Fitzgerald-
Sample. to cut its budget. ani to use 1t
to sell a number of products, ineluding
Double Danderine.  Result of the com-
Bination. plus a move from NBC Fri-
dave 1o CB> Tuesdavs, dropped the
<] from 53.2 te 18.4.

_v_---m-|;||1‘\ nol oo interested in thei

Drug houses are

programs’ s, (A reporat on this is
due in sroxsor. 4 Julv.)

A number of other studies of Spon-
«or ldentification have heen made by
advertising agencies.  These have been
made not beeause the agencies give a
areat deal of eredence to the impor-
tance of SLbut hecause the index is
the aside from Nielsen's
product that is available for

evaluating the commercial impact ol a

i‘ll]\ one.

U=z,

progranm.
T"\I'.’I‘

some of the studies some

startling facts.  Among
cluded the relationship between the

these 1s -

COVERS THE
PROSPEROUS
WHEELING
METROPOLITAN
MARKET

AM-FM

Studios and Transmitter:

BELLAIRE, OHIO

Wheeling, W.Va. Martins Ferry, Ohio

Represented by
THE WALKER COMPANY

SPONSOR
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JUNE S == JUNE 26 = A~ "l‘
12,19 ¥ JULY 3,10 z JULY 17
W o J"_ —
Fritz Arthur Siemund
Reiner Fiedler Romberg

Every Sunday Evening ”._;‘f'”/ ;;,f/;, |
June 12 through September 4 ifred Pelletier

UNITED STATES STEEL

presents the

NBC SYMPHONY ORCHESTRA

Sumnwr Concerts

WORLD-FAMED CONDUCTORS
DISTINGUISHED SOLOISTS

AUGUST 7 |
Percy Faith L

AUGUST 14, 21
Dimitri
Mitropoulos

AUGUST 28
Antal Dorati

++.and GEORGE HICKS
speaking for U. S, STEEL

smg *
47 "'" 4

---“t-- J

J‘ﬁmJﬁ :

SEPTEMBER 4

HHarold Levey

U.S. STEEL HOUR - SUNDAYS 8:30 P.M. (EDT) - NBC NETWORK
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by, buse L™ and “harry, huvry,

hurey ™ announcements and those that

st inform the listener of the reasons

liv =she should bay the ]:I--rlml I'he
Sponsor ldentification of the former
tvpe of commercial i much lower than
that of the “informative” Lype of an
~illing

Low program type on the SI pole is
myvstery. while. as indicated previously.
Onlv three
hetter-than-

iz lops the rank order.
|l|'“\|'|

progra Ly pes

averave S|'s; variety,

.]|li/. comeidy
musical varietyv.  Five types consistent-

Iv deliver less-than-average commercial

recosibion:

classiweal music. zeneral
']I(I.lll.l.. |In[|l]|;1l lllll.-ii', r'-rrlln'-|_\ I]l;!!n{l.
and mystery drama.

There s VEery little ii'l&l{iilli‘l}i!l lie-
tween cost of program and its 51
While Deckinger reported that theye
tends to be a half-point improvement
pet thousand-dollar-ol-talent cost. e
al=o points oul that his figures 11947
revealed that Dr. Christian. with a
talent cost of SLOO0D a week. received
a 57. and Fred Allen. with a cost of
220,000, received only a 290 To hring
these figuves up to date (February.
19490 Christian has a 50,4 and Fred

ALA

First by Far

inthe big Mobile Market

*Hooper Station Audi-
ence Index October,

SHARE OF AUDIENCE*
8 AM to 12 Noon
12 Noon to 6 PM
6 PM to 10 PM

31.8%
47.2%
49.0%

| 948 —February, 1949

For a further breakdown, see—

HEADLEY-REED, National Representative

AN AFFILIATE OF THE NATIONAL BROADCASTING CO.

44

W. O. PAPE, President

Mlen a 8.8, a much closer lineup in
=1L but there's still the great divergence
i talent cost in these two programs,
Current talent  figures indicate that
Christian costs nearer 35.000 now and
that Fred Allen’s figure has been
shaved a lile. However. even with
both shows neck-and-neck. Deckinger’s
talent cost
in itself is no wsuranee for a better N1,

point continues to bhe good

Hooper has  from time to  time
projected what he calls an Impact
Rating for programs, This is a com-
bination of Hooperatings and Sponsor
Identification.  For February. Lux
Radio Theater had a Hooperating of
25.1 in the 36-city I|'|(‘|||1n!1|'-||nl|h-
survey, It had. for the <ame period.
Identification  of  86.3.

Eightv-six-point-three pereent of 25.1

i .";|||i1|.‘-l'1'

1 21.7. That’s how impact vatings are
ficured.  They
centage of the telephone homes that
listened to the program and knew the
sponsor or hi.—- }!I'nlilll'l.

represent the per-

The Impaect Rating does things to a
’rh" :“"I]f‘ill('l
|nr1'tinl] of -H.!'llr'l the Musie had a 23.2
Hooper for February, 1919. but only
an &4 lmpact Rating due to a low
Sponsor  Identification (36,41, The
misidentification factor on programs
like Stop the Wusic is many limes
higher than in the case of 907 of the
rest of the programs on the air. The
same is brue of Breakfast Club. and

program’s Hooperating,

even Arthur Godfrey’s davtime seg-
ments have a high confusion factor.
due to different sponsors per 15-minute
Godfrey’s misidentification
runs as high as 26.2 for his National
Biscuit 10:15 aan. broadeast.  The
Phileo segment of Breakjast Club had
a misidentification of 25.2,

=eument.

Listening
on Stop the Wusie. hecause of the con-
test factor. is tighter than on another
tpe of program. and the misidentifi-
cation doesu’t run as high as Godfrey
or Breakfast Clab, but it nudges then.
The :“;|:l‘itil'| section ($5:30 el reach-
es 2301 in wrong responses to the ques-
tion. “Who sponsors the program?”
There has been much stress on the
livpoed Sponsor Tdentification which
results from telecasts. While there are
no 30-city TV Sponsor ldentification
figures available, Hooper has compiled
ficures for New York, and they aver-
age only ten points higher than the
30-citv regular radio Sl fgures. Sincee
New York is presumed to be more
Lrand-conscious than the rest of the
country it not surprising that the
'V Sponsor Identification hgures for
( Please turn to page 03)

SPONSOR
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poin @ series l'“\“m
st o wh
lnl";:‘ buy

Facts about readership at

Ted Bates

Compton

There's no seeret about SPONSOR's popularity al Subscriptions to SPONSOR 10
national advertisers and agencies, I1's a single-

purpose publication. 10077 devoted to the dollar-and-cents Home 4 Office 6

aspects of hroadeast advertising. Executives 2 Radio Director 1

Because it gets intense home readership. becaunse Account Execs 1 Media Director 1

it appeals to the very people who are in a position Timebuyers 3  Others 2

to buy your station facilities. because 1s : .
s Some Compton clients who subscribe: Goodyear

an important publication you’ll find SPONSOR ideal fo Tire and Rubber, Procter & Gamble, Socony-
. S Vacuum Ol
vour national advertising purposes.  Ask your

national representative,

Three out of vvery faur coples (5,000 guaranteed) go TEd aﬂfes
to bromdeast ndvertising buyers. An average of 100, ey
::In:rnlo.il-’n:in:ll_lwu:"::r l::.-:. to readers ot exch of the 20 wop H SIIbSCI’leIOHS to SPONSOR 6
Home 4 Office 2
. . l- .
“SPONSOR's the answer 1o o need in trade Executives 2 Others 1
papers. I*uir\nm here reads it that should.” 3
| HENRY CLOCHESSY. Hmebayers: @
1 llead Radio "”"_’_"b”.‘ er. Some Ted Bates clients who subscribe: Brown &
, l'.mnphm , Williamson Tobacco, Carter Products. Colgate-
i - '[ ) 5 W% Palmolive-Peet, Continental Baking, Standard
SPONSOR \brings we “inside’ on all current Brands

radio and television activities. | especially look
forward to the “Mr. SPONSOR ISKRS Jorum
which puts Yarious industry bigwigs on the
.\';mt.n

BETTY RUTH BRUNS.
')'.l'..l'ﬂ!‘fu.f’\'f'l". Ted Bates

You’re sure to hit home
with sponsors and agencies
when you advertise
in SPONSOR

For buyers of Radio and TV advertising

40 West 52 Street, New York 19




97,410 Radio Homes

in the area served by

KMLB

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

IN N.E. LOUISIANA

Right in Manrae, you con reach an oudi-
ence with buying power camparable ta
Konsos City, Missouri, 17 lo. parishes
and 3 Ark, counties are within KMLB's
milevoll contour, Sell it on KMLB!

MOMROE »

LOUISIANA

KMLB

MONROE, LOUISIANA

% TAYLOR-BORROFF & CO., Inc.
National Representatives
% AMERICAN BROADCASTING CoO.
5000 Wotts Day * 1000 Watts Night

An excerpt from a letter to Cleveland’s
Chief Station

General Mi) Is. Inc.

April 5, 1alg
¥e. Frank H, Elumep

Diroetor of s
Director of Sples spa
Salsa Fromation

ia &

Rudic Station u

Armstrong Safety
Slogan Contest
was a huge
Success, {atinn,

—aatL HIILS 1we,
Ean* Caqtral vt gt

07 ()

N « 0 0'lanry

BILL O'NEIL, President

wigec

ascHerwok CLEVELAND 5000 Watt

WMEPRESTHTID NATIONALLY AY HWEADLEY-RETD COMPANY
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| LB (Continued from page 14)

version of Stop the Music has pulled in. Winner's ratings have also
improved. partially as the result of a hyvpoed viewer interest and
partially hecanse of a switeh to Saturday nights and a hetter time.
until the show now rates ninth o the 8-14 Mav TV Hooper for
New York with a 29.3. Stop the Music. in which Winner produeer
Goodson also has a hand. is doing nicely. earning itsell an average
hourly rating. in New York. of 26.5 in the same Hoaper TV rating.

Although the total nnber of posteards returned to the TV Stop
the Wusie i< as much as the total number of television sets i the
conntry a few months ago. the visual show st likely 10 put the
parent vadio version out of business for a long time.  Several
times. people who have been ealled by the TV show have promptly
named the “mystery melody™ vsed on the radio program.  To the
majority. of listeners to the vadio Stop the Vusic who live in non-
metropolitan centers. and 1o whom the long-distance phone-ecall
gimmick means most the show s <till primarily a radio program.

NBC. which has Tong had an unoflicial “thumbs down™ policy
on give-aways, has chucked the poliey out of the window.  With
top-rated shows stll leaving NBC for CBs. the interest in money-
making shows has veturned. A soper-give-away NDBC show entitled
Hollywood Calling i< set to start on 10 July. with the seeond half
of the one-hour show already sold to Groen Wateh.  NBC, possibly
with tongue-in-cheek. has stated that it is not an attempt 1o fight
erstwhile NBC comie Jack Benny on CBS. but Hollywood Calling
is scheduled for the Sunday night 6:30-7:30 pan. spot. with the
Groen portion diveetly opposite Bennyv.  The show will feature film
star George Murphy and a host of Hollvwood-name talent on a
rotating basis.  The program revolves avound the long-distance tele-
phone. with guest stars making the calls. and questions growing
out of the movie industry.  The beginning jackpot is hoge. already
el al over $30.000. with extra prizes (example: a “prop”™ layeue
from a recent film. for an expectant mother) coming from the
movies themselves, Extra promotions for the show, featuring salutes
to varnous states, will e an nnl;irn\\lll of the |]lu":-'li|nll-:-t‘il-vlin;_'
process. by whieh state governors choose the numbers 1o he called.
NBC expects to go the promotional limit on the show, whieh was
hatched in a collaboration between Lou Cowan. Step the Musie’s
mastermind. and network program executives,

il exhibitors. now divoreed from the film makers by govern-
mental decree. are reported 1o be working out a scheme to curl
the inroads of TV and radio give-away shows into their boxofliee
returns.  An organization. aptly titled Santa Clans Quiz Shows.
Ine.. i= planning a series of 52 ten-minate Glm shorts with a quiz-
show theme. the theater audienees 1o be the only ones permitted
to play the game. The jackpots, now approaching reductio ad ab-
surdum among pive-awavs, are planned to top S100.000, with a
vood deal of emphasis on the merchandise prizes that will receive
lobby-display ballyhoo.

