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WMBG AM 
WTVR ,v 
WCOD FM 

How do you get them to look and listen 
in Virginia's greatest market? 

They look via WTVR, Virginia's only television station . 

They look so enthusiastically that 

although WTVR must work alone in stimulating set sales, 

already one in about every ten homes 

in the Richmond area is TV equipped. 

They listen via WMBG (AM) and WCOD (FML 

And they've been listening to W MBG first since 1926. 

These constitute Havens & Martin Stations, 

the only complete broadcasting institution in Virginia, 

the NBC outlets (both sight and sound) for this huge market . 

These First Stations of Virginia stop sales problems 

in the Old Dominion. Try them and see. 

Havens and Martin Stations, Ri(hmond 20, Va. 
John Blair & Company, Notional Representatives 
Affiliates of Notional Broadcasting Company 
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VVJZ-TV cuts WJZ-TV, key ABC st a tion in New York, has met mounting costs problem 
its schedule by cutting eight hours f rom weekly program schedule. Monday s chedul e 

now doesn't start until 8:30 a nd Tuesday until 9 p.m ... But TV is 
adding business, too. Goodyear premiered, on ABC -TV 6 November 
( through Young & Rubicam), half-hour "Pa ul Whiteman Revue ." Ford 
Dealers will sponsor hour-long Tuesday night Kay Kyser musical show 
over CBS-TV (through J. Walter Tho~pson). Over 16 stations, ma inly 
in Midwest, Ford dealers a re presenting weekly half-hour film high

lights of Big Ten football games. 

Sanctions are urged 
on "outlaw" Cuban, 

Mexican stations 

Transit Radio adds 
128 new sponsors 

-SR-

NAB's Fourth District, meeting at Pinehurst, N. C., recently, passed 
resolutions asking U.S. Government to request Cuban and Mexica n gov
ernments to order their licensees to "return immediately to frequen
cy, power and directiona l a ssignments U of North American Regional 
Broadcasting Agreement. Failing that, the district would have U.S. 
eliminate protection by our stations to theirs; rearr ange Cuban cane 
sugar quotas; restrict passports against these countrie s, and with
draw currency support to them ••• Third District ha~ t akens imila r 

action 

-SR-

In eight recent weeks Transit Radio has a dded 128 sponsors, bringing 
total of music-as-you-ride advertisers in buses and trolley cars to 
393. Newcomers include Swift Packing, Ford De a lers, Musterole, Bond 
stores, Ipana toothpaste, Miles Labora tories. TR now opera te s in 
Baltimore, Cincinnati, Covington, Ky., Des Moines, Houston, Hunting
ton, W. Va., Jacksonville, Kansas City, Mo., St. Louis, Tacoma, 

Washington, Wilkes-Barre a nd Worcester. 

-SR-

SPONSOR Appointments 
Effective 1 November, Norman Knight joined SPONSOR as vice-president in 
charge of advertising; Ellen Davis as managing editor. Mr. Knigh t was East 
ern stations relation manager of Mutual Broadcasting System prior to his 
appointment. Earlier he served in var ious r a dio st a tion ca pacities culmi
nating in the general management of the Wes t Virginia Radio Corporat ion. He 
will headquarter in New York. Miss Davis has had long experience in broad
cast advertising. For a number of years she was associate editor of the 
VARIETY RADIO DIRECTORY, and more recently promotion director of VARIETY. 
During the war she was director of public rela tions for the USO in Ha waii. 
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Muzak promotes 
new Fox film 

Sk ippy and Lever 
start net shows 

Beville counts 
2,500,000 TV sets 

Meck replaces old 
radios with new 

20t h Century-Fox enli s t s network of Muza k wired-music outlets in 
res t aurants a nd h otels in U.S., Ca nada and Mexico to promote its 
movi e, nOh , You Bea utiful Doll," st a rring June Haver. Muzak dinner 
mu si c will fill ea rs of 16,000,000 with music from film. Newspaper 
ads a nd t a ble tents will tie in. Muzak in stores, beauty salons and 
Gr and Centra l Station will be full of it too. 

-SR-

Skippy pea nut butter h a s bought 10:30-11 Thursday night spot on CBS, 
s t a rting 1 De cember (through Y&R) for "Skippy Hollywood Theater." 
Top British st a rs will appea r in transcribed original dramas ••• 
Lever Bros. ( t h rough Ruthrauff & Ryan) has begun to sponsor last half 
of ABC's five-a -week "Breakfast in Hollywood" over 30-station 
Canadian Dominion network. 

-SR-

NBC's research director, Hugh Beville, estimates 2,565,000 TV sets 
in operation end of September, against 2,310,000 end of August. Of 
total sets in 48 markets now covered by TV, New York area now has 
31%. Year ago NY had 46% of all. 

-SR-

To "enhance customer-dealer relation s," John Meck Industries intro
duces plan under which owners of sma l l Meck radios needing repairs 
may replace them at dealers with new ones. Dealers simply return 
receivers to Meck plant at Plymouth, Ind., where they are recondi
tioned for resale. 

-SR-

KCBS seeks KSFO's KCBS and KSFO, San Francisco, have f i led joint application with FCC 
50,000 watter for KCBS to build new 50,000- watt transmitter on its 740 kc. fre

quency. Instead of constructing proposed 50,000- watt station, KSFO 
would continue on present frequency and power, and concentrate on 
developing its TV station, KPIX. 

-SR-

Color TV hearings 
will be extended 

After five weeks of listening to color TV claims of CBS and RCA, FC C 
a nnounced that hearings and testimony would go into February. FCC 
rejected RCA petition for t wo-month delay in demonstrations and will 
s t a rt them November 14. FCC now plans to view system of Color Tele
vi s ion, Inc., of Sa n Francisco in Washington February 6 •..• Report s 
on FC C color TV hea rjngs and on Na tional Ra dio a nd TV Week will 
fe a ture RMA's f a ll couference in New York, 14- 16 November. 

2 

Ford sponsors 
UN telecasts 

-SR-

Ford Mo tor Compa ny ( t h rough Kenyon & Eckha rdt ) sta rts 7 November to 
sponso r 15 hours we ekly covera ge of United Na tions meetings, over 
CBS-TV, fr om La ke Success, N. Y. Ma ximum of 2 1 sta tions will c a rry 
telecasts Monday through Frida y from 11 a .m. to 1 p.m. a nd from 3:00 
to 4:00 p.m. Comme rcia l will b e limited to a nnouncement t ha t this i s 
public service progr a m of Ford . 

-plea se turn to pa ge 34-

SPONSOR 



HOOPER 
CHAMP'" • 

Y ESSIR! WDA Y had the greatest Share-of
Audience Hooperatings-Morning, Afternoon and 
Night-among all stations in the country for the 
five-month period, Dec. '48-Apr. '49! 

WDAY I HS" He" "0" 

Weekday Mornings 66.2% 16.8% 7.7% 4.2% 
(Mon. thru Fri.l 

Weekday Afternoons 66. 1% 11 .4% 11.9% 3.7% 
(Mon. thru Fri.l 

Evenings 67.5% 14.1% 9.2% 7.2% (Sun. th ru Sat. ) 

Amazing, you het, hut once you see the facts ahout 
our rural superiority, you' ll agree that WDA Y is 
even more fahulous! Our new hooklet gives fig
ures for four typical mail-pull campaigns, together 
with revealing cost comparisons and statements 
hy sponsors. It gives you down-to-earth pl'oof of 
WDA Y's rural coverage. 

Write to us, or ask F.'ee & Peters, for this new 
hooklet! It explains why WDA Y is one of the great 
radio huys of the nation! 

7 NOVEMBER 1949 
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FARGO, N. D. 
• 970 KILOCYCLES • 5000 WATTS 

FREE & PETERS, INC., 
Exclusive National Hepresentatives 

3 



Vol 3 no. 25 7 November 1949 digest NO 

FEATU RES 

iponsor Reports 

to W est 52 

)n th e Hill 

New and Renew 

Mr. Sponsor: James E. Peters 

P.S. 

Mr. Sponsor Asks 

4-Network Comparagraph 

TV Results 

Sponsor Speaks 

Applause 

President & Publisher: Norm a n R. G le nn 

Secretary-Treasurer: Elaine Couper G len n 

Editor: Lawrence M. Hu ghes 

Molnaging Ed itor: EI en L. Davis 

6 

8 

13 

16 

18 

40 

47 

60 

62 

62 

Se'lior Editors: Frank M. Ban nister, Char les Sinclair 

Ass istant Editors: Joe Gould , Fred Birnbaum 

Art Director: Howard Wechsler 

Vice President in charge advertising: Norman Knigh~ 

Advertising Director: Lester J. Blumenthal 

Advertising Department: Jerry Glynn, Jr. (Chicago 
Manager), Edwin D. Cooper (West Coast Man
ager), M. H. LeBlang, Beatrice Turn er, William 
G, Haemmel 

Business Manager : Bernard Platt 

C irc ulation Manage r: Milton l. Kaye 

Circulation Assistants : Marcia Chinitz, Emily Cu tillo 

Secretary to Publisher : Augusta Shearman 

Office Manager: Olive Sherban 

l'uhll<llI'd hlw""kly h ,I' SP ONSOR PUBLICATIONS I N C. \0:, 
(f'uth,' )':dll"rinl, :md ,\d\'(·rlJ:..lfI~ Onh'l's III \V,'Sl ;,:,! :-:'11"l'I'I. 
:'\('\\ York 1~'. :'\. y, TI·I"lIh.II1l' PIH7.8 ,'i-I;211). t'htl 'RIlH n Oire: 
~ilill ,,\ ~J"'hh:Rn ,\\"('nUt', TI'I('llhollt", Fln"nl'iaJ ];'~,II. Prlnl · 
In~ 1101("': 31111 Elm .\n', Ball InIOn' II, ~Id , =,uh:'c'rlpllons 
,'nit" .. ~tRlt·S ~" n yt'''r (':U1l1cht IIlul fon'lrotn $!l ~ln~II' ,'npi('fii 
',II! l'rln""1 I" I. !" .\ l'",,)'rl~hl 1!11!1, SPONSOR PUB . 
lICATIO NS INC . 

I 

---"'1 

-.~--

The Big Plus 

------

• 

Muntz mops up 

Do sponsors 
want BMB? 

Equitable 
opens the door 

Can your 
program grow? 

How to take 
Washington 

Gillette wins 
World Series 

Timebuyer 's 
functions 

Gruen finds 
radio pays 

Return of 
the box top 

Radio works 
for railroads 

Chevrolet 
tackles TV 

ARTICLES 

First continuing study, by Pulse in New 
York metropolitan area , shows out -of -home 
listeners give advertisers a 24.7o/c bonus 

Leading disk jockeys and announcers in 13 
major markets help ad wizard's TV set sales 
rise to seventh place nationally 

Studies by SPONSOR and other groups 
find advertiser and agency executives unani
mous in calling it necessary sales tool 

"This Is Your FBI " network show helps 
7,000 life insurance salesmen build business 
by providing eutree to more homes 

Many programs have been kept going and 
growing because sponsors knew what to do 
when they began to decline 

Integrated advertising , spearheaded by air 
media, does fast job to establish Heurich 's 
new "Champeer" beer in Capital 

IN FUTURE ISSUES 

Record radio and TV audience, backed by in
tensive promotion , help razor firm clean up 

He works closely with advertiser and other 
agency departments in scheduling 

" Hollywood Calling," on Sunday night 
against Jack Benny, sells a lot of watches 

With greatly intensified competitIOn pre 
miums are riding rampant on the air waves 

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

Biggest automotive advertiser telecasts a 
half-dozen widely different programs 

.-
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TO MAKE A TIME-BUYER'S DREAM COMBINATION 
THAT GIVES YOU 

l,STENE. PER _IAR! , 

Share of Audience METROPOLITAN DISTRICT, Worcester; Mass. 

TIM E 
BAS I C WNEB Station A Station B Station C OTHERS CAL L S 

MORNING 6,197 32.1 10.1 19.5 32.4 5.9 PERIODS 

AFTERNOON 10,916 36.4 12.0 13.7 29.4 8.5 PERIODS 

EVENING 7,837 32.4 10.3 13.3 33.8 10.2 PERIODS 

ENTIRE I 24,950 I 33.8 I 10.9 I 14.7 I 31.9 I 8.7 SURVEY ! 
CONLAN RADIO REPORT 

August 21-27, 1949 1 

Sure, we carry baseball, and it has helped 

to build our station. But our over-all leader

ship comes from over-all acceptance since 

baseball represents only about 18% of 

the time periods covered by this survey. 

What's more, th is survey shows that WNEB 

is in first place in 36 of the 58 quarter-hour 

periods 8:00 A.M.-10:30 P.M., Monday 

thru Friday. Call in a station representa

tive and see the complete report. 

WORCESTER 

MASSACHUSETTS 

NEW ENGLAND'S LEADING INDEPENDENT IN NEW ENGLAND'S THIRD LARGEST MARKET 

Represented by: Adam J. Young, Jr., Inc. and Kettell-Carter, Inc. 

I I 

i 
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tackle North Carolina's metropol-

itan market and you're on fertile fishin ' 

ground. 

Raleigh and Durham "waters" are a paradise 

for advertisers fishin ' the WNAO and WDUK 

channels. 

WNAO and WDUK, in combination, are a pair 

of " hot hooks"-sharpened with a discount ... 

and brother, they're bitin'! 

Avery-Knodel, our "reps", will gladly show you 

a chart. 

you'll do better with the 

same line ... and 2 hooks! 

"t! ONE NETWORK, ABC * ONE lOW RATE 

~ 2 KEY OUTLETS 

NORTH CAROLINA'S LARGEST METROPOLITAN MARKET 

--

4tJ 'Vest 52nd 

MORE NEGRO " FIRSTS" 

I read with great interest yo ur two
part article on the l'egro market _ .. 
you mentioned a number of stations 
who have recognized the importance 
of this market, and you included one 
Washington station. I am afraid, how
eyer, you ha\'e neglected us. WWDC, 
\Vashington's leading independent, 
beams most of its programs to the gen
eral population. but has for many 
years aimed specific programs at the 
29 f

} local Negro population. 
Our 1450 Club. although conducted 

by a white announcer, lack Lowe, has 
for years outranked all network shows 
in popularity .... A survey made in 
lanuary, 1948, by a competing station 
found the white audience voted for 
more than 100 assorted programs, but 
the Tegro audience was virtually 
unanimous in selecting the 1450 Club 
as their favorite .... 

Approximately six months ago we 
hired 10n ::\iassey, a talented young 
N"egro announcer ... currently heard 
twice daily. . . . He started with one 
sponsor and now has eight. 

WWDC was the first Washington 
station, probably one of the first in the 
nation, to employ a Negro commenta
tor ... Dr. Rayford W. Logan, of the 
History Department of Howard L'ni
versit )' .... 

Our famous amateur program, 
which has consistentl y had tre highest 
Hooper in town on Sundays at 12 :30 
for better than six years, features both 
white and Negro talent. Our Scholas
tic Sports Association program orig
inally started out with representatives 
of white high schools, but these boys. 
by their own \'oluntary action, im'ited 
Negro high schoolers to participate
quite a remarkable gesture in this city 
where schools are segregated .... 

Our reasons behind this program
ming are. frankly. commercial, but it 
has its soul satisf} ing awards. Last 
year \\,WDC was cited by the rational 
Conference of Christians and lews 
"for outstanding contributions during 
the past )'f'ar to mutual understanding 
and respect among people of diyerse 
backgrounds through the powerful 
medium of radio." 

Br.~ STROVSE 

General Manager 
Radio Station WWDC 
Washington 

SPONSOR 

p. 
a: 
th 

a: 
~ 



We read your series of articles 
titled "The Forgotten 15,000,000." 

However, in Part II .. . there were 
some references to the Negro listening 
audience of WUSN and their "A
Train" program. The article quoted 
an independent survey which showed 
a greater Negro preference for WUSN, 
and this may well be the case since we 
have conducted no "independent" sur
vey to prove otherwise. We would 
like to point out a few salient facts for 
consideration, however. 

WP AL was the first station in the 
Charleston area to employ a Negro 
disc jockey-on the first all-Negro 
show ever to hit Charleston. . . . This 
program has nothing but Negro spon
sors; no others are allowed ... con
ducts each Saturday the "Colored 
Youth Review," featuring talented 
Negro boys and girls ... has present
ed each Sunday the "YMCA Hour. .. " 

... presents daily a recorded music 
show designed strictly for the Negro 
listeners, called "Blues 'n' Boogie" . . . 
acts as Public Relations Counsel to the 
Negro YMCA Sporting Club in the 
presentation of various special events 
... has over 15 Negro quartets, gos
pel singers and church groups broad
casting regularly. 

. . . has the only Negro salesman in 
or around the Charleston area . _ . is 
the ONLY station in Charleston that 
has, or has ever had, a Negro disc 
jockey, and a Negro salesman ... 

1. P. MOORE 
General Manager 
Radio Station WPAL 
Charleston 

SEEING vs. LISTENING 

We are very much interested in the 
article Seeing versus listening, which 
appeared in the 12 September issue 
of SPONSOR, and Reading versus listen-
ing, in the 26 September issue_ 

We would also like to have ten re
prints of these two articles. If these 
are available, will you please send 
them on and bill us for whatever 
charges there are for them. 

E. J. GLUCK 

President & General Manager 
WSOC, Charlotte, N. Y. 

You know, and we know that there's no simple catch answer 
to what makes one football player or one radio station su
perior to others. It's a matter of !!flair," and Know-How .... 

KWKH has had 24 years of experience. We have supplemented 
our CBS network features with superb Hlive" programming, 

geared to Southern tastes. We have Know-How .... The result 
is that KWKH gets top Shreveport Hoopers for Total Rated 

Periods, Mar.-Apr. '49 •••• 

It's 70% greater in the Morning 

7 % in the Afternoon 

47% in the Evening! 

Yet Shreveport is only a fraction of our total coverage. KWKH 
comes in strong and clear throughout our booming four-state 

area and gets an even larger and more loyal rural audience. 

Let us send you all the facts, toda')'! 

KWKH 
• SPONSOR has reprints available of 50,000 Watts 
the first Seeing vs. listening article, 

• CBS 
Arkansas 
~!ssissi"~pi 

and a limited number of tearsheets of 
the second. 

7 NOVEMBER 1949 

The Branham Company, R ep resentatives 
Henry Clay, GeneraL Man ager 
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Steel and coal strikes 
hurt many indus tries 

President Truman has refused to act- as this is \\'ritten
undf'r thf' emergf'nc) powers granted him in thf' Taft
Hartlf'y law. to selllf' the steel and coal strikes. Railroads, 
automohiles and other industries arc beg inning: to feel th e 
pinch. Gon~rnmellt economists f'stirnatc that. if the strikes 
con tinue another munth, 5,000,000 UlI(>l11plo),NI will create 
the first fllll-srale depression sinre 1929-33. But the essen
tial sOllndnf'ss of the econolllY is elllphasiZf'd hy tlw facts 
that stock market pri ccs in late Octolwr reached the high
est level sim'f' mid-194B and advertising. even in steel and 
coal areas, was heing reasonahly well maintained .. , . Al
though third-quartf'r earnings Wf're down, U. S. Steel de
clared the sanw dividends as in thf' sf'cond quartf'r. 
Bethlehem Stf'd had record earnings for the nilw-month 
period. 

British and Italian firms 
start campaigns in U. S. 

British biscuits and sweatf'rs and Italian c1wese, canned 
goods, wines_ gloves and musical instrumcnts are among 
O\'erSf'as products currently being promoted in this coun
try, with th e help of their respectiVf' governments. British 
Export Tradf' Assn. (BETA) is sponsoring the sweatf'r 
campaign. Six haking companies, as the Joint Biscuit 
Marrufacturers of Great Britain, are promoting their wares 
ill the ~ew York area. The Italian govf'rnment has chosen 
\f'W Orleans as the first market to be invaded with a widp 
line of products. If the campaign there sun,peds, it will 
be ex tended to San Francisco. Df'troit. Denver and other 
c itics. Ital y is expa nding tlw commercia l "staff of its em
hassy in \\'ashiugton and is appointing tradf' commis
sioncrs in se\'e ral maj or U. S. ci ties. 

Durable goods sales check 
decline in retail volume 

Continucd expansion in sales of durable goods f primaril~' 
automohiles I and of food has kept the o\'erall retail sales 
curve from turning sharply dowuward thus far this year, 
tll(' J)f'partnwnt of COl11mf'I"("f' shows. Such major pro
duc('fs as GelH'ral ~Iot()rs and Gf'nf'ral f.lectric continue 
to 11100'C ahpad !'teadily, with G-E r('porting a 5 f I,- sales 
incrf'a~e for till' fir~t l1illf' month!". Dcpartnlf'nt !"torp salcs. 
says Federal H p~er\p Board, reccntl) Ira\"(' bem 13 ~' ~ Iwlow 
parallel ]wriod o f 19t8. 

8 

Construction activity 
continues at high level 

A large part of the volume of durable goods is going into 
corrstruction the SL~OO.OOO,OOO value of which in f'P
telllber was larger than in A ugust and about the same as 
S<'])temlwr, 1~·tH. In the fir!'t nine months of the year COIl

struction, pacf'd by residential building, was 1 ~~ higher 
than a ypar ago. :\ umber of new factories and stores 
going up has declined. 

Inte rnational " primer" 
is issued by NAB 

Who Gets the Air, a "prilller" on international problems of 
\'ad io hroadcasting. has been mailed by .\' A B to membf'r 
stations and associate members. Developed under the di
rection of Forney A. Bankin, .\'AB go\'ernn1f'nt relations 
dire(,tor, it deals with the .\'orth American Regional Broad
casting Agrf'ement, the problem of sharing high frequen
cies, and the "gentlemen's agreement" on allocations. 
Some chapters deal with L'uited Xations and lJ.\'ESCO. 
thf' "Voict> of America" broadcasts_ and relations of broad
casters with thp Stat e Department and FCC. 

77 % of FM stations 
move to full power 

Sf'v('nty-seven per cent of thf' more than 700 FM stations 
on thf' air are now operating at full-licensed power, says 
Fl\ l Assn., Washington. In nine recent <la\'s FCC author
ized 55 stations to change to full power. . 

Supreme Court to decide 
on FTC-order compliance 

T he Supreme Court has agreed to decide whether thf' FTC 
may force companif's to pro\'ide detailf'd reports on how 
they arf' complying with the commission's cease-and-desist 
orde-rs resulting from anti-trust actions. \lorton and Inter
na tional Salt companies claim FTC does not ha\'e this 
authority. These and other salt companies were named 
in an an ti-trust action which was upheld by an appeals 
court in 19-1.3. Two )"f'ars ago FTC ordered the companies 
to file reports on their compliance. \lorton and Inter
national declined to do so. 

Congress committee 
probes big business 

A House J udiciar) subcomlllittee headed by Emanuel 
Celler I D. , ~. y.) has begun an intensi\·e imestigation of 
the f'ffects of "bigness" on American business. Such lead
ing advertisers as the prpsidf'nt!' of du Pont, Gf'neral Elec
tric and Le\·er Brothf'rs ha\'e been ca lled to testih·. Mr. 
Celler intends to kef'p things humming three days ~ week 
until Christmas. 

Kaiser-Frazer borrows 
$10,000,000 more from RFC 

\rith an additional loan of SlO.000,000. HFC has put up 
8-1.4.400_000 in loans in tll(' last month- against collateral 
of '78,000,000 to help Kaiser-Frazer get lllo\"ing 011 that 
new lower-priccd car. TIl(' cnrrent .... 10_000.000 will he 
uscd as a "revolving fund" to help dealf'rs finance pur
chasc of cars from the factory. K-F is owned by more 
than 40.000 stockholders. with the Kaiser family 'ownmg 
lpss than lW ~ of its stock. 

