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eads --e nation,--
• In livestock production • gains 

This increase in livestock 

production spell s cash-in-the

bank prosperity fo r Kentucky 

farmers . . . for livestock 

receip ts represent well over 

one-half of Kentucky's total 

farm income. 

1.2% 34.4% A).8%,~ 9.4% 
t ~ 

GAIN GAIN ~ GAIN ~ GAIN 
"~"', .~" ~ jOl:"~"'~' '::::::";" '';;';:':~'------
u.s. KY. u.s. KY. u.s. KY. 

SHEEP HOGS BEEF CATTLE LAMBS 

~--~--~! .~--------~ 
~ ______ ~f '~ ________ ~ 

Based on a recent Univers ity 0# Kentucky College 01 Agriculture report 

01 livestock gains over a years period . 

WHAS alone serves all of Kentuckiana 

50 ,000 WATTS * 1 A CLEAR CHANNEL 

with the only complete 
Farm Programming Service 

for Kentucky 
and Southern Indiana 

The Kentuckiana farmer dcp(>llds on \VHAS Farm 

Coordina tor Frank Cooley and Assistant Don Davis 

for up to the minute farm news and market reports. 

* 840 KILOCYCLES 

The only radio station serving and selling 
all of the rich Kentuckiana Market 

VICTOR A. SHOll S, Direc tor NEIL D. CLINE , Soles Director 

REPRESE NTED ~lA T IONALLY BY EDWARD PET RY AND (0 . • ASSO( IATE D WI TH THE (OURIER -JOURNAL & LOUISVILLE TIMES 
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New York station hit s In New York, No. 1 TV market, Radio St a t ion WNEW hi t its highest 
high listener rating Ma rch Pul s e s inc e 194 2 . It s Ma rch 1950 r a t ing was 14 percent higher 

tha n the s a me month l ast y ear. WOR report s its highes t April on 
record, with 57 perc ent mor e li s t e n i ng than in 1942 when Pulse rat
ings began. Accord ing to Pul se , r a dio li s t en ing in the five-county 
Metropolitan Boston a rea has increas ed 19 . 8 p ercent be tw een Janua ry 
1948 and January 1950 . 

-SR-

New York' s Directly acros s from CBS, new 488 Madison Avenue buildin g ma y soon 
" Advertising City" be tagged New York' s "Adverti s ing City. n Jus t moving i n a r e such 

advertising sta ndouts as Ziv, The Katz Agency , Lo ok , William H. Wein
traub & Co., Edwa rd Petry, BROADCASTING Ma ga zin e, J oseph Katz Co . , 
Esguire. SPONSOR' s offices a re two door s a wa y a t 5 10 Madison. 

Mutual expands 
adventure-mystery 

block programing 

Color hearings 
on last lap 

-SR-

Mutual believes tha t a dventure-mystery is wha t lis t en ers want . Suc
cess of Monday night (7 to 10) mood programing expa nd s adventure 
my stery offerings to include Sunday night key h ours . Mutual comb
i n g fie l d for suitable programing. Louis G. Cowa n' s "Murder a t Mid
night," offered on transcription few years back, is n ewe s t selec t ion 
as this goes to press. 

-SR-

TV color hearings will be concluded following FCC sessi on s in San 
Francisco a bout mid-Ma y to assess CTI system. Dec is ion is exp ected 
before 4th of July when some Commissioners lea ve for v a ca t ions . Ma
jority of Commission still on fence on RCA, CBS, or CTI pr e f e r ence, 
with ex-Congressman Robert F. Jones outspoken a dvoca t e of CBS s y stem 
or any that can be put into operation now. Inf ormed s ourc es now 
don't expect freeze lift until end of year, a t ea rl ies t. 

-SR-

Summer bugaboo Closer examina tion of summer facts is convinc i ng ma ny s pons ors that 
on way out summer is time to step up air a ctivity, r a the r t han cu t d own. Home 

appliance s , cigarettes, men and women's clothing , d e par t ment store 
sales are some categories hitting sales pea k s in s ummer months. With 
only 6.8 percent away from home a t a nyone time during s ummer the 
audience is waiting. Program hia tus is tough to li ck (due to stars' 
demands for vacation), but a dverti s ers a re fi guring ways and means 

Hooper on why 
radio advertisers 
get more today 

to maintain high-calibre programs on a ir. 

-SR-

Nighttime r a dio sponsors, say s C. E. Hooper , ge t mor e for their money 
toda y beca use there's a s much ev ening li s t en ing as four years ag o, 
but 37 percent fewer network s ponsored prog r ams . As a result, the 
fewer sponsors get more listeners . 

SI'O:-';SOR. Volume 4. :\0. 10. 8 ~ I ay. 19:;0. Puhllshed biweekly by SPO:\SOR Publlcotlnlls Tnc.. 3110 Elm ..... e. . Baltimore 11 , ~"I E . ","utl<e. Editorial. Circulation 
Onlce 510 :ll adlson A<e .. N. Y. SS a yeM In U. S. $~ el.ewhere. Entered as secon I clas s matt er 29 J.nuary 1949 Ilt naltlmore. ~Id. postomco unde r Act 3 :ll3 reh 1879. 
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Are Neilsen ' s 2 ,000 
Audimeters enough? 

BAB direct-mail 
series makes 

seven key points 

Major film studios 
still thumbs down 
on releases to TV 

RMA members 
predict 5,000,000 

TV sets for '50 

Philip Morris 
makes record 

sales gain 

. " 
• jk.. . ' . 

Puzzling n ot e in listening mea surement picture is whether A. C. Neil
sen's 2,000 Audimeters in 1,500 homes ( 1-1/3 Audimeter per home ) con
forms to a vera ge number radio sets in home. Pulse, Hooper, Whan, 
Americ a n Rese a rch, Sindlinger studies show 1-1/2 or more sets in av
era ge home a s personal set listening increases. If Nielsen Audi
meters fail to measure all listening in sample homes, National Radio 
Index will need adjustment. February 1950 figure shows 4 hours, 42 
minutes list ening per home per day against 5 hours,3 minutes for 
February 1949 . New type Audimeter measures up to four sets, but 
only handful a re in use. (Corrected version, item previously print
ed in 24 April issue.) 

-SR-

Broadcast Advertising Bureau direct - mail folders just released as 
seven-piece series makes these basis points: 1) radio reaches most 
people: 2) radio is personal selling: 3) radio lets advertiser talk 
to specialized groups; 4) radio delivers message fast, frequently, 
cheaply: 5 ) radio gives advertiser full credit for program content: 
6) radio offers repetition to pound ideas home: 7) radio uses human 
voice to ma ke greatest impact on customer. 

-SR-

With nation's 100-plus TV stations hungry for feature films, supply 
is limited to B-picture releases of such independents as Monogram, 
PRC (Eagle-Lion); odd lots from United Artists and others when titles 
have changed hands; J. Arthur Rank, Korda foreign films. Beset by 
exhibitor protests, Hollywood bigwigs won't consider lucrative re
release offers. As result Ziv, Gene Autry, Crosby Enterprises, KTTV 
are going into feature film producing. Most stations getting top 
ratings with present showings. Major company attitude hurts Phone
vision chances most, since Commander McDonald's project requires use 
of high-quality feature films. 

-SR-

Eighteen RMA directors late in April guessed at 1950 TV set produc
tion. "Guess-estimates" ranged from 6,500,000 to 4,500,000. Aver
age was 5,350,000. Hugh M. Beville, NBC Research Director, esti
mated 5,343,000 sets installed as of 1 April, with 500,000 put into 
service during April. 

-SR-

Prolific radio-TV sponsor Philip Morris reports sales for year end
ing 31 March at $255,752,000--a 12 percent increase over preceding 
year. Net e a rnings, after taxes, were up 20 percent over 1948-49. 
Broa dcast advertising highlights Philip Morris ad appropriation. 

-SR-

Sindlinger (Radox) Lack of financing has discontinued Radox measurement system of Sind-
out of business linger & Co. Firm operated with 342 home sample in Philadelphia, 

planned expansion to New York and Chicago. Sindlinger has suit pend
ing against Nielsen, Hooper claiming restraint of trade. (See edi
toria l, page 72.) 
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WHAT'S THE AH AND DOH ABOUT? 

radio audience radio audience 

TOGETHER they make TOTAL AUDIENCE 
all the potential customers you reach with your radio dollars 

AT-HOME or OUT-OF-HOME, listeners are listeners! Wherever they 
happen to tune in-kitchens, bedrooms, living-rooms, cars, stores, at 
work or play-they are still T HE SAME PEOPLE! All their radio listening, 
AT-HOME and OUT-OF-HOME, is now documented fact. TOTAL 
audience, wherever they listen, is what your radio dollars buy. 

A sizeable part of your TOTAL audience listens OUT -OF -HOME all 
year round. Even in snowy February, PULSE found some 2,000,000 
Greater New Yorkers tu ni ng in OUT-OF-HOME each day. 

\VNEW had more of these OUT-OF-HOME listeners than any other 
station. WNEW delivered for its advertisers one OUT-OF-HOME sales 
message for every six AT-HOME. Combining OUT-OF-HOME and 
AT-HOME listeners, lVNEW had the second largest TOTAL audience in 
~letropolitan New York.* 

You can count your TOTAL audience \vith Report No.3 TOTAL 
RADIO LISTENING IN THE NEW YORK AREA, February, 1950. 
Write for your copy to WNEW, 565 Fifth Avenue, New York 17. 
Or ask your \VNEW representative. 

'av&,. '. hr .• 8 a.m.- 8 p.m .. entire week 

AH and OOH, your favorite 
station fol' 1nusic and news 

Represented by John Slair & Company 

8 MAY 1950 

1130 ION YOU R DIAL 

3 
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ARTICLES 
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Fuels SU !F " ,"0 II I ,I 'l'US" 
SPONSOR has studied the data on summer listening and sales . Every sign 
points to wisdom of year 'round broadcast advertising 25 

II01l' (; rn" ette f/"fo W 
A $500,000 spot radio springboard helps a newcomer crowd the soft drink 
leaders. Beverage company, like other similar firms, scores summer sales highs 2n 

No I,iutus Oil s nles 
Three-season thinking doesn't fit a four-season year. Summer use of air pays 
handsomely for many advertisers. The market is there to be exploited :10 

U' i ll T I ' re,Jeut " fulio ' s sumule" e,"'o,' ? 
Come summer, last year's television p ro g raming went blooey. This year may 
be better, but not much. Visual medium is ris~ing unnecessary summer audi-
ence declines 32 

It's ,UO C(Or t oo Ilot to uHd:e uloll e y 
Everybody tal~s about su mm er doldru ms , but WCCO is proving to advertisers 
that they're a myth in Min neapolis 3 ,1 

IIints O il s umulfO" selling 
Stations all over nation are convincing sponsors that year 'round air advertising 
pays off. This story outli nes typica l su mmer sales pitches 

Ifndio' s dO!1 duys must yo 
Poor programing is at root of broadcasting's summer problems. This year's 
replacements will be better 

IN FUTURE ISSUES 

nil·fof·t mnil IU' in~/s diJ'ed "esults 
Using only spot radio, RCW enterprises sold more than $1 ,000,000 worth of 
toy balloons in a mail offer campaign 

Il - Iln r- Il riders 

The Bobby Benson show has no sponsor, yet it has sold $300,000 worth of 
cowboy duds and equipment since March 

,l id f o r ti JJl e buYfo,·S 

Valuabl e method of judging station's share of audience from new BMB ratings 
has be e n dev e loped. A description will appear in the near future 

38 

22 ;"uy 

22 ;"uy 



FAR-SIGHTED radio advertisers know that experI

enced stations with a flair for programming are the only 

ones that can really drive home a sales story. And that's 

especially true here in Dixie .... 

At KWKH we've built up a terrific Southern Know-How 

during 24 years of broadcasting to our own audience, in 

our own area. Shreveport Hoopers prove that we' re 

spectacularly successful in attracting and holding this 

audience: 

For Jan.-Feb. '50, KWKH got a 100.9% 
g;;a~Share of Audience than-the next 
station, ~ay Mornings-16.6o/~e~ 
weekday Afternoons - 76.2 % greater, 
Evenings! 

KWKH commands a tremendous rural listenership 

throughout the booming oil, timber and agricultural 

regions of the Central South, as proved by BMB. 

Write to us or ask The Branham Company for all the 

facts! You'll be glad you did! 

'50,000 Watts • The Branham Company 
Represen tatives 

Henry Clay, GCllcrai Mall ager 



T MORE THAN 

13::L KIDS 
IN CULLMAN*, ALABAMA 

VOTED FOR 

--~-..-..~~ 
·Populatlon (1940 Censusl-5,074 ____ 

SENSATIONAL PROMOTION 

CAMPAIGN 

From buttons to guns- is break · 
ing troffic records! 

LOW PRICED! 

Y,·Haur Western Adventure 

Program ... Available: 1·2 · 3 

times per week. Transcribed 

for local and regional 

sponsorship. 

Do kids love "Cisco Kid?" 

Klein's Dairy says: "Yes!" 

. . . 857 kids (VJ of Cullman's 

kid population) signed peti

tions saying: "Please keep 

Cisco Kid on the air! -we love 

Cisco Kid!" Says Hudson Millar 
WKUL Manager: "Cisco Kid is 

the best show we have on 
the air!" 

Write, wire or phone for proof 

of "Cisco Kid's" sensational 

performance. See the factual 

presentation! 

510 Madison 

1 199 TV RESULTS 
I woulll like any hack numbers that 

have stories pertaining to fur storage 
or fur I'Ppair pitche~. lIIade through 
th e medium of television. 

I ret'all reading some of them in the 
past, but cannot place the issue. 

E. ]OH;,\;,\Y GRAFF 

1'ice presid ell! 
Kaufmall & Associates 
Chicago 

• 199 T\· lIe~lIlt ... f'o nlain!iio ('3 IHml t"f] r("slllt~ of 
fur ('(lat 3{hf'rti!'oiuJ,!'_ SPO:\SOH ha s not ("arri .. d 
otht"r ~tori ... !iio on ,hi ... subj('rt. 

OUT-Of-HOME 
I ha\'e read with considerahle inter

est the almost unanimous, therefore 
s uspicioll~l)' hiased views of the picked 
panel on increased rates hased on out
of-home audi ence, published ~ PO:'\SOR 
27 February] 950. Luckily one of them 
threw in the comparabiliiy of multiple 
sets in the home. The\' are undoubt-
edl y related. • 

Several inconsistencies with funda
mental advertising precepts occur to 
me, even though promulgated by this 
panel of highly trained advertising 
people. 

1. ., Repeti tion" gained by multi pie 
set listening . 

2. "IlIIpact" is not gained b~ circu
lation alolle. 

1. This pallel would all agree that 
"]{epetitioll" IS valuable. It's true 
whether the frequency is increased in 
one or lIIore frequ ent issues or pro
g rams. The law works something like 
" If you shoot ,It a target all day you 

I are hound to hit the hull's-eye e\"entu
~dly e\ell if in lIIistake:' Multiple sets, 

I wl1er(' \ (' r pla('ed, IHO\'ide Repetition. 
A strip show could be heard :\londay 
ill the wash room, Tuesday in the 
kit(,hen , \\Tednesday in the hedroom, 

I Friday at duh during bridge, Satur
d,1\ in tilt' pub and Sunday ill the car 

IH()\iding all thesp plac('s are e\'en

tuall) ~atllrated with r('('eivers. 
2. "Impa('\" of ('ourse is created 

IlIllI'h the ~alll(,. I have separated it 
Ilee,lusP of the panel's cOlllplete agree
IIlellt that cir(,ulation is tIl(' standard. 
Here we rl'all~ differ. The potential 
circulatioll is contilllJaIl~ nSlllg he
('ause th e populatioll is iner('asing. 

I Circulatioll alolle. 11O\\'('\·/'r. is not 
[ the all~wer to "impact:' \\'e IIlU~t hit 

SPONSOR 



5000 watts DAY 

1000watts NIGH' 
Directional 

San Antonio's O ldest 
Music and News Statio n 

' ie~~ 
4 Forioe & Co. 

8 MAY 1950 

1ll0~t of the pute lltia l bu) cr" lIl O:-< t the 
time. If \\(' could " fo rcc" thc ad 0 11 

him e rer ) timc he tum::; a ro ulld . the 
job would he ahllo~t complete. T h i:-< i~ 

the n~ r ) thillg wc d o with lllulti pll' :,ct 
li:-;tening. 

Thc pancl ha s likc wi sc failed to takc 
ill to aCc ollllt th (' actual increase in llIl1l 
tipl( '-sct 1101II C~ and out -of-homc lis tcn
ing. All say " thpy ha\'e alwa ~' s hecn 
the rc.'" Tha t' :,; tru e but thcy ha r c lIo t 
a l\\'a) :-; ha(1 the "a llle oppo r tllllit y to 
listcn. 

Lt' t li S 10 0" a t the Io wa Ha tlio Audi 
ence S u rr ey o f 1 ~H9 to scc wha t 
"force" \l C HI'! ' 1l 0 W using on thc r,ldio 
hOlllc. 

19·10 19 19 

7c of a ll Iwnw" owni ng: radio" 90.H 98.fi 
2 st" l" in III<' home 13.8 33.3 
J or more ;;e l, in IIIP home l.-l 12. 1 

\'ote parti(' ularly tlIP almo"t thrcc- fold 
in('fl'a ~(' 0 f Illult iple ~e t homl's . ;'\ ow 

do thc~ (' s('\ s mean more I istell ing ? 

7c of fa rnii ip, th ing 2 ,e t ~ ~ iIIIlIlt a n l" OIl '''Y 
(av(' rage \\(' f'k day) in: J I).IC) 

lI o n1('S t" Jl li PIH't\ wil h 2 ",(' I , 20 .. 1 
11 0 111 ('", p(Jll ipped wilh 3 set" 1,1.3 
\l ome" ('(pliJlPf '" wilh . ~ or nlOr t! fi7.7 

S u"~equellt tahles "how the ayc rage 
10 \\'41 h O lllC daily uscs t\\'o scts silllu l
tan cou"ly mo rc than FO LTI{ quarte r
hours. This addi ti olla l hOll r hy thc 
4.5.7 pcrcent of lo\\'a radio h omcs I U1\'

in g multiplc-scts represent s ex tra lis
tcn ing-cxtra rppcti tion - cxt ra " 1~1 -

PACT." This " impac t." as show n by 
thc nex t tahle in th e sliney OCCllrs dur
ing every half-h our period of th e radio 
da y from 0:00 A \1 to midnig ht. 

~o much fo r the multiple sct homc. 
~ow let us ta ke a look a t the -'othc r 
radios o//,Twd hy Iowa {am ili f's" : 

NIO Nil) 

\ u ln 0\\ 11 (' '' ", wilh '1'1, 2J.9 ,/~ 5 1.9% 
9.7 
n. t 

125 

T ru ck ownn"" wilh H' I, 
Trac lor flW nf'l", wilh '1'1, 

Farm barn OWI \(' r ..:, with .. (' I " 

Thc",c S('t5 arc uscd! 

I " Ye~ " I lI ~t'd till' radi o \\hil f' 

r idin l! )'t', II'rd ay"': 

Be lwee n I a nd !'i mil l', 
B, ' lween 6 a nd 25 mil l';; 
Bf'lween 26 a nd 50 mil!', 
BI'I\\ ('t'n 51 anri 100 mil l' .. 
\lore Ih a n 100 mi le, 

l ' rila n r id(' r-
\ ' ill agc rider -
Fa rlll rid er~ 

\\'o nll'n ~I (' n 

38.0 ';'" 33.W'~ 
52.0 .S:~.O 
63.5 68.:1 
09.0 m. 1 
63.0 80.S 

50.1 525 
53.0 SO.6 
LI9.!'i 57.;) 

Hide rs 2 1-35 ) pars of al!t' ,,)7A 6:1.H 
I {idp r~ 36-50 yea r~ of a gl' 50.1 !'i2.1 
i{ idl'rs over 50 ), ('a r ;; of agl' ..j5.2 38.B 

More se ts - m o re li:-<t pning - lIlO },(' 

repcti ti on - mo re DI Pl\ CT. 
One panel mcmher says. " The 3ch 'c r

(l Jlease tum to [lage 10) 

IF YOU 'RE 

PROSPECTING FOR 

SALES IN 

FRENCH CANADA 

KEEP IN MIND 

THAT YOU 

CAN REACH 7 

OUT OF EVERY 10 

FRENCH RADIO 

FAMILIES THROUGH 

I 

CKAC MONTREAL 

CBS Outlet In Montreat 

Key Station of the 

TRANS.QUEBEC radio group 

CKAC 
MONTREAL 

730 on the dlol • 10 kilowatts 

Representatjves: 

Adam J. Young Jr •• New York, Chicago 

William Wright - Toronto 

7 
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Coast listens 
------ J .... - ......... 

........ " ..... ... - ...... 

*Nielsell Pacific Coast R eport . 
January, 1949·1950 

Represented by RADIO SALES. 

most to Columbia Pacific 
Day and night ... 

Columbia Pacific now delivers a larger share-of-audience 

than it did a year ago. * 

Day and night ... 

During the average quarter-hour, mon.' jamiiips listpn to 

Columbia Pacific than to an)' othpr Coast nptU'ork. * 

The Coast listens most to Columbia Pacifi c ... because 

Columbia Pacific has the best programs - as well as 

the most effectively placed and powered stations. 

To get the most for your advertising dollar, rememher ... 

The Coast li stens most to ... 

()o/u III bia IJat ; fie 
... th" IDEA Xptu 'ork 

' . 

) 



quarter h our daytime 

periods - Mon. thru Fri. 
October, 1949, thro ugh February, 1950 

WFBL Station B Station C Station D Station E 

Hooper of 10 or better 6 o o o 

Hooper of 7.5 or better 14 2 o o 

Hooper of 5 or better 25 7 7 3 

Average Hooperating of 40 periods 6.73 3.78 3.27 2.60 

Out of the Top 15 daytime quarter-hour periods 
WFBL HAD THE FIRST 14! 

HOOPER S~-6{--A~ Oct. 1949 thru Feb. 1950 

W FBL Stotion B Stotion C Station D Stotion E 

Morning 40.6 20.3 24.4 9.9 4.3 

Afternoon 35.1 21.9 14.4 17.7 6.4 

Evening 27.5 23.3 14.6 11.2 9.6 

Compare and you'll buy ... 

WFBL 
• Syracuse, N. Y. 

o 

o 

o 

1.01 

l" • • 

& PET E R 5, INC. Exclusive Notional Representatives BASIC ___________________ 111_ 
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510 .J;ladison 

I COlltillued from IlUge /1 

ti~er i~ alread~- pa) ing for the little 
JIlan wh()'~ not at home." Is he? --If 
he IlOught a Hooper. he isn·t. :\'eithcr 
did he pay for a ~ccond or third im
pact in the ~amt' i:-sue ~o that if the 
guy mi:-sed the first. the s('cond would 
~('\ him. That is e~~('J1 tiall y what mul
tiple-~(-'\ li~tening docs. It i~ like f('ed
ing the ~ame black. and white space to 
him in ~('\"('ral r(Jonr~ in the home. at 
the office and a t the club--with one im
portant difTer('nce. He tak(':- the {'om
nwrcial if he wants to list('n. Further-
11101'(', til(' ~l(hertiser pay~ what wc ask 
o f him if his expe rience with radi o has 
prodllc('d results, '-:OIH-' ('an gainsay 
th(' r('cord of 2u )('a rs in this re~ard. 

Befor(' li~tener ~uney~, radio {'oYer
ag(' \\'a" "old nn an engilH-'ering: l11('a
"li re of ar('a. which wa~ without prece
df'nt. Badi o wa" sold en'll heforc we 
had a(IPquate enginf'f'rill~ ~ur\"e\' <;. 
\\'hat then fiwd tIl(' rate? It certainh' 
was not com petit i\'e media ~illce we 
had no yard~tick. 

Badio rates, likt, so many ()ther 
things, jll~t grew up likt' "Tops)," The 
real rate "trudure was and is ~('t by 
the littlP 100 or 2.50 watter. Original
ly he wa,. just trying to pa~ the bill 
I !"'ome !"'till are) alld heca u~e he was 
"",all he had a \('ry high personnel 
and sen i('e C()~ t. It was and is the 
ha~ic problem. A~ time \\ellt on he 
put Illore income in personncl and scr
\,ice but still had a profit. To llIost in
\'e~tors the profit s('t the ('pili n ~ rat(' 
after the huilding wa~ filled with per
sonnel. To make morp. OIl(' had to 
!"'uhject hilllsdf to r ritidsm from many 
source!"'. 

lht(' structures fur larger ~tations 

I hear rou~hl~ a logarithmic relation
ship to thes(' small ~tation" . Other
wise th(' I'at(' for a .sO.O{)O walt station 

I would 1)(' ex tr('[lwh high. \\ 'allage it
self. lik(' an'a. is a squar('d funl'linn 
and thll~ is sOlllewhat (·omparahle. 
\rea in it!"'df. howc\ ('r. i~ not th (' 

\\ hole :1n"w('r Iwe:lus(' man\' to\\ n~ at 
til(' fringe of t Iw a r('a \ ru rail do lIot 
rt'('('in' a ~llfJi('ient signal to O\('[ridc 
lo('al llOi"e. Thi" is ",lwl'(' the local 
"tation ('Olll(,:- in and it accounts for 
the lo!!arithlllic ('onsideration in rates. 

It i~ Ill~ opinion tl1('refort' . that in 
~pite of an'a and li~t('n('r '-'llrn'ys, prcs
('nt rat('s are larg(,ly ba~cd 011 the 1)[(' 

war sma ll statioll~' ability to exi st with 

SPONSOR 



·1 fair to good profit. I'm c{luall~ 
doubtful that radio rate havc in
neased in any proportion to set~, pop
ulation, or total purclla~ing pOWN of 
the audif'lH'c_ 

There are probahl y fpw ways to com
parc mpdia efTectivelwss_ This was 
hrouglrt home tlw other dar in ap
praising thf' gross billing of till' top 
nilw I1lpdia in whiclr the nwgazine 
Ufe tOI'Ppd ,\'Be. the largesl of thc 
nctworks. This is astounding in light 
of some of our knowlpdgp. Life i~ a 
weekly of SOllle 100 pagf's wilh a cir
culation of 5.200.000 - CBS, accord
ing to their {'stimate of last yt'ar ha~ a 
total weekly audiplH'e of 99 millon. 