Bretton Watehes has follovied Gruen's lead into network  give-
away programing.  This watch firm. a newcomer o hroadeast
adyertising. has purchased a John Reed King vehicle. Go For the
Houwse. on ABC and will schedule it. probably with a new title. in
the fivst hall of the hourdong period vacated by Theatre Guild’s
move to NBC. The show, which will sell Brettons on Sunday nights.
9:30-10 pane. will Teatnre a telephone gimunek.,

Happily in the middle of the new activity in give-aways. both
in and oot of broadeasting, arve the nation’s give-away  hrokers,
Typical of their rise is New York's Prizes. Incarporated.  In four
vears, 'rizes, under the direction of Don Barey and Rose Magdalan.
has cone [rom a two-station. six-client sel-up 1o an organization
servicing 150 radio and TV stations and 120 elients whose mer-
chandise. totalling now over S2.000.000 annuallyv, is given away on
the air. via local stations mainly,

SPONSOR




e
el

WEMP
MILWAUKEE

GENL. MGR.

SEE WHAT

O

THE BOYS IN THE
BACK SEAT
e . WILL HAVE!

WHY ”Jfooper-up” AT WEMP?

1. Policy of popular music all day long pays off in Milwaukee
2. More play-by-play sports than any other Milwaukee station

3. Programs and personalities that please the people:

Share af Audience

® HI-TIME 6-9 AM with Vern Harvey “ WEMP WEMP
Y { asitian asition
® CLUB 60 2-4:30 PM with Tom Shanahan i sk O | SO s TR (P v PO
® 1340 CLUB 4:30-7 PM with Tom Mercein 'o(';“g:k’u';:}“"‘ 7th 3l'd
® OLD-TIMERS PARTY 7-8 PM with Bill Bramhall MORNING
® WIRE REQUEST 11:30-2:00 AM with Joe Dorsey " 3 Chicoge) 7th 4th
AFTERNOON
7 listed statians
SPONSORS ARE IN GOOD COMPANY oN WEMP EVENING 6th 3rd
Gimbels Schusters Based on Hooper Station Listening Index

Household Finance Corp. Kool Cigarettes

Miller Brewing Co. Robert Hall
Colgate-Palmolive Peet Hudson Motor Car

Socony Vacuum F. W. Fitch
Milwaukee, Wis, % -

Hugh Boice . . . General Manoger . ' .
Heodley-Reed Inc. . . . Notionol Representatives MllwaUkee s ONLY FU" Tlme Independenf
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PUBLIC SERVICE

iCantinued Trom page 31)

wmer WEDFE.
liv The

~olected g~ one of the winners of the

This program. sponsored
Hamady  Bros. was recenth
oul=tanding serviee 1o [li_'_'lf\\il\ ~.l[+'!}.
Wilburn Legree, The Siging
Cop. 1= a member of the Flint Police
Department assigned 1o special dnty

hotli 9

i connection with the safets program
throughout the Flin
He makes daily appearances at schools
and belore other groups ol children 1o

<chool system,

sing =alety songs and tell them stories
Hamady Bros. feel their
Il(l\t' nmaore

abont safery,
institutional  commercials
than paid off. thongh they have made
no attempt (feeling it inconsistent with
the nature of the program | e trace
business direethy o the <how,

John=on &

For  the <ame reason
Juhison hase refrained from using any
ol e |:1'|umI devices ol I<‘-|ill;,' the

impact of their commercials on /s

Your Life. They use a dignified. re-

-WW
WE

DON'T

DRIFT

INTO

SNOW (Ky.):

ctt
r &L ﬁl 11(“.'3“ 1
N(!. Slf, ou I"T“ . Tt 1 -.ih
‘H\ SOwW (i\\'o} . ! l.l‘i
\yere i < i 2 o
L1 il"l in “ e l.“lll!\l“(‘ Irmh 1
O 1

.
Area that it welds at lrs_mt ar.::ﬁ’
BMB Aundience L0 U8, ullh!: o
cuilv every corner Inl' £
andl important arcat

hine, our {.'.r'val
Lis far more im-
v other sechion
locs almost as
iness as all
combined!

doirt
Shall

c?

Slect, rain or &
27-connly marke

rtant than an

pe ate — doe

f the State
::nuvh effective .l’""
the rost of the State,

'AVE 1, you

S WAVE arount,

‘\;‘::1‘ 1o J'ht- Suuw-lumml‘.

we help dig you oul— no

Lnulsvll-“"E

13.. 90 KE
on FRILIATE . . 5000 WAT
By ; £E & PETERS, INC-
< 4 entatives
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strained -t‘“iu;_‘ message instead of the

stricthy institutional  copy used by

Hamady Bros. a grocery chain,

This program is produced in the
form so often adopted by the sponsor
interested more in prestige than in di-
rect commereial illl|l;1¢'|—ll||- 1||u‘1.mu'|!-
tary. This form of presentation is prob-
abhv the champion  rating-depressor.
That is mainly becanse its allempl 1o
be vealistic and “hard-hitting™ usually
loses —as  commonly  produced—just
the program values that attract audi-
ences.  This has Dheen true of even
such elaborately-produced  documen-
CHBs" The Eagle's Brood.
whose rating plunged to a 0.1 [rom

lanes  as

the previous 111 carned |y Informa-
tion Please and |||'||r<‘:'-.-av|| rating= on
both sides of the period for several
hroadeasts [ollowing, So producer Ben
Park of the Chicago Industrial Health
\ssociation had Iwo  strikes acains
him when he walked imto the adver-
tising sanctmm of Johoson & Johunson
with audition recorvds ol 105 Y our Life.

How would a l[nt'ulllt'lllill'\-l}|l|'
program  designed to promote better
living through better health fit into the
of  Johnson &
Especially when the adver-
tising program for 1919 had alreads
formulated  without

arlvertising
Johnson ?

!IT":.'I am

heen plans for
raldio?

The show was presented as a 15
ninute program designed 1o be aived
i the dayvtime five times a week, This
meant a predominamtly woman’s andi-
nees which seemed right for <urgical
dressings and haby products (the di-
vistion of the company ta whielh DBen
Park made his presentation).

It had one quality that set it apan
from competing daytime programs: il
promised to tell the people of Chicago
community ) about the re-
=Oonrees .'Illll lIII' |)|'l|]l]|' \\]m were \\llll\‘
ing day and might to protect their
health. the foture of their ehildren.
the whole pattern of their daily Tives,

Lo any

But with all this. wonld  peaple
listen?  Could such a homanitarian
build an audienee in com-

program
petition with the powerful appeal of
and  other suecessful davtime
The fact that Ben Park was
e had

with

serials
rindio 7
prodocer meant something,
sl Chicago  allame last vear
Report Uncensored. the sevies that won
nine awards, ineluding the du Pont
and Peabody, He started specializing in
educational and poblie serviee broad-
cast= on Wisconsin's state-omned WA
the

while  attending nniversity - al

\Ii[lli."il”.

Edward G. Gerbic. Johnson & John-
advertising  director. well
aware that some of the most attractive
appeals in daytime vadio include hoth
people and problems with which wo-
can identify
pense: and ]mpp_\ solutions.

=(H Wils

themselves:
He put
It's Your Lije under a microscope 1o

mern

sUs-

find out how many of these qualities
it promised to develop.

The woman listener would set situ-
ations and stories that could Le her
own or her family’s. Park proposed
that the first 13 weeks should unfold
problems from The Birth of a Baby
right on up o old The Lape-
recording  technigque  could
colorful, gripping stories of situations
part and parcel of daily Tife—with the
ring of honestv and truth,

[ nder the expert writing and diree-
tion of Park the gradual development

age,
C caplure

ol a 1||'Hmlut‘nl ||u’\..- life story. for
t'\illll|l]t'. could ereate the neeessary
interest  from
The moral of
the series was that the happy solution
is the intelligent. logical one—that in

exeilement  and one

hroadeast to another,

nearly every case hape and help are
close at hand. The show would carry
a~ a daily message the news that as-
sistance was there il listeners would
only ask Tor it

I was all there—and more. 1t of-
fered that rare union. the “just vight™
conmbination of program content amil
advertising vehiele.  Johnson & John-
son. on the recommendation of their
ageney. Young & Rubicam. New York.
and Gerbie. decided 1o expand the bud-
cet for the baby products and surgical
l|l'l':-?-itl,‘.':- division to include the show.

10s Your Life started 18 October un
Chicago’s WMAQ in the 11:15-11:30
@, Monday through  Friday.
This pitted it against three popular
nelwork Welcome  Travelers,
Nate Swith Sings. aud Aunt lenny.
From an iuitial Hooperating of 0.6 1t
climbed steadily to Lob then 3010 This
represented a 1523 share of audience.
e a little over

spal

."IJI Ws.

or an herease of 5179
hall-a-vear.

Wothis time there was a swelling
clamar from listencrs for the program
tooan hour when hos-
bands and other members of the Tam-
ilv could hear . Women feh that
stories of how other [amilies met and

to b moved

solved the various problems associated
with illness and disability throngh the
aill of Chicago’s many services were
af profonnd interest to many not able
to listenr o weekdayvs, There was evi-
denee. also. that listeners were inter-

SPONSOR




ested in a more detailed exploration
of a problem in one broadeast than
the 15-mmute format allowed,
Therefore. on 17 April It's Your
Life was discontinued as a daily broad-
cast amd switched t(in a half-hour Tor-
mat) to Sunday afternoon at 3:30.
The show is a package owned by
Chicago Industrial Healtle Assoctation
and leased to the sponsor for =1.200
a week.
cost in rowmnd numbers o S100,000 4

Time charges bring the wotal
r r

VOdAr.

The venture is frankly experimental
for Johnson & Johunson. Sales in the
(Tllil'zl;_!ll area are Iu'in_'_' ?‘-lllljl'l'll'll ler
continuous cheeking md comparisor
against previous records for identical
periods. 1t will be possible to draw
some fairly valid conclusions on the
sales effect of the program because it
is the only factor in the Chicago area
additional to the national advertisine
and regular point-of-sale material cov.
ering all markets.  There is no other
local advertising in any other market
for the line of surgical dressings and
hahy products.  Ad-manager Gerbic is
cautious about calling the program an
unequalified commercial success as yet.
but is satisfied with developments “so
far.”  The show was recently venewed
for the summer.

s Your Life is one of the mosl
heavily-promoted local programs in
radio. The vital nature of the prob-
lems it deals with, as well as their deep
human interest, makes the series casy
to publicize,
lines ol

It has had thousands of
nietropolitan,
national magazine
Specific  promotions have
been worked outl with druggists, heall
and wellare agencies. ete.

