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Baseball ru les the ai rwaves 



This fall Virginia's TV viewers are seeing 

the nation's football classics via WTVR; its radio 

listeners are hearing them over WMBG and WCOD. 

riple hreat 
All three are Havens and Martin stations, known since 

1926 for complete broadcast service in the Old Dominion. 

Only Havens and Martin stations provi.de broadcast service 

to viewer or listener. This is in line with company policy, 

with a record for radio and TV innovations 

WMBG 
WTYR 
WCOD 

AM 

TV 

FM 

and firsts that has few equals. 

These First Stations of Virginia have provided complete 

NBC service to a faithful audience for many years. 

Whether you're interested in radio or TV, ask Blair 

about the stations which serve Virginians. 

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



Crosley launches 
$2,000,000 contest 

Schenley seems 
to drop radio 

RMA will add 
TV to "week" 

10,000,000 sick 
radios will get 

promotional needle 

Meck starts daytime 
television show 

Winchell replaces 
K-F with Hudnut 

Meighan heads 
CBS on Coast 

R~C~IV£D 

N9C GENERAL UBRAR~ 

10 Octobe r 1949 

Crosley division of Avco brought two tons of $ 1 bills, tot a l i ng 
$ 2,000,000, into New York's Hotel Commodore 28 September to prove to 
dealers it really is launching contest with $2, 000,000 of pr i zes, 
for Shelvador refrigerators. In addition, s aid Bill Blees, Crosley 
g.s.m., $2,000,000 plus will be spent this f a ll t o promote contest, 
through Benton & Bowles. Included are two TV shows. 

-SR-

Whether Schenley dropped broadcasting or broadca sting dropped Schen
ley, big distiller has announced it has stopped trying to get into 
radio and TV "for present." Schenley's ad department, however, is 
"keeping matter "under exploration and consideration." 

-SR-

Radio Manufacturers Assn. has added TV to name and scope of U.S. 
Radio and Television Week, 30 October-5 November. RMA will run no 
association campaign, but has prepared spot announcements and news
paper ads for manufacturer use with dealers. 

-SR-

To put estimated 10,000,000 idle radio receivers back to work, RCA's 
tube department is running "radio-repair and tune-up" campaign with 
dealers. It's estimated that 40,000 radio technicians now service 
80,000,000 home and car sets. With 24,000,000 TV sets by 1956 
plus more radios - 50,000 more technicians would be needed. 

-SR-

John Meck Industries, Inc., Plymouth, Ind., sets example to other TV 
set makers by sponsoring daytime, one-hour, four-afternoon-a-week 
show over WNBQ, Chicago. Program features news bulletins, news pic
tures, and time and weather reports ..• WCAU-TV , Philadelphia, has 
begun continued telecasting from 2 p.m. to 11 p.m. 

-SR-

Walter Winchell will get back into the drug business next January 
when he switches sponsors from Kaiser-Frazer Motors to Willia m R. 
Warner & Co., for Richard Hudnut's home permanent wave and other 
hair products ••• K-F is seeking $30,000,000 loan from RFC, re
portedly for retooling, etc., for introduction of low-priced car. 

-SR-

With more radio and TV originations expected from Hollywood, CBS h a s 
"regrouped" there. V-p Howard S. Meighan will be chief executive 
officer on West Coast, with Merle S. Jones, general manager of KNX 
and Columbia Pacific net, and A. E. Joscelyn, director of Hollywood 
operations. 

~POXSOR. Yolume 3, Xo. 23, 10 October , 1949. Publi sh'll biweekly by SPOXSOR Publi('ations I nc.. 3110 Elm. Baltimore 11 , )1<1. Execu tive. Editorial. Circulation 
Otflres 40 W. 52 St., X . Y. $8 a year in LT. S . $9 elsewher e. Entered as secon d class matter 29 January 1949 at Baltimore. :lI d. postomce under Act 3 )larcb 1811. 
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Petry launches 
expansion plan 

BBC makes 
$370,000 "profit" 

501 Baptist 
churches want FM 

Mutual sees end 
of sales drought 

Amoco sponsors 
Margaret Truman 

WCON-TV will have 
l,OOO-foot tower 

Newspaper ad 
linage dips 

Pillsbury runs 
$153,000 contest 

Pope seeks to 
buy WINS, NY 

Du Mont wou Id 
re-buy VHF 
transmitters 

-- -

Edward Petry & Co. has told s t a tion executives of expansion plans, 
i nvolv i ng sepa r a te new TV department under Keith Kiggins; enlarged 
AM se lling force in New York under "Hanque" Ringgold; new promotion 
s t a f f head ed by Seth Dennis, and long-term lease in new building now 
bein g cons tructed a t 488 Madi s on Ave. 

-SR-

Gove rnment-owned British Broa dcasting Corp. reports favorable bal
a nce of $370,249 for fisc a l ye a r ended March 31. Bulk of $33,097,022 
i ncome of BBC - which doesn't carry advertising - came from licenses 
on receiving sets, at rate of $ 2.80 for each radio and $ 5.60 for each 
TV set. 

-SR-

FM Association, Washington, reports 501 churches in Southern Baptist 
convention have signed tentative application cards for low-power FM 
stations. Churches are asking FCC ~ermission to operate in 10-watt 
educational band, now controlled by National Association of Educa
tional Broadcasters. 

-SR-

MBS has signed new sponsored programs totaling more than $2,000,000 
in time. Five new advertisers have joined and six temporarily 
suspended shows are back. 

-SR-

Margaret Truman will be guest soloist on American Oil Company's 
"Carnegie Hall" musical program over ABC on 20 December. Amoco's 
new series (through Joseph Katz Agency) began 27 September. 

-SR-

One thousand-foot tower now being constructed for WCON-TV, within 
city limits of Atlanta, will be tallest broadcast tower in U.S .•• 
WJZ-TV also will move up higher, if FCC okays its petition to share 
NBC facilities on top of New York's Empire State building. 

-SR-

In August, for second time in about four years, newspaper ad linage 
in 52 major cities measured by Media Records was smaller - 3.6% -
than parallel month of year ago. August, 1949, however, had only 
four Sundays as against five in August, 1948 ... Direct mail volume 
currently is estimated about 10% higher than last year. 

-SR-

Contests seem to be coming back strong again. Pillsbury Mills is 
promoting "Grand National Recipe and Baking Contest" with $153,000 
in prizes, on "Galen Drake" show on ABC and in other media. 

-SR-

Generoso Pope, publisher of Italian language newspaper, nIl Pro
gresso Italo-Americano," would buy WINS, 50,000 watts, New York, for 
$ 512,000. Station is now owned by Crosley Broadcasting. If FCC 
a pproves, Pope would have to sell WHOM, New York. 

-SR-

Du Mont La boratories have announced they will repurchase Du Mont VHF 
tra nsmitters from TV broadcasts and CP holders who may be required 
by FCC to cha nge from VHF to UHF band. 

(please turn to page 34 ) 

SPONSOR 
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Kansas City's ONE and ONLY 

0,000 
watt station 

BlOke 

Programmed for Mid -America Audiences 
National Representative - John E. Pearson Co. 

One Doesit-
;;--- , I~I 
in /IIt'rlllmel"cCi' 
ONE Station 
ONE Rate Card 
ONE Spot on the Dial 
ONE Set of Call Letters 

1 

3 
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I ~. Are ad budgets 
I big enough? 

Amm-i-dent 
sweeps nation 

Tailor-made 
transc riptions 

Negro market 

TV commercials 

Beer symphony 

Premiums are 
pulling again 

More calls for 
Philip Morris 

ARTICLES 

Analysis of 69 leading companies shows 
that more advertising could build sales and 
help to reduce other business costs 

~--I 
Pioneer ammoniated dentifrice firm , after 
successful radio experience with other prod
ucts, puts 75% of budget in this medium I 

17 

20 
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A wide variety of advertisers, from autos 
and gasoline to foods and drugs. finds that 
it pays to fit program to market 

Fifteen million of them , with many billions 
of annual income, can be reached with 
programs that meet their interests 

First findings by Daniel Starch & Staff show 
wide range in "liking" and "remembrance," 
with the latter spread from 93 to 11 % 

22 

24 

26 

---- -------

Eleven-year-old "Tap Time" series has I 
helped boost annual sales voll!me of Fort 
Pitt from 82,000 to 1,200,000 barrels 

IN FUTURE ISSUES 

With the return of the buyer's market 
they are riding rampant on air waves 

Devoting two -thirds of its budget to radio , 
PM makes best gains of tobacco's Big 5 

28 

24 October 

24 October 

_________ / ________ . _ __ - ---------/-----11. 

1-

How radio rates 
in TV homes 

Radio works 
for railroads 

The family likes to "listen" to music and 
news; to "look" at comedy shows and drama 

- --------

In addition to network " Railroad Hour," 
individual roads boost travel on air 

- -- --- -/---------------------

Chevrolet 
tackles TV 

Radio shows 
on television 

Biggest automotive advertiser telecasts a 
half-dozen different shows 

The trend is increasing, but a lot of careful 
planning must be done for them 

24 October 
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(a7t,~l WDAY GETS NATION'S 
ql. D 
" HIGHEST HOOP£RS-

MORNING, AFTERNOON, NIGHT! 
/~ 

\' 
\ 

/ ...-
~-

~ 

THIS is not a fairy story ... it's a Hooper 
story: 

For five consecutive months, (Dec. '48 
thru Apr. '49) WDAY had the highest 
Share-of-Audience ratings - Morning, 
Afternoon and Night - of all stations 
in the country! 

What's more, we expect to get it again 
for the ~ 5-month period! 

In addition to this amazing urban superi
ority, WDA Y also has tremendous rural listen
ership. A new hooklet gives facts and figures 
on some typical campaigns over WDA Y-hox
top premium OffCI'S, mail-order sales, and 
mail-pull response to prize contests, The 
number of I'eplies, cost-per-reply and com
parative costs paint an impressive pictUl'e of 
WDA Y's large and loyal audience throughout 
the Hed River Valley. 

Get this new hooklet today! It will con· 
vince you that WDA Y is indeed one of the 
most fahulous stations in the nation, located 
in one of the most fahulous farm regions! 

10 OCTOBER 1949 

NBC· 
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FARGO, N. D. 
970 KILOCYCLES • 5000 WATTS 

FREE & PETERS, INC., 
Exclusive National Representatives 

5 



6 

There are a lot of "FINS" In the 

metropolita n area of North Carolina and 

they're being spent for drugs , foods , autos , 

trucks, fur ni ture , app liances and ra.dios , cloth

ing, hardware, gas , oil and tires , tobaccos , 

cos metics, soft drinks and dairy products . 

You ca n hook on to some of our " finny" denizens 

with WNAO and WDUK in combination .. . 

as sharp a pair of hooks as you ' ll ever find. 

The re's a discount to help you bait 'em , too. 

Ask Avery-Knodel , ou r " reps". They've got the 

fishin ' ground all charted . 

you'll do better with the 

same line ... and 2 hooks! 

'tl ONE NETWORK, ABC 

-:t ON E LOW RA TE 

tl 2 KEY OUTLETS 

NORTH CAROLINA'S LARGEST M ETROPOLITAN MARKET 

4" 'Vest 52nd 
-- -

SEEING vs. LI STEN ING 

Seeing vs. listening article. 12 ~ep
tember is;:ue, is truly remarkable. 
\\ ' ould like a dozen reprints as SOOI1 as 
available. plus three copies o f the whole 
i~sue immediately. Please ad\' i~e cost. 

\\ ' ith each issue we at \\,BS~I find 
more and more material directl) appli
cubIc to our local situation. 

HARRY \\ ' . ~IOORE. JR. 

C omm ercial Manager 
111 B5.U. j\'ew Bed/ord, J/ass. , 

The :"tory, Seeing vs. listening, in 
) our 12 September issue, is the best 
report I ha\'e read in presenting radio's 
side of the sales story. 

I ha\'e written to ~Ir. ~Iitchell, of 
BAB, suggestin g that he print the story 
and make copies available to stations. 
What is the possibility of SPO:\SOR fur
nishing copies of the article? 

Again I '\'ant to thank you for the 
fine stor). This alone has paid for my 
year's ;:ubscriptioll. 

FARRIS E. RAHALL 

E;recutive Director 
WXAR, "'orristolcn. Pa. 

The ar ticle. Seeing vs. listening. is 
delight f ul. 

\\Te use the word "delightful " adds
ed ly because it most adequately de
scribes our sensa ti on on reading the 
article and noting the charts. 

\\' hen a man with the reputation of 
Lazarsfeld throws "de light" 011 such a 
subject, we ha\'e something for all ad
vertisers to sit up and take notice of. 
\Ye look forward to more 011 this study 
in future issues. but right now. please, 
oh please. send us 25 reprints of pages 
30 and 31 if th e) are Hailable. If 
the~ are not. send one. or two. or 
three-whatever) ou can spare. \" e're 
going to make sure they get all the cir
cu lation possihle in our area. 

El' GE:\E D. HILL 

Gelleral d' COlllmercial Manager 
WORZ, Orlalldo. Fla. 

That eeing vs. listening study) ou
all dug up i~ much belO\'ed by our 
sa lesmen. Thing:" likt> that make peo
ple like that swear by your magazine. 
Keep it lip! 

COIn PFA:\~T1EHL 

J)irector 0/ Promotion 
and Press In/orlllation 
wrop, Washinf!ton 

SPONSOR 
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!Jl ~ 1im.tL 1:fJ L:.Uf~ 1pJWL lladio 1:aI1lflL £OALL! 

With some 1700 licensed stations fighting for listeners, it's time we all 
realized that radio talent cannot justify the prices they're asking (even at 
currently lower figures). 

-

]lvL Ifpnitu.ll4-" aJlR, kidr1inrJ- 1pJll! 

You can buy better scripts than you're getting for less money. You can get 
better acting, better directing, better over-all production for less money •••• 
IF you'll get off Broadway and Hollywood and Vine to find it. 

. CfJ.mJL 'fJ 1JuL .. 'Cnun1:1llf " rnul; jind JVlW MJ.uJlnl4,! 
., - - . ' 

Right now, we're doing 16 network and transcribed shows a week for sponsors, 
and they're TOP FLIGHT. Ask Ralston Purina, Frigidaire, Nabisco, Light Crust 
Flour, Jax Beer, and countless other advertisers. 

We're doing dramatic shows, musical shows, and variety shows with fresh, new 
talent •••• sound scripting •••• and "major league" production. We're delivering 
our clients inQreased sale~ for only 60% the costs you're paying on even your 
least expensive productions. 

--

(J1l1l: dJuunaJ:.iL Mww~~ rpL lUlAull~ . . . £oM., ~! 

Take our new transcribed serial drama series II.§~~£ .§pring". It's written 
by a writer you once paid $450 a week. It's directed by a former C. B. S. 
director. And the acting will amaze you. In one heavily populated market, 
"Second Spring" is given credit for a 128% increase in cracker sales. We 
doubt that it's that good; but the sponsor, a national advertiser, swears 
it's true. You can try it in some of your troublesome markets for as little 
as $2.50 per station. 

Radio faces a new day •••• a day of scaled-down costs to adjust to scaled-down 
results. You sell a lot of soap out in the "countryll. Why not build a radio 
show out there, too? 

RADIO PRODUCTIONS, INC. 
MONOGRAM BUILDING NASHVILLE 3, TENNESSEE 

SALES AGENCY: MONOGRAM RADIO PROGRAMS, INC. 

CHICAGO NASHVILLE 



Stee l strike is major cloud 
in brighter bus iness sky 

With the coal miners back at work , Washington found 
the chief obstacle to substantial business recovery this fall 
to be the calling out of 500,000 steel workers on the pen
sion issue_ President Truman announced that he would 
make no further effort to intervene. He left settlement of 
the dispute in the hands of Cyrus S_ Ching, director of the 
Federal l\I('d iation and Conciliation Service. 

Ind ustrial production 
gai ne d in September 

Federal Reserve Board reported that September industrial 
IJlOduction. which turned upward in August for the first 
time since last October. continued to move ahead last 
month. The August fig~re was 170 % , as against 162 % 
for July and 169 % for June-compared with the 10070 
index base of the 1935-49 average. National Association 
of Purchasing Agents has found that 50% of plants sur
veyed will increase production schedules in October. 

House group would inc rease 
postal ra t es $ 130,000,000 

Including only a "mild" increase of $15,000.000 for sec
ond class rates, for magazines and newspapers, the House 
Post Office Committee is considering a bill to boost postal 
rates a total of S130,740,900 a year. The Senate P. O. 
Committee has approved a measure to raise rates by about 
S100,000,000 - with SIO,OOO,OOO of this coming from 
periodical". :Magazine and business paper groups made a 
strong fight last spring against large second class increases. 
Pnder the House bill first class rates would bring in 
$36.000.000 additional; third class--<:irculars, seeds. light 
catalogues- would rise S23,600,000; fourth class- parcel 
post and heavier catalogues- S40,000,000. Spe<'ial sen'
ices would rise S14.765.000. 

Small businessmen see 
no harm in big business 

Sixty-four per cent of small businessmen sun-eyed by 
Psychological Corporation, New York, believe that big 
busine~s does more good than harm, and only 13 % ex
pressed themsf'l"e" in the reverse. To the question as to 

8 

what "group" caused them the most difficulties, 58 /'c of 
the small businessmen said government bureaus, 2070 said 
labor unions. and 20 7r, large companies .... Dr. Wilford 
l. King, <.:hairman of the Committee for Constitutional 
Government, told a Senate subcommittee that big business 
is not monopolizing the American economy. 

TV and radio set production 
reaches new high mark 

Following an early-summer decline, television set pro
duction in August climbed to thc record level of 185,706, 
Radio Manufacturers Association announced. This figure 
was more than twice as large as the 79,531 sets produced 
in Jul y. A~1 radio set production rose from 318,104 in 
July to 559,076 in August, and FM and F'\I-AM combina
tions increased from 23.843 to 64,179. 

Devaluation will reduce 
United States exports 

Devaluation of the British pound and other foreign cur
rencies in the "pound orbit" will tend to stimulate their 
exports to the United States but to curtail our own. British 
<.:a rs, textiles, leather, china ware, and French wines, etc., 
will be lower priced in this country. Because the dollar 
will buy about 30% more abroad, travel agencies are 
getting set for a record rush of U. S. tourists overseas. 
Travel advertising in this country by European countries 
and groups probably will be stepped up. 

Airlines turn loss to profit ; 
may inc rease advertising 

In contrast with a net loss of $14,000,000 for the first nine 
months of 1948, four major airlines - American, United, 
Northwest and TWA - are expected to report a total $14,-
000,000 net profi t for the parallel period of this year. 
Eastern Air Lines has made a profit right along. The air
lines have found that, instead of spending most of their 
efforts hattling for higher rates, they can do all right if 
they promote vigorously enough. Such devices as "air 
coach" services and special "family rates" have helped. 

Consumer buying declines 
only 2 % from record level 

Consumer buying in the second quarter of 1949 was only 
2 % less than the record mark reached last winter, the 
Department of Commerce reports. Meanwhile, the depart: 
ment notes an upturn in consumer credit as an "important 
factor supporting the volume of consumer buying." Busi
ness loans also started to move ahead again last month. 

Retailers stress need 
to create demand 
Despite a summer decline in sales, ~ational Retail Dry 
Goods Association points to a growth of optimism among 
retailers. The merchants realize, l\'RDGA says, that "the 
r('tai ler's function is not merely to supply demand but 
likewise to create demand." 

Commerce forms advertising 
advisory committee 
As the first step toward setting up an advertising service 
unit, the Departmen t of Commerce will establish a perma
nent advisory committee. Temporary chairman is Paul B. 
West, president of Association of National Advertisers. 

SPONSOR 
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COST PER THOUSAND H O M E S 
6:15-6:30P.M .... MONDAY THRU F RIDAY 

FOR ALL CLEVELAND REGIONAL NETWORK STATIONS 

6:15 - 6:30 PM WHK I 
NET.B NET.C 

HOOPERATING 8.55 I 5.65 4.75 AVERAGE CD 
I 

~~--- ----

HOMES 842,000 
I 

759,000 623,000 PRIMARY AREA ® 
-~- ----~- l HOMES I 

REACHED 71,991 42,884 
I 

29,593 
DAILY ® 

--- -- - - ---~ 

COST PER 
PROGRAM $81.00 $121.50 $95.90 

(TIME ONLY) 
-

COST PER 
1000 $1.11 $2.83 $3.24 

HOMES 

A V A I LAB L E M.W.F.- SEE YOU R RAY MER 

REP RES E N TAT I V E ABO U T "0 PEN RAN G E" 

CD llooper- Fall-Winter 48-49 
W in ter-Spring 48-49 

o Based on coverage pallerns on file with 
. FCC and BMB radio families 1946 

® Projected rating for primary area 

10 OCTOBER 1949 
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for profittlble 
sellin9-

INVES TIGATE 

Rep rese nt e d by 

ROBERT MEEKER 
ASSOCIATES 

lOl An geles 

Son FronciHO 
New York 

Chicogo 

-

STEINMAN STATIONS 

I 

.I..'lr. Sponsor 
"r. I-aul Jones 

President 
Serve!. Inc., Evansville, Ind. 

For the past decade Sen·el's new president. Ilaiding. energetit: W. 
Paul Jones was one of the foremost competitors of the outfit he now 
bosses. As vice president of Philco l\Ir. Jones has been responsible 
for the effectiye promotion of electric refrigerators. In 1948 Philco 
had doubled its sales or er the preceding year and was fast becom· 
ing one of the nation's leaders. Jones had streamlined the company 
in a craft smanlike manner. Cynical cri tics claim that he was baited 
into the gas camp (Senel makes only gas refrigerators) by a fabulous 
salary offer. Howe,·er, intimates of Jones are a ware of his propen
si ty for tackling challengi ng chores. It is characteristic of his boyish 
enthusiasm for accomplishment. 

The 47.year·old executive is faced with a monumental task. Com· 
peting with a dozen electric refrigera tor producers. Sen·el is outsolfl 
10 to one. In addition to public reluctance to accept gas refrigera
tors, they are priced aboye the electric models. One of Jones' first 
jobs will be to slice the prke di fferential to the absolute minimum. 
As an inYentor who has patented seyeral fea tu res to imprm·e au to
matic refrigeration, Jones is convinced of the superiority of gas 
refrigerators. For the fu ture, he plans a national advertising cam· 
paign to pepper the populace with the firm 's slogan, "Stays Silent
Lasts Longer." which Serrel hopes will be<.'ome as popular as was 
Packard 's " Ask the man who owns one." 

In 1941 Sen·el had encouraging evidence that its gas product had 
dented the Anwrican market. Profits rpac\l(>d the $2.000,000 mark. 
With the war limiting the production of refrigerators, the compam· 
used radio for institutiollal adrertising in order to rptain its expand. 
ing footholfl in tIl(> field. I n 194~-44 Servpl sponsored tIll' Billie 
Bu rke Shou'. Using only radio spots in subsequent years, business 
boomed to a record high in 1948 when Sen·el netted S5,.)'36,168. 
Of the S381,300 ad budget for the first se,·en months of 1949. 
S111,554 was expendefl to sponsor What's J/r Same? for 26 weeks. 
By year's end the total radio advertising budget is expected to Teach 
an estimated S250.000. 

SPONSOR 
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See: "Fatima Comes Back" 

Issue: 12 September 1949, p. 28 

Subject: Why Liggett & Myers 
dropped "Tales of Fa
tima" and moved to 
NBC 

On the afternoon of Thursday, September 22nd, at 
4 :00 p.m., the story was out. Liggett & Myers, which had 
just revived their king.sized brand of cigarettes, Fatima, 
from a thirty. year obscurity , was dropping Tales of 
Fatima on CBS and was picking up Dragnet, a two-fisted 
whodunit with a good summer rating record, on NBC. 
The announcement came as a surprise to many people at 
Liggett & Myers' agency , Newell-Emmett, to network ex
ecutives at CBS, and to the broadcast advertising business 
in general. 