If a net work ca rripd not Iring hut 
talk for 6 Irour~ dail~' out of 18 hOllr" 
(prohahly not unCOllllllon considcring 
soap operas) somcthing' like 2.S0.000 
worels alone would hI' carried per w{,pk 
against somf' 3.000 in Ufe. 

But is there any question ahout 
",hidl could influence the most people 
for good or evil? Those 18 hours of 
radio appeal to emotions. nol intellf'c\. 
Can one imaginc Roose\elt appealing 
to thc massI's thru Ufe to win a 4th 
term? Are readers e\'er likely to fef'1 
they are part of the magazine's famil) 
as they do with radio talent? Would 
readers of Life send in $6.000.000 di
rect to Life for War Bonds instead of 
buying locally? They did to WHO, 
just one radio stati on . Could a maga
zinc influence peoplc to send 400 ton" 
of clothing at thf'ir own expense to 
needy Europeans? \rHO, one radio 
station, did. 

In lll) own feehlp way I just can't 
imagine onf' issue of a magazine doing 
as mudl to mah lifc worth while for 
so many ppople as one network can 
in a week. Wbether you consider Nlu
cati on, general or specific information, 
alllUSf'lllcnt, f' \e .. or just killing time 
pleasan tl r. radio ~hould get an pas) 
lIod. 

Conduding tlris somewhal ramhling 
discussion of rales is hard to do. I can 
think of many more reasons wh~' tire 
people would railler rf'tain thf'ir radio 
(lots o f suneys) than all~' ollrf'r so
called modern cOllypnience. Of one 
thing I fcel sure-that the adYerlispr , 
on radio is buying something hI' ('an
not procure in other media and i~ IlU~
ing il at a rno~t reasonablf' rale. 
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PAUL A. LOYET 

Vice-President 
WHO 
J)es Moines. /o/l'a 

WE 
DON'T MIND 

• It's okay with us if advertisers want 

to test their TV ()n wnv. In fact, we love it, 

and we get '';Itters'' of results. Because our's 

is a true test mark€. t, advertisers have found 

if TV pulls on our station {where rates are lower} 

it'll do the job elsewhere. look at this ideal, 

Bloomington test market: low cost ... balanced 

audience (rural, industrial and urban 

population). And, remember, wnv is a pioneer 

in small-town TV operation. 

r---------------l 
THE SARKES TARZIAN STATIONS 

I 
/- I 

I 

WTTS WTTV ,J,.. 
For Information 

Call or Write 
ROBERT LEMON 

Sa/I',< ftlanager 

Represenled Nalianally by 
BARNARD and THOMPSON, In(. 

299 Madison Avenue 
New York City 

BLOOMINGTON 

INDIANA 

11 



Forecasts 0/ things to come, as 
seen by SPO\'SOR'S editors 

Labor FMers pick in g 
up sponsors 

In addition to tran~it radio. :-torN.:a"ting and fundional 
broadcasting, another catpgory of F;\1 is making its wa) 
co mmcrcially thp union-owned station. Vim Stores and 
\rFD}{-F:\1. -~ew York (owned by tlw InterIlational La
dips Garment K orkcrs LTnion ), ha\'e ('olllhined to mer
ehandi:"'C' two p\'pn ing newscasts. \VFDH-F:\ l and Vim 
will prolllotf' tire Zeni th F;\1 set as th e hcst huy. This in 
answcr to req uest~ from 250.000 N cw York union mem
hers who wanted to know which F:\1 set to purchase. 
Zenith will kepp Yilll supplied with four different Fl\'l 
recel\'prs with each union member getting a purchasi ng 

priority. 

Sunkist-Minute Maid tie-in 
may lead to more air ads 

\linute \laid. one of the largest producers of frozen 
orange juice, has Illacle a dpal with thc Cali forIlia Fruit 
c,rowf'fs Exchange (S unkist ) hecause priees on the cur
rf'nt Florida t.:rop are too high . Minute l\laid pre~idel1t 
John ,,1. Fox IHf'di('ts that within two \cars the froZf'l1 
('OIH:cntratc indu~try will he buying onp- third of the 
Califo rIlia erop. With .\linute '.laid heavy user of radio. 
it's likely that Sunkist, largf'l y a printcd IIIcdia user, will 
be drawlI into th e hroa(kast advertising orbi t. Thc slack 
in the Florida ci tru s market lIIay \l1e~1n morc broadcas t 
a(h'ertising from the Florida c itrus fruit growers . At 
IHe~f'nt 1:: percent of all citrus saks are made hy frozen 
orange juice f'on('f'n t ra te manllfa('turers. 

TV will not compete with rad io for 
out-of-home audience t his sum mer 

TV ", .. ill not he able to compete with radio for thc out
of- homf' aUilience this sumnlf'r. A ehe~:k of six of the 
('o lllltry 's largest TV sct manllfacturcrs ( HCA, Emerson. 
Sf'n tinpI, Admiral. Cenera l EI(,(·tri c and Westingho usc) 
rpn~aled that none will producc portabl(' TV sets thi::
~UInl1\er. I{ eason is thc growing dcmand for large-sizf' 
picturp tnl}('s ( 12 inches or more) which ('a n ' t he cas il~ 

I,ni lt into a portahk :owt. 

American Dairy Association plans 
promotional campaign for 1951 

T hc :\\lwri('H n Dairy l\ s~()t.:iation is read~ ing an advcrti~
ill).! campaign to stimulak cons umption o f 7,OOO, .000.OOIl 
pOllllds of milk Ihat wOllld otlwrwise create a surplus on 
till' ilia rkd. \"hell tIll' promot iona I (hi VI' sta rt s L J a IIU

;Ir~. it's lik(·ly that lIot only the Da iry /\ s!-'o('ia ti on IHlt 
IllllllfTOII~ illdi\' idnal dairies \\ ill U~f' til(' air. 

12 

Used-c ar dealers hit 
unexpected sales flurry 

Used-car oealprs, some of wh om expf'Cted to close their 
doors ea rly this sprin g, ha\'c had an unexpected business 
surge. Pricps are up 10 to 20 percell t from midwinter 
sales fi gures with demand for used t.:a rs heav)'. An im
portant fador is the Chryslpr Corporation strike which 
('ut o fT new car production. Chrysler Corporation output 
for 19.1.9 wa s l.O~S,272 ears, or 21040 percent of the en
tirp au tollloti\'e industry. With production lines iole, 
some Chrysler dealf'rs are supplyin2-' new car customers 
with used ea r modcls. V (' terans, too. are purchasing used 
ca rs with C.1. insurant.:e (Ih'idend checks. :\lany dpalers 
are accenting their radio a(h ertising to hypo the un
ex ppdpd sales booMl. 

Cigar industry getting 
highly competitive 

\\' ith eigar mallufacturers losin g 1I10IlP)", drastic econOIl1) 
measurps are in effect. C,eneral Cigar Company has rp
dueed its shade-grown tOil<lCCO acrea;;e from 1,300 to 400 
aerps. Gcnpral Cigar COlllpan) president. Julius Strauss. 
sa) s com petition a 1110ll g cigar fi rlJl::; amoull ts to a dog
eat-dog fight. Extell~i\' e use of hroadeast ad\·prtising ti ed 
in with sports f'\'ents and otlwr popular lIlf'n 's program~ 
will help sagg ing ciga r sales. 

Anti -cigarette campaigns may 
force change in advertising approach 

Cigarette makers are being hesieged on all sidcs. Thcre 
is the currcn t cro p of rumo rs claiming cigarettes are had 
for your health. Thc FTC is acting on fraudulent and 
misleading eiail11s. Tobaeco men ma y changc their ad 
c opy to refute the (lilt i-health reports and at the same 
tillle attempt to cin'Ull1\ent FTC ohjections. 

Glass vs. paper container 
battle inc reasing in tempo 

f<:x-Cf'lIo allli AI11f'fican Can Company ( which also makt's 
paper containers) arc reaoying tlwir fo)'cps for a paper 
"s. glass containf'r ad haitiI'. l\ nchor-Hocking {glass 
containers) s tarts a one-hou r nnil'ty show on ~BC-TY 

16 l\1ay plllggin:r one-\\a) glass bottles. Pappr eontaincr 
costs are do wn to just over one cent. Class eO lltainers. 
while far lIIore durahle. have to he handled, washed and. 
1I10~t importallt. rpturnl'd by thf' user. Campaigns for 
and against gla~~ and paper nlll taincrs ~holiid hc hea,,~ 

especially with the Slllllllll'l' spurt in heer al\(I soft drink 
~alcs. 

Sod a fount"a in sales in 
drug stores to get add e d promotion 

Drug stores with soda foulltains an' rage allllllal ~al('s of 
$7B.SOO {$ IS,SOO at tlH' soda fountain}. ])rug stores 
withont soda fOllntains ha(1 a\'erage sal(,s \'olume of 5.1.7.-
700. Th ey also sold less lIwrc iralldise in o ther dcpa rt 
llJ('nb. :\ s a re~ult. drug storf'S arf' making plans to pro
mote soda fountain sa l c~ in Ihei r air and prill ted IIIcdia 
ad \'('r ti sillg. Tire averag( ' drug :-tore shows an annllal pre
sniptioll \ 011111J(' of onl) sa.ooo o r less. ~a\ s C. \\' . Es
n1011d. merciwlld isi ng consnlta Ill. 

SPONSOR 



Everybody 
comes to the 

WLS NATIONAL 
BARN DANCE 

From groups of all ages and walks of life in Chicago and the Midwest come orders for 

10, 40, 100 tickets to the one and only WLS National Barn Dance. 

One ordinary month brought paid orders for 35 tickets for employees of a Watseka, 

Illinofs, plant; 12 for the Will County Farm Bureau; 23 for a parent-teacher-pupil group from 

a Decatur, Illinois, school; 22 for Lewiston, Illinois, Vocational Agriculture students; 65 fo r 

Michigan City, Indiana, Boy Scouts ; 8 fo r a Chicago girl's birthday party; 30 for the Newton 

County, Indiana, Hobby Club; 70 for the Polish-American Chamber of Commerce of Chicago ; 

38 for Leslie, Michigan, Future Farmers; 37 for Cub Scouts from a Chicago church ; 100 for 

Kenosha County, Wisconsin , Rural Youth. 

In 26 years of broadcasting-18 of them in the theater that is packed twice with paid 

admissions every Saturday night-this one show has endeared itself to every age group among 

the substantial family folk whose lasting loyalty to WLS means results for advertisers. This 

is the nationally known entertainment program which rounds out WLS service to Midwest 

America. Sooner or later-because so many listen and enjoy it-everybody comes to the 

WLS NATIONAL BARN DANCE 
a clear channel entertainment service to Midwest America 

WLS, the Prairie Farmer station, Chicago 7 - 50,000 watts - 890 kc - ABC network 

John Blair & Company, national representatives 
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This Slt11Uner, 

}Jlant your Jyroduct 
in the sun! p~(' \\ CCO <111 SUllImcr IOIlf!: (a~ w('11 a:' all year 

rollIld) <llld you',J! filld SUlllmertime in thc l\()rth· 

\\"c:-t is <I hot time for ll1akiI1~ SlIre YOllr s ;dl'~ ~row. 

During Jlllle. JlIly <llld AllgIISt. retail :-;a l( ·:-; in 

weco territory arc ill full lJloolll (more than 

$686.000.000). Li~tl'nillg is way "I' (ill the Twin 

Cities wcco's SUllllllcr daytimc J loop('r i1\"('raf!:cs 

().5) . . \lId the SlI lIlIner cost-per-tholl sa lld i~ Imy 

dOlm (it' s dropped 29.8 (/ ~ sillce J916)! 

.\0 \\"Ullder last year 60 llatiollal spot alld loca l 

spollsors (25(/; more dran the year lJefure) IIs('d 

,,-ceo all )'car round. 1\I<lIIY for thc 10th strai~ht ycar. 

Ca llu s alJoLIt a hot \\ ceo ~<lles-pl'r:-;ollality 

(Iik(' Stewart 'la c- Pherson. for exam plc). YOII'I1 find 

\\ceo sends :-;a les l'P with ~~(~ telnpcra tllre ! 

MiIlIlNlllo/is-S/. /Jull/ 1VCCO 
.jO.()(){) l('(l" .~ • 81{) h'i/oc)dt~s 

RepreM'II/cd hy Radio Sales 



-

N ellj "",' ,·e"f~I'; 
These reports appear in alternate issue s 

New on Networks 
SPON SOR 

C aml.h .. 11 Soup Co 
f":ooperatjvf> 

c'eneral Food" 

GiJlell .. Saf"'~ Ruor Co 
J.onJ'in~~. \\. ilt~1I aurr 

1'. LoriJIard Co 

"4Io rff"C"t eire' I. Phton Ring 

AGENCY NET STATIONS 
\l' ard wh .. do .. k 
"BS Cooperalh· .. 
Youn" & Ruhinm 

,", .. tor A. HfOnnett 

IIrnri, lIurp,t & M('Don.ld 

:-mc 33 
MilS 3 00 
f:nS 87 

NBC 168 
cns 147 
CBS 147 
ABf: 190 

~RS 519 

PROGRAM, time , start, duration 
1J0uLIe or :"iolhing; ;\I·F 10: 30. 11 ant; Allril 2 ·1 10 .. n.1 of Au"u.1 
Gam e of the Uay ; !!Oi .... lay s a week; 2 pm to ('on('lu!'>ion 
Brooklyn Dodgtor ha~ t .. ball f!a JIJ""S; Sat 2 :30 t o ("on('ln~ion; April 22; 

12 broa(lra !il. t s (nol ("on"e('utht» 
11t·lruont Stakt's; Sal 01-:30-5 pnt; junt" )0 only 
r.horali.or!'o: Sun 2 .. 2 ;30 pnt . April 16 ; 52 "' k ~ 
S y ntphont-u e; Sun 4. :30-5 pm; April 16; 52 wk lll 
Stop The ~IU f; i(" . Sun 8.9 pm (6n al (Iuarter hour 'Jlon"or~h ; Jl ); ,\Ja;t' 21; 

52 wk . 
~1"lnorial nay Indianapoli s Sl' ~t·d "' a,. raf"fO; ., (Iiffrrt"flt thll~~; '\1 .. ,. au nnly 

Renewals on Networks 
SPONSOR 

Firf"1itonf" Tirel & Rubb.r 
Co 

L1""rll & ~Y"ro 
Pur .. Oil Co 
Toni Co 

AGENCY 

Cnnnln",ham &: WaI.h 
Leo Bnrn,,",1 
Foole, Con.. if, B .. ld.ln" 

NET STATIONS 
NBC 14.0 

("..oS 182 
NBC 32 
CBS 166 

PROGRAM, time, start, duration 
The Volre of Flre..lon,,; lU 8:30·9 I'm: ;\Jay 22; 52 wk. 

Arlbur Godfrey; lIf·F 1l.1l:30 am; May 29; S2 .. k. 
Kahenhorn F.dils The News; M.t' 7 :4.. ... 8 I'm : .'lay 1 ; 52 .. ·k. 
Tbl. J. Nora Drake; M·F 2 :30·45 pm: M,,· R: 52 ,.·k .• 

National Broadcast Sales Executives 
NAME 

L .. onard Blair 
Ted Coli 
J ........ F, Co,.l. 
Cla .... n".. L. Dol,. 
William H. F ..... 41n 
Hodson Fans5ett 
Philip Frank 

lollu. Gla .. 
Frank W . Kdh 
A. J. Kodk..r · 
H. P .. I... L .. k ... 
Bernard LondoD 
Thoma. B. ~eFadd"D 
LODls C. Oswald 
Rirhard Pack 
Roland P .. I .. r.oD 
Rob"rt N. Pry .. r 
Virgil R .. iler Jr. 
James G. Riddell 
Earl Salmon 
Jark Snow 
Arden Swish .. r 
John L. Taylor 
C. Rob .... 1 Thomplon 
( .anlont L. Thomp54n 

Donald W. ThornLu'lth 
Chari... Vanda 
John II. Whil .. 

FORMER AFFILIATION 
ABC, N . Y., radio, Iv dir 
WNEW, N. Y., vp in eba..,; .. of program. 
WCAU. Pbila., 01. slafF 
WJZ, N. Y., .Ia mga and ""..., ... 1 10 .. p 
Transit Radjo, N. Y., ~a8terD .... Rl«r 
A .. otlal .. d wllb leghlmal., Ih.,alr., for 15 y .. ar. 
R~B, N. Y., "SO<' oee 

WHDC, CanloD. o. 
WHEN, Boftalo, a"'~t atn m~a In #"h.rt:. of "Ie 

CBS, N. Y., dir 
WNBC, WNBT, N. Y., mgr 
WnK. CI........ Iran.eMplion dept 
WNEW, N. Y •• dir of pDb & special eveDI. 
WNAX, Yankton, South Dakota, staff annOUDCf"r 

WCAU, Phil a .• dir of prom and pub 
Ruthraufl' & R yan. Chic8t:O, head of Npw "u8jn~'Iii d.-pi 
WXYZ. n .. lroil. ""n IOgr 
ABC. N. l " 0, .. a stern s is mgr s.pot sh 
,"BC. N. l '. " ("OI)Y ",'riter in adv prom df"pt 
WNAX. ' ·anklon. S. n., ..."donal 0 

WBUT. WBUT.F". RUller. Pa .• " ..... mgr 
,,'II[N In,. llnlfalo •• In m"r 
I,;} liS. KCRS. S. F. 

Wr.AU. Phila .• pr ... 
WCA U, Phila., <iir of Iv 
K "\OK , SI. L., .10 d .. pl 

Sponsor Personnel Changes 
NAME 

:\1. Charles Banra 

1I1.·hard II. lIurg .... 
J"h" D. Camps 
Sallv Cramer 
110'; artl C. lIandwerg 

1.~lIn C. Itolmes 

o . O. Lewis 

FORMER AFFILIATION 
RCA, Ca n.den. ~. J., mgr or s(" i.>ntifit' in~lr .. nlent 

g roup of the en~jn~ring produc t ! dept 
Pep §i {:o la Co . N. Y •• asst to e xet vp 
Sun Clu.~mi("al f:orp. N.Y., asst eX f'ort ~ls n. ~r 
"rCanD.Erirk . on. N. Y. 
'Iotorola. N. l'., di.;tri r t ref' h a ndling lUid-W(" ~ t 

di ... trihulors 
~trornl)erl!' -CDrlson Co., Ito("ht' ~ tt'r, N. Y., !IIr e l t'(" trit'al 

"1I~ine~r 
Fairhank !'o. ~torse & Co, Chlt'~o, sh nl~r 
"i ;,lio"31 JI ... ring .liv, Chicago n elghu, III . 

NEW AFFILIATION 
ABC. Centra] Dh;j~ion. Chirago, prOf; m~r 
WNRC, WNflC.F;\1 & WNRT. :-I.' .. , m"r 
Samet ("ornml s is de"'f"lollmflnl for radio. t" 
WJZ, WJZ.TV, N.Y., ml'r. 
ABC. N.Y., a("("t exec in ne.",'ork 51s .Iept 
NBC·TV. N.Y., prod 
WSCN. WSCN.F'l t Rirlllin~hanl, Alahama. dir of r"'f"ar("h and 

sh pronl 
WGAR, Cleve .• prom m"r 
Same. mgr of WBEN 
A8C. Centr31 J)h' i ~ ion. ChirA#!o. ~rrt f'Xf"(" 
WLW.D, Day ton, pro,.. ,Iir 
WXEL, Cleve •• I'rod.dir 
KNDII, 11'''·00<1. on"r 
Same, pub dir 
Same, dir or pro~ 
Same, Farrn Se-r"'ire df"pt ~ tafJ 
Same, "P in ("harl!e of pronl an (I I)U" 
ARC, Central Ilhitdon. Chi("al=o. a("t't esf'(" 
Sanle, I)res 
WJZ, WJZ.TV, N . Y., .1. mgr 
WtI\'G, Da,·ton" Ohio, sh rf"searrh .lir 
KOIL, Omaha. sIs m",r 
WYIO. Easl Lh·erpool, Ohio. m"r 
Same, gen m g r 
TY spot sIs. S.F. r e presenlin" WCRS.T... . W CAU.TV. W81·Y. 

WADI.TV. KSL·T\' and KTTY 
Sam e. board of d ir 
Same. "' P In ("b;J~e or t,,' 
KXOK.nl. SI. L., he a d of Irall , it radio . 1. d .. pl 

NEW AFFILIATION 
Sa m e, .u,!! r of i ndu .. lrial l e lt,'''' i ~ i()11 prod"("1 1il J,:run ll uf 111t''I HC:\ 

t'n~i,u·. · rin;! pro,lurt s (I"pt 
!'anl .... "' p and gel) ~ I !it fugr 
~anlt.·. g('11 ~ I ~ .n~r 0 " ("r~ea~ dh' 
nr~'an Full Fa.;hion ("d '!il is. ~'. l'. o fTi(" e. a(h and "I!'O tlruln dir 
'Iutorol a In (", ~·.Y ., natl nl("r('hanfli .. in:: m~r (If allto r."liu (Ii,,' 

S:IfI1t' . "' P in ("harg c of sh 
Anl("riran Br nk~ ~hoe. C hi t'a,:l:o lIeilZ:ht !i, III ., ~ l!it rllgr AIII('ri("an 
nlan~an~ ~(' !"1t'("1 div 

• 'n ne.\.·t issue: 1"(~Il' 1, 'utioIlU' S,)ot Business: l"ew nnd Itenell' Oil T(>'el'isi()n: 
Stutioll Ite,wesentntion CI."n~/e.~: 1\(h·erti.~i"~1 1'~/en('U '-(>I'SOIlite' Clu'"!Jes 



Sponsor Personnel Changes (Continued) 

NAME 
'liI""arrl ". 'Iarlin 
Juhn , _ 'I a~·n ... r; 
lIal.· 'I.·hrhoff 
I .. J. 'I.-Inlan 
\\ iliiarH f; .. \Iorri .. on 
I. II. 11 .. ,_ 
lI ... nn" P. :-otorkhri.lcf! 

Curr~' \\". :--toup 

Palrirk J. :-;.'" t"('lIf"'~' 

~louon F. Viau 

"'orran .\. \\ oOfl(orfl 

FORMER AFFILIATION 
P~p ... i Cola Co. :\. '\ '. !'ot"("~ 

R. II. 'I ar~ .'1: Co. "\. \. 
Ehdn \n' t"r iran , Ch il· a~o. a~ .. l ad,- ;lIul :-b. llront nl;:r 

R("·\ Indu~lr~' .... (·r'j(·'-· I.ahoratoric ... lt~('hniral !'> tafT 

k.3i ... or.Fr .zC"r. ""illo,", Hnn. 'Ii rh., 3 .... 1 .Iir of !'oJ ... 

'Iajor Tf"I,·, j .. ion. prf" s 

G"'H-ral roo(I~, ~ . '\ "0 a .. :-n("' !-Is HIHI .;111\ IUJ!;r Cal l1l))rl 
• Ii\ 

."nnlt". f :unt" .. ~ n.·lflin~. '. '\. 
I )allof"r·I-" i t7{;.e ra I .1.:-\an111) t" 

Iiolpoinl, 'JI in .. harJ!t" o( rnarketin2 

\\ f':"If"rn \ir Lin t":oo. I .. \ .• a .. !"ol .. I~ HI~r 

' .. r lh .\,nrri ... an Philip,. ("0. , . ,. 

New Agency Appointments 

,"em and Renem 8 ,'lay 1950 

NEW AFFILIATION 
.... a m e, 'Jl a lill hl"ad uf la\oot 111'1'1 

Inlt"rn .tional ~I· ",inc: 'l ad lilli' (:u .. ,.,. 'II in I'harge o( .. h 
~anlt, ~ I s pronl r .. ~r 

\ir King Produ ,,"'t. n'kl~ n, hl"ad of ad , .. nl·.· .. d ... ,I·lupn .... nt .Ii , 

~ anu'. f"xer a ...... to prl" ~ 

At", aler rl'''''' hinn (:0 , nroold~ n, dir of ... 1 .. 

~ame. a-:'l'ol ach · rll~r of l. a F ranr l·. !"\ a lina. I .ug' r.a ldn !'o~ rap, ,,"'Ig • 
""am !'ydup, fiakl'r's I)r l"r .. iun. ~hrf"" and ~oulhern stylf" rorODul 

(hf"a.lqu artl"rs in .·ranklin lIak f"r plant in 1I 0ho kc·n. :'i .J. ) 
lIarr~' .·I·r~u !'ion . HI·lroil. gl'n :0.1 .. rn,::r 

Claudf' ' 1"011 Inr. :\ . , . • ach· J .. ~r (,,'arin::: Illl"ncicr ,,( Hurahilt 
iron5) 

Zenilh nadio Corpuralinn. Chir a gu. 'II in rharJ!'" o( hou.t·hold 
radi o 

.... a r .. ~ .• ach' proll rn,:::r 

";'alnf". "h mgr I"Y eih 

SPONSOR PRODUCT (or ~ervice ) AGENCY 
\lIlrd Fluri .. l.. \s .. n. " -a ... I •.• H, ( :. 

",mlla~~ador Clolhr!'o •. ' . ,. 

\mc'rican Brancl ... Corp., '-Ian Carin ... C.alif. 
),hl" Allanlit" "il~ Rat"in,::: '\ .. lIO,ndaliull. 

PI f"a".nh'l lIr, :\'. J. 

'\llanllr Cit,. SI ... el Pif'r Cu. \llanlir Cil~. ,. J. 

lIf"aulalu r ... Lahnralorit· .. I nr. "i1min,::lon 

B ... n 'Iunl Papl'r", 1111' .• " , . 

