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WMBG 
WTYR 
WCOD 

AM 

TV 

FM 

In 1948 Havens & Martin dedicated Televisian Station 

WTVR to the people of Virginia. 

How well it's appreciated is expressed 

by the fact that today about one in every nine 

homes in the metropolitan Richmond area is TV-equipped. 

Yet as Christmas 1949 rolls around, WTVR, 

now nearly two years old, is still the only 

TV station operating in Virginia. 

Nearly 25 years ago WMBG took the air as a pioneer 

radio station. Its record is studded with firsts. 

In this postwar era WCOD, the FM outlet, 

was added to the Havens & Martin group 

to provide Virginia's only complete broadcast advertising service. 

linked with NBC through the years, these First Stations 

of Virginia have captured the fond loyalty 

of a people who fully appreciate pioneering and public service. 

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



Nets to hypo 
daytime listening 

All-Radio 
Presentation 

gets big sendoff 

Canadian private 
broadcasters protest 

Radio industry 
looks for big 1950 

Three groups act 
on BMB successor 

TV time volume 
may hit $30,000,000 

5 December 1949 

Daytime inroads of independent stations, squawks by affil iates, and 
desire for self-preservation are motivating f actors in ~oncentration 
that net executives will shortly make on improved daytime progra m
ing. Desire by important advertisers for better daytime vehicles 
a l so significant ( see page 26). 

-SR-

Wh en radio's $125,000 film is premiered early in February the indus
try will give it a rousing welcome. Initial showing will be at New 
York's Waldorf-Astoria before governmental, advertising, and industry 
n otables. Advance reports indicate that 40-minute picture, sparked 
by Macy's Vic Ratner, will surpass expectations of most optimistic 
r oo ters. 

-SR-

Long-time fight by Canadian independents to free themselves from con
t r ol and regulation by their competitor, the nationally-owned Canadi
an Broadcasting Corporation, is reaching a climax. Briefs are being 
submitted by stations to the influential Royal Commission on National 
Development in the Arts, Letters, and Sciences. Canadian governmen
tal figures are studying proposals to make CBC non-commercial. 

-SR-

Thrown off its stride most of 1949 by net program shifts and TV con
fusion, radio advertising looms strong next year. Many a dvertisers 
who wanted to wait and see during most of 1949 are ready to go ahead 
in 1950 (see page 24). 

-SR-

Following action of NAB board recommending dissolution of present BMB 
and establishment of corporation to replace it (SR, 21 November) 
BMB's directors passed resolution urging need for continuing audience 
measurement studies. Resolution also empowers BMB officers to "con
tinue present organization and provide for its dissolution by 1 July, 
1950," providing steps are taken meanwhile for servicing bureau's 
first and second studies and for discharging its liabilities. 

-SR-

Television time sales in 1949 may total $30,000,000, or three times 
$10,000,000 volume of 1948, Joseph B. Elliott of RCA Victor has pre
dicted .•• Radio Manufacturers Assn. estimates 3,750,000 TV sets will 
be made in 1950 as compared with 2,300,000 this year. October TV set 
production reached record 304,773, or about 80,000 more than 224,532 
produced in Sept ember. • . Meanwhile, AM set output also expanded .
from 461,532 to 587,267. 

~PON::;OR. Volume 3. No. 27. !'i Dec.mber. 1919. Pu bllsh.d biweekly by ~PONSOR Pub lications Tnc .• 3110 Elm. Baltimore 11. ~IJ. Executive. Editorial. Circulation 
Omces 40 W. 52 St .. K Y. $8 a year in U. S. $9 elsewh ere. Entered as second class matter 29 Junuary 1949 at Baltimore. ~Id. postomce under Act 3 Harch 1879. 
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Jess Willard joins 
WGAC, Augusta, Ga. 

. ..., 

A. D. ( Jess ) Willard, formerly executive vice-president of NAB, has 
become president and g.m. of WGAC, 5,000-watt ABC affiliate in 
Augusta, Ga. 

-SR-

NAB simplifies NAB has reduced number of standing committees to nine, but "broadened 
committee setup their effective operation." Commi ttees, with total of 53 members, 

now are: Assn. of Women Broadcasteers, BAB, employer-employee rela
tions, engineering, FM, government relations, radio, TV, and un
affiliated stations. 

Emerson introduces 
low-price FM set 

I nternationa I 
Harvest e r 

Refrigerators use 
novel pitch 

-SR-

Charge of FM broadcasters that manufacturers have failed to meet 
public demand for FM receivers is met by Emerson Radio with 
FM-only set, retailing for $29.95. Now in volume production, new set 
will get heavy promotion ... WDET- FM, Detroit, issues detailed news 
release headlined: "Why don't all major Detroit newspapers print FM 
schedules?" 

-SR-

International Harvester Refrigerators, through Dynamic Electronic 
Stores, New York, introduced a new twist in radio sale of home appli
ances 3 December. Plan involves use of WMCA, New York, with 14 half
hour programs weekly; listener phone inquiries to station; and fast 
home followup by salesmen carrying silver service valued at Sl18.50 as 
premium with purchase of $189.50 refrigerator. Sternfield, Goldley 
Inc., New York, handles the account. 

-SR-

Advertised brands II Increased consumer preference for maj or brands" was cited by A. C. 
gain, say!: Nielsen Nielsen before Grocery Manufacturers of America. For seven food com

~odities, he showed, two top brands increased their share-of-market 
from 37.2 to 40.4% between 1940 and 1949 . . . Although TV reduced 
radio listenership 5% in metropolitan areas in first four months of 
1949 vs. parallel period of 1948, Nielsen said, radio listenership 
rose 4% in medium cities and 2% in small cities and rural areas. 

Du Mont TV 
affiliates get two 

daytime hours 

2 

- SR-

To stimulate daytime TV, WABD, New York, key tone of Du Mont TV net, 
is offering its 50 affiliates two hours of live programing from 2:30 
to 4:30 p.m., EST, starting Monday, 5 December. WABD reports success 
of own daytime programing for past year. Among affiliates signed 
for service are WTVN, Columbus; WXEL, Cleveland; WJBK, Detroit; WSPD, 
Toledo; WHI~, Dayton; WJAC, Johnstown, Pa., and Du Mont's own WABD; 
WTTG, Washington, and WDTV, Pittsburgh. Programs will provide spots 
for selling to local sponsors. 

-please turn to page 36-
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CITY HOOPERATINGS 

Would it be possible to obtain sev
eral reprints of your article "City 
Hooperatings: their frailities and mis
uses? " This article appeared on page 
26 of the August 29 issue o f SPONSOR. 
Several of our clients are undul y con
cerned with the Hooper rating system. 
We feel that with yo ur article we can 
be of service not only to our clients 
but to the radio statiollS throughout 
this area . 

L. GEORGE GEIGER 
Radio Director 
Thurston Smith Jenkins 
Flint , Michigan 

• Some r eprint s of thi s lIoop (>ra ljn~ are still 
availabl~ on request. 

FARM FACTS HANDBOOK 

Congra tulations 
Facts Handbook." 
dozen copies? 

on your 
May we 

" Farm 
buy a 

WALLACE E. STONE 
Commercial Manager 
KILO, Grand Forks, 
No rth Dakota 

• Cop I". are available al $1.00 .. a~h; llU81ltity 
rates on r e quest. 

TlMEBUYERS COMMENT 

Everybody in the agency field must 
read SPONSOR Magazine . .. because 
our sales people have had a great 
amount of comment on your recent 
articles relating to race programming 
a nd the "Forgotten IS Million!" 

Even on a rffent visi t to Chicago 
quite a few timebuyer fri ends and ad
ver ti sers in the middle-west menti oned 
how much they were impressed by the 
two articles in SPONSOR on th e " For
gotten IS Million." 

JOH N E. PEAHSOi\ 
John E. Pearsoll Company 
New York City 

" READING VS. LISTENING" 

We could make darn good use of 
ISO reprints of the SPO NSO R article 
" Reading vs. Li stening" based on the 
Lazarsfeld study. 

TONY MOE 
Sales Pro11lotion Mallager 
WCCO, Minneapolis, Minn. 

• The s upply is running low. but we ("a n s till 
hand le a few requests for " R eadin g '·S. Li~ t ening" 
reprint s. 

5 DECEM8ER 1949 

~~th 24 years of successful radio Know-How behind us, we 
of KWKH (ffly through the air with the greatest of ease"-get 
spectacular results in broadcasting to our Southern audience. 
Here's the Hooper proof-our Share of Audience figures for 
Shreveport for Mar.-Apr. '49: 

MORNINGS (Mon. thru Fri.) KWKH __ 
Next Station 

AFTERNOONS (Mon. thru Fri.) KWKH __ 
Next Station 

EVENINGS (Sun. thru Sat.) KWKH 
Next Station 

39.6% 
23.3% 

31.7% 
29.7% 

42.5% 
28.9% 

With 50,000 watts, CBS, and outstanding local programming~ 
KWKH does just as impressive a job in the rural parts of 
this prosperous four-state area as in Shreveport. W rite today 
for the complete facts. 

KWKH 
50,000 Watts • CBS 

TexAs 

ArkansAs 
Mississippi 

The Branham Company, R epresentatives 
Henry Clay, General Manager 
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FOB THAT l\IATTER, even the Pacific Coast is different from 
any other area in the Ullited Statcs. It 's big, it's almost entircly con'red with mountains up to 14,495 feet 
high, and its markets arc far apart. 

T a cover this vast, rich area is a different cO\'erage problem. The great distances, the mountains, the 
low ground eomlueti\"ity make long-range broadcasting impractical... yct Don Lec is thc only network 
that docs not rely all long-range broadcasting. 

Only Don Lee is especially designed for thc Pacific Coast. 

Only Don Lee offers coverage that gi\'es each market a local network outlet of the proper size to com
pletely eO\'er that market for the least possible money expended. 

Only with Don Lec can you tailor your network radio eO\'erage to yom distribution. You can buy all 

LEWIS ALLEN WEISS, Chdirm(1I1 of the Board· WILLET H. BROWN, President· WARD D. INGRIM, Vice-Presidel1t ill Charge of Sales 

13 I 3 NORTH VINE STREET, HOllYWOOD 28, CALIFORNIA' Represel1ud Natiol1a//), b)' JOHN BLAIR & COMPANY 

Of 45 Maior Pacific Coast Cities 
ONLY 10 3 8 24 
have stations have Don Lee have Don Lee have Don lee 

of all 4 and 2 other and 1 other and NO other 
networks network stations network station network station 

.I~.~ ... - !AA~ AA~ AA A 
SPONSOR 
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or part of Don Lee's 45 stations to match your distribution re(luirements, with no waste. 

---

There are about 14 million people on the Pacific Coast. Only Don Lee sells them where they Ji\'c
where th ey spend their 15)2 billions per year. and Don Lee sells them from their own local network stations 
with all the local selling influence en joyed by such a station. 

If selling the Pacific Coast is your problem, remember coverage is different on the Pacific Coast. Use 
the only radio network especially designed for the Pacific Coast: DON LEE. 

Don Lee Stations on Parade: KXOB-STOCKTON, CALIFORNIA 
\Vithin easy listening distance of KXOB's 1000 watts li ve 205,800 people who annually spelld more thall (l quarter billioll 
dollars i1l retail stores. \Vhell you buy the Don Lee Tletw01k you get localized coverage " from within" this alld 44 other 
important Pacific Coast markets. Only DOll Lee offers this kind of selling im pact-where the people li ve-where they spend 
their mOlley. 

TIle JY{ltio]l'S Cre{ltest Reg'ioJlal Netzvork 

--

5 DECEMBER 1949 7 

I 
I 

Ii 



Commerce Department see s 
improvement in bus iness 
The COllllllerce Department not only reports that bus iness 
wa~ i'urprisingly good durin g the recent "strike" period, 
but probahly it will be better. Among stimulants are a 
backlog of orders for s teel, alulllinulll and coal, which will 
take months to fill. and Governlllent spending this year at 
a S27 b illion level, the highest of the last three years. 
After a two·month decline, Business Week's index has 
turned sharply upward. 

Third-quarter profits 
decl ined nearly 16% 
But Wall Street JOllmal has found in analysis o f 570 com· 
panies that net profits for the quarter ended ~o September 
were 1.5 .8j~ below th e le,'el of the third quarter o f 1948. 
Among 2-1. industry <.:iassifications, gains from a year ago 
were made on ly in six: aircraft manufac turin g an d sup· 
plies, airlines, automobiles and eq uipment, chemical s. 
drugs, foods, and utilities. Coal an d tex til e industries 
showed the sharpest declines. Con tinued strellgth o f such 
big adverti sers as automobiles. foods and drugs. however, 
has helped to maintain overa ll a(h-ertii'ing volume. 

Candy man ufac ture rs 
cou ld advert ise mOre 
The Commerce Department e:-timates that per capita can dy 
~onsumption this yea r will be 16.7 pounds as compared 
with 18.2 pounds in 1948. The candy industry has lw,'er 
been able to di::<pel the idea th a t candy is fattening, anrl 
the fad that the Co unc il 011 Cand y r('{'ently di~continued 
its a(h'erti:,;ing carnpnign hasn' t helped. Among the rela
tively few candy makers on the air today are ,:\1&::\1, "lars. 
Peter Paul anrl Williamson. 

"Big Three" do sma ller 
part of food vol ume 
The three large!' t food cha ins A&:P, Safeway 'alld Kroger 
- today hm'e a 7e ; smaller share of total food husiness 
than they had in 1939, while regional and smaller chains 
h;.l\'e increa:-cd their proportion 17('~. Lansing P. Shield 
of the Grand L' nion chain told Grocery :\lanufacturers of 
America recentl). li e expeded these trends to he "aecel
crated." ... "leml\\"ilile. U. S. Yrws-World Rrport quotes 
\Horney General ':\l cGra th as saying that millions of 
lOusewi,'es would henefit by lower prices, if the Govern
ment wins its anti-tru"t action again:-t A8..P. 

8 

NAB urges new treaty 
on channel allocations 

;\,A R's board of directors has adopted a resolution urging 
" nffess it y of a new treaty" on broadcast channel alloca
tions, and pointing out that th e Cuban government has 
authorized radio operations which "se,'erely damage the 
coverage" of Uni ted States stations ... , The North Ameri
can Hegional Broadcasting Agreement is now being dis
cussed at a conferellce in :\'lontrea l. 

Rad io a nd film industries 
unite to fight censorship 

F:ric Johnston. president of the Motion Picture Assn., and 
Justin Miller , pres ident of ~AB, have appointed a joint 
commi ttee to coopera te against all forms of censorship and 
in other field s of co mmon interests. Broadcaster memhers 
are Gilmore 1'\. Nu nn of the l\'unn Station!", Kentucky; 
Calvin J. Smith, KF AC, Los Angeles; Clair R. \lcCollough. 
WGA L, Lancastcr, Pa. ; Hugh B. Terry, KLZ. Denver. and 
:\lichael n. Hanna, WHCU, Ithaca, ~. Y. 

Truman would halt 
anothe r coal strike 

As this is written another coal strike in ea rl y December
as John L. Lewis has threatened-appears unlikely. Presi
dent Truman would enjoin such a strike under the Taft
Hartley Law. This injuncti on would he effeeti\'e for 80 
days, or until late Fehruary. By that time, it is expected, 
depleted coal stocks would ha\'e bpen restored. 

FCC asks field tests 
for color TV and UHF 

FCC has asked CBS, HCA and Color Telev ision, I nc., to 
distribute "a reasonable numher of recei,'ers both to tech
nical and non-technical persons" for competi ti,'e field 
testin g o f th eir colo r TV systems. The tests will start !"oon _ 
and arc expec ted to he confined to ~ew York, Washing
ton, San Francisco and perhaps Philadelphia, where the 
three have set up color telecasting equipment. . . . FCC 
also has asked all TV producers interpsted in UHF to start 
experimen ting in the 470 to 890 megacycle range. Forty
two new channels may thus bc authorized. 

De troit will hold 
international fair 

GO\'ernmental hlessing is expected to be sought for the 
Detroi t Interna tional Trade Fair, wh ich has heen sched
uled for 30 June- IS July, 1951, on the 2.50th anni \ ersary 
of the founding of Detroit. To allow more time for for
eign exhibitor:-. the fair has heen postponed frOIll next 
5Unllner. It will follow the Canadian International Trade 
Fair. which will close in ea rl y June, 19.51. 

DuPont cla ims aid 
to "li ttle man" 

The hest opportunity for little ousine:'s " lies in the hori
zons opened for th el11 by big business," Crawford H. 
Grecnewa it , president of the duPont company. told a 
House Judiciary suhcommittee inwstigating the effects of 
"higness" on husiness. In de\'cloping such products as 
nylon and cellophane, he sa id , duPont has helped little 
business to prosper. In 1950 duPont will spend 35,000,-
000 for research. 

SPONSOR 



TV stole what PM audience from what AM? 
In Boston's first year of TV, the evening share of audience for "FM, TV and all others" zoomed from 
3.3% in 1948 to 18.3% in 1949. Mostly this is TV, of course, and obviously had to come from AM 
station evening audiences-

But what stations? 

Again the answer is supplied by Hooper's May-September 1949 figures with the comparable report 
of 1948. All network-affiliated stations individually lost from 2% to 5.8%. And the total, interestingly 
enough, approximates the gain for "FM, TV and others." 

On the other hand, one Boston station held its evening audience - and even gained listeners against 
TV competition. This independent station - the Herald-Traveler station WHDH - demonstrated the 
power of news-sports-music programming to complement video fare in the home. 

Now with TV in the picture, Boston's fastest growing station continues to be your surest, best buy in 
Boston radio. 

Here's what TV did to Share of Audience May through September 
Boston Evening Radio Listt·ning ... 

Evening Sunday through Saturday 6 :00 p.m.- 10 :30 p.m. 

Homes Using Sets A 

1948 26.2 21.8 

1949 25,0 16.0 

Network-affiliated stations lost as high as 30% 

of their evening audiences, according to these 

Hooper figures, in Boston's first full year of TV. 

And independent WHDH is the only station that 

gained! In Boston, look to WHDH to protect your 

radio position. 
Audience change - 5.8 

OWllcd aud opcl'atcd by the lI('l'(lld-1'nweler 

BOSTON • 50,000 WATTS 

Represented Nationally by John Blair &: Co. 

5 DECEMBER 1949 

Network Stations 
\ 

B C D WHDH 

12.0 20.7 14.0 23,8 

9.4 18.7 9.8 24.2 

- 2.6 - 2.0 - 4.2 + 0.4 
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for profitable 
sell ing 

Ilfllflllft 

Clair R. McCollough 

Afanaging Di,t',,,,, 

Repr e s e nt e d by 

ROBERT MEEKER 
ASSOCIATES 

t ot. Ange ' ~\ 

Son F(onciHO 

N~ .... York 

ChicOQO 

STEINMAN STATIONS 

-

~Ir. Sponllor 
II (U·'·" .J. Dei lies 

Manager of adve rt isi ng and sales promotion 
W estin ghouse Electric C or p., Pittsbur gh , Pa. 

For thl' fir~t !-l~ 11I()nth~ of 1949 We,.;tinghouse Eledri<.: Corpora· 
tion's gros~ sales ha" e dropped morc than . 10.000.000. To shave 
the defieit the corporation is relying hea"ily on the effecti"e planning 
of ne,,' promotions. This i~ the job of modest, gentle.looking Harry 
Deine". recently appointed 1>0;';:'; of the firm's annual 820,000,000 
Hfh'ertising budget. For the past five years Deines competently 
handled the Wcstinghouse acconnt for Fuller &: ~ mith oS. Ross, the last 
three as vice.president of the agency. His superlative administrative 
ahility and ad" ertising skill pleased the \"Vestinghouse hierarchy. 

~luch of the corpora tion's profib is garnered from the manufac· 
ture of huge pie<.·es of <':OJllplex electrical equipment. " 'esterner Deines 
is not awed hy these <:olllpEcated blueprint~ and te<:hnical termin· 
ology. In 1930 he Teceiyed his engineering degree from the Uni· 
versity of Colorado. Then he left his father's spacious, opulent 
ran~h for a ground. floor posi tion with the Cf'neral Electric Com· 
pany\ f'lectronics department. Fourteen years later he was Di"i· 
sio1la) ~Ianager of E)f't'tronics. Deines had helped make F'\l radio 
production a CE first. and promoted the galf' of experimental tele· 
vision cquipment during the war. Organizations interested in buy. 
ing the equipment, which was to he deliyered after the \\'ar, paid for 
it with war honds . 

Of the e~til11ated $2,000,000 spent anllually for radio and tele· 
"ision adH'rtising. thc lion's share of the budget goes for the firl11'~ 
"ponsorship of its hour.long video drama Studio One. Finding TV 
an important asset in hypoing its "ales of electrical appliances. the 
organization will continue to ~ponsor the program ill 11)50. " 'est· 
inghouse-whieh owns four A\J stations: KEX. Portland: \,\ 'OWO. 
Fort \\'a~lIl'; Ky\\r. Philadelphia; and WHZ. Roston was one of 
the first hig outfit;; to rcco)!lIizp thc "alne of radio as an ad"ertising 
llIf'diu11l. Frolll 11)29·19:H the corporation sponsored a half·hour 
("pni ng. yaricty·mu;;.ical ~ho w oyer the ~BC net work. \Vestinghouse 
has continually us(·d radio sillce then. 

During the last fi\'c year~, philosopher·poet Tf'd ~Ialolle has been 
the firm's top.sales producer on radio. ':\lalone has heen efTecti"ely 
reaching the company's hest market- womcn. 

SPONSOR 
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See : "The forgotten 15,000,000" 

Issue - Port 1:10 October 1949, p. 24 
- Port 2:24 October 1949, p. 30 

Subject: Reoching the Negro market 

In selling to the Neg ro market radio station WWHL 
Woodside, New York has lound that its prugrams mw;t 
include more than the jive gibberish of a double-talking 
disk jockey spinning th e weirdest records waxed by 
Neg ru artists. It requires no special type uf program:ng. 
\Vhen the station used th e _amous Symphony Sid, ma"ter 
uf the glib-word, to conduct its hour-long Ajtert/{JOTI 

Swing SessioTl the avera~"e we~k l ) mail pull was 700-1,OJO 
letters. 

When the program wa., rebu ilt to give it greater all
around appeal, Sid was replaced by affable. articulate 
Phil Lomon. In a shurt tlllle th e average w ~e.dy mail 
pull soared to 3,00U-4,000 IEtlers. J he new p rogram was 
reaching a larger segment ut th e more than LOOO,OOO 
Negroes in Kni ckerbocker 'low11 and natiO!1.l1 advertisers 
became inter~sted. Two bought time : Qua;~er Oats Com
pany and hiv er Brand Rice .Mills. Inc., I, Carolin.l Rice) . 
The sho w \Va ., expa nded one hou r and is nu,\' heard from 

3 :30-5 :30 p.m. 

In New York City, A.\'J s ~a L i on WLIn is making a iJId 
tu tap th e fertile I\egru market with a three-hour-Iong· 
morning program: house That lack Bu .lt. 7- 10 a.m. , 
Monday-~unda). The show, Lanclled by veteran radio 
performer Hal Jackson, is one o j the most di\ersified 
ever produced for this market. During the program 
Jackson will comment on sports, read IH'WScasts. tell hol
man interest stories. interview celebrit ies, play records; 
all slanted to refl ec t Negro li fe. If successful. it will dis-

pel the misconcepti on that Neg ro people are merely ill
terested in jazz recflnls and senseless palaver, and set th e 
criterion for futu re prugraming. 

P S I 
See: "Spo" , ors d e mond TV mgenuity" 

• • fssue: Moy 1948, p. 134 

Subject: neahe television 

Hadio Corporation uf America has recentl y con_pleted 
a system uf thea tre television which will be an important 
new adver ti sing medium for sponso rs. For advertisers 
whuse best sales results can be serured by directing their 
campaigns at eel tain segments of the public, theatre TV 
offers an almost guaranteed selec tion uf various types of 
a udiences. During wee~<-day afternoons the nation 's 
theatres are populated by relaxing housewives. On week
end afternoons, moyie houses are swamped by squealing 
kids. During all of the evenings of the week, advertisers 
can reach audiences largely f'omposed of working men 
and women. 

The ne\\ RCA system is divided into two basic and dis
tinct sections: Instantaneu us Projection System where 
the picture is projected directly on th e screen; and the 
Kinescope-Photography System w'1ic h is a method of re
cording TV shows. RCA is currently taking orders for 
this eq uipment and will cost an est imated $25.000. 