The Boy Scouts distributed 1.000,-
000 cards to Chicagoans: all doctors

conmunity.
trade. and new s

coverage,

zot booklets explaining the program:
industrial plants throughout the area
All health. welfare. and
medical publications are covered week-
Iy with stories.  When a broadeast
involves an CHIA. the
agency sends out reminder cards 1o
its members.,  Members of the produe-
tion stafl. consisting of radio director
Ben Park. his assistant Don Herbert.

ol posters,

ageney  of

an cditor, and three assistants. speak
often at women's clubs, schools. ete.
Steadily-growing entlusi-
asm. plus amazing acclaim by radio
crities, erities in medical. social serv.
ice, and industrial felds. on top of
three national awards. have led to fre-
quent predietions that the program will
shortly  become a  network  feature.

listener

20 JUNE 1949

This  speculation i premature. al-
though it 1= considered as a future pos.
<ihilitn,  The
‘llu\\ .\|]1|1t]|| 1|{|\1‘ mare Til]lt' {11 }ll'tr\t'

sponsor bieheves  the
isell in its new half-hour format. and
to demonstrate sustained commercial
effectiveness hefore lI'_\'iIlj_' to solve the
many practical problems fnvolved.
There have been requests from agen-
cies and groups all over the countr
to broadeast the Chicago platters with
nri;,:iluﬂ {:||ir'al;,;n references deleted and

rl’fl'l‘l"llt'f'.‘- Ly I{ll'ill ;llul'lli'il'.‘-. cle.. {ll]tl-

ed, These }}ri}jl'l'l.‘-. too. are on the

waiting list until all the Chicago evi-

denee 15 1.,
Johnson & Johnson ollicials are sin-

cerely  proud that econsideration= ol
public goond do influenee their think
ing.  On the other hand, as Fdward
Gerbie wold the Congress on Industrial
Health in Chicago last January. in de-
-t‘rillill,'.: what the show does [or }-ui-}h
health,  “Before  this  halo gels  Loo
li;_’]li. let me 1[1!i' kb state that we
cided to sponsor I°s Your Life beeaus
it looked hke a _-_'wu] advertising llul\.-
To Johnson & Johuson thal
*-:'”il!f_'_ lots  of

|n.\\nil'l. P B

means

|r.{[!t|.{l:_[r-»- .um| I:.‘lll_\

"HOORAY FER THIS | ,
LuXx -You-RIOUS LIVIN, KiDS!*

{

S(-suir. no joke—vyou do see some mighty faney liv-

ing out here in the Red River Valley. Us North Dakota

hayseeds have an average Effective Buyving Income of

85599 per familv—"wcay above the national average!

And, yessir, WDAY s popularity in these parts is like

our imcome—it keeps growing every vear! In addi-

tion to onr exeeplional rural coverage. the latest Fargo

Hooperatings give WDAY a whopping big 67.59%, Share
of Audicnece (Total Rated Periods) against 13.19, for
the next station (Dee, "18—Jan.”19).

Write us. or ask Free & Peters for all the facts!

FARGO, N.D.
970 KILOCYCLES o
FREE & PETERS. INC.. Exclusive National Representatives

NBC »

5000 WATTS
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“Open wide!"

Who can deny that he is slave

to the voice of authority...
from the first day a doting mother

told him to pick up his feet?

YOU DO WHAT YOU'RE TOLD!

Radio has the authority

of the living voice. It's the voice
that moves most people to
action: to buy, to use, to enjoy.
And in radio no voice has greater

authority than CBS which

speaks to the largest audiences

in America at the lowest cost.

...for the largest

audiences in the world




w SUNDAY MONDAY ,,, TUESDAY | WEDNESDAY | THURSDAY .. ERIDAY SATURDAY

(85 TES TEL MBC S JUBS NBC G WBL [(BS MBS NBC|RBL (B MEs NBE | ABL (85 mEs nEC (BS MBS NBC | ABC (BS MBS NBL

W

. ol Pom
] agaiiy e

Oad Fost ann
.

Gmint Bred - . .
l“lv 1545 G| ; - S 0:45 SE— S H
TV Comparagraph In naxt lssue - 0 Lo vo e 1 3 |
O o ] P smet i ity
] Bt g . 9:30 c A - -4
=i 21 9:45 - : e T |
10
Coel bges Coed Bwws
& - LAY o -t
. | I 10:15 Sord Wosnn — ol Wb S
.. [}
g = 10:30
" Baed ol Wiy
Yoy 8l PG D -
| L. » - &
. i B 10:45 - e
Pt g Ptiiem F ; e
L
FESE S v N L
o ALT O S 11:15 [

el el |- - 1215
: 12.30 SRR g
';-E- o e The Lyl ! ‘-- h L -_:' - . Aotk ¥y

U8

Framhars Puu Blod Chab #0i I

By

Tinsniesfug

e el 1:15

Cuap

T wiown Fot

1:30

1:45

2:30

) S e Rt — 315
ey 3:30
Lol [T e s B 3.45




M - » Tiwe ", T - A

| -~ band Eeihriegs Wity e Basitega Wil Has e | $ectatsinm Wit
bt .y Koyl ) g Lnvogin f i = - ~
et LR Py * PR i b g

AR T

Ga Ffres Bl b -—
QO“?’“’ i s _
. I i 5 | (o Cabumod ‘I i :

na Fuini iile
i Fapbum s

Baba Fam Pag babe by Puy

| foas Bam Fur

b e o g e
[PANE . Towl

PrevTie e
—

Mg
i

e
Ytam o
Fasbags : Faituga Fii Forlage Fag
H 3 " L Fi
[ Y= i Pon] ®=tl 0s Por B aam P | Coadiing Fau
fe YoM et e ae
Futns by b Chadyehid Fettom Lamy, Fsatera b Tt 0
Cayy ikarsd Bou, o0 14 €2y + Cowp
L L | Gedhogy Fau
| - [T
o = Calingy fas

freeesgaay Fis

A By
Crakms gl by
(L

Guilliay Pos

o
[TUL]

Govdbvalu

Cavnlinds ol R R

FabosdTime

Vbt Hpemay
Choutem,

’ Wimes aSie ri . vt Tinty

¥ ale bk B
»

s ———
Mt eyl Tou O
ol L
. | ' -
= — ' . W
R =
4 the fre - 'r..«a "
Sagws Cloke P, Y A (10 Toppa Clbt

H Webre

T




won
ne rer

Backin1932  ing.

first the
Le : .
ori-- \1510“'“

;\'l'll"‘}:'“:'1

been “"‘PP{'

L
HUOPLr dect

\WHEC NSEE Hooper
ence: ¥ t;‘(_-lc".k'n'ip hasnete?
o sincee

Jack Cheshbro
In Pitching x

WHEC
\ In Rochester

\

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

Note WHEC’s leadership morning, afternoon, evening:

STATION STATION STATION STATION STATION STATION

WHEC B o D E F
MORNING  38.3 22,5 8.4 2.3 13.8 | 6.0

8:00-12:00 Neoon
Monday theaugh Fri,

AFTERNOON 30.3 27.5 9.3 155 195 1.8

12:00-6:00 P.M.
Monday through Fri. I Stafian

EVENING 349 285 82 1.4 155 |%Wsae
Sunday Rewroh So MARCH-APRIL HOOPER, 1949 | “ony

Lotest before closing time,

BUY WHERE THEY'RE LISTENING: —

20 JUNE 1949
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Deanty and 1

For snrefire attention value

doun’t overlook a beantifnl girl

=l duml
when Beauty pleadeth. ..

arafors are

- Af
g Shalkespeare

One ol advertising’s stock tricks. dat-
g hack to the verv heginnings of the
advertising arl. 1= the use of a pretty
fuce or figure 1o draw readers” atlen-
tion o maguazine, newspaper. or bill-
board ads. The coming of TV has
added a new dimension 1o this basic
Althoueh, 10 a

finited degree, the featuring of pretty

advertising  device,
airls in the commereial is old hat 10
athvertisers who use theatrical “minute
1he
onlv in recent months sent advertisers

movies,” visual air medimm has
and avencies out looking for new ways
to adapt the two major things that T
adds to primed pictnres of gorgeons
cirls  sound and movement.

The vse of a pert feminine face to
acil a dashi of “window dressing™ 1o

TN commercials i< common enough,

Chevrolet girls

are constant reminders of that GM car.

clothes are espocially TV-designed by Mr.

Men and women alike. albeit for some-
what different altracted
by ads. and more recently by T\ com-

reasons. are
mercials. in which beauty is a factor,
However. there is a growing list of
IV sponsors who do more than jnst
hire a good-looking model or two 10

add a bit of ze<t to their visual selling.

With TV spousors  like  Lichmann
Breweries  (Rheingold  Beeri. Jucoly
Hornung  Brewing Company  (Horn-
ung  DBeer and  Londonderry Aled,
Chevrolet Dealers of New York. At-

lantic Brewing Company (Tavern Pale
and Brewer's Best Deeri. and MeKes-
son & Robbins (Tartan Sun Lotiond
the use of ||t':1[lt) 1 |\ l'olulllt'l't‘i;ll.-i 1=
an integral part of the selling and
merelandising fnllnu-up. I'he
difference Lies o the fact that
above-mentioned  advertisers maintain
of “eontinuity ™

matin
these

in their use

a feeling 3
af the beauty Tactor. Hereo the preity

2.

T

Their
John

=’ L)
]

Miss Hornung

;.’il'| nvolved does not l'l.'lll'l‘!-"ll" the
trademark of the product as much as
she represents a tie-in between herself
and the sponsor’s product.

This  psychological relationship s
put to work in several ways in TV,
The best example of it~ commercial
application s found in the various
switeches worked o the “heauty con-
test” idea.

Hl'&ll!l} conlests gi'n-'r;t“) are an 1m-
portant part of Americana. They have
existed for Vens. and range all the
way from the business of picking the
prettiest girl at the office outing to the
claborate. khieg-lichted razzle-dazele of
the “Miss America™ pageant in Atlan-
tie City. Beauty conmtests are the peren-
pial subject matter of miles of news
reel foolage. and of Sandayv supple-
ment and magazine layouts, In recent
vears. they have also heen put to good
s c'nlllllll'l’l"lzi."}. first as ||r|||llnliu||
fon of Commeree.
Associations,  hotels,

stunts Chambers
Cilrus

and so forth. but more recently as a

resorls.

straight advertising deviee,

By far the most suceessful adver-
tiser who has uvsed the beautv-con-
test formula as a yvear-round sales-
setter i= New York's Liebmann Brew-
eries. makers of Rheingold Extra Dry
Beer. and sponsors of the annual “Miss
Rheingold™ contest. which has been
building up sales and piling up votes
increasingly for Rheingold since ils
start as a promolion stunt in 1910,

\]nl‘l‘ voles are now casl fnr l]lt' :-ix
|u‘nf|'5&si|:n:l] maodels \\Illl l'llmiil‘ll‘ an-
mnally for the “Miss Rheingold™ title
(the contest is only in a 50-mile area
around New York City)  than
cast in the last mavoralty election in

were

[
.