SPONSOR 



COST PER THO U SAND H OME S 
6: 00 - 6: lOP. M .... M 0 N DAY T H R U F RID A Y 

FOR CLEVELAND REGIONAL NETWORK STATIONS 

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

HOOPERATING 5.3 6.2 5 .. 1 AVERAGE CD 
- -

HOMES 952,244 874,385 705,393 PRIMARY AREA ® 

HOMES 
REACHED 50,469 

DAILY ® 
54,212 

I 

35,975 

COST FOR I 
10 MINUTE ! 

PROGRAM $60.75 $91.13 $72,,04 
(MAX. DISCOUNT) 

I COST PER 
1000 $1.18 $1.68 

I 
$2.00 

HOMES 
I 

AVAILABLE M.-W.-F.-SEE YO UR R AY MER 

REPRESENTATIVE ABOUT THE 6 :00 P M NEWS 

(i) Hooper - Fall-Win ler 48-49 
W inter-S prin g 48-49 

o Based on coverage pat/em s on jill' wi lh Ih e FCC; 
and Homes, Sales ,II: nagemenl Surrey of BllY

ing Power 1949 

~ Pro jecled rating fo r prim ary area 

7 NOVEMBER 1949 
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FREE & PETERS) liNC. 
Pioneer Hwlio and Tclerision ,c..,'tution Representatives 

Sinrc J9.12 

;\E\\ YOHI...: CHICAGO 

DETROIT FT. \~ 'OHT" /lOLL) \\000 SA\ FHA:\ClSCO 
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EAST, SOUTHEAST 

\x'BZ-\\,BZA Bo~ton-Sp ringfield ~Be 50,000 

WCR Buff alo CBS 5,000 

WI\1CA. 0Jew York IND. 5,000 

KYW Philadelphia NBC 50,000 

KDKA Pittsburgh ~BC 50,000 

WFBL Syracuse CBS 5,000 

WCSC Charleston, S. C. e BS 5,000 

WIS Columbia, S. C. NBC 5,000 

WCH Norfolk ABC 5,000 

WPTF Raleigh NBC 50,000 

WDBJ Roanoke CBS 5,000 

MIDWEST, SOUTHWEST 

WHO Des Moines NBC 50,000 

WOC Davellport NBC 5,000 

WDS:\l Duluth-Superior ABC 5,000* 

WDAY Fargo NBC 5,000 

WOWO Fort Wayne ABC 10,000 

WISH Indianapoli s ABC 5,000 

KMBC-KFRM Kansas City CBS 5,000 

\V A \ -E Louisville NBC 5,000 

WTCN :\linneapolis-St. Paul ABC 5,000 

KFAB Omaha CBS 50,000 

WI\1BD Peoria CBS 5,000 

KSD St. Louis NBC 5,000 

KFD:\l Beaumont ABC 5,000 

KRIS Corpus Chri:,- ti NBC 1,000 

WBAP Ft. Worth-Da ll as ~BC-ABC 50,000 

KXYZ Houston ABC 5,000 

KTSA San Antonio CBS 5.000 

MOUNTAIN AND WEST 

KOB Albuquerque NBC 50,000 
KDSH Boise CBS 5,000 

KVOD Denver ABC 5,000 

KCl\1B-K HBC Honolulu-Hilo CBS 5,000 
KEX Portland, Ore. ABC 50,000 

*CP KIRO Seattle CBS 50,000 

7 NOVEMBER 1949 11 



I 

12 

At a time when many cities in the country, 
including representative ones in the 

Southwest, are experiencing a "leveling
off" reaction in business, TULSA remains 

in the PLUS COLUMN, according to latest 
figures released by the U. S. Department 

of Commerce on total retail trade. Advertising 
dollars placed in Tulsa with the Southwest's 

most potent advertising medium - KVOO - is 
not an "expenditure" or an "experiment." It IS 

a SOUND INVESTMENT! 

Year In, Year Ollt, Advertisers Know They 
Can Alu!ays COllnt on KVOO.' 

TULSA-OIL CAPITAL OF THE WORLD 

R·A D I 0 'STATION 

Total retail trade for the first eight 
months of 1949, as compared with the 
same period last year, shows TULSA 
to. be the SUNNY SPOT IN THE 
SOUTHWEST! The following figures. 
percentage change in sales. were 
furnished by the United States De
partment of Commerce in its "Monthly 
Retail Trade Report," rele~sed Sep
tember 21: 

AUSTIN _________________________ _ -1 
DALLAS _________________ ... ___ .. __ . -5 
FORT WORTH . .... __ ._ .. _._._ -1 
HOUSTON ._ ... __ . _ .. __ . ____ . _. o 
OKLAHOMA CITY (not reported) 
SAN ANTONIO _ ... ___ ... ______ - 3 

TULSA • .2 

KVOO 
EDWARD PETRY AND CO., INC. NATIONAL REPRESENTATIVES 

SPONSOR 
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=, 

Nell) '111" I·elle,~ 
THt: Kt:rUKI:> LI:>ltU ts t:LUW Al"l"tAR IN ALIt:RNATE: I~~UES 

( New National Spot Business 

SPONSOR 

Borden Co. 

Camp hell ~oUII Co. 

C:hrysler «:orl'. 
(Dodge Div.) 

Cri.ty Chemiral Co. 

G. N. Coughlan Co. 

Dad's Root Bet>r .~o. 

Frank II. Fleer Corp. 

General Food~ Corp. 
• Calnntet-La Frant."e 
Iliv. ) 

General :llilt. 

Paramount Pictures, 
I nc. 

Proctor & Gamble Co. 

Srott & Bowne 

Standard Urands, Inc . 

Toy Productions 

PRODUCT 

Borden·s IJI~lalit 

Coffee 

nudge rsrs 

Dry Gas 

"ChiulIH",,' S",,·eel'·' 
and uDe l'-Ioh.t" 

B,o"'eragc5 

Fleer's 0011 hie 
Bubhle Gum 

Calulllt't Raking 
Po",,·der 

Gold Medal Flour 

1'1 o'\' ie: "The 
Ileiress" 

Dreft 

S("olt'~ EU1UI .sioll 

ell ase &. 'sanJJorn 
Coffee 

:\olechanica] tOyfi 

AGENCY 

I\. en,. Oil & Eckhartit 

\\' ar,1 \\ h~c1o~k / 
Danccr-Fi Izgeral(l. 
Sa'"I'I" (1\ . '.) 

HuthraufT .. t{ It)""11 
(N. Y. ) 

Aitkin.Kynett (Phila.) 

A. W. Lewin pi.'\.) 

:llalcolm·lIow:rrd (Chi.) 

Lewis .. fi(,; Gillnan 
(I'hila. ) 

"(lung & Ruhicalll 
(N .'\·.) 

I'a nc e r.F itzgerald. 
Sample (N.'\· . ) 

:II. 1\1. Fi sher (Chi . ) 

Daneer.Fitzgerald. 
Sample (N .Y.) 

Atherton & f:nrri"r 
(N.' . ) 

ConrJltou (N.'.) 

Buehanan (L.A.) 

STATION-MKTS 

:;.6 sta;, 1 ntkt s* 
(:"i~"" Englulul tes t 

call1liaig-n) 

1 ~Ia~ 1 IlIkt 
• Trial run; Illay '-'xpalld 

latt·r) 

Iudef 
,Shurt, illtensh'c natl 

eanlpaign. 

Indef * 
(Lill1ited callt)Jaig n) 

5·9 5ta; 5·9 ",kts· 
• Liutited :\lidw{;s teru 

('"aillpaign) 

1",I~f · 

(TV • ...\ 'I nat] CUIIIIIUigll. 

Iudd * 
(T\,.A~I schedules, 
(lintited campaign) 

1I)(lc(* 
(S('hedules ill S.T-: . 

In e tropolitan areas ) 

Ind,·f * 
• Liulite() nuw. hili Illay 

e xpand after Jan 1) 

50 sta; 50 IlIkts * 
(Major nrkts only I 

Indef * 
(Heavy s ('"hedules plaJllu·(1 

fur N . Central U.S.) 

Indef * 
• !\Jo~tly in South an(1 

501ltll"" f'st) 

12.15 sta; 12 IIIkt s · 
• R egional cantpaigns ) 

Inde f * 
(All major mkt 5 ) 

CAMPAIGN, sta rt, dura tion 

F. .I. :o.pot s , hreaks ; alit O.·t 25;, ] 3 
"k5 

\" "kly 1.~·Jllill Ihe ",11(lw; ""F.YB, :\. 
1.; ~11,t Ort 20;, 52 ""ks 

E . t. !->puts, hr ... ak ~ ;, aLt O(·t 2·1; 2··1-
wk. 

Earl,.. a.lII . spot s ; .. I,t Bec I ;, 8 ""k ~ 

SIIOt s, partic; a ht No\-' I ; ] 3 ",,"ks 

E . t. spob, bre a k s; Oct 27 ; ·1 ",,"k s 

l\-Iainly kid' s prog ram s ; abt ;\0"" 15 ; 
13 wk. 

\' ariou ~ lo ('" al prog ralll ~ ~ abt 1'0'" 1 5;, 
13 wks 

Two dail y 15·utill Iltll s ic s how s 011 

reg ional nct; abt Oct 15; 13 ",,"k s 

E . t. spots , breaks; abt No,,' I; 2.6 
wk s 

E .t. s pots, bre aks; aht No,' 1.15; 
13 wk s 

Sput.:;. upxt to n ew s('"a ~ t l"l ; abt :\0'" 7 ; 
20 wks 

E . t . s pot s, bre aks; abt Oet 17; 13 
wk s 

E . t. s pot s , breaks;, 1\0"". 7;, (, ""ks. 

New and Renewed Television (Network and Spot) 

SPONSOR 

Auterica n Tobac('o Co 
( Lueky Strike) 

Hordf'1I Co 
BIlI ... ,,'a ,,'atch 1.0 
Lantont Corliss Co 
Che"'rolet Dealers 
D . L. Clark Co 

(Clark Candy) 
D()d~c ~Iotor Co 
Duff)' ~Iott Co I nc 
Forstnt>r Chain Corp 
Gellt'ral Bakill~ Co 

(Ron<l (!read) 
Gen('ral Time In ... trunu·nt .. 

(\'I'est .. l"x Watrhes) 

Henry Jldde. Illc 
~ l acFarlalld Calldv Stores 
" h ili" :\-Ior ris ... 11{ 1.'0 

Ltd Inc 

AGENCY 

Ay('r 

'"OUII:: & Huhi("alll 
Hiow 
Cecil & Presbre,. 
Campbell.Ewald 
BBD&O 

Rllthrauff & Ityan 
Yo u ng & Ruhicam 
A. ,,' . Lewin 
IIBD&O 

BRD&O 

Kelly.Na,on 
'lillor 
Hiow 

NET OR STAT ION S 

WNBT, N.'\· . 
KNBII, lIolI~· wond 
WRZ.TV, Bo ston 
K1\BII, Hollywood 
WNRT, N.Y. 
V;'NBT, N.'\·. 
WABD, N.'\·. 

WARD, N.Y. 
WCBS.T'·, ]Ii .Y . 
WBZ.TV, Bo,ton 
WABIl, N .Y. 

WCBS.TY, N.Y. 
WPTZ.TY, Phila. 
W\IAR.TY, Balto. 
W1\BT, N.Y. 
KNBII, 11011""'00£1 
WNIIT, N.Y. 

PROGRAM , t ime, start, duration 

Fil .... Jlots; Sept 29; 13 wk s (r) 

Film s pot s; S~l't 17; 16 wks (n) 
Film s pot s; Sept 18; 18 wks (n) 
Film spots ; Oct. ·t; 13 wks (II) 
Film spots; Oct 18; 13 ,,·k . (r) 
Fil ... s pots; Nov 4; 26 wks (II) 

Film spots; Ort 25 ; 13 wk. (II) 
Film s pot s ; Sept 20; 39 ,,·ks (n) 
Fihn 5 pot~; Oct H; 13 wks (n. 
Tillle si~lIal~; O .. t 2·1. ; (, wks (n) 
Filnl ~ I';'t s ; Oct. 26; 13 ""ks (n. 

Fi)nt spot s; Oct 5; 13 ""ks (n) 
Film spot s; Ort 10; II "ks (II) 
Film s pot s; Ort I ; II ,,·k s (0) 

• ' " lI e.yt isslle: ~rew flii d R e llewe d 011 ~Tetworks. S,)ollsor '-ers oliliel CJlflllges, 

Nfltiollfll Bro fldc fl s t Sfll es E.yecu tive CJulliges, 1, rew Agell(·U Jlp,)oilltmellts 

~ /. .. 



New and ~1enewed Television (Continued) 
l'iufU'4'r .... 4'i(·fllifi~· Curl' 
IC. h. . 11.114',. ( ... 
IIi, ... 1'.lf·killJ: Ln 
~uk~ H,·pur'"It-.-. ~t(.r(· 

~(·Id.·k. h'f' 
:"oorllu"a (:Iu (' k ( : 0 

AI"",1J1ul"r ~1IIi.t1 .... '( "-Iu .... 
( : uq~ .. t (: ... 

{: •• "t.111 
Cl,:uuo n ... 
( : ..... il" ('r 
Ilnn(IJhr"~' 
III1U.I(() 
• " t ...... 

Allfl,'r!<luu, HOI"." ~'{ 
1-11111, .. 

\\ '1111. '\.l. 
\\ '\In. '\.l. 
\\ '\lIh. «.I •• " .• 
\\ '1111, '\.l. 
h '\1111. II .. II~, .. , ... I 
\\ '\11'1. '.Y . 
\\ ,\11", CI,·,,·. 

1 it ... "IIU""~ C.f't ~Jt); 2h ",k .. (II) 
I'il ... .. ,'Hh; ~t'J1t 2 .• ; ;Ii ",kM (II' 

~Iifl.· .. : (t" t ";" ~ 1:1 ",k .. ( ... 
hathi 'orr .. 'ih .. \Ot, '1.1" 11·11::1" alII; 0", ;";:>2 ",k., (II) 

Filill .... ut" I:J ""'f'k~ (II) 

Fillu .... ot<, ()d It.; 1:1 \Otk!'> (n) 
I'il ... ~pot .. ~"pt 2:;; 12 ",k~ (It) 

Station Repres(~ntation Changes 

STATION 

( ",\.. \\ inJ.:haul (h"ario 
k .\ TL, lIoll!>lu .. 'I.·,. 
he"J . Pain. ~priu,-=l'o Coalif. 
h«.: 11 \, ~lI"ramt· .. tn Calif 
~I~J). ~iulf:\' Fnll~ S. H. 
hLlF. 11"11,,, '1','" 
h'\ , .... Sail Lak,' Ci1r 
h 11\11;. Tul_u Okla. 
h:SUO. S.t .. Hit'!!H 
}\~'1.\. S.flfta \luri.1 Calif. 
hT1I1. Tarnll1;] " · : ... h. 
h \ ' 1-:.'\, 't'nlllra Calif. 
\\ "'I (TV., II" It o. 
\\ HHC.T\', lIirndnr,!hulli 
""JF, Pill-h. 
\\ '\JII. '\""ark '\. J. 
\\ (t \1 .. '1 \'. !'"ioau Antullio 
\\ T:\L. SJ1rin~fi,·ld 'In ... 
\\ \ ' \'\\ ' . ""'01 i rill u II I \\. \'a. 

\\ ' \\ ( :0, \\' ul"rllury "unn. 

AFFI LlATION 

l .. fl"IW.lcI,,"t 
lu,It'Pl,,,,I"hl 
UI~ 
'\111' 
11l.1"IH,,,,I'·1I1 
11t'''' p''IIII''"1 
1 .. ,1",.,· .. ,1"111 
'III" 
Ind.· ... ·.HI.· ... 
111,14·p .. n~lf · nt 

IIHlt·pt,'II~I, · 1I1 

IlIdt'pt'IHI"ut 
.\ IlC , ))""Hul 
'\lIe 
Indt·u ,· .. ,I,·ut 
In~)~·I·'f •. utl, .ut 
,\11«: 
lud,·pt- ... I. ·" I 

" liS 
~IIIS 

Advertising Agency Personnel Changes 

NAME 

ThunHJ" \)It'n 
",ortll Uak.·r 
II .. I ... rl \\. H a ll 
La",rel1e-f" I), nt·B'·fli.·t 

'h' r .... L . IIruun 
"';ank II. Cahkar 
" . ull<-r Ca , h 
E rn .. -I C. Chock Jr. 
Earl I.. ColI~lIg .. 
Juhn J. l)ani .. l .. 
Paul D .• leLahunla 
",·1 H,""unn 
I~riau ))(" Ii .. 
":1111411 Ea~lcoll 
J . 'Iflr .... Elv 
It.·, FarraH' 
\r.' I.~lfHld \1'-(;. Fu:ooh' r 
Jilluu\' fritz 
John ·R. (~ral7.a 
S) h ia lIarri .. 
H.,h,·rl It. hallc' 
Rnlu'rt Kinlner 
... · It'r .-\. Kru= 
Enlanut·) Lt·\· in,,, 
'If L""i, 

JUIUt" .. ~. I,o\e 
John II . 'Ia .. , ' i\·e .. 
Charlf"" 'I .. UH""".·II 
J)ullald 'I ... (;uint· .... 
AI ."·""'Inan 
II t' ur\' Ol,er ...... " "r 
II olfa·I.1 ~ . (t'i\~'ill 
'Iariun Pattull" 
J,·rull ... I'alt("r"oll 
Ernc .. t Panl 
II khllr.1 P"nn 

G"urCf' n. 'c,.1 
'Iirialll 't . ~(,'''fln .. 
1-:,.. .. ·11,· 'I. ~h.·ltlon 
'1 arvi .. !-'Ia\ 
\ Ifrt·tl E. ~.nith 

,, · jllial .. ~ ... hh 
(. 'Iarliu ~ •• i("~r 
\ . Itn .... ,·11 TUlUkln"ulI 

Jalll .. " F. \'0111 K'·II .. t·" 

U,·I \\ ak"luan 
,'II .... \1. "hitl .... k 
E.IJlur F. \\·ill~ .. 

FORMER AFFI LI ATION 

AI I"uul L("ftun, "\ . ,. 
J. J . \\ ' ("ill("r, S. F., ac .. 1 ("Xt'C, PilI, r. ,1 dir 
\'i("k"r~ ",\ B,·n .. un, Toru nlu 
TU('k,'r " ' aYIlt", \11:.1.11101 (~a ., ...... ·t "X"(", ".' iu .. hg (" 

~I ... IIlft <iig 

Intt'rn atiunal 1I,'~ i"h'r '-:0, ( :hi. 
Frilz, Carl .... n t..'\. Ca .. h, L. \. \.' 
11.· .. ry A. 1.01l.luli . Bo~lun. a(' ,·t lu,-=,r 
nf"n fol,,,.(~ordn .. , Chi., cupy (' hi('f, 8('('1 
"or'" ::'oiuu",-, H .. ~tnn, .H'('I •. :\.t.',' 
~un·.la~· lit-raid, IIri.lg-eport Conn. 
Call1p) .. · II.~anfor.l, ell i., a("cl 

AIIC. L. A. 
Hu ... hanOln, f:hi., ,;.tC('t .. ~,.(' 
II. , .. Klinl: .. n~nlilh. Canloll 0. , ("x .. c 
\. \\. Lt·"", in, ,. Y., r"I>o,·ar.·h. Inkt~ h"afl 
Frilz.(:a.I,,, ".r. a,h. 11'"" ... 1.. pr," 
J-'.'Il .. holt, Chi., a~!!ol at'c l ,''I(C(" 

'lcGra",,·l1ill Pnl,li .. hing r.o, Col."" (' .• 0110 .. .,(" JfrOI .. Ingr 
lIi .. k .. &: Grt'bt, , . Y. , r :'ld~u , .. pa ........ I ... ~· '·r 

Alllt·rlo .. ,,~. f:llrrit'r. Turonlo, radiu .Iir 
Lt- .. lIurn.·tt. Chi. 
\\·iI .... n. ~t. Paul \linll. 

Cun .. oli.lal ... 1 Edbol1 (:'" :\ . ,. , a.h dir 
Uo!'>!'> Itov, IJt~lroil 

Or"r,!on "olt·r. Portla .. tl Or('., a .... t tu puhli .. I,,·r 

J. J . Giltl.un ... Turonlo, ~r ::U"'I ,.~(.,. 

r: ul~at.·.PaIlH"lh'c. P(·"I. Jt ' rM'Y (: ity ;\. J .• ~"11 III:,:r uf 
Lutin Anu'ri('an ~nl.:ooi"iari.· .. 

Lo .. :\ul:(' lt'~ In,I''Jet-lul(' nl, L . A . 
"un Uher ,,~ Carlylc, ,. l . 

Till,lft~r ~'rll'·lnr. ·!'o 111(', Purtl:tIHI (tr,' ., Itth ... rUllt III~r 
Charlt·iI. It. ~llInrl. S. F. 

COIIIJ1 .. dl.F." ald. C!Ii. 