To service th~ th eat res that purchase any of the two 
sections, the National Broadcasting Company will arran.2;e 
to transm it three types of program material: speciall) 
bu ilt shows requested bv theat re uwn ers; special events 
whic h are carried by NBC but not usua~ly sponsored. 
such as the Presidential in :lU l; uration; and sponsored 
programs which can be cleared :or theatre video. 

Satin sli ppers and plunging necklines-ten gallon hats and 

cowboy boots. College grad at the debutante Ball-ranch hand 

5 DECEMBER 1949 

and the village belle. Whatever our choice, whatever ou :- fate, we're more 

alike than we think. That's why right now, today, America's mu:;ic

western hill country music-is as popular in big New York as on the prairie 

where it was born. 

That's why Prairie Stars, presented nitely on WOV by Rosalie Allen, 

holds one of the most loyal buying audiences in all radio. for fast action 

selling-for product loyalty-for a highly responsive audience 

(64 % of whom are women) get the facts on who is listening. Ask to see 

WOV's newly completed Prairie Stars Audience Audit. It's proof 

that on WOV RESULTS IS THE BUY WORD. 

Prairie Stars a WOV feature production is one of 

5 AUDITED AUDIENCES. 
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--- --- ()k/tfJh()mei~ GreIJresf" SrarlOI1 

Heads turn, too, on Oklahoma highways where these handsome four color 24-

sheet boards greet passersby! This is another example of the aggressive promotion 

which helps keep KVOO, Oklahoma's Greatest Sift/jon. To reach and sell more 

people at lower cost year in and year out ... use KVOO, the leader, year in 

and year out! 

EDWARD PETRY (;, CO., NATIONAL REPRESENTATIVES NBC AFFILIATE 



N elf) "",1 ,·,!"el" : 
TH E REPORTS LISTED BELOW APPI:AR IN ALTERNATE ISSUES 

New National Spot Business 

SPONSOR 

Ad" ... lIals 

II,·" Food. 

(;cllt'ral EI4'r irir \.0 

(;i1I(" !"o pi,' Y a rni ... h Cn 

Loui s :\lilani G oods Ilic 

R . C. \l' . Ent e rpr ises, 
L.A . 

o.;I.olll ex Co 

U nitt'() S lales Toha4' ('o 

PRODU CT 

II a l s 

:\·114'03 nl a r garin c 

L a mp Ui\'h iull 

P a in ts 

Se3!'oon i n g: pro4Ju r i 

R II J.h,,-'r tny animal s 

S harn p otl 

Toh accos 

* 5lalioll Ii~t se t at IIHHue n t . 

AGENCY 

"· illianl II. \'~ 4·i nl ra ll lt 

Benton ... fi\ Bnwl .. .;;; 

n. W·. F"irfax 

J o r ela .. Cn 

C owan ... '\. \yltilmorc', 
L.A. 

As~o("ia l t>d 

Kudn .. r 

Station Representation Changes 
STATION 

1\:1:\(;, S e attle, " . a s h . 

KLMS, Lincoln, !'ie b . 

KOT" , Tul ,a, Okla . 

KTSA , Sail A ntonio , T e xas 

WBKB, Chic ago, III. 
WBSH, N e w Bcdford , 'l a ss . 

WTA L, T alla h assee, Fla. 

" 'TVn. Culclwat r r , ;\lic·h. 

YS U.YSUA, S a n S a h a t\or. EI " a h ' a ,l"r 

AFFILIATION 

I "dependent 

I "de p e ndent 

ABC. lJuMonl. C IIS. :\I\C 

CBS 

C IIS 

I lit l ept'll4lt'lIt 

CBS·HBS 

r ndepell()e n t 

IIHlelh'IHl e n l 

Advertising Agency Personnel Changes 
NAME FORMER AFFILIATION 

KJIIS , S.F., s l> 

STATIONS- MKTS 

IOlllk l s 

Ca li forn i a o ill y 

3.2 l11 k .... 

nail c all1l' aign 

. : a s l ("rn ('a ll1l)3ig ll 

8 s in s; ( ..J. r a dio, ~ * 

I Y ) Lo~ Ang"'e~ 
l e s t canl pai g- n 

6 0 s tn .. ; 30 mk l .o; * 
Nat ion a l C'anlp aig ll 

21 \Uk I s 
W est ,-i(: SO lll hw f"!' t 

TY na Il 
ra ill paign 
8 4'iti (' s 

CAMPAI GN , start, duration 

~l l ol "; V c' (' 5 

S pots ; :\0' 2 J ; ]()-1 2 ", k .;; 

~poh ; ~tn 28 ~ 2 () '" k :-. 

T\· ~pol S 

Spots. partir; 4' nrr,'nl 8.~ ...... k ,'aln
pai~ n 

1() · J5 Jn in nl e prng ra m s; (,lIrrenl . .,-
w ee k ca m paign 

TV s pot s; ah. :\0" . 2:1; u n til elld 
of y e ar . 

NEW NATIONAL RE PRESENTATI VE 

J o hn Blai r 

11I41epen 41en t :\I e t r opo lit an Sa l4's 

A d am Yo u ng 

Free ... '\: Pr ter s 

V;' c e d 

Jos .. p h lIer>h .. y Md;illHa 

John B la i r 

J o s e l, h II er~hey ;\ l cGilh ra 

'l dC' .. .. .Jr Gu z m an Co Ilir 

NEW AFFILIATION 

Juhn B la i r. S oF., acr t e:\" 4° (" T a nH·~ Alspau g h 

Z. C. B a rnes .'Iu lua l Broadcas t ing S " ) "50 1 t> 1II , 1\. 1" ., "pin (" h a r ge Calki n s ... 1{ 1I 01de ll . :\. \ 0, p ar tn er (e ffer ti ,"e J an 1) 

[J r rb e rt Dea" e n 

'13410Ii .. Rjng h a lll 

Ja" .. ·s n. B o lt 

F e lix Brt"nl a n o 

\l' illi a rn Brewer 

Luthe r Bridg m a n 

Innis Bronlfi e ld 

G('orge Burk e 

John T . Burke 

,. a rk R e nn r tl n ~· ron 

Roberl 'I. C am l,he ll 

Clinlo" H. Clar k 

J alli es C. ell 111111 jJ1 ~ 

\V illiam II. Ua, i41 ':!oon 

of s is 

Br i s acher, ","°h ee lf>r , L. \ ." uflic e Ingr 

'\I un s i n g:",ear I nr, :\11111 1:00. , a tl v , ~ 1s prn lll III g r 

" ·a ldie & Brigg ~. Chi., arrt 

:\"BC, C h i.. natl spot :!! I .... mall 

""ill i a m E!'ty Co I nr, 1\'.\. 

.'Io r ri s P lan. a 4h · mgr 

:-.'. Y. Sun 
C h a mhrr s &. " · i :!! ", ell. BO!'oto n , a("(·t e xf"C 

Y ardl f"~· of L u nd u n Into . :\.Y . , a(h· mgr 

J . . \0 ZlI r n 'I fg Co. Eri4~ , P a. , !Ot I s prOll1 

Broo k (", S mith . Fr('1I 4°h ... \ ()urrann', n etroit 

John .\ . Cair n s ... f\. Cu, :\0\ ' " " II 

Anc...:, 1\0 \ " ~tll rei 

' Iogge - T'rhf"ll, L.A . . exec 

,\h bull K ilnhall. S.F. , a r(" t 

Same, " P 

L estrr · ' L<I ' " 0 0 1fT, 1\0\'" r a 4l io .. rv 41 i r 

Pull s, Ca lkins ... ~ lIold e r , Kan s a s C it y, ;\10. , ra4lio, T\ (I ir 

~a ... e, h e ad of fi l n1 d h oC h · dep t 

Foo t e, COll r ... f{ Belding. S . F., ro p y rhief 

H u l,i ll s. :"ewton ... f{ C ll al , man. II '", ood. a r rt 

Sa ine., "p i n ("harg e of n e"'· hu s ili C' ss 

'Vi ll ialll Est~·, ~.Y ., "I) 

I. ("e lJo ll nf"1I 4~ ~· . .. Ie" 4..'., 3 (" ("t e't;f'C 

BB J)&f~. U 40troit . in e h a r g f' of 4°"UII II1e41ia 4111 ()("Suto a4°lot 

~a llle . 41i r 

Frt't." ... 1{. Pet .. r .... '\0\" arfot 4°'4° (" 

• 'n JJe.~t issue: J'Ve av 

National Bro(ulc ost 

onll RenelVell 011 NetIVorl.:s, Sponsor Personnel Clu.nges, 

Soles Executive Clu.nges, Jl'eav Agency Appointments 

j 



Advertisklg Agency Personnel Changes (Continued) 
NAME 

JUIIII'" ... )),,"oull 
Churlt·!'o ". Ilrt·" ... ·r 
'nrllUIIi I .• Hr) 114111 

\11"11 J)ru"u, II) 
Lo","rf'u("f" It. J)ullh3n1 Jr 
I'rhlrull1 1)111111,. 

Etl,:nr E. Ealnn 
nUI"It~y ErlC"k."nn 

\rthur \\. Firld,. .. 

Julill B. FltLI',·ral.] 
\ rt III.r I.. "'orr.,,., 
Carin", .\. Frnllf"u 
II 0 rry (; a .. nil 
C1ifT"r.1 1;111 

~. A. Ilalpl·rn 
J.·rry llin.· .. 
lIar~'('Y J. 1141"".·11" 
,. irlulII II url"y 
'Iorr C. )".,' 
JUIIIi ,. Jor'''' .. nn 
Frt-'II('ri.·", II. Jtln~~ Jr 
\rtllur A. JUII"OIl 
1.(,.,1\:"",1", 
Etl""in A. Klr",rlillt'r 
lIurr", J. KI.'rfi"'f"h 
Eel l~u(;rD"'" Jr 
rhUlllDoi Lailian 
Hn""'nlur)' 1,,,"nn 
I.uul .. \Iarch. 
Jnhn n. \Ia, .. r 
J nlill 'lilt n.: 
\. W. 'Ioor< 
Fran"- C. \Iur"),, ... ) 
, .. \. '\'urll.,ul ... 
\lIwrl PI.· .. , 

Loi:-. nl~a 

II. :\. H~a.1 Jr 
"'illiarl1 firt'cl Jr 
Pan I Huh"ra" 
\liC'f' Rn,.,. 
))ullnl.1 ~("on.llin 

\Yillialn E. S("hl1.·i.I.·r 
I rt"H~ ~. Sims 
T. L. Sironlh("r,.-:.·,r 
(;.·ur,:. ' Thurl) 
lIiII W .. hh 

J. h..· .... (·lh \\'Idle 
II. I;. Wilson 

FORMER AFFILIATION 

\\ •· ... I.'lorqui .... S.I' •• l11r.:r 
Fr.·.· 4.\:. PI·I.·r!l, :,\" ' .... 1 ... 
(~an.Hlian Cuulwr,... lIulldllun. ~I ... :-onlwr\ 
Itnlwrl ;\]u"'''''t"II. ,.,., proll 
BI'nlnn .. ~ Ito"" II'''' ".Y., 'I4'rl .'",,·r 
'nullr.: 4.~ Ituhlf'u .... '\ . '. 
)'rar,.' 'I flZ Cn, Pill ............. prom mr.:r 
'41 .... -= .. ~ Ituhirolu. :-.i.'., prlJlI ,Iir, h\\ I' I hi' P,'u. 

pl.~" 
LOlnph,·II-I-:"" al.1 Co, Uf'lruil. oprralinr.: an,1 o,llIIin-

i ... lrolillr.: .I"pl " 
CH~.T\" .:"i.' '. "llurr.:'· of .. I,.. 
\\ '0,\1 , ~.a11 \l1ll1l1in . T.'xa .. , prOll1 Inr.:r 
'nun" 4.~ Huhif'alli. '\., .• ra.lin In",lia mr.:r 
\\'SI( :, ~lull· ... ,illt'. '.C .. man ,lir 

ItlllhraufT 4.~ It,. 1111. S.F., f'xrc 
I .... II. lIarlll1UII Co. I\.Y. , .'Xf"r 'p 
KOL. St'l ... It". a.·.·1 t"X.~C 
Slall,lar.1 ItralHI", lu,', :,\"., a.h III;:r 
,\',·"",,·II·FIIIIIH'II C ... "'I.'., Ihn .. hu,.·,'r 
1I"rl S. f;illin". 'lil"",au"-rc 
Johll A. Cairn .. & Co .• ,., 0, 'I) 
'I. Glt'n 'Iill('r. Chi.. accl 
~,-i.lel , ~., 0, 'P 

YuunJ:' .. ~ Ituhiranl. ,\". 
"all .\ ..... n nf Itt,.ldin,,:: 'Ifr .... ~I . I.. 
It. II. Car,'. luc. I), .... \Iuiru· .... arrl 
Gondnlon: ,'". 
H,-nl"l1 & Bn""I, ·", Illr. ~.,. 
It .. O.UllulIl 4.1( IlnhlllHII In(". ~.'alllf'. af'cl 
Foolf', CUll" 4.~ B ,·I.lin,;:-, ,\.'., fon.1 af'rl f'Xf'C 

AJl;"IIf')" A"~ucial,''''. L,A. 
". S. (;ranl. S.F .. nl,;:-r 
\\~.·~lin~llnll ... t· 1-:1"f'lrif' f:nrp. Pilbh .• a,h a~ ... 1 
Sialulard Itra ... I .. IIIC , '.Y., rlf'i~rhmann dhi ... i ...... 

"Is l)rUln m,,::r 
ZifT-])a,l ... Puhliralinn ( ... Chi., ad" l)ru.1 n.,:!r 

Wf:lIS, :\.,., ,I-
, ltC. '\ .Y., ra.lio dir 
La""rl"n.·l" C. GnlllJ.illlll·r, '.Y., m".lia ,1"1'1 
It('nlon 4.1( lto"",I,,". ,,'. 
Hcnlnll & Bu "",I,'~. ,. Y. , "X"C 

"" ' !oII-\lar(IUi,,, 111(". L.A., ~r ac,'1 
Ciliz,·n. n.·, .. rly lIil).., Colif. 
j\I Ii,·.I, L.A., ~.'n l1I~r 

lIiow, 1\.y. 
(;ranl, 1'.' .. I)arllt"r 

NEW AFFI LIATI ON 

\1I ... rl Fran"-.(;ut'nlh,·r La"", ~.F., arcl 
B,·,lfi,·I.I.Juhn"'lun,· 1 .. ('. '\.'., 'I' 
F. II. lIa,.llur ... l. Turonlu. af'cl t"Xf'C 
h.,·n~nn 4.~ Ef'''-har,lt, "'i,Y., ra,lio prud 
(:HlIIplwll. \] ililun. \hll)I .... , af','1 
F,·tI,-ral, ,., .• a,'rl ,'x,'c 
(~, '\lIrlllUII Bur"-, PIII .. I ... 'P 
~,i1I1I1'. !'onlH'r, ullt'ralion!' radin, h 

\11,·, .. ~ Bif'har,I",. ".'., .-X,f'L' ... lafT 
Lurl~ Fn·ilu·rr.:.'r alltl ('0. U"II,.·r, ("OJ)" ('hi.·f 
h.uduf'r, ;\.Y., .'x,'e 
lIarr,.. (;alloll. "'U UII', J)rf"8 
Tlla.,.. 8o' (;ill (,,,·w). L.A. , .·n-IIt'a" 
lIi.I,II,· ... lulI. 1-:'0111';' & \] f' ..... ill , ~f"alllt". 'p 
\\ illialn II. " '.·inlran], & «:0. Inc • .:"i.'., ,lir of ,'upy 
II. J. \]f'(;ralh. ~,·ulllc·. ;11'.'1 .'X,·.' 
'1,·cI Bal.·s, :"i.Y., ac' ('t rx,'" 
1)0,.1", Uall.·, B,·rnha(·h. :'\. Y., lirnl" hUYf'r 
Clar"- & Bif'''-.·r.1 I 1If' , Uf'lroil, ar.·1 
~:III1C, .Iir 
Bi.I,IIl". Blnnnlinr.:lon, ]11., Drf'1 rxcr 
Yan ))i,·.· r & Carlyl,- Inc. :,. Y. , a.·cl 
l;uchall;ln 8o- Cu. L.A. , Inedia .lir 
'I P() Prodnclinn ... IIIC , I,",;;; nll':r 
Itnman, SI. 1.. •• ar.·1 ,-x,'(' 
I.t"!'!'o i II": , U.'~ \Iuin("s, ra.lio dir, af'cl "Xf'.' 
1..·lIllarl. ' .. r"-. Pa .. f'har';:-l" nf radio .... \. rop,-
Bf'nnelt. " 'a lth,'r & 'I,'na,lit"r Inf', Itn .. lnll. ,'har,.:,· of "OIlY 
~all"·. I-orll., ill "har~e 
:"ia ... ,'. ~. F .. ; .. ·.·1 ,'".(. for \\ ,·"I.·rn 1t.·t"1 ~n~ar 
.\.Irian Ita,u'r, Philad("lphia. rop,.· , Iir 
Un7irr-(;rahuln-Ea ..... nan, L.A., art'l f'Xf".' 
Jnhll Itlair. l..A., 3rrl exf'.f': 
Jalnt" ... A. SI,'""arl. (:arnL'.J:ie. Pa •. a('rl .'Xt"" 
~aIlH'. m,:r !'ol ... prUl11 and a.h· 

Bill "nn ... ih. B' ·I1,·('r. nle.lia .lir, Iraffir n.~r 
\Iirhf'l't"r ,,~ O'Conllor Illc. Ilarri ... bur,;:-. Ita., f'Op,.· .Iir 
Juhn IUair. :\. ' .. a.·(·1 .'X.'(" 
1t.·lIlon 4.~ Ito"" I"!<I, 1\.'., ~rripl f".1 and radio .lir 
Jus.·ph K.al:l: • .'\." .. timc, h .. ,.·.·r 
Tf'.1 Ital,''', :'\. Y., n,rdia buy.-r 
SanH~, hu~ JII,:!r of radin and h ' .I.,pt. 
Tho.l1a .. 4.~ 1).·I(,hanly, 1'.'., a('('1 f"X('C 
~anll" 'P 
Tharp .'(. roill (n.·,..), L.A., •· .. -h .. ad 
\\ altfor \1t·Crl"t"ry 11If' , L.A. (bUL·f' ....... nr 10 ~.nilh. Bull l~ ' I .,. 

erf','ry). lu'a.1 of radio and h df'pt 
I.rnlH'1I .. ~ \lil,·II.,II. '\.Y., a,·.·1 
Itl1lhraufT 4.~ n ,.'un. '.Y., 'P 

New and Renewed Television (Network and Spot) 

SPONSOR 

\uII'rif'an Ch;:ar,'II,' .. ~ Cir,:ar 

en 1 I' all "all) 

\rnn •• 1 Bak.·rs ]nc 

(\r" .. I.1 IIr.·a.1) 

B.'nru ... \\ alt·h Co 

IIro" II .'!. \\ illialll'Oll T .. -
harf'u Cn (K nol~) 

Itul .. , a \\ ·0 1 .... f:o 

Chf" rul ... I)t·;II,'r ... 

)) ... , f:lar"- Cnu,I,.· en 

Cnll Edi ... un eo 

Curli...s Lallllllli 4.~ ( ' 41 

I)"~nln I),·all"r.., 

Fir ... 1 '\ .. Iinllal Han"- IIf 

Bu ... lnn 

(;.·III~r .. 1 I ill.,' ('url' 

(~"I" '1 hUlllu,", Cluf'''-''') 

«;041,1,. ,'ar Tir.· & Bllhlll'r 

(:n 

lIarniltnn \\ orl,'" Cn 

1t1.·HI 'u,,·It~ .. f( Tu,. e .. 
l . ill.".)II. ']"rj'lIr~ U.'al ,·r" 

'hnn,·al'lIli ... Br,·"" illr.: (~ .. 

C (;raiu Il,·" B""r) 

Th,' '\t·""~ ~)-I .. li.'al(' e .. Inc 

PC·lIi.·"-.F .. r.1 1..1.1 ]nr 

( 'Iv-T.ri .. ..) 

Piun"t'r Sci"111 ifir Cnrp 

ItUII"' .. II \rl \It'lal \\ or"-~ 

In(' «l.ir.: III.·r ... ) 

t nil.·,1 \ir I.ill'·~ 

AGENCY 

SlIlIh an. ~la .. fT,·r 

Col"" .,11 ,,~ Ita~-Il" '" 

1l"lIlnn & It .. "" It· ... 

J . II. Tar.·h.·r 

Tr.1 lIal.·, 

)lin"", 

Ca", ph.·II-E" al.1 
11111 1.'(.0 

11 11 11.'(;0 

(:" " il 4.\{ Prf' ... hrt'" 

'I ....... 
111111.":0 

111111.": ° 
\llullli,' 

h."IIYUIi .. ~ Ef'''-II.ilr.1t 

111111.'(.0 

111111.": II 

Ca,.l .. n 

(.r.·y 

NET OR STATIONS PROGRAM , time start , duration 

KTI..-\-I"\", L. \. 

WIlh.II_T\ '. Chi. 

\\ .\1111, '\ . Yo 

\\ '"W-·I \. \\ a,!.. 
W .\III1, "i. ,. 

\\ 'liT. ,. ,. 

WAIIII. '\. ,. 

Wllh.II_T\'. Chi. 

W"iIlT, '. ,. 

WIlh.II-T\, Cl.i. 

\\ \1111. ,. ,. 

WIIZ-T\. 1I .. ,lnn 

\\" \11-·1 \. lIaltn . 

\\ II h. II. I \. Chi. 

KTI. \-T\, I. . \. 

\,"BZ.T\ , 1t ..... I .... 

\\ UIS·T\ n.·1 

\\ T'-" -T \ , 'I ""I ,. 

\\ 1'1'\. ,. ,. 

h.TI .. \-T\", L. \. 

W'"T, :\. , . 

h. II . \.'1"\ , I.. \. 

h. I I. .\·T\ , I.. \. 

\\ \1111, :\. ,. 

\\ ,\1111 , .,. ,. 

Fillli !o .. nl ... ; '\ .. , 10; :;2 "",,- ... (r) 

Fillll ~pnl ... ; '\u, 2B; I:' "",,- ... (II) 

Film :-opnl ... : , .. , J:,: 20 "",,- ... (n) 

Falllu,,~ Jllry Trio,I ... ; Th Q:30-IO pnl; ., .. , 2; 26 "",,- ... (II) 

Filill alln.'I1II ... : Od 21: J:, ""- ... (u) 

Till' ,, ' ,·alh,'rll .. all; 'Inn.Fri 6::;:;·7 JUII; , .. , 1; 1:' """-,, «II) 

Filnl :-.pul ... ; 'n,' I: I:J "" "-~ (II) 

\\r .... llilll!: "'1;11 ]0,,111 In ("nnclrl ... inu; :'\(H 26; J:, ""k ... ( .. ) 

\\"allll'r ... pul ... ; '\'H. 7: I:J ""k~ (n) 

Filtu ..... ul:oo; , .. , 27: 1",,"- ... (n) 

Filrn .,lIn'·IIII ... : Orl -;-: 12 ""-:-0 «n) 

Tnn ... 1 tlf Ih,' Tu" .. ; ~n H-') pm: '\ .. , II': I:' ""- ... (r) 

It, 'lillrll·apuli ... I. a "-t·r ... h.I","-,·I"ali ~al1lt·~; , .. ,. It); (II) 

\ .. if"· .. f II .. • I't'lIpl,'~ ~II ':'::JO-8::JU IlIn; ,." II; I:J "",,- .. (II) 

Uunn,.. \\ ,·hh ; ""-u fl-h ::U) .. m; 'u, II: I:' ""k ... (n) 

~a .. ,I~ Urf'.lm ... : :"ial 6:3()·7 Pili; )),'c 2; 13 ""- ... (n) 

Fihll "'1)1)1 ... : I), ." I: ,';2 ""k ... er) 

Filill "'1'01 ... ; ,," 8: IH "",,-~ en) 

Fillll ..... ul ... : '\ .. \ II ; 2 .. ""- ... (II) 



Dr. Forest L. Whan and his Wichita Uni
versity staff interviewed over 9,000 Iowa fam
ilies (l Ollt oJ every 85 in the State!) to se
cure the data now available in the 1949 Iowa 
Radio Audience Survey. * 

These families represent a mathematical 
cross-section of Iowa's city, town and farm 
audience. Thus the Survey is not only ahle 
to make revealing comparisons between ur
ban and rural listening habits, but also gives 
typical characteristics of the Iowa audience 
as a whole. 