There seemed to be no immediate reason. Basil Rath
bone, star of Tales of Fatima, had been promoted by lig
gett & Myers to the point where he was rapidly becoming 
a secondary trade-mark for the cigarette brand. The 
show, off to a bad start programwise with the first few 
broadcasts, had just added a new guest star policy, 
changed its format. and was doing fairly well when it 
came to ratings and sales pull. How, then, did NBC 
manage to snatch the Fatima billings from under the 
watchful eye of CBS? 

The thinking on that one goes back to March, 1949. 
At that time, Liggett & Myers was doing some top-brass 
worrying about Tales of Fatima, which was not doing too 
well as far as ratings went on the 26 stations which car
ried it commercially. The program lacked focus (as rc
ported to CBS and the client by Schwerin Research) and 
seemed somehow to be missing the mark. CBS, knowing 
that to sell Liggett & Myers a show you sell the client and 
not the agency first, came up with an interesting proposal. 
Plans at that time were in the works for Liggett & Myers 
to sponsor Bing Crosby in a 9:30-10 p.m. spot on Wed-

nesday nights un CBS. Why not, suggested CBS, buy 
the Groucho Marx show from 9-9:30 p.m. the same night, 
and sell- for the first time ill network radio- two cigar
ette brands of a sponsor on a one-hour, back-to-hack 
basis? 

Liggett & Myers was receptive tu the idea, but befure 
the big tobacco firm could do anything about it , Groucho 
ivlarx was bought by Elgin-American. However, Liggett 
& Myers is one of those advertisers who, when a good 
idea is thrown at them, is willing to wait a while to put it 
to work. From time to time, the idea of selling two cigar
ette brands in a one-hour time period was discussed at 
Liggett & Myers and with the higher echelon of Newell
Emmett. Somehow, NBC got wind of it. 

A few weeks before the Tales of Fatima option was 
due to run out, NBC, its collective feathers a bi t TufIled by 
recent CBS show and talent raids, decided to pull a quick 
one on the boys on Madison Avenue. NBC called on 
Liggett & Myers with an impressive pitch. Once before, 
NBC had tried to sell Liggett & Myers on using the 
Henry Morgan Show for Fatima, but the deal had gone 
awry at the last minute. This time, NBC was certain , 
nothing was going to go wrong. 

NBC's deal: (1) Liggett & Myers was planning to put 
the Chesterfield Supper Club into a 10-10 :30 p.m. time 
slot on Thursdays. NBC could get the 10 :30-11 p.m. slot 
cleared for a new Liggett & Myers program as well, thus 
giving them a chance to utilize the back-to-back gim
mick. (2) NBC's new crop of summer shows had a 
strongly-rated whodunit, Dragnet, which had been get
ting ratings in the 8.0-9.0 class, and it was available. (3) 
Liggett & Myers could sponsor Dragnet on 140 stations, 
get national coverage for newly revived Fatima brand, 
and get the 10% "full network" discount. Also, two half
hour shows in an hour period earned the one-hour dis
count. 

Liggett & Myers bought. Dragnet. started October 6. 

The lonely wail of the prairie dog •.. 

the screech of big city taxi. .. the farmer up at 5:00 or the salesman 

on the 7 :42 ... 13,000,000 New Yorkers or cattle herders of the 

West; all America loves America's music. 

10 OCTOBER 1949 

That's why PRAIRIE STARS presented on WOV by Rosalie Allen, sweetheart 

of the prairie, delivers one of the most loyal responsive audiences 

(64 % of whom are women) in all radio. 

For maximum results at minimum cost-for a program that sells

for proven sales results, buy Prairie Stars, broadcast nitely at nine. 

Ask to see the new Prairie Stars Audience Audit. 

It's the facts on who is listening to ... Prairie Stars 

The 80l/ing Co., Nat. Reps. 

11 
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out of 120 
For six years l(VOO has been the Only station 

OUt of the 120 used by Dr. LeG
ear 

to carry 
year-round advertising for rhis aCCOunt! Why? 
- Year in, year OUt, Dr. LeGear (and alll(VOO 
advertisers) know they can alwayS counr On KVOO fOr RESULTS! 

/I 
~1EDICINE OIl.L.O.Lt;GEAIt VII,/,tllly 

1949 July 15, 

B Schneider 
.l.Jl". Sam ~ Director 
FarlQ SerVl~e r.VC0 
- . 0 Stat10n , 
.-<ad 1 Okla'nollll Tulsa 3, 

d ·V tJ.; are • , yO'J. an "-near Sam. the fine J OO

FLy 
::>fR1.Y. 

lations on proved 
Congrat'l L'G<PJ( 'il newap . t ha 

. Drl. ~ d ct 1S on 
do

ln- .ell.ng . this pro u d ~y other 
• eal.,. • '. P'''ha robably r cd i. be.n. doing a As you p 0' station. a r sala snan are eaks 

. over a numb". sing. All of o~i., naturally, s~f course, :~ l ·>ms. of r"d v~~; ~g t hi. item ;he T sal. s for ~ .. ~~; ~i te d 0 rde rs • 
0001 joo 0 .e roduet and fOr v"tising .. un 

g 11 for the p ffeetive ad o.d more 
we 1 test of e ha t we have. 00' s 
the rea 0 advise you t SffiAY from KV .. nt 

I just -:ni~! ~R. LOG""'; ~e.?' ~ha t we eo~.:~ ~ru.t 't d order yother . ry muc unsolic1 e than from. an 'ate th1S ve . 
. are. 11 appre.. h" .ell.ng. p"Mry that we a . "top-note to know p th1S 

you . ill keep u ours, 
that you W Sincerely y 

LEGEM MEDICHE CO. 

DHL:jb l:l . LeGear Dr. D. 

kVO 

SPONSOR 

Dr. D. H. LeGe~r 
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New Nationa~ Selective Business 

SPONSOR 

\1IH'ric'an ( : r;'IIII •• 'rr~ 

E,('han~t· 

\, ("u 'If:::; . 4:uq •. 
(4~ru .. d,·~ Uh.) 

Hurel"11 (.n. 

Lmllont . C.orli ...... ,x ('n . 

'Iarlill Fir. 'arm .. Cu. 

',lortull ~all (:u. 
(SIII .. "-(· ~ ;'Ilt I)h .• 

Pharll1ac·u . IIH'. 

~t a nd arcl L:ths. I'H', 

:-;h'rlill:,! Urn:! (u. 
(Cc'lIta llr~Ci1'cl\\ c·1I 
"iv. ) 

\\"hitrll.illl "harlll;u,;.l 
Co. 

PRODUCT 

f·: .: tHlur Cr;tnlt.'rri.· .. 

(:ro .. I.,y Hc·fri~c·r;l~ 

lur" 

~trOIl;!hC'ilrl Un~ 
Fu,,,. 

(. UII~lIlnc'r p:lpc·r 

prurllu·t:o-

,\., .. ,Ic·'" (',hcH'ul atc' 

lI:1r' 

(:II(· ... tc·rlielcl ... 

1-":1:"'111. illllu ... trial 
~'llt .. 

(:huu.l (aut;lI'icl 

:,! IUII) 

Ilr. «:,,,,, ... 11', 
l.a':lti,c· 

(;u;.rll' .. (: .. !tl 
Tilhll·t ~ 

AGENCY 

B"lIlulI .. X Bu,",I.·, 
('i. '.) 

'\ uuu:.! ,X ICllhi,'iU.1 
f , . ,.) 

Jolul II. lCior,bll 
fl.. \.) 

111111,"11 f'. ,.) 

«: r;nu I'r~ ~ r ; 1 ...... ,·1 t 
( \lillll .• 

(:t' I' il ,,\ I'r'· ... hrl·~ 
f ,. '.) 

h.i "'",,·\\I'II,·r, \\ "II"rall 
1I: ..... ·r ('" . , . ) 

Huan,· .IuIH· ... ('\. '\ .• 

I, l·tll~ \ ; .. 1 "i"I"r"olll~ 

Utlldill. ('I il\, ••• 

h. j, ... ,.\\ 1·lIt·r. \\ ,·tI "rall 
," 1I~""'r f ,. ,.) 

'h"nnall ,,," 'hlr"u,·lt,· 
f Chi.) 

,'\'·I'CII.;'IIU. I,Hui .... "\. 
Brurh~ (Chi .• 

Biu"" ('\. '\ .• 

- - -- - ---- - -

N eo) ""d I-CllelV 
THE REPORTS LISTED BELOW APPEAR IN ALTERNATE ISSUES 

STATIONS-M KTS 

IlId,'1' 
(~IIPI,I"III"UI itr~ 

,-·alllllili~lI. 

] 1I,1,·f 
(II.·;.,,· ,·a:n ,.ai;":11 ~ 

IlIaJor Iukl ... 

20~:~O :-.1 a : ],') mkl .. ' 
(:-;I'utlr 11:0111 C'illII,.;,i:':lI) 

1.3 .. Ia: 1.') 1111..1 ... :: 
(EaslC'rll Inkl ... 0111,,; 

Ilia,., .·'Ilalld) . 

flO :-1 it : I.') IIIk .... ·· 
(Lilllitc~.1 lIall ,.iIIII l'iIi:,:II ) 

1 J qa: l.) IlIkl ... * 
('I j,l\\ "' !"i l ,·allll)ai~lI. 

11I.1.·f * 
(E,pan,lill:! J'1'1 I illio 

'Ii,)"" '· ... 1 IIIh.I .. ) 

11I.1.·f . 
(Lilllil"cl ,·aJllpa.:,:u: 

Ea .. I,·ru III~t:-.. 

III clt·f ·~ 

f E:\.pa:l lliH:.! ill iI f,·\\' 
:'\'orth«-"a!'il IIlkl ... ) 

;;~ 1 () ... 1 a : ;) lII1...t .. 
(Pa('ihC' IIIkl ... olll~'; 

Illil,. "'1.:0111) 

IlId,·f ~"l 

t'lajor 1111..1 .. uul~. 

Incl.·f· 
('!.a;or f.lrl1l 1111..1 ... ulIl~. 

11I,1t·. 
('Iajor 1111..1 ... ulIl~. 

IlId.·f 
('Iajor Inkl .. ulIl~. 

2(H) ... Ia: I:;U IIIk .... 
t H"lIc''''' : .. 1 uf ";Irli"r 
"illllpai~lI; "'0111" ""'" 

:-lic". 

Ct:! :-.Ia;, Ih 1111101 ... 
('\all '·';llUllai=.!1I iu I.Ltul 

ar,·a ... ) 

111.1.· .. 
(']ajur 1111..1 .. ulIl~. 

CAMPAIGN , start, duration 

P;,;rli,' ill "'UII .. ·U·:-. .... ho\\ ... ; alii 01'1 
10; :! " ... , 

E ... ""'01 ... , "r",:Jk~: _,hi Ot·t I~I:;: I:~ 

" ... , 

[:.1. ~,, "I ... hr('"ak ... : al'l 0,'11 011: ]:~ 

"k ... 

E l. "1.01 ... : ;'11.1 0,'1 J.'): 1:l \\k ... 

E ... "' IHI .... , hr":lk !oo; ~c'p 1.,)~OI·1 1:; ;, 
..ht .] \\k~ 

E." ... 1101 .... hrc'ak!<o: \\ill iHI,1 IlIkl ... ill 
.·arly ll.);)(): 1:~ ""ks 

:~fJ-lIIill ,Iail~ ' (' .t. .... ,,"' ...... 1.1 ..... , 
IIr,·ak ... ; O('"t 3; J:-\ ""k .. 

I::arl~ a.lll. I :;~111111 pr;!I11", IIr,·ak .. : 
":Irh 0,'1. 1:\ \\1.. ... 

1;;~Uliu 1'.1. .. III"~": "ilrl~' .'\ 0' ; ;)2 
"k, 

.1. "pol .. ;, 4),'1 .. I .. rlill;,! .Ltl.· .. ; 1:\ 
v.k .. 

* Stll/ilJlI li.\·1 .\1'1 III /""'.1'1''''. ,,1t1"WIII, ,,11"'/' 1/11111 III' /ldd .. d l,,'1'I" 
( Piflll -two wl·"k .... uf'nf'rllll!l I(I,'01/S (I l,')-lI'pek ;'on/ror( 1I'ith o/)/ioll o'< fo/' .) .,,,,"'(',""8;r(' 1:J'/ 1'f'1'h' ,·('UI'/I'{/{"". U·.'i slIhj"I" 10 "/fI/('d/fI/i(J1l "t ,h" I'ud 
of any 13·u'l'pk I}Pl'iod) 

New and Renewed Television (Network and Selective) 

SPONSOR 

\lIianC'(" 'Ifr Cn 
\11l"riC'all f: hi C'I .· (:n 

\IIH·ril.·, Fahri.· .. eu 
nellrll~ " ·il l,·h en 
Bor.I,·n t:u 
B. '·.D. (:orl' 

(:h""roll'l I), ·alc·r .. 
C r ' ..... I ... ,· Hi, of \"'u 'If .. 

CurJl 

AGENCY 

"'u ... I'·r'~J):" ie'" 
BiI·tc:,·r, Hru\\ n11~~ ,'\. 

]1('"1""'" 
])urlilllli' 
.I. U. '1 arC'lu'r 
'\ nllll=.! ,--:. RIII'1"alll 
])."·1 __ ,, 1):1'11' ,,," 

B,·rnha,·11 
(·i,,"pIH·II~F.\\ .,1.1 
BC'IIIHn ... '\. Bo"II· ... 

NET OR STATIONS 

"'II";. fJ. ·,,·. 
""BT, '\. ,. 

" \ liD. :\. '" 
"'iIlT, ,. ,. 
":\BT. ,. ,. 
"'''liT, '\. 't. 

WC"",,,,,' ... ·1 

\\ CI)~ .. T\ 11.·1 

Uro(((I"u,o;1 S(lies Kr:P"l1lir,' C/ItI" ~('S, 

PROGRAM, time, start, duration 

TOI) "i('"\\"!'i ill ~unr"": ~un 1() ::lU~I(): I:; pill; 0,'1 2: I;~ \\k .. (II. 
Film aIlIlC·IIII .. ; ~t'" .. 1 ]; 18 \\k :"o (u. 

Fillll .. pol ... : ~I'pl 2tl: 1:-\ ""I.. .. tu. 
Film "lloh: Ol·t 2: ~.2 ",ks (r) 
Fillll ",put .. : ""i"pl 28: IU ""k~ (II) 
Film sop .. I...,: ~"pl 1: 52 ",k .. fr. 

1';.111111111111 ... t)lIiJ.; 'Iu IO::U)-11 Inu; n"1 I : t:~ \\k .. (II. 
'1'1 ..... I ... Brn :uh •. a,: ~'Ol ';' ::~()~n pm: 01 '1 :l: :';2 \\k ... Lllt"rll:,II' 

,~k~ ulltil .tinl I) (II. 

V(lI;OIH1I 

A 1'1'0; III 11/('111 s 

.1 
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New and Renewed Television 

SPONSOR 

l)ufT~ '1 .. 11 f It In,' 
«(.rlH·t·r~ "ru.II ... I~) 

E" ,or ... l. urp 1.11' 
1"lr,) 'Iotnr (.11 

1"ollt'raJ I olHI .. «urJl 
(Bir,I .. ,'"" Fuutl ... ) 

Tilt· \. (: (.illu·rl en 
('I",'IH.IIli,'al Tn,"') 

1I .. 1I .... ·IIt,1l1 FillaIH": « ""I' 
f •• h.rl1t'-..:,'r Brl·~illl! ( ... 

'I.lil PUIII'h 1.,1,; .... ·1) en 
'I. J. II. ("" (I "fT.·", 

Pinlll'Ior ""'('i"lIlili,' Cnql 
B"'I'r,' (nq' 
"<'I"r 1'.1111 h.I' ('lulIlIll ... ) 
p,·p ... j.Cula ( II 

""'Iunl 'lill!'o 
"-i,'uu'a "alt'l .... '\ (:1')4""- ("urp 

". \. Sh"o.fTl'r }"'II C .. 
\I,-,allll"r ~lIIill, ... '( Su .... 

(:aqll'l en 

"art) Baking: (:n 
\\ •· .. h·rn Bi ... ,· .. il Con 
\\ it II , c,ru\\('r .. ( ... i1,1 

IG"il.1 Will..) 

AGENCY NET OR STATIONS 

Bin" 
1\..· .. " .. 11 ... '\ ..... ·kll .• rlil 
'\ nil ~1;:' ... X JC III,it'HIlI 

I..·\ ·all~· 

(; •. ~ ,·r. ',·",,11 .. '\. 
(;all:,:rr 

" a 1I",·r. U .. " II illJ,: 
111111&0 

(.a~ lou 
~I. (;f~n r~4'" ... \i.. h. •. ~ I'" 
Bri .. al·llf'r. "hl·l·tl·r 
Bin" 

'Iu .... 
""'('4'41 .. 
\IHIt·r"UJI. 1);,1\ i ..... ~ 

Plall(" 
J. \\'ah(' r 1'hnllll, .. nl1 
Calkill .. ·llnI411·11 
Ilu4·"i~.Cnnp4·r 

" '\ III. '\ ,. 

\\ '\111. '\. '-
" '\ II 1>.. 1 I.·,, ·. 
\\1:11 .... ·1\.'\.'-

\\ 1:11 ... ··1 \ "'" 

\\ 1"11 ... ·'1'\ II.·, 
\\ \ 1111. '\. ,. 

\\ \ III I. '\. ,. 
1,1..\1:, J.. \. 
I>.TL\ . I.. \. 
I>. I "I.. I. .. \ . 
I>. '\ 1111. J.. \ . 
\\ '\ 11'1. '\ . ,. 
\\ A 1111. '\. , . 
\\ '\11'1'. '\. ,. 
\\ '\11'1'. '\. ,. 
\\ \ 1111. '\. ,. 
\\ 1'1 \., '\. ,. 
\\ (:IIo.;.T\ II.·, 
\\"'\111>., CI.·,,·. 

\\ !'I 11K, CI.·\·.·. 
\\ "lIT. '\ . ,. 
\\ \1111. '\ . ,. 

Station Representation Changes 

PROGRAM, time, start, duration 

I·il ... "IH'I .. ~ ""'1'111 20~ 1:( "k .. (tt) 
I· ilm "I,ul"" ~ ~1'JlI I:,!;: ,";2 "k .. (II) 

I il ..... put .. ; ""'4'pl 2:.!~ 1:( "k .. ( •• ) 

.. 4· .... 14·· .. Platfurll.: Fri IIJ.IU::SO "1I1~ ()I'I 7: ;)2 "k .. (n) 
Bu",ill~: '11t IJ::SU JlIII Iu 4·ulII"ll1 .. iulI; ~"pl 2": 1:( "k ... ell) 

Fi .. ldllJ,: alHI lIunlill:! CIIIII; Fri IJ.I,::SU l,ul~ ""'I'pl :U): 1:( "k!'o (11) 

Fillll "llol!'o; ~I'pl 2:(~ 1:( "k .. (11) 

I:illli :11I11"1111 .. ~ ~I'I'I 2U~ 26 "k:-. (r) 
I'-Bul "'llnl!'o~ ~(· .. I If): II "k ... ( .. ) 
Fillli .. pu ... ; ~4'pl 19~ 21 "k!'o (r) 
I illll !'opnl .. ; ~4'1'1 ()~,"j:'! "k .. (n) 
Fil ... :-.pnl",; (.1'1 :(; 1 "k .. (n) 
Fil ... alllll·1111 .. ~ Orl .); I:-t "k .. (1)) 

Tid .. \\·1·4·k ill ~pnrl" ~ rlJ In·IU:I:) PH': """'1.1 :'!U~ .)2 "k ... (H) 
Fi .... "'puh; ~4'pl I:); 1:1 "l .. (II) 

FIlii .. pnl ... ; ~4,,,1 27::;2 "k:-. (II) 
FI .. 1 .. pnh ; ~""I 13~ J:i "k .. (II) 

F 1111 "'Jlul .. ~ 0,'1 I; 1:( "k .. (H. 

STAT IO N AFFILIATI ON NEW NATIONAL REPRESENTATIVE 

I>.IIT\, 11,11", 
"J :\C..T\. Jullll .. lnwlI ".1 
\\ PAL. CllurI4· ... ln .. ~. (:. 
\\ 1,,\ L. T"lIa .. a".·.· FI;c. 
\\ r\ · ,\ . (.«Ilu1I1"u", (). 

I)u \1 unl. Para ... u u1l1 
'\lIe. (:IIS .. \IIC, 11,,'1,,"1 
\IIIS 
\IIIS 
\111: , 11"'1 .. ,,, 

Advertising Agency Personnel Changes 
NAME 

(:JlarI4'~ .\I"ul) 
(;("org(' A. Balll"il1 
Bu;::-er B:14'"n 
\\'. P. II .... ' .. 
\Ian R. Bllrmall 
Buh.~rl 'I. (~alnl.114·1J 
()n·iIl4· (:lla .... · 
Thuma ... B. CUII·IIHIl. 
'l .. r~4·r~· R. Ctt ... t,::r4n,l· 
I;rank Cuull"r Jr 

Clt'lIlI II. r.11111111i1lg:~ 
Jo ... eph A. )) .. nul"l(· ]) I 
Hob"rl C. Eh ill 
I:d",ard Frank 

'\al ,,'. IInpkill!'!. 
P"tri4'ia J :11111· ... 
\rlhur .\ . JIIII"(l1i 
B it."ll ar41 1\. Lalli I. 
Curli ... r.. 1. •. \\ •• 1.1 

Ball J. Ln1 14 '11 
F rl·tll·ril·k \. I.on:: 

JallH'!!'o ~. 'h. ... \·il·kar 
H i4·110lr41 I. '1:1"\ I'r 
Pt'II'r J. '1.·h4·1111:1 
""'4'ull 'lonl~uI1l1'r"\' 
Julill \. ' .... hl·r4·;1 
E«I"arll ~. '\:1114'1' 
Cll.:rl(· .. )l1'rrilil' 
J. B 0"\' P4·t("r ... nll 
Frallk' '\. Ph.·I .. , Jr 
Frant'I· ... H;lfl .. r~ 
(,4'nr,:" B. It i··I .. lr,l",un 
Franklin :"'I. Bul'4·rl .. 
l':uJI ...;1·hll· ... il1:,!l·r 
\Iurk ,,;.·llrl·il,,·r 
RulH'rl II. ~4·1111114·rl 

( . J. ~"hul'I''':H"h 
Huh"rl ~1·i41.·1 
"-Ill4'rlll'II' ~Iadl' 
ILlrnlti B. :"'Il.lrk 

Buln·rt I. \\ .,I .. h 
J:4h'ar41 \\ llilll'~ 
(."\ ril \,. illilllll" 
,,'1'"11 •. 11 \\ illiam ... 

FORMER AFFILIATI ON 

Hu~' ~. Ilur ... il1(,~ L . ..\., JII:!r 

Hnlhrauff ... '{ H,·an. ~I I. .. al·t'l 
T.·.I Jlnlr s, :-I. '\. 
.I . \\"alt~r Thol1lp..;nn. '\". \. 
.I. A. Zurn ~If~ Cn. CI.·" ..... ollh·. ~ ..... II ronl nlg:r 
:'\. \\'. A~'f'r, Phila. 
Hin",. :". Y .~ :11· .. 1 I'X4'1' 

Youug: ... '{ Rllhi4·,lln. , . '\ ...... ~ .. I r.ulio nlt.·llia 
III' pI 'l1gr 

CUlllin('nlal .\ Inlnr .... ))1·lrnit. :nh nl:;::r 

(;"II('ral 'Inlnr .. Cnq. (Buil'k .Ii,,). U4·lroil. 
ach 111:o::r 

\"OIn""'alil. - ))n~4Ialt·. BOIllu .• rU4liu. T\' llir 
(;4'",·r. '\'4',,4·11 ... ~ (;all:':4·r. '\. '\ .. ,a .. :-.I r:!.J:u. 