H,·,,"ul,) .. 'It·tal .. (: ... I. .... i,,\ill.· h~ .. " .... I tn I.rt" .. , 
;I huniullu •• Ih !'ol .. rn~r 

Ek("u IJrotl ... ·I .. Cu. (:hi.. nth. , .. I .. pr,)Ju III~r 

(;4'IH'ral Fun.) .. Cuq). " l .• a .... u(' o.-h utgr JI"II.O .Ih 
I.,·nr~ \ . Lnntlnll. "II 

NEW NATIONAL REPRESENTATIVE 

\.Ialll 'oun~. f"r L. ~. 
I nd ....... n,I, · .. 1 'I.·tropulitan ~al,·s 
\\·t" .. I,·rn Ha,liu ~ ... I.~,.. 
Itulu·rl '1.·.·k,·r r ur I-:a .. t 
))ollaltl Co .. k(· 
.\.Ialll J . 'uun~ 
11I.1'·Iu-II.I,·1I1 'I t'lrupulit all ..... alt· .. 
J .. hn IIlair 
\\ ,· .. It"rn ltD,Ii •• ~aJ. · .. 
Lt·c O"Cnnn('1I 
Ind(·.u,"t l.·111 '1,·trul'ulitan Sal .. ., 
\\ t"!!oh'rn lCa~lio Sal"e 
lIar rin~lul1, lti;.:I ... ·r « Par .. un .. 
Hlair·T\ 
)'rall!'oit H:. .. liu 
\\ ' illialu C;. Ita .... ,.·au 
E,I",ar,1 I't·tr \· 
)) .. nal.) (:ofJk't~ 
))ollal.1 ( :uu kt, 

lIo" .. rl ~. ",·II,'r 

NEW AFFILIATI ON 

Gr.·y. :'\ . Y., radio .. upy",rit .. r 
.s alII t", \'1' 
lIarr,. E. Fo~tt"r, 'iorolllo, a("f'1 
COlliptun. :,\' . Y., af'c l t"X,'", 

~1.·rli"l! • • ~. Y., radio. 'TV, 1I1.· ,lia. r"!'of'ar('h dir IUt'n '!O ",("ar .Ih 
Flcl('1tcr n. Ri,·hard!!i, ,. Y., 3('I.·t "'f',' 
Fuul.·, ( :(In .... t..~: Bf·ldi .. ~, L. A., a("cl e~e(' 

Sanu', Int.·di3, r.·!O .. arch dir 
C. C. FOl!art\·, Chi.. ac("1 t":.'t"C. 11I(·IIII'I.'r of t'rt·alht· ~tafT 
Arl~,.ld. Bu"I~"I. 3("("t dir 
Ed""ard (.""'11, A\ul1 Co ..... . 3ccl "~~'(' 
)).-":\1unll ,,~ "("Guin(" .. ~ (n .. ",) ... hi. .. IIarln"r 
Er""ill, " ra!'o"Y, \lontreal Canada, lIIt;!r 
Hnt·lu·.f-:('khufT, 11'''00'1.. radio, T\' .Iir 
~yUlon,I". \1 ;wn "1I7i('~ rhL. a(' .. 1 "~t·(' 
n ... , FarralJ t new), Canlon n., h ..... 1 
Sanu', \ ' .' 
T."J II. Fu,'''' •• J.. A .. "II 
~inlHH.n.I!'o t..f\. ~inHnOntl .... r.hi .• a("1'1 e'(,(, 
FIt'I("lu'r I). Ri("har.L .. , ,. , .• at'e-I 
Flde-h"r U . Hichar.l pO, ~. Y ... Ol(' .. 1 

r.. F. P.·t("r!'>, CI.·,,("., U('ct ,,'X"C 
Sal"(,. ra,lio, T" d4r 
"';I"rlill~. , ' . Y., a .. e-I ("~ .. r II1t'n':oo ""'ear dh 
Aikin.\I"Crat·kt·II, T"ronto, radio. TV tlir 
Tuck"r \\ ann'. Atlanta, a,·,'1 "','(' 
i\l" lalllt.d.I1;.hh .. , \Inpl ..... ac('1 exec 
\\-illi:llu 11 . U"·l11in~lu .. , ~prin!!fi ... I~1 'I ......... a('('1 
))t~ 'lunn "f{ 'lcG .. in,·"" (II"",), r.lli ... partll"r 
Pit Ink , ~an Antnnio T.·x., a(",'t t" " '(, 
1! ... ~ .. ·11 ",\ J 3coll!'o, ,. l. , \ P 
:-\aIlH', \fJ 
I\: ('n.lnn, l·urllan.1 Ort" .. a,'ct "",'C 
'Inr .. (" Iliternationai. .'\. Y., Itr.·~. I=t·u lI1~r 
.\ikin .. 'I,·(~ ra .. k .. n, Toronlo "P 
Grant • .'\ . , ., " •• ill ch~.· inl"rnaliollal .Ih 

lI .. rn' 1I., .... ,·tt. L •. \ . , a,'cl "~f'C 
~(. , .. ; .... ,. IIlu,n , ,. ,., a('('1 t'~.~ ... 
lIi ~k .. t..'\. (;r.·i .. l. ,. l .. ralliu, "I")at·t· IHI\t'r 
t' a ... ifi" ' aI4ffnal, Portla .. ,1 Or.· .• a"t'l ... ~,.(" 
lIarrill~to ll, \\ )liln"~' "f\. IInr .. l. ~. F .• 01('('1 t·,t.·.·, u.kl;:. rt'''''ar(''11 

tlir 
~UIII('. Itt· .. 111;:r 
~. C. Ita,·r. ( : in .. i., oc(" 1 t"'t"C 
(; ,·ur#!.· T. ""t("alf. PrfH i.len .. e H. I .. n,·(' t 
F .. 1I4·r ,,~ !"'Inith ,,'\. n" ..... Chi" a('(·. "~t'(' 

II hnatl(, .. "f\ J)a\ i .. , ~. F ... a ... ,·t 
Bullt'rh, f:l4fTur,1 "f\. ~h'~lIfil"lll, ,. , •• : ... ct t",'" 
1 ~"UU"li. \\ ' ohl"'r ,,~ '1,·l1odi .. r. Bo .. lon. 'P 



WHO HAS UNCHANGED 
LISTENING HABITS IN IOWA 

14*/OWA 

I T takes more than power (or proximity) 
to attn,ct and hold a radio audience. It 
takes programmillg. 

In the ring of 14 cOllnties selected by 
Stlltion "B" for a late 1948 telephone co· 
incidental, most have signals stronger than 
WHO because of geographical location. 
Regardless of this fact, the 1949 Iowa 
Radio Audience Survey shows that from 
5 :00 a.m. to 6 :00 p.m. the 14 county aver
age percent ""listened-to-most" is 38.8 r l,

for WHO and 4.2% for Station ·'8". 

Iowa has 38 commercial stations, each 
of which puts an excellent signal into a 
certain number of homes. Thus if signal 
strength were all-important, State-wide 
audience preference would hardly be pos
sible for anyone station. 

Actually, the listening habits of the peo
ple around Waterloo are very like those in 
every other section of Iowa. In virtually 
every area WHO's programming and Pub
lic Service have for many years won lI1ul 
held the largest share of the audience. In 
1949, WHO is "'listened-to-most" in 57 of 
Iowa's 99 coullties! Ask liS, or Free & 
Peters, for all the facts. The evidence is 
overwhelming and conclusive. 

7 NOVEMBER 1949 

~ The1>e 14 counties were used in a 1948 coinci
dental area study. 

The 1949 Iowa Radio Audience Su rver is 
thc twelfth annual study of radio listening 
habits in Iowa. It was conducted by Dr. F. 
L. Whan of Wichita University and his staff, 
is based 011 perl"onal inteniew of 9,116 Iowa 
familics, scientificallr selected from citiel", 
towns, yillages, ,and farms. It is universalIr 
accepted as the most authoritative radio sur
\ey a\'ailable on Iowa. 

WI"IO 
+ for Iowa PLUS + 
De~ Moines • • • 50,000 Watls 

Col. B. J. Palmer, Presidcnt 

+A' Loyet, R .. ;dent ~lana ... 

FREE & PETERS, INC. 
National Representatives 
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Represented by 

ROBERT MEEKER 
ASS 0 C I ATE S 
New York Chicago 
Son Francisco • los Angeles 

STEINMAN STATIONS 
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.J..'lr. Sponsor 
Jclllles E . • -e ters 

Advertisin g Manag er, Bla ckstone 
C orporation, J am esto wn, N.Y. 

When James E. I'et('r~ , aggressi\'e ad\'ertising manager of the 
Blackstone Corporation, manufacturers of washing machines, decided 
to use radio to supplement the organization's national print pro
grams. he had a problem on his hands. He well knew the effecti\'e
ness of radio as a high-powered selling medium. yet in the few in
stances when dea lers had used broadcasting to plug the product, 
results had heen discouraging to a marked degree. Peters knew the 
reason, so did the dealers. The latter were quick to recognize that 
advertising was not their fortI' (nor was it expected to be); that 
the broadca~ts suffer('d from poor t iming and loos(' tie-ins with the 
merchandise ad\'Crtised. 

Charged with the responsihility of finding a show which would 
be a boon to product identification. Peters got the dealers solidly 
hehind him (e \,en to the poin t of sharing equally in programing 
expense I when he disco\'ered a co-op package almost tailor-made. 
Blackstone, th(, lIlagic Detective. 

By carefully supervisi ng the informati\'e content of the commer
cials, Ppters got o\'er the second hurdle in selling listeners- the fact 
that Blackstone washers are higher priced than other standard makes. 
Such arguments as easier-on-your-dothes were advanced. comparing 
the gentle cleansing motion of the machine with the violent action 
of most cOl\lpetiti\'e machines. Clincher was the fac t that in six 
consC<-'uti\'e issues. the Blackstone washing machine was listed as tops 
in the respected Consumer's Guide. With sales climbing rapidly as 
a result of the radio show. distributors and dealers clambored for 
participation ill the co-op package plan. By the end of the firs t year. 
183 stations were airing the show. 

COll\'inced that co-op radio adn'rtising was the answer to Black
stone's selling prohlelJl. Peters hought the Magic Detective, which 
started 1 Octoher. Cost of this 52-week program is split three ways, 
between dealers_ distrihutors and manufacturers. For the sections of 
the countr~' which favor lllusical features. Peter~ makes a\'ailable 
Smilin' Ed McConn ell and Phil Brito at the same expense arrange
ment. And to make the tie between manufacturer and seHer still 
closer, Peters is currently offering prizes to the salesmen who get the 
greatest numllt'r o f radio contracts hetween 1 Octoher and 31 De
cember. 

SPONSOR 
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TELEVISION REPRESENT !TIVE 
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Nell' d e l 'e lol)lllents on S"'ONSOR stories 

p .s. I See: 
" Basic for timebuying " 

Issue: 29 August, p. 34 

Subject: Station and market 
da ta too ls 

\ major additio n to the li~t of ba:,.ic tool", for radio 
timcbu) ing i~ Spot Radio Estimator, the first edition of 
which has ju~t been issueo by ~ational Associa tion of 
Haoio Station Heprest'ntativt's. 101 Park ,h en ue, :\ew 
York. 

The book has three principal tables: by gt'ographical 
I!roups, by I'iB nwtropolitan markets. and by 1,160 pi act's 
in the Lnitt'd Statt's with one or lIIore radio stations. 

Each table gives the rate for the hight'st cost station, 
a\"erage rate for net work-afTiliatt'o stations. and a \"erage 
rate for non-network stations- all for 30-minute and 15-
minute periods. one·minute announct'rnents, ano station 
brt'aks. Each is accompanieo by a simple formula for 
figuring frequency oiscounts. other time unib ano otht'r 
timt' classifications. 

Sponsors ano tinwbu ye rs can tell. for exam ple. how 
much it will ('ost to huy any day or night time unit in the 
3,'1 metropolitan markets of .'100,000 and more popula
tion. or in the 70 markets in the 250,000-500.000 popula
tion group. or tht' 150 markets of more than 100,000 
pop ulation. 

The huyer learns that ht' can buy 15 minutt's. oaytime. 
at th e one-tinw ratt' in thest' 150 markets for S7.979, sub
jed to frequenc y oiscounts. 

This is the price of the highest-cost station in each. 
The average rate for network affiliates would be $5,931, 
ano for non-net work stations. $3.010. 

A total of 1.160 places in which there are commercial 
raoio stations are listed inoividuall). then summarized by 
statt' costs. ann tht' statt's summarizt'd bv sections. 

p.S. I 
See: " Rad io is gett ing bigger" 

Issue : 23 May 1949, p. 26 

Subject : Reluctance to Buy TV 
sets 

To determine why three-fou rths of the homes in the 
nation's capital are without video entertainment, the 
American Research Bureau. of Washington. D. c., has 
completed a sampling survey and found that 447< can
not hurdle the financ ial ohstaclt'. However, according 
to the survey almost all of the persons intt'rviewed had 
(, (JIlsidt'rt'd purchasing a television set. Relatively few 
persons exprt'sst'o complt'te indifference to the new 
meoium. 

Of the 1000 mt'n ano women rt'prt'sented in the ARB's 
survey, 22 (lc felt that vioeo was still in its experimental 
stages and, tht'rt'fore. were reluctant to buy sets at pres
ent day prices. Eleven percent of the prospective huyers 
feareo that most of the st'ts marketed today woulo be 
outmoded soon. They referred to the current color con· 
test hetween RCA and CBS as another indication that 
st'ts made today will he obsolete shortly. 

In the remaining 20' ~. S.l (~ considert'd TV pro
grams inferior to radio. As soon as color video makes 
its bow. 4.7 ~{ will purchase a set immediately. Only 
3.2(;; expected to huy in the near fu ture. while 3.2 7c. 
ft'lt that television is an optical hazard ano did not con
template getting a set until reception is greatly improved 
and flickering eliminated. Obdurate landlords who re
fuse to give tenants pl'fmission to install aerials. consti
tu ted only one of many misct'llaneous reasons for not 
buying. This had been a major problem before advent 
of indoor ann winoow aerials. :\lis<"t'llaneous reasons 
for not buying acco unted for 4.9( -; . 

The philharmonic in Carnegie Hall or the bow 

t . 
;t 
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and fiddle at the Jamboree. Boiled shirt soph isticates in sleek 

limousines or Ma and Pa on the buck board. Deep in the 
heart of every American is a love for music really our own
that is as much a part of America as hot dogs and the 4th of July. 

Rosalie All en, famed Prairie Sweetheart, presents America's 
music nitely on wav's Prairie Stars. Now in its 5th year, Prairie 
Stars is a proven consistent winner for advertisers of consumer 

products. For increased sa les at lowest cost, for fast selling 
a ction and susta ined buying interest, ask to see the new 
Prairie Stars Aud ience Audit and buy . .. Prairie Stars . t' 

The 80l/;ng Co"' Nol. Reps" 

SPONSOR 



~ the SAN ANTONIO EVENING NEWS 

A completely new KTSAis now on the airservin~ 
the great San Antonio and South Texas market. 
Under new ownership, its activi ties and faciliti es 
are now coordinated with those of two ~reat 
metropolitan newspapers, The SAN ANTONIO 
EXPRESS and The SAN ANTONIO EVENING 
NEWS. 

KTSA AM FM now occ upi e~ a unique position 
in the market itserves. The serv ices and faci liti es 
that have made this station a San Antonio insti
tution for more than 21 years are bein~ hroadened 
and improved. 

A lready, new power is hein~ delivered from a new 

ultra-modern transmitter; new Mudio~ and hllsi
ne~s office s are now hein~ co mpl eted in th e 
Expre~s Puhli~hin~ Compan y BlIildin~; ~rea t new 
CBS network pro~rams are now on the air; new, 
faster, and more comple te co\'era~e of the news 
is a vital part of the new KTSA AM I'M pro~ram
min~, which includes new puhlic servi ce fea tures 
and new local pro~ram~. 

Exceptional new merchandi~in g and promotion 
services are available to ad vert isers .... ~ervices 
that are hased on a lon~ and intimate knowlellge 
of the South Texas market, and patterned to meet 
your specia l need~. \Vrite lI~, or a~k any Free and 
Peter~ representative. 

5000 WATTS FI I LL TIME KTSA 550 k c AM .. 101.5 Ill ' - I· M 

SAN ANTONIO 

• FREE & PETERS, IIC., NATIONAL REPRESENTATIVES 

7 NOVEMBER 1949 

CBS 

more 
and 

more 
people 

say, 
"It's on 

KTSA 

II 
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Esso Reporler 
Ba .. 12:30, 

10aDail~ 

" Esso Reporter" o n WWL. New O rleans. and other sta t io ns attracts out-of-ho me listeners 

WNEW, New York. informs its rovi ng audiences of good places to drive, play, and listen 