In addition to all the standard informalion 
for which the Survey is famed, the 1949 Edi
tion contains much new and valuahle data 
about changes that have taken place in Iowa 
listening habits, since 1941. 

Every advertising and marketing man who 
is interes!ed in Iowa radio should have a copy 
of this remarkable Survey. Get yours to
day! Write WHO, or ask Free & Peters. 

5 DECEMBER 1949 

*The 1949 Iowa Radio Audiellce Suney is a "mu"t" 
for e\ ery adn'rtising, sales or marketing man who i~ 
interested in Iowa. 

The 1949 Edition is the twelfth annual stud}' of 
radio listening habits in Iowa. It wa~ made by Dr. 
F. L. " 'han of Wichita University-is ba"ed on per
sonal interviews with o\'er 9,000 Iowa families, "den
lifically se lec ted from cities, towns, \'illages and 
farms all o\'er the State. 

As a service to the !>ales, adn'rtising anel research 
professions, WHO will gladly send a copy of the 
1949 Suney to anyone interested in the subjects 
co\'ered. 

WlIHIO 
+ for Iowa PLUS + 

Des Moines ••• 50,000 Watts 
Col. B. J. Palmer, President 

+,:-... P. A. Lo~et. Resident Manager 

, . FREE & PETERS, INC. 
National Repr~sentatives 
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Nation 's largest Magazine 

To say that telc\i<;ion is ~rowing would 

be bromidic To say that ill cight ma

jor lllarkct ~ t c l ei~ion\ audicncc has 

P(lss('d that of thc nation's Iargc~t CIr

cub tcd Illa~a/i nc would be speci fie. 

Such is thc ca..,c. 

Not only has tcle\' ision' s circulation 

and audiencc in thcsc c i1)ht markct'> 

surpasscd thc top national magazinc, 

an ach'cniscr actua ll y rcachc'i morc 

peopl c with thc a\cragc c\ening tcl c

VISion program* tha n through th c 

a\' era~c black and whit c full j)(lgc 

((d , lcrtis(,lll(,llt in this magaZlll e. 

~()W you call dCll\oll strat e your 

product in your prospccts' hOlllcs with 

a mediulll that is human . , , ali\'c , . . 

_col1\incing. And best of all you cau 

rcach lllorc p eo pl e in t hc na t ion's 

major markets than your national 

magazine ad\,crtisclllcnts call reach. 

Ukc most ach'crtiscrs, whcn you bu y 

tclei'iion in the cight markcts liq('d 

helc)\\', you' ll probably select the lead 

ing station-a station rcpresented na

t ion ally by N BC SPOT S,\L ES. 

*The ;l\erage e\cning tcledsion pl'Ogram on a ~tatioll represented h\' :-.-nc Spot Sale~ 

Metropolitan Area 

New York 

Chicago 

los Angeles 

Philadelphia 

Boston 

Cleveland 

Washington 

Schenectady 

Nation's Largest Magazine 

Noters per avo 

Circulation black & white 

1 page ad 

504,713 304,039 
164,986 99,388 
219,551 132,251 
133,202 80,240 

166,641 100,385 
60,279 36,312 
72,485 43,664 
28,019 16,880 

Area's Leading Television Station 

No. of TV Viewers per avo 

sets evening pro:Jram 

875,000 114,866 
254,000 201,515 
251,000 205,064 
285,000 232,842 

177,026 144,628 
102,000 83,333 
69,600 56,864 
38,000 31,046 

Somecs: 'faga/ine <ir(lIlation-Late~t pllhli~hed I T\ sets - :'\BC Re~earch Dept. olficial estimates 
market breakdown of circulation of the maga - (:'\m'. I, 19,19) . \ ' iewers pel' an' rage e\cn ing 
zi ne. :'\otcis - Somee ;l\aila lJle on request. :'\0. of program-C. E . Hooper (Sept. 191~)). 

5 o SALE 
Representing Television Statio ns : WNBT, New York. WNBQ, Chicago' KNBH, Hollywood . WPTZ, 

Philadelphia· WBZ-TV, Bostbn • WNBK, Cleveland . WNBW, Washington. WRGB, Schenectady 

! 
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NORTH CAROLINA IS THE SOUTH'S [I 

NUMBER ONE STATE 

N. 

A 

50,000 WATTS 680 KC 

NBC AFFILIATE 

c. 

RTH CAROLINA'S 

SALESMAN IS 
RALEIGH, N. C. 

FREE & PETERS, INC. 
NATIONA L REPRESENTATIVE 

* also WPTF-FM * 



MUCH RADIO M.O. BUSINESS IS SEA~ONAL. CHRISTMAS TOYS ARE LEADING SELLERS NOW ON STATIONS OVER THE COUNTRY 

Is mail order good for radio ~ 
Treenl carefully, for direct-bY-lIlelil is 110 Illunixed blessill:,! 

~~~:mJ The thumbs-up-or-do\\n 
I • 

~*~~ question of mail order busi-
ness by radio might never be a ques
tion of concern to the industr~' as a 
whole if it weren't for on =- thing. That 
is the fact that virtually all direct
selling-by-radio is on a "per inquiry " 
bas is of compen~ation to the station. 
Industry leaders, including the official 
\oice of its trade as:"ociation, the "AB. 
condemn it as bad for hoth radio and 
advertisers. 

Despite this feeling and despite the 
arguments for upholding the integrity 
of the rate ('arcl structure in the pur-

5 DECEMBER 1949 

eha,;.e of time on the air. th e number 
of stations from tea-puls to 50 kws 
who are willing to consider any P.l. 
mail order deal on its merits is grow
ing rapidly. 

There are reasons for this trend oth
er than the traditional pressure when
eyer business gets tight. These rea
~CJl1S haH' littl e to do with the argu
men ts of some outlets that th ey 
couldn ·t sun·in' without the 1'.1. deals 
they accept. One reason is that bad 
prac-tices of mai l order operators w!ri ch 
tended to ali enate listener loyalty and 
imj'l :mt distrust of all radio advertis-

ing are rapidly being cleaned up. 
Another reason is the discovery by 

more and mure stations of formulae 
of operation which seem to pull mail 
and cash and hold listenership also. 
.Many of them make no secret of their 
claim to earn from two to four times 
their card rates on 1'.1. deals. One 
of the strong arguments against radio 
111.0. IlU~ine:-;s has been that in order 
to make a reasonable profit for sponsor 
and station. Ill.O. merchandise had to 
be priced abO\'e the figure at which 
('omparahle merchandise could be pur
c hased at retail shops readily accessible 

19 

! i _ 

III 



., 

• 

Some no's aud nOIl'ts "~or JlIflil Order Illisiliess 

DO 

I. Offer bargains-and they must al so SOUND li~e bargains when described 

on the air-in quantity, price, etc. (commensurate quality is also a must). 

2. Offer staples-items easily recognized so their use or functions don't have 

to be sold. 

3. Choose products not too generally accessible in area of broadcast. 

4. Pad product so it ma~es a good first impression (this cuts down on 

retu rns). 

5. Use premiums, where possible, to get fast action. 

6. Handle all complaints and refunds promptly and without quibbling. 

DON'T 

I. Oversell. 

2. Offer shoddy merchandise or "bad buys" in any other sense. 

3. Offer "gadget" merchandise (though it does go in some localities). 

4. Make slow deliveries. 

5. Pad items so they'll get damaged in transit. 

6. Start a large-scale operation without first testing item. 

to listeners. This is an aspect of the 
business which stations themselves are 
bringing under control. 

In fact, one of the strongest forces 
behind the "clean.up" trend in the di
rect-selling-by-air field is the tougher 
attitudes taken by stations toward both 
m.o. products and the conditions gov
erning the offers. Today, stations are 
definitely more sophisticated in their 
appraisal of 111.0. husiness. Rules 
worked out from experience of long
time successes in the mail order busi
ness are heing carefully copied or 
adapted by newcomers to the field. 

Organizations for handling radio 
m.o. business, such as that of Donald 
Withycomb and the ::\lail Order Net
work of Harold Kaye, are helping to 
discourage m.o. abuses in radio by 
showing what can be done by adhering 
to better standards of practice all 
along the line. 

Agencies with m.o. husiness have al
ways sough t air-time on stations of 
their choice whenever it could be had, 
provided a proven audience was avail
able. The Mail Order Network of 
Harold Ka~'e offers to program the 
"fringe" or marginal time of a station 
for a mail order operation in which 
-'l.O.N. supplies the advertisers. Such 
marginal time is regarded as that 
which the average station does not 
ordinarily expect to sell- the hours 
after 11 :30 midnight and morning 
hours up to 6:30 or 7 :00 (fringe hours 
will naturally "ar), with the station). 

A number of stations which regard 
P.I. business as subversive of radio's 
rate structure and therefore harmful 
to the industry offer an interesting 
viewpoint on handling such business 
during yery early or late hours not 
previously sold, or in some cases eYen 
programed. WGN, Chicago, is an ex
ample. 

The station, up to late last Septem
ber. signed off at 1 :00 a.m. and back 
on at 6 :00 a.llI. Then they signed with 
::\1.0.N. to program the five hours be
tween 1 :00 and 6 :00 a.m. Commercial 
manager \V. A. l\kGuineas stated his 
thinking as follows: 

"Ob"iously, if advertisers believed 
there were sufficient numher of listen
ers during those late hours they would 
buy time. :\lail order features such 
as we started September 26, 194-9, may 
furnish the e"idence and adequate 
proof to regular advertisers that there 
are listeners between midnight and 

" Big Joe 's" WOR "Happiness Exchange " ~eeps night owls awa~e with music and m.o. pitches 6:00 a.I1I., and those listeners can be 
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advertised to with adequate return per 
dollar spent." 

WGN does not broadcast P.I. adver
tising during reg ular broadcast hours, 
believing it " not only bad for radio 
generally, but also for advertising as a 
whole." Nevertheless, he points out, 
broadcasters have been generally un
successful in selling straight card ra te 
advertising, regardless of how low the 
rate, for the hours between midnight 
and 6 :00 a.m. 

Between the time WGN started its 
late-hour broadcasts and about the 
middle of November it built up, ac
cording to Ka ye, a record-breaking 
mail order response. This was in spite 
of a late mail season in which many 
experienced m.o. stations were off , 
some as high as 40 % . 

The new concept in radio m.o. busi
ness is to regard the listener-purchaser 
as a prospect for many future pur
chases. This demands a certain tech
nique of operation that can't be slight
ed without severe penalties to adver
tiser and station alike. To call this 
concept "new" doesn't mean that sta
tions like WLW, WLS, WNAX and 
many others haven't known and prac
ticed it. As a concept demanding cer
tain rules in product clearance and 
selling it has just begun to be impor
tant to the average station accepting 
m.o. business. 

It has been the custom (i n some 
cases still is ) for a sponsor to offer 
shoddy merchandise, goods in no sense 
a bargain. The notion was to make 
one sale each to as many listeners as 
possible and move on, without regard
ing the purchaser as a future customer. 
This, in the case of dissatisfied pur
chasers, not only meant one less pros
pect for the advertiser, but one less 
loyal-if not lost- listener for the sta
tion. 

Other bad aspects have been copy 
that sold too hard and too long for the 
taste of numerous listeners who other
wise don't overly object to mail order 
selling on the air. Copy that promised 
too much and led thereby to unwar
ranted expectations about the product 
has alienated the trust of many a lis
tener in radio advertising. M.O.N. 's 
Kaye, himself a former agency man, 
felt he knew all the abuses to which 
radio m.o. business was heir. He felt 
he could work out a service to stations 
and advertisers that would build not 

(Please turn to page 55) 
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Plastic apron , table cloth cover are part of four-item package leading M.D. Network sal es 

An air-offer as cluttered as this printed piece wouldn't pull. Radio copy writers keep it simple 
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rrhere's money in matzos 
Dov Ber Manischewitz, firm 's founder 

Bdore thp B. ~Ianischc\\ i:z 
Co. hit its ~tride in radio, 
"matzos" and "gefiltt' fish" 

were \\ords tlIP a\'Nage list ener mi gh t 
ha\'p caught only in cro~sing the unex· 
plored territory of thp dial whi ch is in. 
habitNI by the foreign.language sta· 
tions. Or pnhaps during an install· 
ment of Tlw C(lldherg~. Latf'ly , how· 
e\'er. dial.spinn('rs ha\'c hea rd them be· 
t\\ppn hreakfa:;t ('ourst'!" \\ ith Dorothy 
&: Dick on WOIL " e\\ York, and bc· 
twcpn records on \v.\lC:V1. And on 
more than 30 ot ht'r s tati ow,; across the 
conntry. Since 0111) half of thesp s ta· 
tions are foreign·language outlpts. thou· 
sands of li~ten :" rs with a ) pn for new 
horizons in food are di~cO\ ering for 
the first time the dplights of ge fiitp fish 
and horscht. and other tradit ionall y 
Jewish di ~hes included in the \Iani · 
sch witz line of more than 70 foods. 

The firm whi('h sets the pace for all 
other matzo makers was founded in 
lB86 hy Dol' Ber Manischewitz. whose 
grandsons run t he business today. 00\' 

Ber probably marveled at his own ex· 
tra\'a~ance as he sheilI'd out S100 for 
the firm's first advertising hudgpt in 
1911. He ('ou ld scarcely have dreamed 
that his grandso1\s would ~pelld more 
than $100,000 in onc year for radio 
a( h 'ertis ing alone>. and consider it tht' 
wisest of inwstll\ents. 

The l\IaniscilP\\itz ('ompany dimiJp<.\ 
to the forefront by rp\ol ut ion izing tl\(' 
sale of a IJro{lu('t \\ hich hefore had 
little or 110 brand identit\'. Till' firm 
bought its first radio t;lll~ nllll'(' than 
20 ) ea rs ago, and ha" ahead) takell 
the video pillnge>. Thi" forward·look. 
ing attitude. not too oft('11 fOllnd in ' 
falllil~ ·dolllillatpc\ ('ompani('s. has ('har· 
acterizpd tllP \Iani~('hewitz dan since 
its American hi,tor) be>gUll. Dov Bpr, 
patriarch of the fan:ily. had ~ludipd 
for thp rabhinat!'. But ill 1336 Iw l<>ft 
his birthplac(' in Ea,,!e>rn I':uropp and 
came to \('w York to make hi-: for. 

tunc. Findill/! Ihat cih with a surplus Droll Morey Amsterdam sold fish, matzos with music and laughs on his WHN 
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wide ning its kos be.· food lI.a.·I~ets , ria I·~l(lio 

Barry Sisters, singing stars of "Yiddish Swing," carried transc ri bed on more than 20 outlets 

5 DECEMBER 1949 

Spots now sell over 70 products 

uf young men who had the same fixa
lion. Dov Ber moved to Cincinnati with 
his budding family. That city, then 
as now. had a sizable l ewish commu
nity. Narrowing down the fortune
making possibilities, he decided to 
open a matzo bakery, utilizing some 
of his highly original ideas about 
eq uipment. 

A warmhearted Cincinnati iceman 
offered him space above his ice·cellar 
for a small bakery and Dov Ber was 
in busines~, with his wife's help. With 
the aid of ingenious matzo.making 
equipmen t of his own design, he was 
~oon turning out acres of thin, crisp, 
uniformly.baked matzos which sold 
like hotcakes. By 1913 the original 
advertising budget of $100, invested 
in Je\\ i~h newspapers, had been tripled, 
and l\lanischewitz matzos were being 
shipped all oyer the country. Before 
the ~lanischewitz firm began triple
wrapping their products to keep them 
fresh longer-an important innovation 
- matzos had always been baked and 
sold loosely; mass distribution to dis
tant points had eviden tly never been 
considered. 

Do" Rer died in 1913, leaving three 
daughters and five sons, and the boys 
look over the business. The young 
Manischewitzes stepped up the mod
ernization of the Cincinati plant, and 
added companion products to the line_ 
I t now includes- in addition to many 
kinds of matzos and matzo products
a complete variety of soups, se,-eral 
kinds of preserved and stuffed fish, 
wines, crackers. condiments, and clean
sers, all "Strictly Kosher." The ad 
budget. meanwhile, jumped to $8.000 
in 1914. to $15,000 in 1915, to $40.000 
ill 1920, to several hundred thousands 
of dollars in 1949. They widened their 
selection of media to incl ude •. Anglo
lewish" publications- those printed in 
English for lewish communities- as 
well as the Yiddish papers. 

( Please tum to page 40) 
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rl~he advertiser 
rediscovers SPOT 

the seleeti,re Illedhll .. is beeollliug basie 

millions 
of 
$ 
'OO~~ 

40~4--+--~+--r~--+-~~--+-~-+--+ 
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There's a new feeling about 
spot. 
Often thought of as a small

budget vehicle for small results, or as 
a kind of supplementary advertising 
tool. spot is showing every sign this 
fall of taking an equal place with net
work as a basic medium. Statistics, 
the steady dribble of reports on new 
business. a general air of well-being 
among the representatives. enthusiasm 
among advertising managers and agen
cies, all indicate that spot won't con
tinue to be the plain sister much longer. 

"Spot," one advertising agency ex
ecutive said. "was once looked upon as 
the cat and dog of the radio business, 
a medium for small advertisers. That 
attitude is definitely changing. Na
tional advertisers are using it regular
ly. on big budgets. Some are using it 
exclusively." 

The cold figures sho\,' that more and 
more advertising dollars have been 
poured into spot every year since it 
began in 1927. The $100,000,000 in
come in 1948 compared favorably 
wi th the $140,000,000 earned by the 
national and regional net works togeth-

1945 1949 
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er in the same year. And despite a 
summer slump, station representatives 
feel that the expected lOr~ , increase be
t ween September and December will 
bring spot's 1949 average increase up 
to at least five or six percent. 

Another evidence of the new impetus 
of spot broadcasting is the almost daily 
reports of one large advertiser after 
another embarking on spot campaigns. 
The list is already long and represents 
almost every kind of product. Stand
ard Brands, for instance, which of late 
has spent practically no money on spot, 
is now going into it heavily for Tender 
Leaf Tea and Chase & Sanborn coffee. 
Bristol-Myers is a similar story. Kel
logg, which dropped Galen Drake and 
its nation network "Breakfast in Holly
wood." is covering some 75 markets 
for All-Bran and several more than 
that for Pep. The automobile com
panies - Ford, Buick, Oldsmobile, 
Kaiser-Frazer-are using spot to launch 
new models, often with the co-opera
tion of dealers. Crosley put its fall 
line of appliances before the public 
with a $2,000,000 contest that was pro
moted on almost 300 stations. Wesson 
Oil dropped nighttime network early 
in the fall to buy spot time in seven 
West Coast markets for a new tran
scribed daytime series. General Elec
tric has begun a nationwide campaign 
of station breaks for G.E. lamps. The 
long cigarettes - Embassy, Fatima, 
Cavalier. Life, Pall Mall, Regents-are 
buying spot heavily, as are the new 
cold remedies. Curtis Publications, 
Ward Baking, United Fruit, Colgate, 
Schaeffer, Schick, Pequot Mills are 
joining, or rejoining, the ranks of the 
spot buyers. New products will, of 
course, continue to introduce them
selves to the buying public via spot. 

But there is more to the spot story 
than meets the eye in the statistics, the 
reports or even the new enthusiasm 
permeating the offices of the station 
representatives. In talks with adver
tlsmg managers and agency men who 
are buying spot, SPONSOR found evi
dence of a new attitude toward the 
medium, an attitude that can best be 
described as enthusiasm for spot 
broadcasting as a basic medium-a 
new realization of how the long-recog
nized characteristics of spot , flexibility 
and high power can best be used to 
solve individual selling problems. 

One advertising manager s aid, 
"We're definitely planning to spend as 
much on spot as on network. It 's a 
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Spot 'S GflilliJlY "II,JCtus "eCflllse: 

1. Spot IS gain ing a reputation as a basic, rather than supplemen

tary, medium, 

2. I ts market impact is so lving regional and seasona l sales prob

lems, 

3. Advert isers' interest in a f lexible vehicle is increasing, 

4. St rong consumer sa les resistance indicates the use of a hard

se lli ng vehic le 

5. Dea ler-manufactu rer adver t ising cooperation is increasing. 

case of getting our message across." 
The account executive for a large 

food advertiser said, "Our product 
varies both in geographical and sea
sonal use and we need a highly flexible 
medium. Don't ask me why we never 
realized it before." 

What does this new attitude stem 
from? Why is it developing at this 
time? Basically, the attitude is rooted 
in the economic facts of 1949 that are 
bringing pressure on every aspect of 
American business. It is news to no
body that the business of selling is not 
what it was in war and perwar years. 
Instead of shortages, there is high man
ufacturing production; in place of a 
seller's market, there is high consumer 
sales resistance. There is a problem 0/ 
moving goods that should sooner or 
later make everyone engaged in selling 
examine his methods with a magnifying 
glass. They will have to make sure that 
the methods they have been using are 
effective, that they do not dismiss new 
methods. or old methods, without anal· 
yzing all their possibilities. They will 
have to digest the meaning of the state
ment made by A. C. Nielsen in an ad· 
dress to the Grocery Manufacturers of 
America a few weeks ago. 

"Your advertising," he said, "is not 
measured solely by the amount ),ou 
spend, but also by the skill with which 
you spend it." 

It is this kind of thinking that is 
responsible for the new spirit of curi
osity about ways and means, the de
termination to not overlook a single bet. 

Forward-looking buyers of advertising 
are no longer saying, "Sure, spot's 
flexible and hard-selling"- and then 
forgetting about it. They are con· 
scientiously analyzing the specific prob
lems that are facing them. analyzing 
the media that are available and then 
matching the results. It is undoubtedly 
true that as more and more careful 
scrutiny of media becomes the rule 
ra ther than the exception, many ad· 
vertisers are going to come up with 
the decision that spot is the medicine 
for their special ailments. If they have 
regional or seasonal problems, they 
will probably choose spot as a main
stay. If uneven distribution is the 
trouble, spot will look good to them. 
A single ailing product in an otherwise 
successful line may indicate the use of 
spot; so maya new line, a new prod
uct, or the need for dealer good will. 
But whatever the choice of media is, 
the effectiveness of the advertising 
buyer's decision \\'ill depend on how 
thoroughly he has studied his own 
own situation and how completely he 
understands the function of all the 
media. 

In line with this. there should be a 
new scrutiny of the material that goes 
over the air. Several of the people 
contacted by SPONSOR felt that this is 
already taking place, that the approach 
to advertising is definitely changing 
to the user's viewpoint. Phrases like 
"first in sales in the U.S. ," "Largest 
manufacturers in the world" will dis-

(Please turn to page 43 ) 
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What's wrong 
with daytime 

progranling~ newest name 

Net\vorks h~l\'e \ 'ihll rebuildin;,! 

to do .. ~1IJ(1 little thue to do it 

Network radio is suffering from a 
c rick in the kilocyclps. Wrest ling for 
position against JIIany media, network 
radio hal' ~t rained i ts muscles, and the 
wrench is most apparent in Lroad day
light. For it 's in the daytime that net
work radio i!' weakest. -

gaps must be fill ed- through prog ram· 
inf!o The four networks showed a to
tal 4.3 pprcent de<:rease in gross time
~al es for the first nine months of 19-1.9. 
a~ compared with the co rre~ponding 
pf'rio(1 of 1948; their g ross income 
from thi~ source went down from last 
) ear's $144.899,999 to S 1 39.111.4S~ 

when this year's fi gures were toted up 
to the end of September. Whi le a part 

Nothing i~ more ,-ital to the net
works now than the daytime pattern. 
There are holes hig as fists, and the 
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I. IDEA AND PROGRAM SCOUTS; On-the·spot scouting, a technique long 

employed by baseball teams and big buyers of spot, can be used by ad 

vertisers, agencies, and networks in uncovering grass-roots ideas, programs, 

talent. SPONSOR su ggests close analysis of affiliate station programing. 

2. EXPERIMENT: There's been too little creative spark, too little desire to 

spend time or money in experimenting with new program for ms. 

a. ANALYZE OUT-OF-HOME AUDIENCE PREFERENCES : Study the inter

ests and tastes of the substantial dayti me out-of-home audience. 

. a. AFFILIATE PROGRAMING AWARDS: Those network affiliates who con

tribute most to network programing should be encouraged and rewarded. 

National recognition of station program ingenuity will go a long way. 

ir. the net daytime orbit is screen star Edd ie Albert , 
whose experimental N BC show may precipitate a trend 

of this g ross loss of S5.788,546 was 
due to general economic conditions, 
a substantial portion of the drop was 
caused hy television's in roads. 

Television, however. is still primari
ly a nighttime medium and is likely to 
remain so for some time to come. If 
the networks are to make up for losses 
from time sales due to television or to 
any othf'r factor, they must do so in 
the da, time. Their onh- chance to ac
rOlllpltsh the da ylight- comeback is 
through fresher. smarter. more "igor
ous day time programing. 

Da) time radio must be the '·c ross· 
rp{erence" between the two hroadcast 
media. hC'lween the aural and the 
dsual sides of the business. That 
term "cross-reference" comes from 
Dr. Frank Stanton. president of CBS. 
who has told SPO)\iSOR: "Daytime ra: 
dio is more important now than it has 
e,-er heen. due to television's giga ntic 
expansioll.-' 

Another of radio's topmost execu· 
tives put it this wa~' : "[xcept for 
(·xtraordinary spec ial e' -ents-say the 
\\r orld ~eries, or the Presidential In. 
auguration TV's impact on the da,-· 
time audience, ~londay to Friday. 'is 
negligible. TV's impact begins to be 
felt at dm:k weekdays, and knicks some· 
what into radio on Saturday after· 
noons, sometimes on Sunday after· 
noon. The rest of the schedule-the 
weekday daytime hours- is radio's . 
Hadio must take ad"antage of it." 

AIHI, just to make it unanimous, 
SPO:"SOR was told by the general man· 
a~er of a network affiliate: " It is ob-
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udl-ence participations like "Lad ies Be Seat
ed " are liste ner buil d ers d urin g day kl-d str~ps feature the late af.ternoo.n . I n. this 

ti O:1e a Choctaw princess is qUizzed homemaker programs, once numero~s , a re f~ w 
now. Betty Crocker is favorite 

vious that the daytime programing be
ing sent us must be improved. The 
morning does not arouse much enthu
siasm-and the afternoon is vying for 
the same dubious distinc ti on." 

Daytime, Monday to Friday. the net
works too are often in the weakest 
posItIOn. Across the country, many a 
local station piles up the greatest 
amount of listener loyalty durin g those 
hours, running far ahead of the COlll

petition offered by the chains or piling 
up ratings that the nets would envy. 
Smi lingly , network affiliate often run 
ahead of their nehvorks. 

In Hooper's last local May-through
September measurements. KLZ had a 
40.4 share of Denver's broadcast au
dience in the hours of H-lO a.m. KLZ 

is a CBS affiliate. so comparison with 
the network 's morning audience rating 
is called for. The net's ~hare of au
dience between 8 and 10 a.m., accord
ing to Hooper's latest figures as of this 
writing, averages 23.0. 

In KLZ's case, as among many oth
er of the successful local stations. it is 
program pattern that makes the differ
ence. KLZ hits the jackpot by serving 
farm interests and stressing news in 
addition to rUIlning the entire gamut 
of CBS network programing. includ
ing daytime serials. Other locals ac
complish the feat through block pro
graming. through specializing on the 
wants and needs of their special home
town audiences. through understand
ing what the local listeners are most 

eager to hear. And the stations lead
ing in local popularity are not neces
sarily the network affiliates, Il or always 
the outlets with highest pov,"er. 

Memphis' 250-\vatt. independent 
WHHM is as strong in its area as Bos
ton 's WEEI is in the codfish metrop
olis. WEEI with 5,000 watls is a CBS 
affiliate that does very well by itself
but Boston's WHDH. another in 
dependent. is giving all the competing 
outlets a run for their money, and so 
is Worcester 's WNEB. 

Down in Nashville. WKDA rea rs its 
head against the two local. 50.000-
watt. NBC and CBS powerh ouses. WSl\1 
and WLAC. With independent status 
and only 250 walls. WKDA took No. 

(Please tllm t o page 60 ) 

Irly a m waker-uppers are part of d a yti me 
- - progra ming . Affilia t es d o t his iob sports feature the fall afternoons. The football 

roundup is the latest network innovation soap operas are backbone of pm program 
ing . This is "Perry Mason." 

I 

I ' 



Greatest Story Ever Told owes radio life to Goodyear's Litchfield Cavalcade of America was 2nd to " Greatest Story" in radio a ward s 

TII'~e II 10llg loo'~ (It 

Sponsored public service 
FreedolllS Foundation u\\rards l)rove that r.ldio C.ln forget 

its eOlluuereial ser,riee inferiority eOIllplex 

" Don ' t taint radio's puhlic service 
\\ ith commercialism" used to be stand· 
ard advice to broadcasters as they en
tered the fi eld . 

""You can't du a profitable advcrtis
ing job with publ ic service radio" is 
st ill a potent advertise r and agency 
(·ol1(·epl. 

This hugaboo, largely promulgated 
h) FCC sentiment, though of late 
sumewhat tempered by that body, has 
kept many adver tisers ofT the air with 
logical campaigns. The situation im
proved when the FCC relaxed its stand , 
hut not much. 

But today radio can look for a sub
stantial impro\'ement in the feeling to
ward sponsored public service. And 
it can thank Freedoms Foundation, 
which on 21 No\'ember ga\'e cash 
awards totalling 572,000 (pl us 203 
gold medals) for the hest contribu
tions during the last two years to the 
Ameri("an way of life, for poin ting the 

way. 
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Of the 15 radio awards handed out 
by General Dwight D. Eisenhower on 
that day , embracing the whole field of 
pu blic service radio, sustaining and 
commercial. the first prize went to 
" The Greatest Story Ever Told:' spon
sored by Goodyear Tire and Rubber 
Company oyer ABC; the second to 
"Cavalcade of America." sponsored by 
E. 1. duPont de Nemours Company, 
o\'er i\BC. The third went to "The 
Bon Bon Show." a uniquely signifi
cant participation program sponsored 
hy a wine compan y, a furrier , a fur
niture store, and a cosmetic manufac
turer over WDAS, Philadelphia. 

Thus, in the eyes o f a nation and 
the advertising fraternity. radio's spon
so red public sen'ice comes into its 
own. 

"The Greatest Story EYer Told," 
now an American radio institution, 
carne on the air 26 January 1947 as 
all adven ture in advertising. Spon. 
so red hy a compan y that sells tires. 

rubber fabrics, and many other rub
ber products, it was the first commer
cial program aimed at a mass audience 
using no cummercial copy beyond the 
introductory '"The Greatest Story Ever 
Told. presented by the Goodyear Tire 
and Rubber Company" and the sign· 
off "This program was brought to you 
by the Goodyear Tire and Rubber 
Company." 

For this Goodyear has budgeted an 
approximate SLOOO.OOO annually since 
1947 and is well satisfied with results. 
In three years of broadcasting Paul W. 
Litchfield , Chairman of the Goodyear 
Board, and Jim Ellis, President of 
Kudner Agency. Inc ., who brought 
"Greatest Story" to his attention, ha\'e 
realized the full commercial impact of 
a program based on The Bible. ~oth
ing that Goodyear has done has come 
close to this series in building intense 
enthusiasm, lasting goodwill, and ap
preciative sales. While reacti on to the 
program is excellent in the cities, it's 
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in the rural areas where the church is 
closer to the people that Goodyear has 
gained most. Here Firestone auto and 
tractor tire sales, traditionally the 
leader, is feeling the effects of its com
petitor's unique campaign. In both 
city and rural areas the deluge of 
"Greatest Story" commendation by 
civic, business, and religious groups 
has added up to increased acceptance 
of the Goodyear line. The days of 
Christ are depicted so creditably that 
the Anti-Defamation League. a divi
sion of Bnai Brith. sent out 300.000 
cards to its members urging them to 
listen. Practically all denominational 
leaders have endorsed it at one time 
or another. 

In September. 1947, SPONSOR took 
cogn izance of Paul W. Litchfield's CO Il

tribution to commercial radio by se
lecting him "Sponsor of the Year." In 
doing so we wrote: " He recognized 
the vital need at this time of sp read 
ing the doctrine of 'peace on earth to 
men of good wilI. ' He was named 
Sponsor of the Year for this reason 
and for still another. An industrial 
empire runs on profit. Although a 
$1,OOO~pOO a year broadcast program 
might ':;~spread the guidance of the 
g reatest teacher of all time, it still ha~ 
to sell Goodyear tires and rubber 
products. It does. " 

,~ 

duPont 's "Cavalcade of America," 
longtime historical and achievement 
dramatic series broadcast over 152 
NBC outlets, fills a distinguished role 
in U. S. radio. Its second award by 
Freedoms Foundation, whose president 
is Don Belding of Foote, Cone, and 
Belding, is no surprise. For in addi
tion to being highly educational. "Cav
alcade" is highly entertaining. If its 
budget is heavy, so is its audience. 

The duPont dynasty is peculiar!) 
vulnerable to governmental anti-trust 
suits, as recent events prove. And the 
imprint of "Cavalcade of America" on 
the American home may yet prove the 
best advertising investment duPont has 
made. 

Although "Cavalcade " normall) 
originates in Hollywood, where it has 
ready access to the stars who headline 
its weekly half-hours, it does a good 
deal of traveling from time to time. 
Not content to just build good-will and 
app reciation of the multitudinous du
Pont products with Mr. and Mrs. 
America. duPont uses the show to ce
ment employee relations. 

(Please turn to page 44) 

5 DECEMBER 1949 

I 
i • 

George (Bon Bon ) Tunnell, inspecting furs sold by one of the sponsors on his WDAS show 

II 

Bon Bon congratulates Howard T. Reynolds, who won $1 ,500 for best orig ina I tune fo r program 

Sponsor Thomas Egan agrees with Bon Bon that American ism and entertainment are partners 
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In a pickle? 
Advertisers who know their onions 

know there 's nothing like the warm and 

friendly salesmanship of home-grown 

talent to solve their sales problems 

in local a1'eas. 

As in the case of one of the nation 's 

la1·gest tobacco companies. t Thanks to a 

Radio Sales Account Executive, they 

bought WBT's big star, Grady Cole, and 

built their entire pl'omotion campaign 

around him in the Ca1'olinas. Now? 

Sales are driving ahead of the pack .. . 

and this big ciga1'ette advertiser 

has found that using local live talent 

gives his coast-to-coast campaign 

extra momentum, 

Illustrates why national spot adver

tisers now use more than 750 local live 

talent broadcasts each week on the 

stations l'epresented by Radio Sales ... 

1n 13 of your most important mar keb}o 

t A nother rea l-lif e sto ry 

RADIO SALES 
RacHo and Telev'£s1'o n Stat1~ons 

RepJ'eselltat1't'e . .. CBS 
Radio Sal es I'epresents the best r ad io station - t he C BS 

one of cOUl'~e - in Boston, New York· , Washingt on , 

D. C., Ph ila delphia · , Hichmond, Cha rlotte·, Birmin gha m*, 

St.. Loui s, Chicago, :\1innea polis - S t. Paul. 

Salt Lake City· , Los Angeles· , San F ra ncisco, a nd 

t he West Coast 's leading regiona l network. C· And t he best 

TY !' ta t io n in th ese ma l'ke t s.) 
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PROPS H ELP SELL PREMIUM AND PRODUCT AT SAME TIME. BIG BROTHER BOB EMERY DOESN'T TRY TO OUTIALK VIDEO. 

PART TWO 
OF A 2 PART STORY 

Sponsors find thut snu.1I fry go hook, line 

.1!II.mI They 're easy to muff. 
I • 