'1'\ ' .Iir 
1II\11,~(), :'\. ,. 
La" r"n4'(' (;:"'lIInllll. '\' . '\ .• ra.liu ,Iir 

BlllhranfT ... ~ 1t'·:!II. (Iii. 
'\ . " . \~ I·r. :"'I: F .. ':11",'1 

:--1 I'rl ill::-. ,. , .• "p ill .·h:,:.· f.1 .. llinn 4'nl)~ 

(·BS. Chi. ... I .. :-.4·r" it·t· m:.:r uf \\ •· .. II·rt! nU •• ·t· 
Ball ... '\. na"i,l~nn. 1)4·""4·r. "1'. It .. OIr·1 1lI'·IIII ... r 
I, \\ ))\1. ))1· ... 'Inill.· ... 4'UllliIlUih' .Iir 
lIarlUlauu Trullk Cu. H"I·~tll· \\ i"I· .• a,h III:.:r 
~1·ill.·I. \\ :1 ... 11 .• I.rl· ... 
Funl.·. (UII4' ... \i.. BI·lllin :.::. I. . \. 
\\ illi 01I11 J. KapJlI·1 J.·",.·lr~ ('U. Pill ... I ... 

....... 1 a4h lII~r 

'1.,( .allll.Eri4·k ... oll. '\. \ .• li .... ·ln." I'r 
\\ illtt..·ltn·],auJ,:hlill.\\ il"uII. '\. , .. :11'1'1 ("4'1' 
'Orillall "ri~"1 Prn.J.u·lin ...... II·wUIHI. 

\ ll all1 'UI" I:! 
11.·a.llt·y.H.·.·.1 
IIHII ' p4'1I11('111 '11·lrllI.n liI OiIl ""' .11.· ... 
.Iuhll Blair 
114·a.IIt"~· .n(·I ·1 1 

NEW AFFILIATION 

\\'ilJi:l1l1 Kt·"II·r. I ... \ .. a('rl t'xcr 
Jallna, Grand Uol))id ... 'lie-h .• a4'4'1 
~'lIlle , Dalla .. , In~r 
Biu,," , '\" . Y •• a .. rl t·:\.~(' nn l' ... "-G a4'4 '1 
\"il su n, JI:ti~.dll ... '{ " '(·1,,11. ~ . Y., radin. T\ .I ir 
1.4'" Uonlwlll·"·. (:11'" e .• a4'4'1 t'XI'(" 
(·ulIll'lun • .'\. ',.. a4'4'1 e.xec 
~llllh·an. ~lanfTl·r. Cui",·)) ... t\.. Ba"·I.· ... .'\. , .• a("4'1 .·xe .. 
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IOWA LISTENING DOUBLED 

SINCE 19411 

RADIO listening in 
213% since 1941! 

Iowa has increased 

This and other significant trends are fea

tures of the 1949 Iowa Radio Audience Sur

vey. * For the twelfth consecutive year, this 
outstandi,ng Survey continues to give a com

plete and accurate picture of radio in Iowa. 
It enables advertisers and agencies to deter

mine Iowa's greatest radio value for any radio 

promotion, in any or all parts of the State! 

This valuable book will be off the press in 
a few days. Write now to reserve your free 
copy! 

10 OCTOBER 1949 

~ The 1949 Iowa Radio Andience Survey is a 
"'must" for every advertising, sales or market. 
ingman who is interested in Iowa. 

The 1949 Edition is the twelfth annual 
study of radio Ih;tening habits in Iowa. It was 
made by Dr. F. L. Whan of Wichita University 
-is base d on p e r son a l interviews with over 
9,000 Iowa families, scientifically selected from 
cities, towns, villages and farms all over the 
State. 

As a service to the sales, adverth;ing and 
research profession s, WHO will gladly send a 
copy of the 1949 Sur vey to a n yo ne interested 
in the subjects covered. 

WIHIO 
+ for Iowa PLUS + 

Des Moines • • • 50,000 Walts 

Col. B. J. Palmer, President 

~
:~. P. A. Loyet, R esident Manager 

FREE & PETERS, INC. 
National Representatives 
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1 
NUM E TE 

AND NORfH CAROLINA'S 
/ \ 

NUMBER 1 SALESMAN IS .•. 
50,000 WATTS 680 KC 

NBC AFFILIATE 

\ J 

* also WPTF-FM * 

RALEIGH, N. c. 
FREE & PETERS, INC. 
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Are ad budgets big enough ~ 
Study of 69 leadin~ COml)anies slIo,vs that Inore 

advertisin~ would build sales and reduce otlIer costs 

Five billion dollars are now 
~~:!£iiS spent annually by all ad
vertisers in all media in the United 
States. 

Critics of advertising ci te this figure 
to emphasize the "waste" of advertis
ir.g. They ignore the fact that adver
tising is the primary force in creating 
and maintaining and developing busi
nesses. They don' t dare try to guess 
what would happen to the nation 's 
economy, and their own livelihood, if 
advertising were drastical1y reduced 
all along the line. 

The $5 billion fi gure looks big. But 
actually, from several standpoints, 
there are sound reasons for believing 

10 OCTOBER 1949 

that it isn ' t nearly big enough. 
The overall ratio of all advertising 

and promotion to all the national in
come today is only about 2.1 Yo . This 
is smaller than the 3.3 % of 1938, 
when the nation's income was less than 
one-third as large. It is too small to 
support 1110st companies -- especially 
companies dealing in consumer prod
ucts -- in today's competitive, buyer's 
market. It is too small to support, and 
to help to reduce, the costs of personal 
salesmanshi p. 

In the next decade, it would seem. 
advertising must be big and strong 
enough to assume a real pre-selling 
role. In fact , it is fast becoming mech-

anized selling. With self-service ac
counting for an increasing share of 
all retail business, advertisers must 
make doubly sure that thei r brands 
are known and accepted. 

T. F. Flanagan, managing director 
of the National Association of Radio 
Stati on Representatives (and formerly 
president of Penn Tobacco Company, 
a substantial advertiser) , has analyzed 
advertising expenditures agai nst sales 
and other items in annual reports for 
1948 of 69 leading nati onal advertisers. 

He chose these 69 from lists of the 
150 top advertisers in network radio, 
magazines and newspapers. as com
piled by Publishers Information Bu-

17 



COn1l)arati,'e Ex))enditures of Advertisers 

Advertiser 

American Home Products 

Armour & Co. 

Avco Manufacturing 

B. T. Ba bbitt 

Bayuk Cigar 

Bigelow·Sanford Carpet 

Borden 

Cannon Mills 

Chesebrough Manufacturing 

Chrysler 

Dist illers Corp. - Sea grams 

du Pont 

Eastman Kodak 

Electric Auto-Lite 

Eversharp 

Firestone Tire 

General Foods 

General Mills 

General Motors 

Glenmore Distillers 

B. F. Goodrich Rubber 

Goodyear Tire 

H. J. Heinz 

Hunt Foods 

International Cellucotton 

International Harvester 

Johnson & Johnson 

Kaiser-Frazer 

Kellogg 

Libby, McNeill & Libby 

Minnesota Valley Canning 

Philip Morris 

National Biscuit 

National Dairy 

National Distillers 

Park & Tilford 

Parker Pen 

Pet Milk 

Philco 

Pillsbury Mills 

Quaker Oats 

Reynolds Tobacco 

RKO Radio Pictures 

Ronson Lighters 

Schenley Industries 

R. B. Semler 

Sheaffer Pen 

Socony Vacuum 

Stud eba ker 

Swift & C o. 

Textron 

U. S. Rubber 

Willys-Overla nd 

18 

Ad ratio 
to sales 
volume 

4% 

I,~ of 1% 

I Y2 % 
12% 

4% 

I Y2 % 
Y2 of 1% 

1% 

18% 

II IOth of 1% 

1% 

1/ 3d of 1% 

Y2 of 1% 

2/ 3ds of 1% 

10% 

1/ 3d of 1% 

3% 

2Y2% 
Y2 of 1% 

3% 

Y2 of 1% 

Y2 of 1% 

2% 

5% 

2Y2% 
Yt of 1% 

2% 

2% 

4% 

2% 

12% 

4% 

1% 

Y2 of 1% 

2% 

3% 

10% 

2/ 3 of 1% 

2Y2% 
2% 

2% 

12/ 3% 
2% 

4% 

2% 

50% 

5% 

1/11 of 1% 

1/ 2 of 1% 

1/4 of 1% 

I Y2 % 
1/ 3 of 1% 

1% 

Ad rotio 
to p rofits 

80% 

(loss) 

25 % 

nearly 100% 

nearly 70% 

25% 

20% 

5% 

16% 

8% 

20% 

2% 

3% 

8% 

150% 

7% 

65% 

84% 

7% 

50% 

10% 

16% 

50% 

500% 

25% 

4% 

28% 

50% 

40% 

nearly 100% 

60% 

50% 

12% 

25% 

25% 

85% 

60% 

40% 

70% 

90% 

70% 

33% 

200% 

20% 

30% 

(loss) 

nearly 50% 

1% 

15% 

35% 

40% 

8% 

20% 

Profits 

$ 9,100,000 

7,900,000 

2, 100,000 

2,100,000 

5,200,000 

19,200,000 

26,100,000 

1,700,000 

89,200,000 

54,700,000 

157,400,000 

55,500,000 

12,200,000 

1,200,000 

27,700,000 

24.600,000 

13,000,000 

440,400,000 

3,000,000 

23,700,000 

24,000,000 

6,000,000 

300,000 

7, 100,000 

55,700,000 

11 ,400,000 

10,400,000 

9,500,000 

3,800,000 

1,800,000 

12,500,000 

22,700,000 

25,400,000 

26,900,000 

2,300,000 

2,100,000 

2,400,000 

10.500,000 

3,700,000 

8,400,000 

34.600,000 

500,000 

5,400,000 

29,500,000 

2,500,000 

132,800,000 

19,1 00,000 

27,900,000 

7,000,000 

20,100,000 

6.500.000 

reau and Media Records, because they 
were the only ones on which he could 
get complete data. For information on 
many of them he also went to the New 
York Stock Exchange. 

(Some leading advertisers, such as 
Brown & Williamson Tobacco, Ford 
Motor, S. C. ] ohnson & Son, Lever 
Brothers and ~estle Milk Products, do 
not publish annual reports. Their 
shares are not publicly held.) 

But the 69 were representative of 
leading advertisers. With two or three 
exceptions, their expenditures in these 
three media were more than Sl,OOO,-
000. 

Combined annual sales of all 69 in 
1948 were more than S18 billion. 
Against this figure were total "selling, 
advertising, general, and administra
tion expenses" (usually lumped into 
one item in annual reports ) , of about 
82.4 billion, or about 13.4% of sales. 

But advertising expenditures in these 
media were only S258,288,250 - or 
only about 1.4( ; of sales volume, and 
only 10.7 ){- of total "administration" 
costs. 

The network rad io figures published 
by PIB co,'er time costs only. Adding 
$70,000,000 for estimated network ra
dio talent, for spot radio time and tal
ent, and outdoor advertising, :\1r. 
Flanagan found a "mass media" total 
for these 69 companies of $328,288,-
250. The projection of this last figure 
thus becomes 1.870 of sales volume 
and 13.7% of total "administration" 
costs. 

Even with the addition of point-of
sale, direct mail. television, and other 
media, the advertising volume of these 
leading adverti sers probablr would not 
exceed 2.5 7c of sales. 

For some of them-notably Borden 
and National Dairy. Armour and Swift, 
which maintain their own delivery sys
tems, and National and Sunshine Bis
cuit , which sell direct to stores--{:osts 
of selling are the dominant factor in 
administra tion costs. But in many of 
the others the "physical" sales job also 
weighs heav il y. 

Among the score of leading adver
tisers whose ratio of advertising expen
ditures to administration costs was be
low the 10.7 <; average for the three 
media. were the Big Four rubher COlll

panics- Firestone, Goodrich. Goodyear_ 
and United States Rubber- and Cali
fornia Packing (Del .Monte), Heinz. 
and Pet :Milk. 

Also on the "below an>rage" list 
were du Pont, Eastman Kodak. I nter
national Han-ester, Johnson &. ] ohn-
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son, Prudential Life, RKO Radio Pic
tures, and Socony Vacuum Oil. 

The rubber companies pay the costs 
of maintaining many of their own 
stores. So does Eastman. Prudential
notable as being the only large adver
tiser among the Big Five life-insurance 
companies - is represented by thou
sands of salesmen. Du Pont and Har
vester run many-sided businesses, with 
separate sales organizations for each. 
The oil companies still have a big stake 
in service stations. And until the re
cent Supreme Court decision, several 
large movie producers, including RKO, 
also operated theaters. 

All of these factors add to the sales 
part of " administration costs." Manu
facturing businesses which own hun
dreds or thousands of outlets, or must 
be represented by hundreds or thou
sands of salesmen, do proportionately 
less advertising to total costs. 

Most of them might fare better if 
they cut down on direct personal con
tacts and put the difference into ad
vertising. This is especially true of in
surance. which is rarely bought but 
nearly always sold. It is also true of 
oil companies. Either with their own 
stations or exclusive-franchise stations, 
their outlets usually carry only one 
brand of oil or gasoline, and the refin
ers-and consumers- pay for expen
sive duplication of facilities. 

On the other hand all the motor car 
and appliance, tobacco, radio-TV-ap
pliance. liquor and soft drink, watch , 
fountain pen. and textile product com
panies_ among these 69, had a higher
than-average ratio of advertising to 
administration costs. This also applied 
to most food, soap, drug, and tobacco 
advertisers, for which figures are avail
able. 

It is more than a coincidence that 
most companies in the latter group also 
had higher-than-average ratios of ad
vertising to sales volume and to Tlet 
profits. 

Take, for exam pIe, that diversified 
company, American Home Products. 
The ratio of its three-media advertis
ing expenditures to total administra
tion costs was about 16 f1,- . Its ratio 
of advertising to sales was about 4o/r 
and of advertising to net profits about 
80 % . 

Or take B. T. Babbitt (Bab-O), 
where the ratio of advertising to ad
ministration costs was 50'7c ; the ratio 
of advertising to sales about 12 % , and 
to net profits, nearly 100 % . In Bab
bitt's case, there's little doubt about 
what makes the mare go- and nearly 

Advertisers with Iti~lter ratios 

camels, like other tobacco firms, spends more 
in proportion to administration costs general foods finds high advertising 

ratios payoff in profits 

a ll its advertising money is spent in 
radio. 

Almost 50 ~ 'r of the Bayuk Cigar 
(Philli es ) administration costs were 
for advertising, and the Bayuk adver
tising expenditure was 47r of sales and 
nearl y 70% of profits. Bayuk devoted 
about 90 j~ of its three-media expendi
ture last year to radio. 

One-third of the Reynolds Tobacco 
(Camel) administration costs were for 
advertising. Th is was only about 1% 7c 

of sales volume, but about 33% of 
net profits. Alth ough detailed fi gures 
aren 't available, similar ratios are r e
ported to have obtained for American 
Tobacco and Liggett & Myers. All 
three spend more money in network 
radio than they do in newspapers or 
magazines. Reynolds has learned a 
lesson from its experience of IS years 
ago, when it cut out all advertising " to 
save money." Sales dropped sharply. 

(Please turn to page 40 ) 

A.lvertisers with lower r;ltios 

swift: High costs of selling bring big meat 
packer's proportion down to low level int'I harvester has low ratio to sales 

due to d istri bution costs 
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Amm-i-den ~ 
Pioneer alllUloniate ot 

puts 750/0 of it. dg 

Counter displays and informed clerks tell the advantages of A mm·i·dent at the point of 5al8 

..... ,.. Block Drug d idn't add net· 
work radio to their tooth 

[lch' ertisi ng without knowing something 
ahead o f time about the impact of 
AIllIll·i·dent air cO lllmercials. Before 
cOlllmitting roughly two·thirds of an 
e:; timateci S2,000.OOO ach-ertising budg. 
pt to CBS's Rums &- AI/ell , the) satu· 
rated a number o f test markets with 
0ne·m iuutp announcement:,; and chain 
b rpaks. What tllP) learned helped an· 
swer th e questioll of how to spend the 
bulk of th e national ad budget. They 
also discovered the kind of supplemPll' 
tary advertising best desigllPd to back 
up the netwo rk adn'rtising of Amm·i· 
dent. 

The Amm·i·dent air·test campaign 
told radio·minded Block executives 
that commercials describi ng tllPi r "ne ,v 
11l0dpl"' dentifrice would get both at· 
tentiun and action, Thev didn't need 
that evidence, howe\'er, . to know the 
spoken word would build sales for 
their products. A special e,t. announce· 
ment cam paign for Allenru (an inter· 

nal remedy for rheumatic aches anrl 
pains) boosted sales lS0 7r in adver· 
tised areas. In some areas the one· 
minute spots, aired only between 6:30 
and 3:30 a.m., shot sales up 90W~. 

'I his was ill 1947. The overall sales 
of Allenru continued to climb in 19-1t:, 
with the first four months of the year 
showing a national increase of 31 % 
G\'er the same period the previous year. 

Sales increases of Poslam (a medi· 
cated oin tment). Allenru and Omega 
Oil. all of which were strongly pro· 
mo ted hy radio , are described by the 
company as "sensationaL" Sales man· 
agel' Paul A. \Voods of Collier Dru3 
Co., a Birmingham, Alabama, whole· 
saler, wrote WAPI last year that with· 
in a few weeks a campaign or five one· 
minute announcements per week built 
sales from a half·dozen cases of the 
small·size Omega Oil and three cases 
of the large size per month to 36 dozen 
and 12 dozen cases respectively. "\\'e 
were not prepared for the tremendou;;; 
demand," he wrote. Throughout the 

South sales shot up 383(jc. within four 
months after start of the campaign. 
Country·wide, Omega Oil sales about 
douhled in the same period, while the 
Poslam c urve rose 15 j(. Block ad\'er 
tising manager George J. Abram~ 
wrote the agency (Hedfield·J ohnston'~ ' 
:\ ew York: -'The radio commercials 
) ou have prepared ha\'e played a most 
important part in the fast growth of 
these three products: ' 

The original Amm·i·dent was on 
the market about two years, sold pri· 
lllarily through ethical channels. It was 
not ad\'ertised. Block Drug Co., Inc .. 
of Jersey Ci ty , ;\. J., bought it in X o· 
\'ember, 1943. It was not ad\'ertised 
fGr the following three 1110nths. but 
sales began to pick up automatically 
as a result of stories in consumer pub. 
lications. climaxed by a piece in the 
Ueader's Digest. 

If we take "]" as a figure to repre· 
sent sales at th e time Block took over, 
Amm·i·dent sales rose lazily on the 
strength of magazine publicity on 

I'M ON THE AIR They're SHOUTING ~ 
OVER 

WMPS 
6 8 On Your Radio 

• PLEASE put me on the counter .. _ I'm a 

fast mover with a big profit fo r you 

Mr, Druggist! 

Allenru for RHEUMATIC PAI H 

ABOUT ME OVER 

WDBJ 
• Yes, sir, M r, Druggist - AlmoS[ every day you r cus. 
tomers are hearing about good old reliable me! I really 
love)our store, but I must be moving on - so how about 
putting me on the counter, I'll be gone before you know 
it I \X'ill you do it now - please! 

STOCK BOTH SIZES • 3Sc • 60c 

Block Drug Company has used selective radio for many products In kr.sive p.omQtion efforts to druggists have helped build distribution 
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t~ets the pace 
entifriee . firm 

it udget into radio 

ammoniated dentifrices to a " 20" by 
the end of January, 1949. The first 
advertising it got was a full-pa ge 
spread in metropolitan dailies through
out the country tying in with the R ead
er's Digest story. The COP ) wasn 't 
strong, but it zoomed sales to " 85" 
(over the " I" of the preceding N 0-

vember) by the end of February. 
By this time, Block Drug president 

Melvin A. Block, advertising manager 
George J. Abrams, and the agency, 
Cecil & Presbrey, New York, were 
ready with a test campaign of radio 
announcements and full· page space in 
sl,lected markets. Two of the thin gs 
thev wanted to find out were : 

Which media would g ive Amm-i 
dent the most instant mass acceptance 
(over-night. if possible)? I n which 
should they conc("ntrate the bulk of 
their funds in a national drive? Thp 
Block people have used local and re
~ri onal radio with outstanding success 
fo r man y of their products, including 
items in tlH'ir line of cosmetics aml 
toiletries. The\- knew what air-selling 
had already done fo r them. Cecil & 
Presbrey. one of the strongest news
comers in radio and TV selling. has 
pioneered new radio sales techniques 
for Phillip Morris (daytime radio) , 
Speidel, and others. . 

But neither of these organizations 
is prone to jump to conclusions, 
despite their backlog of experience, 
without careful testing. Besides, with 
a product like Amm-i-dent there were 
special problems. The characteristics 
of the product and what they are de
signed to accomplish required consid 
crable explanation and verification . 
The sales pitch called for rather de
tailed presentation in order to estab -

10 OCTOBER 1949 

GeO~E, isn't it wonderful! 
We're advertising Amm-i-dent 
on 150 CBS stations every 
Wednesday nite-telling just 
everyone that Amm-i-dent has 
more anti-decay ingredients 
than any other dentifrice! 

GRACI E, you're g? right! 
And we're backed up by scads 
of ads in magazines. 
Amm-i-dent is setting new 
sales records every day-

New Pri(e on Amm-i-dent Tooth Powder* 
47 ¢ FTM 50¢ LIST 

$4.00 per doz. less wholesaler discounts 

Amm-i-dent Toothpaste 
53¢ FTM 55¢ LIST 

Yes, George Burns and Gracie Alten 
are backed by Amm-;'dent adl In 
Life, Sot. Eve. Po.t, Collier',. look, 
Ladies' Home Journal , McColl's , 
Woman's Home Companion, Parents', 
American Weekly, Parade and 
Sunday Rota Sedions. 

$4.40 per doz. less wholesaler discounts 

"No change In formula-Itlll contains 3 timel 
more Clnti-clecoy ingredienh. 

George Burns and Gracie Allen are now starting to tell the Amm -i-dent story on CBS 

li ~h in the prospect 's mind the desired 
picture of the product's benefit s. 

Tests had shown the presenta tion 
called for such material as case·his
tories and pictures; technical pict ures; 
graphs or charts; pictures of the prod
uct. etc. Most adult dentifrice users 
were on the blas~ side, a little inured 
to the plethora of similar clai ms of 
" regular" tooth paste and powder 
brands. Re-condit ioning such use rs to 
the basic Amm-i-dent cla ims of ca\'ity 
IJl evention invited a R eader's Digest
PopIIlar Science combination of anec
dotal sta tement on product backgroun d 
and development , how it works. what 
it will do for humanity, etc. 

The first na tional Amm-i-dent copy 
to break was the tie- in wi th the R ead
er's Digest story las t Feb ruary. It 
utilized long. detailed copy . It got 
~ t artling readership. Ea rl ~' the ~al11e 

month individual market tests began. 
These tests, in such cities as Co

lumbus and Toledo. Ohio. Ft. Wa yne, 
Ind., Syracuse, N. Y .. etc., were run 
simultaneously with an overa ll na
tional newspaper campaign of full 
page a nd lOOO- line ads in about 250 
papers. 

Radio test cit ies got as many as 50 
an nouncements per week for a month. 
Of the total number of announce

( Please III TTl to page 60) 

21 



Sinqin'Sam 
tMa.I .-r.\. 1IS _IlIA ut III I !IUII mTlII 

Dolcin customizes commercials of Ed MacHu g h's " Your Gospel Sing er" H & K Coffee does si milar job wi t h " Sin g in' Sam" on KXO K, St. Louis 

transcriptions 
Ad,rertisers frOlll ;,utos to breakfast foods 

filld it IJ:I)'S to fit IJroJ!ralll to Illarkets 
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Five reasons why sponsors use custom commercials 
on syndicated e.t. shows: 

1. 

2. 

3. 

4. 

5. 

Sponsor identification IS invariably higher when the show's 
"mood" is unbroken . 

Promotional tie - ins of all types payoff better when the client 
star link is strong. 

Costs are often th e same, or even lower than hiring local 
announcers at A FRA rate . 

"Customizing" an e.t. show adds prestige with listeners and 
local merchants. 