TRAFFIC 
AI'1iM it;, HrI~ j.MIUt WNY.'Qi' St:&OUll 
!oI.RV'u .......... I'''''d ...... ....J-. 
N{lGftt (IQ It:lt m;!lj>lf hiP"" -rt *r.w.! 
~liflrnaHrnetn.:i~en.'tt.wnfKJtiC2&111! 
.i.P-:l~ • .,.~ tit .~. YOttit. 
N ...... jcrw-t ANi (",()!:.M<'4FtUL Oa. 
the DQll:r frit'J~y .. ad iull&l.1 
.Mr~1 ami ~WIlll1ltpl. 

~~~mliW5 

FISHERMEN ., 
==!.~==:..::: .... ~:;;~;;;::::;;;:::.;~~~~~ 
:~~~s~;.~~ __ ~~~~ 

PICNIC SPOTS· 
POOLS • PLAYGROUNDS 
DUIII'1: ""£lIllI) kIII....- NA" Yl)ll'.\t;~ WNfVSllMMD. 
SD. VIo. ..,t1')'01l! ~~. t-o. dIlo. JIo1I1oC11. to ~ fa d'Mr 
C"~·~ ... IMIe. _b .... lKnF 1IIw;i1 ud h~ IQpt:~" 

lEACHES 
WNEW 5{,rlIOII.R SIavlCl! dlrCl~ • • ,. 
Rlb ,OII ~ (~ t;r ,bIG be.aLbeI. W.nu 
1tt/Jl.PI!I'~~~iIIltoIiti..rk_,.. an ~IIIIkd. AN!'t'"'" 
.l~ u l.!OG rvall hat fD8.I! tw.t'CIrf'illl tDDn. 

"fDUponItbt.if"'~"" 

!i1JMM'Ell SEilVKl! y:. ~ _&I'JII 'W,,*ttm' ~Dtr." dial I'Iatlf IfIHWt ""'" 
iIIU~ J ... Jr;,.~ 

'.b~D l(J .ue m )'~~ d.iAl * tpoCa: r~rn Qa: _ w .... mr'~ "'!Uti' Gtm~ntu'I • • 

bttiblt3,. mid. ul<l nDC o:otIdmCtllf.-

S.~MIiR S-fR VfOi: ('>41:1,. 11) fl\ll;l IrI(;ft m.n 100 O~ ""~ O.-.t ),11\11 

b~0:I'~"'1KN1 rc~.;r.IWI;".r..f IHWlo. 

The big plus 
Continuing study fintls 

out-of-Ilolne lis tening 

offers 25 o/t, bonus 

PART TWO 
O F A 2 PA RT STORY 

Radio listening is personal. 
\QE~~Z:i{;.1J Advertisers have delivered 
thousands of sales messages to millions 
of people they never counted because 
people can- and do- listen anywhere. 
I n automobiles, at work, in other peo
ple's homes. in public places, etc., they 
are reaching a vast audience not count
ed by standard audience measuring 
se rvices, which normally limit their 
checking to hOllle listening. These un
catalogued millions are the advertis
er's big plus. 

Only within the last two years (and 
then on a sporadic. small-sca le basis ) 
have an) serious attempts been made 
to find out who these people are, where 
they listen. what they listen to, how 
long they listen, how many of them 
listen. Checks have been made in such 
scattered places as Chicago, Des 
Moines, and certain \Vestern vacati on 
areas: in \Yashington, D. c., Spring
fie ld, ~1ass.. and certain areas In 

Maine. 
The first systematic. full-scale mea

surement of the " hig plus" audience 

I ~ 
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Who 

-

SEX Male 
Female 

AGE 7 -13 yrs 
13-19 
20-34 
35-44 
45-64 
65 and over 

SOCIO- A ($7,600 ) 
ECONOMIC B ($4,950) 

Median Average C ($3,640) 
Family Income D ($2,260) 

TELEPHONE Phone 
OWNERSHIP Non-phone 

was made last August h) Dr. Sydney 
Hoslow, direc tor of Pulse. Inc .. \Tew 
York. of a ten-county \ew York-~ew 
J('rsey metropolitan area. What he dis
cm"ered is perhaps the 1110st important 
fact in radio adn'rtising toda). I ts im
plications arp trup in prindplp for met
ropolitan areas anywhere. 

They hold good. in fact. for markpts 
hig and little - becau::-e :\lr" and J\1 rs. 
l Tnited Statf'i' (" hoo~e to listen to their 
radios wheren>r the, are. The PuIsI' 
s tudy is important b~ause it offers the 
first definitp proof of the tremendoui' 
number of people ach-ertisers ha\"e 
bepll rpaching outsidp their homes. 

:\Iore than two )ears ago, station 
\\,\"EW under the astute ge'lPralship 
of Bprnicp Judis decided to aim still 
more sharply at Ill(' listening they felt 
sure the sta ti oll had in automobiles and 
other out-of-hollle listening posts. Act
illg on the assulllp ti on that a ,"pry ~ub
stantial proportion of \'\ ' \"[\\' list(,lIin!! 
OCCUTrNI outside till' home. progral;1 
manager Tpd Cott came up with 
I alllong otlwr things I all idpa for s,::;· 
tplllatic rPJ)() rts on roads. wpat hpr. t r~ f· 
fi(', et<' .. as a s('f\ 'i("(' to 1I10t()rist~ dur
ing the four IIlOn lh i' from :\Iay through 
Lahor Th). 

This Summa Sen'ice, aired during 
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-

Where 
:(. 

54.30/0 Automobiles 35.4% 
45.7 

100.00/0 While Visiting 21.3 

5.20/0 At Work 20.8 
10.4 
30.2 Restaurants and Bars 9.4 
20.5 
27.2 Outdoors (portables ) 7.5 

6.5 
100.00/0 Retail Establishments 4.9 

5"70/0 Hospitals 1.6 
22.8 
41.6 Clubs and Schools 0.5 
29.9 

100.00/0 Garages 0.3 

62.3 0/0 Buses 0.3 
37.7 

100.000/0 
"' Adds to more than tOO% because of listening in different places 
by the same listeners 

station breaks and in other spots 
through the day, was sold to l\orge. 
Norge has sponsored it for the last two 
summe rs. Xorge won·t say how many 
people they think bought refrigerators 
as a resu lt of their SUll111ler call1pa i~ns, 

but they have renewed. 
The station decided last Spring to 

cOlllmission the Pulse to do a series of 
pilot surveys on who and how man) 
people they werp reaching in places 
outside the home. The first study "ame 
last April. Results were so startling 
that vice president and commerc ial 
manager Ira Herhert just didn't belie\"e 
thplII. 

Sure as he was of tremendous un
I1lt'asured (heretofore) listening. it 
didn·t spem possible- as indicated by 
the tf'st run- that an a,"e rage of more 
than two and a half million people, 
out of approximately e)P,"en million in 
th(' test area. werp listening to radios 
oubidp their hOIll(,~ e"N) week da). 

A furtllPr pilot rUIl was made ill 
('ach of the following three months. 
Test samplps "pre roughly two thirds 
tIll' samplp of L()OO IIII'll and women 
intpn"i('wed during the first week of 
last August for til(' first regular rpport. 
Results of the prplilllinar~" tests lIIore 
than conv inced both \\,;\E\\' and Dr. 

-

Roslow they had one of the most im
portant de\"eiopments to date in mea· 
suring the audiences an adn'rtis('r 
reaches th rough rad io. 

lt isn ' t only important for the metro
politan area of \ ew York Cit, that 
more than 35c~ of all out-of-hom-e dial
ers listen to a car radio. People dri\"e 
to work in hundreds of communities. 
A d iary study made by \"BC in \\'ash 
ington. D. C .. last F ebruan re,"ealed 
that 156,000 people I 12(;~ ~f the met
ropolitan population of 1,300.000 I lis
tened to a car radio on a t~ pical week
day. An·rage listening time while rid
ing was SO minutes daily. 

The t('ndency_ greatly accelerated 
during the war years, for people to 
spread out froll1 congested city areas 
to suburhan areas continues unabated. 
Tn the last ten) ears population changes 
in the counties of .:\e\\ York·s metro
politan area ha,"e shown this stead, 
trend. For example. Queens. Xassa~. 
Westchester. and Bergen counties han' 
increm-ed their populations a total of 
near" a million. 1\ dozen oth ers haw 
increased from 20.000 to 100.000 each. 

A ;\Iay, 19·19, stud) h~ Pulse for 
WOll. \'ew York. showed that between 
I and 9 a.lll. and 5 and 7 p.l1J. from 
3.'i('~ to -1-1 r; of cars had radio sets in 
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~hen (and how many)* How much* 

~ .. 
I 

MORNING 6-7 a.m. 
7-8 
8-9 
9-10 

10-11 
11-12 noon 

AFTERNOON 12-1 p.m. 
1-2 
2-3 
3-4 
4-5 
5-6 

EVENING 6-7 p.m. 
7-8 
8-9 
9-10 

10-11 
11-12 midnight 

56,000 
369,700 
380,900 
190,400 
224,000 
201,600 

313.700 
358,500 
582,500 
728,100 
616,100 
291,300 

280,100 
134,400 
201,600 
280,100 
168,000 
156,800 

Station 

I ndependent A 

Independent E 

Independent F 

Independent B 

Independent D 

Independent C 

Network A 

Network C 

Network B 

Network D 

All others 

Daily 
average 

92 
90 
81 
81 
81 
75 
71 
56 
48 
35 
69 

Sat Sun 

117 
146 

159 128 
81 144 

147 114 
75 102 
60 113 
60 51 
66 75 
81 101 
47 72 

per person-average 
"' Total of Monday through Friday unduplicated listeners. 

*Amount of Out-of-Home Radio Listening 
number of minutes 

use. This represented about 200,000 
listeners in the morning and a quarter 
of a million in the evening-a 1471, 
plus over the home audience in each 
instance. 

In Chicago last August. Dr. George 
Terry of Xorthwestern Universit y 
found that more than 40'lr of the ra
dio-equipped cars on the streets be
tween 7 a.m. and 10 p.m. had sets in 
use. 

Listening out of the home isn ' t con
fined. of course, to grea t metropolitan 
cents. SPONSOR reported in the issue 
of 24 October I page 28 ) the Psycho
logical Corporation s tudy for N BC and 
CBS in Springfield. Mass. and Des 
l\1oines, Iowa. the who. where. and how 
long of listen ing outside the home. The 
g reat significance for advertisers is the 
fact that the pattern of modern living 
throughout the nation encourages lis· 
tening which up to now has been an 
unrecognized plus to at-home audio 
ences. ~ot on ly are one third of Amer
ica's cars (more than II million) driv
en to work, but housewives drive to 
super-markets, to shopping centers , 
etc .. in communities small and large. 
Esso Standard strongly encourages sta
tions carry ing its Esso R eporter news 
show to use outdoor posters to plug 
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the show to motori sts. 
A special contribution of WNEW 

and Pulse is the start of a series of 
I egular quarterly reports on the "big 
plus" audience. Holl ywuod, says Dr. 
110slo\\' , would be the next logical mar
ket in which to extend the sen-ice. 
That, of course, depends initially on 
what agencies and stations think of it. 
It is logical tha t when the uses of such 
a measurement can be demonstrated 
to advertisers they will not be sa tisfied 
without it. Two New York stations (in· 
cluding WNEW) and three agencies 
had signed for the service when thi s 
was written. 

Such a measurement, for exa mple, 
i~ the only means (along with CO I11-

plete checking of multiple set listening 
in the home ) of arriving at a total au
dience figure. The Pulse August. 1949. 
survey of the ten-count y New York 
area (comprising 11 million-plus listen
ers seven years old anel up ) showed 
that between 9-10 a .m. the total \'"ew 
York audience was 813,100-of which 
37,000 were outside the home. But by 
the 11-12 noon period the total a udi
ence had risen Lo over a million and 
a quarter of which 112.000 were out 
of home. 

The total audience continues to rise 

between 8-9 p.llI. Out of more than 
three and a q uarter million listeners. 
u,'er 999,000 (411 i of at-home listen
ers) are listening somewhere away 
from their homes. Fsing a single sta
ti on as an example, between 8-9 p.m. 
out of a total audience of ] 47.600, 
W EW had 42.000 out-of-home listen
ers 139.W!' of the at-home listeners 'l . 

The Pulse t('chnique i!'. the first that 
furnishes a figure for li ~tening outside 
the home which is comparable to fi g
ures for at-home audiences. Pulse ob
tained both spts of fi gures in a single 
inten iew. Thus, with a C0l11111011 base. 
il is possible to add the two sets of fig
ures to obtain a total a udience figure. 

Even a glance a t the fi rst report re
veals much in formation useful to ad
vertisers interested especiall y in out-of
home listeners ill the selecti on of sta
ti ons. time. and programs. The audi
ence turnover factor is important. 1\'ot 
all turnover, howe,-er, is attributable to 
tuneouts due to disinterest. Between 
6-7 a.I11. , for example. the audience 
turns o,'er a little better than twice. 
'\luch of th is activity oceu rs as people 
turn off sets when leaving their ('a rs. 
( Data for lis tening before 9 a.m. was 
obtained in a special Pulse SUl've,- for 

(Please tllrn to page 57) 
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I II 1943, a !'ub~talltial hundlc 
of ellergy- which apparent
ly had becn gaining momen

tum eYer !'ince it appeared on tIl(' 
AIlH'rican !'ccne 29 years before and 
wu:-; tugged Earl \\' . Xluntz- collidcd 
with a smaller, but \isibly vibrant, bun
dle' of enprgy named Michael Shore 
and aged 24. 

The colli!'ion. if Hot exactl" heard 
' round the world. definitely made somc 
pretty deafcn ing noise 01\ the West 

Not so mad Muntz 
"Itadio .... tde liS," s.tys ad ,vizard as his 

TV sets ZOOIU to 7th .Ihtce i .... utio .. 

Coust. ranging from roars of applause 
(incl uding approving laughter from 
:\Ir. and Mrs. AYerage Citizen), howls 
of )Jaill from the competition and the 
resounding ring of the cash register. 
The pro and con arguments advanced 
by \'etcran hu rers and sellers of ad,'er
tising were not notable for restraint. 
either. 

The pair agreed that their combined 
energies might well set a lJ10d est por
tion of the world on fire. and make 

things really hot in the used car busi· 
ness. As background, l'luntz had sold 
radios direct to the consumer, and had 
built and raced midget cars. He also 
had six used cars. At least , he did till 
one of th em had to be turned oyer to 
thc owner of the lot in lieu of rent. 
Shore had a conviction he could go 
places in the field of hard-hitting, Ull

orthodox ad\ertising. I A conviction 
borne out by the fact that th e hest ad
yertising brains in thp ('ountr~, ",heth· 

Ke y disl~ joc'~eys, tOI)flig'lt nnme ' ..... ounce.·s nnd 'lome demo .. strfltions "re tri,de-tllreflt 

1. jockey " Phor.e now," urges Phillip 's Doug Arthur 2. home listener does, family obviously a pproves 



er enthusiastically or g rudgingly. ratc 
him "genius. " Before he was 21, he 
has renamed a New York used car 
dealer, Tony Holzer, the "Smiling 
Irishman" and hypoed profits via zan y 
ads. ) 

The pair also agreed they wert' 
crazy. The decision to let the public in 
on the state of their mental faculties 
started one of the wildest, wackiest 
and most effective ad campaigns to 
burst upon a startled public. Muntz, 
of course, was given the starring role 
as "Madman Muntz," plus a large rep
lica of Napoleon's tricorn skimmer, a 
suit of long red underwear and spurred 
boots. He practised tucking his left 
hand in under the second button of his 
shirt, and struck quite an impressively 
ridiculous figure on billboards, signs 
and newspaper ads. Behind-the-scenes 
writer, producer and director was 
Shore, who went crazy with more pri
vacy, keeping " Madman Muntz" before 
consumers' eyes and ears and convinc
ing them he really was a bit touched ; 
that it was all family and friends could 
do to keep him from going off the deep 
end. 

Via spot announcements on West 
Coast stations, billboards and news
papers, Muntz loudly assured potential 
customers that "I really want to give 
'em away, but Mrs. Muntz won't let 
me. SHE'S CRAZY! " Shore earnestly 
took the public into his confidence. 
"He's really nuts; pays you more for 

coast sales campaign 

u can expect us within an hour" 4. trucks 

your ('ar than iL's worth. but wc can't 
do a th ing with him." 

Other en lighten ing approa(-he,,; were: 
"Medical Authorities Agrce: Walking 
is Good for You! Sell Your Car to 
MU:'\,[TZ. the Automotive Madman." 
"7\Iuney Isn't Everything! (Yo u Fool). 
Give Yo ur Car to Muntz." etc. "Your 
Car May be Worth EIGHT THOU
SAND DOLLARS (Very Unlikely.)" 
"J ust Sound Your Horn (\Ve Pay by 
Ear. )" ". . . and You Thought they 
had it buried at Fort Knox!" 

One billboard reading, "I Buy 'em 
Retail , Sell 'em Wholesale! More FUll 
that Way! did not tickle the Better 
Business Bureau's sense of humor, and 
they told him so in no ullcertain terms. 
The framed letter, enlarged four times, 
has a place of honor in his office. 

These shenanigans resulted in some 
mental confusion among even his clos
est friends. 'Vas the man a myth, or 
the myth a man? Had the character 
dreamed up for him by Shore become 
second nature, an act he had learned 
to take on and off as easi ly as he 
donned and doffed his three-corner hat , 
or did Shore's conception of him actu
ally reRect a natural, heretofore un
suspected bent for zaniness? It's a 
moot question, but most agree Muntz 
possesses a lusty, gusty and colorful 
sense of humor and slightly erratic im
pulses which lend themselves to word
of-mouth even without the script being 
written for him. He does not need to 

Sa lesman and set start off immediately 

be primed, fur instancc, to give bus 
lJOys $ 100 tips "because they need it 
morc than the hearlwaiters," to buy a 
$.3..500 mink coat for a young lady so 
h is cOlllpanion ('ould makc a fitting en
trance at a swank night club, nor to 
put a few dollars undcr the mattress 
before going to bed because "I always 
like to put asidc a little money to re
tire on." 

They rpsuIted. also, in a rash of imi
tators, including such monikers as the 
Ticklish Turk and Having Ralph. (The 
Smiling Irishman, meanwhile, was he
ing rapidly reduced to tears.) One 
Brooklyn dealer merely stated, " I'm 
Crazy." But without Muntz' flair for 
interpreting Shore's genius, most of 
these efforts fell Rat and people were 
inclined to take the Brooklyn dealer's 
statement at face value. 

Most remarkable result. of course. 
was the volume of sales ' and profits 
rolled up. By 1944. his used car vol
ume was about 750 cars a month, on 
whichhe made a net profit of $25 per 
car, or $18,750 a month. Thus he 
acted as the middleman in the ex
change of around 20 million dollars 
before he took over the Kaiser-Frazer 
distributorship for Los Angeles and, 
subsequently, New York. And several 
millions managed to stick to his fingers, 
despite the fact that his New York 
splurges riyalled those of Diamond Jim 

(Please turn to page 38) 

5. one-hour Kids grab the best seats 



BMB STUDY NO. I IN 194b ( RIGHT) GAVE KOM A AN AUDIENCE IN MORE COUNTR IES THAN THE STATIO N ITSELF HAD REPORTED 

Do sponsors want BMB~ 
;1Jajor advertisers alld agellcy executives 

IIIUlllilllOlisly eall it ~. lIecess~lry tool 

I f dire("tor~ of t il{' Nation· 
al A!'!'ociation of Broad· 

casters. at their meetillg in Washington 
on \O\'ernber l ·L mo\'e to kill Broad
east \ka~nreme nt Bureau, thry will 
act again~ t the almost unanimous opin
lO llS <md des ires of men and women 
who huy hunflreds of millions of dol
lars worth of national hroadcast ad
ver tis ing. 

These afh 'ertiser and agency exec u· 
ti,'es generall y are cOlwinced that the 
dea th of B:\I B would pu~h back the 
methods of reporting radi o ~ tation ('o\'· 
e) age h ) 10 years or more, 

A Ilumber of them illlpl y. and some 
of thpllJ en'1I say. th at the difficulties 
and co nfu"ion th us imposed would Te· 

d uce th eir volu me of hroadcast a<1\,er· 
tising. 

Th is note" as st ruck in a re50lutiol1 
of dircctors of A ll1crica n Assoc iation 
of .. \ t!H'rti ... in f! Ag(' ll (, :cs. which stressed 
th e need for " "tundardized . <.Iuthent i· 
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cated, eomparable. continuing aud i
ence measurements:' and added: "\Ve 
strollgly believe that radio as an ach'er· 
tising medium would suffer if such an 
orga n il.ati on l as EM B ~ did not CO\1-

tinu e:' 
It ha:.' been re-emphasized in three 

current ~uneys_ 
The Four A's radio-TV committee, 

under the acting chairmanship of Lin
nea \e1!'on of J. Walter Thomp!'on 
Company. sought reactions on Bl\lB 
from ('xccnti\'cs of hunflreds of agen
cie!'- large and small, hoth memhers 
and non-member!' of the Four A's
throughout the country. 

Association of ~atiol1al Advertisers. 
through a radio research subcomlllittee 
headed by J 05eph 1\1. Allen of Bristol
Myers Company, made a "depth sur
,-e) " a mong memher,; of its radio-TV 
g roup of 23,5 leading ad\'ertisrrs. for 
recommendations on broadcast re
!,pa rch standards. incillding B;\lB. 

Independently. SPO:'>SOR sun'eyed iO 
leading national ud,'ertisers and radio 
executives of .so large agencies 011 the 
question. "Is B:\1B worth saving?" 

The cOllsensus of all the replies is 
that 

1. Despite its shortcomings. B:\lB 
Study :\0. 1 (made ill 19-1.6 and CO,"

eri ng only once-a-week listeni ng) 
was a ,"ast impro,'ement o'-er "un
readabl e map"', mail counts that are 
five to 10 years old, bad gue::-ses" 
and "wishful cO\·erage." 

2. The 19-1.6 B:\JB reports ha,-e 
been and still are of day-to-day ,'al
ue, both in specific scheduling of 
stations and in deciding to use radio 
at all: 

3. The .soon-to-be-issued B:\JB 
Study :\"0. 2 (made early this year 
and co,"ering one-a nd-two. three-to
/l,'e. and six-und-se\'en-da, listen
ing: ) win be of e\'en greater' , 'alue. 

·L But B:\JI3 should he continual-

SPONSO~ 



ly improved and strengthened - if 
possible by an annual study; 

5. And it should continue under 
the tripartite direction of advertis
ers, agencies and broadcasters. 

Some of the buyers were especially 
grim in their predictions of what 
would happen to radio if BMB should 
die. One sa id that for broadcasters to 
deny agencies " the kind of informa
tion we need to spend money on their 
stations ... would sound to me like 
self-contribution to slow business sui
cide." Another: "Although BMB costs 
broadcasters a lot of money, it is a 
sales tool they will someday be glad 
to have. Radio is going to have a 
tougher and tougher time competing 
with other media." A third : The death 
of BMB "would indicate that broad
casters cannot agree on anything." 
And he cited " the progress that is be
ing made by other media in scientific 
selling." 

Miss Nelson 's letter, dated October 
20. was an " urgent appeal to all who 
take part in buying radio time." She 
said that, although "Study No. 2 
sLould be an improvement over the 
first, ... the mere publication of an 
improved study will not save BMB," 
unless buyers recognize their need for 
it and make their need kn own. 

Individual agencies-such as Rich
ard Foley Agency, Philadelphia. Ted 
Bates & Company, New York, Tyler 
Kay Company, Buffalo - are writing 
broadcasters on their own to ask them 
to "give this organization your full 
support." 

To each of some 6UO station con
tracts being placed in the last 10 weeks 
of this year, 1. Walter Thom pson Com
pany implies the continued need for 
BMB coverage maps by a ttaching a 
memo requesting stations to submit 
maps of their areas. 

Thompson has found that in work
ing out a recent <:chedule in one sec
tion, only 10 of 38 non-BMB subscr ib
ers in it " have submitted anything in 
the way of audience surveys or cover
age information." Data on the others 
consist largely of such items as a let
ter from a new stati on sayi ng that it is 
ready to receive orders; a brochure 
showing the new studios; "a blue map 
of the state with the home count y col
ored yellow." 

A number of buyers brought up the 
growing threat of other media to radio. 
Replying to SPONSOR'S query, Henr y 
Schachte. national adverti sing manager 
of the Pord en Company. noted that 
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Many broadcasters, as well as s ponsors , have 
urged that BMB be continued and expanded. Frank 
E. Pellegrin--broadcaster (KSTL and WATO) ; radio 
sales rep (Transit Radio, Inc.) and former direc
tor of broadcast advertising for NAB--has s ug
gested that BMB be reconstituted as a "complete 
research service." 

BMB would function on "a year-round basis, 
turning out reports regula rly, month after month 

in audience measurements, program popular
ity measurement, advertising impa ct measurement, 
and all the other various fields of sound radio 
research," and covering AM, FM and TV. 

"By doing this, every single broadcasting 
station throughout the United St a tes could buy 
some type of service from BMB. So could adver
tising agencies, and advertisers. Thus BMB could 
have a continual source of revenue for a continu
ous service," and "could become the outstanding 
source for authentic, standard, reliabl e and use
ful radio research." 

" television is forcing advertisers to 
look at radio .... Television's growth 
is ll1arket-by-market, so radio has to 
be studied the same way." 

either. At plan board meetings, this 
timebuyer felt he "wouldn't have a leg 
to stand on in holding this $750.000 a 
year for radio." 

Man y pointed to the necessit y, in 
this highly-competitive period, of spe
cific data on who, how many, and how 
much. One said he could get " no re
cent audience information for some 
200 stations we are using for a net