IIr ... iniE: IIro ... Inr. Ilohnkt"fI. ~. J. 

IIrilil'oh ':uropf"an Air"" a :, ~ Corp. " ,. 

Itu"r" Pr ... rhiun (:anl f" r a ~h op. ('hir • .:o 

(: inrinnali Tinl ... HI 'ro rd f"r Co. f.'indn n ali 

Co .. ro !"\1"'f"1 &. . :n,:::illf"f·rin,;: "0. Udroil 

U ... " ... rt Inn. La" ' · ... ~a ... ',,·"all. 
))ou,::la ~ \irrraft Co (Inll'rnatlonal Uf"pl) 

"" anla 'I oni,,·a. (:alifornia 

l)o",lln,:.·' Inr. ,. ,. 

Ellioll Painl ," ,'arni,h (:n. Lhil'al!u 

.:xll ... t"laliun ~hnIHj. ~. F. 
Fairrhlld (: amt"ra ,I( 1 .... lnJlII ... nt c.or ... Jalnaira. ". Y. 

• ·I ... lOill,:..llall 10hat"t"0 '-0. " Y. 
.'Io-Ball ..... 11 f:nql, '. , . 

.. r ...... n •• nl ... 1 '·oir ... In .. lilul ........... ,. 

II. E. Fun-I"n ':0. "'\. I .. 
f;ufirld .'<. Co, IIrnn,. " . l. 
(;"'llt'ral ..... lIulo'", (0. (;ar", 0011 ......... J. 

(~"'II"' •. 'Iod ... rn l\.il rh ... I1 '" Inr. (; ... nf"'a. Illin oia 

lI.urk nak ... rif"~. ~1. I . . 

II ..... HI-hop Inr. "\ . \. 

11 .. 11"'''' .. 0'' I:h arm Proclllrl" In r. , ,. 

lIou" ... of ~I· ... d;;;. ", , '. 
lIunll.-~' "'ithifllHon I.lcl. , . ,. 

I.hdnn Inr , " " 
tlon,,1 Corl', , . " 
II. II. 'I,Coorld. 1: .. , CI a '" 1 .... 1 

'al ional Ph:nd('i an... EI ... rl ronir Elplipln"'lIl 

01". ( '0. I .. A. 

ParfulII ~ ( 'ureia:w- Inr. " " 
P ... t" rl ... Ii iii (.am ... ra !"'I 0 rf"" 

.. ~ lton· .... .... pu .. nlll" In r. """ah I .ak ... f.'il~ 

Prat"1J Pholo Pro"ut"l .. ("0, ,. ,. 

I'rorlor &. (;omhl .... Cinrillnali 

B ..... lli-\\·ip of (~alla.la 1.111. 'Ionlr ... al 

Th ... Dr. "alt~r (t, Bohi ..... on f.'onr .. t". ,. ,. 

.... arf ... rl Ilo .. irr~ 'Iii .... Illr. " , " 
Srhlrk I IIrorp .. ralt"cl. ~Ian.(ord. ( . nnn. 

'"'ilznla Produrt .. Coql. "\. Y. 

Sinrlair "f~, (0. 'lol ... tlo. U"in 

",Imar Pat'kiuJ! ( :orl'. I .. ~, 

.... llu .. lIlIl ... 1,1,1. Yallrou, ... r. B. ('. 

""ul ..... rlanll I'a .. rr Lo. 1\..lamazoo, 'Urhil:an 

U ·o"dLurn ... ( .. arflrn (rnl ... r .• 'In'Ohlnll'_ L. I. 

1 nr-•• , oril C.kr Co. ""t. I, 

\1IO, .. u('"ialion 

aUlhin~ 

Dry J ell" Co ....... nlralf" 

Harill ~ a .. t"orialinn 

140lion 

G ift "'rapping 

Painl filli ... hl"" 

Airlillf" 

Cam~ra !olor ... 

CTR lim ... r ... rord ... r ... quipn'f"nt 

nuilclin~ prodllrlll 

Rf"'OI.uralll 

-\irlin ... 

Photo ~uppli"' l 

Paint,. 

.... pf"r lahy ,.hopi 

'Janu( arl nrrr 

Toharro 

Pf"n s 

1I 0rn ... ~1 1 .. 1:w- ~11f"f"rh 

I'r r an liio 
"'ridlliz p<>,..drro 
Tis~II'" produrh 

".nuf.rturf"r 

11 ..... .1 ",ood. 
Up.llr'" 
(: o~rur ti ..... 

I-I .n l '" 

Old "mu"l'l.r .rolrh 
I)ie ~h ... 11 ~ an(lah 

Elf"t"trir Irain !§ 

Furnar ... rontro)" 

\, ... ltroll hom ... Ih ... rap~ unit 

(;irdl ... ,.. 

..... rful ....... 

(:a m ... ra c'cllli pmf"nt 

I'a .. lr,. produrt 

Fl a ... h ~u n rquil'm.-nt 

U ... t ... r JZ ... nt 

1I •• I.II ."·il· 
n ... rorll ... cl ronr .. t· in "11f"akin~ 

'lUi. 
t-:I ... rlrlr ,ha,rr'" 

n r ... a II. 0 I a I r r 

lII .. arh 

. ' 00.-1 produrt\ 
"00,1 ronf ... rtion 

~ ... r,h ... t linf" 

Ilorti ... uhur ... 

1I .... ed ,,00.1. 

Bnth raufl' and H~ all. II alto. 

Ha y .\u!!>lrian ,,( .4.~ .... rialc·~. ~. ,. 

~ .. en"'f" r t:urti!iJ Inf". Incli a nal'olh 

" '. " ' allarf" O rr, Phila. 

Roller ,,{ Rf"~' .. olch., I-hila. 

John Gilh ... rl Cr a i ~, " · ilr .. in,,:t o n 

Aho,"ari. :\-. '. 

Franklin , lIf'rlin and I'ra,c:c·rI1lKn. '. '. 

C.ol.nan Prf"nti ... ,,{ \'arlf""', :\. 1. 
Jonf" s. Franir..f"1 Co, C hiraJl:o 

.·arl'lon , lIuff 8.. 'orlhllrh, "inrillllati 

Lut"ir..ofl'. "'a~ I.urll ,~ .'rankt"l. J)I'lrnlt 

lIu ... hanan ,~ Co, L. A. 

J. \\·ah ... r Tholu .... on. I .. \. 

Ed", arll Einhorn. '. Y. 
Ulian. Chirallo 

enl)and ... '( "0, ~. F • 
G. :\1. "a~(ortl Co. :\. 1. 
Ra~· n.ond :-;pf"rlur. ~. Y • 
J." .. ph Kalz Co. 'i. Y. 
\\'i lliarn " ·a rr ... lI. Jark .. on ,,( U ... lanf"~' , :\. Y. 
U.kl ... i~h H. "rl'ne" ,,( A .. ~nrialr". St. I .. 
'I odl'rn AJl:f"t ~. '. 

I •• • .. lI .n"d .. 1I .It Co. Phll •• I.·lphi. 
( ).(; rad) .And ... r .... n-(;rar I nr , •· .. ir • .:o 

Sf"f"Ii~ ... '( Co., ~I. I.. 
Raynlond ~11 ... rlnr Co, :\'. ,. 

\\-il lia ... "'arr ... n. Jark ... nll & Url.nf"r . :\'. Y. 
Crlffin • ..\llpf"1 ..\ ...... ol·ialr!li . :\'. Y. 
Culnlall l-r","I I .. Sa· '·arl ... :t" '. Y. 
La", r ... nr ... Hnl .... lIirk " In r. '. '. 

Uurhallall ,It C o. '. Y. 
I. ... ,. ancl I.h in ,c: .. lun. S • •.• 
1I.lph lIarri s, :'I. Yo 

J. ,,·.ltrr Thon'll .. on. I.. 4.. 

I-f"rk, ~ . Y • 

'Io ,,~ A,."or ial ... ~. "'. Y. 
Jarm an [I. S .... "", •• Salt I ....... Clt~· 

1I ...... or .... llollin"rr. "\. \ . 

'oun~ ... '" H .. hir am. ;\'. '. 
\\' al!. h , .:\Ionlr ... al 

~c'h"" a h ,,( IIf"OIlIr, ~ . Y. 
" 'i ll .. ll·cl allil ""rh ar l ... r, :\. , • 

h.uJn.r. "\. \. 
Bu ... .. anan ,\: Cn., :"i . "\ . 
1I ........ on.l .. a ll ... r-HI·lrl. f" rt. Tolf"(lo 

'11)~~ .... Prh r ll Inr. I.. A . 

()·lIril·lI. ' a nrou, ... r, II . C • 

'Iaurlr ... l.inn ... 1 lIir Ci t"h ( '0. ~I . 1.. . 
Flinl. "\. \ . 
~"'t'll ", .. I( CO. ~I. I.. 



Ttl BE GEJ.VEI'AI~ . • • 

This latest Hooper report shows that in the rich responsive 
Worcester area, independent W NEB has excellent over-all 
ratings despite competition from 4 network stations! 
WORCESTER, MASS. SHARE OF AUDIENCE OCT. '49-FEB. '50 

Network Network Network Network TIME WNEB Station "B" 
Station "A" ( Boston ) Station "C" Station "0" 

8 A.M.-12 Noon 26.7 12.7 2.1 15.8 41.4 

12 Noon-6 P.M. 32.6 5.8 6.0 7.9 42.8 

WN EB is Ra ted =2 Station 6 P.M. to 10 P.M. 

TO BE SPECIF I C . • • 

8 MAY 1950 

Here are the average ratings of all daytime quarter hours de
voted to local prog ramming by stations rated in the Worces
ter area. 

Network Network Network Network 
TIME W NEB Station "B" 

Station "A" Station "C" Station "0" ( Boston ) 

6 A.M.-6 P.M. 
Monday thru Friday 6.4 1.5 0.3 1.0 4.7 

I,71VEII I S AIIEAIJ lIlT A ~'IILE! 

I TES. # -,tJII IJA } T7"1l."E l'EllltJIJS } TtJLT t1-l~\~ 

II Lr I T. II; .1, r E II II A S 'I"' tIl' 1, .1-' 7 "' 1 -1 \ T G S! 

Call in our representative, and get the complete story! Remember 
that a rating is no good unless you can buy it. So pay particular at-
tention to times ayailable to you! Compare and you ' ll see that 
Worcester's best buy is WN EB! 

WORCEST ER 

MASSACHUS ETTS 

\ NEW ENG LAN D'S LEADING INDEPENDENT IN NEW ENGLAND'S THIRD LARGEST MARKET 

Re presented by: T he Bolling Company, Inc. and Kettell-Carter, Inc. 

17 
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Connoisseurs agree that nebvork radio surpasses everything else on the media menu-both 

for appetizing appeal and for solid nutrition. And for those who also rate it high on the 

price side of the card, we have two mouthwatering facts. 

First, Mutual serves up broadcast advertising at costs well below those of any other net

\vork. Second, clients consistently get larger audience helpings per dollar on Mutual than 

they can anywhere else. 

This news, in these times, is important to every executive who is responsible for getting 

the most he can from the advertising bill of fare-and still keeping the check within reason. 

The most convincing way we know to convey the basic fact of Mutual economy is by this 

straightforward invitation: 

I Let a Mutual man work out Ivith you the radio hookup that best fits your marketing needs. 

2 Let him plan with you the program fare that will best assemble the audience you want. 

3 Compare AI utual charges with the best buy you can find on any other network-at any cost. 

4 Take a good look at the money Mutual saves you. You can pocket the difference-or use it 

to finance any reasonable test of any other medium you choose. 

That's why we say: on Mutual you can have your cake and eat it too. Whatever you sell 

and wherever you sell it, we believe that, well \vithin 13 weeks of your acceptance of this 

invitation, you will get your teeth into two worthwhile discoveries: the effectiveness of 

network radio ... and the economy of the Mutual Broadcasting System. 

+ 
REMEMBER THESE OTHER MUTUAL PLUS·DIFFERENCES: 

Largest Audiences per Dollar in All Network Radio. 

500 Stations; 300 the Only Network Voice in Town. 

Maximum Flexibility for Custom-Tailored Hookups. 

'Where-To-Buy-I t' Cut-Ins Available at No Extra Cost. 

The Difference is MUTUAL! 

system 
the mutual broadcasting 

. '- ,. .. 

I 
.>#'. J 
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tile ideal station for 
testing your TV sales 
calnpaign. 

The only television station 
which reaches this large, pros
perous section of Pennsylvania 
-including Lancaster, York, 
Lebanon, Reading, Harrisburg 
and adjacent area. This market 
fulfills all requ irements for re
liable testing. Viewing is un
usually high and consistent 
because of interesting local 
programming and the top 
shows of four networks-NBC, 

CBS, ABC alHI DuMont. 
Write for information. 

A STEI NMAN STATION 

WGAL-TV 
CHANNEL 4 
Lancaster, Penna. 

Clair R. McCollough, Pres. 

Represented by 

ROBERT l\IEEKER 
ASSOCIATES 

LOl Ange'u 
San Francisco 

New York 
Chicago 

NBC TV AFFILIATE 

..Ltlr. SponBor 
Idn 'losent .. : .. >:~ 

Vice president 
Maiden Form Brassiere Co., New York 

Fur Ida Rosen thal of the Maiden Form Brassiere Company. tele
vision has been both profitable and puzzling. Since she started par
ticipating in Dorothy Doan's Vanity Fair Show, WCBS·T\,. in No· 
vember. 1949, sales have jumped 17 percent. ,\nd the increase has 
come about despite the uninteresting way in which the company 
must demonstrate its product. 

At first , Miss Doan was only permitted to hold the bra in her 
hands when she delivered her sales pitch. Today, the CBS hierarchy 
allows the brassieres to he shown on dummies. There is some talk 
that Columbia might establish a delicate precedent and permit thc 
firm to show its wares on live models. 

Howewr. charming, 64-year.old Ida Rosenthal is still puzzled over 
Columbia's pu ritanical attitude. She can't quite understand why 
broadcasting officials refuse to permit the display of a legitimate 
item of wearing apparel on live models. She points out that picturcs 
of these models appear in newspaper and magazinc ads without em
barrassmcnt to anyone. 

Maiden FOTm has always had trouble with hroadcasting cenSOTS. 
Rack in th e early '30's, when the company was operating with one 
plant and five salesmen (today it has seven plants and a sales stafT 
of 31), it bought a IS-minute musical program on a local statioll in 
New York City for 13 weeks. The station's continuity acceptance 
chief censored the copy to such an extcnt. that it was hard to tell 
whether Maiden Form was selling bras or hananas. 

Although sales have increased 17 percent since the finn bcgan us
ing TV, Mrs. Hosen thal feels that it is unfair to give all the credit 
for th e sales hike to television. During the timc that .Maiden Form 
used TV. expcnditures for other adv('rti!-'ing h:1\ p hecll illr)'('ascd. 

III I ')SO Maiden Form will spend roughly $600,000 fOT advertising. 
its largest appropriation in th e history of the company . Of this 
amouni. 'SO,OOO will he u""d for its televis ion show, Vanity FUlr. 
As a resuit of its c:o..pall dcd ad hudget and T\T ar\vcrtisinp;, \Irs. 
Hoscllthal expccts to do lO-lS perrent 1II0re business in 19,5O, com
pared to 19·1c). 

· Shown with her husbond. W illio m Rose nt hol, pres ident of the firm. 

SPON SOR 
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willie wish, 

salesman extraordinary, 

adds another success story to his growing collection. 

This one concerns II. P. Wasson and Company, 

one of the leading department stores in the Indianapolis market. 

Consistent usc of spot announcements over WISH 

for more than seven years is the story, 

and they have just renewed tlu'ir schedule Jor another year 

•.•. calling for an average of 17 spots per we(,k. 

\Villie WISH has quite a collection of success stories .... 

as any Free & Peters "Colonel" can tell you. 

ish 
affiliated with AMERICAN BROADCASTING COMPANY 

GEORGE J. HIGGINS, Ge"l'rel Meneger 



"adio i s tlIe I_Iggest tlIing in ~oston! 

Boston is Boston ... and there's no place like it. Take 

radio. Today 99.2 70 of all homes in metrupolitan 

Boston- the largest percent for any ci ty a rea in the 

world - are radio homes. 

l\Iore Bostoll famili(' s are listening than ever 

hefore. In 1948, there were 210,599 fami lies listen

ing to radio during the average e\'ening quarte r hour 

between G Pl\[ and midnight, a ll week long. In 1950, 

there are 229,077 ... a 9?o increase! And .•• 

Th e station is 

""EEI 
Columbia's Friendly 
Joice in Boston 
Columbia OU'ned 

" TEEI is the higgest thing ill Boston radio. Big

ger than ever! Today, the number of families 

listening to WEEI during the average quarter hour 

between G and 8 Pl\1 is 50% greater than in 1948. 

Between 8 and 10 pl\I-20% greater. Between 10 PM 

and midnight-43% greater. Today, \VEEI delivers 

not only more listeners than any other Boston station 

- but also bigger audienees than ever. And \VEEI 

sponsors get more for their money than ever before! 

Sourc.s: B~I B . 19.\?; Pulse of Bo.lon, Jon. - Feb .• 1950 



Ne.v deve'oJJlllelits Oil S'·ONSO'f st(u·ies 

p.s. I See : "They love thei r native 
tongue" 

Issue : 27 March 1950, p. 24 

Subject : Foreign language listeners 

Recently relf'ased fi gures offer new e\ idenee of the huge 
foreign language listener potential. 

A few weeks ago, Claude Barrere, General Manager of 
Foreign Lang uage Quality Xetwork. told SPO:XSOR ("They 
love their nati\"e tongue"): "These (foreign language ) 
markets ha\"e been neglected by many advertisers for lack 
of readily available information. \Ve're going to try to 
remedy this by offering all the data required by the most 
exacting timeb uyers." Baeking up his statement, ,\Ir. 
Barrere has now released results of a recent foreign lan
g uage sun"ey. 

These results indicate a potential audience of 4.051.700 
in Itali an and 2,304,655 in Polish for the FLQN. 
" ... They represent 10.3 percent of the total 39.62VnO 
population in the 14 markets where member or associated 
stations broadcast in Italian , and 6.7 percent of the total 
33.978,710 in the 11 where Polish is broadeast," l\Ir. 
Barrere stated. " \~ re eovered 16 individual cities and 17 
individual stations in the sune,. 

"The fi gures are a conservative estimate of the people 
who understand and use the language. Metropolitan dis
tricts, identical to th ose presen ted by Broadcast Measure
ment Bureau, were used in the main. The figures are 
based on a comprebensive study of the best available pri
vate and public sources including the U. S. census." 

Potenti al audienees for typical sectional groups include: 

2.H1S,100 Itnl ial/ ill the ~Iiddle Atlantic. 6 markets 
1.317,300 Polish ill the \Iiddle Atlan ti c, 6 market:; 
603,600 Italian in ~ew England, tl markets 
825,000 Polish in the ~Iiddle \Ve~ t , 3 markets 
221,400 Italian on Paeific Coast, 2 markets. 

p.S. Issu~ : I 
See ' TV dictionary lor sponsors 

SPONSOR bonus publica
tion, 1950 

Subject: TV words and definitions 

Here's a new T Y definition: 
CucalOflls- A sereen or filtf'r used on a television spot

light to create a design in light and shadow on a haek
drop; some of the myriad de~igns whieh can he created 
are : 

Dante- Fiery pattern 
Goldy- Sun effect 
Maizie- Fluffy 
Ozzie- Circu lar effect similar to target rings 
Venie- Venetian blind effect 

Thanks to a West Coast TV exec uti\"e. SPO;\"SOR can add 
this word to those recently published in its TV dictionary 
(eopies still available: free to subscribers, 2.5 cen ts per 
eopy to non-subscribers: hulk rates on request). The 
word eucalorus and its subdi\"isions ranks for oddness 
with sueh TV mots as "gizmo; ' "blizza rd head," and 
"bloop" which were published previously. 

SPOl\SOR believes there are many more sueh TV words; 
and we'd li ke to hear about them. 

Know of any? 

FACT FILE ON MILWAUKEE 
If you have $50 or $500 per week to spend in selling the Mil 

waukee market, WEM P, the city's No.3 station can give you al 

most Y2 the audience of the No. 1 station at 1/ 6 the cosr=' or, 

by smart spot selection ... 

3 times the listeners 
per dollar you spend Wfmf 26.9 

Ii 
Network Network 

"A" "B" 

8 MAY 1950 

12.6 

• WEMP 

*Based on May-Sept. '49 

Hooperating of 26.9 for the 

No. 1 station and 12.6 for 

WEMP. 

24 HOURS OF MUSIC, NEWS, SPORTS 

HUGH BOICE, General Manager 
HEADLEY REED, Nat. Representative 
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rl~he facts say: 