F i
&
&

of 1948 was chosen through a 13-week contest on
WFIL-TV, with many Quaker City girls competing
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BEFORE A MODEL BECOMES ELIGIBLE TO TV-RUN FOR "MISS RHEINGOLD" SHE RUNS GAMUT OF ELIMINATION COMMITTEE

New York. or Chicago. or Denver, or
San Francisco. In fact. only the presi-
dential and the New York State guber-
claim  more
Hlil'ill:.llllll.“

nalorial  elechions  can
actual votes than **Miss

The terrific merchandising and promo-

tion that have inercasingly gone into
the “Miss Rheingold™ contest have

heen the kevstones of a merehandising

=

LEEN TR

BUB[IC f

i

Vs VYAV g Ty W

DURDCHER ¥ N:.ES
VAN W AN ROW

Actured of Slupelne Mack /e’

was a feature of the Telepix

iss Page One

an extremely telegenic exira for all its sponsors

campaign that has lifted  Liehmann
Breweries from a 1910 sales rank of
I5th nationally and 8th locally in New
York. 1o a 1919 national rank of 5th
and the top place in New York hrew-
ery sales. Some indication of the rapid
rise in popularity of the “Miss Rhein-
“ contest can be seen in the num-
of ballots cast i the

I‘_'_l ]l{i

Newsreel and

Miss America

19131948

period:

“Miss Rheingold™ Votes

Year

4T RS
1611 1

15 ..

16 ...

LU i SR

11N

Vi epst in 1943 are for the
“Miss Rheingold™ of 1944,

L
( Please turn to Page 39

local contests are being sponsored all over U.S,
WCAU-TV presented Philly's finalists to televiewers
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With this issue, 71 Trends comes (o the end of its first vear of ve-
porting where television is aOing and \\!l}', \allllul“_\. the trend has heen
L. Dased upon o sl network |r.|m-| of 10 cities and 15 stations. the

icreas~e has been 6007, Basad upon a “selective™ |I.IHI'| of 10 cities
ind 19 <tationz. the mmerease has heen 2007, . Based upon a local-retatil
F-.lllli ol 10 cittes and 19 stations, the increase has been a little more
than (1507, . This does not measure m:!lr-l:_\ _'_'|lmt|| but a comparahive
-'.Ini_', - eies that had TV 12 months 420, It measzures growth on g
specihic number of stations in these eities. The TV industry over-all
arowlth has heen |lt1- nomenal. Network TV has grown 1.0007, . Selective
TV has grown 5007, . Local-vetail TV has grown a little ander 800°, .
U< a fantastiec advertising mediom.  Bosiness 1= ]H!npin; vel ]n!.!nl!:.l”\
all ~stations are in the red. It could u|1,|_\' h,lmn':l on the atr.
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BEAUTY AND TV

VContinned Jrom page

e =“Miss Rheinzokd™ contest is
now a bie deal. T stanted a0 TO10 a5
a lrade |lln|u-r1'l|||| stunt. the hrainehild

of Rheingold o P |'i|||||-| webmann and
v leading lithographer who had  the
Rheingold  business Ihe election ol
Jiny Falkenbure as the “NMiss

Rheingold™ ereated such a stir among

orieial

dealers and disteibutors that the Lich
I'.lllllr' Coone
& Bebding, have continued the contest

mann feeme and s agenes.

as o consumer promolion ever sine
I

Every spring vow, several hundred

wofesstonal New Yok muoidels  are

|

“sereened” o find the six girls who

will compele as finalist= in th \11_'_'11-]

voling,
Then. the

into action. .“llmi.l_\ -I||;p]'-‘l||v|1l~ v

J|||||||u|iu|| |'||II|.‘|||-- T

magazines are used 1o show four-color

pictures  of the six models.  Large

streamers. showing the six girls. as
\\l'll it~ }'\lll‘ll }P-l'l.“'. {‘:‘II"I I"'\"."- ;|||'i
window slashers are distributed by
Lichmann Breweries via the eity bol
te salesimen and the ety keg salesmen.
(Lichmann Breweries figuves that for
every eustomer whio enters a |Jl.|r|' that
sells Rheingold, ten o 20 passershy
see the window slasher.)  Duaring the
period when the publie is voting [or
“Miss Rheingold™ (usually from early
\ugust o early  Septemberi.  the
I:h"i“;_'llll] sales foree \\llm||1- i up
constantly for the contest, So sneeess-
ful has this been as a vear-round, as
well as a short-tern, |ltumutiilll stunt,
that  the aceonnt
Frank Delano, veports the use of the

point-of-=ale material for the contest

AECNCY exceulive.

in laverns, stores. markets, amd other
outlets  for

1O0°

Rhemgold  as
Sinee halfl of that
eonsidered  very

\:IIu.:“_\
fienre s
:I'lu'l‘l”‘\ Jliluh 1.Hl
|ll-Ell|-nI['—;l||' U=age, \Illll I:'l'-‘]rli-rll ull
the part of 25000 Rheingokd dealers
is a direct indication of the validity of
Breweries”  ad
sticking 1o the
mula vear alter vear.

'V was added 1o the ]:llt'illlil-lil pro
motion during the 1918 period of vor-
ing for “Miss Rheingold of 1940.7

Two five-minute filims were of the six

Lichmann poliey  of

beaulv-contest  [or-

contestants by the ageney (cost: abont

S10.0000. which consisted  of  inter-
views with the girls, plus a 30-<ceond
"-IUFI‘IIlHl.IH!I commercial in whiecl the
various Rheingold packages paraded
pasl I'hey

aired 13 times each on four New York

4 reviewing stand. wire

tion. E¥

hos bee
shows ;
d within THIRTY doy*:

n spon-

sore

locol ond

over THIRTY

¥ notional odver

SIS Ming their

tisers now 8¢

A RECORD MADE ALL THE
MORE REMARKABLE BY
THE FACT THAT WOIC HAS
BEEN TELECASTING FOR
LESS THAN 51X MONTHS!

WoIC:

CBS-MBS Television Networks

CHANNEL 9, WASHINGTON, D, C,

59




W PING WEDs-

~o that theres were

I\ stations W ABD,
TA. and W l/-l\ |
virtually two Rheingold telecasts every
Py rnngy 1|IiIIJI:_’ the '.ul-lny |=l‘|‘||u].
W didn’t get o televiston just
Lo experiment.” savs FOAB execulive
Delano, TN Dad 1o meet the veqguire
ment= ol other Rbeinzold advertising
W hin we the “Miss

fil= on the air. we feht that teleyision

pul Rheingold

was ready to do the job of bringing
ads to fes™ Wt heasy

li|n[||u||.nll_- un ol

ot regula

Rheinzald SN
point-of<ale and o newspapers. ma-
azine<. and on hilllinards. it was difli-

eull ta tell Jus=l hiw illll'_‘ a parl ™

plaved inonaking the last “Nlis< Rhein-
wold™ election the suecess that it was.
However., Delann adds: =1 |wl':~n||il”}
visited over 300 taverns during the
l]l{‘ '.\['].h:‘
Rheingold™ films. The acceplance was
tervifice. When one of the films was

e wWe  were  seanniig

actually on the air and heing viewed
i a tavern. the question of which of
the girls was the best-looking was= the
m:ljur l--|ni|' long aflter the film was
OV,

Both client and ageney are quick to
credit a major role to TV 1 nearly
dounbling the 1918 voting fizore oves

that of 1917, TV

added  =omething

track.

proprictors,

'MBQQQ

Television Perferming Rights

The BMI license with television stations covers all
performances hoth live and mechanical and whether

by means of records. trimseriptions. or film sonnd-

It provides for the performance of BMl-licensed
compositions without special elearance headaches,

The catalog of mnsie licensed by BMI contains over
one hundred thonsand copyrighted titles ranging from

folk mmsie and be-bop 1o elassical.

BMI offers to television filhm produeers all the in-
formation and help they need in obtaining the right

1o record musie on films from individual copyright

BMFEs television Service Department is headquarters
for complete information on performing and other
rights in the musie of BML AMP, and the hundreds
of publishers affiliated with BMILL

For Music On TV

Consult BMI Television Service

Broapcast Music, Inc.
580 Fifth Avenue S

PL 7-1800

New York 19, N. Y.
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that had not been there hefore. To the
basic formula of associating Rheingold
in a dignified wanner with a leading
model cach vear was added the extra
dimension  of  sight-and-sound.  As
might be expected. TV will continue to
play a growing part in the ““Miss
Rheingold™ promotions that form the
basis of 73 of the Lichmann $3.000.-
000 ad budget spent in the New York
City

several other Drewern

arca.
spunsors in
the visual medinm have adapted varia-
tions of the “Miss Rheingold™ formula
to thetr own use. with good results.
\though the trend in beer sales these
davs is growing steadily in favor of
packaged beer sales (as against sales
of tlr;lll_'_'llt heer). the fact that view-
ing of TV in

erills is high in every TV market in-

taverns and  bars-and-
fluences the thinking of bheer sponsors
towards slanting  programing to this
audience in a manner that horders on
point-of-sale selling. The “Miss Rhein-
gold™ formula per se is an expensive
not the least of which s the
S1O00 1 modeling fees and the 35.000
- cash that the winning model re-
Two TV advertizers who have
used the ticup of heer and a beauty
contest to goad advantage, Philadel-

e,

ey es,

phia’~ Jacobh Hormung Brewing Com-
pany and Chicago’s Atlantie Brewing
Company. have coneentrated instead
on the non-professional beauty contest
which f[eatures amateur local talent.

Hormung., anxious to break away
[rom the “established™ hrewers" format
of TV sports or news. was the coun-
i first TV sponsor to bankroll a
]‘"'illll} rontest n-mmnc-rl-i:l”_\ Over an
extended period of time. o July 1918,
Hornung started a 13-weeh run with
the Hornung Television Beauty Parade
on WFILTY o Philadelphia. Hor-
nung felt at the time that it would be
a program vehicle that would stand up
well against sports (while heing less
expensive ). would appeal to home and
Linvitrn VICW TS, illlll \\'llll]li i!]:éll !n' |
highly  promotionable  merchandising
idea. The contest was open to all girls
of 18 or over. niarried or single, in the
P'hiladelphia market. The
:_ri|'|:a were sereened at the studios, and
the \\N‘H_\ decided  on the
Lasis of balloting foHowing the show.

[ornung
winners

then siewed o Thursday nights, 9:15-
1O pon.

Hormung followed up the contest in
an ageressive way. plugging it in every
Hornung product ad and in special
ads on radio and TV pages in the

SPONSOR




Philadelphia papers. Much free space
was snagged m the feature pages. too.
and the veighborhood publications in
Philadelphia ran long stories (eom-
plete with pictures) which gave "~ Miss
Hornung™ what amounted to a free
commercial.

The contest ran hot and heavy De-
tween July, when it started. and Sep-
tember. when it ended, Sales Tor Hor-
mung Beer jumped to such a high level
by the time Nancy Bergin of Haver-
town. Pa.. was clected “Miss Hornung
194
for breath. continued with
contest series to find the “Miss Lon
v Ale™ on WEFIL-TY.

Again. the =ame formula was used.
Much of the promotion i hallots. point-
of-cale Posters, ballot boxes. ete,) was

that Hornung, without pansing

a = nllll

1|ll|l{|l'l'|'\

concentrated in hars and taverns, and
partisan feeling in -“I'l‘»‘l\‘.lill.:.' Philadel-
phia ran high for the neighborhood
favorite in the amateur beauty contest.
Again too. Hornung's sales jumped.
When Virginia Roberts was eleeted
“Miss \e”

Knew by the reaction among dealers

Londonderry Hornune
that it had found a really good idea.
So. a third contest was started. which
finished in mid-April of this yvear. 1o
find *Miss Hornung Bock Beer.” By
the time Jane Pollock had won this
commercial accolade, Hornung  was
fresh out of plnl]tlrl nanis=,
Hornung 1= concentrating on racing
telecasts for the summer. and expects

to return with bigger and better con-

test pulled well from the start, The
first week of voting (done either In
miatil-in votes, or |r_\ ballot hoxes ||L1i el
in Chirago tavernsi brooght in more
12,000 votes.  Each week.

cight local beauties were televised dur

G

than

ing the intermis<ion, with the viewers

acting  as “judges" fon the weekly
climinations. A tavern or package

<hop in each weighborhood was the
"--|m|p—u]'“ ol each Voung |.ht_\, sending
to the ageney (W. B, Doner & Com
their

The ageney then =ent st ards

pany | neighborhiood  mailing
list=.
printed with the name of the spon-
sored _:__'il'i. and the date and ]-l.lrn that
viewers could gather to root for the

local choice. Saud the |ul.-i|':||l|:

grom director, presenling the

Counly.