work show. The network has nothing 

Some progressive broadcasters, 011 

the other hanel. are so concerned over 
the possible death of BMB that they 
would try to set up their own independ
ent versions of it. 

But hundreds appear willing to get 
(Please turn to page 53) 

JWT stresses need for audience data by counties by attaching this memo to each station cont r, 
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Equitable opens the door 
"This is Your FBI" l)rograIll bell)S 7 ,000 

II Equitable is the first life in
~'Me'l surance ('ompan~' to make 
radio advertising do more than open 
doors for its agents. It's true that 
Equitahle Life Assurance Society of 
the V. S. pioneered the te<:'hnique of 
using radio succc;;sfully to get leads 
and open cloors for interviews. But it 
took the imagination of an ex-sales
promotioll ma n to devise-and sell-a 
way by which network radio not only 

life insurance s caleslllen expand business 

helps deliver prospects, but helps sell 
them directly. 

Equitable traced more than lOrr of 
its ordinary life sales last year to its 
radio promotions. Just what this 
means becomes clear when you com
pare Equitable sales with last year's 
trend. 

Life insurance sales as a whole were 
down in 1948, and Equitable sales 
were no exception. But Equitable sales 

dropped less than the industry a,oerage 
by approximately the percentage of 
business accounted for by the radio 
promotions. This was 1O.7 7c (S68,. 
326,660) of an ordinary life ,oolume of 
8666.834,660. 

The previous year, 19-t7, saw life 
insurance sales continue to climb, fol· 
lowing the surge of postwar buying. 
Equitable, however, topped the aver· 
age increase for the industry in 1947 

Radio R(otit'itu, sales, (O' . Rlot ,u.rarrel c ourse 

Total Dollar Volume, Total Dollar Volume Per Cent of Total Sal es "FBI" Prog ram Time 

Ord inary Life Sales Traceable to Radio Traceable to Radio and Talent Costs 

1947 $764,234,500 $69,261,616 9.1 0/0 $ 950,000 

1948 $666,884,789 $68,326,660 10.70/0 $1050,000 
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by app roxima tely the sallie amount of 
business they could trace directly to 
their radio promotions. 

Eq uitable decided in the Spring of 
1945 to use network radio to help open 
doors to their agents and back up their 
selling with institutional messages. 
The agency, Warwick &: Legler. New 
York, conceived a program based on 
actual case histories from the files of 
the Federal Bureau of Investigat~n. 
Director J. Edgar Hoover approved 
the idea, and thus was born This /s 
Your FB/. 

The show is carefully checked by 
FBI officials not alone for technical ac· 
curacy. but for the faithfulness with 
which it portrays the thinking and ob· 
jectives of the FBI and for its "c rime 
does not pay" theme. This cooperation 
enables the opening announcement to 
label the program " . . . the official 
broadcast from the Files of the Fed
eral Bureau of Investigation ... pre· 
sen ted as a public service. . ." 

The program, produced (also writ
ten and directed ) for the agency by 
Jerry Devine, started on ABC in April. 
1945. A careful study of the audience 
composition of programs with general. 
ly similar formats convinced agency 
officials that This / s Y 011 r F B/ ought 
to attract a mass family.type audience 
" 'ith a high proportion of listeners in 
upper and middle income groups. 

Men and women should strongly 
dominate, and a substantial proportion 
of the families should include adults 
with high school or better education , 
a nd should include one or more chilo 
dren. Such an audience would be a 
highly profitable one to talk insurance 
to. The program succeeded even better 
than expected in attracting just such 
an audience. 

The most recent audience composi
tion analysis, based on Nielsen data 
for Feb.-March, 1948, shows that 33 1,1r 
and 36% , respectively, of the families 
who listen to Your FBI are · in the 
upper and middle income groups. 
F a rty-three per cent of the listening 
families represented have one to two 
children, 28 % have three or more. 
Sixty- two per cent of the families have 
high school educations, 21 7< college. 
There is reason to believe that the 
audience pattern IS substantially the 
same today. 

Children compose only 17.8 7c of 
the audience, ollly slightly more. for 

(Please film to page 44) 
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EqUITABLEilIIE~fS~ 
Xf, lI ,"out.. . :'i . Y .. Of) BIHf.H n. 19.8 ,,, 2' • .".,,*** 

TIE-IN WITH RADIO PROMOTION 
OPENS DOOR FOR FIELD MEN 

Equitable.' l:lIdrn·ritf'rs "(a~J. In" 

On Opportunitirs Offrrf'd by 
'q'his I .. Your F.R.I." 
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House organ tells salesmen FBI also stands For Better Interviews. arid how to obtain them 

Conductor cheds cues at script session with Jerry Divine. Milton Cross and Dean Carlton 
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Henry Aldr ich, through the years, has paid off for GF 

Can your 
program grow~ 

1)0 ~rOIl kllcuv 'Vb:lt to do 

\vlle .. it st:lrts to decline? 

I • 
Only slightly over 11 r{- of 
the network sponsors who 

were on the air in 1939 are using the 
1'allle vehide today. Even the daytime 
!'ponsored program fare on the net· 
works hasn' t r ema in ed constant. Be. 
sid!'!' the 11 c~ of the sponsors who 
have been <.:o ntinuously sponsoring the 
same shows during the past decade, 
there are others presenting prog rams 
that were on the air in 1930. Actually , 
these programs total another 107c. 
Thus just slightl y under SO'; of 1939's 
network commercial programming is 
still being sponsored. 

" Au nt Jenny" then, as now, gave practical help for Lever Brothers to t he na tion 's housewives 

The case for program changing, if 
past experience is to be followed , is 
even dearer than these figures indio 
cate. A great many of the programs 
that have the same sponsors today that 
they did ten years ago are not selling 
the same product. This is especially 
true in the daytime. During the serial 
hours, programs seldom sell the same 
product day after day. Backstage Wife, 
for instance, ca rries COP) for Dr. 
Lyo n's Toothpaste, Dr. Lyon's Tooth· 
powder, Double Danderine. Astring.Q. 
Sol, Energine Cleaning Fluid. Haley's 
::\1·0, Energine Lighter Fluid. Cal As· 
pirill, Phi ll ip's .:\Iilk of l'Iagnesi a. Face 
Cream. l\lulsified Coconut Oil Sham· 
poo, Dr. L~ OIl'S Ammoniated Tooth 
Powder. Energine Shoe White and 
Bayer Aspirin. 

The actors have changed but "J ust Plain Bill " is still at work for American Home Products 

\\'hat's true of S terling Drug spon· 
sored programs is also true. in a 
limited \\'a~. of most oth er da~ timers. 
Life Caf) Be 8ealltiflll carries Proctor 
.\ Gamhle cOIll mercials fo r Tide. Lava. 
InH) Snow and Crisco. American 



Home Products (Whitehal\') ha~ Just 
Plain Bill se ll Anacin, Heel, Hi-So-Dol 
Mints and Powder, \Vizard Wick alld 
Wizard Glass Wax. I t's only th e 
limited-product daytime sponsors that 
keep their programs selling one or two 
products_ Sillce B. T. Babbitt has 
Bab-O as a leader. it gets the ilia j or 
play. Even Babbitt uses Lora Lawton 
(CBS ) and David Harum INBC) to 
sell a second product, Glim. TIle more 
limited the product line, the more apt a 
sponso r is to change its program. Man
hattan Soap, a limited product spon
sor, has changed its program relatively 
frequently. Ten years ago. its vehicle 
was lack Berch and His Boys, today 
it's We Love and Learn. At first, Man
hattan only had Sweetheart Soap to 
sell and was a traditional "two for 
one" promotion user. Today, Manhat
tan has a second product, BIu-White 
Flakes, and is givi ng General Foods' 
competitive product, La France, a 
tough battle for the consumer blueing 
dollar. GF's La France is 110t currently 
using airtime, which is some indication 
of what Manhattan's air advertising 
(Duane J ones) has done for BIu
White. 

Limited-product advertisers in cer
tain fields stick to their programs and 
change them only slightly. Typical are 
Firestone Tire and Rubber and Cities 
Service. The former has kept Th e 
Voice of Firest01le going for years sell
ing Firestone tires. The fact that it 
operates Firestone Stores which ~ell a 
varied line of products really puts 
Firestone out of the limited-product 
classificat ion, but its major commer
cial approach has been to sell Firestone 
rubber products, mostly tires. The 
Voice of Firestone hasn ' t changed too 
much during the yea rs. It 's still a mix
ture of semi-classical music and ballads 
that drip with sentiment. It still su its 
the musical tastes of the ~enior Fire
stones and the Bible Belt loves it. 
That's where the most of Firestone's 
products are sold. Cities Service Band 
of Americo. was Cities Service Concert 
ten years ago, but the change is only 
in the instrumentation, not in the pro
gram appeal. It's easier to promote a 
brass band than it is a semi-classical 
orchestra so " Deac" Aylesworth, ex
NBC president, recommended the 
chanp:e as part of his radio-advi sing 
the Cities Service Co. Cities Service 
sells a limited line, gawline and oil. 
and feels that the majority of ea r 
o wners are in the older grouJ) who like 

I Please tu rn to page 58) 

[ cs I R<l thbor.e a nd t~e lilte Ca ro ~ e Lor.d: a rd a ppea~cd early Oil fhe IJ-yeur -old "Lu ~ Theater" 

Six years ago, the Lyn Murray Singers were a feature of Lucky Strike 's veteran " Hit Parade" 

Jean Hersholt's characterization of " Dr. Christian," for Vaseline , still attracts audiences 



New Premium beer wins Washington 
Integrclted cu l , 'e rtisill;,!, Sl)(~clrheculed b y air III edicl , does fast 

In the lIIiddle months of 
19-t3, the vene rable Washin g
ton brewing firm of Chris

tian Heurich. was in a fast squeeze 
play. Sales were Jl osing down , con
trae ts were fa lling ofT, a l!(1 the o utlook 
was any thing but hright. It was not 
t!la t Il eurich. the only hrewery thut 
actualJy ma kes its proouct in the na
tion's capital ci ty a lthough th e market 
i~ la rge and competitive. wasn ' t trying 
its hest to sell its wen-kn own "Senate" 
b rand of beer in \Vashington . :Vlary
h1l1o and Virginia . It had olle of Wash
ington's most aggress i\'e and saleswise 
ad \'ertisi ng agencies. Henry J . Kauf
man & Assoc iates, thinking up plent y 
of good merchandising ideas. The 
trouble lay in Senate Beer itself. It 
\\as beginn ing to ta~te te rrihle. 

The fault la y with the eq uipment in 
tbe Heurich plant where Senate was 
hrewerl from the sound formulas of 
old Christian Heurich, Sr. . who had 
s tarted the firm some 80 rears hefore 
and had lived on to the thoroughly 
r ipe old age o f 102. When Christian 
Heurich, J r. took over the fami ly busi
ness ill 194;), on the death of his fa ther. 
hI' inherited one of the oldest brewing 
businesses in the country ... and sOlli e 
of the oldest brewin g. method :3 .1S well. 

Old Ch ris tian Heurich's SOli , who 
hao lit erally oeeJl raiseo in th e hrewing 
busi ness. had some hig plans. For one 
thing, he had the formula for a \'ery 
special sparklin g malt liquor with a 
7e j alcoholic content (beer is usuall y 
l)etween 3.2'{ and 4. SC~) which his 
father had brewed up in small batches 
for favored guests. One day. Heurich, 
Jr. didn't know qui te when. it was go
ing to he put on the ma rket. But , 
before Christian I leurkh the younger 
was going to do an) thing el!'e, he was 
going to put Senate· Be'er back on its 
feet. 

He started in the latter part of 19-W 
h~ hiring in some star management 
performers in the brewing field. Alhert 
J. Bates, forln£'r president of New 

32 

job to est~lhlis" Ileuriclt's "C"~lllll)eer" 

York 's famed Jacob Huppert Brewery , 
was hi red as general manager. From 
Lieb lllann Breweri e!' . oll e of the co un
try's outstanding examples of a firm 
built up hy eonsistent ach'ertising 
("M iss Hh£'ingold" ca mpai g n s in 
space. outdoor. magazi nes a nd hroao
cast media I. Heurieh got Kenn eth 
T\\ ) man. Liebmann 's sale'S manager. 
to be Heu rich' s general sales manager 
in Januar) of this year. 

Bates hegan to get things don £' in a 
hu rr). ll nder hi s sU)lenision. and 
whi le T\\') man began work on lI ew 
~a les campai~n~. Bates reno\'ated the 

plant from one end to the other, dras
tically junking an tiquated methods. 
Out went the old wooden vats, partially 
the cause of dealer and customer com
pla ints ahout the taste of Senate Beer, 
ano in \\'('nt a whole series of new steel 
va ts and mooern equipment. :\'ew 
formulas were t('s teo for Senate, and 
the findin gs used to improve the b rew. 
With a rejuvenated p roduct which test 
panels showeo had a high taste sco re, 
Heurich was read~ to go. 

A sales ano adv ertising campai~n 

had to be ~tarted to re\ erse th e slump
ing sales cune on Sena te Beer. The 

Pro football TV pa rt of " Cham pee r" media team. Score: sa les double expected tota l 
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D-Day of the campaign was set for s tarted Oil the idea of using thc girls 
ea rl y February, 1949_ as Heurich's basic advertising idea for 

Heurich asked the Kaufman ad Senate was thc fact that p('ople_ on the 
agency to come up with an idea which a"erage. huy becr for one or more of 
would give Senate Beer a real sales th ree good reasons. I t looks good. or 
shot-in ·the-arm and which could dou- it smells good, or it tast!'!'; good ... 
ble as a promoti on gimmick in the a ir and all the combinations in between. 
advertising, newspaper. outdoor. ca r \Vhen Ka ufman found out tha t thc 
ca rds, and point-of-sale advertising Mack act was for hire, he made a pitch 
that Heurich intended using. to Heurich, and the brewing firm went 

This was no small order. It had to for it. 
be something around which a cam
paign theme could be built , which 
could be used somehow in radio, TV, 
and space advertising, and which could 
be promoted in a strong merchandising 
campaign to the dealers and distr ibu
tors, and to the public. 

What Heurich wanted for Senate 
Beer was, in short. the thing that most 
agencymen haye been getting ulcers 
for years trying to find: The All-Media 
Selling Gimmick. 

Kaufman found it in three honey
blonde singers, Eileen, La Vern e. and 
Charlotte Mack, better-known in radio 
and talent circles as an act called "The 
Mack Triplets." What got Kaufman 

The basis of the campaign was, 
therefore, to be around the Mack Trip
lets. They were good-looking girls, so 
tha t was fi ne for TV, outdoor, and 
newspaper advertising. They could 
sing, too, so that was fi ne for ra dio and 
could give an added plus to any per
sonal appearances the girls made at 
dealer meetings. sales meetings, or at 
places where Heurich's products are 
sold, both in packages oyer the coun 
ter or across the brass rai l. Best of 
alL the idea of using pretty triplets, in 
stead of the comely model. offered a 
perfect opportunity for a tr iplet cam
paign theme. Thus was born the "Three 
Wa ys Right" (Look, Smell. Taste!) 

and thc re!"uiting tic-in of the "Triplet 
Test." 

The ncw campaign for Senate was 
launched in the middle of February, 
1949. About $200,000- a lot for a 
f<lirl y modest firm like HC'urich- was 
budgeted to be split in media betwcen 
mdio (25~1r) . television (20(;{), news
papers (257c), outdoor (1070), car 
cards (l0~"t,, ), and point -of-sale 
(10';1,.). Nearly half of the ad budget 
went for broadcast advertising. The 
Mack triplets were signed to do a week
ly half-hour show on WNBW, (NBC's 
Washington TV outlet) "Which was 
named. with an eye on the merchan 
dising angles, Senate Get Together. A 
special musical jingle was written for 
the girls to sing during the commercial, 
wh ich they promptly recorded as a 
singing radio jingle to be used via a 
40-time-weekly frequency on a total of 
th ree Washington radio stations. 

The TV show was turned into a 
subtle half-hour commercial by the 
other media advertising. Like Arthur 
Godfrey for Chesterfields, like "Miss 

(Please tll m to page 35) 
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WHAT A 

caSlllN 
(IT WAS NEVER LIKE 
. THIS BEFORE) 

$4,567,990,000 
BANK DEPOSITS 12/31/48 

$ VAl. SAVINGS BONDS 12/31/48 

in ike 
228 W OW 
COUNTIES (BMB) 
IN NEBRASKA, IOWA, SOUTH 
DAKOTA, MISSOURI, AND 
NORTH DAKOTA. 

... READY TO BE SPENT 
NOW or in the FUTURE 
FOR WHATEVER YOU 
HAVE FOR SALE! . 

I#t 

WOW-LAND 
An Always Rich 
farm Market ... 

COVERED ONLY BY 
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Mutual moves to form 
fifth video network 

With opening of WOR-TV, MBS now has video stations 
operating in New York, Boston, Washington, Chicago 
and L.A. Among MBS plans for 1950 submitted by 
President Frank White to recent directors' meeting 
a re TV "network coordination." Mutual, however, 
continues to move slowly into TV. 

" Superman" becomes 
adult program 

After 10 years of derring-doings on radio for 
edification of kids, "Superman" moved to ABC on 
Saturday night spot, 29 October, broadened his scope 
to stress mystery and crime detection, and set out 
to attract adults. Program isn't yet sponsored. 

Mary Pickford to produce 
radio and TV shows 

Mary Pickford, her husband, Charles "Buddy" Rogers, 
and their radio-TV representative, Mal Boyd, have 
formed PRB, Inc., 745 Fifth Ave., New York, for 
radio-TV production and personality management. 
Rogers currently stars in ABC's five-a-week radio 
series, "Pick a Date with Buddy Rogers," and will 
begin "Buddy Rogers' Showcase" on ABC-TV 4 January. 
Mary Pickford is considering her first radio series 
in 15 years. She has applied for three TV channels. 

Justice Department 
drops baseball inquiry 

Justice Department has suspended study of alleged 
restraints in broadcasting and televising major 
league baseball games until it can be seen how new 
rules adopted by leagues work out. Principal cause 
of complaint was rule permitting a major league club 
to stop broadcasts in home territory of games played 
by other clubs. "Home territory" was defined as a 
r a dius of 50 miles from ball park •.. Unique con
tra ct, covering AM, FM and TV, has been signed by 
WAGA and WAGA-TV for exclusive rights to Atlanta 
Southern Associa tion baseball games for five years. 

"Kukla, Fran and Ollie" 
I to take winter hiatus 

"Kukla, Fran & Ollie," NBC-TV five-a-week puppet 
show sponsored by RCA-Victor and National Dairy, 
will t a ke winter hia tus after Christmas, but prob
ably will broa dc a st through next summer, best 
sel ling s e as on for Sea ltest ice cream. 

SPONSOR 



NEW BEER WINS 

(Continued from page 33) 

Hheingold " for Lieblllann. like Chi
'quita Banana for United Fruit, and 
like Ed Wynn in the old da ys for Tex
aco, the Mack triplets were used as the 
basis for nearly all the other Senate 
selling to the point where they became 
" secondary trademarks" for the adver- ' 
tiser, and the potential for sponsor 
identification was at the highest possi
ble level. 

Weekly newspaper ads, window dis
play material, billboards. and car cards 
featured the Mack triplets. while doing 
a selliqg job for the rejuvenated Senate 
Beer. The pay.off came quickly. It 
was not long before the TV show was 
hitting a rating of 23.4, and had more 
than 55 70 of the sets in use tuned to it. 
The campaign began to pull, and Sen
a te Beer sales started regaining the 
g round lost earlier. 

Heurich soon found that the cam
paign was working better than even 
they, or the agency, had hoped. The 
three girls turned out to be ace trouble
shooters in selling beer. and were per
fectly willing to go along with a heavy 
publicity and personal-app ea ran ce 
schedule. 

For example. in the two day period 
o f Wednesday and Thursday. June 1·2. 
the Mack girls put in a publi(' relations 
stint that would make most showfolks 
head for something a good deal strong
er than Senate Beer. On Wednesday, 
at noon, the girls rode around Wash
ington in a new car with a Senate 
banner on it. posing en route for the 
JH'wsreel cameras. After a quick lunch , 
the girls posed for publicity pictures 
fo!' Barbara Holmes' food page in the 
Washington Tirn es·H erald. At 3 :30, 
they were bustled off to a photogra
pher to be prettied up for newspaper 
ad photos. At 6 :00 they were being 
interviewed on a Washington TV show, 
a rId at 8 :00 they were the star turn at 
an American Legion shindig where 
Senate Beer (with a commercial. yet, 
by the Macks) was served to 200 Le
gionnaires. 

On Thursday, th ey tumbled out 
bright and ea rly for a rehearsal at 
WNBW of the Senate Get Together 
show. For lunch, they were whisked 
away to the influential Cosmopolitan 
Club where Senate was served (again, 
with Mack commercials). At 3 :30 
the Macks were standing before a re
cording-studio mike. cutting radio jin. 
gles. Between 7 :00 and 11 :00 they 

113 West S7 St., N. Y. 19, N. Y. 

Gentlemen: 

Speak up-I'm listening! Send me, 
without charge or obligation: 

O Complete information on the 
New lang-Worth Tronscription 

O Somple of the New lang-Worth 
Eight-inch Tronscription 

NAME 

TITLE __________ STATlON __ _ 

CITY ___________ STATE ___ _ 
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\\ l: re rehearsing and aJnll~ the TV 
show. 

Durillg the' six lIlonth~ that followed 
the :-;tart o f til(' ~pnatc campaign with 
the \Iack triple'l:- in February , ] ~HI). 
the saIl'S of Scnate' started clilJ1Lin~ 
a~ aiJI. allcl kept goiug up past their old 
Icyels to new heights . Christian lIeu· 
riclt 's brc\\ in g: firm was in the hla('k 
a~aiJl , hut IIeurich, like Alexallder, 
began to look <Irouud for new worlds 
to conquer. The famous formula for a 
premium malt he' \'erage I(,ft him by his 
father Le~an to look more alld JJlore 
like tire first " new wo rld" to tackle'. 

As a result. " Champeer:' a sort of 
semalltic head·on collision of the words 

" champagne" and "beer." was born. 
Heurich foulld that it was practical to 
hrew the product all a big scale with 
the finn's new facilities , and still ob· 
taill the same results that his fatll('r 
had gotten in small batches. 

I u August , 1949, a tpst campaign in 
till' \\' a~hington area was started for 
the Ue'w I'rodud. It was a modes t one, 
bllt it was earefully plann('(l. The prod. 
lid was introduced ill hard·to·sell 
plac!'s. like luxury restaurants and the 
best hotels. 

Exp e nsively.printed, four·color 
point.of.sale material, such a~ table 
tellts. menu eoY('[, aud ha('k bars was 
distributed. He'urich's most desirable 

SOUTHWE.ST VIRGINIA'S p~ RADIO STATION 
, . , . 
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BUSINESS 
i4 GOOD! 

8ch in April 

6ch in Sepcember 

**Roanoke, same nIne monchs, was a Virginia 

Preferred-Cicy-of-che-Monch el!er)' month. Business 

is UP 4Yz <;~ over che same period in 1948! 

\\lOB] is a preferred medium in a year-'round pre

ferred markec! Ask Free & Pecers! 

* Rand.McNally 

H Sales Management 

radio air spots, some four a day, we're 
turned over to the selling of the new 
premium·priced product. Some of the 
other places in media pre\'iousl~ reo 
sen-ed for enate were also turned o\'er 
to the' selling of Champeer. Since 
Champe(~ r is aimed at only 1'5 'A of 
the total beer market being entered, 
tl)(' over·all size of the campaign was 
lIot large at the beginning. 

Champeer no\\' has a TV show of its 
OWII to help establish the new product. 
Since the ;\lack triplets werp so closely 
a~sociated with Senate, the girls could 
not be used to help in the introductory 
stages of Champeer selling_ Instead, 
He'uri<'iJ turned to one of the standbys 
oi brewery air ad\'ertising: sports. 

Cham peer's main ad\'ertising push is 
yia the TV J\'ational Pro Football 
Ilighiighls, a ~O·min ute sports film 
narrated by Harry Wisnwr. COl1lmer· 
cials are done Ih-e, featuring a club· 
house.type cocktail loul\ge set. and a 