~~~ ... Still , the almost fantastic 
promotional ad,'an tages enjoyed by 
premiums offered on televi~ ion hm'e 
bpen co rrall ed hy a numher of ad\'er· 
ti se rs. Premium·happ), kids are tll{' 
ohje<:, t o f the g reat majority o f toda y',.; 
prpm ium offers. But the promotiona l 
pluss('s apply j u:-t as emphaticall y to 
pH'miullls offe red adults. 

OIl{' reaso n ad ,'e rtis{'fs gi\'P for hold. 
illg ofT on " plus" offers to help move 
prod ucts is tllf'i r tlc'sire to learn more 
ahou t the nH'<iiulIl hpfor e devoting 
('omnlPrcia l ti me to prpmiull1 offers. 
This makes sense. \'p\'{'fthpit>;;s, pio. 
1H'{'fiI1f! users of tl l{' \ isua l air have 
dp,'ploped som(' ;;ou lld gu idepos ts fo r 
usin~ prpmiums (~ fft'di, ' e l y. There's 
110 rpason IIUll1prOllS sponso rs can ' t 
take ad,'antage of wha t the tra il·break· 
('rs han' learned. 

T l/(' "ideo clo('s the sell ing. Just 
pointing a camera at somethin g is 
w()r~p than u"'ek;;;.;. FiHinf! the air 
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and sinker for video prelniuDls 

with words about the object doesu't 
help ei ther. The real pitchmen of 
video will tell you the introduction 
and " selling" of a premium on televi· 
sion has to be ca refully planned so the 
aud io and "ideo don't cancel each oth · 
e r out. 

Another phase of the planning 
lllakp" su re the item offered is tied in 
wit h the <.: haracters, the act ion and 
mood o f thp show, and, where possible, 
th e produc t being a(h 'ert ised . 

\\ ' lwn Wh iteha ll Pharma<.:a l Co. 
wanted to offer " In j un Bats" on Du, 
Mon t's Small Fry Club, the agency 
( D,F·S. ~ew York) ga\e 1l1.C. Bob 
F:men ( who owns the show ) a free 
hand in huilding up the offer. :\Iprely 
to relatp in words Ill(' points co\'ered 
in ";;plling" a premium by an expert 
like Small Fry's " Big Brother," Bob 
Enwr) isn' t enough. You han' to see 
him in action . S till. it ' :; important to 
be a ware of the thin king beh ind the 
selling. 

The most important thing, according 
to Emery and others experienced ill 
making video offers, is to tie the offer 
into the show as closely as possible. 
Making the premium a part of the 
show lends it a pulling power it 
wouldn't otherwise ha\'e. That's be· 
cause the youngsters identify them
selves so fen 'entl y with fav orite char· 
a<.: ters. 

Boh Emery is. of course, the ma in 
cog in Small F r )', so he told the kids 
about the Kolynos " Injun Hats." Kids 
go best fo r things they can play with . 
handle or mani pul ate wi th their hands, 
things with some \'ariety in their use. 
The Indian hats were of fel t. made in 
such a way they could he worn a t any 
a ngle 0 11 the head, worn as a mask 
o,·er t he face. or worn at the back of 
t he head (th is went o\'er grea t wi th 
many kid s- pulled an extra Kolyn os 
cart on from those who wanted to wcar 
111'0 faces ). 

Copy ,\'r it ers for television are main · 
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THE~S "LUCKY PUP" CHARACTERS ARE REAL TO THEIR YOUNG FANS. THIS SET OF PICTURES FOR 15 CENTS WENT LIKE MAD 

ly former radio copy writers, and their 
first tendency is to write too much 
copy for a video demonstration. (This 
is a major complaint of the experi
enced video pitchman). Emery care
fully avoided using an avalanche of 
words as he demonstrated the hats to 
youngsters in the studio for the benefit 
of those watching at home. He le t 
the camera tell its story as the small 
fry showed off the hats. Then, at 
points which didn't distract (r.om ,tht: . 
video demonstration, he told them how 
they could play with the hats. 

They could thrill and chill their 
friends; use them for games; hang 
them on their room walls as masks 
when not in use. They could make 
people look at them twice-£oming 
and going. And the hats were made 
of real felt , just like Daddy's. After 
the planned eight offers ( twice a week 
for four weeks), demand continued so 
heavy that Whitehall had another batch 
made up and after a two-week hiatus 
made the offer three times a week for 
two more weeks (a total of 14 offers 
in six weeks). The requirements were 
25 cents and the face of one Kolynos 
carton. Twenty-five thousand young
sters and their parents (who wrote for 
those too young to write for them
selves) sent for the hats. 

It 's easy, in the heat of putting over 
the premium, to forget the premium 
is only a means to an end-promoting 
the product. But even the business 
of demonstrating the premium can be 
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made to include product references. 
The Indian hat promotion included a 
jingle, sung by the kids on the show. 
to the effect that Kolynos tastes like 
candy. 

This same technique was used to 
promote the product on Howdy Doody 
(NBC ), Bob Smith's puppet show. In 
making the premium toy television set 
offer for Colgate's toothpaste, Howdy 
Doody demonstrated and talked about 
. how much fun the .. set WfiS. The minia
ture toy had a circular film with five 
pictures in sequence featuring charac
ters from the show. The sequence is 
viewed by turning the film with a fin
ger while peering through the tiny lens 
in front of the set. 

Other members of the cast made 
remarks about the set, each in char
acter. Mr. Bluster, for example, was 
completely negative about the whole 
nonsensical idea. But, when finally 
persuaded to peek through the lens. 
he began to succomb. Teasers of what 
viewers could see on the films (five 
different films went with the set) were 
shown via enlarged replicas. One of 
the sets ended in a Colgate toothpaste 
commercial. However. despite the time 
given to building up the offer, the 
H oody Doody family never let people 
forget the sponsor and his product. 
A toothpaste jingle was woven into the 
action. Other product mentions were 
worked subtly into the scene so that 
the product got its quota of selling 

(Please turn to page 52) 
Colgate scored big hit with miniature TV set. 
Kids quint into set, see shots on film lae this 
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"'1'0\ "'01{ (on-.. li,lakti La-. n"dli(' Li l!ht S. I'o\\('r 
\( ; E\CY: Plal'.·d (Iired 

( \1'~lI.L ( \"'1', IIbT()H\ ' J) uri /l ~ the' pa s t thr ee 
mon ths that th e " /loff/('fllah'rs' l< ol1ndl1/J" has b('e1l tell' · 
ras t dirl'd fr011l the /l om f' Sf'n:ic(' Burt'all 'S kit chl'n each 
Tuest/a\" aft ('1"/1 0011 (It J o'clock, ICe have f~I11/(1 tltat /1U~lI )' 
nolti11l ol l' hO/l f, I'll'il 'es art' illt('TI'sted ill s('elll{!. (llId heartll{!. 
alJIIllt 11 1'1/ ' cookin g itll'a.~ <l1ld .\easollal .w~~esti()/I s. Tlt e 
111(11/1 1('111'1"5 11111Itl'!c'IJh01l(' ("(Ills reql1l'still{!. thl' mellus (1wl 
rt'cil'l's I1s('(1 on till' I'ro{!.f"(/ff/ intiicat(' (111 illcreasing aU.di. 
('11("('. Tell'l'lsioll is ("('rtaill/r (f direct ff/(,thod of slw/(."llI g 
th (' 1'(1,\e Irith Iritich (,\C(,lIellt ff/( 'als call b(' p'l'[)(lreef. 
\\ \1 \H ,T\ , llaitilllll[f' I'H()( ; J{ \\1 : " ll ollH'mak t' r ~ ' Hountlll p" 

results 

~PO\ ~OH: ~Iwrlllall Clay &: Co, AGI::i\CY: Goldthwaite·Smith 

r ·\I " l"LE C:\S!:: HI~TOHY : A few mOllths ago, S her-
mall Clay begml spolI.wrillg a fifteen millute telecast called 
" .lIl1 sic Albl1m on Frida y evenings, 9·9:15 [).m. After 
three or four telecasts, th ey could idelltify enough C/lS· 
tomerS- ll ew Cl1stom ers, thlIt is- who had heard abol1t 
their prodl1 cts through the TV show to jl1stify their SpOil· 
sorship. As a result, durillg the first four telecasts, they 
soltl jOlT r /I a11111101I(I organs, tit ree Spinel organs and tit ree 
deeIJ·/ree::e 11 11 its (approximate total sales of S1 7,000 ). 
On th e strength of this there was a 13·u:eek rellelm/. All 
taieTl t is local. 
K I'IX, ~an Francisco 

.... I'O \ .... OH: Frig itlinner \ CE,\ CY: Hothman &: Gihbo ll~ 

C\l' .... l I.E L\~E III STO HY: Frigidillll er mallllfactures a 
jro::1'1I dinll('r u'hich call lJ e placed ill all ovell and be 
rearly for sen'illg in twelve minl1tes. This product had 
IIt'I'(' r Iwell adl.'ertisf'c/ ill t h (~ IJill sllll rgh area and th(' 
fIl(l 1111 fad urer decided to 11 S(' T V as the ollly t1~hertis ill g 
f1I('r/illm. A hall-hollr of local high school foo tball high. 
ligh ts l/'(l.~ sholl'n olle Satllrc/a), afternooll before th e 
\orllt ll ('s t(' r1/· IJill ga11le al/ll thl'ir pholle lII1111ber sholul 
lor fiv(' .,('comls al/ll allllol/lI<l,d ()f/('e. The TI',wlt Ica .~ 50 
("alIs dl/rillg thf' Wlmf'. (I wI :.!5() calls alter th f' game. 
Fri{!./ll inTll'r [,as Sill l' I' "tart('tf a 0IlC-11Iill/1t(' sl'ot awl has 
(III rag('c/ /l/O Tl' tltaf/ ISO JlIIOf/(' ralls IlI'r all110111lC(, 11Iellt . 
\\})T\ : Plll-blirgh I'HOC H \ \1 : 5pot-

:-;1'0\:-;01{: IIl1glJt'-'Pl'ter~ IIJ(·. AGE,\CY: Plal't'd direct 

CAI'~lLE C:\~E III:-;TORY: SeveralmollthsagoHughes. 
Pf'ters In c., Cillcinnati, distributors for Emerson television 
(lml radio sets, purchased fl. quarter.hour portioll of a TV 
sholt', "The SOllg Shop," a live lfICPO·TV presentation. 
/Jl1rin g the 15 milll1tes, Emersoll TV sets /Cere stressed 
alief at the p/ul of the mOllth (SeIJtember ) I1l1ghes.Peters, 
IlIc. , said they had soM j ,000 Emerson TV sets a.1/(1 had a 
ba<>k order of 2,000 sets. All of this It'aS allribl1ted to "The 
SOll{!. Shop" headed I), P(1l11 IJix01l who ad·libbed the 
Emersoll ('0111 fII ercial s. 
\\'CI'O.T\ ', Cincinnati PROCRA~I: "Tile Song Shop" 

r , 

CI~I~l\XIN(' 
!----------------------------I 

~I'O\~OI{: Oklahoma Operating Co. :\GE:\CY: Lowe Runkle 

C.\P~lLE C:\~E III~TORY: To popl1larize its pillow 
cleaning and rejuvenation service, Oklahoma Operating 
Company decided to test its oDer with one·minute demon· 
strations dl1ring "Talent/lunt" (8 :00 to R:15 p.m. Tues· 
day I. ,\0 other media leus used. After the service u'as 
plugged 011 three Iceekly shows the firm reported more 
than 2.000 orders at 75c per pillou', or at least SI,550 ill 
sales. Although this service has not been featured the 
past three u;eeks, the president of the firm wrote, families 
are still sending their pillows to I1S in direct response to 
this mlvertisillg. 
WKY·T\ '. Oklahoma City 

~PO:\'SOR: Wilson &: Company 

PROGR;\\I: "Talent 1I unt" ' 

AGE:\CY: ;-';ot named 

CAPSULE CASE HI~TORY: The meat·packing fir11l is 
one of a group of five sponsors of "Uncle Jake's House" 
a sort of TV rt1mpus room in which Gene Carroll tells 
stories. reads moppet mail, and cOllgratulates birthdayers. 
Wilson pll1gs its Ideal Dog Food b)' Imy of two clwrac 
ters. "Specs" (dog) and "Clarence" (cat L Some idea of 
leltnt "Uncle Jake's House" has done for Wilson can be 
gathered ill the statement of a Wilson Company spokes· 
man /Cho says that television is responsihle for opening 
several hundred nelt' dealer outlets in Cleveland alone. 
"E\\~, Cle\planrl PROGR .\H: 'Tnelp Jake'~ Hom e" 

KITCIII~X 

SPO\::-;OR: Tht' Baker Compan) .\GE:\CY: :\e1~o ll·WiIIi5 

C\r~( ' LE C:\~E III~TOHY : The Baker Company I1til. 
izes the "Idea Jackpot" program to sell its household ap
I'liallces and kitchen /1tensils . Wes Farmer, hobbyist, ill' 
ventor and a former editor of " Uechanix Ilillstrated" 
gives video viewers an expert demonstmtion of the COIll· 
[)(1n y's IC(lr es. In addition . 1f! es discllsses lIeeds and u'allts 
of m(lflllfactllrers for other n(' /I ' ideas. The combinatioll 
of TI ' and ,11 r. Farmer"s kitchen techlliq/1e has th e Haker 
C011ll'allY satisfied witft Ichat is apl'areTltly a sl1 ccessflll 
ad t'erti.~i1/~ ,('cille. As a specific example. floar sifters 
(/1/(1 [/a stry rollas sold Ollt at th e store the rlay after a 
tf t'm ollst mtion. 
\\TC '\ .T\ , \l i n neapoli~ PROCH .\ .\): " Idea J ac kpot" 



if you 

want to 

cover the country ••• 

talk to Du Mont. 99% of the 

television receivers in the country 

can receive your program 

over the Du Mont Television Network, 

either live or by teletranscription. 
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Du Mont programs 
shown live on 
these stations 

WAAM .. , 

WNAC-TV, 

,Baltimore, Md. 