WBNS FARMTIME
FUTURITY SCHOLAR-

SHIP"—'Geer Porkinson, WBMNS pro-
1949
Farmtlime Fulurily Schalorship ta
year old Beverly Worster of Morrow
This is the fourth yeor
WBNS hos owarded Ohio State Uni
versity full schalarships ta youths whe

Hoe ar
the contestants one ol our
want all ol

-|--|l|--|l.'-i|_'-, one ol
nereh-
horhood girls antd wi
our friends w come on over Tor a hie.

enjovable “TAVERN PALE NIGHT!

(his sort of folksy w hnew I[--Ifl[-
didnt take long e ]-il-||‘|-'-' results
When the Thursday mght wrestling
matches went o for Atlantie. Teatus
ing the *Miss Tavern Pale™ contest al

iternnission time. the 3. R0, sign wa-

out at most Chicazo  netghborhomd

bistros,  Ratings  on the  wrestling
>.||‘|I-||-'- Im»l-. a r-'.l.] junip until a fl
weeks later they were inoa tie for 5th
*-I.ur' in Chicago with CBS The Gold-
Irlf‘i"__~.

When a winner was announced, the

18

Thaot

have mode oulslonding records in
ogriculture. 1t is enly nalural thel
this station is vilally interested in ogricullure. The WBNS lislening
areo exlends aver one of lhe richest farming sections of the slote
ond WBNS pragroms bring enlhusioslic respanse from the rural
listeners of Cenirol Ohie,

tests this fall,  Meanwhile. the three
voung ladies are being featured (a la
“Miss Rheingold™) in Hornung print-
ed advertising and audience promo-
tions for the racing telecasts. Also, the
L

ASK LE ROY MORRIS OF HOLIDAY
SWEETS ABOUT WBNS RESULTS

. He will lell you ef his 17 years successful experience wilh

girls appear in commercial films used
during the racing events, and appear
al the Garden State Track regularly
for TV guest interviews on WFILTV,
Hornung feels now that its heauty-
contest formula of using local talem
thowever. making sure to get a signed

odverlising on lhis stetion . . firsl os monoger of o Columbus

department slore ond now os head of his own business, He soys,

‘We find thot o small business con end does achieve remarkaoble

release in every case) s an effective

resulls en o minimum expendilure for odverlising Further, we

;1:|;1]11.1!iun of the formula used so
effectively in New York }I_\ Laehmann
Brewerics.,

aperale in the qualily field oend find WBNS well odopted to telling
our ‘Quelity” story™ .
WBNS.

« + Yes, sales in Central Ohio are spelled

COLUMBUS—-Srme copitel end

the indusirial, cullural and business cen-
ter of Ceniral Ohia.

A capsule form of the Hornung type
of Dbeauty
;_'mn] eflect ll} the Atlantic “I'l‘\\ili;.'

comtest has been used to

COVERS
CENTRAL oH\9

AN

N
D
\

\

Company of Chicago. As a promotion
stunt for Atlantic’s Tavern Pale brew.
the intermission time during the Madi-
son Athletic Club wrestling matehes,
sponsored by Atlantic on Chicago’s
WON-TV. was turned into a scarch for
“Missz Tavern Pale of 191977 Starting

in early February of this vear. the con-

POWER 5000 D+1000+N CBS
ASK JOHN BLAIR

20 JUNE 1949 6l




L immediately sent oot another
teh ol cards o the matling hist ol
L CLOrTOus Sponsur, The headlin
YIPPEE!D Ol R CGORGEOL =

Gl NWOEN 5 AND SIED LK
1O NEET YOU!” 'The card went on
too =av that the sponsoring tavern was
throwing a party for the winner. with
{rive orchids for all the ladivs. and free

entertainment. The “Nhiss Tavern Pali
of the Week™ would be there i Persom
toomeel her lans, ete. ete.
I'he actoal menrred  all
Vlantie™s contest. which is

on WONSTY L are pe-

CXPenEes
drothipd an

<l come stronge

SOUTHWEST VIRGINIA'S

]:lli\il_\ ~mall lHI\-iuII'r'-] lo the tre-
moendous amount of lacal ;1-w| will.
imcreased  program ratings. and sales
promotion value of the contest. By
||1'-r|||-'li:|: ;s|i,?r'= for the contest. as
il 1t were a running give-away show,
\tlantic has lined up a prize hist for
the winner (two-week lt'llp to Holly-
wood. a TV sel. a

watch. a

diamond  wrist
.|&If ket.  ete.)

which heightens feminme interest in

].|;i!ir|.l {ox

the contest without appreciably raising
the costs,
WGN-TY

conlests on a suslaining basis. sueh as

has staged other Leauty

£041€€/% RADIO STATION

23

of continuous service to Roanoke

and Southwest Virginia, and our

20th consecutive year with CBS.

WDBJ's potential audience is over a million people who

can spend almost a billion dollars yearly.

=2 1924—1949 &=

CBS - S000 WATTS » 960 KC
Owned and Operated by the
TIMES-WORLD CORPORATION

ROANOKE, VA. g

FREE & PETERS, INC., National Representatives
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those at the Chicago Tribune’s Out-
doors Show. and has found that they
are lop promotion deviees for the
WCAL-TY in Philadelphia
last vear televised the ety finals in
selecting “Miss Greater Philadelphia™

station,

to appear in the “Miss America™ pag-
\tlantic Citv. KGO-T\ in
San Francisco is planning 1o look for
a "Miss DBav Area
June as a promotion stunt for the Bay
\rea Industrial Exposition. Other sta-

cant  at

Television™ this

tions and other sponsors all over the
country have TV beauty-contest plans
in the works,

~everal other TV spunsors are 1I'-i|1l'_'
a “beauty” idea of one sort or another
on a comtinuing hasis. The Chevrolet
Dealers of New York have been fea-
turing the “Chevrolet Girls™ (Evelvn
MeBride and  Athabia Ponsell a
brunette and a blonde). dressed alike.
and aeting  as Tassistants” 1o (uiz-
master DBud Collver on the dealer-
:-lunll-nil'l| Winner Take All on WCBS-
I'N. The girls also appear (always
billed as *'I'he Chevrolet Girls™) in a
series of summertime film spots for
Chey rolet.
~eries of weather =polts <hows the ;_:il']\
at the beach watching the sky eloud
over. then jumping inmto their Chevivy

One typical film in the

comvertible and  putting the top up.
while the narrator gets across the point
that the weather the nest day will be
cloudy and rainy. S0 closely identi-
ficdd with the avto firm are the two
girls that their appearance on the TV
sereen virtually amounts. as does the
appearance of “Miss Rhemgold.” 1o a
subtle commercial.  Also like “Mliss
Rheingold.™ the two girls are models.
hut they were not selected t-_\ a econ-
test. although  the
group in New York is mulling over

Chevrolet  dealer
the idea with its promotion-conseious
ageney. Campbell-Ewald. for possible
use this fall.

Mehesson & Robhins. as a summer-
time promotion for their Tartan Sun
Lotion, have been using a top model,
Cindy Cameron. as the “Miss Tartan™
in a =cries of warm-weather TV film
announcements mueh as the “Choyvro-
let Girls™ have been featured. . Loril
lard Company. makers of Old Gold
cigarettes, has carried the identifica-
tion idea a step further and uses a
“dancing package™ idea. in which two
large-scale mock-ups of the Old Gold
[1[1!']\.‘[_1.‘!' dance around on the slage.
with twa pairs of very shapely legs
showing, This deviee 1= used during
the Lorillarvd portion of the Thursday-

night ABC-TY Stop The Vusie,

SPONSOR




The animated trademark idea has |

bheen worked out with a |n':1|lt_\ thene s y \\‘ - \ '
in TV by Bonafide Mills. lne.. 1o sell poeverigey. \ : . v
the firm’s Bonmy Maid Linolewm.  The =

' ] S ‘e \
commercials  on Bonafides  show, 6 \ "
Benny Rubin’s Theatrical Ageney, tele- ~ % \ .
cast on NBC-TV. feature three identi- / \ a5

t'ill'lll”l\illj_‘ l!llIl'-l'_\i'tl IIIUI[(I(‘-, lII'!"\.‘f-l'il

- (\g
aewt®

in Scoteh kilts; who do a singing jingle
as the “Bonny Maids.”  The three
girls were selected after the usual *dif-
ficult search.” during which the cliemt
and the producer. Charlie Basch. re-
ceived some good publicity, The girls
add interest visually to the commercial.
and serve as a constant reminder of the
company’s trademark. established after
long years of steady advertising.
There arc a few pitfalls for the
sponsor  considering  the use of a
“heauty™ idea in his TV commercials.
In the case of amateur In‘;ill!_\ conlesls.
a release forin is a must. regardless
of the willingness of contestants to ap-
pear. Al all times. the idea must be
in ;lnml taste. since there are uo “run-
\\'ﬂ_\.““ in TV studios. If well-coneeived
and  well-promoted,  the  theme  of
beauty in TV ean form an integral
part of successful TV selling.  « & «

SPONCSOR IDENTIFICATION

(Continued from page 1)

the metropolis run ahead of the na- N A s H v | L L E

tional radio SI figures,
There are specific rules and regu- THE KEY_ TO DEALER ACCEPTANCE

lations covering programs obtaining

lush identification figures.  The top
programs average 5990 higher in audi-

: 5, Start out from Nashville in any direction.
ence rating than all shows. They are

: ! ok Stop at stores of all kinds anywhere
mostly variety or audienee participa-

: - o along the line, for hundreds of miles
tion (quiz) programs. They eost, on = ; :

O s S 2 e o B along the radius. Check the inventories
Hn d\l!nl?i . 2. ¢ more Lthan other Illll- X 4

grams on the air. '|'|||-}' have been against the list of WSM sponsors, and
on the air twice as long as the aver- the over-the-counter movement of WSM-
age program. They use 60 more advertised goods. That will tell you the
product mentions during a broadeast. story of this station that helps sell to,

They distribute the product mentions and then helps sell for merchants who

lIlI‘nlI;_"hlllll the progranmni. w ith a mini- serve millions of Central Southerners.

mum of five minutes between eredits.
They advertise products that are im- The merchants know why, too. [
pulse or daily-purchase items.  The

: : Implicit confidence, based on 23 years of
i“l\'l']‘l ISers :‘:ill'llll Ill'ill'l_\ Lwice as |I]U'l'h

: . experience, in every word that is uttered
money in magazines, newspapers, and I h I
other media than the spousors of pro- o.ver our 50,000 watt, clear-channe
grams al the low end of the Sponsor signal.

Identification index. They don’t shout
“buy.” they just endeavor to sell with

reason-why copy. S
High Sponsor Identification sn't the N )

entire answer Lo intelligent use  of
broadeast advertising.  There's still the

p : Sa 50,000 WATTS + CLEAR CHANNEL * 650 KILOCYCLES + NBC AFFILIATE
lll‘ullli‘lll of “does it sell?