Custom commercials with specia l th e mes are cheaper than an 
all-custom show. 

"

There's nothing new about 
;, . . custom·made transniptions. 

The first shows that reached 
the air on wax. back in the late 1920's, 
were custom·made to an advertiser's 
order. One of the earliest of these 
shows was a two-hour Christmas show, 
put together in Europe, by BBDS:O for 
a bakery dient. This show was a 
round-up, on 78 r.p.m. records, of such 
famous talent as the Grenadier's Band 
in London and the Sistine Choir in 
Home. It did a bang.up one·shot pro· 
motional job, and started a whole cycle 
of special recordings and later, e.L's. 

After a brief one-year period, in 
which newly-horn recording companies 
ran around signing up stations to han· 
die their transcribed or recorded pro
grams on an exclusive basis, the :\AB 
put a stop to this practice in 1929. 

After 1929. the practice of tailor
making a show to an ad"ertiser's or
der fell off. 1 Iany of the tran!'oCription 
firms who make their living mainly 
from syndicated e.t. shO\\'s came into 
the field , and 1110st advertisers who de· 
cided to go non-network in their pro· 
graming found that the growing list 
of syndicated e.t. shows could supply 
most of their wants. 

There \\'ere a few exceptions during 
the early and middle 1930·s. In 1937, 
Chevrolet, long a pioneer in any new 
form of hroadca:o.t advertising, commis
sioned the World Broadcasting e.t. firm 
( 1I0W a part of Fred Zi,"s orga niza
tion) to put together a IS·minute musi· 
cal show callpd Musical Moments. The 
plattprs were placpd on what, at that 
time, was the biggest national selective 
campaign ill the history of radio. Some 
450 stations were used to carry the 
show, ",hidl featurpd "name" musical 

SPONSOR 



Electric Auto-Lite built "Gasoline Alley" wholly to dealer needs "Sammy Kaye Showroom" is tailored for Chrysler -Plymouth dealers 

talent and the fiddling of Dave Rubi
noff. 

In the late 1930's and in the 1940's, 
other sponsors used custom-made e.t.'s 
to do special market promotions, to in
troduce new products, or to sell sea
sonal products when network time was 
hard to buy or difficult to arrange. C. 
P. MacGregor, and later Les Mitchel, 
tailor-made the Skippy Hollywood The
ater which is still boosting sales for 
that brand of peanut butter. London
derry Ice Cream Mix was introduced 
in a custom-made e.t. show that fea
tured the famous story-telling Lou 
Holtz and his "Lapidus" jokes. In the 
mid-1940's Standard Oil boosted sea
sonal sales for its Flit line of insecti
cides via e.t.s. Coca-Cola used its 
Songs by Morton Downey on a custom
made basis, with live tags for local 
bottlers, after that show left the net
work air. The same soft-drink concern 
used an e.t. dramatization of Claudia. 
Rose Franken's wool-gathering young 
wife, to bolster sales. 

In Cincinnati, the Kroger Company, 
one of the nation's largest grocery 
chains, has for more than a decade 
been doing a terrific merchandising 
and selling job with three custom-made 
soap operas on wax, which are sold 
by the producing company to other 
clients on a syndicated basis in non
Kroger territories. 

Lew Parker, comedy star of the 
Broadway show Are You With It , sold 
Mennen shaving products on a tailor
made transcribed show. Bing Crosby, 
one of the owners of the packing firm 
that produces Minute-Maid Orange 
Juice, helped open up the entire field 
of fresh-frozen fruit juices with a five-
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minute e.t. show that sold Minute
Maid. Stanback powders received a 
terrific shot-in-the-arm a couple of 
years back with a IS-minute custom
made e.t. show. starring Peter Donald. 
which the headache-remedy firm found 
to be only slightly more expensive than 
doing the job with transcribed an
nouncements and station breaks. There 
have been others, too, who have found 
that the increased impact and sponsor 
identification of a custom-made tran
scribed show is one of the most effec
tive ways to sell a product on the air. 

There are several degrees of "cus
tom-made transcriptions." The fan ci
est, and of course the most expensive, 
method is to have a show created from 

the ground up and designed solely for 
one advertiser's product. The shows in 
this category, such as Electric Auto
Lite's dealer-sponsored Gasoline A lley, 
the Brand Name Foundation's Th e 
Name Speaks, the Carr Melody Bakers 
for Pennsylvania's big Carr Bakeries_ 
are of general interest. but are aimed 
primarily at the audience that buys the 
product or service being air-promoted. 

A sort of compromise between this 
method of building a show from 
scratch and the long lists of available 
syndicated shows is the e.t. show with 
"customized commercials." Here. a 
regular syndicated show from the li
brary of a transcription company I S 

(Please turn to page 50) 

Five reasons why sponsors use completely custom
built e.t. shows: 

1. 

2. 

3. 

4. 

5. 

Tailor-made transcriptions guarantee an advertiser that the 
show is exclusively his. 

In large campaigns, syndicated e.t.'s often cannot be cleared 
for the markets wanted. 

The sponsor identification is at its strongest, and can compare 
with the best in network radio. 

A complete uniformity of commercial approach and program 
vehicle can be done reasonably. 

All-custom shows can be expensive on a small scale, but are 
low-cost when used widely. 
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With more and more programs every week featuring America's leading negro singers, mUSICI,,"S and personalities, 

WDIA has become top choice with more than 1/2 MILLION NEGROES listening in its primary area. That's why * e 
WDIA is known everywhere as the station that's " OUT FRONT DOWN SOUTH." More and beHer programs * , are planned for the folks who listen a,d like WDIA in ~Aemphis. 

H.r8 ;& 'he ""Q,t pop",I., lem.le 9rovP ," t"~ whole- South. T"e-se 
tt..,-tl,..,;Mt U)flgb,rds are tQP 4""'0f'ItOl .... .,'Ywhe,. tho., 9', ,.,,,cf 
'fuU •• ' w,tm S.tw-d"'Y1 ~rWJ Sundtly', ttt ~,15 I)" WOIA 

WDIA i. conitantly on t ~." alert for 

programs that please you, the listener, 

and ... e feel that the by .... ord " Out 

Front Down South" i$ ... ell earMd. 

DIal 73 and LlSrfN 

r-c"'Te;. .. n ... ~ c- , I~~ .... ,. ~OIoOO. ''r'p;c.* of tho r.d 0 .... d "e'~O"'e· " 1 

S!~"'1 .. )v ~~4r rrq ..... rlr •• g~f:"\. vf\ 'WDI~ S .8 .t", ~·.c" ~ 
D:'')~~.''') , 'he- ... '. f<!m,ovl ,0101.1 ".6f ·~e"'" on ,-,"01" 

Mak. our tim~ your "lISTENING" time

W DIA BRINGS YOU rich yoic.,. .nd t.loot 

to fit your mood-Spirituals-Melodie.

Hot H.rmony-Jive J.mbore~ •• y r,~.n" 

mu.;c and other progr.""" jUl. lOf you 

DIAL 73 o"d Ke e p Happy 

HOOPER STUDIES HAVE FOUND THAT NEGRO·BEAMED PROGRAMS SUCH AS THESE SOMETIMES CAN ATTRACT UP TO b9.7C:O 

The forgotten 
15~OOO~OOO 

Tell billion a )'e:lr Ne~l·o 1It: ... Ii:et 

is I: ... gely i~llo .. ed by 
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\\"hen a ~egment of the 
American population that 

is larger than the population of the en· 
tire Dominion of Canada is m'erlooked 
and undcr·de,·eloped by U. S. national 
ad"crtisers and th cir agcncics, somc· 
thing would !"eem to be wrong. In the 
case of America's 15,000,000 ~egroes, 
something " cry dcfinitely is. 

Thcre were 14.460.000 colored peo· 
pIe in the United Statcs two ycars ago. 
af' again~t Canada's tot al population of 
11,800,000. In numbers and in buy. 
ing power thc Amcrican Xegro market 
is g rowing by the proverbial leaps and 
bounds. The generally accepted an· 
nual ~cgro income figure is SI0.000.· 
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000,000, although from a national sur
vey conducted in 1946 by Edgar A. 
Steele, then director of research for 
the Research Company of America, the 
total is closer to $12,000,000,000. 

Of this total, according to Steele's 
findings, $2,780,000,000 is spent for 
food, a round two billion for clothing, 
$750,000,000 for household. $300,000,-
000 for furniture-down to $100,000,-
000 for automobiles. In any adver
tiser's book that ought to represent a 
potent buyer's inarket-and yet very 
little is known of advertising tech
niques that will effec ti vely sell the Ne
gro. Steele's survey for the Research 
Company of America onl y three years 
ago was the first national study ever 
made of a population segment that in
creased 113% between 1940 and 1944. 

A ten-billion-dollar income figure 
for anyone market would, of course. 
mean very little to broadcast advertis
ers if the percentage of radio homes in 
that market were low. In the Negro 
market, however, ability to listen to 
radio sales messages more than matches 
ability to spend. Steele's breakdown of 
Negro radio homes in the ten most im
portant Negro areas follows : 

Area Have Radi os Have Not Wlll Buy 
New York 87, 1 11. 8 10. 7 
Northern New J ersey 93. 7 3,6 0. 01 
Boston 92.0 4. 0 2. 0 
South Atlantic 84,8 13,5 2.8 
East South Central 68,4 29,4 2,9 
West South Central 86, 2 13',8 2.8 
P~ltlc Coast 89,4 10,6 1.3 
East North Central 88.7 7.9 19,1 
West North Central 86,5 13,5 2. 2 
Pittsburgh 94,3 5. 7 60. 9 

Reaching the Neg ro market through 
radio does not involve the same prob
lems that are found in bringing Ameri
can products to the attention of for
eign-language groups in the U. S. The 
latter can't be "gotten to" via standard 
English-language radio techniques or 
American programs. But the American 
Negro speaks and understands the 
English language. Though in many 
places colored folk live as a "city with
in a ci ty," though there are social seg
regation. economic and political bar
riers, civic and fraternal restrictions, 
there are nevertheless no such things 
as "segregated ears." The Negro sit
ting in front of hi s radio is able to hear 
ar.d understand everything 'that his 
white fellow-American can. And he 
has the inclination and the money to 
buy the food, drug, clothing. house
hold, and automative products that are 
directly plugged to 125.000,000 other 
Americans whose skins are lighter. 

Why, then. with no such obstacle as 
"segregated ears," with no barrier of 
foreign language, have national adver
tisers and their agencies consistently 
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Willie Bryant's " After Hours" show over WHOM is popular with New York City 's Negroes 

ignored a lucrative and comtantly ex· 
panding market? Opinions among 
agency people and others who have at· 
tempted to stud y the si tuation range 
from the old bugaboo of prejudice to 
ignorance of the market. 

Some advertisers and agencies real
ize they may possibly be passing up a 
good thing, but they feel that for them 
to research the Negro market would be 
too expensive and too difficult. While 
it 's true that not a great deal is gen· 
erally known about how to reach the 
Negro with effec tive radio advertising 
methods, advertisers do have sources 
for information on the overall colored 
picture, such as the Research Company 
of America, Joseph L. Wootton of In-

terstate United Newspapers, Inc. 
The angle of race and color can't 

help entering any appraisal of the dark
skinned portion of America's popula
tion. Advertisers who themselves may 
have no personal bias feel that if they 
beamed part of their radio budget di
rectly to the Tegro audience they would 
lose among white buyers of their prod
uct what they might gain among the 
colore--! . Obvioudy. a complete socio
logical tract could be derived from that 
angle, and where an advertiser is 
swayed by a consideration of racial 
discrimination , no amount of Negro
market research will influence him. 

For the advertiser who does want to 
( Please fum fo page 54) 

Duke Ellington has sold goods both on Negro-market and national network programs 
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Does your 1~V 

commercial 
click~ 

First D~llliel Starch 

findings sho,v tlnlt 

renlelllbr;lIlee r;lIl~es 

frolll 980/0 to II % 

Carto01l and stop-motion teehniques 
( ltV_D_, Ajax Cleanser, etc. I and the 
service approach tKool weather re
ports, Bulo\'a time signals) rate top 
scores in the first TV commercial re
port to be released about October 
20 by Daniel Starch & Staff. Ajax of
fering tested in the initial August sur
yey was a network commerciaL Kool, 
Bulova, and B.V.D. were all spots. Ads 
were scored on how well people remem
bered and liked them. An attempt was 
also made to measure their effect II1 

creating brand acceptance. 

The fact that the integrated, or 
b lended, commercial came out second 
in csteem of the Starch sample doesn't 
imply necessarily it 's a second-rate 
style of selling_ Nor does the least well 
received - situations cspecially con
t ri ved for the salcs talk - mean they 
can' t do a top-notch selling job. 

Before one can estimate the futurc 
value. and some o f thc limitations of 
the Sta rch reports on TV commercials, 
i t 1"s wise to consider just ~what Dr. 
Starch's repo rts actuall y attempt, and 
what that has to do with sell ing goods. 

Research cxpert .. will take his tech
niq ues and sample apart to see if they 
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are adequate for their purpose_ Some 
won't like the "aided recall"' method of 
getting responses to TV ads seen dur
ing the week or month previous to the 
survey. Others will disapprove show
ing the person interviewed a sequence 
of still shots to represent a live or ani
mated commercial. This article will 
not attempt to evaluate Dr. Starch's 
techniques. It is probahle, however, 
that most researchers will grant they 
are adequate for present purposes. 
Some will not agree that what the re
ports now a Item pt is sufficiently useful 
or accurate. Very few agencies or 
sponsors had seen the advance find
ings (the report was at the printers) 
as this story went to press, but a num
ber of agencies and advertisers told 
SPO:-;'SOH they felt almost anything that 
throws cven a little light on the suh
ject would he wekomed. 

When a Starch imoestigator asks a 
person (one of two hundred men or 
two hundred women in Xew York, Chi
cago. Philadelphia. Boston at present) 
if he has seen the commercial repre
sented by one to six stills photographed 
fro m the screen of a monitor set, the 
answer is assumed to establish that the 
ad is rememhered. More than fifteen 

years ago 'Dr. Starch reason cd that 
since no one could read an ad he 
hadn't been exposed to, the fi rst step 
was to determine if he had seen it. 

Since both a TV commercial and a 
magazine ad are set hetween editorial 
or entertainment matter in a roughly 
similar manner, adaptation of the read
ership studies to TV seemed logical. 
Another point of correspondence is the 
kinship of the magazine ad to the 
hlended commercial. Generally the 
magazine ad is reasonably appropriate 
in style and subject matter to the ma
jority of a publication's readers, as is 
the blended commercial to the follow
ers of the program in which it appears. 

Dr. Starch also reasoned that a com
mercial that inspired dislike wasn't 
likely to be read with interest or thor
oughness. if at all. So his TV commer
cial im'estigators put attitude questions 
to their subjects cO\'ering degrees of 
liking or disliking. 

In the field of qualitative research 
thcre is a major distinction between 
liking somcthing and believiTlg the 
statemcnts or claims invoked. In oth
cr words, format. content. presenta
tion, may he pleasing to a suhject. even 
though he disbelieves or douhts the 
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STARCH RATED BVD'S CARTOON ANNOUNCEMENT TECHNIQUE LOWER THAN BULOVA'S ON MEMORY, BUT HIGHER ON LIKING 

truth of specific statemen ts or claims. 
The liking or pleasure one may feel 

for a commercial presentation is in a 
broad but quite definite sense its en· 
tertainment value. This is important 
to the extent that a commercial has to 
be entertaining to be " taken in." It 
will be interesting to note, a little 
further on, some commercials with a 
very low memory or liking score that 
got an extremely good "brand accept· 
ance" score for viewers as compared 
with non·viewers. 

These data are obtained by showing 
all respondents a card on which is list· 
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ed a limited number of brands of one 
type of product. The top major brands 
are used, and usually include four man
ufacturers. If the product were tires, 
the names of four makes would be used. 

The one being interviewed is first 
shown each product card and asked 
which one he would buy. His choice, 
whether listed or not (or any other 
answer he may make), is recorded. 

After answering about all the prod
ucts, he is then shown the commercial 
story boards (boards on which are 
pasted the sequences of pictures repre
senting various stages of the commer-

cial as seen on television), and asked, 
"Have you seen this commercial?" If 
he says yes, he is asked to select one 
of the following statements which best 
expresses his attitude towards it. 

1. I like it so much that I look for
ward to seeing it. 

2. I enjoy it whenever I happen to 
see it. 

3. I have no feeling one way or the 
other. 

4. I don't particularly like to see it. 
5. I definitely dislike it or object. 

to it. 
(Please turn to page 42 ) 
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ALTHOUGH THE BREWER USES THE "AIR" IN OTHER WAYS, MAURICE SPITALNY'S ORCHESTRA IS THE BASIS OF THE CAMPAIGN 

Highbrow music sells beer 
Ele,'ell-ye.lr "T.IIJ-TiIlle" series helps to lift Fort Pitt 

" 

1\lost broadcast adyertising is 
,. , hetter, when the president of 

th e com pan) keeps as far 
awa) froll1 air policy as possible. The 
opposite is true in the case of the Fort 
Pitt Brewing Compan). EYer since 
President .:\lichael Berardino decided 
to become achertising and sales man· 
ager as ,\('11 as chairman of the board 
alld presid!'lIt. Fort Pitt and Old Shay 
beer and ale ha"e in('reased their share 
of the consumer brew dollar, until to
day they're 11 th among beers in the 
United States and they' re still growillg. 

In 1~3n. when Berardino took O\er 
Fort Pitt. it was a poor third among 
local Pittsburgh beers with all allllual 
output of B2,OOO barrels. In 1948. Fort 
Pitt passt"d th e 1,200.000 barrel mark. 
The first half of 19c19 was 1.3'-; ahead 
of 1948. Broadcast ad,"er tising de
serY{'S a good share of the credit. for 
while toda) it receives ollly 35'~ of the 
F0I1 Pitt promotion dollar. it's the 
only ad,ertisillg until the currellt ("am
pa.ign that appears to be difTerent from 
competitive brews. Point-of-sale ad
,('rtising in th!' brewing busilless usu
n11y tak!'s 25'~ of each firm's adver
tisin g dollar, That\. not true of \'!'lIn-
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voluDle froDI 82,000 to 1 ,200,000 barrels 

s~ kania brewers, for state laws prohibit 
the sale of beer in groceries and other 
such retail outlets where a good part 
of a brewer's point-of-sale material is 
used. Penn state laws also limit the 
amount of point-of-sale adyertising a 
hrewer can do in a tavern to around 
$10 per year, 

Pennsylyania beer must be sold in 
regular advertising media. and car 
cards and outdoor advertising get as 
much (3,S(~) of Fort Pitt advertising 
mone) as radio. The other 30'k goes 
II) newspapers. 

Brewers like to change their adver
tising agencies frequently. Fort Pitt 
has had th e Pittsburgh office of Batten, 
Barton, Durstine and Osborn through
(Jut its phenomenal II-year ris!'. 

Fort Pitt has likewise sponsored Tap 
Time right from the time (193B) th at 
President Berardino reorganized the 
company. Tap Time is his haby. He 
was warned. whell he first suggested 
it. "musical programs dOIl't sell heer.-· 
lI e smiled at the warnillg thell and his 
slI1ile. when the subject comes up to
day. is e\'ell broader, for Tap Time, 
with l\laurice Spitahry at the baton. 
has heen th e spearlwad of Fort Pitt 

Mary Martha Briney is the featured soprano 
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broadcast advertising during the past 
11 years. 

It's the program, not the advertising, 
that's sold Fort Pitt and Old Shay 
beer. The commercials during the en
tire half-hour musical program are 
kept under two minutes. This is less 
than half of what 1S generally allotted 
commercial copy in a normal half
hour program. 

There has been some feeling that 
because one of the Spitalny brothers 
conducts the program it's strictly in 
the classical vein. Tap Time is a musi
cal variety program, with the tunes 
running all the way from the special 
arrangements of the latest swing num
bers (Kinder Sisters) to operatic arias 
with Martha Briney of the Pittsburgh 
Symphony and Pittsburg Opera. She's 
also sung with the New York City Cen
ter Opera Company. 

The orchestra, while not of sym
phonic size (it's only 24 men ), can 
handle most assignments with musical 
aplomb. It's as much at home with a 
fast rhythmical selection as it is with 
an old time classical favorite. 

Tap Time enters the home at the 
hmily hour, 7 :30-8 p.m. Its Hooperat
ing is consistently ahead of similar na
tional network programs. Fort Pitt ex
pects the program to sell the product, 
not the "reminder" commercials. And 
it's been doing just that for over a 
decade. 

While most beer advertisers change 
their broadcast advertising frequently, 
Fort Pitt goes along serving good beer 
and good music throughout the year. 
There are literally thousands of fami
lies who look upon Tap Time as part 
of their Tuesday evening living, and 
tune it as regularl y as they wash the 
grime of Pittsburgh off their faces. 

Fort Pitt beer is being sold far be
yond the Pittsburgh Tri-state area. Tap 
Time was first heard mer KDKA. In 
1941 a 3-station West Virginia network 
was added. Tap Time is now heard 
mer KDKA, WTAM (Cleveland); 
WBLK, Clarksburg, WPAH. Parkers
burg, and WWV A, Wheeling, \Vest Vir
ginia; WKBO, Harrisburg, and WORK, 
York, Pennsylvania. 

Regional networks are nothing new 
in beer advertising, but a beer-spon
sored musical program over a regional 
network is. Tap Time does a good 
Fort Pitt job on all its stations for it 
never gets too high over the musical 
heads of its listeners, whether they be 
in Wheeling, West Virginia or Cleve
land, Ohio. 

It would be foolhardy to pretend that 
Tap Tim e alone has built Fort Pitt an
nual business of $29,477,000, and net 
profit, in 1948, of $1,515,215. It 
hasn't. Fort Pitt hasn't ignored the 
value of sportscasting nor of other 
media. Instead of fighting for big 
sports events, it sponsors two of the 

l1Iost popular sports annOUll(;ers in the 
Pittsburgh area, Joe Tucker ( WWSW ) 
and Bob Prince ( WAS ). Prince does 
a 6 p.m. sports round-up every day 
and covers the water-front. Prince 
I1likes a number of play-by-play pro
grams and has a large sports follow
ing. The fact that he handles the Fort 
Pitt commercials himself contributes to 
the selling value of his daily Case of 
Sports. 

Joe Tucker broadcasts the warm-up 
15 minutes before the Pirates baseball 
games for Fort Pitt. Since many base
ball followers tune in before the game 
starts, Tucker reaches them with Fort 
Pitt. In order to tie Joe Tucker and 
Bob Prince more firmly into Fort Pitt 
advertising, the company has them 
handle the play-by-play broadcasting 
of the home games of the Pittsburgh 
Hornets (hockey team I. They both 
handle commercials as they both call 
goals and penalties. The sum total of 
the sponsorship of the "round-up;' 
'-warm-up" and hockey play-by-play 
ha~ the end result of making Prince 
and Tucker mean Fort Pitt beer when
e\ er they are on the air. That's nice 
going, if you can get it. 

Fort Pitt doesn't stop wi~h the spon
sorship of sports shows and Tap Time. 
I t has live and transcribed shows on 
the air in a number of markets where 
Fort Pitt and Old Shay beers are dis-

(Please turn to page 53) 

THE REPERTOIRE OF THE ORCHESTRA AND CHORUS RANGES FROM OPERATIC ARIAS TO ARRANGEMENTS OF SWING 
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Fred Brokaw 
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· .. I know Fred Brokaw 

Y. probably know him too if you are in this 
business. His many friends are really goo¢ friends. 
I guess it is not just because of his remarkable per
sonality but because of his good, solid business sense. 

I met him first a way back when he was a long, 
lanky, awkward freshman. \Ve thought he was 
pretty good material for our fraternity up at Cor
nell. One night we invited him over for dinner just 
to "look him over". Later I planted myself in one 
of the upstairs studies. You see I was a senior then. 
As our boys were showing him the house they 
brought him in and conveniently disappeared. I 
asked Fred to sit down and after some discussion I 
had the honor of putting our pledge button on his 
lapel. 