bOllle in SlIllIllIer to c u t i llto 

rndio~s grent sales I)o\ver 

fYO....,....u,,",111 If ever there was a mediulll tailor-made for 
~~~~ SLlJllmer sell ing, radio is it. 

Yet radio, via the hi atus route, has allowed itself to fall 
in to a sorry state during the month", from June through 
September-a sta te from which it is now struggling to ex
tricate itself. With the industry, including advertisers. agen
cies, networks, and ind ivid ual stations. recognizing that the 
root of the trouble is " h iatus programing." it appears that 
the remed y (bt' tter summer programing) is near a t hand. 

Radio's biggest comeback a lly i", the weight of logic. 
It ", tands to rt'ason tha t radio is a "natura}"' for summer 

;!(h ert is ing. 
Reason 1: People are 011 hand to he ",old. Contrary to 

commol1 belief, only a small percentage of people are nlea
tioll ing d uring an a,-erage wt'ek between i\lay-Septem!wr 
(-1-.3 percent ). 

Reason 2: Although at-horne listening drops ofT 15 per
cent during the :;UlIllller. part of the drop is made up by 
,-acatioll and out-of-home listening. 

Reason 3: Badio is the efTortless rc('!"eat ion. It·s easier 
to listen tha" to read a ne\\'~paper, pia) cards. playa game. 
And you can do other things while li:;tening (sec Ohio 
State Univt'rsi ty study, 2-1- April sl'o\son). 

~ Ra d io liste ning g oes righ t on even when the sun lures audience outdoors 
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5% 
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PERCENT TAKING VACATIONS (BY WEEKS) 
64% take 2 - Oc t . 1 

May June 

I. (JJI'U (i.8'ft, (u·e (IICflU f,·oll. IU)JJlf! fit tI.e I)efll~ of cflcfltioJliJl!1 

Hpa~on t: ppople don't stop buy
ing ht'pau~p of th e wellLher- frpqll en t. 
Iy thpy huy more (spp "\'o vacation 
for sales" in thi~ i~~ue J. A heavy por
t ion of fall pllrcha~es are planned, too, 
"hile the wl'<lther 's hoL. 

Hpa"oll .): Splii Ilg pro~peds for sum· 
1lIt'r. 1 ().")O. are U1ll1suaily bright. 

SUIlllller rlldio is getting back on ih 
fppL but it WOIl't he all overnig ht im· 
provelllenL Tire summer bugaboo i" 
pretty firmly planted. \Vhile !-'o/lle o f 
thp bigger ,1(herti .. ers will be using 
the air lIIorp dTeetualIy thi s sUlIIllle. 
than for ",OI1lP \ 'ea rs pa"t, there afP 

still many who feel that thpre's some· 
thing stagllating the summer air. 

And th ere's something to th eir 1)('· 
lief. 

Still. thNe are plenty of good pro· 
grams, network allli individual station 
a likp. that are ye..1f 'round pe rformers. 
Their audien('Ps tend to hold up strong· 
I) dpspite hot weather distractions. 
This is a tribut e to th e habit of listen· 
ing. GiYe a Iwrson a program he likes 
and 1)(,' 11 keep dialing it, right on 
through any wea ther and p\'en while 
<lway on vacation. 

P"~'cllOl()gical Corporation iuter· 

Figures represe n t averag e num ber of m inutes spe nt lis t e ning in Apr il and J u ly 

204 

7% up 

At Home Away From Home 

26 

230 

AP RIL JULY 
All Places 

Source: Psychological Corporation 

viewers in a 19~8 stlldy for ~BC and 
CBS found that abollt half the ppople 
in Sprillgfield (Mass. ) and Des .:\Ioines 
reported they listened less while on va
cat ion; 25 percent listened about the 
same, allli 19 percellt listel1pd m ore. 
~early all said th ey rpturned to thei r 
normal li::;tenillg habits righ t aft er 
theil' vacation". 

One of th e 11111ldieaps a sUlllmer reo 
placement prog ram ha;; to face i;; the 
break in listening habits which hap. 
pen:; whpn a familiar program and ea!'t 
leave th e air. It tnkes time on the air 
to build an alHlieJlce. Even top new 
ta lent faces this hallllieap wh pn start
ing ,1 summer substitute "tint. It is in· 
dica ti\'e of radio's appeal as '·relax· 
i ng" recreation that t he g reat maj o ri t y 
of li:-,t e ll ers stay with it during the shirt 
slepyes and hamlllock :-'eason in spite 
of llIall ) weaker programs. 

The Psych olog ica l Corporation 
found an aYeragp declinp pn prrson 
in daily listening tillle frolll J\ pril to 
Jul y of ] 5 percent. This meant a drop 
ill lIIinutps of tuning per da~· fr om 230 
to 196. 

l\ II of this difference was a('countpd 
fo r in the a/·hollle listening. 

The g reat IIJHcsc..1r('hed a rea of ra· 
dio li s tpning is that dOll e Oil/side th(~ 

home. But tOllay, "hpll people go 
away the~ tak e thpir radios \\ itll theJlI . 
:)Pts in summer cotl<Jges and vaca tion · 
ing autolllohiles ,Ire practically stand· 
ani p<]uipmcnL. llo\\" llIall)" prople <lC' 
tuall), tun e ill their car r<ldios? 

D r. F. L. \\' hall of the Uni\ersity 
of \\'ic hil<l h<lS ("ondurted the Iowa 
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".", , 

away from home 

Aug 

Radio Audience Sun-cys for the past There will be many more li steners per 
12 years. He found that Iowa car- set ill such groups than thcre would 
radio listening looked like thi s : be at homc. 

Length 0/ Trip 

Betzreen 1 and 5 miles_ _ 
Belzceen 6 and 25 miles __ _ 
Between 26 and 50 miles _ 
Between 51 a.nd 100 miles 
More than 100 miles _____ _ 

0/0 Who Tun e 
in Th eir Car 

Radios 
,lien Women 

33.8 
53.0 
68.3 
69.1 
bO.5 

33.0 
:52.0 
63.5 
69.0 
63.0 

Last year The Pulse started making 
per iodical checks on out of home li s
tening in a la-county ew York area. 
Data for four months representative of 
spring, summer, fall , and winter of 
1949 and 1950 show the difference in 
sets in use when outside listening is 
taken into account. The figures, g iven 
by average quarter hours, also show 
that radio's "s ummer slum p" is 110t 
ac tually as great as at home figures 
would indicate. Figures in first col-

3. 

Sept 
1 

Oct 

10% 

o 

Source: P sycholog ical r:orporatlon 

umll represcn t in home tuning: right 
column fi gures represent percentages 
of total interviewed who listened to 
radio out of the homc. 

Ma y, 1949 
August 1949 
November, ] 949 
February, 1950 

24.3 
22.0 
22.4 
22.5 

27.1 
24.1 
21.9 
18.4 

Out of home li stening. of course, re
,'erses the normal pattern, with its high 
points comi llg in spring and summer. 

Just how much of the summcr de
cline is cancelled out by outside listen

(Please tum to page 57) 

Between 1948 and 1949, Whan's 
survey revealed a 16.0 percent increase 
in the number of Iowa sets located out
side the home and in addition to the 
car radio. Estimates place the present 
number of portable scts available for 
traveling with Iowans at about 750,-
000. This is what people think of summer programs and why they cut listening 

Emerson Radio, banking on thi :; 
summer for the most out of home lis· 
tening in radio's hi story, has intro
duced two new 3-way portable mod
els and launched a record spring ad
vcrtising and sales promotion for its 
entire line of portables. 

Interest in bascball has never been 
a t such a nation-wide pitch as this sea
SOIL In literally th ousands of homes 
one sct will be tuncd to the crack of 
ba ts and whoops of grandstanders, 
while one or more will be devoted to 
other listcners' fa"orcd serics. Scc
ondary set di aling is another of thc 
only partially researched segments of 
ra dio li stening. 

Thousands more will take portables 
to beaches. cott:.lgcs. pic nic gro unds, 
to catch their fav ori te teams in ac ti on. 

8 MAY 1950 

Better 
programing 

Worse 

Same 

Dontt Know 

No Answer 

3% 

49% 

Source: Psychological Corporation 
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B. T. FOOKS, FOUNDER AND PRESIDENT, LED GRAPETTE FROM SCRATCH TO SALES OF $15,000,000 ANNUALLY IN 10 YEARS 

HOlV Grapette grelV A 8 500,000 SI)o( ... ulio 

g lIlt' (:rapdte COllJpany of 
. Call1dt'll. \lk .. a ~oft drink 
. nl<lll U radII 1('1".' d iLl a cool 

:-.I,').tH)().()OO \\On" or bu"inc~~ la:-;t 
,(·ar. \ot a ~criOlh thr('a l 10 Coca· 
( :ola. kill!!pill or tlJ(' :,ort drillk \\(HId 
at ~ I'")(),()()().()()() allllualh. or PYell to 
1'('p",i.Cola. ill tIl(' \ IIIIII)('r 2 "lot "ith 
anllllal,,;"('" or S.")().()OO.OOO. hilI far 
rlOIll ~",all pot"tot'~ ill ract sc\'cll th 
ill tIJ(' illdu~tl\ ill poillt or dollar \'01· 
11111(". I'n'('l'd('d by Callada nr~', 7.11p, 
\('hi. alld Ilin·". 

Cral'l'lt('\, ~I.),()()(),()()() tak(' ill ](JI() 

I ('pr('~('lIt~ a IO() 1)(')"('('lIt ilH"rea"" ill 
"""ilJ('~'" ... illl(· tIl(' \\ ar (·IHled. ,\nd ra· 
dio d('"('I"\'(''' ;1 !!ood ... Iwr" of III(' ('rr-d· 
it for t1li .~ Illodigiolh ad, iC\'('I11CII I "' a 
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~mNTHLY PATTERN OF SALES - TOTAL 100% 

':+---+--+-I Em~~=---t--t-I 1 ~Ec-t--t---it 1j 
JAN FEB MAR APR MAY JUN 

IlOtl\, ('olllpdlll\e fit'ld, a('coJ'(lillp: to 
th(' Crapt't\c ad\'erti~illg Illallagcr, A. 
Hoy i\llr-lI. ]\Iore thall ~.)O(),()O() \\'a~ 

"lwlIL b\ Ihe finn ill ~pol ladio h"t 
~ (~ar· "hOIlL 40 l)('n'(,lIt or th(' CrapCll c 
a(hcr ti ~illg IlIldgcl of Sl,:~OO,()()O. An· 
ollwr ,lO 11<'1'('(,II t \\'(,111 illlo olltdoor POS

tn!' do!'cly li('d in "ith 111(' radio ("am-

JUL AUG SEP OCT NOV DEC 

paigll . and th c rcma illillg 20 p('rcellt 

\\ a~ "lwIII ill IH-""'papl'r~. 
C rapt'l l(" S ('11'1'('111 rad i 0 IIIJ(lgel is 

1I10rc Ihan thc firm ~pcnt for all form,: 
(If a(h erli"ill)! thre(, ~ ealS ago. Th(' 
('o lllpany \\ ill 1I~(- allllOlln("CIll(' lIls on 

150 to 200 ~Ialioll'; durillg ::\Iay and 
Jlllle, pcak lIlollllrs ill IIr (' so rl drink 

SPONSOR 
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IN PRE-GRAPETTE ERA, FOOKS' FIRM MADE RADIO BOW WITH STATION BREAKS DURING "EARLYBIRDS" SHOW, WFAA, DALLAS 

business. The ~tatiolls blanket the 42-
state area where Grapette i~ distribut
ed, with hea\'i e~t concentration in the 
Southeast and Southwest. 

People all o\'er the cou lltry consume 
soft drinks all year around, of course. 
But. as might be supposed, the per cap
ita consumption rises steeply with the 
temperature. The biggest beverage 
firms, like Coca-Cola and Pepsi-Cola. 
use raoio heayily in winter and sum
mer alike. But soft orink ('ompanies 
like Grapette, which are capitalized on 
less massi\'e lines. stint a hit on radio 
-and ad\'ertising generally- the rest 
of the year to sa\'e their fUIlfI~ for a 
summer splash. 

The backbone of the Grapette radio 
effort is the short, station-break tran
scri ption of a j i nglp or spoken COI11-
mercial. Grapette has also used li\'e 
annOUllcements in markets co\'pred by 

local station talent with a strong pcr
",onal following. The company dol'S 
not confine itself to announcements if 
a likel~ spot program possibility arise~. 
Last year. for example. Grapette spon
~ored a broadcast of the Kentucky 
State l3a"ketball Tournament o\'er 27 
SouthpJ'\l siat ions. The eyent added up 
to 23 hour~ of broadcasting. 

Grapette's first use of radio dates 
back to the early Thirties. actually be
fore "The Grapette Company" exi .. ted. 
The firm 's president, B. T. Fooks. 
bought a one-year series of IS-second 
station hreaks on \,' FAA, Dallas, dur
ing the Earlybirds sho\\'o He was thell 
the owncr of a small soft drink bottling 
plant in Camoen, Ark .. which he had 
bought in 1926, after a short term as 
a IUlllber buyer, a hrief skirmish with 
the mini~try, and a few llIonths as a 
~as station operator. 

::;0011 after he bought the hottling 
plant it Iwcame apparpnt that the wall
dering Fooks had found his niche, 

By 1927 he \\'a", aIde to buy a sec
ond bottling plaut in Arkadelphia, 
Ark., and by 192U a third plant, \\'hich 
wa~ u~ed as a \\'arehou~e. The crash a 
\ ear later took the top ofT th e ~oda 
husine~s and Fooks \\'a" forced to re
trench. Do\\'u to h is la~t plant, the 
original establishment at Camden, he 
took to the road selling "Fooks Famous 
F'Ia\'o rs" to other hottl('r~ in the area. 
The fluw)rs caught the popular ulste, 
and the 13. T. F'oob Manufacturing Co. 
was formed in 1931 to produce ex
trac ts as well as the bottled drillks. By 
1939 tIre company was marketing ISO 
diffprent types and strengths of soft 
drink f1a\'or~. 

It wa~ about this timc that Fooks 
(Please 111m to page 48) 

GRAPETIE'S RADIO COPY THEMES ARE Tim IN WITH OUTDOOR POSTERS, BILLBOARDS. BASIC PITCH CHANGES EACH MONTH 

THIRSTY OR NOT 
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NO HIATUS: Pall Mall cigarettes' " Big Story" NO HIATU S : Wrigley chewing gum's " G ene Autry" NO HIATUS: Ph ili p Morris' " Crime Photographer" 

No hiatus on sales 
T hret··seHson thinkillg doesll"t fit 

fC)JII··se:lsolI y e:lr. I-roof grours thHt 

SUllllller lise of r:ulio ))H)'S hHlldsolllely 

ilms3:".i1fflil Adyerti~ers who stay 011 the 
airwaH'S during the sum

Iller are gett ing heightened ('onsumer 
brand acceptance - and more business 
than some rf'a lize themselyf'<;. For. con
trary to a generally pr('\'alent assump
tion. people don't stop buying because 
of the weathf'r. I n some case, they buy 
more. And. during the summer, they 
are mulling oyer the major purchases 
they are planning in the au tumn. 

The ach'ertiser who keeps his prod
uct in the public's lI1i"d during the 
summer is the mallufacturer who will 
1110\'e his goods fastest in the autumn. 
Purchase of durable goods is not an 
O\'ernight decision. It's a family af
fair. During the f'ummertime families 
are together more than at any time 

1949 I NCOME, RET AIL TRADE, AND M ISC. SALES FIGURES (BELOW) SHOW NO SUMMER SLUMP. EVEN FOOD SELLS WELL 

209.7 210.5 

10.7 10.5 10.6 10.8 

JAN FEB MAR APR MAY JUN JUL AUG SEP OCT 

t Flgure. ln ml11lons of dollors U. S. Dep't of Commerce 



NO HIATUS : Bayer Aspirin's "Mr, Chameleon" NO HI ATUS: Dolcin, Nat'l Distiller~' "Lyle Van " show NO HtATUS : Vital is' "Break the oank" 

in the year. 
And thi~ year, thc largcst consumcr 

of a ll- CI Joe--is slated to bc a free 
spcndcr. A fact largely ovcrlooked by 
ad,'crtisers is that terminal lcU\'e honds 
worth 331.000,000 will maturc this 
summer. If the audit of how C.l. in
surance money ($2,123,000,000 paid; 
5700,000,000 still due) has bccn spcnt 
so far is any indication, hOIllf's and 
home furnishings, savings, and televi
sion sets will recei,'e the major por
tion of thc dollars. 

To date, spending by , 'etcrans has 
stacked up this way: homes and fur
ni!'hing, 30 percent; savings, 25 per
cen t ; video scts, two percent. And fur
niture and bedding reach their year
round high in August, accounting for 
6.4 percent of all retai l business. 

l\lr. and ,Mrs. Citizen are due for a 
windfall this summer, too, when pre
war bonds mature. 

Buying does fall ofT in the summer 
months- bnt not to the extent that 
many adyertisers think, 

Accord ing to a study made by the 
Federal Reserve Bank of New York, 
1949 summer retail sales were off only 
lapproximately one-and-a-half percent 
from the J anuarY-lvlarch segment. 
Here are the figures for the year-round 
buying habits: 

January: 7.0 
February 6.4 
l\Iarch: 8.1 

Total : 
April 8.5 
1\lay: 8.0 
June: 3.1 

Total 
July: 5.1 
August: 6.3 

eptember: 8.5 
Total: 

October: 8.8 
November: 10.4 
Deccmber: 14.8 

Total: 
Sportswear. of conrse, hits 
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21.5 

24..0 

19.9 

34.0 
its peak 

during the SUl1lmer. But regular ap
parel takes no hiatus. Sale of ,,'Olll

en's dresscs is higher in 1\lay and June 
(0.2 and 5.8 respcctively) than at allY 
other time in the en tire ycar. June is 
thc top buying period for men's cloth
lI1g. 

Women's shoes. after Easter's high 
of 3.1 percent. holds to a 2.8 throu gh 
hoth April and May. sccond highest 
months. Sale of men's and boy's shoes 
in Junc is on a par with D~cemher, 
anothcr hig buying time. (The latter, 
cspet'ially, should put a new complex
ion on the conviction that back-to
school time is the peak period in this 
category') 

The electr ical appliance fi cld is wide 
open for hot selling this summer. As 
in other commodities, appliances bu,'e 
an estahlished sales pattern. Some, 
such as fans and refrigerators, are ob-

,. ious buys. Otl)('rs, ba~ecl on a sur
vcy of dealcr reports to power co Ill

panic", and puhli~hed in Electrical 
Merchandisirzg, come as a surprise. 
\Vater heater~ hit thcir all-year hi~h in 
June. So do clectric ranges. Small ap
pliances enjoy a rising sales curve in 
June and J ul y (douhtless helped alon~ 
by the J unc wedding s<'asoll) exceeded 
only hy December and January. 

As pointed out in "The farmer wants 
to buy" (27 February) _ electrical ap
plianccs are lIumher one on the farm
er's shopping list; and he has the mon
ey to pay for them. ~lore than any 
other segment of the popui:ltion, the 
farm er spends his vacation ut home. 
I t's more fun on the farm; hesides, he 
still has the chores to do. Yet radio is 
not getting its share of electrical ap
pliance advertising- particularly that 

(Please tum to page 66) 

l1'I.y tI.ey stny Oil 52 weel.: s 

RONSON LIGHTERS : 

"We have good reason for remaining on the air throughout the summer. Since 

our products are heavily pro moted as gift items and June is, of course, the 

month of weddin gs, we d o a rushin g business in the summer. But, frankly, the 

foremost point is that we are stro ng boosters of year-round advertising. v..'e 
believe that campaigns have their best impact if they are carried for 52 weeks. 

The time spent in recapturin g your audience after a summer hiatus seems to us 

to encourage a hia tus in sal es and profits." 

PALL MALL : -------------------
"Summer cigarette sales increase about 20 percent in the summertime because 

people have more leisure time. During the past few summers, when most of the 

top shows are off the air, "The Big Story" has leaped into the top 10 several times. 

The only way we can measure the effectiveness of summer radio is by watching 

the sales curve. It does not increase sharply, but it is noticeable enough to make 

us realize our summer ad campaigns are paying off ... and that continuous 

advertising is the best policy. We intend to keep "The Big Story" on television, 

as well as AM, 52 weeks a year." 
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Visunl medium suffers summer nudience decline 

TV sets-in-use (Pulse) dropped last ;ummer. Top figure is month's high; other median 

Figures represent pertentages. are for New York metropolitan area 

Will rl~V repeat radio's 
snmmertime error~ 

l,~.st ye~.r television 1) .. o~ .. ~.nIing ,,'ent, 

Illooey conle SlIlnnler. This ye~ ... 

'1'1,11' \' i"i Oil "1'('IIl~ headed 
for radio's mislake. 
Thai mi" ta kc \\a~ 10 

p rO~f(lIn Ihe "l1lllllWr \vel'k~ far below 
Ilw cnt('rlainment "tandards of the re~ t 
of til(' )ear. ,\dn'rti,,{'fs Iwlie\'ed Ihat 

"0 llIall Y l)('ol'le "toPlwd li:-stellill~ ill 
tl\(, "'UlIIlllC/" Ihal il \\a"II't profitahl,' to 
... tay 011 tlH' air. That wa" lIlainly be
('au"c ~ummcr li"tl'nin~ fad;; didll't 
n'ally come to lighl until Ia"t ) car. 

Bill lI'/!-vi"ion adn'rli;;I'r;; don ' I ba\'{' 
that ('X('USI'. 

Thc fads of SLJllllIlI'r li"I"l lin g and 
\ il'\\ ill g an~ at hand. and poilll a moral 
for tl,II '\i"ion. I ntil la"t year mallY - , 

radio mh I'rtisl'f" didll't lI 'alizc thai 
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poor "Ullllller prograllls are responsible 
for a "izealde "Iicc of sumlller 110n -lis
I, 'ning. There is eY'idcnce that better 
"L1ll1mer program~ \\(lIIld increase the 
ll1inutes sl'('nt watdling tele\i:-sion. 

TV is mllshrooming cOlll mere ially as 
\\ell as in IIlImber of homes. ;\;etwork 
aIIllOUI1CCl1ll'lI t:-s as well a:-s local retail 
11l1"illl's" are on II I(' lIpgr:ltk; the nUIll-
1)('1' of sea,.ona l adYI,rti"ers i" inercas
ing, a""onlillg 10 ('stimatl';; 11\ ~. C. 
Ho rabaug h. publi ~.dH'r of Rorahaugh 
Rat/lo aTIII '1'1 ' Spot H('ports. All this 
lIIak(,s it easier 10 igll{JrI' the e fTee t on 
sets ill mw of "caker-thall-usual S IlI11-

Iller I'rograllllng. Th is iSlI't to say 
tlll'lc aft'II't SOllIe bright spo ts ill Ihe 

"ull1ll1er pict ul c- Ihere al e: but as .1 

whole the pre"ent outl ook doesn 't 
promise too much. 

It is tru e there are some factor!' 
that make it ea~ier for more people to 
li~ten to radio Ihan to wateh tele\ i
sion in Ihe summrr. You can -t ha ul a 
standa rd TY set around froIll room to 
room. And as ) et portable sels make 
up a mini"f'ule part o f total TY sets ill 
use. ( \Vith th e current trend tm\ard 
large r screl'l1S in full swing, fl'w man
ufal't urers arl' producing portables. 
:\'either ~I o torola. Emerson. nor :Sen ti
nel ha\ e in produetion. nor do the) 
plan any for thi!' ) ear.) 

It 1"I1't too eas~-. or \' ery pleasant, 
10 watch tele\'is ion out-of-doors; so 
people dOIl't take portable sets out in 
Ihe yard. to beaehes. or on pienies. 
'or ra n sets he used in automobiles. 
The::;e factors all tend to whittle awm
some of TV's potential summer audi
enee. 

But take a look at the 10 top TV 
programs for th e ,,-inter of 19--19 as 
reporled hy A. C. Nielsen. Then eOIll
pare the :-sulllmer ratings for the same 
time slots. ~i x repiacemen Is ranged 
frolll aboul 1\\0 to se\'en times as weak 
as the shows the ), replaced. 

As SI'O;-';SOR went to press, the SUIll

mer repiacement pictnre in television 
had sea rcely begun to focus. Of win
ter's top 10 shows reported hy Niel
sen for the l\'ew York area. h owever. 
only Olle, Toa s! of the TOll'Il. \\as sehed
uled to eontinue through the summer. 
It w ill not be sponsored. Olsen and 
John~un will Jl'plat'c Star Theatre (:\Iil
ton Berle ) as they did last ~ummer. 
Another cmcee will take o\'er Godfrcy's 
chores in Godfrey and IIis Frz'en;'s. 
I{emaincler of thc top 10 list are ofT the 
air. Film shorts will hI' seif'('\ed to fill 
Godfrey:s Talcl/t Seoul spot. 

A 1Il0ng til(' hrighter element::; in TY 
summer fares are prog rams of frature 
films. This e lass of entertainment has 
been ga lhering generally good ra tings 
throug hout the eo ulllry, and film s 
should ('ontinue to plcase \'iewers in 
the "alllwr lIlonths. But the feeling 
alllong adn'rtisl'rs. inherited from ra
dio praclices, i,<o' that summer is Ihe 
time 10 e ut hroadeast cxpcnses. Net
work people ha\' (' had to go along. and 
that in('\ ilahl~ mea ns a e ut in prog ram 
lJuality- Ihe \ e ry element that a ttracts 
mId hollis Ihe c lls lomers. 

The top ]0 winler prog rams for thc 
~e \\' York area measllred I,,· A. C. 
Nielsen (four wreb I'nding 7 Jalluary. 

(lJleasc tum to page GO) 
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,\moIlY tOI) 10 tllree-senSOIi S'UIIVS 

RAT INGS INDICATE WEAKNESS OF SUMM ER TV FARE-Pictures above 
(l eft ) show t hree of th e Ni e lsen to p 10 TV shows with their ratings as of four 
weeks ending 7 Janu a ry this year. Alongside the m are programs which were 
t heir replacements last summ er. Rat in gs of the rep laceme nts (for three weeks 
ending 27 August, 1949) were rela tivel y low. This indica tes their co mparative 
weakness , points up a TV prob lem : visu al medium is letting itself in for unneces
sary summer audience decline by allowi ng poorer hot weather programing. 
Radio made this mistake from t he start, ha s lived to regret it. TV can take 
advantage of known facts about summer listening a nd viewin g habits (see t ext) 

8 MAY 1950 

and avoid summer viewing slump plainly indicated by the Nielsen figures given 
above. Figures for other top 10 shows, incidentally, were no more encouraging. 
"Talent Scouts" which hit 53.6 this winter had replacement last summer ("It Pays 
to Be Ignorant") which reached only an anemic 11.8. But "Fireside Theatre, " 
which was seventh this January with a 37.7, had a replacement which could pull 
a similar audience, "Lights Out." This suspense show got 35.9 as replacement 
for "Fireside" last summer , the same rating it made thi s winter in another time 
slot. This indicates the summer TV audience is there if the show is right. 
Outlook for television this summer: little if any improvement over last. 
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(Itt ('fX II;,: a lj4f. It's never too hot 
----:::

Tony Moe examines WCCO summer sa les pitch 

to make money 
I~,re .. y body t.llI~s .Ibout SlIllllner doh"-UIIIS, but " TCCO is 

------.. If ~Iark T,,-ain wcre ali\e 
~~~~ today, the old rin'fI1Hlll 
would Iul\-e to amend It i~ clai-~ic oh~er
v<Ition about the wcatlter. WCCO, 
\\iIlJll'apoli"" i~ not ollly talking about 
it , like ('\('fyone el~c. but i", also doing 
",olllctlting about it. ~ill(,c 194-8. WCCO 
ha" Iwen making bay. and plenty of it. 
while the !'un !'hinc", hottest. The sta
tion 's formula i!" simple- so :o:imple 
that allY ar/\'crti!'cr call duplicate it. 

WCCO decided tIl(' ":<lJIIIII1Cr 51 ump o' 

"as a bogcyman that didn't ex ist. And 
the stat ion, in 11),W alld again la:-t year. 
('allle up with the I)('st po,,:-;ible proof 

of this con tcntioll ' ~olid ilJcrca"cs in 
l,u"ilJe<;s. The fi r<;t ycar's summer 
campaigll IIcttcd all 11 1,,'r(,(,lIt illcrea:-'e 

in local billings O\-e r 1947, and a 25 
percent rise in national spot business. 
Year 'round advertisers on WCCO 
showed a 30 percen t spurt o\'e r 1947-
4-8 against 37. 

The second summer campaign pro
duccd equally striking results- a gain 
of IIJ.6 perccnt in local businc"s and 
10 pea'cnt in national spot billings. 
The total of year ' round \rCCO ad\er
tis('fs meanwhile had riscn from 48 to 
(,0. 

Achieving all this was somcwhat 
touglwr than falling ofT a log, of 
('ourse, AJld \VCCO adlJlittedly i!' in 
a favored area for intensified summer 
:,elling, being loeated in the hear t of 
the Great Lakes vaca tion belt. But 

this does not alter the basic lesson 
pointed by tllp WCCO story- that ra
dio adn'rtisers and stations alike can 
throwaway their summer-,,'eight cry
ing towels. 

How can they? Dy applying to sum
mer selling a maxim as old as Caesar 
- the best defense is an attack. The 
opponellt ill this case is a state of mind 
- the attitude that business is bound 
to be had in the summer, so what's the 
use of trying? It was on this attitude 
that the \\'CCO "general stafT"' de
clared war. back in the spring of '48, 
Th ree parallel ohjecti\'es were out· 
liner! : 

1. I llcrea~c summer bi ll ing 
2. Hedu{'c "hia tus" adnrlisers 

Red River Valley Gang's Sally Foster sings for summer throngs Cedric Ada ms pl us balmy summer afternoons equals crowds like this 

r 
I JI 



THE IRREPRESSIBLE ARTHUR ADDED LUSTRE TO weco's SUMMER '49 PROMOTION; 11,000 ATIENDED SHOW AT AUDITORIUM 

3. I ncreasp year 'round advertisers 
The battle ny of WCCO's '49 SUIll

mer campaign was "Sell 'em while 
they're hot." They sold 'em- with the 
gratifying results outlined above. They 
sold 'em even better the following year, 
when the slogan was "take 13 weeks 
with pay." oMerie Jones, WCCO's gen
eral managpr, said at the time: 

"Considering the almost hypnotic 
influence the summer hiatus habit 
holds owr certain advertisers and 
agencies in the field of national spot 
and network advertising, we at \VCCO 
are particularly pleased with the prog
ress of our second summer campaign. 

·'Our 30 percent illcrease in 52-week 
advertisprs in 19·1.8, the first year of 

our campai gn, which obviously re
sulted in a substantial increase in sum
mer billing, co upled with the fact that 
we already have Looked even greater 
increasps for the sllmmpr of 1949, is 
helpillg us co nvince hiatus advertisers 
that there is more to be lost than 
gaillcd by a sumlller layoff in our mar
ket. 