« « %

HARRY STOME, Gen. Mgr. + IRVING WAUGH, Com. Mgr. = EDWARD PETRY & CO., Notional Rep.
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GALLAHER

"tid focnadit s ot~ o1 J:bS

1 /! veenrehines ol
Loy mranaee bands of the day

\ t dl ateed over W IO,
WONE ot 10:30 ., i desiened (o

hese e
s airidd om

| (WL

calihy one who doesnt wanl to

wadl upr b 1 oelock news

W il

W I||I

Gallalier  has n'-;-"l‘.m"r.iui

vilrions  shows  amd  tome =prols

over the wears. they have stk con

<i=tently to the |1|||n-ih-1-- ol ainme

cach program al o specifi auddiene

and |'.[.l}\l|i_'_' i o
b ey

a specthe selling
*r\l\l- ]ullli\\n'-l a |n--|i|'\ ol

Lalent and <tation-buh

usie slation
<hiows=. They feel this has paid ofl
their D mg able 1o localize broadeasts

Radio aceounts Tor abomt 307 of the
hndget.

As soon as Woliver oot his feet wel

total advertising

i radio he set abont making the most

of .\ regular CRINpgn of news
altention 1o the

Window and

tunEistemn iy

paper ads il

srant lineup, miterior

displays [eatinee the items
Iyring p|u:-_:_‘-w|.

Special - promotions  are carefully
badlt aromd a central theme and co
ordinated moall media. An |'\:1m|;|1 Is
“Life Lines At Galla-

promotion  featuring  national

the week-lons
her's”

brands advertised in Life and carried
by Gallaher's,

|_||i|'_'-_-r‘|] the ]llnllllﬂlilnﬂ _-_'1'||l'|':l”\ ]nlll

Radio copy wot anly

tiedd in =peeth ]1[ru||l:|\ ivolhved in
their cooperalive r.'IJIIllili'_'ll.

Radio copy s also tied i with news-
i:.‘l[lt'l .'l]|-| -||l||i||-IH'..' .-]Il'l'i:l.‘r—.
Weekhy illastermed hulletins are sent 1o
Callaher  elerks wirek 1o |-\=w-|,|

thent informed.,

LIt =
l'.'!"ll

Fheve is no sel =chedule of lr.‘ll!ill-
PatliE sponsors, siee the nnmber ol
avnonncerents alloeated o the |l|tl|{‘
net ol any one |lr;|J|H|-.'I1'I|II|'I li:';n'luL
Li|u-1| 'I!J:' amonnl ol money I ||Il 1=.‘{]'-
trenlar cooprrative flli\f'ili‘lllifl fnd.
Thus hoth the nomber and dentity of
Gallaher's

l‘.lllllrl|r.'l|-'ll" SpOnsOrs

climee Trom month to month, The

commereials  usnally abont 125 words
ol partieipating  manulactorers an
~chednled fst

ol [ the Ferann e

Gallaher u=es Tor it
commereil e,

(NIt ¥ (e ltonmrs ol radio a
work beamed al honsew mnves, hnshands
old=ters, v esler s el Hrew o up

frovmn 1l mall Lieemminge | cacrh

EHTTEY!
mew  andienee racho bronelt anto the

‘.'|||'|||'! mn II'-j:Ifl 1= ||'-|-1'~'|- 1o AN,
{. \\\'l!i"l-' '||| 1 [} '1'|| L] . .
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SUSPENSE

Continuned [

-

S R Y

cess with dastime
]-i-lrwl-. \s

wdentiheation of audienee

Feda=ii= [.:l !|!|r: =Lt
WOt soon  as  Lh
and hero 1=
u=ually in a matter of a few
les<. the “threat”™ 1o the

hero mmst e made clear to the

---r|||-11'1|.
minules  or
audli-
erce in terms of what its implications
are for the hero. This can he a toughie.
<since the |r.l|}= ol least resistance is Lo
build up the threat quicklv. then relate
it o the until the
threat 1o the hero usually something
drastic. preferahly

lu'ln, Itois il

murder i
clear that the Tactor of “suspense.” as
CBS" Dr. Wiche. coes 1o

work for bhoth the show and s Spo

defined iy

=0)r.
IF'rom  that poant. the show, 1o aet
it= besi

ill"\‘ll(ll]}\

reaction nist
through the plot thread.
closer 1o the

hero, until the elimax 1= reached. A

SCOres. e

bringing the threat ever

deviation Tvom this straight line. the
fndings showed. just pulled the reae
tion down, This is not trae of soap
uperas and most “familv™ air dranias.
with  the
stories like Lon {l’r.‘!:_{_"f. P}I“l-“ll]ll:\.

l'\l'i'|=||i-[l ol |JI.|Ii' d:'linu
pastoral scenes. romances for their own
sake, amd
have no |I];|r'|' in shows of the R LA
Chs

||.'|Hum|l||~1 has offeved the following

other Diterary meandering

aenre, research  executive Tore
opindon u this respects A show of
the Suspense variely and many rcadio
r“\"l"l'\ |II'IP:I:1III‘ IH :_'n'll"l':i| Illl\"
with  the

F ilr'1 1.

much
‘;ll'r'l\

absolute

Connon aneient

theater. tragedy was

tragedy . moving  without a
"!l.lll;_'l' -"F illii'i lll!lll Liy I1‘ r'u|]1'}i]=‘||i|l.
The imilll toward which the l'lu|

moves is the climax seene. As a resnlt

of it findings 1o the carly Suspense

study. the CB> Research Department
recommended: “A elimax scene shonld
vather the |:I1]| threads together in
such skillinl seenee that u!rl_\ with
the l'lll-irl_’_' lines of the scene is the
tension  actnally  and  conclusively
Then. the story ~hould end

Cns

li'il'(l-r'r'.”
tnmiediatelyv. recommended
Rescarch.

Yo research s |u'|f1-.~l, \n u-\:|t|||-ir
ol the

research showed np o the 1912 -

Jiotteamines ol |iu;|“I.Hi\‘

tes of the Program \nalvzer regard-

g Suspense, \noextea guestion was
tossed  into the ']nr--liunn;l-lrr. o an

attempt o diseover how muche of o

dgeady  diet of  masteries  the ]h’lru'}

,1|,|||]..-|__ l'.-jilll -I;r||1| I it urwrin_‘.'.

Forty-four pereent sand  they wanted

madle
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only one per evening. 33 =aid they
could stand more than one. and the
remainder were indifferent. The ques-
tion was just too broad to have any
real significance with the limited size
of the panel. That the hstening audi-
ence can definitely  stand mystery
listening in big chunks has been proved
by the “block programing”™ of mys
teries on Sunday afternoons by Mutual.
on Friday ABC. and In
the high rating that these mystery
“blocks " have gathered.

By 1944 most of the above story
findings and reactions o component
parts of Suspense were in operation.
'l'ht"\ had been turned over to the Pro-
gram Department. not as iron-clad

nights by

rules, but as a guide that producers
were recommended 1o follow. using
their own talents to do =o.

In 194} Suspense again was tested.
The show at that time was using a
disembodied narrator of the W histler-
type called “The Man In Black.”™ It
was an experiment of the Program
Department. which felt that a narrator
with a =epulchral voice would heighten
the Gothic flavor of the Suspense
scripts, The narrator drew a sharph
unfavorable reaction with the panel.
which said later that the narrator did
not emerge as a personalitv. and did
not move the story line forward effec-
tively. Although the device had been
used. and is still beiug vsed. in some
cases cffectively. the listeners found
they could not focus on the character.
dre to lack of integration and establish-
ment. The narrator idea was dropped
soon after the second panel test. \Also,
the Research Department urged that
flash-backs be avoided. if possible.
since their use tended to throw the
listener off the straight and marrow
listening path that led to the climax.

A third listener session was held
in 1945. The reaction level for the
storv was now considerably above the
average. A few of the recommenda-
tion= made previoushy had to be
repeated (research men generally have
to fight an uphill battle to show the
practicality of their findiugs). since
the panel felt that the plot dragged
a bit when the action was slowed In
too much circumstantial detail. and
also felt that the actions were not al-
ways in keeping with the characteriza-
tion of the people performing then.
By this time, the format of Suspense
had pretty well jelled. The opening
was short and to the point. moving
quickly. after setting the mood. into
the story, The first act was short
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Goldfield (IOWA)
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rich lode in

whether your
rich farmland
strial terrain, cast a
calculating eve WMT-ward. We've
staked our elaim to Eastern lowa—
and Goldfield is only one of the hun-
dreds of communities in WMTland
that mean pay dirt for WMT adver-
tisers. Add 'em all up and you get
an impressive 1 I of 1,121,782
people within our 2.5 mv line.

Cash farm receipts for lowa led the
nation in 1948; value of manufac-
tured products exceeded $1.8 billion,
There's gold in Goldfield and the
whole of WMTland! Get a lode of
the details from the Katz m:
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Managing Director
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"AMERICA’'S FINEST
WESTERN ACT"!

The Texas Rangers, Amernica’s

greatest western act, for many
years stars of radio, sceeen and
stage, now are starnng in their
own television show on CBS-
Los Anpeles Times station
KTTV cach Monday evening.

The Texas Rangers transcrip-
t'ln[}m used on scores of statons
from coast to coast, have
achieved Hooperarings as high

as 2/

Advertsers and stuons —we
have a new and even berter
sales plan! Ask abour it!

ARTHUR B. CHURCH productions
KANSAS CITY 6, MISSOURI
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building to a chif-haoneor. then pieking
up again for a long second aet which
{ 'li:-]-'il'il the =tory.

Suspense wenl bhelo the ll.‘ltn']
zeain i March, 1918, for the Tourth
tinec. This test was made specifically

Lo determine the efficaes of using a
one-hour Cinstead of Sammute) for-
mat. and also to =ee how a week-to-
\\""!’\ ll'lll\ \‘\‘If“l"lli““‘ |‘.'|ll‘l|'t "{ ©ere
monies would work out. |lis relation-
~l|i|| to the show would be |u1|_'_!|||_\
that of William |\4‘i:,'|1|r'_\ to Lux Radio
heater or Ronald Coliman 10 Favorie
Story. s parvallel  the mystery field
was elose Lo the part of “Ravmond™
Ihe panel liked
the show it=ell. the concensus being
that it “ereated and maintained  the

feeling of suspen=e.” but was too long.

on dnner Sanetum.

However. the master-ol-ceremaonies
~eleeted o
the part was Robert Montgomery. the
Gl aetor.

idea didnt fare as well.

[ nlike Colman’s function
on Favorite Story. for example. there
wias no integrated reason for his heing
the host. no feeling that he was the
inevitable choiee for an mevitable role
in the <how. The positive criticism
stressed Momtgomeny™s ability  as au
aclor. the necative critici=m revolved
around his funetion on the program,
Sinee any altempl o it a master of
would

ceremontes  anta the  format

have  meant  a  wholesale  jugeling
of the carefully-worked-out .""H\J[u'n_w
structure. the wlea was lllu]lln'!}. As
far as Suspense s concerned. CBS s
conlent o

string along  with  the

Shakespearean wilage of “the play’s
the thing.”
Suspense  was  spousored by the
Roma Wine Company between Decen-
ber. 1933, and November, 1917, The
1915

Suspense panels i 1911 and

revealed ~ome significant findings =
Lo the influence that Roma commiercials
had un listener enjovient of the entire
show. The panel showed. fur one thing,
that the hest ir!.‘lr'r' for the eonumereial.
onee the story was serioush unde
way. was al a logical “aect hreak.” In
Suspense. this meant putting the first
commereial a pomt vonghly one-thivd
of the way nto the storv. where “the
hero is hanging oo o cliff and the
villain is heating his fingers with a
maller.”