After he graduated he came to New York where 
I was already making progress in the advertising 
business. He asked me, "How do you get a job in 
this racket?" I objected to the name "racket" because 
I considered the business pretty important: and liked 
to think it was a profession. I gave him the kind of 
advice a senior should give a freshman. Before I 
knew it he had a job selling magazine advertising. 
He made quite a name for himself and made friends 
who have never left him. 

Then back early in 1933 I set up this radio repre
sentative business. Looking for the best man I could 
find, I took on Fred Brokaw. At first he was useless 
or worse. He couldn't seem to adjust himself to the 
lack of factual sales information that was character-

istic of radio in those days. Then he came into my 
office one day and said, "I think I'll write an article 
about radio." I said, "You! You tell me you know 
nothing about radio." He wrote it and sold it to a 
national magazine. Among other letters one came 
from Deke Aylesworth, then president of N.B.C., 
inviting Fred to his office to meet John Royall, then 
in charge of programs. This probably helped Fred 
get his confidence, because from then on there was 
no question about his success in the broadcasting 
business. 

I think most people in broadcasting know Fred 
Brokaw and share some of the feelings I have for 
him. We have been working together now for six
teen years. No man could have a more able, more 
agreeable, or more pleasant business partner. 

Now Fred is going to Chicago to supervise our 
activities in the Middle \Vest and \Vest Coast. He 
is moving with his family and will make that his 
permanent home. I know he will be welcomed by 
his many old friends and soon make many new ones. 
He will have new responsibilities and new oppor
tunities. Our vice-president Gar Packard will con
tinue his very able work there as manager. I will miss 
Fred here in New York but his activities in Chicago, 
as resident partner, will balance our national organi
zation. I know Fred Brokaw. 

Paul H. Raymer Company, Inc. 
RADIO AND TELEVISION ADVERTISING 

New York Boston Detroit Chicago Hollywood San Francisco 
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The 

I- icked P ane l 

:lnsu 'ers 

.ll r. ~Iintz 

Mr. Kersta 

:3lo\\'ly but sure· 
Iy . television is 
deYeloping a per· 
sonality of its 
own. 

For the most 
part, it is true 
t hat television 
programs today 
are a combina· 
tion of all other 

t'ntertainment media. Television show· 
manship is now in the process of die 
gesting and refining vaudeville, thea
tre, movic..<;, and radio techniques to fit 
the peculiar needs and limitations of 
the television screen. It has yet to 
eyoh·e any distinct telt'vision program 
t~ pc. but it is making a start. 

The chaIIenge of the electron has 
b!'en acceptecl. The gauntlet, thrown 
down by science, has been picked up 
by men and women of creative talent 
who have begun to reap a han'est from 
) ea rs of ex perimental planting. 

Alth ough we cannot yet put our fin· 
ger on a ny d istinc ti w television pro· 
g ram type, perhaps the closest ape 
proach is instantaneous transmission of 
-great puhlic and sporting evenb. But 
it is the very physical nature of tele. 
vis ing these e,·ents which marks them 
as di stinctiyc. They are not staged ex· 
d usi"ely fo r television. 

Each day, how('ver, the creati"e 
m inds arc corn ing up with new ideas 
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. 
It#r. Sponsor asks ... 

"Is TV develolJing any distinctive, 

IJOI)ul:lr l)ro~ra.n ty pes of its own?" 

Seymour Mintz Director of Advertising 

Admiral Corp., Chicago 

and solutions to the prublem of tele· 
,ision entertainment. Already we can 
see, here amI there. the touches which 
are "strictly television:' 

No longer does a drama find itself 
rudely transplanted amI cropped to fit 
TV size. Instead. it is re·worked, reo 
designed to meet the stringent require . 
ments of a lO·inch screen or a cramped 
television stage. What's more, the au· 
dience has grown more selective. No 
longer content to suffer hashed.up pro· 
grams. it has demanded. and is start· 
ing to receive, programs designed for 
and executed wi thin the television 
boundaries. 

A certain comb ination of the tradi
tional forms has taken place: a com· 
pression of drama, dance, and music, 
the blending of the radio newscast with 
the newsreel; the constantly expanding 
use of the camera; the lessening re
liance on the spoken word. TIlese 
things herald the television program 
future. They are signs that the crea· 
ti"e energy which brought, in turn, 
the theatre, motion picture, and radio 
to peaks of creative virtuosity, is now 
seizing hold of an even more complex 
problem of molding a living, vibrant 
medium of artful en tertainment from 
a maze of lamps. tubes and cells. 

The old forms pm'ed the way. But 
this year we are seeing the old bring 
forth the new. The results are in many 
cases exciting, and in more instances 
the)' are disappointing. But the trend 
is on. The signs and indications are 
there. The television infant is being 
weaned. It is beginning to stand on its 
own feet and talk its own language. 

Some day soon we may be able to 
sa~. "That's real tt'levision!" 

:.\ORA:\, E. KERSH 

r.p. in charge of rmlio, TT' 
William II. Weintraub (C, Co. 
Xeu: York 

Any new enter· 
tainment form is 
('ertain to be de· 
rivative 111 its 
early stages of 
development. It 
IS obvious that 
television is no 
exception. The 
heavy deb t it 
owes to other 

Mr. Lord media is apparent 
to even the most 

casual viewer. I n the rush to build 
shows for the rapidly expanding televi. 
sion market, vehicles designed for the 
stage, screen, or radio were adapted in 
their entirety for television presenta. 
tion. It is apparent that many of these 
productions, though possessed of Con· 
siderable merit, cannot long continue 
to maintain wide audience interest in 
the face of competi ti on presented by 
productions tailored specifically for 
the capabilities and limitations of TV. 

It is certainly true that television is 
well on the way to de"eloping distinc· 
th'e popular program types and, al· 
though it is inevitable that they will 
horrow from other media, the total ef· 
fect will be one of indh'idualitL 

In de"eloping The Black Robe I 
ha"e tried to combine elements that 
television is able to treat to best ad. 
,·antage. The intimacy of the medium. 
it;:; confinement, and its realism lend 
themselves particular! y to the docu· 
mentary or semi-documentary type of 
approach. (TIlis is not to say, of 
course. that tele,·ision will necessarily 
be limited to such documentary presen-
t;tions.) . 

The drama inherent in the night 
court of a large city provides a tree 
mendous impact in a limited physical 
area- is by its very nature intimate 
and must be treated realistically. To 
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have attempted movie techniques in 
such a setting would have eonsider
ably weakened the presentation, and a 
stage technique could never have pro
vided the intimacy which is so essen
tial in this show. Only television could 
catch the subtleties of emoti on, the ner
vousness, the self-conscious bravado. 
and the restrained emotion of these 
non-professionals portraying: the llU
manity that parades before the magis
trate in a night court. 

The immediacy of the court seene 
in The Black Robe could never be du- I 

plicated on film, and only on radio 
could an audience feel the same sense 
of participation in the life of the city 
that they do now on The Black Robe. 
It is obvious, however, that on radio 
the essential visual impact would be 
lost. 

The Black Robe is only one answer 
to television's big question now. But 
it is an answer that we feel has been 
successful in developing a distinctive 
popular program type exclusively for 
television. 

PHILLIPS H. LORD 

Phillips H . Lord, In c. 
N ew York 

Everything has to have a starting 
point. The first automobiles looked 
like surreys with fringe on top. The 
first radio programs borrowed frol11 the 
stage. It's not surprising that the first 
television programs derived from ideas 
established by radio and movies. How. 
ever, I don 't think there is any doubt 
that television , like everything else, is 
developing a style of its own. Don't 
forget , though, that television is still 
young-even if the demands made of it 
by some people might confuse you into 
thinking that it was a medium of mao 
ture age. 

Television will always resemble the 
movies, the stage and radio - simply 
because it is a combination of all of 
them. Television 's distinctiveness will 
stem from several factors which vou 
might sum up as its " intimacy." \Vhat 
what had previously been public en
tertainment - in theaters - into the 
home. Obviously this calls tor a more 
intimate tone and at the same time a 
broadening of interest because yo u a re 
playing to famil y units. 

I think I can best illustra te my point 
with one of our shows, the Olsen and 
Johnson "Fireball FUII·For-AII." There 
has been a definit e evolution in their 

(Please turn to page 38) 
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Walch Ihe 
New WDSU 

No Other New Orleans Station 
Offers As Many Varied Attractions 
Especially Packaged for Sponsors 

RADIO 

"Crescent Matinee" 

Baritone discovery, 
Jack Dabdoub, delivers 

popular and classical 
songs backed by Johnny 

Reininger's Orchestra. 

{Segment Participation 
Available} 

VIDEO 

"Tulane Football" 

One of the nation's top 
teams provides thrills and 

highlights of its weekly 
gridiron clashes. 

{Sorry-already sponsored 
by D. H. Holmes Co., Ltd.} 

See your JOHN BLAIR Man! 
SOOO 

WATTS 

• 
ABC 

• 

EDGAR B. STERN, JR. 
President 

ROBERT D. SWEZEY 
hecutive Vice -President 

lOUIS READ 
Commercial Manager 
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~ WINSTON·SALEM 

How To Lose An Account 

A Winston-Salem dry 
cleane r, using WA I Radio ex
cl usively, cancelled his news 
strip . Reason: He outgrew 
his plant and could not 
handle the increased busi
ness WAIRadio brought. We 
lost this account for six 
months. Now he's back on 
the air, the new plant In 

opera tion a nd business IS 

booming. 

Na llo"al Rep: Avery.Knodel, Inc. 

FALL AND WINTER 
SCHEDULES 
NEED 
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W 
T 
R 

AM- FM F 
Covering the 

Prosperous 
Creater W heeling 

M arket From 

BELLAIRE, OHIO 
Represented by 

TH E WALKER CO MPANY 

- - -

RTS ••• 5 PONSOR RE POR TS ••• 

- continued f r om page 2-

I TV advertising rates 
. will be increased 

With networks and sta t i ons s t i ll deep in red from 
p i one e r i n g c os t s, TV a dvert i sing r a te s a re expected 
to b e r a i s ed a g a in s oon - - s ome of them 25% or 
more. Broa dcas ters believe s ponsors, impressed with 
TV s a le s -building power, will meet them. 

Gallup finds Bob Hope 
funniest comedian 

With no intention of going into audience ratings, 
George Gallup has come up with public opinion survey 
r a nking Bob Hope a s "funniest comedia n" by two-to
one r a tio over Milton Berle, second. Others, in 
order, were Jack Benny, Red Skelton, Fibber McGee 
a nd Molly, Abbott and Costello, Fred Allen, Amos 'n' 
Andy, Arthur Godfrey, Eddie Cantor. 

23% of non-owners 
would buy TV sets soon 

Marketscope Research Company, Newark, finds 23% of 
non-TV-set owners in New York metropolitan area 
expect to buy TV set in next six months. Ninety
five per cent of non-owners have viewed TV, with 
55.9% 'viewing 2.5 hours or more at least three times 
a month. 

Network time sales 
dipped 2.1 % in first half 

Gross time sales of four coast-to-coast AM nets in 
first half of 1949 totaled $ 112,862,890, reports 
Publishers Information Burea u. This was 2.1% less 
than $ 115,307,811 in first half of 1948. 

WOR-TV makes debut 
with World Series 

Formal debut of WOR-TV, as sixth New York metropoli
tan TV station, was scheduled to be telecast of 
first game of World Series. Station will sta rt 
evening programing on 11 October ••• WFMY-TV , 
Greensboro, claiming to be "first station in Caro
lina s with live television," went on air 22 Septem
ber with l a rge-sca le promotion c a mpa ign. 

TV costs cause Ayer to change 
advertising commission basis 

Beca use of progra m TV production costs, N. W. Ayer & 
Son has shifted commi s sion bas is to clients from 
16 2 / 3% on net co s t of time a nd space a nd prepa ra
tion t o 15% of g ro ss, bas is charged by other a gencies. 
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MOST ECONOMICAL MEANS OF SELLING MORE 
MERCHANDISE TO MORE PEOPLE ... IN THIS 

DOLLAR MARKET!* 
IT'S IMPORTANT that you consider these 

65 South Texas counties as one, single, solitary 
market! That's what they ARE! 

For food, clothing, general merchandise ... 
for a thousand daily needs ... people in this 
self-contained segment of Texas rely for distri
bution upon a single great city - San Antonio! 

Just as San Antonio's lifelines of commerce 
How forth in all directions, so does the pene
trating signal of clear-channel WOAI. In these 
65 counties, \VOAI delivers a -smashing 50 
to 100% BMB Primary a·udienc~ - BOTH DAY 
AND NIGHT! 

According to C. E. Hooper's "Listening Area Cover
age Index" of Fall 1948, WOAI takes you into more 
homes in these 65 counties than any other station ... 
more by 2 to 1 in Daytime ... more by 3 to 1 at Night. 

Boasting 316,700 ·BMB 1949 Radio Families, 
the 1,337,500 people who make up this Self
Contained market rang up Retail Sales last year 
totaling well over $1,000,000,000! 0 Up 13.8% 
over the previous year! 

Lassoed into a single, Billion-Dollar market 
... serveel by the single city of San Antonio .. .. 
anel by a single, clear-channel station, WOAI! 

That's the story of these 65 self-contained 
counties. And, that's why advertisers acclaim 
\VOAI as the "most economical means of selling 
more merchandise to more people who live, 
work and play in them!'; 

°Copr. 1949, Sales Management Survey of Buying Power; 

further reproduction not licensed. 

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

- - --
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.. o¥· r 
five mi ion 

liste to 
on s 'ation 

·Salp.~ Manal{pment Magazine, 

May 10,1949 

KNX 
Los Angeles · 50,000 Watts 

COLUMBIA OWl\ED Represented b,' RADIO SALES 



MR. SPONSOR ASKS 
(Continu ed fr om page 33 ) 

fo rlllat in the few mOllths that they 
ha \'e been on television. Orig inall y 
using the sa llie broad technifJues tht"y 
changed their approach. mo\"ing to
ward a fo rmat that is more personal. 

~uch acti\'it y created a harrier between 
the perfofllH'rs and the home audience. 
The re~ult has heen to limit tlw area 
of activity, which in turn l11t"ans tighter 
com(·dy, both vi .. ual and spoken. 

It would take a necromancer with a 
super-powered crystal ball to predict 
exactly what style television will as
sume, hecause technical developments 
will no doubt he influential. But the 
fact that it mows right into your liv
in:r room must get first consi(leration. 

Berle, but not the same comic you 
saw in night clubs. Perhaps my mean
ing will be clearer when I point out 
that children are among his staunchest 
admirers, whi le he still retains his 
popularity with adults who saw him in 
night clubs and is equally popular with 
adults who don-t know what a night 
club is. 

I n the theater they wandered all 
o\'er a la rge stage a nd lIsed the entire 
au(litoriu lll. Study o f the kinescopes 
of early progra ms lIlade it evident that ~Jilton Berle, for instanct", is still 

I n addition to that, the way tele· 
\ision devours talent and material, it 
is bound to develop a program style of 
its own, though exactly what form it 
will take I wouldn' t care to hazard 
beyond these things which are incH· 
cated hy experience. 

I 
I 
I 
I 
I 
I 
I 
I 
I 
L 
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YOU WANT TO MAKE 
THROUGH 

Allan Avery's 
"MUSIC 
YOU WANT" 

• 
Sundays 11 a.m. to 12 noon 

AVAILABLE 

11 :30 to 11 :45 a.m. segment 

• 
9 .9 HOOPER 

(Latest Memphis Continuing 
Measurement) 

WHH 
Independent - But Not Aloof 

MEMPHIS, TENNESSEE 

• 
PATT McDONALD, manager 

Representatives: 

INDEPENDENT METRO PO LITAN SALES 

I 
MYRO:\' P. KIRK 

V.p. in charge 0/ radio, TV 
Kudner Agency, NeR' York 

While television may not ha\-e de· 

I 
vel oped any recognizable new program 
types, it seems to be blending various 
entertainment forms into a TV format 
which is peculiar unto itself. 

I 
Drama, most certainly, has begun to 

come of age on TV. Television dra
matic shows are numerous, and. in 
many cases, of excellent quality. They 
possess the visual art which radio, of 

I necessity, lacks. They are trimmed of 
superflous action through TV's time 
limitations. And, in addition, TV 
drama has the impact of a front row 

I seat for everybody in the house. I 
believe drama on television will do 
much to raise the theatrical level on a 
national basis, 

I 
Some sort of news approach is now 

being gingerly attempted on TV 
screens. What will develop is a qHes· 
tion. but there's no doubt about the 

I 
; forthcoming appearance of excellent 
I remote and studio news shows on the 

medium. Children:s shows, too, are 
beginning to shape up effectively on 

I 
TV. 

I t seems to me that the flood of 
quiT-zes. audience participation shows, 
and !!i\-eawan will recede in the near 
futur~. lea\'i~lg only the strongest en· 

I trants 'in each field. 

All in all, while TV hasn't too much 
I to hoast about as a c reative medium to 

date_ I belic\'e that the story is just 

II unfolding. There will be new types of 
, programming de\'eloped for TV. com

posed of the best elements of all enter· 
tainment media. 

J \YILLIA:'II B. LEWIS 

1'_(>. , Kenyon &- Eckhardt 
Sell' l'ork 
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1. ST. JOHN PLANTATION , nearSt.Martins
ville, Louisiana, was built in 1828 by Alexandre 
Etienne de Clouet. Since 1887, St. John has been 
owned by a prominent New Orleans family, who 
have faithfully preserved the grace and dignity 
of its ante-bellum architecture. 

2. THE DAIRY INDUSTRY is developing fast in farm income. Another reason why WWL - land 
Louisiana. With year-round pasturage and growing exceeds the national average in increased income, 
markets, it's adding millions to the state's diversified increased buying power, and general prosperity. 

s e 3. WWL'S COVERAGE OF THE DEEP SOUTH 

__ WY(L-.L_A_ND ___ 
The greatest selling power 

in the South's greatest city 
50,000 WATTS CLEAR CHANNEL CBS AFFILIATE 

10 OCTOBER 1949 

50,000 watts-high-power, affording advertisers low
cost dominance of this new-rich market. 

BMB Maps of WWL-coverage and other data available 
from the Katz Agency, Inc., our National Representatives. 
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ADVERTISI NG BU DGETS 
I Continlled from page 19) 

Toda). HCYllol(l::; is thc largcst adwr
ti~cr of the three. 

Philip ~]orris, which has had thc 
largp~t pNccntagp incrcasc in salcs of 
tobacco'~ Big Five iu thc last eighteen 
JIIonth:", dp\'oted nearly 50' ~ of ad
Jl1illi~tration costs to ad\'c rtisillg in 
1 <)eW. Philip ~]orris spent about 4"';' 
of s.1Ic~ for advertising I prcdomiua nt
Iy ill radio). Its ratio of ad\,prtising 
to profits was about 50~~ . 

The highest afh'crti::;illg proportion 
was ill the case of R. 13. Semler. Inc., 
which la~t ) ear spcnt twice as much 
for afh'crti~illg as for all administra
tion costs. Adyert ising also represeut
NI nca rl ) 50'1 of &lIes. The only fly 
ill the Krell/I. however. was the fact 
that. dc"'pite a thrce-media expeuditure 
of 8<)20,455 ( nearly all in radio 1_ 

Semler had a nct loss of S61,59,t.. 
On th e other extreme_ all of the 20 

companies which had a below-average 
ratio of advertising to administration 
cos t s ( except California Packing. 
Heinz, Johnson &: Johnson, and RKO 
Radio ) had a ratio of adYertising to 
sales \'olume of less than 1 ~. l\lost of 
thcm also had a smaller ratio of ad
vertising to net profits. 

Du Pont , Eastman Kodak, and InteT
national Harvester are so dominant in 
their industries that they may feel they 
dOll't have to a(h'ertise, competi ti\'ely. 
But. pven so, they do advertise, to 
some extent, to introduce new products 
and to extend the use of established 
ones. £astman has np\'er used radio_ 
hut might use televisioll. Despite the 
long-standi ng "Cavalcade" program on 
l\I3C, du Pont still spends more mone) 
in magazines and farm papers. Har
vester, in recent year, has be<:ome a 
consistent network radio advertiser, but 
it also spends the hulk of its money in 
magazllles_ 

Among tl1£' com panics whose expeu
ditures in the three media were 2'{ or 
more of sales were Bendix Home Ap
pliances, Chpsebrough, E\'ersharp, Gen
eral Foods, General ~] ills, Glenmore 
Di:"tillers, Ilunt Foods, Intefllational 
Cellu('otton, Johnson &: Johnson, Kel
logg, Libby, :\]innesota Valley Can
ning, National Distillers, Park &: Til
fonl, Parkpr Pen, Philco, Pillsbury, 
Quaker Oats. Honson Lighters, Schen
Icy. Sheaffer Pen. 

Four of these 21 arc primari ly eli,,- I 
tillers. and ncarly all radio and TV 
statioll~ \\ Oll't accept li'luor. I nterna
tional Celhwottoll call't gpt on the air 
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Would you spend 5 

home demonstrations? 

o 
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) 5 cents for a thousand 

? , 
A dvertising costs are often computed on a 
basis of cost per thousand potential listeners 
(or readers). Sales demonstration costs 
usually are not. 1\1ost firms whose 
products are home-demonstrated spend 
at least $2.00 per individual demonstration 
to make their products known. 

Today every advertiser may demonstrate 
his product simultaneously in thousands of 
homes for less than one twentieth 
of a cent per demonstration ... through 
SPOT TELEVISION. A full 60-seeond ( 
demonstration on all eight major television 
stations represented by NBC Spot Sales* 
totals only $730. Your potential 
audience is nearly six million people 
in 1,620,000 homes. t 

Your demonstration salesman on television 
is a welcome guest in these homes. 
Your product is demonstrated to the entire 
famil y purchasi ng board. No more 
favorable circumstances can su rrounel 
the presentation of your prodllf't than 
home-demonstration by SPOT TELEVISION. 

VIEWERs t 

* WNBT New York .. 2, 718,000 

WPTZ Philadelphia . 774,000 

KNBH Hollywood. 673,200 

WNBQ Chicago 640,800 

WBZ-TV Boston • 450,000 

WNBK Cleveland 271 ,800 

WNBW Washington 206,640 

WRGB Schenectady . 104,760 

5,839,200 

-
SPOT SALES 
New York· Ch icogo • Cl evel on d • Hollywood 

Son Froncisco • Wosh ington • Denver 

t NBC Resea rc h Dept. Estimates - September, 1949 
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for the same rcasoll. Of the remaining 
16, however, eight were listed as spend
ing the most money in network radio 
lime: Chesbrough, Eversharp, General 
Foods, Genera l Mills, Libby, Quaker 
Oats, Ronson, and Sheaffer. 

Bendix, Kellogg, Ph ileo, and Pills
bury were reported as us ing newspa
pers primarily, and Hunt Foods, 10hn
son So. Johnson, Minnesota Valley, and 
Parker Pens spent chi efly in magazines. 

But if time costs were added (they 
average about 57 % ) . Philco also 
would be in the radio column. Thus 
more than half of this gro up of more 
vigorous advertisers find radio their 
best medi um. Although not included 
in these data, soap's Big Three-Col
gate, Lever, and P&G-collectively in
vest much more in radio (network and 
selective ) than in any other medium. 
P&G, largest advertiser of all, last year 
used about $18,000,000 in network ra
dio time, out of a three-media total of 
$31,600,000. 

Other leading advertisers are not 
covered because they spend the bulk of 
their money in selective radio. for 
which dollar estimates aren' t avai lable_ 
Among these are Benrus and Bulova. 

It is interesting to note that among 
the 50 largest advertisers in the com
bined PIB-Media Records lists for 
1948, all but four distillers and Heinz 
and Johnson & 10hnson used network 

I radio. These last two, however. em
ployed selective radio, and Heinz has 
j list returned to network. 

The point is that, whatever the media 
employed, most large advertisers don"t 
appear to advertise enough. The crea
tive force of advertising has been 
shackled by the weight of administra
tion and selling costs. 