'" It is lII) hope that agencies and ad
vertisers " oi ll at least co nduct sound 
research 011 the subjec t o f sumlller lis
tening before sticking their heads in 
th e slllnmer sands another year:' 

\Vith another summer warming up 
in the wings, WCCO has nol been 
caught napping. "Send your· sales up 
with the temperature" is the theme of 

the station's third summer selling calll
paign_ As in the two previous years, a 
slick advertising and promotional on
slaught will set thp. stage. Full-page 
advertisements in leading tradp papers 
will Le followed hy direct mai lings to 
advertisers and agencie~. 

Here am some sample \VCCO pro
motional q uotP.5, presented 11Prp. to 
point up the possibi lities in other mar
kets as well: 

" Minneapo lis-St. Paul is recognized 
as th e lIth market ill the nati on. But 
\,\1CCO'S \Oast coverage throughout the 
Northwest deli\Oers a far g reater poten
tial. ... "Iinneapolis-St. Paul ill itself 
IS a billion dollar market annually III 

(Please tILrn to page 50) 

weco personalities at fair booth are big attraction for listeners Names hypoed weco's '49 summer series; Bob Hope is at mike 

Icea-CBS GOOD NEIGH80R 
10 THE NORTHWEST fO!' 
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NEW STARS SHINE 
FOR LANG-WORTH 

l\Te'f) nan.es and ne.l' t t JI /C1 

a brilliant arrall of nel dl 

iollo.ring the reletllW of .1 

Illtionary II-incl. trtln 

produt!tion sl.o.rs .rill b 

tisers at 600 Ltlng _nro lIen 



t Icill sllarl.tl! in 

,roll,ualion stll"CS, 

ng-,,'orltl·s reeo

ptilJn. Thl!Sl! nl!If) 

Tile NE1V L a"g .. lVo,-t/~ 

P,-og,-"," Se,-vice 
The following name artists, orchestras, choruscs and 
groups have hccn selcctcd to provide a wcll-halanccd 
library of 6,000 recordings. This mammoth collection 
of n ewly ma nufactured transcriptions will scrve 
as source mate rial for the ncw program service. 

L\HCE UAl\CE BAl\DS: I{ay AIl
thony. Charlie Barnet with Lena 
II orne and Boll Carroll , ]] enry Busse, 
BIlle Barron. Count Basic, Randy 
Brooks, Frankie Carlf', IJcI Court
ney, TOlI\l11y Dors('y, Zig-gy Elman, 
~hep Fielcls with Toni Arden, Chuck 
FMter, J)('an lIuosou, Heury Jerome, 
Vaughn ;\Ionroe, Art 1\looney with 
The A Illes Brothers a ud Fran \\' ar
ren, Buddy Moreno, Huss 1\1 organ, 
Tony Pastor with HoseJ\lar~ Clooney, 
C laude Thornhill with Fran \Varren, 
TOll1my Tucker. 

S"ALL DAl\CE IU:\DS: Fi\ c Sha(lcs 
of BIlle, Lenny Il t'rlllan Quinte tte, 
./ohn Kirh, with l\laxiue SlIlIi,an, AI 
Trace witl; Toni Arden, Red Kichols 
a lid II is Five !'('uui.·s. 

SO:\C STY LISTS: Eugenic lJairo, 
Dick Brown, Ala n Dale, Anita E llis, 
Connie HaitH'S, J lIanita lIall , Jack 
Lawrellee, Hose Murphy, Patti Page, 
Tony Husso, Johnny Thompson. 

I l\STH U ~I El\TAL NO VELTI ES: 
The Airlane Trio, Frankie Carle 
(piano and rhythm), FranZl'IIa Quin
tette, Bertrand Ilirsch (violin , organ 
~!1(1 harp), J oe Sodja Trio, Evalyn 
J yner. 

" POP" CO:\CERT: The Russ Case 
Orchestra, D'Artega's "Cavalcade of 
l\llIsic" Orchestra, Jack Sha indlin 's 
Silver Strings, Szath-l\1 Jri's SJIlI
phonic Swiug. 

SALO~ ANI) STHll\C CIWUPS: The 
Ambassadors, 1\lod es M oderne, 
" Dinner Music," The Sophisticates. 

LAHCE VOCAL CIIOHUSES: The 
Co te GIc'e Cluh, The Cava lcade 
Chorus, The Lang- Worth Choristers. 

S"ALL VOCAL enoups: The Gay 
Blades (harhershop), The ,t Knights, 
The l\lotlernaires with Paula Kelly. 

SYl\IPIIONY AND STAl\'DAHO 
CO:\CEHT: The Lang-Worth Sym
pltony, Directors: Howaro Barlow, 
D'Artega anti Erno Haree; The Lang
\\ ' orth Concert Orchestra. 

WESTEHN: Foy \\' illing and The 
Biders of the Purple Sage, Hosalie 
1\ lien, Eltoll Britt, Leon Payne, Slim 
Hhodes, Billy Williams, Jack Pen
nington. 

ORGAN Ul~ITS: Lew White, :M ilton 
Charles, Hugh Waddill. 

BlUSS BAl\D: The L-W Military 
Bano, The L- \\ ' Collegiate Band, TI{e 
All American Band. 

CIIUHCII l\IUSIC: The L -\\' Choris
ten:; , Leonard Stokes (baritone), Mix
eel Quartette, Pipe Organ, The Chapel 
Choir. 

MISCELLAl\OEOUS CROUPS: Latin 
American: Chiquito, Tito Guizar, 
Eva Garza, Los Amigos Pan Amer
iean,os, Harry Horlick, The Padilla 
Sisters. Polkas: The Bee Gee Tavern 
Bano, The Globetrotters. Hawaiian: 
Johnny Pineapple. 

PRODUCTIO;\' AIDS Al\OO )1000 
l\IUSIC: Separate voice tracks of all 
leading artists, special musical themes 
idelltifying specific businesses, ap
planse, crowd noise, football and 
baseball effects, e tc ..... 1I80, 500 mlls
ical cuts \" arying from interludes by 
harp, organ, guitar, piano and celeste 
to "peeial prodllction themes, open
ings, closings and background lIlusic 
hy Jack Shaindlin's "l\Iarch ofTirne" 
Orchestra. 

LANG-WORTH 
FEATURE PROGRAMS, Inc. 

113 WEST 57th STREET, NEW YORK 19, N. Y. 

lYetwork elllibre Progrllflls lit CoclIl Stlltion eost 



Hints on sumnler selling 
liard sellill~ . bot ,,,e.lther IU·OIIlOtioll. bette.- !u·or.!r.lIllillg 

.u·e lie~' st.ltioll aids in liekill~ tlHlt old hiatlls hU;!.lboo 

--..._-- To at/ v('rtise. or not to ad
vI'rtisc in th e Slimmer . .. 

T hat's th e q ll l'stlOlI man y small and 
largl' lm "illcssm en asl.- th em selvcs cach 
1 ('(lr abou t th is tim c. In recent years 
aTl incrcasin g Tlumb er 0/ spon sors have 
hl>('om l' cO fl vin ced that the afl su:er 
shollid IJe ·· y es." 

T o find out Id/(lt station s do to stim 
ulate S/LTnm er sellin g, SPOl\SOR sampled 
"mat/casters throughout the U. S. 
Compiled here are capsuled accounts 
0/ ty pical station summ er selling plafl s. 

S om e stations, likc KOI L, Omaha, 
stage special promotioTl drives to show 
sponsors th e vaill e 0/ summer at/ver-

tlSl Tl g . Others. like JrlWDC. Washiflg
ton. take another tack and poiflt out 
that th e Slimm er requires no special 
sales eDort because local sponsors have 
r(,cognized the value 0/ year 'round ad
L'Ntising . 

I(OIL~ 0"'"'1(' 
Early in l\ Iay in Omaha, '\ehraska, 

;)()() ad\'crtisers reeeh'ed unsi gned post
cards with a me33age about the efIf"('

ti\'cness of summer use of the air. 
That 's tlw way KOiL kicks ofI its sum
mer selling promotion thi:o; year. 

Throughout Omaha sign s of the 

KOIL campaign are apparpnt. Cards 
on strect car and taxis (see picture) 
urge li~t('n e r. to "take along a porta
ble" on ou tdoor cxcursions. " ' indow 
and coun ter displays carry the same 
messagc; so doe~ a sched ule of slllalJ 
newspaper ads in two Omaha newspa
pers. 

KOIL belie\'es in the eiIecti\'eness of 
summer air ad\'crtising and sell it 
hard. A typical sales pitch on one of 
its postcards goes this way: "Only 6.8 
percent of thc nation is on \'acation at 
any onc time during the summer. On
ly 4.4 pcrcent o f those on vacation are 
alcay from home .... Summertime IS 

I'USIXI~SS .'~S U§L:'I ... .. 

!/,Y!at the !lear ToUIIJ 

KOIL promotes out-of-home listenin g wit h cards on st ree t cars , taxis This slogan is the keynote of KNX's summer selling presentation 
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THESE GIRLS ARE GARNERING SUMMER PUBLICITY FOR WWDC BY PARTICIPATING IN BEAUTY CONTEST STATION CONDUCTS 

a good time to lI 'Se the air:' KOIL points out that a show like 
A radio show called Let's Go Places Lds Go Places, tailor-made for the 

is a key pha!"e of the KOI L :,; ummer 
promotion. Aired four tim e:,; weekly 
fo r 1;:) minutes, it rounds up informa
tion about local park!', fi shing and p ic
nic spots, beaches, and special outdoor 
events. Listeners are urgcd to take 
along a portable radio wherc\Ocr they 
go, a request which has proved profit
able for loeal radio dealcrs and distrib
utors. 

8 MAY 1950 

\aeatiouer. can help advertisers get 
pcak summcr sales results. In the 
words of a KOIL brochure: "Badio 
audiences take no summer hiatus. Peo· 
pie buy goods and sen ices tweke 
months out of thc year." 

I n addition to its postca rd barrage, 
K 0 I L will send a(h-ertisers and poten
tial a(hOerti scrs hard-hitting salc:,; Ict
tcrs and pamphlets. All of its promo-

tion adds up to a challenge to ad\er
tisers. daring them to let the station 
prO\oe its point about thc dollars and 
cents \"alue of summer radio ad\"erti!"
iug. 

U"U'J)C, n 'flsI.iJl!lton. J). C. 

WWDC in \V ushington bel ie\"c!" that 
"~el\ing is selling no mattcr what the 
scason. 

With this healthy attitude as the key
(Please 111m 10 page 61 ) 
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Robt. Q. Lewis, probable sub for Godfrey on CBS a .m. show, has sa me type appeal 

Radio's dog days 
must go 

_Ir'!'!~::' Which ( ' OIlH'~ fir;;t, the 
('hi(' kcll or th(' (~ U{f ') 

C'I'" 

That fJlw~tioll ha,: a dil('d applica

lion to ~ Ullllll c r prog ramillg . Ilere the 

P OS(' ! i" what ('au;;c '-l th c ,,11l1l1l\('1 li"ten
ing d('C\il1(, pwg ra ms tlJ('m~('h('s or a 
d eclin e in int f' r('-,t 011 tl)(' part of Ii;;· 

te IH' )':,; in the SIJllllllc rtillll"( 

\ fle r ycal S of IwhirHI-tl)('-;;("('II l':S (Ic
ha ll', this SUIllIDN will s( '~ tl)(' I)(';;t 

p rog ra min g efTort:, ill radio 's hi ~ t o ry. 

T op radio ('xc(' utin's a re ('o ll\ilJ('cd 

t ha t tlwn!'s lJo th ing wIon g with ~1II11-

ID!'r time lisll'nin g tha t g ood prog ram
ing WOII' t (' un'. Th('y arc d ele rmin('d 
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I)rogl·cllnillg in SlIllIluer 

to put an (,lid to radio's :SllllllllertinH' 

dog days. 

This year all nctworks are makillg 
all unpr'ccedente(1 dImt to drin' that 
point hOJJle to adw'rtiscrs and ag(' I1-
('ief'. TBC, CBS, AB . l\lulual, are 
:--;pe llding morc JlJOIIC) Ihan ('\,cr before 
in "cycloping shows. A'ol just show:" 
to s('ne as Slop-gap:" during tlw hiatus. 
hut prog rams which han> 111' ('11 weeded 
out. g rooJller!_ <111,1 poli~l\('d hy thc bcst 
profl'ssional" in the busill(,s;;. 

111 a hid to clinch the deal wilh 
prosp('ctin' a(h·erli"('r,,. ;\BC has dis· 
I rilllllcd 4:) rpl1l J'('('(lrd('d auditions of 
il s SlIllllIH'r packag(' "ho\\'s to a selected 

f!roup of some 75 adyertising .agellcies. 
To makc sure the executi,'es could hcar 
the ~ho\\'s. a rccord playcr accompa· 
nied the disks. 

Two trends are out~tandillg in the 
hot·weather competition for nc\\' ral}io 
bu~iness. intensified with the growth 
of tele"isioll. The mo~t ~ignificant is 
a departure from the program types 
of previous year~. Thc se<'ond. though 
not new. is block. or mood, program· 
ing. 

In pre"ious ycar~. ltlystery, musical 
and quiz programs wcre generally the 
staple summer replacements. 111 ] 950, 
thc trend is towards situation comer}y 
and dramatic programs. 

Though it is slill too early to make 
any cut-and-dried predictions. SP()~SOH 
discussions with top network execu
ti,'es rc,'eal an addcd trend. Film 
nam('s with solid radio experience are 
rITeh'ing il1c rca,~t:'d attention in the 
package shows. Typical are Clifton 



"tlbles its ,JredeeessOI· ill S(flie time slot 

Webb, Paul Douglas, Douglas Fair
hanks, J r. Established radio stars are 
heing re·cast in new replacement shows, 
particularly at ABC. 

.\lost acti"e in ready ing new pro
grams is XBC, with o,'er 16 shows in 
nrrious stages of preparation. 

Among the situation-type programs 
already scheduled to appear on XBC 
are Clifton \Vebb in Mr. Belvedere ; 
tlw Paul Douglas show; The Trouble 
ldtll the Truits , the ad"entures, mis· 
haps and joys of a family li,-ing in a 
trailer; Tugboat Annie. a perennial 
fU\·ori te. 

Dramatic programs include: Out of 
this IfI arid, a science· fi ction series; The 
Doctor ; Jack Lait 's adventure se ries, 
Confidentially r au rs; The Texas Rang. 
ers, a dramatization of pioneer days; 
and Douglas Fairbanks. Jr.. in a show 
titled The SileTZt Man. 
~BC will feature. among othe r pop

ular personalities. Hedda Hoppe r ; J oe 

!CC(fse for lIew S'.OWS 

H Powell mystery will replace Phil Harris (NBC) 

THREE SEASONS : "Tom Mix" (M utual ) vacations SUMMER : Bobby Benson ranges temporarily for M 

Di.\laggio in all adult sports show: 
Sammy Ka ) e in a talen t hunt stanza. 

CBS, busi ly huilding package show!:>, 
earl}' in the) car put its collecti"e pro· 
graming to work. At this writiug, over 
ISO ideas ha"e heen submitted hy Xe\\" 
York and Hollywood staffers. The net
work, fi guring on the possible numher 
of time slots it will ha"e to fill this 
summer, has si fted them down to 10 or 
12 candidate:; which look like winners. 
Tentatively set so far is Granby's Green 
Acres, a half·hour that will prohahly 
he aired fr01l1 the coast once a week. 
Another program in the same ca tegor~' 
is the 30·minute. once-weekly Gun 'hy, 
based on an idca of CBS' Jess Op}Jcn
heinl. Public sen'ice programs also 
hav e a part in summer programing. 
One of them, Cp for Parole, is alread, 
scheduled. . 

Pioneer in package replacemcnts, 
CBS has a potent sellillg story SUllllUer 
showcase programs that ha,-e paid o ff 

handsomely in th,~ past; it hopes to up 
the score this) ear. Arthur Godfrey's 
Talellt Scouts , My Friend Irma , and 
Ollr .1Iiss Brooks were all huilt as sum· 
mer sustainers. T alellt Scouts started 
with an initial I [ooperating of 7.3, 
came up with a score of 2 ~t9 in Febru
ary of this) ear for Lipton's tea and 
dehydrated ~oups. .1Ir Frielld Irma 
started with a ra ting of 8.3, rose to 
23.5 percent in January for Pep~odenl. 
And Our ,Hiss Broo!.-s, ~"agging an in· 
itial rating of 6.3, more than doubled 
it with a 14.0 for Colgate-Palmoli,·e· 
Pee l. 

ABC, this surmner. will follow tht' 
lead of other networks in putting add
ed emphasis on hlock (mood ) pro· 
graming . In tire earlier days of hroad
('a ~tin g. helter·skelter replacements 
wcre the r ule. This made for summer 
programing which might couple music 

(Please til TTl to page S-!) 

"lBC will IJolster its su ...... er sd.edule .viti. sllst(fiuers 

evening" Eloise McElho ne will contribute biting wit to quiz shc 
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BMB SHOWS KVOO 
III (lJI J-:et s 

OKLAHOMA'S NO. 1 
MARKET Plus 
Adjacent Bonus Counties in Kansas, 
Missouri and Arkansas 

And KVOO Blankets this rich ma rket 
;;;;-r-;- intens~ly than does any other 
medium. The 1949 BMB report shows 
each of the 30 counties in the Tulsa 
Market Area of Northeast Oklahoma 
plus 13 counties in Kansas, Misso uri and 
Arkansas within the KVOO 50-100% 
daytime area. 

KVOO shows a radio family audience 
in the 1949 BMB -report of 799,050 day
time against 683,920 in the 1946 BMB 
report; and a 1949 nighttime audience 
of 1,270,040 against 997,040 in 1946, 

1949 KVOO BMB DAYTIME 
No, of 1949 K VOO 6·7 

COll nti es Coun· Radio Day, a Week 
With : t, es Famili es Aud ience ' . ~ 

,0· I OO~. 50 384.470 231.930 60 
311·49·" 20 103.790 16.640 16 
10· 29·. 76 310.790 17.330 5 

146 799.050 265. 900 33 

1949 KV OO BMB N IGHTTIME 
No, of 1949 KVOO 6·7 

Counties Coun· Radio Nights a Week 
With : ti cs Families Audience* ~ 'o 

50 ·1 ~0% 41 333. 5 10 150.700 4 5 
39· 49° ~ 38 143, 960 18.100 12 
10·29·. 239 792, 570 35,330 4 

--.----
309 1.270.040 204 , 130 16 

• 1-"'1111 lie, arnoru: 1!11a radl n families listening 
I() 1\.' 0 0 I; t o 7 days (or nights) a \H"{·k. 
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Edward Petry & Co. , Inc. 
National Representatives 

NBC AFFILIATE 
50,000 Watts 

~ , 
I 
I 

This is a new SPONSO R departmen t , fea tu ring capsuled 
reports of broadcast advertising significance culled from 
all ~egments of the industry. Contributions are welcomed. 

Ifi!} u nm e h »stimouin's 'le',J fUseo sell storm Icilu'fHCS 

Te;;.timonials from radio stars are 
helping to sell Alsco Aluminum Con
\ e rtible Storm Windows. 

And spot radio is a chipf medium in 
I AI"t·o·s ad\'ertisillg efforts. 

The cOlI\pany has obtained enclol=-e
nwnt" from Elliott Roose\elt, Tcx and 

Dealer displays help promot A lsco's air work 

Jinx McCrary. Guy Lombardo, i\lall
reen O·Sullivan. Joan Blondell, Glad) s 
Swarthout. amI Ray Mi ll and. 

One-minute ~pots rccordcd by these 
famolls pPrsonalilies help hnild brand 
('onsciol1sne;;.s. III addition. each sales
mall makes hi;;. hOll1e call3 with a 
"pitch hook" and a 7:: rpm rcpord-

WUS;\, the \IHS affiliate in Charles
ton. S. c.. signed an unusual radio con
tract ~ill1ply because their huil d ing is 
located abovc a swamp. The swamp 
abonnds in minnows. A man. wanting 
access to thp minnows for [bhing and 
hait purposps , hought the "minno" 
rights" to the stal ion. 

.i\early c\ery radio station has its 
sharP of fictional sleuths hut \v~lCA , 
l\(,W '1ork, has a real-honest-to-good. 
ness pair of pri\'ate eyes. E\ en better, 
t IIpy' re sponsors. \\ ' a Iter Clancy and 
1\lan Sullivan of the Confidcntial In
\'esti gation Bureau l1=-e announcement-; 
via \\ ' \lC\ to gf' t c1iicllts. 

ing of the radio announcements. These 
are invaluable in closing a sale. 

In 1946, the company had a single 
plant in Akron, Ohio, with a market 
limited to ahout 200 miles. Today, 
Alseo ships its products all O\'cr Amer
ica: opprates its o\\'n aluminum extru
~ion plant, and has contractcd for oth
er facilities to make windows. doors 
and new alull1innJll siding soon Lo be 
laun('hpd and marketed on a national 
scale "ith the help of radio. 

th er 3,000 salpsmen and dealers 
from .sOO cities " 'pre introduced to the 
np\\, Alsco products "Iwn company 
pW{,l1 ti\'ps recently trm'eled through 
1.5 states. 

r"fUIIIIIU IffHl·(» 

Ifille(' ocer ~'l'R 

When delcgates to the:\' A 13 Com"en
tion in Chicago trooped OWl' to the 
Eighth Street Theater (around the cor
Il!:'r f rom the S tevens Hotel) to attend 
scheduled meetings. they spotted this 
sign on a liquor ~tore window directly 
across the street. 

\\'hy Tomm~" Rowe, veteran amiable 
chief cnginepr of \VLS, got top billing 
on'r the NAB is easily explaincd. Each 
Satlllday night since ] 932 the \vLS 
X([lional Barn Dance has bccn aired at 
the Eigh th Street Thea ter, and it's like
I~' that Howe occasionall) fonnd his 
wa \ across the st recto 
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ll'lV,lX borvlin!1 tOllrllUUl e u t lures !J,:lOO l~e!llel·s 

w TAX in Yankton, South Dakota, 
helpcd p romotc one of the IJiggest 
:,po rting e\"ents ('ver sponsored b) a 
radi o station-a bowling tournamcnt 
in which 9,300 bow lers in fiye :;tates 
competcd. 

The tournalllen t promotion was built 

· WNA X 
~. STATE &'11,11;"1 FINAL S' 

Trophies awarded to champs in WN AX meet 

around the daily sports shown of Les 
Davis, , \TNAX sports director, spon· 
sored by \l;'NAX and the Theo. Hamm 
Brewing Company. 

Nine thousand three hundred bowl· 
ers were whittled down to 216 fina lists 

Flyiug saucers are 
s,Jonsored ill POlIgI,keelJSie 

Flying saucers were not only seen 
over Poughkeepsie, Ncw York ; they 
were sponsored. 

Enterprising radio station WEaK 
and th e RCA Victor affiliatc in that 
area, RTA Distributors, succceded in 
linking interest in the fly ing saucers 
with a schemc to scll RCA 45 rpm rec
ords and phonographs. 

At ahout 9 o'clock onc momillg this 
spring, 1,000 fl ying sa ucers (actually 
ca rdboard serving plates bearing the 
inscription, ' -Grectings from ~Iars") 
were dumpcd from an airplane flyin g 
oyer the downtown busincss district. 

WEaK was immcdiatcly flooded 
with inquiri es. '\0 one had or would 
give the answer. 

At three p.m._ the same day, two 
planes loaded with -LOOO more flying 
sa ucers flew ovcr thc ci ty and dumped 
plates bearing this inscri ption, " l{ CA 
Victory 45 rpm- Out of this world to 
you. " 

Each disc had onc of WEaK's call 
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who cOll1 pctcd in handicap singlcs, 
double:;, tcam and scratch single ca tc
go rie~ with prizc:> totalling somc 3:28,-
000 ill c<l:-.h and merchandi:;c. 

\\':'\ ,\ X broadcast a roundup of thc 
tournament final s and thc prescntation 
ceremonics on 16 April with Les Da· 
vis handling thc cmcec chores. 

ComUlerciul s tut io n 
in u trnile r 

n adios in automobi les arc common
placc; mobile radio transmittcrs a re 
accepted, too. But a complcte commcr
cial radio station on whecls- tha t's 
somcthing e1sc aga in. 

Owncd hy th e Granite S tate Broad
casting COI~pany, \VTSA, Brattlcboro. 
Vt., is housed in a station tra iler unit 
30 fcct long containing turntables, a 
large record a nd transcription library, 
busincss officc, and cvery facility essen
tial for a complete cOlllmercial broad
casting set up. 

Prior to its opcning day, th e WTSA 
tra ilcr made a promotion tour o f 
Keene, Brattleboro, and surrowlding 
communities equipped with a public 
address system to promote the opening. 

In a few mOl1ths, WTSA will have 
its own modern studios but, for the 
time being, it remains th e only com
mcrcial radio sta tion in danger of gct
ting a flat tirc or a ticket for parking. 

WTSA goes on air from their studio on wheels 

Iptters. Latf'r the station announccd 
that th e fir:-l pc r!::-on to hring in a set of 
saucers spC'IIing out the call letters 
would win an I1CA Yic tor radio-phono
g raph with "45." 

The imllledia te result was an apprc
ciablc upswing in the sales of "45" 
reco rds and instrumenLs in the Pough
keepsie area. 

k-nu% 
SUC CE SS 
STORY! 

NO.4 

Mr. Fred G. Forshag 

"AN 85% I;\CREASE IN BUSINESS 
SINCE WE STARTED USIXG KNUZ 
RADIO TDIE." that is 1\lr. Fred 
G. Forshag talking- manager o f the 
RICE BROKERAGE CO\[P :\l\Y, 
Herman n Building, IIo u ~ to n, T exas. 
1\Ir. Forshag continll e~: "Our organi
za tion speciali zes in ~h ort-t erm per
sonal loans. For our purpose, we have 
found KNUZ Want Ad~ jll ~t the thing. 
We start ed these ads in September 
19~8, and have ,tuck by them re1i~d
ously ever since, for they have brought 
regular result". But in September 
19~9, we ~igned a contraet for two 
additional spot announcements night
ly on til!' di;.c" jockey show " fl eehive", 
fr om 10:30 to 12 midnight. As a re
sult o f this ~how, our business sur/{cd 
85% over a two month period! Our 
s ll ccess was vastly greater than antici
pated, a nd we arc determined to iT/
crease our KNlTl time in the future." 