male· female modellil\g duo who appear 
all Champeer point.of.sale pieces. 
somewhat as the ;\lack girls do. 

Champeer's introductory campaign 
in 'Vashington has heen a great suc
cess. General manager Bates of Heu· 
rich admits that the le\'el of sales al
rcady reached is double that originally 
expected as SPO:\SOR goes to press. 
Dealer en thusiasm for both the air 
show and the new product, which Heu· 
rich intends to market nationally in the 
future. has been high, particularly 
since· ~he- mark-up 'per case. when con· 
sumed on the dealer's premises, is 
about 54.00 and is oyer 52.50 per case 
on of{'premises-{'onsumption sales. 

Somewhat to Heurich's surprise, 
Champeer's market has turned out to 
be broader t han expected. E \' en 
though the price (25c and up for an 
8-oz. bottle) is high, it is catching on 
with consumer groups in lower income 
brackets than the one originally 
thought to be the market for a pre· 
mium.priced brew like Champeer. Heu· 
rich plans to use additional TV time 
and radio spot campaigns as distribu· 
tion increases, and because of the 
bloader base for appeal. 

Just when Champeer will be ready 
to "go national," not e\-en Christian 
Heurich is sure. 'Vith Cham peer's sales 
huilding, and Senate Beer's reju\'e
nated, Heurich is in a strong position 
to make his bid for national markets 
pay ofT. One thing is definite. Radio 
and TV will continue to play a star 
role in the air advertising of this ex· 
panding Washington brewery. *** 
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Our name is Thorpe. We are one of 14,900 
families that live in Chittenden County, 
Vermont. Last year the four of us spent 
3200 dollars for necessities. WGY has long 
been our favorite station. It makes our 
mornings brighter and our evenings hap
pier. And that applies to plenty of folks 
over here in Vermont. WGY's the IIfamily 
station ll in our part of the country and a 
daily habit with us. ~ ~ 
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NOT SO MAD MUNTZ 
t COlllinlied /rolll I)(l{'<' 2."), 

Brad\ . 
The K-F a;;sociatioll last('d t\\ 0 

\ eats. at the end of \\ hich tilllt' the 
:·.\f.:tdman·· \\ ith till' ,\1 ida- touch met 
T\ en!!. i n~er Hex Wilson. \\ ho ("on· 
\ itwed \im that hi- ingelliolJ;;l~ tlt'
:-:igned '1'\ ,..et \\ ould H'\ oilltioniz(' the 
indll~tr). It /leed('d no antenna e:\("ppt 
ill the poor<·~t locatiolls. eliminated 
half the troublp."()1l1e part;; uf {"on\,pn· 
tiollal ~cts a nd had ollly three controls 
instead of six; an on·ofT switch, a chan
lIel ;;elector and a onp· knob picture 
t"olltrol that autumatically adjustpd to 
all \ ariation,.. in brightness. contrast. 
focus , imagp sharpnei's. horizontal and 
wrtical holds. 

B\ \o\pmber, 194-8, mer 200.000 of 
the ~ne million .\Iuntz TV. Inc., shares 
at 81 par \'alup common stock had bppn 
"old. St'ts are manufactured in Chicago 
and "hipped to "ltntz TV branches. 

Tht' np\\ organization started in Los 
Angelp" in April. 194.8. in Chicago in 
.\taL In Junp. th e\" in\'adpd \"pw York 
Cit;", Boston." ))~troit , Philad elphia. 

\\ a,.hillgton ami Baltimore. J)urin~ 

Jul~ amI Augll . ..;l. they \\ent into 0e\\
ark, St. Loui:", Clp\"I.o lalld and Brook· 
h n. Long Beach, Calif.. has :,iJl("e been 
addp(1. and other citips alollg the ("0-

axial cab le, \\ herewr 1 \ call be re
ceivcd, will bp opt'n('c\ in the future. 
I \liallli. I3ufTalo and Cillc innati are 

... Iated to be added after thp first of 
the ~ ea LI 

Taken apart. the .\ Iunt/.. hore mh·er· 
tising philo",ophy has 110 illdi\·idual. 
world-shakiJlg departure:" froill knuwn 
techniqlH's. Thp out-and-out \\acky ap

proach. while not aetually an inno\"a
tion, admittedl} was fresher and 
brighter than any that had caught till' 
public fancy in many a moon. Y PI. 

dp~pite its un)Hecedented success. it is 
a greatly muted wrsion which i~ being 
used today. COP) has gone pretty much 
~traight. will con tinue to do so. As 
.\I untz hill1self puts it, "There's enough 
in,..anit) in t e l e\ i~ion without Ill) ad
ding to it.'· Ha\'ing spent hundrpds of 
thousands of dollars tu bui ld up the 
"-'Iadman" angle. he's ch eerfull~ wiI
lin~ to sppnd a 5imilar amount to play 

the odds 

a 

first dea l 

is 

<X0 totJ 
...,,,.mc'Ll:.ilrw hen you join the parade of the nation's 

leadi vertisers on the Hal Fredericks' " Sang and 

Dance Parade" on KXOK, in BIG St. Louis. Master Sales

man, Hal Fredericks, personalizes your product ... sets 

the stage for mare sales ... 3 :30 to 4:45 and 9 :30 to 
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10:00 p.m., Monday through Friday. Phone, wire , write 

for availabilities ... or call your John Blair man NOW! 

630 KC 5,000 WATTS FULL TIME BASIC ABC 

IN BIG ST. LOUIS 

it do\\ II. Yet. he retains considerab le 
affection for the old trademark. His 
on I) thought of change as regards it
and he ;;\\ear~ he"s dead ~erious-i.s a 
change in the \\earer of the fanc) duels. 
It was, uf course. ine\"i table that COIll
petitors. and just plain onlookers, 
~h(Juld add a ta:r to "\Iadman" ~ Iuntz 
a long: the linp!, of "Oh ) eh. crazy like a 
fox." \luntz insists that if he kepps 
gettill~ all this free adYertising and 
pu hlici t ~. a fox wi II soon inherit the 
red underwear. et al. 

;\or 'i,; there an~ thing particulariy 
lIew in sk) writing. elimination of the 
lI1iddleman. keping: sale:,men healthful
ly cOIlJpetith e. H ardl~ new. either is 
horne demonstration of products. Yet 
,\1 untz \\ as thp first to use the home 
delllonstra t ion method, \\ h ich had 
a Iread\ I.HO\·en its \" al ue: the fi rst 
equip/;ei to put it to work .' .. and has 
pioneered in showing oth er manufac
turers ho\\ to utilize radio to sell T\T 
sets. 

.\" ot acherse to taking bo\\ s on the 
well-nigh phenomenal success of his 
ad\-ertising. ~Iuntz is not loath to giye 
credit I and the lion';;. share of the 
budget' where credit is due. " Radio," 
he say", "made us:' Backing up that 
~)('Iief in radio. 90 per cent (A "con
sen"ati\'p" pst ima te according to the 
corporation' of thp tentati\'e '49 budg
et of OIl(> million dollars is a llocated to 
radi o, thp rpmainder to newspapers. In 
sonl(> of the TV ci ti e;:. spn"ed, radio is 
used exclusin~ly. 

As much as anything else, it would 
seem that a hard·headed insistence on 
reEttlts. which are che<:'ked consistently 
and meticulously, is no small part of 
thp effedi\ eness of th e ~Iulltz ad\"ertis· 
illg. As little as is humanly possible 
is le ft to c hance : th ere are no hangers
on on the ad schedule. Willing to 
-",pend plenty to make more. the organi
zation is just as willing to reach for 

I the axe when a station or newspaper 
doe,..n·t show proportiona te results. 

The same format is followed in all 
markets. ~tati()ns are earefully an
al~"zed as to market possibilities before 
being approached; no long. term con
tract,.. are signed until they haye pasi'ed 
thp tp"t. Program time is npxihle. as 
long as it add" up to 15 or 20 ;:'POt5 
a da~, and "aries from onp, fi\"e. 10 

I and IS-minutp aring-", to all occasional 
half-hour. Currently. only independpllt 
stations are Lwing u;:.ed. but plans are 
und erway for a network program 
within thp marketing arpas. 

I Please Illnt 10 page ,,),21 
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The 
Piel{ed I-.lnel 
.1I1S\Vers 
lllr. Gifford 

Not to an y g reat 
extent. All wide
a wa ke s ta ti ons 
llH'n :handi se a nd 
pr o mot e th e ir 
programs th rough 
one or more Ine
diums s uc h a s 
n e wspa pe r s, d i
rec t ma iI , hi II
boa rds, {'a r-cards, 

Miss Dic k coo perati ve tie-
ups. wi ndow d isplay posters as well as 
a good public relati ons prog ram. I f a 
station is doing well commercia lly. 
there's a good reason fo r it ... it is 
p roducing the desired results and the 
sponsors will continue to ad\"ertise 
over that sta ti on. No adverti ser will 
contin ue to put hi s money into a 
medi ulll tha t is no t pay ing off. Sa les
mansh ip ma y land an a{'co unt but will 
not keep an account. First things come 
first. Sales promotion alone will not 
produce the results the sponsor is 
a ft !' r .. . but sales prolllotion coupled 
with intelligent progra mming will at
tract listeners. and the listener in the 
fin al analysis is what helps tl1£' station 
payoff. '" Yes. tlH' listener is the 
pre<' ious cOlll lll odit y so highly valued 
In' a sta ti on. You must han~ list('ners 
b~fo r(' yo u ca n hope to keep an ac
count on your books steadil y. 
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E DI T H DI CK 

S tation llf anager 
TflWln, W oodside, N. Y . 

. 
M,.. Sponso,. asks ••• 

"To \vltat extent shollid statioll Inercltantiising 

.llId )))·olllotioll influence choice of stations?" 

As a ma \L('r of 
cold fact, m('r
chan d i sin g aid 
in A uenees in a 
most minute de
gr('e the choic(' 
of stati ons. I t is 
well known that 
the s lllart time 
hu yers are look-

Mr. FIClnClgCln ing for all the 
fac tual information they can get in 
regard to stati on coverage and cost 
per th ousand. .Me r c handi s in g aid 
comes a fte r the ord er. If the question 
is "merchandising promotion. " then 
the answer is that it has little or noth
ing to do with choice of stations. If 
the quest ion is " program promotion" 
then it has a lot to do with station 
choice. since size of a udience is affect
ed not onl y by qualit y of program , but 
a lso by the promotion of programs. 

Here is a typical situation involving 
merchandisin g aid: The manufacturer 
find s his fini shed stock inventory ex
cessive. his orders fallin g off; he re
duces p roduction ; he instructs his 
agency to get up an effective campaign. 
The agency turns to Spot radio as 
being uniquely fast and effecti ve in 
creating consumer demand. But the 
ma nufactu re ri s up against moving a 
lot of frozen im'entory, so he resorts 
to the doubtful expedient of trying to 
get the wholesale and reta il trade to 
load up in antic ipati on of demand. 
The agency docs its best to comply 
with the client 's wi shes. It decides 
upon the stations it will use. and then 
hegi ns the task of asking for merchan 
dising a id. The station's business is 
the fin a llcing and management of a 
broadcast stati on. a most difficult task. 
requiri ng a kn owledge of several a rt s 
and much science. It s pri ncipal prob
lem is progra mming, divided into a 
good network affi li ati on. a nd a splen
did job of local news and events and 

K. C. Gifford Pre~ident. ~chid Corp. 

programs, An y ex pense which the sta
tion und('rta kes for merchandising is 
obviously unfai r to the great majori ty 
of c li ent s \, ho do not ask for such 
!lH'rchandising a id . but assume th('m
seh'es the responsibility for their sell
ing effort s a nd poi nt of purchase ad
vertisi ng. 

The worst tragedy of all is th at on 
the acco unt s on which a station spends 
its fund s for merchandising aid. an 
earl y cancellation is entirely likely, and 
often comes in so that the mercha n
dising aid has ' often cost more than 
the total receipts for time sales. Fur
thermore. there are likely to be mis
understandings between the time buy
er, the client the station. and the pot 
Hepresentati\'e as to how much was 
promised and how much was delh'
ered. Some of the cynics say tha t the 
best policy on merchandising aid is to 
promise much and do as little as pos
sible. 

Program promotion is an ent irely 
different thing. The client and the 
agency are entitled to expect from the 
station intelligent and aggressi,'e pro
moti on of the stati on's programs. This 
is nothing more than the adverti sing 
of the stati on 's product. Since the 
stati on is in the ad,'ertising business 
tooth and nail. the stati on must be
li e" e that ad\'ertising of its programs 
will help to increase audience. It is 
widely obsen 'ed that time buyers are 
much influenced by their knowledge of 
how a stati olJ promotes its programs. 
And e,'en if it doesn' t know, good pro
gralll promotion does build a udi ences, 
providing the program promotion is 
based on good programs. 

T. F. F LA.NAGA1'\ 

Man ar;ing Director 
NatioTlal Associat ion of 
Radio S tation Representath'es 
101 ParI.' A venue 
Xe u' l"ork 
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This is a good 
questi on and de
serves an honest 
an swe r , e v e n 
th o u g h it has 
overtones of the 
old cliche " Have 
you stopped beat
ing your wife?" 
In short, the sta
tion s that mer-

Mr . Pearson 
chandise aggres· 

sively will feel that I ought to say " By 
all means take all merchandising and 
promotional activities into account 
when buying time !" and the stations 
that may not be as active along these 
lines; or who sincerely believe that 
this is not a function of advertising, 
will no doubt feel that my reply should 
be "Buy time on coverage and audi
ence, let the merchandising fall where 
it may." 

Actually, I don ' t believe that either 
view is the entire answer. As a long 
time advocate of close cooperation 
with distributors and local dealers of 
nationally distributed products, I feel 
that a station that does not make the 
most of its opportunity to contact and 
work with these people is missing one 
of the most important functions of a 
radio station. It is good business for 
any station to insure the success of all 
its advertising wherever possible. 

As an advertiser or agency placing 
advertising I would be most interested 
in knowing whether the station in 
question could move merchandise off 
the shelves of the retail outlets. That, 
in the final count, is what the adver
tiser buys and pays for and hopes to 
get! If merchandising, station promo
tion, programming, or an ything else 
can do the job, it's a good buy for the 
advertiser , and it is an indication of 
the extent to which the station may de
liver sales. But I would be very fool
ish, as an advertiser, to pass up a sta
tion that moved case after case of 
merchandise off the shelves, but that 
lacked even the most fundamental of 
merchandising departments. Certainly 
the criteria ought to be : " Can I expect 
the station to produce sales results?" 
If the answer is " Yes," I would take 
the extras, or window dressing along 
with ; but with or without, I would 
still buy that station! 

JOHN E. PEARSON 

John E. Pears Oil Company 
250 Park Avenue 
New York City, N. Y. 

7 NOVEMBER 1949 

Watch the 
New WDSU 

No Other New Orleans Station 
Affords Sponsors Such Economic, 

Hard-Selling Programs. 

RADIO 

"Dixieland Jazz" 

Jazz Authority Roger 
Wolfe spins waxings 

and adds colorful 
tidbits from his own 
voluminous library of 

Jazz records and fads. 

(Available for 
Sponsorship) 

VIDEO 

Racing 

Mid-Winter racing 
televised again this 

season from the New 
Orleans Fair Ground's 

fast oval. 

(Available for 
Sponsorship) 

See your JOHN BLAIR Man! 

EDGAR 8. STERN, JR. 
President 

ROBERT D. SWEZEY 
hecutive Vice -President 

AFFILIATED 

WITH THE 

N. O. ITEM 

lOUIS READ 
Commercial Manager 

41 



42 

you can 
do it better 
with the 

revolu tionary 

ALlEe 
21 B 
MINIAl 
MICROP 
It achieves uniformit.y 

tonal fidelity . .. t is omnidirec-

tional ... it is blastproof, shock-

proof .. . there is no alse bass 

build-up .. . more net acoustic 

gain before encount.ering feed-

positioning . .. e tends the 

fidelity of sound 

161 Sixth Avenue 

New York 13. N. Y. 

1161 North Vine St. 

Hollywood 38, Cal. 

NOT SO MAD MUNTZ 

(Continued from IJage ~g I 

(rr ea('h (,i ty. :\luntz ~ets up a fadory
!"ho wloolll -warehou.<;e. in a low rental 
district. and 1lI0\' CS in a fl eet of shiny 
\\ hit e trucks arrd a ~taff of 200 tele- . 
piIone o perators. office workers. TV I 

technicians a))( l sale:S lll en. . I 

Tht' CHh-ert isi ng barrage breaks si
lllultall('ou:,l) : lIeels of " ~luntz Writers 
in the Sk)" planes ~k ) write clouds of 
('OJl ) - usuall) over 700 mi le:; o f Iclter
illg: fill th e sky. th e l\lulltz Ilame ap
pear:' U\er 100 timcs. whi le a dozen 
different scllill g phra~es are visible. 
COllcurren tly. radio ~ tati()n s. n ews
paper ads aJl(I trucks a re urg in g: th e 
public: to phon e ill for a free demon· 
;;t ra tion. 

The rad io ad\ e rti :: ing relies equally 
on li\ e and transcribed plugs. Wher
eYer po~sible. key di sk jockeys are used 

I b('{;a usc o f their IO jal. read y- made au
dience. If not, a different type of I 

ready-ma de audi ence is taken advan-

I 

ta ge of b) usi ng tran scripti ons made 
by such topfli ght ann ouncers as Harry I 

\ OlJ Zell , Ken Car penter, Don \Vilson, 
13i11 Goodwin and Ha rl ow Wi lcox. Be-

l ca use their names and \'oices are rec-
ognized by practi cally eve ry radio lis
t(' ne r, and their opi ni ons respected. 

, thpir p('rsonal suggesti on to "pick up 
th e phone right now" impels a yery 
high percentage to do just that. 

The promise of "a set in your h ome 
\\ ithin an h our" usuall y is fulfilled 
within a matte r o f minutes, as the calls 

, are rel ayed at once to trucks and cars 
c rui sing about the streets. 

I All branches welcome children view-
ers in their showroom. They arrive by 
foo l. roller skates or bicycle. The ges· 
tur e on the part of the management is 
not. of (;o urse. purely philanthropic. 
Engros"ed ill a sh ow. many a moppet 
forgets he 's due home with a dozen 
cggs. :\Iall) a fa ther is dispatc hed to 
deli\ e r junior and the eggs where they 
helo llg. and he g rows a bit forgetful. 

. Theil moml1la goe::. forth to collect 
junior. the eggs a nd poppa. More thall i 

a few salesmen ha\'e heen kn own to de-
I liver a whol e family h ome- plus one 

TV:oct! 
The way things are going now. it 

wouldn-t sllfp rise anyone \'cry much to 
~ ee, ill the not too di~tallt future,' a 
k('C'JI-e) ed fox look ing (l\"er the pro~
pccl~ from beneath a th ree-co rnered 
hat that hears a \' ery ~tr()ng re"em
blallce to one worn by '\apoleoll-and , 
more recent ly , ":\ladman \I untz." *** I 

Call The Cops 

A large Winston Salem store 
wa nted to sell a stock of 
blue jeans. One announce
ment was made over 
WAI Radio exclusively. Re
suit: Mob wa i tin g next 
morning to buy blue jeans. 
Cops necessary to keep or
der. Stock soon sold out . 
Late sleepers missed out. 

National Rep : Avery-Knodel , Inc. 

FOR BETTER RESULTS IN THE 

Pacific Northwest 

Portlantl 
Ellensburg 
Spokane 
Butte 
Missoula 
Bozeman 
Helena 
Great Falls 

SPONSOR 
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rrNo ... (Sob!!) ... KJR" 

5000 WATTS AT 950 KC. 

KJR doesn't reach everybody! 
But KJ R does blonket the rich western Woshington market, 
where 1,321,100 radio listeners enjoy one of the world's 
richest-per-capita incomes. 

Best of all, KJR'S 5000 watts at 950 kc. cover the 
important area that any 50,000 watts would reach (check 
your BMB). 

And "the beauty of it is"-it costs YOU so much LESS! 

* Talk with AVERY-KNODEL, 'nc., about KJRl 

for Western Washington ... an Affiliate of the American 

Broadcasting Company 
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WMT is the new oracle of 
Delhi ::: (IOWA) 

Here's C:I complete, 

market Information 

The current 1949-1950 Edit ion of SRDS 
CONSUMER MARKETS provides all the 
basic information that market men and 
buyers of media use in selecting state, coun
ty, and city markets for any consumer prod
uct. 

Authoritative: It [( ' port ~ market data onl)' 
from go\t.> rnmcnl and oth er reliable ,OllrCf·,.. 

Many Uses: CO~Sl1~IER ~1ARKEL i .. 
in the hand ~ of SHOS ~lIh~eriher", and 
ol h p r ~. ma ny of \I ho m already ha\'!' told 
how tIlt')' a r~ pUlling it to wor·k. "We art' 
laying 0 111 Il<'W "al('" (1II Ola" and advertising 
plan- from it," \I rote a nali onal adverli s
ing manag(·r. "::;elecli ng marke ls fo r a 
t('''1 cam paig n on a nt'\,· p roduct ." >,a y,. an 
aCCdullt eX(,(·lItive. 

••. and The \Vord goes out, loud 
and clear, from one end of W:\ITland 
to the other: Get a load of WMT, 
for entertainment (exc1ul; ive CBS 
program ming for the al'ea), and in
formation (AP, UP, INS news plus 
local conespondents throughout 
Iowa). 

Delhi and the rest of the 1058 
communities within WMT's 2.5 mv 
line make up an important part of 
the important Iowa audience (whose 
per capita income hit $1,491 in '48, 
up 33 ( t, over '47 and 68 ff, since the 
end of the war!) You needn't con
sult an oracle about reaching the 
prosperous Easterb Iowa audience. 
Use WMT. The Katz man has full 
details. 

• -Yo t e to purists: }lYe know the ancient 
o l'Clc/r wus (It IJc/[Jhi, not D elhi . 11010 
close can you get r 

5000 Watts 600 K.C. Day & Night 

BASIC COLUMBIA NETWORK 

Users L:ke It: " Contains> mort' information 
than I have ever "een in a "ingle market 
data book ," report" anolh er agency man. A 
tilile bll)'!'r wrote. "Yollr book ha" figures 
o n farm radio homes and farm huying 
powe r that I have bee n looking for for 
yeal,:' 

CONSUMER MARKETS was designed as 
a companion·picce for 1151" with regular 
monthly ~ec tio n s of SRDS to make all job~ 
of medi a-market selectio n ca~ie r. fa"ter, 
more acc urate. 

EXIra co pies of (: O:\:-l l ~I ER ~I:\RKETS are a\ailable 

to ~lIb,cribcr5, or to non'~ lIb, rribers> at $5.00 each. 
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A Section of Standard Rate & Dolo Service 

Walter E. Botthof, Publisher 
333 North Michigan Avenue, Chicago 1, III. 
New York • Son Francisco • los Angeles 

EQUITABLE OPENS DOORS 
(Con tinu ed from page 29 1 

example. than Lux Radio Theatre 's 
16 . .'1( ; jU\'enile fans. It's interesting to 
compare this ratio with the 35.7( t kid 

1 listener!'hip to Lone Ranger. 
Ad"erti5iug manager Leslie H. Shope 

returned to Equi tah le from the Army 
in De<'ember of 19.t.5. One of the fi rst 
joh~ a55igned Col. Shope was to find a 
way to make th at ad"ertisiug hudget
ai>out S900,OOO, practically all going to 
radio- more productive. 

A hig reasoll that more insurance air 
advertisiug ha!' failed than sueceeded 
in the last 20 years is a failure to un
derstand the role of audio-selling. The 
reason for such a laek of understand
ing only becomcs clear when it is real
ized that few real alh-ertising men sit 
in the ach'ertising manager's chair at 
most insurance companies. 

By l\Jay of 1946 the Equitable had 
worked out a plan to harness some 
of the tremendous persuasive power 
of radio to help sell Equitable policies. 

The idea was to organize the ai r 
sell ing around a series of promotions 
oye r a period of about ten weeks. The 
promotions would eo,-er some fi\'e 
fundamental themes, sueh as home-
ownership, ed ucati onal fund, retire
ment income, etc. Key to the plan was 
to persuade the men and women of 
Equitable's field force to accept and 
fo llow carefully a campaign built 
around th e series of hroadcasts on eaeh 
idea. 

The crucial poin t is that individual 
underwriters, or salesmen, work for 
agencies wh o are affiliated with the in
surance company by eon tract. They 
are free to follow their own devices 
in obtaining and selling prospects, sub
ject only to the head of the agency. 

For each seheduled promotion a 
sales kit explains. illustrates and dem
onstrat es each step of a proced ure 
b) which an agent can make immedi· 
ate sales. The program commercials for 
th e period of each promotion stresses 
th e particular phase of protection fea
tured in the sales ki t, and rei terate the 
importance 0/ the agent. 

Pre<'eding each scheduled hroadcast 
promotion, each agency manager re
cei\'es an adyance sales kit accompanied 
b) a letter frolll Equitahle's agency 
"ice-president \,in{'ent S. \\Yelch. ,,,hich 
sells the new promotion . Included is 
an outline for conducting agency and 
district meeting!' reiatiYe to the pro
·notion. 1 Please tllm to page .=)21 
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1. ALBANIA PLA NTATION, Jeanerette, La. 
Built in 1842 by Charles Grevemberg. Since 