By doing this. the interest in the
story continued o pile up. aceording
o CBS Research. until the “level ol
approval™ in the findings jumped 1o
g an‘;hm level onee the ~tory gol under
wav  again.  There was. however, a
slhight eateh,

In order to keep from swinging the
line ol disapproval of the rogram
\nahvzer's findings too [ar down dur
ing the commercials. they had to be
made to fit the tense mood of Suspense.
The listener had to be <ort of cased into
the conmmereial. then cased back out of
i, N eold, straieht commercial tended
to break the mood too =|].‘1I']|!\.

When the Eleetiie

pany bought Suspense in July. 1948,

Nuto-Lite eoni-

alter having had a none-loossuecess
ful run with singer Dick Havimes Le-
tween the Tall of 1945 and mid-1948,
(Newell-Ermetn
felt they had an answer 1o this prob-
lem of the

necessary for Suspense. The eommey-

clienmt and ageney

havmonized  conunereial
l'i:l] l]li'\' |IIHInr~l't| \\ll|||ll lu" 1|l;l||1:i|-lt'
in form. and would consist ol some
dialogue between a typical fatherv-and-
=11l -In-- -'lll'l \'III"HII.- ]H'H|ri-' \\’ln l]r'i'll
Vuto-Lite products | firemen., filling-sta-
tion altendants. ete) oy rilli:'L aela-

way in their cars, CBS was a hule

SERVICE

DIRECTORY

V. S. BECKER
PRODUCTIONS

Producers of television and radio pock
oge shows Representing talent of dis

tinction
562-51h Ave., New York Luxemberg 2-1040

Directory Rates
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leery of the idea. since no advertiser
I|;|||I,~a||;_';_'i':-ltﬁ the wide use of dialogue
commercials on a mystery program.
For the fifth time. Suspense was pul
through the paces of the Program An-
abvzer at CBS on 15 July. 19486, the
week following the first Suspense radio
broadeast Tor Auto-Lite. With the pro
eram’s format <ct and the story portion
of it typical of the tight psychological
|l]ul:= that had been |)I-:\'l'l| cffective
past tests. the interest level was high
throughout the story portion. This was
o particular surprise at CBS: it was
more or less what 1|||'_\ had l'\|ll’i‘li‘li.
Bul the test was primarily to deter-
mine the efficacy of the commercial
form being used and the effect of the
mannct of presentation on the listener
pancl. 1t came as a mild surprise 1o
CBS 1o see the fairly good rating it
aot. The short opening dialogue. which
came in cold. aflter the opening line,
for a page or so of HL'I'i|ll 130 seconds
usually 1. drew a plus-12 in the trend
line of the indings=. This was definitely
favorable. The second dialogue com-
mercial. which came at the end of the
first-act clifl-hanger. ran for a minute
or so, and drew a plus-one. It ended in
a short. montage-like series of men-
tions of the various leading Auto-Lite
products. punctuated by musie. This
was straight selling. and 1t rated slight-
v lower than the straight dialogue
commereial, which continued the arig-
mal discussion of Auto-Lite Sta-Full
Batteries that had been going on he-
tween father and son and their neigh-
borhood fireman.  The closing com-
mercial came after the curtain line of
the long second act. Being somewhat
anticlimactic. since it showed the fire
engines roaring out of the firchouse to
the accompaniment of much ringing of
bells and roaring of motors. it drew a
below-average score of minus-eight.
What helped to pull it down. and the
point at which disapproval was strong-
esl. was an Auto-Lite musical jingle
which had been worked into the tag
end of the commercial. The
members didn’t Like this at all.

panel

In the final recap. CBS discovered
that 237 of the panel liked the com-
mercials  “hetter
thought they were “about average.”
and 90 thought they were
than most.” Only about 1070 of the
panel members felt the dialogue com-

than  most. GH

Tworse

mercials interfered with their enjoy-
ment of the show. and more than twice
as many said they thought they added
to their enjoyment. Comments stated
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that panel members felt they were -
“fitted  well
The negatives on the jingle,

teresting” and into the
show,™
a surprise o both chient and CB>.
were mostly that it was “irritating.”
Srepetitious.” aud “didn’t suit the show
or the sponsor sinee it lacks dienin.”

Newell-FEummett s
scarch. Gerald Tasker. nade a panel

Pirector of  Re-

study of the first three Suspense hroad-
casts under the aceis of Auto-Lite, This
was a questionnaire-ty pe =tudy, which
Wils TIIEH]I‘. I-lII l]ll‘ pruyposes lI[ ,-|r1'i'l1. m
the New Yaork The  question-

naires were designed to get a reaction

arci.

1o the show as a whoele ad 1o the com-
wercials in particular. and 1o parallel
the findings of CBs Re<carch, Like the
latter. Newcll-Emmett’s <howed a lot ol
negatives ou the musical jingle in the
closing commereial. and added greath
1o the decision to drop the jingle, Also.
the Newell-Enmuent
showed that 807,

ranked the dialozue connmercials i the

lu.mrl"- finddings

ol its memhers had
“r\n-”r'nlvll|—4f:mu|'- cateeory.  which
backed up the CBS study and showed
ageney and elient they were indeed on
the right wrack. In facl
the dialogue commercials was 50,

reachion o
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in the Big, Able, and Eager-to Buy
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Misher on the third <how than it was
on the first,

\= a resul the dialogue commer-
crals on the netwank radw veorsion of
Suspense have staved there, The jingle.
easy Lo integrale inlo a music or eome-
eihyv show, but difheult for my<teries,
ha= been eliminated.  That the show is
now doing a good selling job for Auto-
Lite, something the Program Analvzer
cannel prove, i= =hown i Aato-Lite’s
iereased sales and dealer enthusiasm
for the <how,

CIS now llll‘[l‘l‘ to bild P its awn
|l.|~']\:lj_'w! programs, nol das Suspense
was bl by improving it constanthy
while it was aetoally running on the
air, but by welescoping this method
and developing hows throngh testing
them to the point of highest approval
before they are olheially launched on
the network

ol prre [i'*-lill"_‘ has now

Mthongh the machimery
moved “hehind
remains as the

the scenes.” Suspense

highesterated  nivstery  show i radio

o prove the point that programs don’t
reach the upper vating brackets In ae-
cilent, It is more often than not the
application of veseareh fndings that

wel= and 1\1'1"1— them there. « o

MR. SPONSOR ASKS

1Continued from page 39)

hased on this principle. But still there
i= a lot of hlue ~L) |tt'ilt;.1 salil on AM
l”ll'u-
within
the nighttime fade-free. inmterference-

stattons to theoretical listeners,

retical bevause they are nol
free serviee range of an AN station
advertising a sponsor’s product,

The time has come for advertisers
and agency people to wake up 1o facts,

FAM as an eflicient mediom Tor national
advertising. Wineiaw E.Wane
President
FM Assoclation
Washington, 1, €,

FAL Broadeasting

1= alive  today
only becanse 11 s
~o much  hetter
than  AM  that
virtnally  nothing
can hill it. It ha-
sutvividl hoda
IIIII\\:" nllitll
\\nl'llli }l.'l.\t‘ ‘ll'

stroved a system

"PULSE — 52 WEEKS, '48

IN CHICAGO

NBC and CBS had more audience’ BUT . . .
NOT PER DOLLAR SPENT

W-N-D first!
W--N-D third!

560 KC ® 400 N. MICHIGAN AVE., CHICAGO, ILL.
THE KATZ AGENCY, INC., NATIONAL REPRESENTATIVES

in circulation
per dollar

in total audience
6 AM-6 PM-7 days wk
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of less vitality and outstan<'ing superi-
but these blows have hurt. FM.
which should long <ince have leen

oriy

the dominant system of aural broad-
easting. s today onlyv beginning 1o
come into ils own.

I group the assaults on FM into four
general. ntervelated categories,  Firat,
we have had obstroctionism by inter-
v=ts that feared FM as a competitor,
and/or did not have patent control of
FAL

former Federal Comununications Com-

sevond, inexcusable laxness In

missions delaved FM's pre-war start
for several vears and. post-war, nearly
killed it altogether Iy an  unwise
change in frequeney allocation | these
were the same FCCs that left the Pres-
ent FCC sueh an unholy mess 1o un-
tangle in television allocations . Third,
the production and sale of many in-
ferior AL sets: and fourth. advertisers
have not been told the treth about the
inferior coverage of AN as compared
1o FAL

The frequenes changes which erip-
]Jl!"l I'\I r“l' .""l""'-'ll _\l';ll!‘ wiere nr“'
stggested Iy oan engineer for one of
the major networks. The changes were
:-Il[l|mrlnl In the theories of a former
Commissien employvee. which he has
sinee admitted under oath were wrong.
and were made against the advice of
~even of onr greatest seientific authori-
ties on the subjeet of radio-wave pro
pagation. The FCC moved FM into a
for which
transmitting tubes did ot exist, and

wan echand high-powered
which lopped two-thirds from the area
that each station could serve, Then, as
il to add murder 10 mavhem, power
allowed for M stations was <harply
curtailed.

Radio manufacturers. o~ a whole.
didd litle to help the situation. They
woere so slow getting into FN produe-
tion that in 1916 Zenith made more
than one-third of all FNI set- i’i'lltlll-'tl
to RMA. Worse was the oor lfll.‘l“l\
that has characterized mam receivers,
Where masimnm sen=itivily was essen-
nal to help overcome the imitations
pul wn FM transmitting In the 1945
FLA%
poorest ones of preswar,

<ets were worse than the
With

sensitivily came also poor all-around

(IIHTERY
l"\“l
performance  two vears ago a reallo.
cation  in channel  assizmments was
forced Iy dnabilitn of some receivers
Lo separate close-together FAL stations,
same of the poor sels resulted from
poor desien and  production: others
came  from  manufactnrers al-
templed Lo engineer around Armistrong

I'NL patents,

W llll
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There were. fortunately. o few manu
factorers who put honest quality into
their FAL and who began developing
first-class sets in lower-price brackets.
Nevertheless. when we tested 16 con-
peting makes of sets carly this year

we made the appalling discovery that

their  average  sensitivity  was 100
nicrovolts.  That is terrible  in our

post-war production we have had no
trouble producing sets that averaged
more than three times that sensitiviny
(from 30 to 35 microvolts).
ll'll)[}l‘l:"- wWe are now ilﬂl'{ll]{'t’illg wWe anre

On new

]ml:liug Lo an average of less than ten
microvolts, ten times the sentivity of
the 16 competing makes we tested.

The trouble has been that too many
advertisers have judged M by poor
FM  receivers: that too many  sel
owners have failed to receive the ad-
vantage that FA offers: and that too
mnany M broadeasters have been too
dl‘sptrrall('l_\' concerned abont l]!mlllil}
ol FM sets in their area to wonder how
well their station was received on all
makes of sets.

IF'AM would be much further
as a wational advertising
advertisers really understood what it is

along
medinm i

they buy in radio broadeast coverage.
They buy on the basis of AM coverage
maps which are frequently. so far as
nighttime coverage goes. as fictitioes
as the tales of Paul Bunyon.

When the sun sets it drvops a blanket
of interference around every AM sta-
tion except those on elear channels.
and these powerful outlets are unable
lo cut through the static that prevails
for much of the year through mam
large. populons areas of the country.,

Ed Kobak. when president of Mu-
tual. summed it oup by saying that
broadeasters in many areas have heen
selling “blue sky™
said that Mutual covers more families
al night with its 160 M affiliates than
it does with all of its 500 AM outlets.