(Upon request , KNUZ will be happy to 
furni sh complete .tory of the success of 
the RICE BROKERAGE COMPANY, or 
yo u can contact Mr. Fred G. Forshag at 
his office in the H ermann Building, Hous" 
ton , Texas" T etephone: AT-wood 5716.) 

Rp/orl' ) "OU bu'y '''l' 1I011slml 
IIInrkl'1 C/, PC J..- 11, p 10[1 lIooppr
nll'd (/l'lIilnbililil'S K-IIuz ofJl'rs. 
}"ou'll bl' tiolinrs nhl'ml ill sail'S 
nlld sCIl·i"gs. 

CAll, WIRE OR WRITE 

fORJOE: NAT. REP. 

DAVE MORRIS, MGR. 

CE·8801 

k-nuz 
(KAY-NEWS) 

9th Floor Scanlon Bldg. 

HOUS TON, TEXAS 
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Th __ • 

l)i(·I{(·d l)cl .... 1 
ClIIS",\'ers 

~"'. ScllHlber·f 
~ 

The pro b 1 c m 
a h 0 II t ~umll1cr

tilll~ ratings and 
... (·ts in lISC has 
sOllie of the cha r
actf'ristics of thc 
"w hat existcd 
fir:::. t , tl1{' ch ickI'll 
or the egg" qlH'S
tion. Arc ~1l1lJ -

Mr. Shine nH'rtill1e list('n ing 
figures low he· 

cau:-c thc high ratcd shows a rc off the 
air or arc high r 'lt f'd :-ohow:> off the air 
hecal1:-O~ li st('ncrship is bel 0\\' thc wm
ter highs? 

An cxaminati on of avai lahlc data 
indicatps that th erc i~ no sha rpl y dc
fined hrcak-o ff point l)('t\\Pf'n the win

tPf high alld the SlllllllH'f "1\\. Bather. 
there i" a ste,\( ly and uniform incn'a~e 
flOm J ul) to Jalluary. '1'1](' graphs for 
Sf't'" in u~c alld hours of lis tcning )ler 
da y arc a IlIIost pa ralld I in('!'. 

Thc aggrcgate of the high ra t('c\ 
~ho\\s do 1I0t maintain the Jalluar) 
hi;.,dl through tIlP ot ll('r winter mon ths 
uf J)c(,(,IIl IH'r, Fphruary. <llId \l ar('h. 

SOIllP. Nie l",p/l hOIllPs might rcgistf'r 
110 radio usag(' during thp !'U 111 nlPr 
IIHHlths \\hilp tll(, family is att l1P shon' 
er in the mOlIntains, Illlt th(' family 
mig ht II(' liskning to a portahlc set in 
the collage. Iloopcr t('lpphon(' nlPthods 
don't IIlpaSllr(' listcllillg to tllc auto 
radio "hill' tl1P family is out for a 
dri\'(·. And, Pnl .. (· intcrvipwcrs do not 
(hN;k th~ I)('a(·hps or otllPr areas wher(' 
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. 
~r. Sponsor asks ... 

" 'flU sflfulf" S,JOII s ors s tU!) Oil til e air in siunmertime? 

John V. Sandberg I Vice president in charge of advertising 
Pepsodent Division, Lever Brothers, New York 

tlll'll' i:- a large amollnt of outdoor 
radio li!'tpning. 

Thf'refore. the actual 1('\,('1 of sum· 
111('1' li stelliug mi~ht I )(~ undcres ti ma ted 
"olllcwhat in all of the available data 
hut this fact doc:-; not cx plai n thc down
ward trend that began in February. 

O tl1<' r media havc a somcwhat 
~illlilar pattern. Magazin(' circulations 
arc not uniform for e\'('ry month of 
th(' )'f'ar. ,\1 0st public,lti olls havc their 
low po int ill May and their high point 
1I1 thc la tc fa ll or earl y wintcr. 

Possihly thcre arc popula ti on charac
teri~ti('s and h ab its that are so in 
gra in('c\ tha t cY('n radio ea l\1lot change 
them quickly. And. if this is true. th crc 
is nothing wrong wi th sumlll('rtilllc ra· 
dio. Th c prohlcm is with s Ullllll er time 
J)Poplf'. Let the psychologists and psy
chia tris ts take ovcr from here. 

WILLIAM J. S IIINF: 

Director of Research 
Pedlar & Ryan 
N l'W York 

Apparcntly man y 
sponsors a rc ('on
vinc('d t hat it 
does nol pay to 
s tay on th(' ai r in 
t h (' S U III nl(' rt i mc. 
It would bc illtpr
('!' tin g t 0 k now 
ho\\' lIlany ath cr
tis(' rs a rp takin g 
for grantcd that 

Mr. Henrikson 
slI mm('rtimc ra

dio does,,'t pay hccall sc sOll1e leadcrs 
di!'('olltinu(' temporarily, or suhstitute 
less cost Iy f ral\{'hisc- Irold ing prog rams. 

It Call1ln t hc assum('(l tlwt IIctworks, 
~ t atio"s, and. pcrhaps. agcllcics do not 
If'! sponsors d rap without putti IIg for th 
~trollg argumcllts on tI l(' a(h-all tag('s of 
s lIIllIl\('rtirnp radio. Cou ld it I If' that 

they lost out Iwcausc they (lepcndcd 
too much on tlIP gcnf'ra l considera ti ons 
that apply to any ad\'crtiser rather 
than on new idpas spff ifica lly related 
to a particular !-ponsor\ product? 

In hrief the gencral con!'idcrati ons 
us uall y presented to thc sponsor are 
thesc : 

1. Protection of a (1<'sirahle "spot" 
posi ti on or program h our. 

2. Lower costs, e ither 011 a 52-week 
discount basis or some othcr deal. 

3. Incrcase in summer listcning 
hro ugllt abo ut by tremelldous in
('fe[l!,(' in numbcr o f portahle an d 
aut omobilc radios. 

4. Value in continuit y of impact. 

5. Advantages O\'cr competitors who 
ha\'c dropped summcr radio. 

G. The cxtra "sell" in approachin g 
distrihutors and dealers. 

All o f these reasons are important. 
Ho we\'cr , almost ('vcry product has 
wnl(' part icular attrihutcs that can be 
(x ploit('d in th e sumn1<'rtimc. If the 
usc o f th e product is hi ghl y seasonal , 
;! well-adaptcd summcr program lIIig ht 
:"en'c to ~h o rtell or le \ e l off th e sum
mcr :" lull1p. For cxamplc, e\'cn a prod. 
uct as s('asonal as houschold fuel o il 
might well be promotcd ill th c o ff ::.ea
SOli . Appeals to the con:-;ulI1cr might 
concei\'abl y bc low('r sumlllcr-mon th 
pric('s. J1fcY(,lItion o f damagc to partly 
filled tanks through II1oi!'lure cOlIl1<'II
sa ti on. and the d ang('r of g umming lip 
iu('1 lin cs a nd hurners hy s('dimcn ta 
ti on. 

Thc prograllI lIlig ht he sold to the 
~po ll sor 011 tire IJa si~ tlrat cOIlI))(' tition 
ior lI ew c u ~t(llIl c rs would hc l e~s illten."e 
and many o f the lI ew customcrs wo ul(1 
continup willI tlIP com pany on cont ract 
through tIl(' )('ar. Also " fillin g liP" old 
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customers in th e summer would make 
them less likely to swi tch to other com
paniC's when the carly fall compC'titiyc 
selling pressure starts. Then. too. thcre 
is much less wear and tear on trucks 
during good weather. 

This is only an examplC' of applying I 

spcci fic reasons rather th an depending 
entirely 011 the more genC'ral considern
tions for staying on the air in the sum-
mertime. 

CARL H. II Ei'.'HIKSOX, JR. 

Director of Research 
f . M. Math es 
New York 

Assumillg a spon
sor has a product 
that can be sold 
in the summer, I 
feel it is very im
portant to main
tain con tinuity of 
advertising. The 
lis ten ing public is I 
a fickle ent it y at 
bcst al1fl once a 

Mr. Foreman ,,-eC'k (or even 

five times) can hardly he called tre- I 
mendous frequency in which to create 
a niche in the public mind and main
tain it. 

There are other considC'ra ti ons, too. I 
Generally speaking, the only wayan 
advertiser can maintain a goofl time 
slot on radio stations is by continuing 
through the summer. And, of course, 
it's not advisable to relinquish a good 
spot an d risk goi ng hack in the fa ll to 
a poorer one. There are many ways a 
~mart adYerti:;cr call compensate for re
ducC'd audiences in thc summer months. 
He can rcplace a high cost show with 
n dwaper one. He can use no-name tal
ent in place of stars. He can suhstitute 
a zi tlwr for his orchestra. 

Remember. too, that although ratings 
show a greatly rcduced audience avail
able in the summer time, they do not 
gh-e an entirely true picture of listen
ing at that timc since there is also a 
big- but unrC'gistered- increase in out
of-the-home and car li:;tcnillg. Also, a 
~how which continucs right through 
usually has a lot softer competition 
Juring the summer months and can 
therefore get a sizeablC' piece of thC' 
audience a\-ailable. 
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BOB FOREMAN 

Vice president 
BBD&O 
New York 

A SWEEPING CORRECTION 
OF OUR COVERAGE 

OF OUR RATES 

WHEN B M B made survey Number One ..... 
KSJB was operating with 250 Watts Day

time-100 Watts Nighttime. 

WHEN BMB made survey Number Two ..... 
KSJB was operating with 5000 Watts Full

time and had been operating with increased 

power for only 11 months. 

OUR AUDIENCE IS MUCH GREATER 
THAN EXPECTED (survey No.2) 

We believe in BMB 

We bow to 8MB 

We are making corrections 

You should know all the details. 

Ask our representative or write us direct 

for full details. 

Fargo, North Dakota 

600 KC 

KS. 
CBS 

Jamestown, North Dakota 

5,000 Watts, unlimited 

JAMESTOWN BROADCASTING COMPANY 

JAMESTOWN, NORTH DAKOTA 

NATIONAL REPRESENTATIVE - GEORGE P. HOLLINGBERY COMPANY 
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S I~ I'I~R)I}\RKET 

~PO\~OR : Bonnie Bee \GE:\,CY: Direct 

C \P~l LE CASE HISTORY: A spccial Armour promo
tion inrllTding a braut)' queen demonstrator (Miss Wis
('onsin Chrese) had prrviolTsly been staged with lillIe or 
no radio. Ronnir Ber Supermarket decided to use radio 
as a prirzripal promotion 16th other media supplemen
tary. In one day. salrs 0/ Miss Wisconsin Cheese totalled 
1,120 pounds. e.\ceeding by almost 200 pounds the pre
vious nalional record set in a store far larger than Bonnie 
nre. Armour u'as so impressed, they're bought a rrgu lar 
5chcdlflr 0/ three programs U'rrkly. 

\YBEL, Beloit. \'\'i-comill I'ROGIL\:\I: ,\ ullouncement" 

RAD IO 
RES ULTS 

/ 

~£IIEATRI~ 

~PO\"~OR: Th eatre Guild AGE:\,CY: Blaine Thomp~on 

CAP~(1LE CASE I1I STORY: The program featured in
trrvieU's lelth Thratre GlTild stars and also offered listen
ers a special service. Tickrts to any 0/ four Th eatrr Guild 
/zits could be plTrchasrd via phone, rl£minatin g thr fi llin g 
in 0/ mail order blanks or standing in lin e at the box 0/
firr. Th(' responsr u'as excellrnt. During th e firs t trn 
da~'s 0/ the program. $4,719.80 ICGS takrn in - many 0/ 
the ('al1s rOlT/£ng long dis tan ce. Thr Thralre Guild nolV 
runs three qlTarter-hour programs a day. 

W.\lC\, Nl'w York PRO(;RA:\f : Radio Box Office 

";I'O\'-;OH: Wall y Fran k A (; E~ CY: II IIlwr II 0l!(' 

CAI'SLLE CASE IIISTORY: Th e COlT/parI',' oOered a 
llUckaW' 0/ si ); imported pipes U'orth $22 for only $3 .95 
1)111 05 mailing ('hargcs. Thr oOrr lI'as made on eight 15-
miTlITtr nCUlsrasts and the pipes Ic('rr srnl C.O. /). The 0/
/f'rs on t/w.~e ('ight n{,ll'srasts drrul /),899 phonc and mail 
on/rrs I)/OIh"'iT/ g a tohrl 0/ .$2J,301 in salcs. AT/(/ this at 
(J cost 0/ .$J.:UJ8 for thr rntirr rmnpaigll induding ra{/io , 
t('h'l,hoT/f' ,\rrvi('(' , d('ri('al ('''l)('I/Sf'S, rtr. 

/'IWCHA\I: Nl'W ~ 

I)EPART)II~XT STORE 

SPO:\"SOR: Daly'~ AGE:\,CY: Direct 

CAPSULE CASE HISTORY: Rain, snolV and near 
flood condition s in January brought almost all ref.ail busi
ness in Eureka, California, to a standstill. Daly's decided 
on an experim ent . For tu:o days, satlTration coverage-
30 anT/ouncements per day- u'as purchased. Cost 0/ 
campaign lCGS approximately $120. The result u'as the 
biggest January day tn th e history 0/ the store. and a 
Salurday that equalled the Saturday be/ore Christmas. 
Equal newspaper coverage, says the store manager, lcould 
have rost $600 at local rates. 

KII U.:'II. Eureka, California PHOG RA.\l: Announcements 

IIO~IE IXSUI.JATIOX 

SPONSOR: The Yancey Co. AGENCY: Dirert 

CA PSULE CASE HISTORY: This company srlls home 
insulation and roofing and began to use a participating 
spot on Th e Emerson Smith Show. Th e spon sor H:anted 
to talk to the housewife about inslTlation instead 0/ COn
rentrating OT/. th e male audience, evrn though the average 
job runs as high as $120. Within a month, one sales
man reported three home insulation sales. In addition , 
/Chen salesmen call they're greeted with: " Oh, yes-yours 
is the firm that advrrtises OT/. the radio." 

KDYL, Salt LakP Cit y PROGRA;\I: Participation 

5-PO:\"SOR: :\]ontgomery Warr! AGENCY: Direct 

CA P:S LTLE CASE I1ISTORY: Montgomery Ward decid
ed to use a singlr annollncement on Grady Cole Time to 
introduce th eir farm catalogu,e. This leas after results 
with other mrdia had proven unsuccessful. Grady Cole 
made the free oOer. In the first f.hree days. 1,417 requests 
were rrceivrd. ThaI l{'asn'l the end 0/ it. From this one 
announcem ent, mail continucd to arrive for the next six 
lreeks. And, at the end 0/ this period, !IIontgom ery Ward 
hml distributed 3,729 calalogues. 

\VBT, Charlotte, N. C. PROGRA\I: Announcement 

SPO~~OR: Pearl Davey AGE:\CY: Direct 

CAPSULE C,\ SE HISTORY: This sponsor ou:ns a 
smail picture shop in a suburban 5hoppin g district. A/ter 
n store firr , Miss Darry rrmodeled thr place and /ra
tlurd a g roup 0/ religious pictur('s for sale. In spite 0/ a 
driving rain. $700 in I'irlurrs wcre sold nIl acrrrditable 
to that single announcrmcnt. As a sideline. she sells and 
r(,pairs laml)s. Tu'o (lTInOUTlccments /eaturing th rse lamps 
"gain rcsultcd in $,()() in lamp lJITsinrss alone. 

KOIL, Omaha PHOCI{\ \1: Annouuccment 



A DVERTI S I·::\I L\T 

rC<.l!<oning applied by the peoplf' who 
I!aY C ju"t completcd th(' o rganization of 
the Pacific I{egiona l \ ct \\'ork. and 
\\ h o~f' goal it i~ to a tl ra\'l morf' na
ti onal ad\'crti"ing d u ll ar~ to Cali fornia 
and tb e Far \\'(':o;\. 

PH\f is a weh of 4B ;;;tat ion ;;;,---43 
,\ \ r a nd fi\'e F \l ;;; ta tio ,,!', tb c la th' r 
linking thc ~ tandard broadcast affi li ates 
and provi ding IlO nus c() \ erag(' to tlI f' 
FM hOl11c a udience , Tbe n umbpr 
(,quais the Ca lifo rni a s t ation~ of the 
fOllr major networks co mh ined . [\£1 -. 

CHECKING IN - CALIFORN IA CH ECKING STATION }' hOlO by Aulo Club of So, Call!. 

I \'a ntagcs cl a imed hy I' lL, o\,er f'xis ting 
networks include more int('n!' i\ e CO\ ' 

crage, grf'a te r impact through usc of 
loc'al whpre-to- huy -it cut-ins, d imina
tion of linc costs. and g reater fl ex ibil-

" ~~Go West 
• •• 300,000 d o .IIIIIIICllly 

but ad dollCirs don't folio\\'; I-UN sll~~ests s olution 

One hundred ~ cars have 
pa:;:;ed since Horace Gree

Icy gil\ e his sage advice fo r yo ung men 
to "Co \\' es t" , hut a 10 yea r U\'erage 
shows that over 300,000 people per 
) ear are still following it. And if he 
were ali\'e today he would be g iving 
the samc aclvice to advertisc rs, whose 
expenditures fo r radi o advertising in 
the Far Wcst apparently ha\'e not kept 
pace with the g rowing market. 

The tremencl ous growth of the Fa r 
'Vest, and part icnlarly Californi a, can 
be illu strated thi s way: Ca lifornia's 
ne\\' residents since 19-1 0 could com
pri se a state topping the ellti re popu la
tion of 38 other sta tes. La te:;t esti
mates o f tota l population, soon to he 
IHo\'ed by the 1950 Cens us, show Ca li 
fo rui a neck-and-n cck with Pennsyl
vania fo r secolld place in the na ti on. 

Evcn more important to the a dver
tiser th a ll population is buying power, 
and in these terms Califo rui a ea rns its 
nickname of the " Golden Sta te." Cali-
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POPULATION IN MILLIONS 

fo rni a is a strong second in retai l sa les, 
running less tha" two Li llion dolla rs 
pe r yea r bebind New York an d nea rly 
th ree billion ahead of the state in sho\\' 
positi oll , P ennsy lvani a. 

nut what about advert ising expend i
tures? How closely do they corre
spond wi til ili a rket potentials? r n terms 
o f ad vc rti !'ing re\'en ue attracted by 
radio s ta tions, Califo rn ia ranks a poor 
fourth , hehilld New York, Oh io. and 
Texas. ~I os t sta rtli ng comparison is 
with Texas, wh ich edged California by 
nea rly a mill ion dollars per year in 
radio ti me, while boasti ng only 53 per 
cent as much ill retai l sales volu me ! 

Texas has more sta ti ons than an y 
other s ta te (Californ ia is sccond ) , hu t 
it is safe to g uess that one of the rea
SO li s s ta tions of the Lone tar State 
ha \'e ca ptured such a sizeable chunk of 
adver tise rs' budgets is tha t they haw 
made th eir t illle easy to b uy and effec
ti ve to usc througb indcpendent sta te
wide netwo rks. This is some of th e 
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IN BILLIONS 

ity, since free selecti on o f stations will 
bc permi tted . Ad\'antagcs li stpd O\'er 
spot radi o include a sa\'ing of 20 per 
cell t of time co~ts through purchase of 
an y g roup : a single ('asy- to-control alld 
easy-ta-promote program: a nd conveni
ence th rougb a single purchase and 
billing . 

T1 eadq na rters o f the nc\\' regional 
net are at 65·W S un set Bouleva rd. on 
HolI ) wood 's radi o ro \\' . I feads o f the 
web combinp local sta ti on and network 
exper ience of fourteen years a nd up. 
ClifT Gil l. general manage r, has been 
in California rad io a nd acherti sing 
fie lds since 1936 prin cipa ll y on a local 
sta ti on level a nd ba!' lwe ll the manage r 
of KFMV in I Joll ywood fo r three 
years. Ted \I ac\ l urray, sales manager. 
has had man y years' expe ri ence wi th 
ABC. CBS, and "BC in New York. 
Cbicago and Los l\ ngeics. Da n ({ us
sell , prog ram director, \\'as \\'ith the 
same th ree npts in \'e\\' Yo rk and Los 
Angelcs. 

Pac ifi c Regional ~ct wo rk is consid
sidcred b y man y the most important 
dpvelopment on the Califo rnia A\l 
radio sccne in }par. It promises to 
lIlake a strong bid fo r national and re
g ional ach-ertis ing to bring expendi 
turcs for rad io tim(' in California up 
to a lC\, f' lmore con!'istent with it s mar
ket potentials. 

32 >'. 
30 

Z 

28-
V) 

H - 0 ~ u: 
·u ::::i I :><: 

~ ~ 0 w 
2. f U ~ 
20 

18 

/ 6 

14 

RADIO TIM E IN MI LLIONS 



48 

INDIANA'S 

FIRST AND ONLY -
50,000 

WATT STATION 

\'ow tire pow('rful voice of 

\\"1I~C. Indianapo\i;-;. gives 

'"OIL all of Illd ialla in 0\1(' 

]>rof1tal.1e package- plus im

portallt out-of-;-;tatc Hudif'llc(' 

c(JYcrage a~ a n added IJOllu:-;! 

"T [I~C alone pro\'ides you 

with thi:-; comprehensive 

blanket co \' e r (I g (' of th c 

Ho()~i('r Stat(', with ib rich 

urhall amI rural Illarket~

and at tlt(' lo\\'(':-t rat(':-; of any 

50.000 walt ~tat ion in the 

~ lid \\'(~...: 1. Ask y 0 \I r Jolt n 

Blair lIlall about til(' valual,lc 

time alld talent availahle to 

you witlt 1I0()~i('rlaI\(1\ first 

alld ollly 50J)00 watt ~tatioll 

_ \,\TJ BC! 

John Blair & Company, 

National Representat ives 

WIRe 1070 

KC 
BAS·. IC MUTUAL \, 

The Friendly Voice of Indiana 

HOW GRAPETTE GREW 
(Continued from page 29) 

wa~ ~tru('k I,,' the fact that for ollie 
,car~ the sa(es of his grape extracts 
ilad ruu far ahead of the re"t of Fooks 
Falllou~ Fla\'()r~. A little probing If'd 
to anothcr di"co\Try: there were yery 
fe,,' other palataLl~ grape drinb 011 

the market. Fooks had a good grape 
flayor, and therefore it \nl!' in great 
demand. 

Xe\'er one to rest on his laurel!', 
Fooks thonght he could do even better. 
Himself a "practical c1wmist," Fooks 
initiated a series of "thou~and~" of ex
periments aimed at synthetizing the 

I 

g rap(' drink :upreme. The goal. a" one 
of the firm s proll1otlOllal hrochures 
:-<ays with simple candor, wa~ a car
h;nated he\'erage "that rcally taste~ 
like a grape." 

In l\1aL ] 940. a formula wa" dewl
: uped wl;i~h mf't Fooks perfectionist 
I standards. and the drink lIOW known 

as Crapette \\'a~ pre!'ented to a waiting 
and parcbed world. ( Fooks bought the 
trade name "Grapett e" from one \'at 
Coldberg. a Chicago ,rine importcr 
\rho had n'gistered it sonw years ear
lier. ) 

Crapetle, the drillk "that really ta~t
es like a grape," \"as an immediate 
front-nIlIlH'r in soft-drink circle~, and 
in no tinw at all the tai l was wagging 
Ihe dog. The Grapette Co. was formed 
in ] 941 as a !'Ilb"idiary of the 13. T. 
Fooks :\ Jfg. Co. (The latter fi rill was 
dissoh'ed in A pri!. 19"~6. leaving the 
Grapf'tle Co. as a ~f'parate enti ty. The 
I'r('sent firIll i~ a closed corporation 

I ('olltrolled hy the Fooks fami ly.) 
. \\ ' ithill a \ear the drink was heing 
dj~triLuted i'n 2,1, states. Instead of 
selling the franchise to local bottlers, 
the Grapcll e Co. gin~s it to tlIPIIl Oll t
right. hnt maintains an important voice 
in manag('lIIcnt of the local en t erpri~e. 
Thi!' applies particularly to ad\'ertising 
awl promotion of Crapelle. Thc local 
bOlllcr is frc(' to submi t advertising 
alld prolllotioll s('hell1e~ to t he com
pall), subject to the latter's apprO\·al. 

The Grapelle Company in turn 
draft" a separat(~ ach'el1ising plan for 
each ilIdi, 'idual bott ler - specifying , 
how mnch radio he may u~c, which I 

stations. and what other forms of ad-
\ ('rtisillg. A total of ;)1<) hott lcrs hm'c 
1)('('11 frallcllis('d to date hy Crapette. 
202 of tbem ill the last three years. 

\\'hell the war hcgall, Fooks stoppcd 
manufactnrillg his Famolls Vlm'ors and 
COII('('lItrated ~ol('ly on Cr,apette. An 

export company" a orgallizecl in 19-1--1-
to direct Crapette sales abroad. Crap
ctte plants are no\\' operating in Cuate
mala. San Sah·aclor. Aruba. Puerto 
Hico: :\lexico, Venezuela. and Brazil. 
The 'drink has been registered in 46 
other foreign territories, including 
Trinidad and the Lee\\'ard Islauds. The 
export division also has plans for de
velopment of Far Eastern markets. 

To return to radio: Crapette was 
among the earlier advertisers to u~e 
the transcribed jingle. The company's 
first singing commercial \\'a~ aptly set 
to the tune of "Arkansas Trm"e1ler." It 
went thisawav: 

"Beggin' )~our pardon, but have 
YOll met 

Th-at big. little bottle by the name 
of Crarette? 