, ... Boston, Mass. 

WBEN-TV .....•. • Buffalo, N. Y. 

WGN-TV, .....•••.. Chicago, III. 

WCPO-TV ....•.• Cincinnati, Ohio 

WEWS .. .• •••.• Cleveland, Ohio 

WTVN ....•.•.•. Columbus, Ohio 

WHIO .•.•••••••.• Dayton, Ohio 

WJBK-TV ••••••••• Detroit, Mich. 

WICU ...•••••••••••• Erie, Pa. 

WLA V-TV . .• Grand Rapids, Mich. 

WJAC-TV ..•••••• Johnstown, Pa. 

WGAL .....•••••• lancaster, Pa. 

WTMJ-TV ..•••• Milwaukee, Wis. 

WNHC-TV ••••• New Haven, Conn. 

WABD* •••••••• New York, N. Y. 

WFIL-TV .•••••• Philadelphia, Pa. 

WDTV* •••••••••• Pittsburgh, Pa. 

WTVR ..••••••••• Richmond, Va. 

WHAM-TV ..•••• Rochester, N. Y. 

WRGB ...•••• Schenectady, N. Y. 

KSD-TV ••••••••••• St. louis, Mo. 

WHEN .••••••••• Syracuse, N. Y. 

WSPD-TV •••••••••• Toledo, Ohio 

WTTG* ..•...• Washington, D. C. 

WDEL-TV .•.•.• . Wilmington, Del. 

Programs shown on these 
stations by Du Mont 
teletranscription 

KOB-TV, Albuquerque, N. M. 

WAGA, ., ..••. ,Atlanta, Ga. 

WBRC-TV ....•• Birmingham, Ala. 

WBTV ..•.•.•••• Charlotte, N. C. 

KBTV ..•.••••••••• Dallas, Tex. 

WFMY-TV ..••. Greensboro, N. C. 

KLEE-TV •.•••••.•• Houston, Tex. 

WSAZ-TV •.• Huntington, West Va. 

WFBM-TV .••••• Indianapolis, Ind. 

WMBR-TV •••••. Jacksonville, Fla. 

KTSL ...•••••• los Angeles, Cal. 

WAVE-TV .•••••••. louisville, Ky. 

W MCT .••••••••• Mem ph is, Tenn. 

WTV J ••••••••••••.• Miami, Fla. 

WDSU-TV •••••• New Orleans, lao 

WKY-TV .•• Oklahoma City, Okla. 

KMTV .•.•.•.••. Omaha, Nebr. 

KSL-TV ...•• Salt lake City, Utah 

KPIX .....•.• San Francisco, Cal. 

WTCN-TV ......•. St. Paul, Minn. 

KING-TV .....•.. Seattle, Wash 

*Du lIlont owned and operated 
stations. 
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Baltimore 
Television 

means 
WMAR-TV 

As ~ I a ry l and's 
pioneer tclcvisio ll statioll, 
\Y\IAH-TV cO llsistently 
coycrs an arca fr om 
'Va shingtoll , r. C. to 
" TiIJll ington, Delaw arc, 
and frolll Pcnnsy lvallia 
to the Potolllac Rivcr. 

" ".:\ IAB-'TV is the telc
vision station of tl1(' Sun
papers of Baltilllore. It 
is 'VJ1 Cha nllel '1'\\ 0, amI 
carrips thc progralll... of 
thc CBS IIct,,"ork to tcle
VlC\\erS in the enti re 
Chesapeake basin area. 

'Vl\IAB-TV's coverage 
of political campaigns, 
sports and special CVClltS 
-civic, patriotic, Clnd 
cultllred - is IIlH'qllalcd in 
this ridl, productive arca. 

Represented by 

THE KATZ AGENCY 
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INCORPORATED 

ATLANTA • CHICAGO • DALLAS 

DETROIT • KANSAS CITY • LOS ANGELES 

NEW YORK • SAN FRANCISCO 

R T S • • • 5 PON SO R R E PO R TS • • • 

ABC loses $482,000 
in 9-month period 

- continued from page 2-

American Broadcasting Compa ny and subsidiarie s have 
repor t ed estimated loss of $482,000 for the nine 
months ended 30 September -- a fter reduction for 
recovery of Fede r a l income t a xes. For first nine 
months of 1948 ABC's net income, a fter taxes, was 
$440,000. Although the company's revenue from AM 
broadcasting rose 1.4% this yea r, TV costs were 
primari ly re s ponsible for current loss. 

Nation's TV sets pass 
3,000,000 mark 

Number of television sets in U. S. reached 3,025,-
000 on 1 November, Hugh M. Belville, Jr., NBC's 
research director, has estimated. During September 
a nd October 715,000 sets were sold. As of 1 Octo
ber New York led in TV set ownership with 800,000, 
followed by Philadelphia, 228,000; Los Angeles, 
213,000; Chicago, 195,000, and Boston, 146~000. 

NAB issues FM set 
ownership study 

NAB has mailed to FM station members new edition of 
1948 study, "Procedures for Determining FM Set Own
ership by Communities, " prepared by Dr. Kenneth 
H. Baker, NAB research director. 

"Voice of Democracy" contest 
attracts 500,000 students 

More than 500,000 high school students in 1,800 
communities in continental United States, Alaska, 
Hawaii and Puerto Rico have entered broadcast 
scripts in this year's "Voice of Democracy" con
test, sponsored jointly by U. S. Junior Chamber of 
Commerce, NAB and RMA. Number of entries is double 
the 250,000 of 1948 and 20 times the 25,000 in the 
first contest, in 1947. 

DuMont 40-week sales 
reach $29,507,000 

Net sales of Allen B. DuMont Laboratories for 40 
weeks ended 9 October totaled $29,507,000, as com
pared wi th $ 17,374,000 for parallel period ended 
10 October, 1948. Net profit, after taxes, in this 
period rose from $ 1,421,000 to $ 1,676,000 ... 
WABD, key station of DuMont TV network, now claims 
to lead al l New York stations in spot billings • • • 
Phillips Packing Company will sponsor "Easy Aces" 
over 15 DuMont-a ffili ated TV stations starting 
14 December. 

SPONSOR 
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Loolc into Lang-Wort" • • • 
for the ONE Program Service that's always ONE step ahead of the rest! 

While the presses roll on The NEW Lang-Worth Transcription, 
Lang-Worth still oHers MORE for every member of your staHl 

FOR THE PROGRAM DIRECTOR ••• In Program Scripts for 
this month of December alone: 35 Special Christmas 
Shows! IO Special New Year's Shows! Including a full
hour Documentary "Production" Program-"50 YEARS 
IN REVIEW-A Cavalcade of America's Music Through 
Half-A-Century of History!" 

And all year 'round: Individual Network Calibre Pro
gram Series covering every category of listener-interest. 

In Talent: A constant flow of new Name talent, to 
sweeten up the old standbys. Added in the last 4 months 
of '49: ... RED NICHOLS AND HIS FIVE PENNIES 
- HENRY BUSSE AND HIS FAMOUS SHUFFLE
RHYTHM BAND-RAY ANTHONY, HISTRUMPET 
AND HIS ORCHESTRA! Coming up for the New 
Year: The famous Victor Recording Artist, RUSS CASE 
AND HIS ORCHESTRA. 

FOR THE SALESMEN ••• Selling aids, publicity, pictures, 
mats, promotional material, etc., in addition to a break
down list of sponsors currently using Lang-Worth pro
grams in markets throughout the U. S. and Canada. 

FOR THE PRODUCER-DIRECTOR •.• The widest and most 
versatile library of distinctive program themes, special 
production aids, spoken intros and signatures, mood 
music, bridges, backgrounds-in addition to the exclusive 
Lang-Worth "Synkrodisk". 

FOR THE ENGINEERS .•• The most revolutionary develop
ment in sound reproduction-The NEW Lang-Worth 
8-inch Transcription-offering 15 additional points of 
superiority. If you haven't heard it yet-send for your 
audition sample. 

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

FOR THE DISC-JOCKEY ••• Information that puts the 
answers right at your finger-tips. Popularity dates on 
tunes, copyright, source (movie or musical play), vocal 
entrances, tempo, rhythm, timing-all on label copy as 
well as in "Talendex". All instrumental selections on 
separate discs from vocals. 

FOR THE LlIRARIAN ... The easiest, most comprehensive 
system of cataloguing and filing ever devised. Simple 
numbering, the compact 'Talendex" and "4000". And 
a sturdy, unbreakable 8-inch transcription that weighs 
ONLY 2 OUNCES! 

AND FOR YOU, THE MAN WHO PAYS THE IILLS ••• 

Lang-Worth more than pays for itself! 

Tested Hoopers, endorsed sponsorship of programs and 
talent, prove that the monthly charge for your Lang-Worth 
Program Service is just a drop in the bucket compared 
to what it brings to your bank. 

For the one really progressive, 
visionary Program Service ••• 

LOOK INTO ••• 

LANG-WORTH 
FEATURE PROGRAMS, Inc. 
113 WEST 57TH STREET, NEW YORK 19, N. Y. 

«A Qllo/it/! Sefvke - tOlllplet( ond tOlllpod" 

I ,'~ I 
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The 
'-icked I-aile) 
.uIs\\'ers 
l'lr_ lllc'~'\'o~r 

With n o mOTC 
than a passing 
g lan c e at the 
staek of ehart:,;. 
sun"cys and sta· 
tisties that would 
haw to he si £ted 
hdorf' a doc u
m c nt ed opinion 
could be s tat ed 

Mr. Roge rs more or Ic ss 
equi,"ocally. our conclusion hcre is that 
radio's cost per th ousand does have a 
better positioll in comparison with 
printcd mcdia COi'ts than was the cai'e 
ten years ago. 

Exactly what that measurc of im
prow'ment is would he diffieult to e."
tablish. Ally definitf' statemcnt would 
scnd dcfendf'rs of both media into the 
trenches for a long exchange of Hooper 
,"s. Starch rf'ports a nd other pondcr
ous variahlei' that wOllld further cloud 
an alread~ murky eompar ison. 

Advcr tisers who want to scll goocis 
makf' proper use of hoth media. de
pf'ndi ng Oil thei r partieul ar prod uct. 
markets and di!'-tributioll. 

It shollill be pointf'd out , howcver
if expansion Jlla~ he used as a yard
stick that radio',. anllual rcycn ue has 
douhled it!' yoh\llie in that ten ) ear 
spall. that radio statiolls have inf'feased 
in nUllllwr froll! 'i() " ~ to 1912 (A:\I 
stations ·~ and radio sets in usc frolll 
·loS million to it million. Card rates 
to national Hlh f'rtisers havc increased 
onl) 2W;. 
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. 
~r. Sponsor asks ... 

"no YOII belie,\'e r.ulio's cost I)er 1000 CODI

)).u-es Inore f.lvor.lbly lvith printed .nedia 

costs tod.l), tlHUI it did ten ye.lrs ago?" 

N e wman McEvoy I Media Director 
Newell-Emmett Comp4ny, New York, N. Y. 

Circu lation and )"(·adership of prin t
ed mcdia ha,"e inc reased also. but not 
in so liramatic a fashion. Milline 
rates han' risf'n in proportion. 

Thc meu who sf'1I radio time must 
lllakf' their n1Pciiulll competitiv e with 
- ClI111 complcl11cntar) to- other me
dia, if they would have a proper share 
of the advertisi ng dollar. 

Mr. Brisacher 

ED~lUlXD 1-1. ROGERS 

Sellior Partfler 
Gray &- Rogers 
Philadelphia, Pa. 

Yes. It'" difficult 
to compare costs 
Iwr 1,000 for dif
f e r e nt m e dia 
whell there are 
"0 man) other 
considf'ra ti olls 
which are impor
ta nt. so I'll iso
late some ci rf'U
lation fi gu res to 

i" ubstantiatc my answer. 
Ohviously the national picture of 

radio has changed tremendously since 
1939. It has become a greater part of 
familv homf' lifc. It accounts for a 
grea tf'r share of home en tertai nment. 
A recent "Fortull e" suryey disclosed 
tha t oyer 50" ; of all the men and wom
en interd ewed , when asked what thc) 
enjoycll doing mos\. put radio on top 
of thc list. Hadio set ownership has 
incTeasf'd well 0' cr 6;>r-;. Home listf'n
ing ha :; inereased owr 50r-~. T oda)' 
9·t out of 100 home .. own a radio. 4 1 ' ;" 
of tho~e hOI11f'" h an' two; 1..t. r-~ hayf' 
thrf'c. TIlf'rc are, in addition .. omf' 
10.000.000 antomobil e> rallios which 
consti tute a hu ge honus auciif'ncf' dur
ing: th e ca rl y morning anll ea rly CYC
ning: listening hours. 

Looking for a momen t at newspapf'r s 
I which I willu"f' to ~pcak for allmcdia 
in this case, ~ill("e attendant c(\ ndition~ 

are comparable), we know th at circu
lation has grown thcre, too- lllore than 
15' ~ . in fact. Hates haye also gone 
up, but rates of all media haye risen 
sincc 1939 in rough proportion. News
papers. of course, have been with us 
for generations. Radio in 1939 was an 
extremely lust y infant of 16 years. 
Came the war, and people everywheTe 
turnf'd eagerly to every means of com
munication that would keep them in
formed of the latest happenings. The 
li stener tra ining. if such it can be 
called. that radio audiences subjected 
themselves to ciuring that period did as 
mu ch as any thing else to "olidify the 
place gh"en ra di o i II the" home and in
cre<lse not only its audienf'e but the 
hours per day that it listenf'd. ~ow, of 
f'ourse, in the larger metropolitan areas 
teif'yi sion is beginning to dilute the au
dience !'-omewhat. ~ onetheless, today 
th e greatly increased size of the radio 
audience and its inf'feased attention in
d icate to mc that radio costs per 1,000 
compaTe more fayorably to printed 
media than th ey did ten years ago. 

Mr. Walker 

EMIL BRIS:\CHER 

President 
Brisacher. Wheeler 
&- Staf} 
San Francisco. Cal. 

Any answer to 

this question 

must. of course. 
take into account 
the considerab lf' 
popu lati on 
growth in the 
last decade. This 
has bf'f' n Teflect
ed in i Ilcreased 
radio homes and 

numhers of radio ~ets as well as in 
magazi ne and newspaper circulation . 

In 1939 there were i64 rad io sta
ti ons 011 the air. sf'rying about 27,500,-

SPONSOR 



000 radio homes. Now there are about 
1900 stations and the 1949 BMB fig
ures give 39,281.230 radio families , an 
increase in potential radio family con
sumer groups of 43 % . During a com
parable time total newspaper circula
tino was up something like 34% and 
magazines, although they varied wide
ly, averaged out at about 41 )tl. 

Another factor of considerable im
portance as far as radio is concerned 
is the fact that these radio families lis
ten more hours per day now than they 
did ten years ago. Recent studies 
have shown the present figure to be 
over five hours a day . Thirty-five hours 
of listening per family per week is a 
lot of listening! 

Although figures on comparative 
network costs and local time sales are 
not readily available to me. I do know 
that national spot cost has increased 
during the 10 years to something like 
33113%. 

Based on the available thousand 
homes per dollar spent, this would 
mean that radio's cost today is less 
than it was ten years ago without tak
ing into consideration the extra factor 
that all families listen more and are 
therefore exposed to an extra two 
hours per day of advertising impres
sions. Considering this , radio's cost 
per thousand .today is considerably less 
than it was a decade ago. Now as to 
comparison with printed media, I have 
at hand some statistics which show that 
magazine cost per thousands is about 
the same on an average and that the 
milline rate of all daily and Sunday 
newspapers has increased a little
about 3 % to be exact. 

I believe that in view of this, radio 
is definitely a better buy by compari
son to printed media than it was ten 
years ago~ and I believe furthermore 
that the trend is continuing. 

After all. John Public and his wife 
have only so many waking hours to de
vote to all entertainment, whether it 
be radio, newspapers, magazines, mov
ies, TV or whatever. Radio listening 
is definitely on the upgrade, with few 
exceptions. and unless someone can 
show that John and his wife are spend
ing twice as much time reading all 
printed media I would conclude that 
radio's cost per thousand is the star 
performer in today's advertising sales 
race. 

RUSSEL WALKER 

Manager, New York office 
John E. Pearson Co., N. Y. 

5 DECEMBER 1949 

Watch the 
New WDSU 

No Other New Orleans Station 
Offers Such Complete and Exclusive 

Coverage of Sports 

Mel Leavitt, former network sports
caster, is the bulwark of WDSU's great 
eye-witness coverage of the major 
sporting events-boxing, football, rac
ing, wrestling, basketball, et al. Sorry 
you couldn't secure sponsorship of these 
sales producing programs-they were 
sold 100"/0 solid. Kick-off of WDSU's 
sports coverage for 1950 will be the 
telecast and the broadcast of the Sugar 
Bowl Grid Classic on January 2, before 

85,000 fans in Tulane stadium. Sorry, already sold to GilieHe 
-but there are more great sport features to come in 1950. 

EDGAR B. STERN, JR 

Partner 

ROBERT D, SWEZEY 
General Manager 

LOUIS READ 
Commercial Manager 
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MATZOS 
(Conlin lled 1m", page 2:~' 

»0\ Ber's sons are creditpd with 
ha\'in~ illtroduced the use of matzos 
ill this eO l1l1try as a dail) staple in 
Jewish hOlTles. rather thun as lIlerely 
a Passover essPlltial. This was a part 
of thl' ('ompauy's tre/l(ltoward ('f'{'ating: 
a vustly-widl'lwd market for a product 
which lip to tlH'1l hall onl) a seasonal 
app('al for 011(' religious group within 

the commu nity. While the Manis
ehewitzt's are well aware of the sales 
potential represen ted by the nOIl.Jewish 
market, their interest in that market 
remains s('Colldary to their basic aim: 
to produce a lille of Kosher food prod
uct" manufm'tured in strict accordance 
with thp Hehrew dietary laws. Their 
rigid adhNence to the e la ws is ell1pha
"ized in all l\lallischewitz advertising 
copy, for hroadcast and print. The 
dietary control, which ad(l" tremen· 

"G ON HA TRADE IT In 
N EXT WEEK! II 

'0\\\/ -/ 

YuP~ hy ~olly~ us n ed niver 
Vall«'y vukels in Nor th Dakota 
keep -right up-to-date. And with 
an An'l'age Effet'th'e Buying In
conw that's $1729 h igher t h an the 
national aH'rage~ hig spendin~ 
t'onH'g easy. 

\VnA y~ Fargo~ persuad ('s o u r hay
seeds to buy more knit'knut'ks, 
luxuries and essenlials than any 
other station in this area~ het'ause 
they listen to WDA Y lIlorl' Illall 
fit';' limps as milch as 10 any oilier 
sial io,.! 

YES, FOR FIVE CON SECUTIVE 
MONTHS (DEC. '48 THRU APR. 
'49) WDAY HAD THE NATION'S 
HIGHEST SHARE-OF-AUDIENCE 
HOOPERATINGS - MORN ING, 
AFTERNOON AND NIGHT! 

WHAT'S MORE, WDAY'S RURAL 
COVERAGE IS EVEN MORE AS
TOUNDING! 

Let us ur Free & Pf'tf'rs send YOU 

all the fa('ts~ lociay! You just 
woul(ln't "eli«"'c any onf' !'4tation 
cUlll(1 pile llli su~1r a r('t'ord 
a~aillst allY t'Olupetitioll! 

W 
D 

A 
Y 

FARGO, N. D. 
NBC - 970 KILOCYCLES 

5000 WATTS 

dousl) to production costs, is in ten
sified when the Passo\'er products are 
being prepared. The entire manufac
turing operation, from the moment the 
wheat is harvested in the fields, is ear· 
ried out under the sharp eyes of rall. 
binical reprpsentatives. 

The atmosphere of religious sanctity 
su rrounding the production of Manis
chewitz food products demallds a dig
nified approach to all problems of mer
chandising and advertising. This is 
enough to give pause to the 1110st reo 
sourceful advertising agency. An agen· 
cy which has been given plenty of 
puuses in the last 30 ) ears is A. B. 
Landau. llle ., of New York, which has 
directed all B. :\lanisehcwitz Co. adver
tising since 1920. Herman Y ounglieb, 
who hac;; been president of the agency 
since 1925, has handled the account 
e\,er since his agency took it oyer. 
" The :\lanischewitzes are receptive to 
any dignified radio idea." he says. 

In attempting to build for their 
clients radio shows which would sell 
with dignity , the Landau agency was 
faced with another problem-one 
which has worried eyer)' a(hertiser 
pitching at the foreign language mar
ket : the audience tends to dwindle 
through the years as fewer members 
of each generation speak and under
stand the native tongue ~f their par
ents or grandparents. Nonetheless, in 
Jewish families as well as in Italian 
or Polish or German households. the 
youngsters usually inherit a strong 
feeling for the traditions and culture 
of their fa1l1ih- 's homeland. And. more 
to the point, ~ fondness for the tradi
tional family dishes. It's easy to ap
preciate chicken a la cacciatora with
out understanding a word of Italian. 
and you don't ha\'e to speak Yiddish 
to haye a deep regard for gefilte fish. 

The l\lanischewitzes are quite a\\'are 
of this, of course. This awareness is 
reAected in all of their advertising. 
which pays due respect to traditional
ism and the elders, yet doesn't neglect 
the youngsters who will form the back
bone of tomorrow's market. "Gefilte 
Fish Like Grandma Used to l\1ake" is 
a theme of their announcements. 

l'.lani<:;chewitz made its radio debut 
20 rears ago on WEVD, Xe\\' York, 
with a half·hour program in Yiddish. 
Although the program's format has 
changed several times in those years, 
from news and commentar)' to discus· 
sion-types. the show still remains on 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ •. I ~TE\TD, This is in line with one of 
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1'" -A RIi,4 FROM WilleN 
%653 KABC LISTENERS 

That 50,000 watts on 680 kilocycles 
covers a big hunk of Texas is no 
problem at all to prove by engineer
ing measurement. The half millivolt 
line on the above Texas map shows 
that. That KABC in San Antonio 
with 50,000 watts on 680 kilocycles 
covers the area from the standpoint 
of listeners is just as easily shown 
by a glance at the shaded area on 
the same map. For those are the 
counties (138 of them) from which 
eager listeners wrote in to receive 
a post card picture of KABC's pop
ular "Noonday Jamboree" cast in reo 
sponse to an offer made on only 
three programs. Power, physical 
coverage, programming, responsive 
listeners. They make up a combina
tion well worth investigation with 
your John Blair man. 

WATTS 

WROTE IN RESPONSE 
TO A PICTURE OFFER 
ON 3 "NOONDAY 
JAMBOREE" SHOWS 

o 

680 
KILOCYCLES 

SAN ANTONIO 

AMERICAN B R 0 ADC A STING COMPANY 
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the firm ':, radio ('n'd{)~ of :-ta nd ing fa ~t 

"ith an audi('lwe it ha!" built up pa ins. 
takingl~' lIU'r a I'('riod of ~ cars. 

Tpll ~ ('ar:" ago til<' L.lllda u agCJl(:~ 

1'<1111(' up \\ itl! a program idea which 
J.a~ pro\'(,d ~o frllitful for thp ,\Iall i~

d)('witz('s that it's :o.til l all thp a ir , a n e! 
on the salll<' ~tati()lI. TIl(' show i~ 

"Yiddi:-h Swin.!!;' lalllldwcl in ] 9~9 011 

\\,\IC\I (tlrPIl \\ ' II .'\L Y idd i~h S wi ng 
oflcr~ 1lI11~i('. ('tJlllcdy_ alld varie ty, 
bl<'I1<I('d into an artful (,OllliJi na tio n of 
traditionalism and /Iloderni ty that 
hritig(':" th(' gap Iwtw('('n til<' Old W o rld 
and til<' \('w \\ ' or\(I. La ndau 's p resi 
dent_ HerlJlall Youngliph. p: ivps a la rge 

:o.ha re o f pn .. <Iit for til<' prog ram's suc
cc",s to the agPIl t') 's lI1u ~ i ("a l dired or , 
Sam \lcdofI_ who h a~ ba ton t'd the ~ h ow 
sinc(' i t s ta rt cd . 