1910, Albania's 1,100 acres of sugar cane and this 
beautifully preserved mansion have been owned 
and maintained by the City of New Orleans. 

2. RIC E T H RES HI N G near Kaplan, Louisiana. other important reasons why WWL-Iand exceeds the 
This r ich, farm area leads the nation in rice produc- national average in increased income, increased buy
tion. H igh yields and wide crop diversification are ing power, and general prosperity. 

WWl-lAND 
The greatest selling power 

in the South's greatest city 
50, 000 WATTS CLEAR CHANNEL CIS AFF IL IATE 

7 NOVEMBER 1949 

3. WW L' S CO V ERA G E OF THE DEEP SOUTH 
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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'I. ~ -Uim and Abner 
-..~~ 

, , , With the critics, who call the program "indestl'uctible 

comedy ... socks over solid." 

· .. \Vith the people-13 million of them on an average listened 

to the pl·ogn-tm last season. 

· . . With all kinds of people from all parts of the countl'y

people who live in big cities as well as in rural areas. 

, .. To make it pull more effectively CBS added the pace and 

polish of its package programming skill so that in six months 

Lum and Abner skYl'ocketed from a 9.9 to a 21.7 NRI rating. 

· , , And now Lum and Abnel' can pull mightily for a sponsor-as 

they take the CBS ail' again on Wednesday nights following 

Groucho l\lul'x, Bing Crosby and Burns and Allen, For now, 

like Irma, like Godfrey, like Our l\'liss Brooks-they're a 

payoff comedy package from CBS, 

CBS PACKAGE P ROGRAMS 

have pull* 

*Thc)' ha\'c ~o milch pull that lin ArkanSDs 

town . two mountains and a State hiR'hway 

chan~<!d their names, and scn' n pairs oi t·.'1in9 

werc christen<'d Lum and Abncr. 
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* won frorn 
In 1869 Rutgerfirst for rnal 
princeton th.e e football 
intercolleglat has noW 

garne. Rutgers 600 garnes, 
d Hover I ' 

Playe wed 0 otber col egt -
cor n p' -a re b II team call to . 

ate Joot a hen Roches-
Since 194iI:operating r

E
eC ter's first decided WH . 

ported the efer ence , .thlS 
listener pr rnainta1ned 
s t a ti 0 n h ~ s 110 0 t b e r 
Hooperat1ng~ carl top! 

I ster statt01l Roc )e 

RUTGERS 
In Grid Games;-

WHEe 
In Rochester 

LONG TIME, 
RECORD lOR ,; - -. 

LEADERSHIP! 
o 

WHEe is Rochester's most-listened-to station and has 

been ever since Rochester has been Hooperated! 

Note WHEe's leadership morning, afternoon, evening: 

STATION STATION STATION STATION STATION STATI ON 

WHEC B C D E F 
MORNING 39.4 19.7 10.3 7.0 15.5 6.6 
8:00·12:00 Noon 
Monday through Fri. 

AFTERNOON 36.7 26.7 6.8 15.2 9.5 3.4 
12:00· 6:00 P.M. 
Monday through Fri. Station 

EVENING 34.3 21.4 8.5 9.8 10.9 Brood ca st s 
till Sunset 

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

Sund a y througn Sar. 
La/e,/ b efore clo,ing lime. 

BUY WHERE THEY'RE LlSTENING:-

7 NOVEMBER 1949 

N. Y. 

5,000 WATTS 
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WlOS--ABC 

SPOT 
RADIO 

\ EQUITABLE OPENS DOORS 
(CoTltinued from [lage 4-1-) 

fqllit(lvle Items. ('arrie~ feature 
artielc~ that high-light the :-a lp.:; pOS

~ihilitie~ for agellt:;. 
The first eight-weck promotion (~ l a)' 

:~- J lIl1e 23, 19·1(j) featurcd all •. Assured 
HOlllP Ownership" plan. p\'ent) -four 
agpnts participated. They sold 208 
policip.s amounting to SI,300,000 as a 
direct result of using the prolllotion. 
The fourth promotion found 439 
agellb ill on the deal. r or tht' lIillth 
prolllotion 1,0-13 were in on thc in te
grated campaign. They :-old ·1,09G 
policies amou nti Jlg to S13,1 ;)2,442. 

Some 50,000 pustcards each week 
arc mai led to 1Iew pro:;pects pluggillg 
th e curren t promotion and the radio 
program. to wh ich the prospect is in
vited to listen fo r fu rt her details. Just 
st arting the normal \\ in:er c1imh in 
rat ing_ til(' show had a Hooper 11.8 
(October 7) and a l\'ielsen 12.1 (Sept. 
9). It has had a mid- \\ ' in:er :\RI 
rating as high a:; 20.S ( last January 
21 ) . and has consis tent ly hCPIl amO!lg 
the top-ra ted shows regard less of cl ass
i fication. since its firs t ) ear. 

This Is Your FBI puts the Eq uit
ab le sales messages into the cars of an 
ayerage of 16,000.000 people at the 
ra te of a ppr oximately S1 for f'aeh 
1.170 listeners. Here are some typical 
ways in which agent s in the fi eld use 
the promoti ons: 

Charles J. l\1cGin n ( Dickenson 

sells the millions thot buy I 

Agcncr) , Ph iladelph ia, sent a letter on 
financing o f mortgagps with a radio 
postcard u rging prospect;; to lis:en. 
From th e"e tw o pieces plus the pro
gram he got 25(;{ of the in teniews he 

ASK 
REPRESENTING 

YOUR 
LEADING 

JOHN 
RA DIO 

BLAIR 
STATIONS 

MAN 

OHlcn In: Chlc3110. New York 
Dltrolt. Sl Louis. Los Anllsles 

San francisco 
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JOHN 
BLAIR 
L COMPANY 

a:;ked for and sold SSO,OOO worth of 
business. 

I II PnJ\-idence. R. L J aekso!1 H. 
Ski ll ings ( J . D. E. J ones Age:-:c y I 
mailed 50 cards a week for th e period 
of th e Retiremen t Income prolllotion 
allCI followed with ca ll s. He so ld 1, 
prospects in th e eight wec\s of the 
promotion . Bu !'incs~ amoullted to 
8137,000. 

Thp mo"t recent promotion (J une 
17.Aug. 19 I for wh ich re!'ld ls ha\e 
heen audited rewal tha t m:2 agents 
took part in sell ing 4.739 policies 
3.mounting to SlB,18.').:2·)L!. These fig
ure as well as th03P for th ::! t\\O pr::!\i
ous prolllotions reprcsen ~ a suh,,' antial 
increase O\'e r th e same pcr:()d in '-1R 
Equitable belie\'cs the~ ha\'c only he
gun to tap the opportunities for fur
iher sales integratio!l and market de

velopment. * * * 

IS A LOT OF MONEY! 
¥- ¥- ¥-

It will buy tremendous re· 
suits on KATL to assure 
proper distribution of your 
products in the Houston·Gulf 
Coast market. 

¥- ¥- ¥-

Why not let Jack Koste 
at INDEPENDENT METRO 
POLITAN SALES, 55 West 
42nd Street, N. Y., show you 
what $100.00 a week will 
buy on KATL. 

¥- ¥- ¥-

A natural for a small budget. 
¥- ¥- ¥-

A. I.M .S. for Houston 

I KAT L Houston 
State Nat:onal Bldg. 

kla 
~CUb;?w:y~~ 

"AMERICA'S FINEST 
WESTERN ACT"! 

T he T ex a s Rangers, s t2.rS o f 
stage, scre en, radio and tele
vision, early this summer made 
a personal appearance tou r in 
the Midwest. They are pictured 
here in Oklahoma City, when 
they w ere commissio ned hon
orary Colonels o f the State of 
Oklahoma b y Governor R oy 
J. T urner. 
T he T exas Rangers transcrip . 
tions, used on scores of stations 
from coast to co ast, ha v e 
achieved Hooperatings as high 
as 27.4. 
Advertisers and stations - ask 
abou t our new sales plan! 

lr'ire, wrilt or phone 
ARTHUR B. CHURCH Productions 

KANSAS C ITY 6, MIS SOURI 

SPONSOR 



DO SPONSORS WANT BMB? 
(Continued from page 27) 

along with half-millivolt or mail maps, 
or "guesses," or nothing at all. 

Timehuyers made rather caustic re
marks about this group. They pointed 
out that , even with 8MB. radio is not 
too well prepared to meet the aggres
sive, organized competition of other 
media, supported by tripartite re
search. 

For .~.1 yea rs. dail y newspaper and 
magazine circulations have been audit
ed by Audit Bureau of Circulations. 
and more than 90% of these publica
tions now belong to i 1. For 10 years, 
the Bureau of Advertising has financeo 
a continuing study of newspaper read
ing, conducted by Advertising Research 
Foundation. ARF is now making simi
lar studies of car cards, farm papers 
and business papers, and is consider
ing such a study of magazines. Traffic 
Audit Bureau, also tripartite, analyzes 
the circulation of outdoor posters and 
painted bulletins. 

Broadcast advertisers point out that 
of some 900 AM radio st-ations in the 
country in 1946, more than 700 helped 
to finance BMB Study No. 1. But of 
2.600 AM stations today_ BMB's Study 
No. 2 is supported by only 604. In 
other words, the first study gained the 
hacking of more than three-fourths of 
all AM stations, the current study
after a lot of dissensions as to whether 
it should be made at all- is backed by 
less than one-fourth of today's total. 

These proportions obtain in large 
markets and among big stations as well 
as smaller ones. In the 20 metropoli
tan distric ts of 200.000 or more radio 
families each, as of last March , only 
60 of a total of 270 AM stations signed 
to help finance Study No.2. Three 
years ago 104 stations in these areas 
paid to participate in Study No. 1. 

Today such major markets as Balti
more, Buffalo and Milwaukee are not 
represented in BMB at all - even 
though the total number of stations in 
each has ahout doubled since 1946. 

Only six of Boston 's 20 stations are 
in the current study ; only six of Chi
cago's 18 stations; three of the seven 
in Cincinnati ; one of six in Cleveland; 
two of nine in Detroit; three of 10 in 
Houston; five of seven in Kansas City: 
three of 24 in Los Anp;eles; three 0 f 
nine in Minneapolis ; four of 28 in 
New York; four of 17 in Philadelph ia; 

( Please tu rn to page 56) 
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2,835 YEARS 

OF RADIO 
WSM celebrates its 24th birthday this fall. Even though 
this makes us old-timers in the youthful radio industry, 
it doesn't tell the full story of the experience in broad
casting held by the 226 members of the WSM staff. 

ActuaHy, there have been 2,835 years of radio work 
racked up by WSM staff members! This means that each 
of the 226 persons working at WSM has been in the busi
ness of broadcasting an average of 12 Y2 years. What's 
more, each of these experienced radio people has served 
with WSM an average of 8Y2 years. They all know their 
business, and they know WSM, too. 

Even though we are radio pioneers, and old-timers, it 
doesn't mean we are grey-beards - far from it! At the 
risk of getting personal, we made some discreet inquiries 
among our various colleagues, and it develops that the 
average WSM employee is (whisper this, please!) some
where in the neighborhood of 34 years of age. 

That's WSM-24 years as a radio station, with 
a staff of 226 broadcasters young in years, and with 

a background of experience totalling more than 
20 centuries! 

Why are these figures of interest to you? 
They point up this fact - to secure fullest 

results in the Central South it is wise to 

give your product the benefit of the 2,835 
years of radio experience at WSM! 

HARRY STONE, General Manage, 
IRVING WAUGH, Cam. Manage, 
EDWARD PETRY .. CO., Nat'l Rep. 

50,000 WAttS • CLiAR CtfANNEL • 650 KILOCYCLES • NBC AFFILIAU 
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You can't buy 
TIMEBUYER quotes 

like these: 

Fnnte, COile ,,~ ne'tlillg 

"SPO:.\ . OJ{ is the brightest newcomer to the fipld of ad
\"ertising publicatioll:" in mallY a long da):' 

fAIRFAX 1'1. Co;\£_ Chairman of Bd. 

Bimv 

" S I'O XSOH reall) keeps us postpd 011 \\ hat's going all ill 
radio alld telcvisioll achertisillg." 

ETIII::L \V IEDI::IC Timebuyer. 

Erwi", lVnsey 

" The SPOXSOR method of presentation was long oyer· 
due. I feel that SPOXSOR grea tl y deserws the important 
part it plays on the agency scene:-

H A y SIl\I:\I~_ Chief Timebuyer. 

lle'II.lIlfu.t ,,~ 11011111"", '"C. 

" Wc hear nothing but complimentary remarks about 
~ I'O\ S()H within til(' agen cy trade. It is definitely 0 11 

m)" ' must-rf' ad ' li~t regularly'-' 

CLAHKE THUDEAL Media Director. 

":::; I'O\'SOI{ has hpf' 11 011 1lI\ li~t of ha lllt' musl read:ll2: 
for a long time. I find it i,{teresting a" well as i,,~orlll~ 
t i \"('. " 

G EOHCE I'-J::It:'\ , /l ead Tim cbllrer. 

"Ewryonp conllf"Cted with Radio and Television ad\'ertis
ing should read SI'O.:\SOH. \\'e at X. W. Ayer read it 
regularly bccausc it keeps us postpd on the latest radio 
and television activi ties _" 

PAI IL KIZ E:\BEItGER, Timebuyer. 

Rllthrffllff «: RYffll 

" SPO~SOR presents tlte type of factual information help
ful to tlw agency and clipnt in dealing with radio and 
tf'lpvision problems. It recpi\es thorough readprship in 
our firm." 

Ross \1 ETZGF:H. T' P &- Radio Director. 

Ke"yo" ,,{: Ecl~IIfIJ·dt, '''c. 

"SPO:.\'SOR is well-named for it is the only book that 
really gets down to cases with the problems directly con
cerning sponsors. We find it a valuable source of ideas 
and facts." 

PIIIUP KE:\:\EY, Radio Timebuyer. 

B. B. D. ,,~ o. 

" Because SPOXSOR fills a need covered by no other 
tradc paper. all of our timeb u~ ers get S PO:\SOH at home 
where they can read it in peacp and quipt. ·· 

FRAi\K SILHR:\AIL. Chief Radio Timebuyer. 

Klldller 

" 1 read SPO:\50H regularl~ to keep up to date witlt the 
hapJ>pnings in the radio and tcleyisioll field. I consider 
it an cxcellen t mediulll for pcople who are interested ill 
this phasp of the ach"ertisillg business." 

DAi\ J. PYKETT. Media Director. 
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Willianl Esty Co. 

"SPONSOR talks our language and gives us invaluable 
and current information. Our office file of back copies 
of SPONSOR has proven invaluable." 

KENDALL FOSTER, Director Television Dept. 

SIlerllUUI & jJlarquette 

"SPONSOR is given careful reading each issue by 1110st 
of our key personnel. Moreover, it contains much infor
mation which is of permanent reference value." 

Lou TILDEN, Radio Director. 

Dollerty, CUfforl1 & Shenfieltl 

"SPONSOR seldom fails to provide some newer, fresher, 
approach to an industry story or problem." 

HELEN WILBUR, Radio Timebuyer. 

Honig-Cooper 

"SPONSOR contains more meat y case histories of adver
tising in action than any other trade publication in the 
field. " 

LOUIS HONIG, V ice President. 

jJln~'on 

"SPONSOR is a regular in our Maxon radio and tele
vision departments. It 's solid reading from cover to 
cover." 

ED WILHELM , Timebuyer. 

ScltwillJlner & Scott 

"SPONSOH to me is the best III the fi eld. As a matter 
of fact, J have almost all the copies in my files from the 
day it started publication. For radio and TV news, it 
can't he beat! r find myself constantly referring to back 
issues for information of a ll kinds- most particularly for 
TV growth and acceptance." 

EVELYN R. VANDERPLOEG, Head Timebuyer. 

Sullivan, Stauffer, Colwell & Bnyles 

"For up.to·date complete information we consider SPON. 
SOR a must On our reading list of radio publications.'· 

FRANK MINEHAN, Vice President & Media Director 

COIJlptOtl 

"SPONSOR"s the answer to a need in trade papers. Every
one here reads it that should." 

HENRY CLOCHESSY, Head Radio Timebuyer. 

.1. Walter Thontpsotl 

"SPONSOR is a must on the recommended reading list. 
It s total audience at J. Walter Thompson far exceeds the 
number of subscriptions." 

LINNEA NELSON, Head Timebuyer. 

jJlcCann-EI·icl~soll 

"Reading SPONSOR is a must with me. It has to be, 
with so many of my associates and clients always quoting 
it. Besides, it 's good reading." 

BILL D EKKER. Dir. Radio Servo & Station Relations. 

SPONSOR 
The Magazine That Broadcast Buyers Read and Use 



BMB 
(Continued from page 53) 

three of W in Pittsburgh; four of 1 L 
in Portland. Ore.; two of eight in 
Providence; two of nine in SI. Louis; 
th ree of 16 in San Francisco·Oakland ; 
four of 11 in Seattle, and three of 14 
in Washington, D. C. 

SPO:'\SO H has lIlentioned B\IB short
comings before. J t poinled out , for ex
ample, last February 28, how hard it 
i .. to "make a radio station manager 
sec the yalue of pa) ing for research 
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lha t has the end result of losing busi
ness for him." It men tioned the "low 
denominalor of 'ollce-a-week' lislen
ing." and the fact that often a station 
IIlUSt show a tilllebuyer "5070 cover
age" ill order to be considered at all. 

Also. the lil11ebuyers don ' t all agree 
with th e majority of broadcasters even 
on such things as th e "inadequacy" of 
the one-a· week lislening basis. Frank 
Siln'rnai l, of EEDO, believes it is 
"probahly 80(t" adequate." and the 
ll10re.f req uent-lislening fi gures may 
change "onl~' th e frin ge counties." 

\ l r. Si lvernai l pointed out, however, 
that Bl\1B should be regarded as only 
one of several factors on which to buy 
time. Among others are a station's 
frequency and power, audience sur
veys, cost, and the buyer's own experi
ence with it. 

Eut B\lB is still , he said, "the foun
dation for buying." Like every other 
major agency HBDO uses it regularly. 

At thi s agency, " Bl\1B data help us 
to determine a station 's availabi lit y for 
a parlicular job. This means not only 
broadcasting bUl limiting co\-erage, if 
desired, to specific areas." If an ad
vertiser makes a specia l offer in only 
one area. for example. he wants to get 
the fullest possible coverage and dealer 
cooperation . 

All advertiser and agency executives 
covered in SPO:'\SOR'S sun'ey were 
unanimous in saying that they found 
the 19:t6 study of value. All but one 
adverti ser and one agency executive be
lieved that the 1949 study, to be reo 
leased about December 1, would be of 
more \'alue than the 19:tG st udy. *** 

WHADDA 
yOU 
WANT 
THAT'S 
FANC! (KY,)? 
- 'n' extra . f r sumpl d 
Yearning. 0 eW sales recor 
special-hke? a nben keep ateay 
in Kentucky. :r little towns as 
frolll such plaubecause the)"r e 

F n cy aents, . fy any sucb a , e ral to sallS 
just too ru. , 
eleaant WbUD. u· ve 

e It decor a 
if it's a rea Y want, But , arket yoU __ 

KeDtuck) 1D: 'oU a dand) 
WAVE will.glve ) rading Area. 
tbe Louisv~le BJB l\lap is enl
WAVE's 50 /0 these 2i ,:O!'lll
beUisbed by 26 of dard of hVlng 
ties wbere tbe shnn tbat in parts 
is 4'60/0 higher t d~n't co,'er 1 
of our State we . 're? 

r-exqUlSl • 
Ain't tbat fanc-e 

WAVYIi 
~ 

~ 
.. c lfflllllE .• 500 ETERS, INC. 

,- f REE " P esentatlves 
. National Repf ~ 

P~ .-; ..... '-' .... ~..-......-

SPONSOR 



THE BIG PLUS 
(Continued from page 23) 

WNEW alone.) At noon , and at din
ner time the rate also rises as people 
tune in as they start their meal and 
tune out afterward. 

The Pulse report revea ls that a loyal 
audience of out-of-home listeners 
doesn't necessarily mean a compara
tively large audience. The top rank
ing station in the average length of 
time its audience listens per weekday 
gets 92 minutes. But this same inde
pendent station ranks eighth with only 
4.5 % of total out-of-home-listeners. 
WNEW, on the other hand. is tied 
with two other independent stati ons for 
third place in average number of min
utes per day (81), but ranks first with 
22.7 % of all unduplicated out-of-home 
listeners. 

It was WNEW's belief that more 
people could and would listen to radio 
outside their homes if somebody took 
the trouble to plan for them. The 
Summer Service, for example, also in
cluded the latest dope on where fi sh 
were biting and other things of interest 
to fishermen; information on picnic 

5000 
WAns 

KHMO 
HANNIBAL 

PROSPERO US Ittltl: 7iY41o LtIllt! 
ILLI NO IS· IO WA· MISSOUR I 

NATI ONAL REP. - JOHN E. PEARSON (0. 

1000 WATTS'" NITE 

7 NOVEMBER 1949 

spots, pools, playgrounds, heaches, and 
other places to go and how to get there. 
The Pulse findings confirm the sta
tion 's thesis. 

better buy than most of us thought it 
was. It 's going to be tough now for 
any other medium to compete with ra
dio on a cost basis. 

The area covered in the first Pulse 
out-of-home listening report does not 
indude the entire coverage area 
claimed by several of New York's high 
er powered stations (WNEW has 10,-
000 waUs). WNEW garnered the big
gest share of the out-of· home listening 
in the area surveyed. but all broad
casters stand to benefit from the listen
ing facts revealed. 

"This measurement," WNEW COlll

mercial manager I ra Herbert, told 
SPONSOR, "proves that radio is even a 

"I n cold figures ," added Herbert, 
"it means that , on the average, radio's 
cost in New York per thousand listen 
ers is from 20-25 % lower than we've 
been figuring it." This ma y well prove 
true to a certa in degree in other areas 
when additional out-of-home listening 
facts are developed. But the pioneer 
New York survey of plus listening nails 
down for the first time the fact that 
people wil listen to radio whenever and 
wherever they get the chance, and are 
given acceptable fare. *** 

$230,600,000.00 IS A LOT FOR FOOD 
BUT CENTRAL OHIO FOLKS LIVE WELL 
-The majority own their ho mes and spend a total of $982,521, -
000.00 at the retail stores. This rich WBNS market has a bal
anced economy because no o ne industry dominates the business 
field. That's why it so easily takes the bumps and jolts of boom 
times and depressions .•. Yes, it's the ideal test market. This 
is being profitably proven every day by advertisers who use 
WBNS to stimulate sales among its 163,550 B.M.B. families . 

THE UNITED WOOLEN MILLS HAVE BEEN 
SELLING THE WBNS MARKET FOR 25 YEARS 
-They say, "Ever alert to new and better means of telling our 
story to the public, we bega n exploring the possibilities of radio 
when the industry was in swad dling clothes. When WBNS opened 
in Columbus 25 years a go, we were among its first advertisers 
• .. and we have been broadcasting our story over that station 
without interru ption, since then. Our Columbus store has en
joyed a most gratifying growth during the past quarter of a 
century, and we give due credit to WBNS for its contribution 
to that growth and success." 

IT TAKES WB NS FOR YOU TO DO A GOOD 
ADVERTISING JOB IN CENTRAL OHIO 
If you want sales, results a nd profits in Central Ohio then you 
must have WBNS in your ad vertising picture ••. WBNS has the 
audience, 163,550 families who listen to this station in preference 
to all others. Here is the center of their life for entertainment 
and information. WBNS is their buying guide. Leading adver 
tisers have the proof that they get greater results for less cost 
when they broadcast their sales message over WBNS. 

IN COLUMBUS, OHIO IT'S 

ASK J OHN 
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WTRF 
THE STATION YOU NEED 

TO COVER THE 

GREATER 

WHEELING 
METROPOLITAN 

MARKET 

WTRF (1,000 Watts) a nd WTRF-FM 

(20 ,000 Watts) serve over 350,000 

consum e rs in the primary and over 

750 ,000 in the secondary listening 

areas of this great and permanent 

in dustrial and mining market. It ' s 

loaded with sales potential for your 
product. 

Contact Your Nearest 
WALKER COMPANY Office 

WTRF 
Bellaire& Martins Ferry,Ohio 

Wheeling, W . Va. 

111111111111111 
~ ........... . 

j~~j~lm!ii~j~j~~l : : : : ::: :~~:~~~~~·· · ······ · " ·" .. 
Availability 
Leon Decker ond Th e 
News, 12 Noon, Mon. 
Thru Sot. This 5-minute 
newscost kicks off 
KCMO's Hi-Noon 
Review-o full hour 
show progrommed for 
Mid·Americo. Coli, 
write or wire todoy. 

Notionol Rep resentotive - John E. Peorson Co. 
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CAN YOUR SHOW GROW? 
I COll/ in ued from page 31) 

yestcrda) 's lI1usic, b rass hand or other
,,"bc. 

~ lll ~ica l progra ms seem to hold their 
individua l audicnre:;., once they have 
I hem. heller tIl an most oth er progra m 
forms. T hey don' t hit top Hoopcrs, 
bu t thcy hit a fa ithful a ud ierwe th a t 
buys thc products advertised. Tlrese 
audie llccs are like th e lis teners who 
dial th c ~lary ~1argare t ~lcBrides , 
Housewi ves' Prott'<:' ti ve Leagucs and 
the host of other da ytillle womcn's ,es
sions. Thcy bu), buy. and huy. Sincc 
IJJOst sjlonsors continue to change pro
g rams, despite the faet that broadcas t
crs a nd agencies kn ow that the habit 
o f listening isn' t developed overnight , 
the big question is WHY ? And do 
th ey do the right thing in changing? 
And at what point in a prog ram's his
to ry has it reached its peak- in audi
cnce and in selling impacts. Is a Bob 
I-lope unproductive for a toothpaste 
a ft er a number of years simply becau~e 