It's a nickel a bottle that chills in 
a min ute, 

It's a big, little bottle with ta~ te 
thrills in it." 

The" Arkansas Trm'f'llcr" cO\'ered a 
lot of terri tory for Crarette- the tran
~cribed jingle was sent to the entire 
list of more than 200 stations. During 
1942 the Crapclte Company set the 
same words to about 40 tunes in the 
publie domaill. and had the jingles 

;Isk 

JOliN Uum & CO. 
;11'._'lt tile 

HAnJNS & IIAIlTIN 
STATIONS 
IN 
RICIIl\IOND 

WMUG-Al\I 

W C 0 ))-Fl\I 

W'rVIl-T\T 
First S tations of Virginia 
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trall:o;nibed for broackast. 
Crapette i ~ '"sold" on radio esse,,

tiall) htXau~e they have found it in
comparahle' in ge tting their sales n1('",
sai!e acro~~ qui('kly ancI incxpcnsi\'c!Y , 
" with good impact ali(I memory val
ue." The co mpan)' feel~ that its radio 
e /Tort ties ill ideall y with the Grapette' 
outdoor posters an(l billboards and 
point-of-:o;ale matC'Tial. The Grapette' 
name ancI slogan, ·'Thirsty or Not En
joy Grapctte," are' also kept before tIl{' 
public in point-of-purchase matcrial , 
paintcd wall s igns. Ile'wspapcrs, street 
car cards, th eatr(' ad\'ertising, and na
ti olla l magazine",. This spring ami 
SUl11n1('r, for e'xample, the firm will 
plaee ~ix to 13 hlack-a nd-white half 
page~ in Life. 

The' illustrati\'e hill board material is 
Ileat ly cued ill with the air copy for 
thc corrcsponding m onth . Thus th e 
Gra pette hillhoard for :\Jay has a fi sh
ing format- rod-and-reel and batterell 
hat - while the radio comlllercials for 
thi s mon th s uggests Grapctte as the 
ideal companion for an afternoon of 
fly ca"'ting. Th e Scptember pitch is 
Lac-k-to-school, and so on. 

Grapctte ovcrl ooks 110 bets for Ill

diret:t advertising and building up 

SIMPLE ARl1HMETIC 
IN 

MUSIC LICENSING 
BMI LICENSEES 

Networks ______ _ 
AM ____ _______ _ 
FM ______ _____ _ 
TV 
Short-Wave ___ _ 
Canada 

TOTAL BMI 
LICENSEES .. 2, 753 ~ 

You are assured of 
complete coverage 
when you program 
BMI-licensed music 

*As of April 27, 1950 

8 MAY 1950 

PULSE 
is beating laster 
.. . and laster! 

WCFL 
+15.29% 

'(hort shows percentage of increase 

or decrease, for 50,000 watt and full

time stations, Pulse Period of Jon.

Feb ., 1950, as compared to Jan. -Feb ., 

1949. (Avera ges, 6 a .m. to midnight, 

Monday through Friday.) 

Network Station A 
+3.3% 

, 
I 
I 
I 
I 
I 

~ 
50,000 WaH Independent 

-5.88% I 

. , . 

Network Station B 
- 9.52% 

Still Going Up! This chart * shows 

WCFl's ratings more than ever on 

the upbeat in Chicago radio. 

Audience-tailored programming, 

highlighted by sports toppers and 

the finest in music - all spiced by 

ABC network features and station 

specialties - readily explains the 

gains. Time rates, moreover, are as 

inviting as the programs presented 

over WCFl. 

5,000 WaH Independent 
-12.S~ 

Network Station ( 
- 19.0% 

Network Station D 
-22.88~ 
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3 MINUTES 
on the house 

No kidding! Just send her nome, number, 
and the charges to Jock Koste at Indie 
Sales (or to KITH We'll pay for the first 
3 minutes from any recognized time buyer! 

Here's'>eol proof of preference by the gals 
who spend 85 % of every retail dollar ..• 
and backed by Hoopers that deliver more 
listeners per dollar ... every time! 

"'-
Antonio story first -hand, // 
and for free, by picking up ~_ 

Get the up - to - dote son

m your telephone! V \ 
-tk ""'e41a~(ni(e "taUD~· -11 

1000 WATTS fJ!1U 
930 on ANY dial 

SAN ANTONIO 

Ilep,cscnrcd by 

INDEPENDENT METROP..OLlTAN S~LES 

, . • .. N~~ ,y.,~ . : - Ch!cI,o , .' 

50 

WINSTON-SALEM, N.C. 

Is the Leading 

I ndustrial City 

in the South 

National Rep: The Walker Co. 

I 
good\\ ill. Phil Huckabee. ""The Grap
elle .\lagician," is made a\'ailable with
out charge by the COlllpany for ap-
pearance", at "chools, churches, ci\"ic 
dub~ and othpr gatheri ngs, "in the in
terest of American youth." 1300kings 
are made through local Grapette bot
tlers. 

The parent firm pounds home the 
\alu(' of its ad\'ertising effort in fre· 
quent promotional broadsides to its 
hottlers. Herp is a quote from a recent 
Grapette communique: 

"The most powerful Grapette story 
eH,), told will penetrate America from 
coast to coast and Gulf to Great Lakes 
in 19.'5U. On the highways and air
wayes and in the newspapers, maga-

i zines and trade papers of the nation 
I .•. millions wi ll sep and hear an ava· 
lanche of Grapetle ad"erti sing. 

"The pattei'll of this grea t Consumpr 
program will be go\"pfl1pd genera ll y by 

i Grapette distribution, and more spe
i ci fically by th e parnpd appropria ti on 
I for your territory. based 011 your lInit 

I pur~h.ases and the status of your ad-
yprtls1l1g account. . . . Grappttp ad
wrtising will be continuously and vig

I orou::-Iy mPJ'chandi8pd to Grapettp deaI
er:-; and others .... This. for 1950, is 

' all advprtising program planned to 
boo!>'t business for eypry Grapette bot
tl er in America." 

TI1f>re will probahly he food for 
thou ght for the Grapf'tte Co. in some 
figures on !"oft drink {Javor })fpfprel1res 
made public a few weeks ago at the 
annual c()l1\"entioll of the '\('w York 
:-;tatc lluttJpl'S of Carbonated Beverages . 
Iwlcl ill Hurralo. According to findings 

; of the Industrial 5un'py:,; Company's 
('()n~UJ1ler pa/wl, cula drink - account 
for 5:3 percent uf national soft drink 

; 11On1(' ~ale~, ginger ale for 10 pprcent. 
I roo I herr and lemon.and·lime, 7 per-

I 

('Pont cach, orange 6 perce nt. and grapp, 
only 2 I)('rccnl. 
It T . Fooks is IIOt a mall to take this 

; I) illg dowlI, de~p ite tile fact that Grap
. cl\( ' sale~ already exceed thosp of "all 
otlwr :,;imilar franchise' g rap(' dril1k~ 

('ollll)i nNI." Ohviously, haying a good 
hit(' of a 2 percent national sales pip 
i~ not likely to ~tifle ambition. Ket' nly 
re",('arciI-lIIilldecL Fooks has commis
",i()ned the Eugene HC'C<H Ch Co. of 
\'ew York to analyze til e Crapetle con
~u lI)('r picture with a vic\\' to findin g a 
ba!'i~ for new Jl1erclwndi,;inf,!; at tach;. I 

TIlt' fifll1\ COllSlIlI1er ad\'(')'ti:,;i ng is 
placed thron gh Hryan & Bryan ,\d v(~r

ti ~ing, of ~hr('wp()rt. La .. one of th e 

oldpst agencies in th e outh west. Close 
contact is maintained by the t\\'o Of

ganizations. At each annual meeting 
of the Grapette bottlers, ad\-e rti~ing 
and saIl':'; plans for the coming year are 
chewpd o\er in open discussion. 

The Grapptle Company is justly 
proud of its claim that "no other com
pany and its bottlprs in the histor\' of 
the earbonatpd bp\"erage business llaw 
made so l1lur h prugress in such a 
short time." Both 13. T. Fooks and A. 
Roy Allel1, Grapett e's advertisin g man
ager, are quick to admit that th is 
sweet-sounding statement might not 
have been possible without th e help of 

radio. * * * 

weco 
(Con tinued from page 35) 

retail sales. A nd oyer 300.000 farm 
families loca ted within WCCO's 50-
100 percent BMB intense lbtening area 
han-pst a n $800,000,000 crop during 
the summer months. In June. luly and 
August retail sales in the ,\,; 'CCO area 
are in full bloom- ,,686,000,000." 

The stati on shrpwdl) highlights the 
vacation angle, th u:,,: "1'\\"0 million 
North\\'est vaca tionists add more than 
$200,000,00U in 'good time money' to 
the regular spending of year \ollnd 
residpllts. Here's the tip-off. Last 
) ear :362,000 fi<;hing licenses wcre is· 
sued ill \linnc~ota. And in \\'isconsin. 
fishing license sales were 1.022.000. 
The \'acation business is hig busine8!' 
ill \\'CCO territory. And \\'CCO ad· 
\"e rtisers make the most of it:' 

The sta tion points out to potential 
adYert isers that many of those enj oy
iJlg outd oor sports add to their dail~' 
list pning by bringing portable radios 
along. \,\ 'CCO Pllcourages out-of-home 
listening "ith air annollncempnts 
~potted periodica ll y through the 8lJlll
Iller months. (Other stations, among 
them \\T\,E\\" \ 'pw York, use similar 
plugs for outdoor li stening.) 

\,\ 'CCO's }<J50 summer campaign 
will be launched nationally ",ith a se· 
ries of 12 full-pa ge ads in fi\'e leading 

1339 S. Wabash Ave. , Chicago 5, III . 
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\ umhl'r Onl' on th e Plll~e pa 

radp i~ Tlu' Miss li s Goes A

SllOppill~_ It leads all local 
programs (excl'ptll (, w!") 8 A \1 

- 6 r~I on \ -e w Yo rk'~ four 

major stati o n ,,! And n o 

\\"olld(,r. lohll n {,pd King's 

lau ghs with the gals a rp COIl 

tag ious even o\,pr thl' air. 

'You ilia), 11(' ahle to hu y 

Th e Miss li s if YOU act fas t. 

Cpt ill touch with "'cns o r 

nadio 5ales toda y, 

· Pu \,(' of \ . , .. 'larch 1950. \l on·Fri 
average l -i· ltro rating ... 



trade magazinl's. Each of the ads will 
bl' repr inlt'd for mailing to a list of 
1110rf' th an 2.000 radio directors and 
timf'b uYl'rs in the arh"l'rtisf'r and 
agency field. on hoth a national and 
local le\d. 

Tie-in campaig n:" ha\'e hel'n set up 
\\ ith rl',..ort a".'ociat ion;; in ~Iinnesota 

an d \\ "i ,,<'ons in, and with the A utomo
hi ll' Cl ub of .\lilllll'apoli:". The rl'sort 
opt'fa tor .... will display \rCCO audience 
promoti on piecl' ''' to ~tilllulalt' summer 
listenin g. The ,\utomohilc Club will 
launch a dirl'c t mail ca mpaign of its 

own linkl'd with WCCO's summer pro
motion. 

The station's saIl'S promotion depart
ment has prepared an imaginati\"e as
sortment of gadgl'ts it will sl'nd potl'n
tial advertisers to dramatize the sum
mer campaign. First of thf'se is an out
sidl' thermometer hearing tl1(' flat as· 
sertion. "Our \,' ('ather is \\'onderful." 
The departmen t also has prepared a 
special li,..t of program a\"ailahilitif's 
designed for SUlllllll'r selling. 

WCCO has scheduled an extensive 
newspaper cam paign to promote peak 

"~-- .- "- ' 

Spring Comes Earlier 
And Sales Seem Easier 

• 
In 

Memphis 

Spring Tonic for Results 

WHHM 
I Where your spots are Spotlighted 
I 

II 
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WHHM 
Independent But Not Alool 

MEMPH IS, TEN N ESSEE 
Patt McDonald, manager 

Representative: In dependent Metropolitan Sales 

li stening to its summer programs. A 
total of 25,000 has been earmarked 
for ads in six daily and Sunday papers 
in SI. Paul and :;\ l inneapolis. 

The fact that KCCO is a CBS 
owned-and-operated station has bl'l'n 
turnl'd to ad\"antage to lend nl'twork· 
tall'nt glamor to the station's sUlllmer 
campaigns. E I abo rat e productiolls 
ha\"e bel'n built around the visits to 
~Iinneapolis of such stars as Arthur 
Godfrey and Bob HopI'. In addition 
to innun1('rablf' in.pt'fson appearancl's 
at paradf's and other outdoor I'vents 
undl'r the \\'CCO al'gis, the ,i ... iting 
~tars have joinl'd with local talent in 
broadcasts designed to hypo summer 
li ... tening locally. 

\YCCO cites an impressi,e list of 
year 'round advertisers to IJro\"e its 
contl'ntion that "hiatus" is a wl'asd 
word. Here is a cros,;;·section of that 
list: 

Phillip" Pf'troleul1I Co. launched its 
Talen! Parade with Cl'dric Adams on 
,\\'CCO in mid·sulllllll'r. 19~B. During 
that first year, according to thl' sta
tion. "the sale" increase in the Xorth
Wl'st di\'ision of this company was 100 
pl'J'cent greater than the territory a\"er
age for competing companies. \rhafs 

.. 

lJu,itJ~iJI'fies 
, - - - . ~, .» • 

. Rock's(;mil, Moliil~l E .•. Moline, '" . 
• .- D.av¢.(!p.PJ1,::I~~ .'. 

",.~ .; - .. 

\ 
\ 

\ 
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more, 54 new dealers were added to 
this division's sales organization." 

Peter Paul, sponsoring two news 
programs ahematcly six days a week 
last summer. drew 24,586 contest en
tries-each with a candy wrapper
during l\Iay and June. Peter Paul has 
sponsored morning news on WCCO the 
yea r 'round for the last eigh t years. 

Northrup King &. Co., feed and seed 
finn , is in its 12th year of sponso rship 
of Morning News ROllndup, a Monday
Saturday show. 

The Dayton Co., a leading depart
ment !:'torc now in its 16th year on 
WCCO, sponsors a full-hour program 
six moruings a week. 

:\Iinneapolis Brewing Co. in lanu
my hegan its eighth year as sponsor 
of Frierully Tim e, a haH-hour show 
aired six llights a week. 

General l\'IiHs, for four years a morn
ing news sponsor three days a week, 
recently expanded its sponsorship to 
six mornings weekly. 

Butter-Nut Coffee airs a IS-minute 
MaTI on the Street broadcast Monday 
through Friday, SUllllllcr, winter, spring 
and faU. Butter-Nut is completing its 
third year of sponsorship. 

Oelwein Chemical Co. is a farm ad-

SELL THE 
COrTON BELT 

WITH THE 

"COTTON BELT GROUP" 

Our 1.250.000 people In the 
primary' area at I... cost 

COTTON • OIL • LUMBER 
AGRICULTURE 

"The South'. Billion $ Marleet" 
Wrile-Wire-Phone 

Colton Bell Group 
c/o KTFS 
Texarkana, Tex.·Ark. 

8 MAY 1950 

\ ertlser \\ ho use:, radio around the ca l· 
eudar. In ~Iay , Oelwcin starts its 
fourth year as sponsor of the morning 
Farm Service Review on WCCO Tues
day and Thursday. 

Doeskin Products and Kerr Glass 
are among th e regular participating 
sponsors, month in and month out, of 
Ilouseldves Protective l,eaglle and its 
earlY'llloming edition. Sunrise Salute. 
Kerr Glass offered a canning booklet 
on HPL and got 11,693 request s. 

There is mounting e"i dellce that 
WCCO's \'oicc crying in the wilder· 

ness. or, rather, desert, of summer ~eU
ing is not going unheard. The initial 
campaign in 19-13 was widely applaud. 
ed in the trade press and won a pro
motion Award of l\lerit for WCCO 
from Cit) College of l\ew York. The 
I3AI3\ ~laurice ~litchell, no mean 
pitchman himself, has called WCCO's 
summer effort " . . One of the 
smarte"t promotion campaigns I have 
e"er ~('ell launched hy any radio sta
tion ." 

WCCO is proving heyond a qnibble 
that there's nothing incompatible about 

Then you, too, should g rant big summer discounts. Certain stations granting sum
mer discounts probably should ma~e it a year-round habit because in most cases, 
their ~ ratings are bel ow the ~I ratings. 

WCPO-TV holds the leadin g position in viewer popularity in the Cincinnati mar~et 
-according to !:::!2 recognized survey. 

No-WCPO-TV has not nor will not grant summer discounts. Our leading position, 
plus the higher average in summer than winter of sets in use, hasn't put us in the 
position of the young man above. 

[[] WN1rf1lrrn~ IrM W~P~.TV vro lWrlW Q U VJ WEWS.CI ... I"d 
Channel 7 is another 

Affi~~~:~ ;~~ t he C INC INN AT I , 0 H I 0 f:r~~~tsi-o~o:.a~~t 
Re presente d by the BRANHAM CO. in the market. 
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Radio 
Markel Dala 

1. 

2. 

3. 

4. 

5. 

for 
Oakland, 
California 

How many people? 
There are 3 million people in 
the coverage area of KLX, the 
top station in Hooper ratings. 
KLX claims only 600,000 as 
steady listeners. 

How rich are they? 
Oakland area radio listeners 
spend 100 million for drugs, 
1 billion for food, 1 '2 billion 
for general merchandise, 1 4 
of a billion for radios, TV and 
furniture , 

What does Hooper say? 
KLX leads all independent 
San Francisco and Oakland 
radio stations in the Oakland 
Hooper, , , and often leads in 
all six periods! 

Do San Francisco Inde-
pendents cover Oakland? 
No, these stations reach only 
15% to 35% of the Oakland au-
dience that KLX covers, You 

can check this by adding the 
Hooper share of audience lig-
ures for all six periods. 

What about KLX results 
... and promotion? 
Just send for success stories on 
your field. Also, KLX has won 
7 national awards for sound 
promotion, 

KLX 
TRIBUNE TOWER· OAKLAND, CALIFORNIA 

Represented Nationally by 

BUR N-SMITH CO., INC. 

l'ulllll1<'rtimt' and profitl'. While feath
{>rillg it~ OWll nel't and those of its 
adn' rtisers with greenbacks. the sta
tion has prodded for the industry 'It 
large a glittering example of how in
itiative and imagination can combine 
to :,;hattf'r a time-honorpd but empty 

aXIOIII. * * * 

SUMMER PROGRAMING 
(Continucd froll/ [>ll[!,f> 41 ) 

with murder, heartbalm with horticul
ture. But in the past :-.everal years, ma
jor networks have heen making an in
creasing errort to :-ustain the listener's 
lIlood wi th progress grouped h~' type. 
A BC considers thi~ ki lid of program 
arrangement its ace in the hole to ('a teh 
it~ fair share uf summer Ilusinel's. hold 
its lil'tener~. and giH> fall ad\'Crti~('rs 

a tailor-made audif'lH'e for programs 
~howcased in '50. 

As a top ABC programing execu tiw 
told SP01\'SOH. "We're not just filling 
up holes in our sched ules; we're doing 
e\,('fythin~ we can to keep the program 
patteTII. People are creatures of habit. 
Whcn listeners settle down to a mn,
tery program, the) want a whole eve
lIing of \\hodunits. They want drama 
followed hy more of the same. That 
gocs a ll th e way down the linc. 

" ,re at ABC are doing ewry thill g 
we can to kf'el' a'i ruany regular show~ 
011 thc air as pO~3ihle. cvell jf olll~ on 
a ",ustainillg ha~i~. For ollr r!'glliar 
~hows arc presentc(l in logical fine pat
lems. " ' hert' regular shows call't he 
kept inlact, hecause the talent wants a 
hiatus of it~ own, similar fare will he 
~ubstitutC'd. \Vhere the replacement de
l'ision is o ut of our hand~, beca use all 

ad\ ertiscr and a!!"IW) arc ~et 011 a ('cr
tain progralli. silllilar programing "ill 
1.(' huilt around the rC'placl~llIent 10 crC'
ate the proper lIlood seq lwnce:' 

At thi ~ writing, AHC has llIade good 
prllgrc:-;:-; to\\ ard~ fulfill in/! its goal. The 
traditional ;)-() 1'. Ill. kid show periods 
11m e I)('C'II se t up with the addition (all 
I'fT('di\(' ill early JUIIC) of Challenge 
of 111f' )'ukO/l , FlIn /l OIlSf> , Superman, 
and (1)(, (,reeTl ll orr/{'t to the ABC \] on· 
d;1\ through Friday schcdule. SliY 
A'inK \\ ill c untilllw to Ill' ain,d Tues

da~ and Thursday. ;) : :~O-6 p.lII. 

TIJi~ :-Ullllller. \ll1tual ha~ inaugurat
(·d a ('ollll'let!' lIew departuJ'(' in pro
g ralllin g. The regular ('nh'rtainll1f'nt 

I progralw; ( \Iutual will r!'tain a],out <)() 

1ll'ITent of its spon!"ors and progralll~ ) 

will be fed to one net work: ba:;.eball 
(The Game of the Day ) to another. 
The smalle r sta tions, numbering 370. 
w ill get the ball ga mes. l The baseball 
lIet is outsid e the so-called "restricted"' 
area, since major league games cannot 
be carried on an o\'erall network ba
sis, heing sold to independent sta
tions.) The n~gular programs will he 
fed to 150 s talions. 

~lutual. a are all lIetworks, is kcep
ing its mood programing as intact as 
possihle. \I onday and Tuesday, IIIYS' 

tery drallla nights have alread y been 
resoh'ed by simple shifting, and one 
replacemcnt. Tuesday will con tinue its 
regular sched ule. On ~]onday, Bobby 
/Jenson, \\ itlr it!' kid-adult appeal of a 
t'oml) inati oll of \,\'estern melodrama 
and mystery remaills at 8 p.m. The 
Affairs of I'eter a/em, formerly heard 
ill the B::~() p.m. tim!' slot, has been 
\'acated in fa\ 'or of Crime Fighter, a 
familiar ;\IBS mystery, which mo\'es up 
an hour. Murder hy Experts retaill s 
it~ u~ual 9 p.m. spot. To fill the va
ca ncy le ft lIy the shift of Crime Fight
('/'. J\lutual is introduc ing a new Lou 
Cowan show, ,HurdN at Midnight , 9.30 
to ] 0 p.m. 

There arc t\\O 3chools o f thought on 

"A . C. ' ~I()ohah' Williams, one 
lIIore of dozcns of ~ood reasous 
wh~' \~ T J)I ,A's excl u:,i\'e. special
ized Xegro progralllll1ing* i~, to 
quote a well-known m~ljor a~ency 
tilllebu yer, "recollllllended by our 
client's .;\lclllphis sales manager 
more highly than I have eve r 
heard all\ radio statioll [('('om
mended.'" 
There's an amazing story behind 
th e con trac ts a lit I renewa ls of 
sllch accoull ts as Keyko 1\lar
garine, Griffin ~lroe P olish and 
Kool Cigarett es on WDIA. 

• [, I ,I <1- of da~'lim e quart er hou rs 
WI)IA r a nked first or second a mong s ix 
stlltion~. pe r Il ooper Hcport # 23, Oct. 
19,1 ~ , Feh , I !lSO. 
\\1>1 \ , l\1(·l1lphi s. 
Ferguso n, ;\1 n!!r. , 
Com'l \t.l!!r., .J olin 

TcnnessP('. lkrt 
lIarold \\'alker. 

Eo Pearson. Rep." 
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HAS 100,000 MORE LISTENING FAM ILIES EVERY DAY 
AND EVERY NIGHT THAN THE SEC OND STATION IN 

T HE new Broadcast Measurement Bureau Survey 
proves that \X'OW audience has grown steadily with 
the rich area it serves. 

\X'O\X"s audience is up about 9<}10 since 1946, 
(his despite 130 NE\X' stations in \X'O\X'-Land states 
in that three years. 

The new BMB study gives the FIRST and 
ONLY direct competitive comparisons of the com
plete audiences of \X'O\X'-Land stations. 

If you haven 't a copy already, write today for 
the complete new BMB Survey, with maps, and sup
porting data. 

BMB NO.2 . SPRING,I949 

LESS THAN 20% OF THE WOW AUDIENCE IS RATED BY THE OMAHA CITY HOOPER RATINGS 
8 MAY 1950 55 



th e impo rtan(,e of mailltaining progra m 
patt ern!" through th(' ~'ear. The majo r· 
ity of network and station exec uti\'(.':; 
('o ntac tpd b\' SrO;\SO R said tlIe~ we re 
all for it. Arh ertiscrs' opinions stacked 
up prett\ much ha lf a nd half. Tho~e 
for i t fpe l tha t \..eepillg prog rams in 
simi la r ~roo\'t·s \..eeps li "te llers in a 
f r ipn d l ~ ' framp of m ind unt il tIl(' majur 
p rog ralll r('turn~ in tlw fa ll. TllOse op· 
posed feel th a t thei r stars· hea\il~ 

ba n\.. ro lled \\ inter sho" nw\ well take 
a ra ti ng hea ting \\ hCIl it return~ to the 
air. Iwca use the :" ubstitllte has ,~l\('cess· 

fully filled the gap for the advertiser's 
painstakingly built audience. The all· 
tic ipation of thc retum. they maintain. 
i:-; sha rpelled w hen the aud iell('es ' fillt·r 
fare is ~atisf~ ing, but lIot cumpctitive. 

This "counterpointing" of prograllls 
ha~ long Leen practiced Ly such top 
shows as lac k Bcnn\' and Fihber \\e. 
Cee & \I olh , Indicati ons are that ell\ 

, , 

LOlllbanlo will replace HCI1J1\' again 
this \ car. PvplIlar ill his own rig ht, 
a nd pleasant Slllllmer listenin g, the 
lIIaestro's sho\\' has no basic comedy 
Cle lllf' ll t. Fi biler has lonf! I,('en su b· 

The Station that Delivers the 

PLUS A UDIENCEI 
• IN LISTENING ( Hoope r) 

• IN NETWORK ( NBC) 

• IN POWER (5000 WATTS ) 

• ON THE DIAL (600 ) 

• ON THE AIR (1930) 

Your FIRST and BEST Buy! 