T he ~ l a lli sdlCwitz(~~ g ot direc t alld 
dramatic proo f o f th p sh ow's selling 
powpr \\ 11('11 th p)" usc(1 Yiddi sh S wing 
pxdusi \'e1 y to intrlldupp OIl P o f the ir 

products for the genera l public-Tam
Tam Crackers. T h(' cra('kcrs_ hac kcd 
hy radio p lugs a lld by the po ten t 
\Ianischewi tz 11<1111 <.'. ca u.!! ht 0 11 o \ 'cr 
nig ht. and hm'e si nce heco mc o lle o f 
thp firl1l's na ti o na l Icade rs. On ano ther 
o('pasion , a cook-book o f timc-honored 
Jewish r('ci pps. some of which had 

SOUTHWEST VIRGINIA'S p~ RADIO STATION 
" , 

BUSINESS 
i4 GOOD! 

*]anuary through September, 1949, the Roanoke 

~farket appeared among the Top Ten in the 

U. S. three times: 

5 th in ~1arch 

8th in April 

6th in September 

**Roanoke , same nIne months, was a Virginia 

Preferred-City-of-the- :Month el'er), month. Business 

is UP 4Yz (;~ over the same period in 194B! 

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

ferred market! Ask Free & Peters! 

* R and-Mc NalI y 

H Salcs ,\fa nag cl11cnt 

WDBJ CBS. 5000 WATTS. 960 KC :k 
Own~d and Operated by the ,. _ 
TIMES· WORLD CORPORATION / i0 . 

R 0 A N 0 K E. V A. 'II': 
Fli~E & PETERS. INC .• National Representatives " . ..;" 
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nPH'r lwfo r(' beell written down, was 
ofIercd free to all Yiddish Swing lis
tell crs wh o wro te ill and asked for it. 
Two thousand n ' C! uests came in the 
first week. so the ~lallischewitzes de
d(\('d to Illakl' it tougllPr. Listeners 
wc r(' a ske(I to sen(1 in thrc(' box-tops 
fo r eac h p(jok-hook. This brought 6000 
n '!) uesls fo r cook-books; t he a gency 
wa~ c omplt· tpl ) s llowed . a ne! was oh
ligee! ttl Plld the o ffc r befo rc cook-book 
ma iling IJC('a llle it!' full -time func tion. 

Th p \\,\I C \I \ e llturc marked the 
finn 's first big ~ !l'p fo rward in radio 
toward th e gell( ' ral audic nce. Up to 
th en_ Ihe :\I a ll iscilf'witz('s had th ought 
of rad io in terllls of t he foreig n-lan 
g uagp s tati on p rog ra mmin g fo r the 
J e \\ ish-speaking audicnc(' . S ince the 
wa r , h owe\'e r , the firm has turncd m o re 
and more to English languagc stations, 
and toda ) its purchases of radi o time 
arc didded about equall y between 
Eng li sh and foreign-lang uage outlets , 
\\ ith a h out 17 of l'ach included. But 
the ~Iani~chewitzcs havc always used 
En g li sh lang uage s tati ons to augment 
Ih eir foreign lan g uage outlets-never 
10 supplant the m. In Ae\\' Yo rk, fo r 
cxample. to it s lin eup o f WBNX, 
\\'EYD. and \\ 'LJ B, whiph air many 

fo reig n-Ia llg uagl' prog rams, :\lanis
c hewitz has added ann ouncements on 
\\TOR, \r\ICA. and WFDR-F\I. 

The firm fa\ 'ors \i\'e announcements 
o\'er tran scrilw d spots . but uses a few 
transcripti ons. Landau 's Y ounglieb, 

wh o persunally super\'ises the prepara
tions o f all ~Ianischewitz copy, has an 

open mind 011 lellgth of spots. and pre
fe rs to t.::lilor the m to the show. H e is 
a firm h eli e\' e r in thc integ rated com
me rc ial, whic h sells with firm persua
s i\ e n :.' ~s with out jarring the m ood of 

th e prog ram. 

The :\lanische witzes ha\'e already 
used a few ,ideo spo ts on a tes t basi s, 
a nd it seems a safe bet that hefore 
lon g they will be TV regulars. 

As they ancl their agenc y s('e it. if 
1l1Pl'el~· talking a hout :\I a ni sc lw wit z 
food~ on till' air can produce pa ngs 
o f hun ger in thousand:, o f pot(,l1ti al 
e ustoIllPr:'. sho win g them 0 11 t hI' \' ideo 
sc: rpen ill full !" plpne!o r will melt any 

I , • I . TI -rPllHlllllllc :;u ('s n 'sist e llce. 1(' ap-
p(' tizill~ jJo:;sihilities :'t'l'm e ndl(,!'-:-. And 
th (' third -~(, ll era t i ()11 ~I a ni :;e h ewitzes 

who I'llll tl IP b u:,illess today ha\c nen 'r 
h (,PIl ,d o \\ to l'x pl uit a lle \\ !3a les a p
p roach. c h e r i:,hing a:, the~ do their 

I fir lll':, )'('p ll tat ioll a!'- tIl(' 1I1 0:,t p rogres

I :, i" e in it:, fi( ' ld. 

SPONSOR 



SPOT 
(Continued from page 25) 

appear from radio cOlllmercia ls and be 
replaced with lllateria l designed to con
vince the consum er that the product 
has quality, provides an attractive 
3ervice and is priced well. 

Among station representatives. there 
is a lso the belief that the new a ttempt 
to woo the consumer will , as one of 
them put it. " minimize the irritating 
commercial." Announcements will be 
carefully planned and jingles will be 
more polished. The jingles used on 
spot to advertise the Ice Follies, for 
example, were written b) the compos
ers who did the music for the show 
itself. And as an understanding and 
apprecIatIOn of spot broadcasting 
grows. one other change may be looked 
for. Spot will undou btedly continue 
to be used extensively for cha in break., 
and announcements, but it is a lmost 
inevi table that the amount of participa . 
tion and full sponsorship activity will 
increase. 

Of course WIOD's keeping 
pace, too . .. just as it 

always has. For detailed 
information ... call our Rep 

George P. Hollillgbery Co. 

SPI.IT AN()THFR 
(fUSSEr! 

It's now one of Dixie's Key 
Markets ... and, Miami's still 
growing -- with a steady flow 
of solid, forward-looking new 
settlers; business and industry. 
Yup, Miami's taking its place 
with the biggest and best of' em ! 

Besides the pitch forking being done • 

by business conditions, there are a James M. LeGate, General Manager 
number of additional forces at work 
that make the future look bright for 5,000 WATTS • 610 HC • NBC 
spot. The growth of dealer·manufac
turer co-opera tion , itself one of the reo 
suIts of the need to move goods, is one 
of these forces. 

"Dealer co-operation," one New 
York station representati ve said. " has 
been one of the biggest things in my 
life this year. Dealers have a big in
fluence in placement and they\'c 
brought me a lot of business this year." 

In addition to the changes in state 
of mind that have stemmed from an at. 
tempt to solve a current problem in
telligently, spot broadcasting has bene
fitted , rather freakishly. from les3 
healthy attitudes. Un fortunat ely, at a 
time when manufacturers are tea rin g 
their hair about the ca utiousness of the 
buying public, Il\a ny of the advertising 
buyers are showing the same kind of 
cautiousness they are trying to break I 
down in their customers. Many of 
these manufacturers are bu) ing spot 
time because it is so easy to get in and 
out of. It is sadly true that the flex- , 
ibility of spot makes it an idea l vehid, 
for the neurotic advertiser. Other ad
vertisers, too, are using spot-again 
because of its in-and-out possibilities
as a way of marking time until they 
find out which wa y the telev ision cat 
is goi ng to jump. Daytime spot is also 

5 DECEM BER 1949 

WTIC. 
DCJ"1II1-NA~w:.S , 

1I.05P .. 8.0\)6· \ 

~.IU"MERN NEW "tlc.\A."" 
MARKEl 

Paul W. Morency, Vice-Pres.-Gen . Mgr .• Wolter Johnson, Ass!. Gen . Mgr.- Sales Mgr. 

WTIC's 50,000 WATTS REPRESENTED NATIONALLY BY WEED & CO. 
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WMT always gets down 10 
Co lfax (IOWA) 

Time-saving I 
market data 
source book 

~HDS CO:\SU':\IER ,MARKETS 
organize" in one place th e basic 
"tate. county. and city data that 
;.-ale" and adv!:'rt i;,ing executi\'es 
con!'tantly use in apprais ing mar
kets for con!'umer product:" 

This easv-to-use source book cov
ers comilictely the detailed sta
tistic:, that reliahly picture mar
k!:'t characteri~tic:,. conditions and 
trend" in every iJ~portant market 
area in the U. S .. U. S. Terri
tori!:'s and Pos~e~;.ion,:. Canada. 
and the Ph ilippine!'. 

In addition. media Service-Ads, 
like the YOU~GSTOWN VI;\f· 
DICATOR\ shown here. provide 
much --upplementary information 
lI,.eflll in proper market evalua
tiOll , 

The cold facts are these: Colfax 
and 1058 other communities in 
Wl\ITland (within our 2.5 mv line) 
add up to a potential market of 
1,121,782 people in the heart of the 
richest farming area in the world. 
Iowa's 1948 per ca pi ta income in
creased more than that of any other 
state. Wl\1T's 600 kc s ignal gets 
down to Colfax-and out to all of 
Wl\ITland - with a wallop that 
makes listening easy. 

The wal'm fact is that WMT's 
programming makes listening easy 
and desirable. Exclusive CBS out
let for the area, W;\lT offers a loyal 
audience and a rewarding audience 
to advertisers who want results 
from their radio dollars. The Katz 
man has full details. 

5000 Watts 600 K.C. Day & Night 

BASIC COLUMBIA NETWORK 

H' LN GSIOWN 
;\1 1\ n K [r 

3 .0 ",,9ft" ~".o" "d ,I", 
,1"04101<'''9 flt(q 1ft U. J. .' 

' ...... " • • I . ael 
~ • • ••• _ • •• . do( ( .. , 8_ 

c::J 

." .... -._.,.., .... -...... -

B USJ"4ESs ,. ~ .. tl\f .... _ ·,ltdlM9"'_"""'''..! 
ct.C>ft, ..... &oo~., .... ,., of _. ' ..... .0000 ~I'" ",-.,t_ 
r.", f,. .... Oft,1.t of ".', ., ,.pon.d b, tll. ()I. .. 51.,. e,...,a.,...-t 
..q ... R.d tt.. _p!o,-.. tl._ .. lof_. , •• ,.,0 
Allh_4J" IrO" .~ ,IHi p'''0Kt~" , .... TOW\Q\lo .... A ... , bo. .. c iooMf,,'fry. tt.. 
d,,, .. ct , '01.1 doll •••• 1 ... of "'_'.""''' 4J0.4, i, .. 1 d_., fr_ rtHl ... 

'OVf'Io9"o .. ""'.I ... p'.I'I'I.,.,,..oct .. , ..... f ... toon ..... p.m.._I ... ff_ f_ 
t ..... I .. lh., ... d"'blMt,..od"c ... poIiWJ.bro ..... dc.P,..'U." ... "'·~11C 
'p'.PlWIft,. . I."nul , .. ppol ,"- pt."'u ..... H'.u ... ck~4J ...d "' .... , .'her1-

Th. vr"d.c;olo, . • ,Ih. ci.c.A.I ...... , .. d:"'i " .000 d •. ~ ."'41 U1.000 
,...".d .. , m ... "' ..... c.o_ •• ~ .. of 'h., .",~ ... t Oh ...... ~ .. t . 

Uoung5tomn l3inMcator 
kruY.S MITH CO., ... -..- • __ _ 

Fo( a complete picture of the full scope of the 19-19-
1950 Edition of CONSU"1 ER ,1I ARKETS. send for 
FilII Explanation Folder. Copies of ell are 85.00 each. 
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A Section of Standard Rate & Data Service 

Walter E. Botthof, Publisher 
333 North Michigan Avenue, Chicago 1, Ill. 
Ne w York • San Francisco • Los Angetes 

being bought by some advertisers on 
the ba~i!'; that it is not seriously threat
ened by evening television shows. 

SPO;\'SOR believes that this kind of 
fearful thinking will not last and is 
not intelli gent. However, experience 
with spo t hroadcasting, whatever drives 
the ach'ertiser into it, will g ive him 
first-hand knowledge of the special 
(ontributiol1s that spot can make to his 
business. These special contributions 
will enable spot to stand on its merits 
wi th the other media. How in telligently 
advertisers assess them will determine 
how bright its future will be. * * * 

PUBLIC SERVICE 
(Continued from page 29) 

"Cavalcade" has gone to Wilming
ton, Rich mond, Charleston, West Va., 
~ewark and other duPont facton' 
areas, \\here as many as 10_500 el~
plo) ees ha\'e crowded into local the
atres to wat('h the show from rehear~al 
to broadcast to rebroadcast. 

Since no mo re than 5% of the 
prod u('ts bearing the duPont trade
mark are familiar to anyone group of 
employees, the'e personal appearances 
serve a~ a sho\\case for other duPont 
products. Into the theater lobbies go 
displa).5 that acquaint th e duPont em
plo) ee and hi s fam ily with the na'ure. 
importance. and diversity of duPont 
manufactures. 

If the average list ener thrills to the 
story of America , its heri tage and de
nlopnH'n t, so much more does the av
erage emplo) ee. The warmth and vi
tality of radio makes "Ca\'alcade" the 
proper vehide fo r the double-barrelled 
utility to which it is put. 

"Greatest Story" and "Cavalcade" 
point the way for other large adver
tisers wh ose problems and budgets 
warrant institu tional campaigns with 
long-rangp ohjecti\'e~. 

But \\hat of the sponsor, whether 
local, regional, or national , who wants 

I to cash in on public service with a 
small budget ? 

" T he Bon Bon Show," third radio 
winner of the Freedoms Foundation 
awards. presents a pattern that may 
sweep the co untry. Of the three top 
award winn ers. this station-produced 
program may he the most significant. 

"The Bon Bon Show" was concei\'ed 
during th e sweltering days of luly. 
\\ TDA~. 250-\\-att Philadelphia inde
pendent. had a hunch that the 375,000 

I Pleas/? turn to page 58) 
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the ne- Maurer 16---

rAUL'IPLE. SOUND 'RACK 

Tht ' a , e rag , )" , ( \I-]Bll] mtroduces a sound projector 
of d' , n appreciabl ]stortlOll ' e amount 
tI llltO the I lC ul'lnal I 'I ' payback f 

I] ateraI' 0 
sonnd track varIable arc , a 

Becent ' >iurVt' YS I 
that the a]]l " lave indicatc I 

Olmt of r ( 
troduced I . ( ]l'ltortion so ]'] , n non 'f . 1-
tlOn of th:, ,Ul~ ] orm ]llumina-

scanl1Jn 0' r I 
ranges up to 30 )(' ° ]g It beam 
lllll m of 10 I r cent. A ma " , per cCllt " X]-

sHI('red alJm ,II ,]:-, gencrally con-

I 
\d)e In 35 

( UCtiOll, -mm repro-

Tht' ncw Af' t aurer] I' 
I) rcpIacil1O' tl' un t]ple track 

"ith six ,,°
1 

Ie usual sil1O'lc t k' 
, . . ]e(llcel'lth' ° rac 

proJ(.eto ' ( amount of tl ' 

I 

r-mtroducet\ I' u s 
, a lit'S of . I (]stortiol1 t 
. ,\ )olIt 5 0 
,,., very 0' I per cent -wI' I 

• t:-(H)( l)('r£ lIC 1 1\ orlllance. 

o chanIYt'" ]' 

I

, t:-' II I)roe' ' 
IroJc(.t iOll' , cssmg or ' TI ( <)tJlplIlcnt ' ]n 

Ie ollly (,II' "are Involvcd 
. dll IT(' IS I . 

ga lvanometer r ,Ill t Ie recordin{J' , b 

TI ]t' "t'ry , I mellt " : Sll Istall tial 1:-. qmekl ' , ,' Improve-
traincd I' ) e, ](lent to the tlll-

, hteller . 
('nO" a:-. ,,('II oBH't'r, as to thc 

,r"i Ie jor III ormatl O". ure (,Olll pI ('( (' i IIf ' 

The new 1\1 co aurer Re I' ,rporati l1 O' th ' . ('orr II1g 5 v~ t ' wil l be r e ~ I \-tra ('k I " ('111 , Ill · 
year . ('olTIlTIer('ialh- a \'a 'I ria \'anOI11('t('r 

I 

' , - I a ) e ('ari v 11 " 

11 Ill le 'I ' e xt 
, WI t I tl :\1 

tef't lllg ih (,lI~t() l ~ce l~~ a~r~ r po li n o f pro · 
a",all1Q ob" I -~ O (',,('n('(' 

J. A. MAU 
37 -03 R E R, INC 

31st Street l • ,ong Island Cit 1 y,N, Y. 
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as fa r a ,.; " ' 1\1 , b pO"~ lbl(' aure r 1\ lod .. 1 E " " all owne rs o f h 
\0 """ " \ I I, ' • " Iem ,,;11 h . .." 
slx,.trac k r (, II~ e q uIpme n t t e 1111\ Ited 

CC O J'( Ill CT 0 t 1e 
llo t e\cc ' I J r' a t a ('O"t ,I ' new 
in itial co \1 tfle lIiffe, r (, l1 ('e 'h " ll('h will 

,. S 0 the tl etwee n tl 
\ 0 sy~ tems , Ie 
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The biggest program payoff in all radio is the mystery-drama ... 

consistently delivering tu advertisers more 

custumers-per-dollar than any other classification. 

Now r.vailable is one uf the Lest ... a pruven 

verfurmer, with an audience in the milliuns, 

winning- high ratings against one uf the must 

publicized long-run hits un the air. 

It' s The Ad c('nturcs (~f 1'111'lip Alarlol{,(' ... 

fast, tense, expertly written and played 

stories about the best-known detective-hero 

of them all. Even before radio, Philip Marluwe 

had already wun an audience uf millions 

in Raymond Chandler's best-selling novels 

and big-star. major motion pictures. 

Dun't o\'erluok this shuw that has everything 

a wide-awake sponsor could want. 

A CBS Package 
Program 
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1902 
SCORE:-

49-0 

* the University of 
Back in 1902 h first Eastern 
Michigan waS ~~se Bowl ... 
visitor to the d Stanford 
Michigan swa~PMichigan, it-
49-0. Al~houg ond Rose Bowl 
self, on ltS se\948 duplica~ed 
Visit Jan. 1, 'n defeaung , . d d score 1 
this 10p-S1 e Ca lifornia 49-0, 
So.ut~ e r?s 1902 record has 
Mlchlgan pped sillce. 

beell to Hel' er , first 
4 Rochester s 

Back in ~9 3 re orted the de-
Hooperatl~EC tstener pr.ef
cided W HECS Hooperatlng 

erence. W. I)as l1 e l ' er bee ll 
l ea ders~ 1 p 
topped stllce. 

NO.7 OF A SERIES 

MICHIGAN 
In the Rose Bowl;-

WHEC 
In Rochester 

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

been ever since Rochester has been Hooperated! 

Note WHEC's leadership morning, afternoon, evening: 

STATION STATION STATION STATION STATION STATION 

WHEC B C 0 E F 
MORNING 41.6 20.6 8.9 8.4 14.5 4.2 
8,00·12,00 Noon 
Monday through Fri. 

AFTERNOON 36.1 25.5 8.2 14.3 10.8 2.3 
12,00· 6:00 P.M. 
Monday through Fri. Station 

EVENING 36.0 24.8 7.0 10.3 11.5 Broad casts 
tiil Sunset 

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

Sunday through Sal. 
Lat~.t before c/o.jng time. 

BUY WHERE THEY'RE LlSTENING:-

5 DECEMBER 1949 

N. Y. 

5,000 WATTS 
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TV PREM IUMS 
,COlliiTlIICcI frolll IJtlgl' :n) 

without ~t,t'l\lillg to duminate tlH' S<:(,II (, . 

SO (,fTectin' are good kid pre IlliuJ1l ~ 
ill ~alllplillg the product o r otherw i ~(' 
~ timulatillg ~aJt.~. that m()~t users would 
gladl~ feature t!rem lIlort' o f!ell if th t') 
could get good Oll(,~. It is . o f course. 
ill1po~siblt' to tailor t·\ e r) pre llliu m 
IIs('d. e~p{'t'iall) for l'\('r) sho w Oil 

\\ hie" it i~ us!'(!. The re just aren' t 
t'lltlUgh good ideas to go a round. Yet 
this is the ideal \\41) to hoo~t return s 
alHl gin' til(' prod uct its lIIo~t ('fIt'ct in' 

p rolllotioll. 
Tht' to, t('lc\ ision st' t is all ext'ell t' llt 

t'xampl!' ~f a mad e-to-o rdt' r premiulII . 
1':\"('11 ~o. t il<' o rigi na l gadget wasn' t 
t'\'t' ll bei ng Iwddl t'd as a premium whell 
a ll oflieia l of Tcd Batt's, who handlf'''; 
th t' a('(,OI1I1t. saw it. Ht' pounced on 
the idea o f conv e rtillg tilt' little peep
box illto a to y " television set " as a 
pre lllium for the Colgatt' s('~!lnent o f 
/I (lociy DuDdy. Sponsor and a ~t'IIC) 
p!'ople got tugetlwr on t he idea of using 
d la rat'lNs fro lll tht' I'ho\\ in a humo r
ou~ seq ut' lI ct'. endill g in a surprise. 
F ift(,(,11 {,(, lIt s a nd the usual tear from 

, 

Ill l' prod uct cartoll WNe St't as the 
pri(' t' of the premiulll. 

The idea wasn ' t developed, however, 
with out a test. T('sting the item is gen
('fall y regard('d by premium experts a<; 
the lIumbcr one step in a successful 
promoti on. III thi s cast', ahout a doz
en otllt' r calldidates alollg with thc 
miniature t('lcvisioll st'! were given a 
test in th(' homes of over 200 children. 
TIlt' g ro up was selcc ted to gi"e a good 
c ross-section of c hildren 's ages ancl 
{'(' onomic statu s of their families. 

An inte rvi('w('r ('ailed a 11(1 first ex

plaint'd to the mother the purpose of 
his vis it without letting the child in 
o n the sec ret. Then the child was al
lo wed to take the box of premiuIll 
items into a room Ly himself and , with
out any coaching or supervision , select 
tllf> one he would rather keep. Other 
items included Howdy Doody buttons 
and Ladges; a Howdy Doody statuette 
whose head wagged; a Howdy Doody 
balloon (several types); pencil wi th 
Ho wdy Doody head; Howdy Doody 
figure with a magnet , etc. The little 
tele \'ision set was an o,'erwhelming 

choice . 
Each child. as a rule. llIade a thor-

SERVI NG THE RICHEST MARKET 
IN THE SOUTH'S NO.1 STATE* 
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6531 SETS IN USE AS OF NOVEMB ER 1, 1949t 

SALES REPRESENTATIVE S 

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

MU 8·1186 
CHICAGO: Trillune Tower 

WH 4·0074 

Owned and Operated by 

GREENSBORO DAILY NEWS and THE GREENSBORO RECORD 
·Source, Sa le. Ma nage me nt'. " S urvey of Buying Power" 1949 

tSource: NBC Re.earch Dept. 

oughgoing check before deciding hi s 
choice. Th(, average time was about 
ten minutes. Th(' company is said to 
feel this was the most successful pre
mium offer they ever had. While 
neither the compan), nor the agency 
wiII confirm it, gleanings from in
dependent !'ources suggest this promo
tion probably pulled two or three times 
as well as the average network pre
mium offer. This "average" is an un
known quantity, numerically speaking, 
for boxtop returns are top-secret stuff. 
A sponsor would rather his competi
tion think a successful ofTer failed rath
er than invite a sucessful imitation. 

The 25,000 returns on the Small Fry 
Indian hat is considered high in Ih" 
trade. (This figure , incidentally, is the 
only one the sponsor ever released on 
their premi u m returns.) There is not 
yet a way to make an accurate projec
tion of Small Fry's 'or an yother TV 
network show's ) total audience, so as 
to compare returns against number of 
listeners. It is carried at the moment 
in New York. Chica!!o, and Boston. 
The Small Fry Club has about 148,000 
members, wilh a hacklog of letters of 
about 18,000 (processing takes about 
three weeks I awaiting processing. 

On pre-testing of premiums, says 
Katherine K. Fristrolll of Leo Burnett 's 
( Chicago) merchandising department. 
"If it is not done. the manufacturer 
may be surprised at what the Ameri
can child th;n'{!' of the item e,'en 

though the promoter thinks he ha!' a 
sure-fire idea." 