he's "sold" a ll his listeners? Or can 
Lever Brothers go right on using him 
for that purpose? They didn ' t. of 
co urse, for th ey shifted him a few 
yea rs ago to Swan after he'd Pepso
dented his audience for Years and 
)ears. It was th e same t)P~ of think
ing that ca used the Pepsodent organi
zation, before it was acquired by Lever 
Brothers. to drop Amos 'n- Andy dur
ing the early days of commercial 
b roadcast ing. 

Xormal ratings of prog rams fail to 
re\·eal one very vital fact. A 20 rating 
thi s week is not neeessa rily the same 
20 next week, ewn th ough it 's a 20 
for th e same program . Th ere i~ an 
audi cnce turno\·er that is seldom 
weighted, except on spec ial studies by 
~iclsen. Only ~ielsen ca n report these 
fi gures. ( Rad ox, s inee it coyers the 
:,;a l1le homes week a ft er week, co uld re
po rt audience turnover hut since it 's 
47;{ /, states away frolll being national. 
it ca n' t he used as an index at this 
time_ except in Philadelphia. ) 

Onc particular daytimc prog ram 
with a ~iel~en rating of 5.6 ac tually 
reached 66.2 )1," of th e radi o homes in 
20 weeks 1100 broadcasts). A long
~ponso red hallad -type l1lusical reached 
a 20.o( i of the radio homE'S with one 
broadcast. At the end o f a 14-week 
period it had reached 69.3(lc . An hour
long dramatic program reached 32.7 ': 
of th e radio homes duri ng a s il1 gle 

Mr. Advertiser: 
YOU CAN DO IT AS 
WE L L ( Maybe Better ) 

AND FOR LESS 
with 

TELEWAYS 
TRANSCRIPTIONS 

The lollowing transcribed 
shows now available 

AT LOW COST! 
• JOHN CHARLES THOMAS 

260 15-Min. Hymn Programs 

• SONS OF THE PIONEERS 
260 15· Min. Musical Programs 

• RIDERS OF THE PURPLE SAGE 
156 15-Min. Musical Programs 

• STRANGE WILLS 
26 30-Min. Dramatic Programs 

• FRANK PARKER S H OW 
132 15·Min. Musical Programs 

• MOON DREAMS 
156 15-Min. Musical Programs 

• BARNYARD JAMBOREE 
52 30-Min. Variety Programs 

• DANGER! DR. DANFIELD 
26 30-Min. Mystery Program. 

• STRANGE ADVENTURE 
260 5-Min. Dramatic Programs 

• CHUCKWAGON JAMBOREE 
131 15-Min. Musical Programs 

Send for Free Audition Platter and low rates OD 

allY of the above sho .... s to: 

TEL E WAY S PRO~Cg~~ONS, 
INC. 

8949 Sunset Blvd., Hollywood 46, Calif. 
Phones CRestview 6723 8--BRad.baw 21447 

The Case of the 
Magic Mattress 

This local merchant had quite a 
number of mattresses to sell. He was 
wishing for a magic carpet to bring 
buyers to his store. 

Well, KDYL knows how to weave 
" magic carpets" for that purpose. 
Our merchant devoted one of the 
spots on his series on "The Emerson 
Smith Show" to his mattresses - sold 
el'ery last 07U 0/ them.. , . 

That's the kind of action KDYL IS 

getting for advertisers. And KDYL· 
TV. tOO, is noted for results. 

Salt lake City, Utah 

Notional Representative : John Blair & Co. 

SPONSOR 



broadcast hour (not all the listeners 
stay with the program for the hour, of 
course) . In the course of 14 weeks, it 
reached 74.1 j'{ of the U.s. radio hom es 
at leas t Ollce. A si tuati oll co medy, tops 
in its class. reached 305(, ; of the radio 
homes during its half hour hroadcas t. 
During 14 weeks 76.S<; of U.S:s radio 
homes tllned it. It lIlay be Iloted that 
the si tu ation cO llled) reached les::; 
homes per broadcast (30';;(/ ( 1 than 
the hour- long drama (32.7(; I. but 
reached more homes during a 14-week 
span. A top mystery half hour reached 
24.4(; of th e radio homes during one 
broadcast (all one-time figures are for 
mid-season airings 1 and was heard in 
at least 68.7 j~ of the homes during the 
14-week period. A low-ra ted mystery 
0 11 Mutual reached only 1 3 .S~~ of th e 
radio homes during one broadcast but 
was listened to at least once, by over 
half of the radio homes (52.1 'Ir I. dur
ing a 14-week period. 

These fi gures are important. since 
they point up the fa ct that it's possible 
to reach a high percentage of radio 
homes in America with even an aver
age program. Having reached each 
home once, it 's simply a matter of 
bettering the program co ntent to reach 
each home more freq uently- not a 
matter of changing the entire program. 

It's also a matter of promoting the 
program. of making it " the thing to 
listen to." Too much audience pro
motion isn' t worth the paper on which 
it's printed. A few hours study of how 
the music industry goes to work to sell 
the nation a song, should be very illu
minating to the average advertiser. 
Some ~ong "hits" are decided upon as 
long as 12 months in advance of their 
being introduced to the public. A pro
gram "h it" ca n be handled in th e same 
fashion. I t seldom is. Fibber M eCee 
and Molly is an idea l example of a 
program that was made by an adver
tiser's sticking to his decision that the 
program was going to be a hit. Lux 
Radio Th eaLer is another example. 
When it was a New York dramatic pro
gram, it had a fair audience. It was 
decided to make it a hit. It was moved 
to Hollywood , a continuity of th eme 
was added. It was well advertised and 
promoted. It hecame the ranking pro
gra m on the air. DuDy's Tavern and 
The Aldrich. Family were made pro
gra ms. Archie was just a character on 
a Consolidated Edison ( New York 1 

commercial. Ed Gardner decided to 
build a program around Archi e. Re
sult: Du/Jy's Tavern. The Aldrich 
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Family was lifted bodil y out of a 
Broadway play. At first it was simply 
a sketch on the KaLe Smith Program. 
Then General Foods built it into a pro
gram with the help of the author, Clif
ford Goldsmith, a nd the Henry AId rich 
of the legi timate play , Ezra Stone. To
day. neitlwr Goldsmi th nor Stone are 
e~sential to the success of the program, 
although th eir characterizatiolls are. 

A well-known manufacturer of auto
mobile parts sponsored a popular musi
cal program in 1948. It reached 16 '1; 
of the rad io homes ill midseasoll, ac
cording to Nielsen. It wasn't hitting a 
broad enough segment of the raclio 
audience frequentl y enough. This year 
they changed to a mystery seri es. They 
are already reaching 21.5(1"~' of the 
radio h omes and they ' re going higher. 
A grea t manufacturer of electri c refrig
erators sponsored a mystery in 1948 
with a :'\'"ielsen rating of 15.4 in March. 
They changed this spring to a situa
tion comedy. a well-known team. Their 
N ielsen rating ill March 1949 was 
13.2. 

A change is a lways a risk. 
One so lid reason for changing a pro

gram is th at it duplica tes the audience 
of another program sponsored by the 
same advertiser. That 's leg itimate. 
Only a panel-type of survey, such as 
Nielsen's Auclimeter-measured homes 
or any other gro up that ca n be sampled 
011 a con tinuing hasi."" can ~how wheth
er two programs reach the same group 
of listeners. One Ni elsen study showed 
that a sponsor with three programs on 
a single network was reaching an audi
ence where his daytime program was 
attracting practically the same audi
ence that his two evening shows were 
holding. By switching his daytime pro
gram (and daytime network, too) the 
sponsor increased its audience 9 'J, at 
an increase in cost of 1 (,t, . Multipl e 
program sponsors are c ~nstant l y faced 
with the problelll of not aiming all 
their advertising at the same listeners. 
It's sometimes wiser to sponsor a pro
gram with a smaller audience, if that 
audien ce isn't the same one that's 
reached by another of the same adver
tiser's programs. 

There's also another important rea
son for changing programs. That's 
when an audience for a specific pro
gram isn't the type that buys the spon
sor 's products. Sherwood Dodge, of 
Foote, Cone and Belcling, speaking at 
an ANA gathering recently, pointed 
ou t that one canned mi lk fi rl11 d iscov-

(Please llIrn La page 61) 

k-nuz 
presents 

THE WORLD'S 
LARGEST 

DISC JOCKEY 
SHOW I 

Yes, each Saturday these 
top recording artists spin 
the discs, in quarter-hour 
segments, from 1:45 to 
5 p.m. 

BENNIE HESS 
TINY SMITH 
LEON PAYNE 
BEN CHRISTIAN 
BENNY LEADERS 
JIMMY SHORT 
COLLIE 

CORNPATCH 

LITTLE MARGE 
PETE HUNTER 
flOYD TIllMAN 
HANK LOCHLIN 
JERRY JERRICHO 
JERRY IRBY 
WOODY & 

SMITTY 

Sa turday'S Share of Audi
ence July, 1949, Hooper 
rating for K-NUZ-12.8. 
This super buy available 
at K-NUZ's low rates. 

NATIONAL REP. FORJOE & CO. 

Dave Morris, Gen. Mgr. 

"Your Good News SttJlion" 

~-nuz 
9th Floor Scanlan Bldg. 

HOUSTON 2. TEXAS 
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S I'O\" SO [{ : Z.C. 'LI. Dt·pl. Store ACE\"CY: Davi d W. Evans 

CAPSULE CASE IIlSTOJ{Y : The agency built a is-min-
ute program jor th e Z.C.J/.I. store, using an 11-minute 
jeature and live commercials /Chich combined merchan
dise llnd m odel. Sixteen-piece "starter sets" oj Franciscan 
eartheTll('U re (/L'hich can be added to j rom open stock I 
lcere jeatured on the ShOll.! at S9.95. Within a jew days, 
V8 per cent of the store's stock I('US exhausted, and the 
client Im s jorced to cancel a repeat oj the pattern tele
z;ised ... substituting duck hunting equipment jor its 
jollolring lcech"s telecast. 
KD YL·T' , ~ alt Lakt' City I'I{QCRA'l: Xot noted 

results 

SPOj\SOR: Alltomagic Pictur(' Glln AGE;,,\CY: Lewis Ad\,. 

CA PSULE CASE HISTORY: Product, on the market iO 
years, u:as steady, but not exciting, seller. TV test cam
paign oj station breaks on such kid shows as " Howdy 
Doody," " Small Fry" and "Lucky Pup" in New York 
and Philadelphia area, led dealers to stock up. Results 
more than justified move. In three laeks, sales were 
tripled ot'er any like period in the past. Three months 
after test campaign, sales have been maintained at about 
a 30 per cent higher level. Video will play major part in 
juture plans. 
Yariou, ~tation ~ PROGRA'I: Test campaign 

S PO:\ ~O [{ : Hoqe.s Yenet ian mind Co. ,\GE:\CY: Klein Co. 

CAPSULE CA~E I1 b TORY : Ajter six once-weekly show
ings oj a vO·second fi lm commercial pillying up the ex
treme abuses that Hostess l' enetian Blinds leill lcithstafu/. 
the com pan)' received a direct result o j S16,000 in imme
dia te ordas. A n additional S4 1,000 in contract business. 
Ii:ith negotiations near completion. is also directly all rib
utable to the use oj video. The film comm ercial, sholl:n 
each Tuesday evening, costs the company S27.90 u;eekly 

or $167.40 jor the six announcements l{·h ich precipi
tated $/6.000 ill sales . .. a return oj approximately 
S95.s8 in sales jar each dollar spent. 
,,'IlTY. Charlotte PHOGR.\": 60·,cconu film comnwrcial 

SPO\"SOH: Dr. Ross Dog & Cat Food AGE:,\CY: Placed direct 

CAPSLILE CASE I1ISTORY: To check effectiveness oj 
13-u'eek, five-times-a-week T elenews series, sponsor oj
jered dog comb jor 10 cents and label from can oj dog 
jood. One-minute spots, Idlich ran once a day jor six 
days , jeatured a girl silling on lawn beside a lake and 
grooming good-looking pooch. Total replies were 1,071, 
in an area Ichich numbered some 9,500 sets installed at 
time oj offer. lIigh response (leith mail received jrom 
86 cities and tOIL:ns in 19 counties ) led to renewal oj 
contract. 
KI'IX. San Francisco PROGRA'I: "I:XS-Telenews" 

II()~II~S 

SPO:XSOR: Home Bldrs. A"~o .• Richmond ACE:XCY: Placed direct 

CAI'SL'LE CASE HISTORY: Finding a home which oj
jers a prospective buyer the right price, location, jacilities 
and appeal is a search involving considerable time and 
travel. To take the home to the prospect, the Home 
Builders Association sponsors a ls·minute show directed 
to women. Each program analyzes--and shows-a differ
ent house built by an association member and his sub
contractor. In every single case, the house used on the 
show has been sold, and its effectiveness has created en
thusiasm jor the medium throughout the organization. 

"'TYR. Richmond PROGRA'I: "Women',. ,"ideo Journal" 

USI~I) CARS 

SPO~SOR: ;"\orth Side :\Iotors AGEj\CY: Placed direct 

CAPSVLE CASE HISTORY: This casual, almost hit-and
miss halj-hour jeatures big names and unknou;ns display
ing their talent . Entertainment is supplied by bankers 
and shoe shine boys, lawyers and dentists, and ranges 
jrom "On Wisconsin" played by an investment president 
clicking a pencil against his teeth to a rhumba perjormed 
by a septuagenarian couple. Used car displayed in the 
studio gets a dialectic commercial jrom a Dutch-character 
spieler, and records show the car advertised has been 
sold immediately the next morning ajter each show to 
date. 
\,\,TC.\·T\·, :\Iinneapoli, PROCR,n!: "The Show·Off Club" 

SIL , TER POLISII 

SPO:\SOR: Oakite AGE~CY: Xone li,ted 

CAPSULE CASE HISTORY: A one-mention , git'e-au:ay 
offered 23 October resulted in 5,480 requests jor Oakite's 
silver cleaning plate, along Idth a sample oj Oakite, as oj 
27 October. An actress Ims shou;n cleaning silver the old
jashioned Imy. An Oakite representative entered, telling 
about the company's new silver polishing plate. lie 
dropped th e plate in boiling Imter, let it soak briejly, then 
lijted th e glistening silt'er jrom the /L'ater. The give-away 
offer jolloli:ed. (Figure is the number oj letters received 
not the number oj plates requested, lrhich ran consider
ably higher. ) 



CAN YOUR SHOW GROW? 
(Continued fr om page 59) 

ered that it's well-rated program had 
its greatest aud ience in rural areas that 
didn't buy evaporated or condensed 
milk. In fact said Dodge, " If we carried 
the survey far enough I'm certain that 
we would have discovered that the 
program had its greatest audience 
among the cows." That of course was 
a typical podium gag, but it pushed the 
point home that a well-rated program 
isn't enough. It's important that the I 
show reach, not people, but prospective 
buyers of the advertiser's product. 

When Miles Laboratories dropped 
its long sponsorship of the N ational 
BarTl Dance, many advertisers won
dered why, since it was a low-cost pro
gram with a fine audience. It was 
dropped because Miles discovered that 
too much of its advertising dollar was 
going to reach the N atioT/al Barn 
Dance type of consumer. 

Much program changing is of the 
seeking-the-ra inbow variety. It's based 
also upon looking at program ratings 
and not upon product sales. Mary Le!;, 
Taylor and Pet Milk Saturday Night 
Serenade have never been high-rated 
programs. They stilI aren ' t. Neverthe
less, they increased Pet Milk sales and 
profits fantast ically. Last year the pro
grams changed networks for reasons 
that had nothing to do with their suc
cess, but they're still doing their top
drawer selling job without big audi
ences. If Pet Milk started after that 
rating rainbow, there's real doubt if 
they ever would have continued to in
crease sales and profits. 

The answer to whether to change, or 
not to change a program is not too 
difficult to fi nd . Check the program's 
selling job. Check its unduplicated 
audience. Use ratings as relative fig
ures only. 

There's another thing that few ad
vertisers realize. A program sells as 
well as the commercials it carries. One 
judge in the middle west hearing a suit 
against an insurance-company sponsor 
of a class musical program, dismissed 
the case with the remark that a sponsor 
of that type of program couldn' t do 
the things the plaintiff alleged. 

--
Serving the 

Richest Market in the 
South's No.1 State* 

4608 SETS IN USE AS OF OCTOBER 1, 1949t 

SALES REPRESENTATIVES 

HARRINGTON. RIGHTER and PARSONS. INC. 
NEW YORK CITY: 270 Park Avenue 

MU 8-1186 
CHICAGO: Tribune Tower 

WH 4·0074 

Owned and Operated by 

GREENSBORO DAILY NEWS and THE GREENSBORO RECORD 
*Source: Sale8 Management's "Survey 01 Buying Power" - 1949 

tSource: NBC Research Dept. 
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Spot 

time buyi"ng 

made easier 

"Suppose I go into a new market," says one 
well-known Time Buyer. " I turn fir st to STAN D

ARD RATE to size up the stations in that market 
. . . their affiliations, th eir power, their rates. 
Then I want to know their coverage. I try to 
determine which would give us the most for 
our money." 

The KMBC-KFR~I Service-Ad* shown here is 
an example of how many stations are making 
that Time Buyer's job easier. They put useful 
additional fact s before him when he's using 
SRDS to se lect stations-fa cts abollt coverage, au
dience, programs, station service, for example. 
NOTE TO BROADCASTERS: tudy the SPOT 

RADIO PROMOTION HANDBOOK for detailed help 
in making it easier for Buyers of Time to buy 
what you have to sell. 

A,;"n Th~ .... MSC KF RM Tum h.u .... o n lOp hORon In .. bill:. 

~ '~!:I~dC~:~a:I~'[;;~~ ' t~:~a~I~;O~1 ~~~i~a::~~::;;~;~/~r:'~~SS~~d(~~ 
April. 1949. Th~ sur'Wt:y w.u made at the Kanns Slal~ f'I[ a~d . lhe 
American Ro )'al LI"ltslock .and Horse- Show lUI r .. II, .lInd ... 1.$ hmlled 
to res.de An o n che f.um and," small 10..-AS of leu chan 2,SOO ~p' 
ul.auon. Ie Incluckd I.Il} inccnic ... s fcom Uo counttes-"II ... ,chm 
The KMBC .... fRM TC;Jm s Prlm.lryCo\'l:ng(' uu,indloc('dby m.1p. 

Rcsponu sho_cd The Tum fu 01.11 In fronc among aU br~d· 
USlers In che huge K.ansas Cit)' Primary Tude uu. 

tll": l_-:- _~_. 

- J 0 ----

r 
The K MBC·KfRM Tum nOt o nly hu COl? "stener preference I~ 

(he arca It sen.::s, but prOVides "dvcrtisct1 ""Ih '.he mose ('canoml· 
cal circulalion in the $4.739.)17,000 Kansu Cuy Pn mHY Trad.c 
lCU . Only Thlt Tum provldlts "one bco,dcutC'r" co~lttfge of thiS 
h"'glt ,ru .. hlch tncompusts ,11 ofthlt ,rt' sho ... n Within tht con· 
",,,,n on thu m.lp_~,!rO.100 people l 

f o r Olrrent ' ..... il,biluies. (an tin ;tOy 
frt:C' & Peters "Colonel", or "'Ire K MBC KfRM ~ 

~JI:II:g .. ~~. I:llilll!J 
O.HI D AND OPI IATID ,., MIDlAND '.OAD(AStiHO tOMPAN" 

*SE R . I CE-A DS a re stat ion a ds that 
supplement listin~s in snDS with useful 
information that helps buy ers buy. 

The SItDS Telr1"i •• ion -"fetion i.~ 1I0 U' publish ed mOllth
iy lit a separate t' oill me, 

STANDARD RATE & DATA SERVICE , Inc. 
T~ Notional Authority ~e'...ving}he Media Buying Function 

Walter E. B'otthof, Publisher 

Never discount the favorable atmos
phere produced by the "right" type of 
programing. Look what it did for du
Pont. " Don't change to suit yo urself" 
explains one top program authority. 
Remember your customers. * * * I ' 

333 NORTH MICHIGAN AVENUE, CHICAGO 1, ILLINOIS 
NEW YORK ' · SAN FRANCISCO· LOS ANGELES 
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Spot-but not spots 

\Iorp than a ypar ago the editor~ 

of SPO:'\~OH. III collahoration with 
other a(h"erti~ing busine~~ papf'rS, Plll
bark(>d on a caJllpaign to change a 
nUllle. 

We de('ided to changp thp \\ord spot 
to seler/ive. 

B) ~o doing \\P hnppd to eliminate 
til(' confu:,ioll !-'urroutlding the double 
incl u~try lI1ean i JIg of spot . To most ad
\"('rti~cr:, and ag('n('i('~ it ('xpre.<;sed not 
onl) a market·by-market IlIpdilIlIl, the 
radio parallcl to dail) newspapers, but 
al~o announ(,Pl11ents, station In-eaks, 
chain breaks, ~inging cOllllllercial~ and 
all til(' short ~horts of radio ad,-ertis
ing commonly rderred to as spots. 

Df'C"ause the a'-Prage national ach-('f
tiser \\as not educated to distinguish 
Iwt\\epn the two nwaning~, the Ip~scr 

Applause 

On e nte ring our fourth year 

As SI'O."\SOI{ enter:,; its fourth ypar 
\\e SU) "thanks" to an industr) that 
has takpn 1I~ to its hea rt. 

We exp ress Ollr appreciation to the 
thou~allds of national adYf'fti"cr~. ad
YNti~ill~ agen cies. radio und TV sta
ti()n~. statioll repre;;; en tati , " e~, tran

scription firms and oth{'l"s \\ ho hayc 
helpecl us prO\p that th e idea of a 
IlU:"ine:,,~ pa P('f lOW I, dp"otpd to 

hroadt'a~t "uypr~ was sound. 
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('onllOtation gCllerall) had caught on to 
th e ddrill1mt of the radio industry. 
At many a hoard n1('eting radio had 
,.uffered hecau<;e sput radio was re
gardpd a~ an alHlOuncempnt campaign, 
lI"pd to ~lIpplpnwnt lwt\\ork, magazine, 
n('\\~paper, outdoor I)()~ters and other 
lIwdia if an ('xtra local pu",h W('fP rp
IJl1ired. 

l ' "e of the word selective has mate
rially aided the re-educating pro('Pss. 
Toda~' national radio-minded a (h'('f tis
ers and their ach-ertising agencies 
think of annOUlH.'el11ents as thp short
short~ within til(' spot or selective me
dium. 

To this extent a substantial gain has 
beC'lI made. 

But the ('(Ii tors of SPOXSOH ha,-e 
learned that a time-honored industry 
word is not pasily changed. The in
c1u"tr) knows the \\"()fd selective. It 
prefers to usc the word spot. 

Hecently i twa s suggested that 
SI'OXSOf{ revert to spot to PX I)fPSS 
tlw medium while nevcr referring to 
the short-shorts as spots. J nstead. they 
would be classified for what they are, 
I.e.. chain hreaks, one-minute an
noullcements, station hreaks_ singing 
{'o ll1l1lercials. etc. 

Thus. only one usage of the word 
S/lot wou ld continue. Alld this the term 
for the 1llf'c1ium. 

\~ r e like this suggest ion. It makes 
sense. It eliminates confusion. It per
pptuates an easy-to-say industry word 
in its important connotation. 

With this issue spo;\"son returns to 
spot, hut not spots. 

We look forward to working closely 
"ith th em in the ) ears to come. 

To all connectpd with hroadca~t ad
,ertising we pledge a continuation of 
the ere(lo puhlished in our first iS~\le 

and aIllIUa") tlwrpafter: 

This creclo: 

• to giye the national a(hf'fti~pr and 
all ,lIh erti~ing agencips what the~ ' 
nepd to undf'fsta nd and p£Tpcti,-ph 
usc hroadcasting arh·prtising 

• to ~ort ou t the broadcust a(h-prtising 

TV competes with all media 

As an adyertising medium, tele"ision 
is separate and distinct from all other 
ad,"ertising media. 

As a competitor in thp advertising 
appropriations arena, it should fight 
for its ,;h<lrp against all other media. 

TI1('n why the almost automatic ten
dency of u;any ad"ertisNs and ach-er
tising agPIH"i;s to go into television 
only at thp expense of the radio 
Iludget? 

True. tlw~ 're both forms of air ad
H'rtising. But radio is uo more a com
petitor of tplp,-ision than newspapers 
arc of magazines. The argument that 
the air audience is split with the in
crpasp in tele,'ision sets, registers on us 
precisply like the argument that the 
rpading audieuce is split " 'ith the ad
\'Cnt of a new national magazine. Both 
arguments must he analyzed carefully. 
Ancl radio has considerable data to 
pro,-e that listening is going up con
stantl), . 

So we have this to sa) to television
minded ach-ertisers ancl agencies: 

Sure, tele,'i:,;ion is in competition 
with radio. But it's also in competi
tion with lIew"papers, magazines. bill
boards. ancl direct mail. If you analyze 
the "hole field of a(h-ertising media 
before deciding ho\\- much goes to 
magazines or newspapers_ it's ollly log
ical that you do the same with TV. 

To the broadcast-a(h-ertising indus
try we say: Recognize radio and tele
yision for what they arc-two separate 
and cOlllpetiti"e advertising forms. 

m(,dia ill thpir present day perspec
tive 

• to make e,-en' line of editorial con
tent ,-ital and yi"id to the sponsor 

• to look at hroadcast ach-ertisillg is
sues fairl~. firmly. courageously, 
and constructh"c1y 

• to promote good hroadcast adyf'f
tising-a(h ertising that is good for 
the sponsor and good for thp lis
tener. 

:\OR:'IL\X R. C,LE.\X 

Publisher 

SPONSOR 



Starts regular telecasting NOV. lS .. . 

with U Clear Sweep " coverage of the 

San Francisco Bay Area 
~211 

• Repre8ented nationally by FREE & PETERS. INC •••• New York, Chicago, 
Detroit, Atlanta, Fort Worth, Hollywood. KHON·TV office8 ami 8tudio8 in the 
San Fran ci8Co Chronicle B u iltling, 5 th and Mi88ion Streets, San Francisco 



FIRST in Hooper . . FIRST in BMB .. . 

FIRST in the South ~ s First Markel 

950 Kilocycles 5000 1f'f1(f .~ 

'\III;OIWI nepreo~eTllllliloeo~: El/uarel Pelry a1ll1 e li/lip/III)' 

o • 0 Affilillleel uoilll SBe and TQ" ••• 
lack lIarrio~. Gelleral Manaf:er. 