In these days of tough selling. some 
companies might try increasing adver
tising, say, 257f', instead of trying to 
increase sales forces or number of re
tail outlets. Mass advertisi ng can call 
on prospects for one cent or less each. 
It can get the prospect's eye and ear 
in a favorable mood. It does not have 
to stick its foot in the door. 

If the nation's 5,000,000 salesmen 
were paid an average of only $60 a 
week or , 3,000 a year- and most of 
them get more than that- their com
bined costs in earnings alone would be 
$15 billion, or three times the amount 
now spent for all advertising. To this 
must be added ,billi ons for travel and 
other expenses. 

Doesn't advertising, for pre-selling. 
look cheap at the price? *** 
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TV COMMERCI ALS 
(Continued from page 27 ) 

I f he should answer 4 or .s, the inter· 
viewer asks what he di slikes ahout the 
cOl1llllercial. 1\1ost COllllllOn reasolls for 
" dislike" or "object to" in the first 
report arc " Been on too long- tircd of 
seeing it" - "Commercial itself is too 
long" and words llIeaning " boring. 
tiresome, monotonous, etc." .Men vol· 
unteer quite biller complaints ahout 
commf'rcials on sports cvents that rUII 
over into or obsc ure the action o f the 
game. 

These and other incidental items 

were collected by the interviewers as 
they gathered their information for the 
main report on how many remem bered 
scei ng a comrnercial, how they liked it, 
and w ha t thei r hralld preferences were. 
Badio research ullit s at Young & Bubi· 
cam, 13131)&0, \lcCann·Ericksoll (all 
:\'ew Yo rk ) and others have studi ed 
the role of b( ~ lievab ilit y in gelling reo 
sponse to a commcrcial. 

Since the ~tarch reports on TV ('0111, 

mercia Is do not tr) to check credibility 
of th f' ads, the reports must be j udgf'd 
on the utilit y of what thcy do attempt. 
They are at present the onl y continuing 
reports on the audio·video salcs pitch. 

/') • I 
SOUTH.WEST VIRGINIA'S l'ttJ.If.eeh, RADIO STATION : 

(1(1~LH®®rr OF THE 

Because Local advertisers know that WOB) excels 

in coverage, distribution and RESULTS in Roanoke and 

Southwestern Virginia *, 34 LOCAL accounts have 

maintained continuous advertising schedules from 5 

to 15 years on WOB). 

* Ask your Free & Peters Colonel for survey material. 

W DBJ's potential audience is oyer 

a millio1l people who can spend 

almost a billion dollars yearly. 
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One of the numerous contradictions 
(o r what seem to be cont radictions ) 
that make this fi rst report both a puz· 
zler and a teaser for future issues is 
brand acceptance for Simmons mat· 
tressf's. Viewers preferred it 71 j~ to 
.s I 'k. for non·viewers. Yet it had a 
rather low memory score for both men 
al/(I women, compared to other prod. 
ucts in the group. \Vomen liked and 
remembered it only a little hetter than 
men. Could it be this ad had high be· 
lia ability for those interested. and that 
thi s showed up in the brand acceptance 
column? 

Ajax Cieam:f'f. with a \-ery high 
memory.liking score, also showed up 
considerabl y stronger with \-iewers 
than non·\,ie\\ers for brand acceptance. 
Yet Admiral Hefri:rerators with twice 
the score for memory (both men and 
\\ omen) and 20 points less for liking 
than Ajax, had a \ ery low brand ac· 
ceptance scorf'. Vif'wer preference out· 
pulled non·viewer by on ly one point, 
13% to 12 '1 . 

In the autoll1oti\e category the amaz· 
ing similarity of men and women's reo 
actions to Auto-Lite Spark Plugs stands 
out. This is espccially interesting in 

(Please turn to page 4-1-1 
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Reminder ... for a I. COFFEE packer: 

OFFICES IN CHICAGO 

10 OCTOBER 1949 

keeps sales perking • • • 

from Roaster, to Grocer, to Housewife! 

On big-volume, frequent-purchase products 

like coffee, you've got to have frequent, hard

hitting advertising to keep the sales pot boiling. 

Sounds like Spot Radio, and Spot Radio it is for 

many, many national and regional roasters! 

ASK 
YOUR They find that Spot Radio's repetitive 

selling keeps housewives buying day after day. 

They find that Spot Radio's flexibility, com

bined with radio's impact, gets needed results 

quickly in every market. Most important, they 

find the sales Spot Radio builds are profitable JOHN 
sales. 

Spot Radio sells coffee. It will sell 

your product, too. The man to see about 

making Spot Radio sell its hardest and 

best is your John Blair Man. Ask him 

today! 

BLAIR 

MAN! 
JOHN 
BLAIR REPRESENTING LEADING RADIO STATIONS 

NEW YORK • lOS ANGElES SAN FRA NCIS CO 
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Stretch· 
YOUR RADIO 

NicKels, I. 
.IN 

HOUSTON 

«4 
ON STATION K-NUZ 5c BUYS 
25 SETS IN USE 
ON NETWORK STATION "A" Sc BUYS 
16 SETS IN USE 
ON NETWORK STATION "B" 5c BUYS 

8 SETS IN USE 
ON NETWORK STATION "e" 5c BUYS 

9 SETS IN USE 
ON NETWORK STATION "0" 5c BUYS 
14 SETS IN USE 

This survey was 
compiled from the 
average June-July, 
1949 Hooper Share 
of Audience Re
port, and is based 
on Standard Rate 
and Data Service's 
market research for 
Harris and imme
diately surrounding 
counties with in five 
millivolt contour. 

Of course, you'll wont to buy 

mony nickels worth of Hous

ton's best rodio volue-K·NUZ 

-the stotion thot is bringing 

scores of radio advertisers mare 

results per dollor spent thon 

any other Houston rodia sto

tion-the station thot can bring 

you iust such satisfoctory re-

suits. For ovailobilities ond 

complete detoils coli, write or 

wire Dove Morris, KNUZ gen

erol monoger, or Fariae na

tional representotives. 

k-auz 
(KAY.NEWS) 

9th Floor Scanlan Bldg. 

Houston, Texas 

TV COM M ERC IALS 
(Continued from page 42) 

\·iew of th e fac t that researcher A. S. 
Bennett, in his study last year for True 
lIIagazin e, carefully delllollstrated what 
was gerH'rally acknowledged, that wom
en dec ide all the brands for only a 
minute fractioll of suc h autolllotive 
items as spark plugs, tires, batteries. 
etc. There's 110 reason. of course, that 
what is pleasing to a man WOll ' t be 
pleasing in a commercial to a woman 
also. W ere either, or both, cOllvinced? 
Vi ewers favored Auto-Lite over non
vi ewers 2()I ~ to 15'/; . I" fa ct. the 
viewers strongly favored all the TV 
advertised brands in this category. 

~Iemory for cigarette commercials 
was about the same for both men and 
women except for Camels, which men 
remembered better 78'7, to Gl (1, t both 
the!'oe figures are high scores. Lower 
scores are down in the thirties and 
less ) . \';r omen were slightly more en
tertailled by the cigarette commercials 
than the men were. \'ot Camel, but 
Chesterfield had the best brand accept
ance figure with 3G' ~ to 23'Ir in favor 
of the viewers. Camel and Lucky Strike 
had exactly the same figure each for 

viewers and non-viewers ( 11 % -11 ~{ 
and 14 ,;{ -14% respectively) . 

Heaviest dislike scores for any cate
gory were garnered by drug and toilet 
goods commercials. Both memory and 
attitude scores were considerably high
er for women than for men, but on the 
whole were lowest of any other group. 

Among the commercials rating tip
top for memory and credibili ty in the 
initial report, in addition to Bulo",!, 
ll.V.D., and Ajax Cleanser already 
mentioned, are Peter Pan Peanut But
ter, Lucky Strike, and Kool. Peter Pan 
and Ajax are network, Lucky Strike 
both net work and spot. the rest spots. 
It's interesting to note these high-raters 
represent five different classes o f prod
ucts. 

At the bottom of the memory-liking 
scale were an almost equall y wide 
spread of products including Bisodol, 
Sal Hepatica, Velveeta, Kellogg's Corn 
Soya, Mounds, and Kolynos Tooth 
Paste. ;\Iounds was the only spot in 
the group named. In fact there were 
only eight spots in the total of 36 com
mercials monitored during August. As 
a whole. ther ranked high compared 
with network commercials for the same 

(Please t U Tn to page 52 ) 

additional information 

for buyers of time 

Says one agency Vice-President. " When I'm considering 
any (spot ) advertising, I always read the listings and 
advertising in STANDARD RATE & DATA for the vicinity 
I'm interested in. 

"When I go to client conferences, I take STANDARD RATE 
with me. It's not unusual for a client to bring up ques
tions about this or that station. I can always turn to 
STANDARD RATE and. if there's a good ad-an ad that 
gives me a clear picture of the facility-I can give the 
clien t good answers." 

~[any other buyers of spot time have told us they find 
that the station Service-Ads* in SRDS make their job 
of deciding WHICH STATIONS easier- Sertice-Ads* 
like WSBT's illustrat ed here. 

(NOT E TO STATION MANAGERS: The new "SPOT RADIO 
PRO:\IOTlO:'l HANDUOOK" reports. interprets. and trans
lates the buying experi ence of many radio users into 
effective ideas for times salesmen. direct mail. trade 
paper advertising. and Serz:icp-Ads*. Copies are avail
able from us at a dollar each .) 

* SE ln-ICE· .. t D S arp ads that suppleme71t listi1l178 ;11 !':RDS 

11'ith u.<r!1l1 ill/orlllatiolt that h el" .• buyers bllY. 

WSBT 
I '.e" .nfl 'iff." •• ,.,r •• 

s.",,. '.nfl Alt., ... , 
~ .... - ........ . 
••••••• c. _ ••• Ie: 
_II •••• _ c •• 

:0=.-;,;;,:,,-=,,--
=-..:.:.:, .. -1-_-
:: .. "':'':''-=:-:"'--~ 

~'~N.!'=:~~ ,,---, ... "-'''--_ ............... -
0..._ ... _' .~_ 

----__ .... _c.. -- ----"- -'-" -- --
.IUl TlST MAlIlT 

This Service· Ad ' ap
pears near the 'Y ~nT 
listing in the SRDS 
nadlo ~ cctlon. 

STANDARD RATE & DATA SERVICE, Inc. 
The National Authority Ser.ving 'the Media Buying Function 

Walter E. Botthof, Publisher 
333 NORTH MICHIGAN AVENUE, CHICAGO 1, ILLINOIS 

NEW YORK " SAN FRANCISCO' LOS ANGELES 

SPONSOR 
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tiTHE PEA APHID STRUCK the vetch crop here with all its might. . . . Personnel 

of this unit began searching for ways and means of eradication. About all we knew about 

it was what we heard over your program .... As a result of your broadcast, approxi. 

mately 1,500 or 2,000 acres of vetch were dusted in this vicinity ... . 75 to 80 percent 

of the men who dusted got 95 to 100 percent kill." 

J. 1. COPPEDGE, Soil COJlsen'atio11 Sen-ice 

"PEACHES ON MORE THAN 52.000 TREES near Mexia were 

ready for picking, but we didn't have a market. The day after Murray men

tioned the fact on his farm broadcast, trucks poured in from everywhere. Our 

crop was entirely sold out. WFAA did it, and we can't thank you enough!" 

RIP McKENZIE, Mexia, Texas 

"The radio program Murray Cox put on last year made A MILLION 

BUSHELS OF CORN this year." 

W. A. MORGAN, COU11ty Agent, Henderson County 

820 KC • NBC • 570 KC • ABC 
TEXAS QUALITY NETWORK 
Radio Service of the DALLAS MORNING NEWS 

REPRESENTED NATIONALLY BY EDWARD PETRY and COMPANY 
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· . . do J~OU heal- the 
greatest pelfol-Inel-s 

i,l Aillel-iean radio 

· · . l/O J~ou tj-et tile biggest, 

alllL lile b'~gest avel-u~-e, 
I·alillgs i,l aill-udio ". ., .. , 



I ............ ' .. 

· · " ., 

· 
i::~; ... ·~: 

~~ ... '.~ ._- .. . _ .... _ .. 
" _0,-

'-'-"'~ 
~~: ... 

r.::::. ..... '~':' 
",_,re .. 
0."" ,,_. :: 

t:. ..... _, 
~~ I. 

""" .......... ~:' ... 
" · c..._,~ .. ,~, 

h .. ~ ..... , 

~~':.'~ :: _. __ .... -'- .,,, .. "~'- ... -. ~~ .. -~( ... " 

:=~7:~ " ::::;,. .... '-::.":..':'. '-· .. ·_·e ... .. , 

c. ......... 

t;::;: ....... 

.... 
, , 

, , 

e:-:.. .. 
:::::-'::~'.':l I, 

t::::!:,.-" ... 
'--'
~-
g~:'~' 
~ ..... , --,-...... ""-c.,. .. 
..... , ........ _ \0 ...... __ ....... - . 
f;~ ~< 
.... -. 

'.11 

" 
" . 

,-.-.... , ...... , ~ 

I" ... " 

", .. . " ",''_'0 • .. , ... " ..... , 
. . 

.... _, ...... '-, .... _ ..... 
::;,' :--:'::':.';;:';'':': .:.,,;.;,-,.::, ,: 
__ ............ , (_.". 'C' 
,:..'" '::;'::':":.::""" . -.- .. 
• _ .... h •• _ ....... _, ,_, ."-'- ' ,, ... ,-' ........... .. 
·~7~'.:"'::'·-::' . _' .... ,., ... " • 
...... , ... " .... , ............ 1 'N' 

, ...... ,. .. c..,_ 
'" 

I--''''--J- ....:..:...+---I-----j " -,~ 
1 •• ,_ 
N, ....... 
~, 

:::~:.: 

''''N, ... "-
~. 

•. ' c .... ',..,j'''' 

(':':'J.~-

"'''I'' 

,_ . 
~" ,,," ,-,,," 
w ....... 

l." .. 
)010 .... "'. 

1111 .. 

S"",,' .. 

N • • ,~_ 
W"lt_ .. ", .. ,."" 

".,1 ,. 



.~.-. 

..... 1, ••• 

t::::~-.:, .... 
~::::::::_ r 
'S;'::"_~ 

~"'!:'::" 10 
-"-"'_10-

::?:!F.=-' . __ ...... 
.-~ 
t:e'.::: " .. ~,.... .. .." 
t-II ... 
...... c.-... 

~~ 
c. .... c. •. ,'~. 
(,.''''''''0... 10 0;..,_ ...... _ 
(,00.,.,,"""_ 

::-'::::: .. -::-
§t:' 
.. _"-.. " 
~.~ 
c-,. ... , . . 
"., .. ,,"- '. ___ t-o 

:=:,," 
::::' .. ~':'::'" 
~.;:::: 
~.::.:;::. 

!:--::-i~ " 
~,,:,:~. " 
!:~.:''''' ''''' 
.. 0::,;_0.. .. ....... , .... -
:!"~U.:!:; 

. .,., ..... -
""'.'''' '-, .. , . 
' .... 
,:! :: 
""'. .., .-...... . 
,: :.:: . .,,
. ~ .. 
~:!: : 
:~~:: ...... 
'<Co •• ....... -..... -..... 
::;:: .... ,, .... . " .. , ... .. , <11>, _ 
::::: 
~<7' •• 

":'!;: : 

if:: ..... -
:;:: 
::.':: 
:::: '"0:'._ "h_ 
' ID ... . "',-

10,", ... ...... .. "" ... , .... . -
'''.-" .... . ', .. .. .. '.-
• It ... 

~~g 
:~:: 
. \ .... 
::::: 
'~~~: : 
''1 .-
:::: . ... -
"'. tIO. _ 
.:;::: 
''-1· . " ,. 

..... 
:::: 
,:;,:: 
'~' .. 
,:~: : , .. .. , .. ,. 
': :'::: .w._ 
,~ :': : : 
~ ::: : ....... 
' ... -11,,·._ 
''' '''''. -,: ::: 
,~'~: : 
'10, -

,~ ~:: 
"'., : :::: 
~ :.: : 

II' ... . , ... . 
" ... -.. : :.:.. 
::a::.. 
' .. -.... -
"", .. 
'::: ..... . ~ :: 
I!~:: 
,:~ :: .' .... . ...... 
" ... -t.:: : 
'",', .. 
:E~: 

~ :. •• :::! ... ,. 
.... 00 ..... ... , ..... _. 

:c::: 
1"-. · 
::: : 
, ~ '.:, ~ : .., . 

:::;-~,- "~ .. .. ,., .. , ....... , 
;..- ....... _ . ;r, •• 

~!',§~ t' ,ii;~ 
::."":":'':..'!::.. ~. :~:: 
........... _ i:;:: 
~~.':':.'= 0, .,':,.~:':,._:: 
=.:,tF_' ..... 

t. :::: ....... - ''' .. 
::,,=~ .. " :::: 
:::;:;.!':'... !i:.~ 
::. :;.'.:.~-;!:";. " :::: - ...... , .. ,i::: .. , ... . 

" .... . t.. :~:' :.:.. .. , '''' . .. , "' .. · . ~ .. ",. w, 1 .... .. '''',. ... ">:0 •• 
Io .... . . " ... . . ... . 

.~ .. .. . ', ." .. . .... -" ..... . 
\0 .... _ .. _ .... "., .......... . 

r::.,:,,':,_ .. , .... ::,':: .. , .... - ... ' ... . 
• u ... ~,_ .. 110', _ 
._, ....... ~. .., • II •• 

E~:,e:~ ~. ~::: 
• ..... _a.".. ..n· •• 
::.:~::- ..... ,:-:,:: .... ', .... _. ''' '-......... "' .. ... ,_. '" .m .. 
::.':r::... .... ,:':.:: 

... ... ,.... w. 

~J::':-.... .. 
!7i~"t-o 

§i::~ : 
.... ---:::'''!~.. ;:" ::':'.::. :' ... 
~::::..,,, ... 
"1"-' '" "0.",,, .. 
• •• , ..... 0., ........ , R' _ ,' _'" .. ... ", ........ '" '--... ' ....... h._ w' 
'''''''(.000 .. , ......... - .. .... , .. ,.. . ...... _ ... " 
:::Z::.~~ :. 
"_I " •• ", ... 

:::--~( ... - :~. 

:.:·~;::~t , .... ~(.,.-- .. ,-,,-,-
00_ 't. . ,,''''._''''-... 

[~g:~ v. -.... ~:-.... =:.-... 
.. . _t" ... .._ ...... -

,~,:: : 
I~ ... , .. .. . .... -'.", .. ..... 
I .. .. .... -.-.-
" ::: ,; :;:.:. 
:~ ::: " .... ...... ",., .. 
'.,"" . ...... 
. ~ .. 
'00 •• ''"', . .".,. ...... · ~ .. .. .... . . .., .. 
,:~: : 

:~:: 
,:~ :.:.. 
"m •• 
'.1(." . ... . ...... 
~ ~':: 
''' ... ...... 
: ::: .... .. ." .. 
,;~: : 
'" .. ...... .. 

-. . .... 
· <. 
:~: 

!!: .. , 
"" '" ' .. , . 

.. ..... . . .. .. 
< •• 

.... ." .. 

I' .... 0. ..... 

'1",, .. ". 
'" 

" 



* h Duffy of the 
1 1894 Hug. 1 League 

. n Natlona h 
Boston d 438 for : ~ 
tearn batte ff 's arnazlng 
season. Du / average has 
rna}or leagupped silzce! 

r been to , 
lleve R hester s 

943 oC d 
Back in 1 . reporte 
first HO?pedra~~EC liste~' 
h e declde wHEC s 

t fence. h' er pre er . leaders lp 
"L100peratlng t pped shzce . 
.0 beell 0 
has never 

Hugh Duffy 
In Batting Average~-

WHEe 
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 

WHEe B c 0 E F 
MORNING 40.9 17.2 9.4 7.9 16.7 6.9 
8:00·12:00 Noon 
Monday through Fri. 

AFTERNOON 37.8 2.5.8 7.3 17.7 8.1 2.9 
12:00·6:00 P.M. 
Monday through Fri. Statian 

EVENING 28.6 20.5 9.0 11.2 11.3 
Broad casts 
till Sunset 

6,00·10:30 P.M. JULY-AUGUST HOOPER, 1949 
Only 

Sunday through Sal. 
Latest befa,e closing time. 

BUY WHERE THEY'RE LlSTENING:-

10 OCTOBER 1949 

N. Y. 

5,000 WATTS 

51 



TV COMMERCIALS \\ere! Peter I'an Pean ut Buller wh ich 
wOlllen re",embered IH'lle r II) 47'/u to 
:~ :; '/c, alld Vel\,ee ta, S6~~ to 43~~ . 
Should food cOlllmer<:ials i III )J res s 
\\ o III en IIIore than ",ell? 

(CollliTlued from page 44) 

puiud. ~\Iell awl women agreed gell' 
('Ially ill ratin g produl t cOllllllen:ials 
llallled abO\ (' eitlrer at top or l)Uttom 
of til(' nf('/llor) .Iikillg ladder. 

I'eter Pall's hrand a<:cep tan<:e alllong 
viewers was 3W; to 12(-; for non· 
\·iewers. T lr is appears to be all excep, 
tiollal ('a,;(' of ~ t ro llg ('orrplation be· 
t \\('('n brand acceptance a r1 d the memo· 
rv· liking factor. T here was a long with 
the \'e rbal copy, it is interesting to no te. 
a corn inci llg " d emonstra t ion " of the 
produc t. ind ud ing sp reading i t on a 
slice of " rpad. It 1S impossihle to tell 
fr o", t ir e S ta rc lr ill te rview anythi ng 
abo ut the r ela t ive in fluence of the 

I n all nl tego rie~ ( fi\ (. plu:, ··IIIiscel· 
laneous." whic h included (111) Bulo\'a 
al;d n.V.D.) the ,;Iig ht spread belweCll 
reactions of lIlPII amI women is nota· 
ble. One might e xpect wornell to dis· 
pia) definitel) more in terest ill the 
food a I III beve rage commercials. J\ (,' 

tuall) tlrere was litt le dilTe rellce ill ei· 
tlrer memory or a ll i tude (men we re a 
lillip more "indilTerent"). Except ions 
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CENTRAL OHIO LISTENERS DEPEND 
UPON WBNS FOR SPORTS COVERAGE-
Columbus and Central Ohio are "Sports Crazy" .. , And for 
sports, like so many other events, they tune in WBNS. No station 
in Central Ohio can come near equalling this coverage. The Fall 
schedule includes the Ohio State University Football Games, 
High School Huddle, Cleveland Browns Pro Football, Leahy of 
Notre Dame, Red Barber's Clubhouse, Wes Fesler Talks Football , 
Paul Brown on Football, Bill McKinnon's Shell Digest and others. 
A sports fare se rved hot off the griddle to appease the appetites 
of the rabid fans in this community. Sports is only one of the 
many reasons why Central Ohio's favorite in radio is WBNS. 

1949 OHIO STATE FAIR, A BIG EVENT, WITH 
WBNS PLAYING A PROMINENT PART-
This year the Ohio State Fair at Columbus was the greatest in 
history , . • And WBNS was there with its talent and inimitable 
showmanship. Folks from all parts of Ohio and the nation packed 
the WBNS outdoor playhouse to see and hear their favorite radio 
personalities. It was a superb public relations feature that helped 
build audience and good will for the station and its advertisers. 

RUBENS CLOTHIERS-ANOTHER WBNS 
" EARLY WORM" SUCCESS STORY-
Irwin Johnson, the WBNS "Early Worm" has a way with him 
t hat has ke pt Central Ohio folks tuned to his program for ten 
ye ars . .. . In that ten years Rubens Clothiers have been one of 
t he ma ny co nsiste nt "Early Worm" sponsors .... And, they have 
c ashed. in , too ... . From a small store they have expanded 
until t od ay t hey rate as one of Columbus' leading men's cloth· 
iers. Rubens success has been duplicated many times by WBNS 
advert isers. 