In addition to (a I pretesting the 
premium; ( b I wea"ing it into the 
show, letting charac ters in the show 
handle. demonstrate and approve it; 
(c) selling the product while selling: 

the premium. TV premium expert!' 
offer two other pointers. Make the 
initial order the ,'ery minimum po,,
sible. even though it is admittedly olll~ 
as a gue!'s based 011 previous expe ri
el)(:e". It will cost less to hold up deliv
eries while reordering than to han'est 

, a flop. 
Fifth, seasonal timing: and other tit· 

ins can help boost returns. The lIIillia· 
ture television set, for example. was 
offered just as school was opening and 
kids were esped all yeager to show off 
new acquisi ' ions. Word of mouth ad
vertising ('an break , a~ well as make. 
a child's premium even more quickly 
than it can olle for adults. 

The same kind of excitement or "sur
prise" , 'alue that lIIakes premiullls so 
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Gives nClear Sweep" 

television coverage of the 

San Francisco Bay Area 

5 DECEMBER 1949 

• Represented nationally by FREE & PETERS, INC ...• New York, Chicago, 
Detroit, Atlanta, Fort Worth, Hollywood. KRON ·TY offices ano studios ill the 
San Francisco Chronicle Building, 5th and Mission Streets, San Francisco 
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This i~ a ~lJCCe~~ story - about 
hu tter. 
. \ short while ago, :\l o l1t St. 
Hilaire D airy was distrihutin g 
ahou t 4,500 pounds of hutte r 
per w('ek throu g h its retailers. 
This pa~t summer- at a time 
w hell so m c spollsors go off th e 
air- th e D airy (I ecici ec\ to tell 
its ~tory 0 11 CKAC. The result ? 
In less than three months -
using ( 111 )' a quarter hour a 
week- sales had soared to 12,
O(lO pounds. As:\ 1 r. Cabom) 
of :\lollt St. I1 ilaire D airy puts 
it " L cs chiHres disent mieux 
que les (,crits" th e fi g ures 
~pe a k f () r the III sel v es. 

Y es, 111Or(' ;md more spon sors 
are discovering w hat a powpr
ful intllH..' ll(p CKAC exe rts in 
(juebec, a hillioll dollar market 
wh ere CKAC reaches more 
than 70 out of 100 families. 
It's 1111 wond er th at CK ,,\ C gets 
rrmltJ-at a very mode~t cost 
pcr listener. 

I 
CBS Outlet In Montreol 

Key Stotlon of the 

TRANS-QUEBEC rodio group 

CKAC 
MONTREAL 

730 on the dial· 10 kilowatts 

Representatives I 

Adam J. Young Jr.· New York, Chicago 

WIlliam Wright. Toronta 
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IJIJH'IJ filII for ('hildr<'n ab .. o \\orb to 
JIIakI' \\ OJlJPll lih.p radio alld t<'i p\'i!'ion 
olT(' rs. I \Ipn. as po intcd out ill tl)(' first 
artiell',. d OIl' t ~o for premiums.) 

"\X' omell takc a childish de light ill 
prpS('lIt s, Imrgaills. surprise!', extras; ' 
Charlotte \l oll tgollH' ry rPJllilJ(led thc 
I'rl'lIIilllll Adwrtisillg Association of 
AIJJPr ica at a recent meeting. 

Whilp ~da lllour ca ll 111'11' a prPlIIiuIll 
011 tplevi!'ion just as on radio, thc basic 
itl'lIIS that pull and pull anywherc in 
tlJ(' tpl('vip wing scctions of tl1(' ('ountry 
a)(~ sti ll itpll1s that are "harllh" to usc. 
:S('l:,;~ors. lIIixing howls, refrigerator 
di shcs, dish c O\'prs, sJJ()on~. ptc .. never 
cpasp pulling. An ill'l1I ("all't 1)(' too 

pro~aic if it is genuin('ly and p1P3!' 
antl~ u~ahlc by thc housewife. 

TIJ(' Alpha Bela Foocl l\Jarkcts mad(' 
a single ofTpr of a "Jadei tc" mixing 
bowl on KTLA, Los AIII!e\ps. At th e 
lilll(' tlwre wcre about 4S.000 tp]c\·i· 
sioll sets in tlJ(' area, of whi ('h aboul 
4W'~ \\pre in the tprritori es of their 
"torc",. Four hundred and fifty,sf'\,en 
houscwives wrote in for a card tha ' 
ontit lpd tlwlI1 to lIuy a pound of oleo. 
margarinc at :19 ('Pili!' and for ·l() cent !" 
lIlore re('e ivpd Ihc mixing bowl \'alupo 
at 81.2.5 ($ 1 '()4 worth of nwr('handise 
for 85 (,pnls). Thrpe hundred and nin e· 

Iy·two women prese llted Ilwir cards at 
' he Alpha Beta markct!'. 

Ansonia S hop Co .. "\pw York. on 
the Faye Emerson Shou' ( WeBS·TV ,) 
mad(' two ofTprs at tIl(' ('1)(\ of the show 

o f a card pntilling WOJllPlI to a lO j~ 

d i';{'oull t on Illf'rchand i,;p purchaspd at 

the store. ~lore thall I.S00 WOIl1PI1 
rcspolHlpd to the ofTp r. Glamorous or 
not , if a woman is convillc('d th ere's 

ndue ill a premiulI1 she call use. shp 
can 1)(' illlpn'ssed- and 1I10\'('d in prof. 

itahlp lIumlwrs to rpspond. 
TIJ(' size of a pre llliulll iSII't impor. 

tanl a" a fact o r in a Iplcv1sion demon
stration- the lellsPs of tl J(' campra will 
takp care of that. It is trup that much 
('x pprillwl1tation is lwcded to produ(,e 
both good produet and prcmiuJll (,0111· 

merciak Li\ c prpll1 i um clPJl1 onst ra· 
liolls. how P\'f'r. permit morp pxpcri· 
lIl('ntalioll. Thcy ar(' obviously thp 

be!'t het for sclf.liquidalill g offers 
which IIHl\ not rl'(,IH in ('xaclh- tIl(' 

, , 

~aJ11P form, if at all. 
\\ ' ith tpl('dsioll'~ achalltag(' ill clem. 

onstrnting alld "sellillg" prellliuJlls as 
well as produc ts right in thc hom e, 
preJlJiulIl ad\prtiscrs sho uld e xpec t rec· 
on l rpturns fro III thi s fo rm of acher· 

lising. * * * 

ms'00§ 
KHMO 
SERVING 

HANNIBAL-QUINCY 

COUNTIES IN 

PROSPEROUS ~ 

IlllN2 ~~(;J~ou~~ND 
NATIONAL REP.-JOHN E. PEARSON (0. 

SPONSOR 



MAIL ORDER 
(Contillued /rol1l page 21 ) 

only listenership and business, but re
peat business. 

His plan called for signing with olle 
station in each lIIarket to which he 
would supply proved programing 
( where necessary) and prod ucts which 
met standards he helieved would keep 
the confidence of the purchasers. He 
rigidly con trolled CO P) c lai ms a nd 
stressed undersellill g as a key to long
term success. His "network" 1I0W COII 

s ists of about GO stations. 
There is no way of ascertaining ex

actly how lllany stations an' amenable 
to 111.0. business. One agf' lIcy has a 
list of over 400 such outlets. It's like
ly there are evell more. This. of course, 
doesn't mean all these statiol1 s are open 
to just any business, but that they have 
and will take what seems to them the 
right P.I. deal. 

Radio mail order sessions have a 
typical type of programing. For the 
more sophisticated metropolitan areas 
the tuneful, " listenable" Martin Block 
kind of music does best. For pre
dominantly small town and rural mar
kets the hillbilly tunes generally go 
best. The best of juke box hillbilly 
tunes are strong favorites. Things like 
Careless Hands, Room FilII 0/ Roses, 
Jealous Heart , Mule Train , etc. 

Of course there are exceptions. Par
ticipation shows of a ll kinds are fre
quent choices for an m.o. item, as are 
news shows. The typical m.o. session, 
however. is the musical program with 
a personalit y who has the gift of arous
ing confidence in whatevel' hf' recom
mends. There is something. according 
to mail order experts, in the theory 
that these selling persoll alities are 
" born." But it is still possible to take 
an ordinary, even a poor, Ill.O. sales
man and do wonders with him after a 
little concentrated instruction by an 
expert in the art. . 

M.O.N. supplies not only library mu
sic for its affiliates who need or desire 
it, but e.t. commercia ls as well , though 
they prefer a station to use a live an
nouncer where they have a good pitch
man. M.O.N. will train a stati on 's sales
man to handle M.O.N. products on the 
air. A typical I S-min. segment is han 
dled by opening with a IS-20-second 
teaser introduction followed by music. 
The middle commercial runs 2-2 12-
min utes and the music is followed by 
a 40-50 second closing rem inder. In a 

5 DECEMBER 1949 

10-minute segment the first announce
ment and first recordin g would he cut. 
The commercial time here is a shade 
over the NAB code a ll owance. 

Perhaps the kin g of all m.o. opera
ti ons is WCKY. Cincinnati. It has 
beell widely reported in the tradp 
(wholl y without confirmatioll frOI1l 

WCKY I that whf'1I they started their 
a ll -n ight Hill billy Jamboree (i t gets 
underway at 8 :00 p.m.) the station 
upped its 8\'f'rage IIlcome around 
$8,000 a week. 

illg, closing, and middle cOlllmercials. 
Usuall y about nille sponsors are han
dled during a period of 1 12 hours, 
wiI!'1I the en tire schedul e is repeated, 
with new music. At 11 :00 o'clock a 
lIew show starts wi th II('W sponsors a nd 
products. In this la ter period new 
products alld sponsors arc tested. 
WWV A, another phellolllellall y suc
cessful m.o. station, worh a silllilar 
progra m. but starts later in the eve
ning. 

The Jamb oree is programed in 10-
minute seglllents of hillbill y and Wf'st
ern music. Each sponsor gets a seg
ment and a total of 500 words in open-

One of the worst black eyes 111.0. 

spoll sors have given radio is from the 
ca reless way in which complai nts on 
nlf'rchandise, have been handled . Often 
they haven 't been adj usted at all. 

--------------------------------------------

COLUMBUS--A COMBINATION OF INDUSTRY, 
STATE GOVERNMENT AND EDUCATION ... 
The situation of Columbus is unique in the nation. Though the 
industrial output of this city is between $500 ·million and $600-
million, industry is not the full strength. Columbus is also the 
seat of the government of Ohio. Here are state departments 
a nd state institutions employing many thousands of people . Co
lumbus is also the center of learning for the state. The Ohio 
State University with its registration of 22,000 ha s an important 
part in the cultural and business life. Industry, government , 
education, all give to the economy of Central Ohio and Colum
bus a balance that is profitably favorable to those who sell in 
this rich market. 

CARLILE'S FURNITURE STORE--70 YEARS 
IN COLUMBUS--25 YEARS ON WBNS 
Carlile's are old in years but young in ideas. It was only natural 
then, that lhey should be among the first to use the facilities of 
WBNS when this station started broadcasting 25 years ago. 
W. A. Carlile installed a studio in the store and invited the pub
lic to come in and watch this novelty called "Radio." The re
sponse ran into the thousands ... and they have been com
ing to Carli!e 's ever since because this store has continued to 
use WBNS as one of its principal mediums of advertising . 

WBNS IS THE MOST IMPORTANT 
RADIO SALES TOOL IN CENTRAL OHIO--
If you desire to do a profitable s~l~ing job in Cen~ra.1 Ohi~ you 
must include WBNS in your advertiSing program. ThiS IS easily ex
plained by a look at WBNS programming and coverage figures. 
163,550 families in this area are WBN3 listeners. The programs on 
thi s station have been built to fit their needs and wishes. Test 
",Her test has proven that they respond to WBNS advertising ... 

and respond in a big way, much to the de-
. light of sales and advertising managl> . 

IN COLUMBUS. OHIO IT'S 
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~, WIN 

~ 
FOR BET TER RESU LTS IN THE 

Pacif ic Northwest 

7~CD StatUut4 

HOW TO WR ITE YOUR 
OWN SUCCESS STO RY 

Whatever your product or 
service, give WAIR the op
portunity to put your story 
before the people of th is 
locality. WAI R listener con 
fidence, built up over a 
period of years, assures prof
itable reaction , making good 
material for "} SUCCESS 
STORY OF YOUR OWN 

National Rep: Av e ry-Knod el, Inc. 

" When rill lIlakin g: my initial ~c reen of ~tation s in 
a particular market and getting th e technical data 
I need from STA;'\DARD RATE," says the Time 
Buyer in a large Chicago agcncy. "I check all the 
ads that appcar, too:' 

Sf'n'ice.i\rl.<;, like WII3X's, for example, arc par
ticularly u;;eful to Time Buyers. They supplement 
and expand the SHDS station listin gs with addi
t ional in format ion that helps huyers buy. ' 
i\oh' to Bro:lI l ('a~ t l'rs: The SPOT RADIO PHO-
1\10TIO:\ IIA~D1300K reports what radio adver
ti~ers and their agencies want to know about sta
tion s and where tl1l'Y get such information. If you 
don' t have a co py. order one from us. The price: 
$1.00. 

Portlantl 
Ellenshurg 
Spokane 
Butte 
Missoula 
Bozeman 
Helena 
Great Falls 

"v .... G. '''flHG' - loo ~ ltd ... _ ••• • , •• 
w ... , .,., ~"_ .... " I,..,.,.. 

9.ln\ ~ " ~. ( ,.. I) '" J" "'. J" _ C " . " 

••• •• _~. 1:.00 J.~ l.: t . 114 I&: __ J/IlI 

.".... 11 . 43 .... .,. ) .. ,,. IA '" .. 

",::','.:t.. 111 .28 I" :.. I II ' I~ 2U M .11 

'" .... 0' ""'DItHct · ........ , • •• _ .... .,. . ............. ..... 

...... "'l"" • • 45. 1 '". I'. I I' ! I " I. 
'~'':::'''. 51.. ,,~ . . .. I III .. 1 .2 U 

TIlt' sun:; Tr/r,.i,~i(m .'it'clio" is " O /(' flU/I 

/is /lr t/ II/(1II11'/y i ll (l '~('f1(l r(lI (' I'o/um t' , 
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STAN DARD RAT E & DATA SE R V IC E, In c . 
The Nat ionol Authority Serving the Media Buying Function 

Wal ter E. Bott hof , Publisher 
333 NORT H MIC H IGA N AVE NUE , CHICAGO 1, ILLINOIS 

NEW YORK' SA N FR A NC ISCO' LOS ANGELES 

WCKY b roaocasts eyer r half·hour a n 
o\'erall guarantee to handle promptly 
and persollall) any complain t ",hatso
eyer on the merchandise sold on its air. 
Tire station insists tha t products it of
fers I>c at least comparable to prices 
in such standard retai l ou tlets as Scars 
and otlH' rs. Products iuclude such 
solid ~taples as car tires and seat CO\'

ers. Between January and April of this 
yea r. J (1111 boree sold oYer 4,000.000 
bahy ('hich for Black's Poult r~ Co. of 
ColullllJia, . C. 

Today. more agf'ncies are willing to 
handle 1lI.0. accounts. SOIllC :,rnaller 
oncs are !,,)f'c ializing in tlre lll. ;\'ot all 
agcncic', .. \\ ho !randle this IJusiness are 
strangers to the 4As, In fac t, seven 
of the tOJl fifteen 4A agencies are re
liably l'f'ported to he interestcd in plac. 
ing husille"s witlr seyeral outstanding 
m.o. stations. 

Almost no station tooa) will accept 
P.I. merchandi!"ing without first in· 
spe<"ting a sample of the product; fino. 
ing the price represents good \'alue: 
ascertain ing that the product doesn't 
conflict too closely with similar mer· 
chandise being retaileo hy stores in the 
same area; getting a guarantee to re
fund purchaser\ money Oil his com
plaint. For a station not to insist on 
these things is to subject itself to pos
sible sabotage of its li5tenership. Few· 
er and fewer stations today are short· 
sighted enough to risk that. 

1\1.0. business eyell has a geography 
of selling, In the metropolitan East 
listeners take more selling. Here, also 
"gadget" type merchandise generally 
has its he!"t sale. though as a rule it 
doesn't sell on a hroad scale. The 
fa r ~T es t likes a solid sen ing of facts 
and specific descrip tions, not much 
selli ng. The lIIic!-\Vest usually responds 
better to a hlenoiug of the t\\"o ap
proaches. I f an item is to be pushed 
to the hilt in all three areas of the 
count n ' hett er resu lts are likely to 
come f rOlll scri pts which take these 
fac ts into account. 

As eyery experienced m.o. station 
knows. it is possible to eoucatc listeners 
in to responding to mail-pull amI dire<"t 
selling pi tches, But one has to start 
with the right programing ano per· 
sonalitirs. It i~ true, ano for obdouo;; 
reasons, that the more powerful statiolls 
ordinarily get the best mail order re
turns. But exceptions are numerous. 
\\' II \\ ' B. Rutland. YI., for example. is 
a one kw station with an exceptional 
oOll1inance of its area. ~Iore powerful 
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stations from outside don ' t come in too 
well. In recent weeks the station has 
offered M.O.N. items in fringe time 
with remarkably good results. 

Outlets who are determined not to 
compromise their publ ished rate cards 
with P.I. business under any circum· 
stances often take mail order business 
at card rates, and the distinction should 
be clearly drawn. It is true that many 
agencies will gladly pay card rates for 
time on a station with a proved mail 
order record- or pay for a tes t where 
an up·and·coming station looks like a 
good bet. As managements change the 
quality of a station as a mail order 
puller varies. This makes constant 
checking and testing necessary. 

Overwriting a claim can make a 
good buy sound suspicious. A slight. 
ly misplaced emphasis can cause un
necessary complaints. A current 
M.O.N. offer first described men's cot- I 
ton socks with emphasis on the nylon 
reinforcements. Since people tend to 
hea r what they want to hear, stations 
got complain ts- many listeners sup-

~~ 
WAVE 
AIN'T 
WESTERN 
OR )' EASTERN(KY. · 

1 n' t r each 
No , Sir, W A V~o: ::n y o f the 
Eastern (KY')J town s in western , 
O ther crossroa 1 rnKentuck y, d nort le southern an 
either! . ded for tIte 

. . n al-nlln 1 We' re d.recUo d' Ar ea on y, 
Louisville Tra m gd ard--except 

b ., stan ' -and y an. w r Id or tnter 
o One-w or 0 ' a cosnuc, urements-lt s 

planetar y nleak t And since our 
wonderful mar e . 46% higher 
families hav~ '::CY than do fulks 
standard of hV~h: State, W ~ VE 
On the rest o f prem1un1 1 b an g-uP, 
delivers a 
audience. . l essl y arou n d 
So don' t gropi, a l

W A VE put yOll 
in Kentucky, ,~t where it really 
" on the map L isvUle Trad-

nls-in the ou 
cC1U , 

~A"ie ~ 
Ji;

IIC Aff\1I1tE •• 50~TERS, INC. 
: FR~E ., RP epresentatives 
- Matlona~ 

,J-a:ae!~ 
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posed they were getting nylon socks. 
The copy was changed to sell the col
ton, referring only briefly and casual
ly to the nylon reinforced heels and 
toes. Complaints virtually ceaspd. 

Harold Kaye, who censors a ll copy 
used on M.O.N. stati ons, points out 
the value of an experienced mail order 
copywriter in cutting clown on rejec
tions of merchandise where the trouble 
isn't with the va lue of the item but in 
the erroneously induced expectations 
of the listene r. On an offer of nylon 
stockings a tes t using agency-written 
copy averaged 1B S1 rejections. With 

('opy rewritten on M.O. . standards, 
rejections dropped to 2(,1, . 

While it may be sa id th at items un 
der $3 in cost. and items not too com
pi icated ord i naril y do better than 
others, there arc numerous exceptions. 
To mention only one in each case, H. 
K. Simon Agency, New York, has a 
Chronograph wristwa tch selling for 
$8.95 on GO stat ions. It is not unu >, ual 
for an average station to p ull 30 to 
40 orders a week. 

Casper Pinsker Advertising has pull
ed about 100,000 orders for a \ (,3t
pocket adding machine costing $2.9D. 

~ 
~'-""\ . ~ J -

EVERYWHERE 
PERFORMS 

'MI-LICENSED 
MUSIC 
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Sept.-Oct. 1949 
MORNING 41.3 
AFTERNOON 37 .2 
EVENING 28.6 

First By Far 

·WFBL 
SY RACUSE , N. Y. 
Represented hy 
FREE & PETERS, INC. 

................. ... . 

:::11111111111111111111 
:::::.... .:::::: 

l~m~~~~j~~m\~~~::::::: F:~:~;~;~"" '" .. -: 
Availability 
J illl Monroe & The 
N ew. 6:00.6: 10 P.M. 
Tues. , Thurs. & Sat. 
Iladi o reporting at its 
b"s t with Mid·Amer. 
iC3'S fa\'orilc newscast
"r. \'\' rite, wire or call 
toda y I 

N olional R.pr.s.nlali". - John f. Pearson Co. 
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The machille, which adds up to 99 
million. is definitely Oil the complica . 
ted side. Yet the agency found selling 
points and a way to put them over 
simply enough to make li stell ers order 
it. Hetnflls average on ly around 31h(-~ 

- ver) low for an item of this nature. 
It will soon go on more than 100 sta
tions. 

While radio selliug techniques will 
nect':"sarily be modi fi ed on television, 
the same headaches, perhaps magni. 
fierI. will ex ist for the newcomer to 
mail o rder selling: how to select items, 
censor copy, evaluate price, use pre
mimns, bu ild audience acceptance, etc. 
Ilnber Hoge & Sons, one of the coun
try's biggest mail order agenc ies, feels 

I that television is one of the greatest 
potential mOlleymakers of all time. 
They' re now TV-testing several items 
for Fall. 

Hight now, however, Hoge is using 
more than 500 radio s tations for a 
dozen m.o. clients. 

The radio industry is disposed to 
call radio mail order an entirely legiti
mate method of doing business. But 
its leaders will not grant that any 
method of compensation for it other 
than straight card rates is acceptable. 

*** 
PU BLIC SERVICE 
(Co ntinued from page 44) 

colored population in its area would 
welcome a daily prog ram "of, hy, and 
for its own people." The hroadcast 
that the WDAS management envisioned 
would include local negro news. seri
ous. pop, and bop music, talks by ne
gro civic and cultural leaders, forums 
on topics of spN:'ial interest, participa
ti on of neg ro sports, stage, and screen 
celeb rities and embryo nic stars, a dar
to.day perspec tive of thc negro world 
fo und onl y in thc negro press. Phila
del phia had no such program. 

\'lDAS executi,-es di scussed its idea 
with the Philadelphia Fellowship Com
mission and, at its recommendation, 
wi th social agencies, judges, doctors, 
c ivic leaders, employment agencies, 
union officials, bu~incss men, bankers. 
and a number of ayerage householders. 

Out of thi s came a general program 
skeleton and a decision to select a 
negro me who met these four require
ments: (1) promincn t in the negro 
comlllunity. (2) familiar with show 
business, ( 3 ) exempla ry characteL 
( 4.) good microphone presence and 
diction. 

The answer was George "Bon Bon" 
Tunnell, a Philadelphian who for years 
was a featured vocalist with the late 
Jan Savitt's Orchestra heard over NBC 
and CBS. Many theatrical engage
men ts harl gi yen him stage presence; 
he had frequ ently recorded for HCA 
and Decca ; and his harmony group 
was wcll-known to a high percentage 
of the population in and around the 
Quaker City. 

With Bon Bon 's help a one-hour va
riety production was evolved based on 
the concept of good entertainment and 
public service without regard for prej
udice or bias to race, creed, color, or 
politics. r t began life in mid-August. 
The broadcast time is 11 :30 to 12 :30 
noon .Monday through Saturday. 

"The Hon Bon Show" was sponsored 
from its initial broadcast. Instead of 
selling daily participations of 15 or 
30 minute segments. \VDAS instituted 
individual sponsorship of each day's 
program. The Spatola Wine Company, 
experienced in selling the colored mar
ket, bought Wednesdays and Fridays 
on a long range basis. A cosmetic 
manufacturer, a furniture store, and 
a furri er purchased the remaining 
days. Whether the policy of individ· 
ual daily sponsorship will continue de
pends on thc analysis of the first 15· 
week test period, soon to be concluded. 