The trouble with most of
live in large cities is our tendeney 1o
take for granted that if we can hear a
vari(‘l_\ of AM programs the rest of the
country can do the
the case. Zeuith has several distribu-
tors who sell FM at a rate to make
vour hair curl for the simple reason

too long. He also

us who

same. Such is not

that FM is the only way some people
in their territories can hear some net-
work programs at night.

Advertisers have not been told that
many network stations could reach far
more people through their FM  affil-
iates than though the AM outlet the

20 JUNE 1949

but it 1= a lact. The
reason is very simple: many of these
M outlets little as 100
square miles alter dark, hut i some
arcas have an FM alliliate that covers
FO.000 square miles in which surveys
that 23 o 307, of the 1II'IIIJII'
owit M veceivers. and can get aceepl-
able radio service only on AL The
nran who binys a network withouot look-
= celling in the

advertiser buy =

cover s

:"I!.U\\

ing 1o see what he
way of FM coverage is very likely huy-
ing some of the “blue skv™ Ed Kobak
mentioned.

FM is stll far
national serviee. but it is making giant
strides. AL Droadeasting is vapidly
improving i variety amd quality, with

from being a truly

a growing number of important “ex-
that cannot hie heard on AM.
In Chicago 1oday, fm example. the
cood M st can hear
more programs hetter on FM than on
AM: believe it or not. without an FVI
sel a Chicagoan cannot even hear some
of the best programs of the Awmerican
Broadeasting Company,

FM s moving ahead very rapidly.
Zenith’s new  supersensitivity  has re-
stored 1o FM stations a large part of
the coverage they  lost when FCC

kicked FN upstairs,

(']llsi\l‘:‘

owner of a

CONSUMER MARKETS

Phat's what one agency man =ay=of o visualize the

MARKETS,

SRDS CONSUMER

dominant =y stem

AL i abeady the
ol aural bhroadeastine i some areas.
.illl"-(' aAreis \\i“ |'\}..1r1|| ili ~i/|' illill
numher as  increasing  quantities of
super-sensitive FM receivers are owned
hebieve it to he only
a question of time uutil AM is re-

placed entirely Dy VL excepl for a

|1} the |||||||i(',

limited  nomber of powerlul. clear-
channel AM stations W serve remolte.
sparsely-popuolated  areas,  Even these

arcas may be served more elliciently
and cconomically In short wave,

AM coverage is mueh smaller today
than it was four vears ago when the
first of a thousand post-war AM
tions added their interfering solees Lo
the nighttime bedlam.  FM coverage
is growing at snch a rate that more
than  100.000.000 peaple live within
the arca of a goad M signal.

Today there is not even an approach
to national radio coverage without FM
to Al in the blank areas where AM
cannot render good nighttime
It will not be many vears until FM

alone will reach more p:-r-p]r than AV

Service.

alone has ever been able o,

E. F. McDoxawn

President

Zenith Radio Corp
Chicago P

is a GOLD MINE

of market facts

arcas of interes
1er v,

And hundreds of other ageney ac-
count exeentives, media and market
men, consumer product sales and
advertising managers say thev're
CONSEAMER MARKETS
a most reliable and complete sonree
of marketing data.

finding

h covers all countics, fl cities and
towns with datly newspapers and
or radio stations, afl incorporated
urban areas with populations  of
5000 and over. lts market man-
for every stamte amd for every cin
of 250,000 population and over help

Besides, in the Service-Ads® of
nany individual newspapers. radio
stations= gl other consumer media,
vou fod additional qualitative n-
formation  pertinent 1o the proh-
lem of how 1o cover marketing
areas of specihe interest,

Be sure 1o nse SRD=s CONSLMER
MARKETS whenever vou need in-
formation on any local marker in
the U, 5. qthe 1. =
Canadla, or the Philippine Tland-,
The new amd Turther dmprosed
19491950 Edition. to be published
september 1oowill give vou, alone
with 1918 estimates, the mosl re-
cent data obiainable from the U S
Gov. and other reliable sourees,

Prisseainns.

Minois

CONSUMER MARKETS

Publizhed by Standard R J v, e,
333 North Michigan Avenue, Chu:ago 1,
NEW YORK ¢ LOS ANGELES ¢ SAN FRAXNCISCOD
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Rumors won't change the record

This i~ an era of rumors and prog-
nostications concerning hroadeast ad-
vertising,

\rlll ll"-’!! NEW,. VHEes 2AerY ll.‘l_\. halt]
'ii! Wi,

Much of what

do credit 1o Fantastic Stories.

we hear could well
Much
of it hreeds confusion and uncertainty
in every segment of the mduostey. in-
cluding the oflices of advertisers and
their agencies, It warps good ady er-
ti=ing  judzment. It harts radio and
television alike,

Son toall huvers of advertising, we
alvance this suggestion: examine the
faets.

For example. the new-found  rumon
Vetually .

there i more radio listening

that radio 1= losing cronnd.
oy
than ever belore.

Then

cinntor that elevision spells the death-

there is the also new-Tound

Applause

BAB makes a start

Nocmatter row neh talk theve has
Lieen about the National Assoctation of
Droadeastors taking a more aggressive
attitnde toward the commercial side ol
vadio. there has <till bheen o great deal
of finger-crassing by advertisers, agen-
eiher <tations,
Pl fiest prool that the N A com

veretal switeh wasnt just hip o serviee

.I.I'1l] "itn I-\

i~ the Canadian coveriment’s .'linfllf.]:}-
attonr of o token =35.000 Tor travel
iy eyle=ene I~ o =mall il ol the
ver-mllron-dollar - buadoet  wlizeh the

70

I\I'Il‘” n{ l.‘ll“rl.

extslenee o

Does the
doom

Ridienlous.
HeW=papers mag-
azines?

Vetually. radio is the most profitable
atlvertising  mediom  available.  The
record 1= bulging.

Nothing has happened to the result-
ibllllhll -III_E_' |m\\|'!' n| I"'u!i-'.

Vi rumors won't change the record.

TV and profits

Nine vears of In]l-!:l'llf]l n}:t't';llilln
[RT] 1'HIII|-II'|I'I_\ remove from the mem-
01y the i|.‘|_\- when radio-station nper-
ation wasn't a cold mine. I wasnl
too long azo when more than hall of
the nation’s stalions were running in
the red. when stations with nation-wide
repulations were happy just to break
even.

It isn't. therefore. oo .-II||r|'i,-i|1;_' 1o
di=cover that with | lr-hiiril\ three excep-
tion= all T\

money each month

broadeasters are losing
and that the TV
networks are piling up red halances
that presage o dividends for <tock-
halders for years to come,

TV holds but one magie profit lure

and that’s Tor advertisers. Using il
intelligently can bring dollars for pen-
nies.  [Us doing that daily even now,
[ sing TV without Hair or withent an
vnderstanding of its place in the adver-
tising world can mean money thrown
away. As an advertisine medion. TV
is here. As a business designed 1o
make money for investors, TV has a
long way 1o go,

Tell the business truth

1= not necessary o have a ]’n”_\-
anna approach moorder o fight the

Canadian travel Innean spends on ad-
verlising cach yearbol its a <tart, The
entire 1000000 was spenl ]m-\i-mJ_\
i Hewspapers and iagazines.

There™s choice time available during
the =ununer months for travel adver-
tising on the air. Listeners” minds fre
quently are. up to the last pre-vaction
mnntes. widecided ou where to go
especially A there's @ car in the family,
Fhos. Canada’s appeal is addressed 1o
vactioners living within 300 nriles of
the border. Stations in this area are
heing ashed 1o rush availabilities to

Coekficld, Brown & Co. Lad. the

There are
plenty of facts which indicate that the

current non-huving trend.

L. > is nol in for another depression,
First. there’s more money in the hanks
ol America than ever before and it's
oney that belongs o the ayerage

citizen. not hig corporations and
millionaires, Second. the |||lr-~i{ii|il} ol
banks closing 1= slight. due 1o Federal
Bank Insurance which protects depos-
it~ up o 35.000, Third. corporations
are nol in an over-extended  position.
and most of them have cut their bauk
loans lower than any time in history.

Radio is ideal for lbeinging facts
home, 1< a personal medivm, It comes
into the home. It speaks man-to-man,
In most cases, its a local man speaking
Loy a ]lll‘;l' i, \\hl'[l iI comes lo news-
casting. There are hundreds of facts
that are good against the few that me
bad. It's time to turn on broadeasting’s
power Lo prove that it can counter-
the

\inerica.

act fear that's slow iu;_' down

Washington wont do it. for there
are =same I'l'})“'?‘l'"lilli\ O -"lﬂli ~enalors
who will profit from the publie having
But radio can tell the
can turn o facts and hgures

a bad time now.
truth
which prove just how good business is,
It doesn’t take (oo mueh lo change a
trend.  Fach the
L. S0 spending 81 more a day would

bnsiness person i

mean fruling out America’s habes-in-

arnt ) STOOLOMLOO0 inerease dailv, o1
SAL.000.000.000 a month.
Let radio tell the business truths.

stafl. as 1t travels around

the conntry. 1= committed o spreading

SPONSOR =

the cood husiness word and having 1l
the that’= hest
equipped 1o do 1 broadeasting.
IU's sevvice in the publie interest,

spread Dy indus=try

aceney handling the account.

Creadit Tor breaking down Canadian
thinking soes to the NAD and its new
advertising subsidiary. Broadeast \il-
vertising Durean. headed by Mauorice
Miteliell. It goes Lo NADB itsel hecause
the fight started belove the BADB came
BAB bhecause
pushing the government bureau into
the final decision was the jn]l ol Mit-

into being, It goes 1o

chell who heads the Burean.

The start has bheen made. BAD has
proved it can carry the tale of how
well broadeast advertising sells even 1o
hide-bonnd sovernmental bureaus,

SPONSOR
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Reprinted from SPONSOR, June 1918

is a unique “briefing™ issue
designed to help buyers of time
and programs plan Fall radio and

television campaigns during the summer

The FALL FACTS Edition

months. It is factual, concise,
compacl, and specializes in

time-buying **tools.”

“For the first time 1 have had the experience of picking
up a publication the contents of which, from cover 1o
cover, impressed me as having been prepared for me
and me alone.”

C. E. Hooper

C. E. Hooper, Inc.

*On my trip to Chicago I used your Sponsor Check List
(July issue) to see how we were doing.”
Joe Lefl
Adam Hats

*Your July Facts issue is the best one of any trade
paper at any one time, You deserve hearly congratula-
tions. | can use a couple extra copies.”

H. C. Wilder
WSYR

“For our money the July issue is a real humdinger . . .
and such an issue will remain close at hand for & long
time 1o come."

E. P. J. Shurick
Free & Peters

“The July issue of SPONSOR is a knockour."

Howard Yeigh
J. Walter Thompson Co.

“1 was gratified to notice the terrific amount of space
that you devoted to spot broadcasting in the Fall Facis
Issue . . . It"s pleasing 10 see an industry paper of
sanding back up our story with facts.”

Wells H. Barnett Jr.
John Blair & Company

OUT 18 JULY—Advertising Forms Close 1 July 1949
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Last ycar, 167 new sponso
(55 of them local) ]ode t

Swi m" to \VHB MorelKans
Clty adx ertisers now use
WHB th.m all othu stqt:ons
combined. In one ycar (1948),
WHB increased its power ten
tllﬂLS. . received 147 % nlon.x?
mail . .I. '1dde to its. coverage

arca 89 new COllntlLS in thru, 5

and a half million new
listeners. 3 '
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