IN COLUMBUS JT'S 

\isua l an d spoken part o f th e commer · 
cial on mem ory a nd likiu g. The trend , 
however, p lotted f rom m Ollth to month 
and stud ied wi tlr othe r d a ta (available 
frolll the S tarch o rganizati on) cross· 
tab ula ted on 113;\1 ca rds, call s uggest 
useful lines for ind ivid ua l tes ting. 

A tt itu d es of men and \\ omen showed 
up aho ut the salll(' fo r ('ommprc ials in 
the ho useh olll eq uipmen t a nd suppli es 
gro up. ':\l en remembered TV set ad s 
beller tha n women, b ut th is didn ' t 
seem to a lTect thei r liki ng eno ug h to 
raise tire sco re alJO ve tlra t of women 
\ ipwp r!' who saw tire com mercial. 

S ta rch investiga to rs report a tric k of 
\ ie\\ e r :; to beat commercials they don ' t 
li ke, especia lly those of the irrita te· 
and ·sell sch ool. They simply swi tc h the 
soun d 01T, keep half an eye on the 
visual un ti l commercial is O\'er, then 
' urn sou nd back on. 

If D r. S ta rch can provide valid cl ues 
to what makes a TV commercial cl ick 
- o r miss fire - viewers will sa y 
" thank you ." 1\'ot to Dr. S ta rc h, b u t 
to his cl ients. who will sell them mo re 

TV adverti sed produc ts. *** 

LOOKIN' 
FOR 
SOMETHING 
IN 
OGL~ (Ky.)? 
- . into Kcntuc~y, 
if "Oll're peering rke Oole lKy.) 
au~l cyeill~ towns ~e I,,;ogest a 
_ tben l\1is~cr! ,~ our'" State's 
Census 5pcclahsJ~n't baye tbe 
scattered tO~I' uS douob to cure, 

1 r tie .... M'e pcop e? f tbc salcs cu • 
astigmaUSlll 0 l ' on tbe 

Perfect ;) b' 
\y \ VE focnses . \ ea. T IS 

' . '11 'fra(hng J r f 1-
LOllIS"'1 C . real eye u 

t ' "rca IS a . In-·'7·coun ) • , tT t"c llunng - • E C(·... . • II bas a ~ct b '/lion do aTS, 
comc of ol'er ~ f Hying 450/0 

(\ a btan<iar ( 0 f tbe State. 
~~lgher tban t\ltC ~~~\lin WA VE'8 
And all of . .' 

• ' }IIIr'.IC\\ • d 
pr1lnar) . till'" an top Sql1111 ",,? 
50 wby 110t s 20.20 vision. 
let us gi,'c yOll 

WAVra 
~ 

~
II8C lfflll llE •. S°riERS. INC. 

• FREE & RP resentatlveS 
, National ep 

qJ~~J~ 
SPONSOR 



BEER SYMPHONY 

(Continued from page 29) 

tr ibuted. Each program is scheduled 
to do a specific job with a specific 
group of people. 

Fort Pitt hasn' t ignored the telev i
sion audience. Wrf's tling and box ing 
from Rainbow Arena in Chicago are 
sponsored o\'er WDTV ( Pittsburgh ) , 
\VEWS (Cleveland ). and WGA L (Lan
caster, Pa.). WIC U (Eric) receives 
onl y the boxing and WTV (Colum
bus) has Fort Pitt sponsor the wres
tling. Latter started 5 October. Fort 
Pitt presents a daily, except Sund ay _ 
fiv e-minute telecast of news over WICU. 

The company isn' t hidebound about 
any of its advertising. 1 t kn ows that 
Tap Tim e sells its brands and brews. 
It knows that sports reach an audience 
that may not be music-minded. It 
knows that TV is a good suds seller _ 

Broadcast advertising has ta ught 
President Berardino a number of 
things. Among them is the fact that 
when advertising can do a public
service job at the sam e time that it 's 
doing a sales job, the latter is bound 
to be better than without it. 

Recently Fort Pitt took to the air 
with a blimp. The airship, Th e Fort 
Pitt, carries on one side a stationary 
sign that fla shes the words Fort Pitt 
other side it carries a moving sign 
Beer. That's the commercial. On the 
width letters 18 feet high . It's this sign 
that has the public-service slant. Civic 
urganizations, charitable groups, CO I11-

munity services, and any non-profit ef
fort can have their messages on it. 

Fort Pitt is as aggressive, if not 
more so, than most business today. It 's 
spending over $3,000,000 in a 1949 ex
pansion program at Sharpsburg and 
Jeannette, Pennsy lvania. As its plant 
facilities grow, its advertising is ex
panded. President Berardino has a 
credo, developed du ring the past 11 
yea rs, that guides his adve rtising poli
cies. He constantl y reminds his agf'ncy 
and staff that: 

1: No one form of advertising will 
do as good a job as an intelligent util
izati on of all media : 

2: A radio musical variety program 
is one of the most effective vehicles for 
sell ing brewery products; 

3: When bu ying radio talent, buy 
the best, because if yo u don' t your 
competitors will. 

4: A top-flight product is worthy of 
top-flight promotion. * * * 
10 OCTOBER 1949 

SOME radio stations-and their advertisers- get thrown for 
a loss because they don't really know their audiences! 

Thanks to 24 years of work and study, KWKH does know its par
ticular Southern audience, and the Mar.-Apr. '49 Shreveport 
Hoopers prove it: 

KWKH ranks first, Mornings, Afternoons and Eve
nings, in Share of Audience. 

KWKH has a 34.3% greater Share of Audience than 
Second Ranking Station, for Total Rated Periods. 

But Shreveport itself is only the smallest part of KWKH's coverage 
in this big four-state area. Both mail-pull and BMB figures prove 

that KWKH gets high listenership throughout its prosperous rural 
areas, as well. 

Let us send you any facts you need - toda)'! 

KWKH 
50,000 Watts 

TeXAS 

11 : I d ii' 4 ". ] ;; I 
• CBS 

Arkansas 
Mississippi 

The Braham Company, Representatives 

Henry Clay, General M anager 
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KH MO 
SERVING 

HANNIBAL-QUINCY 

COUNTIES IN 

PROSPEROUS ~ 

IlllN2 r;::'J'!OU'R~ND 
NATIONAL REP.-JOHN E. PEARSON (0. 

c.Afut..J uY~ 

I,I ,~~~ , ~,~, I 
~f.vl'" TN' .,( .. 
,.,. SlAT( ".lA 

tOOO WATTS ., JIIIf( 

NEGRO MARKET 
(Conlinu('r/ from l'nge 2:11 

I 
lim part icularly at thp colored markPl 
th('rp are plcnty of pitfall~. hut it can 
pa) ofT I ancl has, at tl1£' lo<.:al·station 
lcvcl, a!' Part II of thi~ srOXSO lt ~crics 
will point out in the 24 October is!,up I, 
if thc afh'ertiser can IlPgotiatc the tight 
rOJlP frolll which th c :"Iighte~t slip w II 
hr('('d ofTen~e and lIli litat(' against his 
prod\lct. 

Many );cgro performcrs get a mixpd 
reception frolll '\egrops thernsdvcs
particularly tho!'c who aplwar in n1£'· 
lIial or !'ubscf\-ient positions to whitp 
peoplp. '\egro tastcs vary, ju!'t a!' 
whitp do; !'omc ~tar!' are popular with 
onc gro up of their own race, yet un· 
popular with another. OthPfs show a 
!' teady and !'u~tain ed popularit y among 
thcir own kind, as they do with whit es. 

IIattie l\lcDaniel , as Beulah on the 
r. B S l\londay . through . Friday Drcft 
(Procter &: Gamble) program of thc 
"arne nall1£', sh owed a s teady ri~ in 
her Hooperating last year, mm-ing 
frolll 5.3 to 9.0. hut it was impos!'iblp 
to determine how much of thi!' wa!' 
duc to '\egro li!'tening. " Roeh('ster" 
on the Jack Benny !'how, Amos '11' 

Andy (whites masquerading as ATe· 
groes) are as well liken by l\:egroes 

I as they are by whites, yet there !'till 
is criticism in some quarters. 

The Negro c ritic ism of Miss l\1c. 
Daniel, " Rochester," etc .. usuall y stems 
frolll the fact th a t th ey are domestics 
ill the home. suhject to the orders. 
whims. a nd wishes of white people. 

);egroes. more Jwrhaps than most 
minori ty g roups, are con!' iderahl) 
touchy abou t the elpmell ts relating to 
the ~~gro race in anverti sing copy di· 
rected to th em particularly. \Vhercas 
a picturp of Joe DiMaggio endorsing 
Chesterfieln cigarpttes on the back cov· 
er of a Life or Look will cause no reo 
scntm('nt amo ng whites who kn ow tha t 
the Yankee Clipper doesn't smoke. the 
"'a111e e l1l10rsemcnt 011 Gur World's or 
EboTlY's I hoth class ~egro puhlica. 
t ions) back ('over hy th e Dod:rers' 
Jacki e Hohinsoll will anlloy a numher 
of Negroes who !'ec it. T I1£' )' kllow 
Rohinson dopm"t !'ll1okc. ei th er. and 
th('y fccl that the u!'e of his nalllc and 
photo is too oL,-iou!', 

It i:-, significant of thi~ " touchincs~" 
~\Illon:r th e colorpn regarding ad,-pr· 
tising copy that on programs ailllPn 
directly at "\Pgro audiences In local 
!'tation!' therl' is ,-irtually no ad\'Prtis· 
in:r of hair.!'t raight('nillg or skin· 
hlanchin:r products, dP!'pitc thc trc· 

nlPndous sal(' of !'uch products to I'c· 
groes. Colorpd new~papers ann maga· 
zines fUn pagc after page of such ad· 
\ ertising. but manufaeturpr!' of thcse 
products shy ('ompletply awa) from 
using th(' air to spll th em. 

\Vhy? Bccaus(' '\cgroe", ar(' sensi· 
tivc ahout thpir u!'e of thi!' kind of 
" 11Paut\" aid. and whilp mention of 
skin·"hi teners and hair.straightener!; is 
all right in printed media !'ccn on) y by 
1Ilt'lllher!' of the colored ra<.:e. Xegroes 
wou ld bc cmbarra~sed to think that 
whitcs might al!'o hp li",tpning to a ra· 
dio program plugging thpm. 

La",t )('ar, when the Pepsi·Cola COI\I· 

pany undPrtook to spll the eoloff~d mar· 
kpt in a Xcgro·ncwspaper campaign, 
the soft'fhink firm discovered one 
highly.significant fact in its prelimi. 
nary study of that market. It found 
that the policy of scgrcgation rc ... trict· 
ed Xegroes fr om henefiting from com· 
peti ti\ e prices among established foor! 
and drink hrands. LTsually limited to 
marketing in ncighhorhood stores in 
her own specific locality, th(' Xegro 
housewife was found to hc impaled on 
tl1£' twin l'pikes o f marked.up prices 
and inferior merchandise. 

Xe:rroes are practically forced to 

n DRINK THIS IN" 
- Mountain Mike 

MORE LOCAL PROGRAMS 
SOLD THAN ANY 

ASHEVILLE STATION I 
- - folks just naturally pre· 
fer our brand of " Corn"! 
Can loci Toylor-Borroff for Full Markel Foels 

5,000 WCltts DCly-l,OOO Nlght-1380 Kc 

ASHEVILLE. N. C. 

SPO NSOR 



shop ill neighborhoo(1 stores, many of 
which don't carry recognized, estab
lished hrand products. Hadio could 
create a demand among colored peo
ple for known hrands to the point 
where their neighborhood markets 
,"ould find it necessary to stock the 
brands called for. There is also the 
further angle of the amount of food
buying done by Negro domestics for 
many white homes. A direct pitch to 
Negroes by lead ing food advertisers 
would . in those instances, sell both 
whites and Negroes. 

There are many questions that must 
be answered intelligently by a national 
advertiser wanting to tap Negro in
comes. He has to know how Negroes 
live in the particular locality he wants 
to reach. He has to know whether the 
Negro is interested in price, whether 
there are individual and peculiar ele
ments in advertising copy relating to 
the Negro race that influence the Ne
gro commmer - and what those ele
ments are, and how to use them. He 
has to know what talent of their own 
color will appeal most to Negroes. 

The answers to these and other ques
tions important to the most effective 
development of the Negro market for 
natiol'lal advertisers are slowly but 
steadily being learned on the local 
level, as more and more local stations 
begin to program speci fi cally for their 
colored listeners. Negro disk jockeys 
are appearing in increasing numbers 
on stations throughout the country; 
the 20-odd of a year ago have now 
multiplied to more than 100. Hadio 
cooking schools, luncheon services, 
home-maker programs conducted by 
Negroes for Negro listeners- one of 
the most effective means of dramatiz
ing the colored market- are making 
their debuts on many local stations. 
The market is finally being recognized 
- but so far only on the local-retail 
level. As mentioned previously, SPON

SOR will report on Negro programing 
at that level in its next issue. 

But in the overall network and na
tional select ive picture the Negro and 
his important buying power are still 
very much in the background. That 
reaching the expansive Negro market 
presents problems and difficulties of a 
different and individual nature is un
deniable. But the problems are solu
hIe, if the effort is made to solve them. 

It would seem that getting his share 
of a ten-billion-dollar market might in
terest a national advertiser enough to 
make that effort. * * * 
10 OCTOBER 1949 

WMT has its finger on 
Dike (IOWA) 

. . . and all the other 1058 com
munities within WMT's 2.5 mv line. 
It's a strong finge r , carried on 
Iowa's best f requency, 600 kc. It's 
a fin ger that beckons listeners with 
exclusive CBS network shows, an 
informa tive fi nger kept on the 
pulse of the news via AP, UP, I NS, 
and local correspondents through
out the state. 

It's a finger that points the way 
to sales in Eastern Iowa, where 
agricultural income increased 33% 
last year and industrial income 
keeps up its steady growth. 

Ask the Katz man to show you 
h{)w a plug on WMT is better than 
a hole in your Eastern Iowa 
market. 

5000 Walls 600 K.C. Day & Night 

BASIC COLUMBIA NETWORK 

WTIC 
V-Olll~NA'i.S \ 

PROSPI!R.O\»s.·· . \ 
.N NEW -_c.'-"l\, 

Paul W. Morency, Vice-Pres.-Gen . Mgr .• Walter Johnson, Asst. Gen . Mgr.-Sales Mgr. 

WTlC's 50,000 WATTS REPRESENTED NATIONALLY BY WEED & CO. 
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The Case of the 

• A Salt Lake City realtor with 
a new de\ elopment 12 miles 
outside the cit}' wanted fa~t 
action. lie came to us. 

We ~hort·wa\ed a colorful 
on,the·spot de~cription of the 
houses. \'\Iith KDYL·~ hig audio 
ence, this promotion did the 
joh: 12 homes ranging in price 
from :57HOO to SH750 I/'ue sold 
Ihal ,,/Iet'noon! 

KDYL and KDYL,TV get 
the same kind of quick re~u lt s 
for all lines of merchandi~e. 
Local ad\'erti~ers found that 
out long ago. 

Soh Lake City, Ut ah 

No tional Representative: John Bla ir & Co. 

SIMPLE ARITHMETIC 
IN 

MUSIC LICENSING 
BMI LICENSEES 

Networks __ _ 
AM 
FM 
TV 
Short· Wave 
Ca nada . __ 

23 
2,013 

412 
83 

4 
150 

TOTAL 8MI 
LICENSEES .. 2,685* 

You are ass ured of 
complete coverage 
when you progra m 
BMI·licensed mus ic 

• As of Oct. I, 1949 

TRANSCRI PT IONS 
tConlinllf'd from ]lage 2.1) 

u~ecl as the hasis of the proj('(·t. A ~t 
of custolll·llla(l<' comllwrcials (jinglps, 
trick effects, name annonncers, p.te.) 
i~ thpn cut, usuall) in the same studio 
ill which tl)(' original show was madp 

, t to get the corrp('t },alauce), and are 
thpII used \\ ith the sy ndicated show. 
This fipld is widp open. :'\al11e talent 
from the show ("an he u~ed to cut the 
comnwn ·ia ls, to do special "signature 
and lpader·' themes. 

In the case of an a(h'cr tiser who has 
(111) a half·dol.cn or fewer lIIarkpts to 
c()\·er with an e.t. show on this basis. 
l()w·('o"t acetate e.t.'s will ~ufTice for 

I the (·oll1ll1eITial. The ad\'(~rtiser with a 
few /IIore dollars to ~pcnd can g!'t a 
hit fancicr, ami can ha\'c his COlllnl('r· 

I

I c ials cut with nanlf' talpnt and pn~sscd 
from til(' ~anl(' typP. of l11a~tcrs that 
werp lIsed on thc syndicatcd sho\\'. 

The cloe~t thillg to a completel) (·lIS· 

Itom ~how that call he found out~ide of 
i the genuinc arti<'ip i~ tllf' rc·rt'conled 
I sy ndicatpd sho\\'. In this type of 0ppr· 
a tion , the cOl11nlf'rcials to fill the open· 
end portioll of the lihrary sho\\ arc 
cut. \lew themes are made with thc or· 
iginal talent. and special ~ign·offs are 
prepared. Then, the commercials and 
show are re·recorded under tlw best of 
I pngineering conditions OlltO a new mas· 

ter, pressings are maoe, and the result 
is a one.platter show. 

The main drawback to the use of 
syndica ted shows with custom·made 
commercials is not the factor of costs. 
For that mattf'[, Harry S. Goodman of· 
fers name talent (who usually own a 
piece of the show, and thus avoid the 

I AFRA union scale as strictly "perform· 
ers") to do custom spots a t what is ae· 
tually double the AFRA scale per spot. 
which , when measured again;;t the cal· 
iber of the ta lent. is not \'ery much. 
Tran;;c ription Sales, olle of the pio. 
l1eer~ in this field, offers a custom ser\'· 
icp to advertisers whereby they can 
have 16 onp.·minute spots cut for as lit· 
tle as 5200, giving the ad\'ert i~Pf two 
double·sicled 16·inch pressings. The 
only big hitch that is likely to occur is 
in the matter of availahle markeb. 
'lost well·known, high.rated c. t. show!" 
that arp ~old h~ transcription firms 011 

a -") n<liea1<·d basis arc well.spotted 
around the countr~ on a sponsored ha· 
sis. An agency which tri('s to dear. 
~a~. Zi\·s 80slon Wackie in 100 leading 

j
lllarkets \\ill filld that olll~' 40 or SO 
of tllO:,e markets call hp dparp(l. 

For one thing, the talent on the s~ n· 
dicated P.t. show is usuall) willing to 
work for Ipss money, particularly when 
tile talellt eithp.r owns all or part of the 
show package itS('if. Besides, a series 
of custom·made comnH'rcials for sev· 
eral a(kertisers, sOlllething which can 
he done in a fe\\ hard da ys of work 
in a f{·(·ording studio. add up to a 
goodly amount dollarwisp for talpnl. 

TIl(' lI1o~t important 1II0ne) ·sa\'ing 
fador is til(' (Iuestion of local AFHA 
rates. The ad\'ertispr who uses all e.t. 
show in a good.sized list of major 
markets quickly fil/ds that to gd thp 
qualit) of allnouncers he fepls will do 
the right kind of job for his product 
Il(' will ha\'p to audition a great many 
local anllouncers unless he wants to 
take the "staff announcer on duty·' who 
Jl1a y 1)(' sell ing til(' co III pptition· 5 prod. 
uct an hour or so latpr. 

Some idea of the amoullt of identifi· 
cation possi hie with a typical IS·min· 
utp e.t. show with custom commercials 
can 1)(' found in the commercial struc· 
ture of such a show. Generally, there 
i.- a ten·~econd opening, a onp·minute 
opening commercial. a 30·40 second 
middle commercial. a olle·minute clos· 
ing eOlllllwrcial. and a IS·seeond clos· 
il~g spot. At least fi\'e times in a 15· 
minute show the tie·in hptween ad\'er· 
tiser and star is made. 

This can payoff in sa Ips, all the way 
from a big regional or national ad\'er· 
tiser down to a local·retail lewl. One 
local adYf'rtiser. the Lang Brothers 
Druggists of Paducah. Kentu("k~. had 
a set of cOlllmercials custom·macle on 
the abo\'e basis h~ the late Singin· 
Sam and Transcription Sales. Inc. 

R. L. Lang, one of the brothers. sat 
down and wrote TSI recently to report 
Oil the progrpss of thp show. Said 
Lang: "Sinep I ha\'e been airing Remi· 
niscin' Wilh Singin' Sam Illy business 
has shown a big illcrease. Prescription 
business has 1I10re than doubled ancl 
all departments in 111) store are cloing 
hetter than P\'er before. For the past 
s('\'era l weeks. I'vp hacl to make ar· 
r<ingpments for my clerks to work long. 
er hours on Saturclay and keep the 
store ol)('n later. l3est of all, Sam ha~ 
been responsihle for a lot of n1\· olcl 
customers returning to my store. 

At the othPf pnd of thp scale, custom 
p.1.·s arp doing a real sales joh for 
national a(h'ertisers. \\ 'it h sales in· 
ereasingl) harder to comp hy in the 
au to field. Chr~ sler ret'ently hacl its 
agpne). 'lcCann·Erickson. put togeth. 
('f \\ hat is currentl) the higgest deal in 

t Please 111m 10 page 591 
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WALTER J.KLEIN COMPANY 
ADVERT I~ING 

SE LwYN HOTEL BUILDINC· P.O BOX 27.0 .. CHARLOTTE.N C 'TELEPIIONE 5,22.,6 

WALTER J KLEIN.PRES. 
MELVIN E KESTER.VICE PRH. 
WILL S. JOHN50N.5[(~. 

Mr. Keith Byerly 
Sa les Manager 
WBTV 

Charlotte, N. C. 

Dear Mr. Byerly: 

September 20, 1949 

We a re sure you will be ha ppy to lea rn that a fter their 
fir s t two months of a dvertising in a n entirely new medium, 
a ll clients for whom we have scheduled telev isi on a dvertising 
a re pleased with re sult s , a nd we wa nt to cong r a tula te you 

on the fine impression WBTV is making in its opening weeks. 

Specifica lly, Mr. Bernard Mark, president of the Hostess 
Venetian Blind Company of this city. has advised me tha t as 
a direct result of his television advertisi ng . exclusive 
of newspa per and radio promotion, his firm has received 

$ 16,000 in immediate orders. An additi ona l $4 1,000 may be 
forthcoming i n contra ct business in the ne a r future, which 

is a l so directly attributable to televi si on adverti sing . 

What seems somewhat unusual is tha t the s chedule which 
brought about such fine, prompt results is a 60- second film 
run one time a week on Tuesday nights , costing our client 

$27.90 per week. The Hostess film, you will remember, plays 
up the extreme a buses tha t Hostess venetia n blinds will 

wi ths t a nd. 

As a result of the sound response our client s have received, 
we will c,ontinue to place ne w business with WBTV as quick ly 

as our schedu les permit. 

With kind rega rds, 

Cordially, ~ 

~J'i" 
WJK:sms 

SENSATIONAL SALES RESULTS now complete the 

television picture in the Carolinas! WBTV brings 

to 57 counties in North and South Carolina (with 

over 3,000,000 population) not only a brilliant new 

medium of entertainment - not only a powerful 

stimulant for Carolina business-but a new and 

enormously successful way of selling. 

JEFFERSON STANDARD BROADCASTING COMPANY 

First with Television lor the Carolinas 

REPRESENTED NATIONALLY BY R A D I 0 

10 OCTOBER 1949 

• BTU 
makes 

$16,000 
"i m p re ss ion" 

with a $27.90, one-min-

ute film announcement, 

once per week for 6 weeks, 

Hostess Venetian Blind Com-

pany has sold $16,000 

worth of blinds . . . pro-

duced leads which promise 
I: 

$41,000 more. I 

BTU 
C H A R LOT T E 

SAL E S 
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A Monday i\1 ust' 
For Top Management • • • 
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MARTIN COD·fL's 

AUTHORITATIYE NEWS SERYICE 

OF THE 

YISUAL nOADCAS TIN; 

AlTS AND INDUSTRY 

WITH AM 

(: very Monday morning, hundreds of top radio executives start their working 

week by reading Martfn Codel's newsletter, TELEVISION DIGE~. In only five 

years this service has become the "bible" of the policy-makers in every branch 

of TV ... telecasting, manufacturing, distribution, and allied fields. Its list of 

subscribers is a literal 'Who's Who" in TV and Radio. 