It's still too early to indicate re
sults, but the cooperation_ publicity, 
and promotion that the show is re
ceiving fr0111 countless quarters augurs 
well for sales. All four negro news
papers repeatedly urge listening to 
" The Bon Bon Show." and have even 
thanked the sponsors by name in their 
editorial columns. Hundreds of thou
sands of leaflets, folders, hulletins, and 
signs prollloting the program have 
been iss ued by colorcd organizations. 
Se"eral sponsors ha,-e ca rried tie· in 
copy in freq uent newspaper advertise
ments. prepa red ,,,indo\\' displa ys. pur
chased billboards. One mailed 100,· 
000 cards to dealers and customers. 
"Bon Bon" Tunnell has made oyer 100 
appearances in Philadelphia stores. 

In puhlicizing the program to the 
negro community \VDAS stressed the 
nffessity for meaningful public sen ·ice 
ingredif'nts. This careful ind octrina
tion , and the ob,-ious pride with which 
the colored audience views the sho\\', 
has kep t canned propaganda and use
less publicity at a minimum. To datc 
close work ing arrangements haye been 
estahlished with the negro Elks, the 
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They Love Us 
in Alberta 

Opening the huge stack 
of mail every morning at 
KDYL is always a pleas
ure, but even our office 
girl was thrilled by a re
cent letter from Brocket, 
'way up in Alberta, Can
ada, ordering a produced 
advertising on HThe Old 
Corral." 

A thoughtful post
script said, U tThe Old 
Corral' is the finest pro
gram there is. We listen 
to it every morning." 

What more do we need 
to say? 

Salt Lake City , Utah 

National Representative ; Jahn Blair & Ca. 

sells the millions that buy 

ASK 
REPRESENTING 

YOUR 
LEADING 

JOHN 
RADIO 

BLAIR 
STATIONS 

MAN 

Offices In: Chlca&o, New York 
Detroit, St. Louis, Los Angeles 

San Francisco 
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National Colored Children's Bureau. 
Na tional Postal Alliance, Tire Coml1lU
ni ty Clrest, The Fair Emplo) lIl('nt 
Practices Commission, Tire Philadel
phia Service Organization, YMCA. and 
other bureaus opera ting for Iwller race 
relations. 

Today, the basic muk(·up of a one
hour show contains till' foll owing com
ponellts: 

( 1 ) Vocal and inst rumen tal mu::;ic 
by white and colored bands, 
all the way from classical to 
bop. 

(2) General news from A P and 
Overseas News Service. 

(3) International, national, and 
loca l news of negro interest. 

f4t " Inquiring Reporter" - tele
phone-contact queries on top
ics in or all ied to the day's 
news. 

(5) Negro social, religious, frater
nal, and club information. 

(6) "Name-guest" interview, alter
nating between civic leaders 
and ent ertainment world, white 
and colored. 

(7) " The entertainment whirl"
what's doing ill town. 

( g) "Mother-of -the-da y" - reco m
mended by li steners ( winner 
receives box of bon-bon s and 
ded ication of her favorit e 
song) . 

(9) Patriotic moment of "Thanks 
for America." 

( 10 ) " Reminder for today"-a phi l
osophical thought. 

" The Bon Bon Show" has already 
achieved another distinction. Howard 
T. Reynolds, songwriter and pianist on 
the program, received $1500 frol11 
Freedom Foundation for his new 
song "Speak ITp For America" orig
inally presented on the show. He was 
one of the ten \\"inners in the " Unclas
sified Awards" division along with 
Judge Harold R. Medina, Cluett Pea
body &: Company, Kiwanis Interna
tional and others. 

"The Bon Bon Show" happens to 
embrace negro public service. But 
the opportunities for local and region
al sen"ice ripe and right for sponsor
ship exist in many directions. It takes 
keen judgment to determine what's 
appropriate for sponsorsh ip, what's 
not. That 's a judgment that every 
sponsor interested in public service 
broadcasts and every station must ex-
erclse. *** 

• 

you Can 
do it better 
with the 

revolutionary 

ALlEC Agk~AL 

21 B 
MINIAT 
MICROP 0 E 
It achieves uniformi~y. of re

reater 

proof ... there is no false bass 

build-up ... more ?et acoustic 

gain before encoun~ring feed

back . . . tiny size contributes 

to remar~able versatility of 

position}ng ... e tends the 

fidelity of sound transmission. 

161 Sixth Avenue 

New York 13, N. Y. 

1161 North Vine St. 

Hollywood 38, Cal. 
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WHH M 
MEMPHIS 

IN DEPEN DENT
but not aloof! 

PATT McDON ALD-Manager 

1,\IIEI'E:\\lE:\T 

'IETlIIIPOI.ITA~ 

S .\l.ES 

~ ____________________ MW ___ _ 
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~~ Jf?l/j/~U 
"AMERICA'S FINEST 

WESTERN ACT"! 

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

Jr'ire, write or phone 
ARTHUR B. CHURCH Proauc/ions 

KANSAS CITY 6, MISSOURI 

I DAYTIME PROGRAMING 
t COlllill II cd from pugf' 27) 

1 da~ liJll!' hroadca!'t-audiPIl(,(' plal'p. 10-
('all) ill Ill<' la!'t \1<1) -SepIPIl1IH'r Hoo
pcr re')lorl. 

TI\(' stalus of \\ ' .'\E\\,. Xew York, is 
\\ I'll kIlO"'". This illdepC'IHlpnl. operat
ing ill perhapi' Ihe lougltesl. certainl y 
Ihe n10si c rowded, 111 a rkC't in tlte coun
tn H'('ei\ed 16.3 percC'nt of the day
linJ(' !'harp of audiPJlce in Hooppr's 
J 9-1-9 ,\ ugust-Spptcl\llwr tahulal ion!' for 
tl\(' I ig tOWI1. 

J usl one lIIore exalllp le is lilllp, 250-
wall, da\timc-onh' WlBJ{ (for1llerly 
\\eLA ) al Baloll Rou1!e, Louisiana. 
During four daytime periods, in the 
rating!> for January-April Ihis year, 
\, ' Iill{ outranked the' three local net 
work affiliales agaiJl~t ,,1101Il it must 
compele. 

In all the cases- with hi gh power 
or low_ with nC'twork affi lia ti on or 
wilhout it- il is program pallprIl that 
makes the difference. The local sta
tiolls ha\"e heen flexi ble. Tlw Jlptworks, 
in spite of some efforts 10 improve 
the daytime picture in the las t few 
years. have on Ihe whole hpwed to old 
formulae. 

The network daytime pallerns are, 
b) and large. like stars fixed in til(' 
~ky. Daytime serials are the backbone 
of XBC and CBS. Audie\1ce participa
tioners are the daytime staples of ABC 
and ;\Iutual. Hugh;\1. Beville. Jr.. 
direc lor of XBC'!' research depa rt ment, 
concedps that " Ihe serial h as heen the 
most stahle element in tIl(' daytimp 
program pallern," ~BC has tried ot her 
elemen ts. It experimentpd with the 
Fred \\Taring ShOK. ,,' hil(' Ihat one 

I provpd to be a good program, as far 
as critics wcre concerned. it simph' 
failed to payoff. It cost to o much to 
hold spollsors intcrested on a cost
per-point basis, CBS trieo too, and 
with grpaler Sllccess, when it brought 
Godfre~' to the coast-to-{'oast audience. 
But ncither CBS nor XBC has devel
oped any olhpr program wilh Godfrey's 
pull. The close!'t A BC has come to 
off Pring rpal Illorning cOIl1)1p.titioll, out 
side thc audipnce-partieipation field , 
i:-; wilh tlte " 13ell) CrockPr" program. 
:\BC is no\\' I r) ing again. with the 
Jack ilprch show and the earlier (9 
a.m.) Eddie Alltert program. CBS is 
also making an pfforl to I'olstpr the 
(Ia~ linl(' log wi lh Ihp Garry ~Ioo re 

pilch taking up a full hour ill the after
nooll. (Tha l's where 5lanlon's "cros~ 

[(·f<'ren('C''' iopa i,. \Jping put into ef-

feel. ) Bu t J ac~< Be rc h is not yet in the 
Godfrey class. while neither Albert 
nor ;\100[(' has paid off 10 Jate-al
thoug.h all three of these may come 
th rough. 

The nctwork da) lime reliance on 
serials and audience participationers 
as their chipf bulwark has not been an 
accidenlal de\'c1opnwnl. That part of 
the daytime pallern rests on solid re
search. The troubl e \\'i th that rescarch 
- as admille(1 by the prominent social 
!'Cientists who conduc\pd it-i that 
usually it ~hows only what audiences 
do 1101 waul. There is an admission 
on that point in a condensation of the 
famous XBC morning-sprial sun'ey 
which was madc in 1944. Dr. Paul 
F. Lazarsfclcl and Helen Din :-- rman. 
writin)?; about that sur\'e~' in "Com
munications Re!'earch: 19..t.8-19..t.9," de
clare': 

"Di!'!'a ti sfied raJio listeners are in 
gcnera l more eager to describe what 
they do not like about exis ting pro
grams than to describe in anr detail 
the kind of programs they wo~ld pre
fpr. ,-

It is only expNimpJ1tation hy the 
net works. sponsors and agencies I hat 
,,-ill show what the audiences might 
prefer. Thc positive approach must 
come from the industr~-. it can not be 
expcctpd f rOI11 the aud iences. 

That 1944 KBC sune~' sho\\'ed, for 
instance. that in the morning (9 a.111_ 
to noon I the sprial-storr audience is 
made up of onh 29 percent of the po
ten ti al women lisleners, 

There is another suney. besides 
NBCs, which is morp optimistic. This 
is one compleled for C 135 in 19..t.8. after 
an 18-mol\th inquiry which enlisted 
the sen 'ices of such big-timr rrsearch
ers as Laza rsfeld hims('IL Elmo Roper, 
Dr. Ha) 1110n<l E. Frallzepn and Dr. 
Carl L. Rogers. This ~tudy ~howed 
that th e majority of wOI1l('n-,=)..t. per
('ent-did li!'oten to the daytimp ~erial. 
But theu. offselling the CBS stati::.lic~, 
is a more rP('cn t study, {'onducted in 
tw o c('ntral lI1inoi~ counties by Charles 
I I. Sandagp, profpssor of ad, erti~ing 
at tlte tTlli\'ersit~ · of Illinois. Here_ 
the picture is not so prelly. 

:3andage show::. that in aIle of the 
arca~ _ Challlpaign County, the' average 
percentage ra l ing for \\ omen's listcn
ing to s(,\'pn (1yailablp daytime serials 
is only 4.9. 

III Ihal CBS rpport 011 serials_ it was 
hard 10 find any criticislll against the 
dmtirnp pallen\. The report simply 
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showed tha t the majority of the women 
" liked" the seria ls. I t showed for in
stance that, in selected c ities, the seria l 
listeners could have tuned in compet
ing programs. I n Dubuq ue, Iowa. the 
women tuning in on serials had eigh t 
competing programs that they co uld 
have hea rd. 

But it is on the basis of the reaSons 
given by wo men who do nol listen to 
serials that the net works have devel
oped those additional elements III the 
da ytil11e program pa ttern. 

Programers, on hoth loca l and na
tional levels, kn ow, however, that not 
all a udience c riticisms must be taken 
as gospel truth. There is always dan
ger in relyi ng too completely on what 
is known to some people in rad io as 
the Cle\"eland Critique. 

That Cbeland Critique was just a 
bit of a fiasco. It happened three years 
ago. A local radio editor had called 
on his readers to say what they would 
prefer on the a ir. Here was supposedl y 
a positive approach . Three hundred 
of the dea r ladies took pen in hand 
and, almost unanimously, demanded 
more music----<,Iassical music. But 
someone at W HK got hold of 138 of 
the names from among the 300 music-

Mr. Advertiser: 
YOU CAN DO IT AS 
WELL (Maybe Betted 

AND FOR LESS 
wit h 

TELEWAYS 
TRANSCRIPTIONS 

The lollowing transcribed 
shows now available 

AT LOW COST! 
• JOHN CH A RLES T HOMAS 

260 15-Min. H ymn Programs 
• SONS OF THE PIONEERS 

260 15-Min. Musical Programs 
• RI DERS O F THE PURPLE SAGE 

156 15-Min. Musical Programs 
• STRANGE WILLS 

26 30-Min. D ramatic Programs 
• FRANK PARKER SHO W 

132 15.Min. Musical Programs 

• MOON DREAMS 
156 15-Min. Musical Programs 

• BARNYAR D JAMBOREE 
52 30-Min. Variety Programs 

• DANGER! DR. D AN FIELD 
26 30-Min. Mystery Programs 

• STRANGE ADVENTURE 
260 5-Min. Dramatic Programs 

• CHUCKWAGO N JAMBOREE 
131 15-Min. Musical Programs 

loving WOI1WI1. These 138 got I heir 
own coincidental cheek- they received 
'phone calls on two ~eparate oecasions, 
once when th e NBC S) llIphol1 Y was 
playing 011 its home g r()ulld~ and m
ceiving local broadcast. Of the 13:1 
111 usic-Iovers--exac tl) 1 nu were found 
to be tun ed in to other programs whil e 
the longhair fiddlers and tootlers oc
cupied loca l transmitt ers! 

Here are some of the thillgs the net 
works are not doing in the da ytime : 

They are nol taking into acco unt the 
local desires. True, that is something 
the loca l stations can do best-since 
a network must think of a national 
aud ience. But the networks are not 
find ing enough new programs. new 
formats. new personalities that could 
attract national and local daytime au
diences at the same time. 

The n ~t\\orks are not taking into 
account early morning listeners. Local 
stations that a re successful are al \\"ays 
cashing in 011 that audience. 

Except for an occasional, rare try_ 
usuall y more or less by accident. the 
networks are 710t taking into account 
the out-of-hollle listeners. The recent 
Pulse-WNEW fi gures ( SPONSOR_ 1'\ov. 
7) showed that there is gold in those 
out -of-home mountains. if programs 
a re tai lored to their preferences. 

The networks are not- again , with 
ra re exceptions- taking the semi-urban 
and rural and farm audiences in to con
sideration. Here. the Sandage report 
th rows additional light on the pos
sibilities. Sandage shows th at " farm 
women reported greater listening thall 
either urban or yillage women." ' 

J mportallt sponsors have shown, 
more and more of late, that the net
works ha\-e big daytime value. Cigar
ettes have been movi ng more solidly 
into the network dayti me picture for 
two years now. Pillsbury has signed 
up to join the Godfrey parade come 
spr ing, Genera l Foods has bought Ed
win C. Hill on ABC, Genera l Mill s has 
contrac ted for the same network's 
"Modern Homances." Further daytime I 

billings are reliably reported under 
consideration by Genera l Foods, Gen
eral Electric, and Campbdl Soup. 

There are many other sponsors 
ready, wi ll ing and able to sink solid 
cash into daytime shows on the net

Send for Free Audition P latter and low rates 
any of the above shows to: on \\~orks. " That they need is: progranls. 

T E L EWAYS PRO~~g+~ONS, To provide those programs. the net
works need: a daytime pattern tha t INC. 
will offer something ne\\'. fresh. per-8949 Sunset Blvd., Hollywood 46. Calif. 

"hones CRestview 67238-BRadsbaw 21447 

5 DECEMBER 1949 

haps even holdl y experinlental. * * * 

FIGURES 
PROVE 

W 
T 
R 

AM-FM 
Covers the Prosperous 

Great er Wheeling 
Market From 

BELLAIRE, OHIO 
Consult t he Hooper Are a Covera ge 

Index, 3-C ou nty Area 1949, an d see 

how well W TRF covers t he W heeling 

(W. Va . ) Metropolitan Ma rket. To see 

how economically, 

See T HE WALKER CO. Today 

Ai. 
'~ru 

WE 'VE BEEN PRODUCING 

Motion 
Pictures 
FOR MORE THAN 39 YEARS 

ind ustrial ••• sales .• • anima
ti on ••• public relations .• • 
tra ining •.. theatre ads •.. from 
20 seconds to 2 hours in length. 

A Fe w Current Productions: 
• Federal Reserve Ba1lk 
• Joh1l Deere 
• U. S. Army E1Igilteers 
• Comm01lwealth 0/ Virginia 
• U. S. Navy 
• btter1lati01lal Harvester 
• Atla1ltic City C. 0/ C. 
• Northwest Airli1les 

Write or wire For inFormation 

r/?eiJ .H. I(ag 
fiLM INDUSTRIES, INC. 

208 50. L0501le 2269 Ford Pkwy_ 

Chlcogo 4, III. St. Poul 1, Minn. 
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"Service Mediu m" 

In a ) ear of adversity and cllnfu
sion radio is demonstrating a growing 
predilet'lion for s('rvice beyond the call 
of duty . The signs are multiplying. 

In Tennc:;see the Tennes~ee Associa
tion of Broadcasters, headed hy F. C. 
Sowell of \\ 'LAC, :\'ashville, have in
stituted a "Let's S('ll Optimism" c am· 
paign over 38 of their station::. \fot 
only ar(' th('y flooding their state with 
a minimum of 1.')2 announcements a 
day of cheery bUi'iness information. 
but they're publicizing the bright side 
of the picture with printed notices to 
business and c ivic leaders throughout 
the state. Results aren"t all in, hut 
it's evident that Tenne~see is getting a 
hig lift. 

And in other states the "Let's Sell 
Optimism" campa ign is finding its 

Applause 

BAB Sparkplug 

The Broadcast Ad\,("fti~ing Burea u\. 
contribution to a keenpr understand
ing of the spon,-or's problems and 
practice .. is being dramatically dem
onstrated in ~Iaurice l3. :\Iitchell's in
spired talh. a t :\AB Distriet ~I('e tings. 

From Da!las to Boston. hi .. wpighty 
words have l('ft an imprese;; ion that will 
spark Illany a new broadcast s.11e. 

~litdl("Il's subject. " How to Get a 
Largpr Share of the Advertising Dol
lar," ' could al .. o have Iwen titled " How 
to Know Your Adverti"ing Prosp('ct 
Better:" A notabl(' portion o f his time 
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mark. too. Exclusive of th(' Tennes
see broadca:-'t~, close to 100 ~tations 
sratter('(l throughout the nation have 
told SPO:\SOR that they are spreading 
the se('d of optimism in their individ
ual areas. The pow('r of radio is help
illg th e U. S. recapture its full eco
nOlllic ~trength. 

A nd in Cle, ('land another valuable 
seniee campaign was introduced by 
John Patt of WGAR. This one has 
more of all industry flavor. WGAH 
has emi>arkpd 011 an ambi tious "Give a 
Badio Campaign" which has now beell 
adoptpd by lllallY memhers of the Ohio 
Association of Broadcasters. The OAB 
has agreed to furnish each participat
ing sta ti on with special copy promot
ing the sale of radios. While the 
R.\IA 's "A Radio in Every Room" 
campaign. headed hy W. B. McGill of 
\~ r estinghouse Electric l\Ifg. Co. , has 
done a bangup job annually. this is 
the first time that a real radio-~et-sell
ing impact has been delivered by the 
stations themselves. 

There's a growing maturity in radio 
station circles today that augurs well 
for the industry. Much is heing done 
on a unified basis for the general 
welfare. It makes radio a better ad
vertising medium. Radio may be la
beled the "service medium" soon. 

After BMB : A Prediction 

Predicting what will replace B'\1B, 
if anything. is an illogical occupation 
at present. But we'll take a stah at it. 
And mayhe yOU can check us nine 

was de\'oted to an analysis of the ad
vertiser's behavior in producing. dis
tributing and marketing his products. 

His rpcognition of the importance 
of guiding station sales strategy in 
the direction of sponsor and agency 
under::tanding is a tribut e to the new
found maturity of broadcast advertis
ing . 

:\Iitchell does far more thall that , of 
('our:;e. His highly stimulating pres
entation comtitutes, in fac t, a short, 
hard-hitting course on successful sell
ing, taking in the more e .. sen tial radio 
ingredients. After list er,ing to him, 
one gope;; away fpeling that broadcast 

month from now to see how we' re 
doing. 

First, we predict that another radio 
measurement will follow. 

We believe this because advertisers 
and agencies ha\'e decided that they 
can' t afford to be without a gauge for a 
l1l('dium whose individual units are 
hard to measure. And hecause broad
casters realize that they'll be at a dis
tinct disadvantage without a common 
measurillg denominator. 

\\' e predict that the next measure
ment may not he very dissimilar to 
B'\1B in tf'Chnique. 

But we predict that its use will be 
different. 

We believe that it will be used to 
determine station coverage, not station 
popularity. We understand that B~IB 
'~'as originally intended as a coverage 
devi ce, but drifted away from that con
cept. Thus what may develop is a re
turn to the original premise, with the 
l\ielsens, Hoopers. Conlans, Sindling
ers, and Pulses doing the popularity 
studies. 

This won't give the radio measure
ment as much utility as is claimed for 
the Audit Bureau of Circulation. But 
radio compensates for that by supple
mentary research that goes beyond the 
analyses that have been created for 
printed-media measurement over many 
years. And this research will improve. 

We predict that broadcasters will 
continue to foot the bill. But with the 
definite understanding: that the mea
surement for which they're paying will 
pay its way ... and then some. 

advertising is even greater and more 
effective than most of us realized. 

SPO~SOR has long advocated the type 
of radio education that the NAB is 
now furnishing the industry: its edi
torial pages today reflect the same 
thinking. 

TAB President Justin J\liller IS to 
he commended for giving BAB the 
dominant position at these meetings in 
the face of many other urgent indus
try problems. In so doing. he is right
ly placing dollars and cents factors 
first in this new radio era of competi. 
tive selling. 

SPONSOR 
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IF THE SHOE FITS • • 
• 
• • • • • • • • • • 

~EN ,, ... hookl." "V,.,,,,, ),;.Iw.'" 

Food Sa le"." arriH'd <It \\' ;\AX, lH' ,,:Jill, "thi" 

".hol· fib II .... " '1'111' hookll ' l prl·parl·d for till' 

Twill Cit~, Fooll Brokl'r ... A""ol'iatioll 11,\' Holalld 

S. Vui l(', prllfl· ... ,.or of 1': I'ollo mil''' aud :Harkl·t

in~, a nd Edwin II. LI'wi,_ " ,. ,..01'. profl · ... ,.or of 

EI'ono mil'" .. lid )Iarkt·till~ at thl' [Tllhl'r"it~· 

of l\linlll'"ota. dl'M'rilll'''' till' Ire ml·IIdou,.. markl't 

dl''t,lopl'rI in thl' ,..tall·'" o f ) Iillu(' ,..ota. ;\'orth 

Dakot a aud South Dakota- three of till' fill' 

... talt'" in Bi~ A~~il' Laud. 

It ,...·e m" that thl' agril'u:tu r;J! folk" arc load I'll. 

For in".talH·c, till' IIrOl·hurt, "a,\'" till' aH'ra~I' 

rl·t'liI ,,all's pl' r r.l1nil~' in 19 ·18 in thi,. Upper 

)lid"l',..t area wa" S:{.8()·t. a,. 01'1'0"1'«1 to the 

uational a'era~(' of S :~ , I:H. III 1918, farlll 

folk,.. in all of Bi~ A~~il' Llllld- the :~08 eOIlIl

til'''' within )1i1l1H'M)ta, thl' Dakota,... l'\('hrm,ka 

alld Iowa-ac('ollllted for 11I ':lrl~' S:{-hillioll in 

11('1 farm iueollll'. Bi~ A~~ie Lalld i" til(' 

world'", riche!!'t lI~rieultur:" a r ea - "I'r\'I'd onl,\' 

h,- W;\AX . 

• • • • • • • • • • 

• 

• 

• • • • • • • • • • 

In this ril'h , ".tahll' ar.~a , wh l'r(' ti ll' e Lh anrl 

flo,,' of indu"trial ".trif., arl' onl~' IlI'adl inl's, 

61 ~~ of tIll' popul<ltioll i,.. rllral. H:lliio i,.. 

1I1I,.ic • a 1111 rarlio ;.~ WNAX. A 1948 diar) 

".tudy, lIIade in 80 coulltil'" rl·pre".entill~ thl' 

fill' "tatl'" (·olen·d h} \\' ;\AX. ".ho"I·11 that, 

lif thl' 4:{ ".Wtilj n" nwntiOlll'tl. li,.tt'llI'r ... likl'll II,. 

hl, ,.t 94.7 % ftf all , da),tillll IllIarh'r hOllr ... -

78.9 f1, of all e\('IIill~ Iluarlt'r hour",. Call 

)'Ollr Katz lUan for full partil'llhlr,... 

\\'e ' d he plea,. t'rI to forwarll tht' hrorhurl' un 

"Upper )Iirl"e,.t Food S:JlI'"'' to .'011 UPOII ,"our 

request. 
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