TelEVISION DIGEST has reached this outstanding position because it does a 

thorough, authoritative job of reporting and analyzing trends and developments 

in TV ... and does it in a minimurA of reading time. If you need to know what's 

happening in America's fastest-growing industry, then you, too, should be a 

TELEVISION DIGEST subscriber. 

A complete service • Weekly 

Newsletter • TV-AM-FM Direc

tories • Weekly Addenda • 
Regular Supplements of Current 

and Permanent Reference Value 

Write or Wire 

for Samples & Rates 

l~Pnt7Jrrw"H AM-1M molTS 

1519 CONNECTICUT AVE. N. W. • WASHINGTON 6, D. C. 

SPONSOR 



TRANSCRIPTIONS 
(Continu ed from page 56 ) 

custom e. t. ' s. This vehicle is the S am· 
my Kaye S ho wroom , a 15·minnte, 
th r ice· weekly musical show on the 
lines o f the Chesterfield S upper Club. 
Top ta lent is used through out , and the 
sh ow is of network caliber. T he cos t 
of sponsoring it on 375 sta ti ons is 
split bet ween Chrys ler, which pay s 
most of the production costs, and the 
Chrysler· PI ymouth dealers. 

The show is a comple tely c ustom job 
from sta rt to finish. 

W!lile almost any majo r recording 
compan y (Gordon M. Day. Ha rry S. 
Goodman , George Heid. Gasper.G or
d on, Cha rles Stark, TS I. Ziv, etc. ) will 
make a completel y custom show fo r a n 
advertise r, the firm tha t is currently 
leading the field in this acti vity is the 
Custom Recording Service of l\BC 
Radio-Recording. Since the library 
e.L 's and the Thesaurus moved over to 
become a sales functi on of R CA, l\BC 
has been pushing this service more. 

NBC's shows are n ot all on th e scale 
of an operation like Samm y Kaye 
S howroom. l\BC's estimated costs on 
a low-cost, c ustom-made soap opera. 
for instance, including a cast o f four 
or five ac to rs. organist , script, studio 
rental , etc., and the fini shed record, are 
between $500·$600 per show. Masters 
are about $50 each, and each pressing 
( if the adve rtiser is using more than 
50 markets) costs .1.55. This sounds 
high, but it depends enti rely on the j ob 
being done. Syndicated shows can be 
placed on stations at costs a s low as 
$5 ( plus time charges and announce r 's 
fee) . but in major markets the show 
rental cost is often $75-$100 and up as 
high, in some cases. as $500-$1000. 

Again, an advertiser. provided the 
job to be done is big enough to war
ra nt the expenditure, can wind up sav
ing money on a completely cuStOlll
made show. The commercials, o f 
course, are on a c ustom basis, too. 
The show's announcer can do them at 
little or no extra charge. and p roduc
tion commercials, such as singing jin
gles. can be done at a lower cost than 
paying the going AFRA scale for 
straight local ann ouncing . The com
ple tely custom show has been done by 
N BC fo r as few as one o r two markets 
on a profitable basis. but its best ap
plication is for the sponsor who must 
have a given number of maj or markets 
on his station list , and who can 't clear 
an existing syndicated show on all of 

tll em. * * * 
10 OCTOBER 1949 

On the Air September 22 

a new TELEVISION STATION 

Serving North Carolina's 

Rich Tri-City Market, 

GREENSBORO 

WI NSTON-SALEM 

HIGH POINT 

Cha nnel 2, Greensboro, N . C. 

AFFILIATED WITH 

CBS NBC ABC Dumont 
and First in the Carolinas with Live TV 

Sales Representatives 
HARRINGTON, RIGHTER and PARSONS, INC. 

New York City 
270 Park Avenue 

MU-8-118S 

Chicago 
Tribune Tower 

WH-4-0074 

Owned and operated by 
GREENSBORO DAILY NEWS - and - THE GREENSBORO RECORD 

just published 
CONSUMER MARKETS 
1949-1950 Edition 

The most complete, reliable and up-to-date 
compilation of consumer market data avail
a ble in one place 

The new SRDS CO;,{SUMER MARK ETS gives 
easy access to the la test government 
and other authoritat ive stat e. co unty, 
and city market facts .. . 1948 esti
mates a long wi th 1940 Census data for 
trend comparisons . . . per family and 
per capita relationships ... radio homes 
... population density . .. retail sa les 
. .. incomes ... farm and industr ial 
activit y and all other important indices 
regularly lIsed by market and media 
men. 

S tan dard fo rmats makes li se easy. Sta tes 
a ppear a lphabetica lly. First. under eac h 

"saved us hours of time." re ports 
one Mark et and Media Research 0 ireetor. 

sta te. a specia l map shows co ullties, 
cities. county sea ts. radio and newspa
per loca tions. Th en the state da ta. Th en 
the co unty data. Then the city data. 
Co unt ies and cities a re cross-referenced 
to the map. 
You can extract any specific index, or 
you can get a complete pic ture of the 
economic makeup of any market in the 
U. S .. the U. S. Territories and Posses
sions, Canada. the Phi lippines. 
On ce T OU use th e 19-/9-1 950 CO;\SU;'IER 
MARK ETS you'LL lise it u:henet'er market 
problems arise. Single copie", $5.00 each. 

A Section of Standard Rate & Data Service 
Walter E. Botthof, Publisher 

333 North Michigan Avenue, Chicago 1. III. 
New York • San Francisco • Los Angeles 
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DID MORE THAN 

ONE MILLION 
AMERICANS 

Write to this 

MEXICAN 
Radio Station 

• 
The An.wer is something 

every well informed Time 
Buyer and Advertiser should know. 

• 
E,'ery one of those million and more residents of 
the United States wrote to XERF to BUY SOME
THING. Yes, that is t he tota l number of Actual 
C.O.D. and cash ORDERS received at Del Rio, 
T""a., by ad,'ertisers over XERF whose mail went 
to the st8tion. It does NOT include additional 
thousands upon thousands of orders that went di. 
rect to the advertiser. A station that ha s such 
definite proof of selling power deserves a promi
nent place on any advertiser's schedule. 

Write today for rate card and booklet that tells 
the story of 

THE POWERFUL MEXICAN STATION 
THAT BLANKETS THE U.S.A. 

XERF 
Licensed to Operate on 

150,000 
WATTS 

CLEAR CHANNEL 
Transmitter at Villa Acuna, Mexico 
MAIL ADDR ESS, DEL RIO, TEXAS 

United States Representatives 

I NTER-AMER ICAN 
ADVERTISING AGENCY 

National Sales Represenlatives 

JONES BUILDING· DEL RIO, TEXAS 

DWIGHT ADVERTISING AGENCY 
John E. Hopkinson 

1665 NORTH MILWAUKEE AVE. 
CHICAGO 47, ILLINOIS 
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AMM-I- DENT 
(ColltiTlued from page 2] ) 

IIIPllb, l)('t1l'r than H.5'; were lIlinute 
"'pob. the re~t chain hreaks. Brpak!' 
we re 1I0t con~idprpd pxcept \\ IIPrp the\ 
( ()uld ("olllllland pxtruordinary li!'te,IP;
s i ~ ip at a tin1P not adequat('l~ cO\'<'rpd 
I·~ a Illinnte spot. Thi!'. of coursp , 
WH!' lwcau!"p not as IIlnch could be told 
ahout the new product in a chain l,rpak 
as wa!" felt desiraLlp. 

To gi\ c ~ollle of tllP tpchnical hack
t:round of tl1(' Alllm-i-dent "ton'. 
lJacked up with ease historips. would 
havc takpII son1('thing more likp a IS· 
lIlinute documentary than a onp-rninute 
"pot, and Cecil &: Pre"hrp\' didn't tf\' 
it. TllP typical "pot ann~unced th~t 
tooth d('cay could be reduced \\ ith a 
n( w tooth powder (or paste) dis· 
cm'ery. It mentioncd the two ,'xclu
siye ingredients and linked the formula 
with the dentist-im'elltor \\ ho tried it 
Oil his own patients. It descrihed reg
ular hrushing a!' the sirnplp wa~' to use 
the powder and gave a tf'stimonial 
(commend ed In' Parent's Maga::.ine , 
etc.). These points simply emphasized. 
together with the price and informa
tion that Amrn-i·dent could he pur
chas('(l at drugstores. comprised the 
Co 111 III e rei a I. 

In order to avoid wearing listeners 
L ut with the same talk throughout the 
IJlOnth. these same points were woypn 
into various dramatic hits with house
wife. druggist. and announcer; three 
announcers ; one announcer read in g 
the cop)" straight; announcer reading 
in JIIarch 0/ Time st) Ie. 

About se\'en out of ten spots were 
transcribed. The live copy was han
dled by personalities. usually mc's of 
"omen's participating programs. In 
fact. as many spots as possihle were 
Lought 011 personalit~, programs with 
pIoven followings. The compall\' he
lie\'es strongh' in th e sales \'alue of 
the ]JPrsonal touch of a cOlllmentator 
\\ ith a lo\'al following. Personalit ies 
like ~farg;pry 'fill!" (\"ew England Re
gional ,ptwork L Agnes Clark (\VJR. 
])elroit'l' Mrs. Page). ~far!!aret Arlen 
(WCBS, 'e\\' York). and ~Ian' ~far
g<iret ~lclhide, ( \\';\'BC. \"ew ' York) 
11elped gpt listellers excited ahout the 
Il('W way to I"pd uce tooth deca \'. 

Some announcers had to do a little 
practicing before they could pronounce 
"reduce looth decay" easily. but the 
COlllpan) fecls thai tests alllply demon
slrnted superiority of the phra!"e. 

Block ad-Illanagpr George Ahrams 

is known as a bug 011 testing. Cecil & 
Preshrey's Sam DalsinlPr agrees with 
him a hUlldrrd percpnt. ~leh-in mock 
I Block Drug president ~, together with 
DalsinlPr and agency tirnebuyer Ted 
K(·lIy , dccidpd to take the road and 
I'crsonall) buy the tillle for these im
]lortant tests. Block Drug has used 
tl!()usands of radio hours in building 
accpptance and sales for its products. 
But this time even hody concerned 
wanted a personal 'hand' in shaping 
tllPse tests to see how the spokpn COIll
n:ercial would fare in gpl\ ing across 
tIl(' "new moder' dentifrice. 

They went over scllPdules with a 
fine-tooth ("omh. Her(> a popUlar' news
caster felt he eauld yipld one of his 
IS lllinutf's to strp,~gthen a period 
Abrams fplt was a littlp weak; therp a 
manager said frankh'. "~h healthiest 
spots are in thc aftPrnoon: You'll do 
hcttpr on \VXXX in the mornin!!s." 
One manae:er couldn't find the little 
hlack book in which his secretary kept 
his availabilities. But Ahrams ' stuck 
around stubbornl\' until the secret an' 
returned from lUllch and produced thp 
hook. 

J n matched test cit ips in which no 
radio wa" u!'erl. anpro'Ximatf'h thp 

PI~ 
~p~Rw~2i:b 

"AMERICA'S FINEST 
WESTERN ACT"! 

The Texas Rangers, stars of 
stage, screen, radio and tele
vision, early thi5 summer made 
a personal appearance tour in 
the Midwest. They are pictured 
here in Oklahoma City, when 
they were commissioned hon
o rary Colonels of the State of 
Oklahoma by Governor Roy 
J. Turner. 
The Texas R angers transcrip. 
tions. used on scores of stations 
from coast to coast, have 
achieved Hooperatings as high 
as 27.4. 
Advertisers and stations - ask 
about our new sales plan! 

W'ire, u'rile or pho,le 
ARTHUR B. CHURCH P,oduclions 

KANSAS CITY 6, M ISSOU RI 

SPONSOR 
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S.InH' alllount spent for the month's 
radio campaign was poured into news· 
paper spreads ill an overnight effort to 
lIlake the population Anll11·i·dent·con . 
scious. These spreads wi th the dp· 
t~iled copy. case histories, pictures, 
drawings, etc. , succeeded in putting the 
ini tial story over, all in one " package." 
At the end of the test 1I10nth, the simp. 
ler radio copy, often repeated. had 
s!Jow·ba Iled its effect in the radio·only 
cities so the sales curve was approxi. 
matel" the same. 

m;ck already knew radio could sell 
cosmetics. But none of the other Block 
products with their successful radio 
history had characteristics that de· 
parted as did Amm·i·rlent so startingl y 
from "regular" items in their field. 
The tests helped satisfy hoth agency 
and client that the spo\en word could 
do a major share of the selling for 
their entry into the $80,000,000 rlpnti· 
frice market. 

Anlll1·i·dent paste was introduced 
last luly with tests similar to 
those used for the powder. and with 
similar results. Abrams is careful to 
point out that the difference between 
the time it took radio (about a month) 
to match the sa les curve achieved by 
pouring the same amount of money 
all at once into full.page newspaper 
announcements isn't due alone to) the 
concentration of impact. Such a con· 
centration was feasible because of the 
variety of detailed material presented. 
The coml)anv claims undisputed leader· 
ship of the field for Amm·i·dent pow· 
der and a c1o<;e fourth for the paste
not just amonq: ammoniated products 
but in the entire field including the 
"regulars. " 

Currently the lion's share of the 
bl.dget (one third) devoted to printed 
l1ledia will go to magazines and the 
remaining portion to newspaper sup· 
plemen ts. The ma~azines will feature 
moyie·star testimonials that tie in with 
the radio slogan , "Are YOU reducing 
tooth decay with Amm·i·dent ammoni· 
ated tooth paste?" The newspaper 
copy will continue to feature case 
histories. 

Block Drug Co., a veteran in selling 
cosmetics and toiletries via the spoken 
word. was quietly confident in turning 
over the primary selling job to a pres· 
t!ge network show (Burns & Allen reo 
turned to the air for A11lm·i·dent over 
CBS stations 21 Sep tember, 10 :00 
p.m. ). It's not a secret they expect ra· 
dio to help them topple the reIgnIng 
giants in the dentifrice field. * * * 
10 OCTOBER 1949 

• 

• MORNING 

• AFTERNOON 

• EVENING 

GO 
\NG UP!!! 

Superior pro~ranllllill~, 
Lolh lu'lwork and Ineal, is 
AG A I N inereasin~ lite lead 
\VFBL has held seasnu after 
seasnu in Syraeuse Jloopera
t in~s aud Share-of-Audience. 

Plaee your sehedule in 
this winning line-up! 

WFBL 
SYRACUSE 
NEW YORK 

Represented by 
FREE & PETERS, INC. 

SUPERIORITY COMPLEX 

My husband, advertising manager of the Ding·Bat Company, used to be a 
nice fellow with just enough of an inferiority complex to make him easy to live 
with. Since he picked KXOK, sales have gone up so fast m y husband thinks 
he's the smartest advertising manager in town. Now he has a superiority com
plex and he's positively obnoxious. 

Unhappy Wife 

Dear Unhappy Wife: 

Maybe KXOK should have the superiority complex instead of your husband. 
During March, 1949, KXOK was within share of audience striking distance of 
first place in St. Louis. Briefly, this means KXOK delivers more Hooper audio 
ence per dollar than any other St. Louis network station. No wonder Ding. Bat 
products are going to town. When your husband checks KXOK's low.cost. 
per· Hooper point, KXOK's wide coverage, and KXOK's low·in·St. Louis 
rates, he'll be even cockier! 

KXO K, St. Louis 
630 on the dial 

Basic ABC 5,000 Watts A "John Blair" station 
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Don ' t Be Co lo r Blind 

Color TV will come-but probably 
not for years. Anrl people who post· 
pone bu) iug sets and arh'ertisers who 
delay getting into tpleyision ulltil color 
arriYes. will he losing, resppctively, a 
lot of entertainment and salps. 

A;; an arL a sciencp. and a business, 
broadcasting never stands s till. In A\I 
and F\l radio and in tplevision. the 
engineers have made continuous im· 
pl O\' el11pnts ~ince the crystal.spt days. 
So h<1\'e the sponsors and the broad
casters anrl everyone else concerned. 
They will keep on making impro\'e
ments. 

Crystal set:- did a sales joh in their 
daL So will color TV. when it comes. 

H afh'ertisers harl waitpd until 
broadcasting was "imprO\'ed" or per· 
fect I,cfore getting into it. they would 
not now he im'esting $0500,000,000 a 
year in hroadcast media. 

Appl."u~e 

To t he ANA a nd Four A' s 

Thp Association of :\ational A(h er
tisen; and l\merican Association of 
Adverti,.;ing Agendes ha\'e rlone much 
in the last few ) pars to make their 
meetings more worth while to the rank 
and file of their membership. 

Among other things. they have rec
ognizpd the growing illlportance of 
broadcasting in the advertising scheme. 

The A\A will hold its annual mpet· 
ing in :\ew York 10-12 Octoher. Sub
jN' ts for report:- anrl analysis include 
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Thousands of them didn't wait-and 
they 're glad they didn't. They grew 
with radio, and learned as they grpw. 
Quite a f('w of them arc I('arning and 
growing with TV now. 

The current FCC hearings on color 
have confuserl some advertisers and 
the public, as w('11 as broadca!'ters. Is 
color imminent? And ",hell it comes. 
will it obsolete present methods and 
equipment? 

The answer. in both cases. is no. 

XAll Presidpnt 1ustin \ Iiller said 
recently that color TV, as a general 
sen' icc. is at least fi\'e years away. 
In this period, he arlded, pres('nt re
cei\ers will not be made obsolete by 
color. 

The hearings, and then the tests, will 
take years. 

\Ieanwhi le. advertisprs will find 
plenty of scope for tll('ir efforts in ra· 
dio and in blac:k·and·whi te TV. 

With millions of good prospects ripe 
for their sales messages. they can hard
ly afToro to wai t fi ve years to tackle 
tlwl11 . 

Decline of giveaways 

The gi\'eaways seem to be sli pping. 
By the t ime the courts ha\'e decided 
whether the FCC has the power to han 
them. they may not have enough audi
ence to make the r uli ng mean much. 

C. E. Hooper's mid-September audio 
ence report listed nothing that cou ld 
be called a g i\'eaway among the first 
15 e\'ening or top 10 dayti me shows. 

Xot included . for example. is Stop 
the Music. 1 ust a year ago (remem-

ra(lio and tele\·ision. 
The Four ks this month is holding 

regional conferences. The pastern eon
fcrence at Xew York last week fea
tured nine dppartmen tal meeti ngs. At 
thp top of the list was. " \Vhere 00 
radio and television go from here?" 
Participan ts included Arthur Pryor of 
BBDO: Charles Undprhill of CBS; 
5p~ ros P. Skouras, presiden t of 20th 
C('ntun-Fox: 101111 Crosby. radio and 
T \ T critic . .Yelt' l'ork Herald Tribune: 
Donald \,\T. Stewart of the Texas Com
pan). and Lou Cowan. IHo(lucer. 

ber?,1 this giYeaway had pushed up to 
rating leadership. In fact. it was prac. 
tically shoving Fred Allen and Edgar 
llergen ofT the air. Being an AllC 
show, it was bringing pious pronounce
ments about the ethics of giveaways 
from exccuti\'es of other networb. 

TIl(' other da\·. all executiye of Old 
Gold cigarettes, '\~'hich has heen a Stop 
the Music sponsor fr0111 the "tart, said 
that his company was glarl to ha\'e 
Amateur /lour as an ace in the hole. 
\>;Thile Stop the Music rating" were de
clining, Amateur lIour's were gaining. 

About that time George Gallup got 
around to finding \\ hat people thought 
of giveaways. 

Twenty·two percent of Americans. 
he said. listen "often" to gi\ eaway 
shows; 29 70 listen to them "once in a 
while," and 32r-;, listen '\'ery seldom." 
The remaining 17j{ "ne\'er listen" to 
them. 

llut if you add the llevers and the 
very seldoms. you find that -19% of 
listeners don't really hear gi\'eaways 
at all. Then add the "once in a while" 
group (and that could mean they hear 
only one in 10 broadcasts of a pro
gram), and you get 78 ';1 who aren't 
exactly gi\'eaway fans. 

Both the Gallup and the Hooper sur
yeys were made at a time when gi\'e
aways had been giYell a publicity shot
in·the-arm by the current FCC ruling. 
Some people who d idn't usually listen 
to gi\'eaways were listening then out of 
curiosi ty. 

If the FCC wants to end gi\'eaways, 
it might just stop talking about them. 

In addi tion, the question, ,.\\That 
wi ll tele\'ision do to media \'alues?" 
occu pied the agencies' o\'prall media 
session. Pat \\rea\'er of :\BC and Bill 
Gi tt inger of CllS represented TV. 
Other speakers were Harold S. Barnes 
for newspapers: Frank Braucher for 
magazines. and Kprwill S. Fulton for 
outdoor. 

Although still recei\ing onl~' about 
one-tpnth of the nationa l dollar \'olume 
in all media, broadcasting is getting 
a much larger share of adyertiser and 
agency th inking and plann ing. 

SPONSOR 
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$8 a yene? ~rhe a_nsw~' i, use.value: And Ihal'.V ~~S 

the on 1\. value III whIch SPONSOR IS II1test c: ~j 7 I 

SPONSOR is lOO j'~ devoted . of ~~ R ~ 
buyers of broadcast adver tising. It 's the straight.line ~ ... ,r:r Offic 3 . 

1· h h If' k' I *c .... c~t· E~ ·~lm~ebu·<'Ci ers ,} __ ... , ,.---, .': me( IUm to t em. t e on y one 0 Its ' In{. 7> '2 ' .. --
Because SPONSOR is dedicated to use.value, Ra.~· . ~, II 

it's an especially useful market place $-~me Benton & Bowles clients who subs\;be : : 
h d' . f' I l' ; " American Express Crowell·Collier Pub~. 

if you a\ e an a Yertlslllg message or n3tlOna a( ver tlsers ., ing. General Electric, General Foods , Pr~ 
or their advertisin a aaencies. /" } Gamble, Prudential Insurance, Western~"'!.. 

o 0 ,/ /"" dd~_ N.H."I Au.,_ .f ",,,.f. -1!.\' :'. 

"SPOl\SOR has been on m) list 0/ hom e ,/ 
must reading for a lon g tim e. / find it in. '\.. '" \ 

teresting as well as informative." '/SULLIVAN, STAUFFER, \ 
GEORGE KER N, \1 
/l ead timebu yer . , ' COL WELL, £7 BAYLES . 

~~ . f/ Subscriptions to SPONSOR 6 

~ 
Home 3 Office 3 . \ ' . 
Executives 2 Timebuyers 3 
Acct Exec 1 '\ 

" For up-to-date com pIe Ie in/ormation we ". '. 

list of radio publications." "\ Some Sullivan, Stauffer, Colwell. & Bayles 
clients who subscribe: Carter Products. Lever 

consider S PONSOR a must on our reading '. ~ 

FRANK "lINEHAN, . Brothers, Noxema, Whitehall Pharmacal. 
Vice President & ,Hedia Director \ 
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\\'here Katy Park Industrial Development Corporation 
is building a new 50 MILLION DOLLAR Center on 23 acres 
of the "closest in" industrial property in the City. 
This is just the latest * big industrial expansion in 
this Great Southwestern ~I etropolis , where ONE STATIO~ 
LEADS IN ALL Il\IPOHTANT CATEGORIES. 

KPRC 
FI {(ST In Hooper 

FI{(ST in B M B 

"'at press t ime. 

FI {(ST in the South's First l\1arket 
To sell Houston and the great Gulf Coast Area ... 
Buy KPRC 

FIRST IN EVERYTHING THAT COUNTS 

/(PRC 
HOUSTON 

950 KILOCYCLES 5000 WATTS 

N BC an d TON o n th e Gulf Coast Jock Ha rris, Gen . Mgr. 

Represented Nationa"y by Edwa rd Petry & Co. 