Affiliated with Represen ted by 

NBC Headley- Reed Co. 

1930 TWENTIETH ANNIVERSARY YEAR 1950 

56 

stitu ted for hy llIusicales \\ hkh manage 
to carryon somethin g of the flavor of 
the parcnt show b~ having one or an· 
other of the ca,,;t drop in as guests 
e\'ery "t'e\... 

Last year, non·conformist to this 
rule·of·thumh wa~ {JII/Jy's Tavem , reo 
placed 1» anothcr comedy sho\\'o lIell· 
, .. Morgan. DulTy 's sponsor at the 
timt'. Bri, tol.:\I) ers. felt that \lorgan·:,. 
style of ('orned\' was different t'llough 
from the Duffy routine to attract all 
audi ence without ulldermining nu/Jy's 
Ten'ern while it closed up shop for the 
~Ulllll1er. How the ~how·s current spon · 
SOl', Blatz Becr, fee l~ about the replace. 
mellt prohlem is a lIIoOt questioll a .. 
s rn\'sOH goes to IJress. 

In the diall1ctricall) opposed class 
was Lel'cr 13rother:-" substitution of 
Call lire Polic~ , a gangbustcr·type 
~how, for Amos ·fI' Andy. It will prob. 
ably be picked up again. 

Some similarity of content is noted 
in sevcral rcplacelllcllts this sUlllmer. 
Groucho l\larx. sponsored b) DeSoto· 
Plymouth. hows to II Pays 10 Be Ig. 
floranl. Both fJuizzers ( Howard ~hel· 
ton elll('ee~ for the latter) ha\'e the 
happy facult) of not taking themselves 

I too seriously. Our Aliss Brooks is slat · 
cd to be replaced by ~teve Allen, :1 

genial guy with a \li~s Brooks !'PlISf' 

of humor. Arthur Godfrey'!' across· 
the·Loard oa) time spread ~tays on, but 
there will be a ~ummer substitute: 
probably Hobert Q. Lewis) whose early 
mike technique is a pretty effecti\'{' suh· 
stitute for Godfrcy's. 

Enlightening arc these Houper aver· 
age ratin gs, by program types, for six· 
oa)' pcriods ill April and Jul~' , 19,~9 : 

April, 1949 
L Audience participation 
2. Variety 

I 3. Mystery 
'1. Situati on cOIllt::d) 
.'). Plavs 
G. Radi o co lumnis ts 
- Popular music .. 
0 Concert music u. 

9. News and ('OI11I11Cn tato rs 

Ju l\' , 1 9·~9 

1. ~lystcr~ 
2. Audience participation 

I :t Ibdio colu III 11 ists 
4. Variety 
.). I'lay~ 
(). Situation cOlllcd) 
7. Popular IlIUSIC 
{' 
(). Concert music 

12.1 
1l.0 
10.S 
10.0 
9.4 

{' -
... I 

6.1 
S.7 
5.3 
4.9 
4.7 
4il 
,to 
3.8 

9. \'ews alld commcntators _ .... _.. 2.9 
This compi lation, ohviously, is 110 in· 
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dication of what tire sUlllmer audif'nc(' 
wallIs; it takes what it gets! But there 
are somc illtf'rcsting conclusions to hf' 
drawn frolll it , corH'urrNI in by net
work, agf'ncy and research f'x('(' uti\'f's 
with wlrom SPOl\~OH talked. 

Audif'lIce participation dropped to I 

sf'{'orHI plact' I)('caus(' o f rcpiacf'mcrrt 
hy less expf'rt f'll1cees. But iti' drop was 
slight beeause e,'en if th e Clll(,(,(, hasn't 
mudr spa rk. tire pa rtici pants ("an he 
relied upon to pru\'idf' it. \ rarif'ty and 
situation comedy both slrow substan
tial losses. Hcre again. it is a matter 
of top talcnt heing lacking. More point
ed. howe\ ( ~ r . is tlrc fact that substitute 

• I 

fare hib its lowc~t appea l in thesc das-
sificatiorrs. The ('urren t trend to eOll- : 
centrate on ("arc in til(' huilding of 
these types of slrows for tlris SUllllllcr 
airing should show up in next year\. 
ratings. 

That mystf'ry shows jUl1lp to first 
place is concf'ded to be du e to thc faet 
that a goo(lmystery is a good mystery_ 
rf'ganlless of thc cast. 

As one nf'twork executivc sUlllmed it 
up: " I nc\'f'[ remember a scorcher of a 
day keeping fans away from the ball I 
park. Tirey go because there 's some
thing there they want to sec. No rea- , 
son whr radio and TV can' t cash in on 
that lru~lan element, too. And I' m con
vinced we'rc well on the way. From 
what r ha\'e personally seen of the 
quality of 1950's summer replacements. 
I think sumnlf'r sclling should hit a 
new high tll is ) ear." * * * 

FACTS SAY : " NO HIATUS" 
~CoTllillUed from page 27 ) 

ing is not exactly known. But there is 
a margin of non-listening which is due 
to the practice of "hiatus programing." I 
The Psycholo~ical Corporation asked 
what people thought of s lImmcr pro
grams. with the result seen in the chart 
accompanying th is story (49 percent ' 
thought the) wcre ·'worse"}. The I 
most significant summcr listening drop 
occurs at homc. as shown in another 
of the P.C. charts illustrating this 
story. 

This ~'ll11e stndy confirmcd the feel
ing that pf'oplc rcact to wcaker sum
mer talent by less dialillg. When askf'd 
to name thcir fm'o ritc programs. 5-1. 
percent named shows that took ~um
mer vacations. Ollly a small percent
age said thcy listcnf'd to the replace
ment for their favorite, 

About HI percent said the) would 

8 MAY 1950 

125,000 
"£elevisioll Sets ... lVitl1 
Oilly ONE S"I~A"I~ION 

l1Vitllil. "£.lllillg 
Distall~e! 

• 
'"1"1.( .. . t,,· •• c.·s •• [ Thesc Sets l..Ii,'" 
i •• l\"IC.·i~~. ~s !).I. l.I1\11GI~ST 

~ll\11KI~]" ... ~ •••• I .llc 0 •• ( .. 

~.~.tif." " 'Ilici. I)eli,·e.·s TI.i~ 
I~N1"1111~ l\UI)II~NCI~ t.) 

1~ '!1~11Y l'D'TI~11TISI~11 I s 

KSD-TV 
The St. LOllis Post. Dispatc ll 

Television Station 

Cilal.llci No.5 
:t~irst ill St. Let.lis! 

• 
~IIC~ l\IIC~ CIIS ~ •••• I 

I) •••••••••• ~ c.,,· ••• ·ks 

:\at ional AdH"rt i!;ing Rf'lu·(·"cntatiH': 

57 



woe FIRST in 
the QUAD CITI ES 

~
. 

til 

~ -~I:' I 
II 

II i I 
I 1.1... I I l0J I 

)al1lc'> ~t. 

In Davenpo rt, Rock Island, Moline and Easr Moline 
is rhe ri chesr co ncenrrarion of diversified indusrry be. 

rween Chicago, Minneapo lis . Sr. Louis and Omaha. The Quad 
Ciries are rhe rrading ceneer for a prosperous rwo-srare agriculrural 
area. Rerail sales. roral buring and per capira income rare higher 
than rhe nati o nal average. acco rding co Sales Managemenr. 

WOC-AM 5,000W . • WOC-FM 47 Kw. 
1420 Kc. 103.7 Me. 

\X' OC delivers this rich marker co NBC Network, national SpOt 
and loca l advertisers ... wirh 70 co 100% BMB penerration in rhe 
rwo·coulHy Quad City area, .. 10 co 100":' in adjacenr couneies. 

WO C T V Chan nel 5 

- 22.9 K w. Video· 12.5 Kw. Audio 

On the Quad Cities' lim TV station NBC Ne twork (non-inter. 
connecced ), local and lilm programs reach over 9,000 Quad Cities' 
sets ... hundreds more in a 75 air-mile radius . 

Ba sic NBC Affiliate 
Co l. B. J. Palmer, Presid ent 
Er n est Sanders, GenHa l Ma na ger 

DAVENPORT, IOWA 
FREE & PETERS, Inc. 

Exclusive National Representatives 

Does More Than 
Gel Your Fool 
In The Door 

WIOD Has the Largest 
Listening Audience in The 

History of the Station 

Fo r detailed information and 
further proof of what WIOD 
can do for you in Greater Miami 
... Dixie's newest Key Market ... 
ca ll our Rep 

George P. Hollingbery Co. 

5,000 WATTS • 610 Ke • NBC 
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li:-tell reg lllarly if their favori te pro
f!ram were 011 ill the summer. All 
analysis made last yeaT by Free &: Pe· 
tel's indicate!" the carryover power of 
lis tening habits into the summer. 

TI1f're \\ ere 14 NBC programs broad· 
ca,.t the full ;;2 weeks on WAVE. Lon· 
is\ille, whieh r:mged in rat ing,. be· 
tween 5 awl 15 (c. E. Hooper fi~. 

II res .). The statistical difference in 
their HImmel' ratings from thpir fall· 
wintpr and winter·spring wa!" in mo:"t 
('a!"p~ insignificant. All Lhe!"e program!" 
a ,'praged for the !"Ull1lller a 9.1 a~ com· 
pared with 10.9 and 10.7 for the other 
seasons, a!" shown helow. There wert' 
no suhstitutp program!"- the summer 
ratings arc for the !>.1me pro~ram. 

Fall· fT' inter-
Slimmer lrintl'T Sprinfl 

II orace 1/ eitll 15.2 11.3 12.6 
Big Slory 13.1 16.8 16.6 
lllllsic /l all 11.3 16.5 16.2 
Take I I or Leave 

It 13.0 13Ji 12.0 
Cavalcade of 

America 9.2 9.9 8.2 
Boslon Rlach-ie 7.3 13.3 13.5 
Trlllh or Con.~e· 

quences 3.0 13.2 14.9 
Grand Ole Opr)' 6.2 10.8 11.4 
Or. I . Q. 7.5 9.2 7.7 
Fred If! arill~ 3.0 8.4 9.1 
GIIY LOll/harrlo 3.2 6.6 63 
Conlenled Pro-

gram 7.2 7.5 7.4 
Telephone 1/ ollr 6.9 63. 7.3 
l ' nice oj Firf'. 

sloTle (1.2 7.2 6.0 

Al'erage 9.1 10.9 10.7 

But there wpre fifteen network pro
gram!" Oil \VA VE which averaged over 
15.0. and these happened to he the pro
grams all b ll t two of which took a hiat
us for the slimmer. The ('ontra!"t be
tween the mallner in which th e year 
rOllnd ~hnws lwld their !"llllllller andi
enct's and the rpbti"ely sorry showing 
of the suh!"titutes for the 13 king-p in 
prog rams shown helow is significant. 

SIIII/mer Fall. Tr 'illler-
Ref/taremelll Irill lt'r SWint: 

I)/'il lIarris 4.8 lS..s 16.3 
Bnh Ilopc 10.«) 23.7 25.·)' 
Fihcr lI('Gce 1·l.I 20.9 30.1 
/UgTmnl 1·1.;") 20.3 17.4-
Peoplc Arc 

FlIllllY 10.3 I (1.0 18 .. ; 

Rlol/dic 7.1 13.2 16.0 
Greal Gilder· 

.~/ce1'(' 10.8 16.0 19.0 
Oil fly's Taecl'll ~o , .n 20.7 I g.1 
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Business as Usual ... 
great the year 'round 

SOURCES : 
All-Year Club of So. California; 
Sales Management, "Survey of Buying 
Power," May, 1949; California 
State Board of Equalization. 

8 MAY 1950 

Sou thern California has four seasons, too. But 
the change from one season to another is so slight the population scarcely 

notices it. 

Neither should the advertiser. Southern California's moderate climate through

out the year means that the advertiser can sell as successfully in the summer, 

as in the winter, spring or fall. 

For example: 25.270 of Southern California's enormous annual food sales 

($1,721,968,000) are made during June, Ju ly and August. 2.'3.4 70 of all depart

ment store sales are made during these summer months. 

Yes, summer selling is successful selling in Southern California ... and the 

tourist business makes it even better. In 1949, tourists visiting Southern Cali

fornia spent more money ($406,748,920) than the total retail sales volume 

in Akron, Dayton, ~fiami, Providence or Toledo ... $94,365,000 for food, 

$50,437,000 for gasoline,_ tires and automobiles, $19,524,000 for drug store 

products. And they spent more in the slimmer months than in any other season. 

Radio listening is a year 'round activity in Southern California, too. There is 

as much listening in the summer months as in the winter. For example, day

time sets-in-use, July-August: 14.7; December-January: 14.7. 

And KNX is Los Angeles' most-listened-to station. The Pulse shows that KNX 

leads in twelve out of a total of eighteen one-hour periods, Monday through 

Friday, including one first-place tie ... and is first in total rated time periods. 

If you want to get "business as usual" in Southern California get it through 

KNX, Los Angeles' most-listened-to station ... winter, spring, fall or slimmer. 

KNX 
LOS ANGELES 

50,000 WA TTS 

COLUMB IA OWNED 
Heprest'nteu by RADIO SALES 
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~ New Selling Picture 
In the Norfolk 

Metropolitan Market 
Now, your products can be seen as well as heard in Norfolk, 
Portsmouth, Newport News, Virginia-the Norfolk Metro
politan Market.· 

On the air, April 2, WTAR-TV is a powerful new selling 
picture for you. Fully inter-connected NBC Television Pro
gram Service, plus outstanding local programming from 

the RCA Mobile Unit, and new 
$500,000.00 Radio and Tele-

A Few of the Advertisers 
already using WTAR- TV 

BENRUS 

BULOVA 

BRISTOL-MYERS 

CHESTERFIELDS 

COLGATE 

FIRESTONE 

FORD MOTOR co
KRAFT FOODS 

LEVER BROTHERS 

LUCKY STRIKE 

PROCTER & GAMBLE 

TEXACO 

Inter-connected NBC affiliate 

Notionally Represented by 

Edward Petry and Company, Inc. 

vision Center. 

To increase your sales in Vir
ginia's largest market, put your 
products in the WTAR-TV selling 
picture for 150,100· eager 
and able-to-buy families. A few 
choice time franchises are still 
available, but they're going fast. 
Call your Petry office or write us, 
today. 

'r....... ,.. ... ~ 

WTAR-TV 
CHANN EL 4 

Norfolk, Virginia 

• Sales Man(lgement, Survey of Buying Power, May 10, 1949 

Burn s (f· Allen 5.3 15.1 16.8 
Red Skelton _____ 9.6 20.2 17.6 
Life of Riley -- 9.1 14.2 15.9 
Judy Canova 3.5 21.1 24.5 
Dennis Day 3.9 19.7 17.9 

Average 9.4 19.3 19.5 

The two programs with non-summer 
averages of 15 or more and also on 
WAVE during the summer were lIfr. 
District Attorney and Your IIit Parade. 
The laltt'r had fall.winter, winter
~pring, and summer ( replacement) rat
ings of 15.3, 19.5, and 13.7. lIlr. D. A. 
had 2-1-.4, 23.3, and 11.7 

It is plain that th e group of pro
g rams, with the two partial exceptions 

i noted above, which stayed on all year 
' round were able to cash in on estab
li~hed habits of listelling. Studies by 
Pulse and other researchers have 
shown similar trends. 

I 

Networks are awake to the impor
tance of maintaining that 1I10st valua
ble asset, the habit of listening, and are 
making vigorous efforts to lift the over
all le,"el of summer programing. 

The big question is, how many ad
vertisers real ize what they stand to 
gain by selling on the summer air? 

The more who do. the better sum
mer programs can be : the better the 
programs are. the more listeners . . . 
it's a magic circle. * * * 

SUMMER TV 
(Continued from page 32) 

1950) and their ratings were as fol
lows: 

Raling 
1. Texaco Star Theatre . __ 75.2 
2. Talent Scouts (Godfrey) 53.6 
3. Toast oj the Town 50.1 
4. Godfrey and Friends 46.9 
5. Goldbergs 46.7 
(). Studio One 43.1 
7. Fireside Theatre 37.7 
n. Lights Ollt 35.9 
9. Suspense .. 34.3 

10. Man Against Crime 3-1.0 

I{eplacemen ts during the pre\'ious 
I slimmer for the top 10 shows included 
I Fireball-Fun For All (Olsen and John

son). who:-e 30.2 was less than half 
the Texaco rating. hut well within 
~ i ght of the boltom rung of the winter 
top 10. Light.~ Ollt was moved to re
place Fireside Theatre, while Toast of 
the Town kept tht' sam!' spot for the 
SUllllller. The compll'll' replacement 
lineup. with ratings and nlllllil('ft'd to 

SPONSOR 
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ITI 1925 th e first motion pic. 
tllre film leas SIl CC(·ssflllly 
tran smitted by a television 

signal. 

* lllair·TV In c. teas th e first 
exc/ltsin' rcpresentatil'e of 
televisioTl stat ioTls.TIl(' fi rst 
compa" y to r('coglliZ f! aTld 
act OTl th e te /c't' isioTl sta· 
tio"s' r ('al TI('ed for h ard 
hitting. single l1linr/(· d. ('x· 

cI" .~i /'f ' N ' PN'Sl'Tl lal ; OTI . 

INC. 

RlPR£SENTING 

Birmingham ...•.. . .. . . . WBRC.TV 
Columbus •............. .• ............ . WBNS.TV 
Las Angeles .... ........ ... .. ... . ... .... .. •.. KTS L 
New Orleans ..••...••...••..•••••.. WDSU.TV 
Omaha ..... .............. ........ WOW.TV 
Richmond ... ..... ..................... .... WTVR 
Salt Lake Clty . .. . ...... . ......... . .. KDYL.TV 
Seattle •..... .. ... .. . ..... .. .. .. ..... . ... KING.TV 

relatt: to its predecessor, follows: 

Rating 
l. Fireball·Fun For All ___ __ _ 30.2 
2. It Pays To Be Ignorant . __ 11.8 
3. Toast of the Tou.'Tl ____ 44.5 
4. Robert Q. Leu..'is _ 225 
5. Peoples Platform 6.;) 
6. SlInny Ray aTIII Newsreel 13.] 
7. Lights Dllt 3.5.9 
8. Video Theatre 28.4 
9. TV esler- newsreel 14.0 

10. Film Short 9.1 

Fireball, Toast , and Lights alolle ac
count for morc rating points than the 
relllai"der of the shows all put togeth

I er! 
, AdYertp!:'t Hpsearch, of ;\'ew Brulls-
wiek. N. J. , gave the people maki ng up 
its saIllple of the New York-New Jer
sey metropolitan area an opportunity 
to comment on summer television last 
August. ~inetr-nille people thought it 
about the sallie as ill thp win ter. But 
103 thought winter television "much 
\J ptter ... 

Why !:'hould anyone be satisfied with 
less than the quality of programing hp 
is accu!:'tomed to- radio or tpleyisioll 
- just because the season is warnlPr? 
Ppople aren·t. A Il\.l people always [('g_ 
ister their protest ill the simplest fash
ion- by lIOt using the ir sets. 

I 

[n .:'\ew York last year TV sets in I 

' use hi t tllP year's low ill August wi th 
an a\'erage of 36.5 (Pulse). T he drop 
frolll ::\ Iay to J une was only onp poi nt. 
fro III S1.0 to 50.0. But the Jul y aver
age wa~ down to 4-1·.0. It began to I 
climb ill Septelllber. a tta ini ng an ayer
agp of 47.5. 

Rut in thi~ case it is not the averages 
which are sign ificant- it is the maxi
mum sl't!'-in·usp which are rea ll y mean
ingful. In Jul y tht' maxim um sets-in· 
u~p hit 68 .. ). a~ ('ompan-'d with the 

44.0 averagp. In August the maximum I 
was 55.5. In Sep tpmber it was 72.£) 
compared to the average of 47.5. I 

The audipnce~ are there! The r ight 

I progralll!' will make them wakh. * * * 

'SUMMER SELLING HINTS 
(ContiTlIl f'r/ fro m pap,e 39) 

note. the sta l ion has had no summe r
ti me hi a tus bugahoo to lick. Most of 
its spon~()rs are year-rounders. 

I The station's policy is to tailor show~ 
, to fit the needs of the ad\·ertispr. Whilp I 
the forllla t of indh'idual shows rell1aill~ 
constan t for the whole yea r. the tonp 

PULSE OUT OF 
HOME RADIO SERVICE 

THE PULSE, INC. 
announces the exten
sion of its .. 

OUT OF HOME 
RADIO SERVICE 

to all :::ten Pulse radio 
markets on a semi an
nual basis - summer 
reports issued in July 
or August and winter 
reports in January or 
February. Quarterly 
reports will be avail
able for New York 
only. 

Out of Home reports 
are already available 
to subscribers for 
New York , Chicago 
and Boston. 

"Boston 
Chicago 
Cincinnati 
Los Angeles 
New York 

Philadelph ia 
Richmond 
San Fran cisco 
St. Louis 
Washington 

For Radio and Tele facts 

ASK THE PU LSE 

THE PULSE Incorporated 
15 WEST 46T H STREET 

NEW YORK 19, N. Y. 
of a show lIIay change to fit the sea-~~ 
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"on". 
\ quiz sho \\ called .lll'Slery .lle/od)' 

i ~ a ('asp in point. During the :"Ulll
IIlPr. tIle qualif~ ing question fo r the 
qu iz is on ba,..chall: in the fa ll , the 
IJ llc"tion i Il\ ol\c... g rid iron per"onali. 
tie:- a nd incidpnt,.. . 

During til«' wh ole ~pa r. \\\\ 'DC i ~ 
cOlllllluni t \ .,..('1"\ i(',' m inded. Alld in the 
sUlllnwr. it~ kt'y ac t i\' it~, of thi:- kind i~ 

spon!>or:-hip o f the " \li s~ \\Tashin gton" 
('on tes t. a fore ru nner of the " 'I iss 
:\ lI1e ri('a Pa~ea nt" in Atlan tic Ci ty ( :-ce 
p icture'i . 

""\,DC ha:; the fr a nchise for the 

/" .... -- .... .... , 

Di,..trid of Columbia cOlllpet ition : it 
pro lllote:' . s tages, a nd ha ndles a ll de· 
tails of the con tesL includ ing the a wa rd 
of '.'),000 in prizes. Benefi ts fo r tlw 
stati u" and its a(h erti~ers include a 
bon lls sUlllmer H;,; tening audicnc(' and 
wide publ ici ty. 

\I al1~· sponsor,.; ha \ e heen a tt rac ted 
to \Y\\ ' DC Lec au"e of tlri:, summerti me 
p ro mot ion . But tIH'Y dOIl't j ust sta y 
o n fur the ride. \\,\\TDC keeps thelll 
fo r the whole yea r. 

\ Iany of \V\\,D C":- "' I'0ll ,.. o rs a re in 
th e radio ~et b u ~ in e~". Fo r this rea
son. d u ring the su mnlf'r \\'\\DC d oe~ 

stationi eve~where 
® I 

radio 
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but only one ... 

A s priJllt· c\·idence of \\'S;\l's uniqut· ... t:lndill ~ in ti l(' hr .. adca ... t 

I ca ~uc . con, id e r thi s fact: Et·('T)· U'a k. in lIddil io ll (() normal 

sltltioll IJI( ~ illc.<~ . \\'S;\ l ori~inatcs ~ixtcc lI II c ttt'Cll k S /IOU1S. 100. The il 

pondcr thc ,:11(.· ... Jlo',ihilities of a sin~k rad io :o. tatioll whic h has 

talent of sufficien t qua lit y, a nd in sufficit'nt quantit y, to build 

~ i X ICCII :o.ho", ... of nd work (Iua li ty .. .'c' Jlccia ll y wh en that station 

lpad, til(' l ea~u(' ill the fa'te ... t ~rowin~ re~io n in the natio ll "':"' the 

Centra l South . 

\Vant more facts ? ./ u, t cOlltact Iry in/o! \\' a ll /o! h or :IIl Y Petry ma ll . 

CLEAR CHANNEL 
50,000 WATTS 

HARRY STO NE 

IRVINC WAUCH 
COmmef(IO/ M O'log<"' 

EDWARD PETRY & CO. 
Nol,onoi R ~pr(Ou "'or..,.e 

a puhlic sen icc pro moti on pitch 0 ) / 

po rta hI e radi o~. The theme is th a t 
"you can' t ta ke a gal and a TV set in 
a canoe a t the same time." 

n'IT"~ Baltimore 
"~umllle r bu s i np~s for the pa ,..t fo ur 

or [I\·e yea rs has been as good a!' th at 
o f the other seasons of tIlt' year," ~ t a t e" 

'\Ir. B. C. Emb ry, \'ice pre~iden t of 
WITH . Ba lti mo re. 

Qlle s ig n ifi('a nt rea:,oll: l1(' t work 
shows go on \'aca ti on. lea \ e a ud iences 
to be g rabbed ofT. Embry say s tha t 
" TITH a udiences. hol:o. tered I,,· ha:-ehall 
night s and , 11Ilday aftern~on~, are 
much bette r summers than winters. 

Mu('1J of th e s ta tioll's s li mmer busi
ness cOllies from spon:,ors o f seasonal 
product:- or ~ef\· i c('s such as alll usemen t 

I parks, so ft dr inks, and bath ing bea('hes_ 

n' ' .In '. Ci llcilillat i 

The a ttention o f sponso r", I Rnd 
b roadca"'ters ) a ll on~ r the ('o untry is 
focuspd 0 11 \\'I ... \\T, Cincinnati 's " Bonus 
Time Plan." \\,L\\T believes th at in it 
lies the a lls wer tu the summe r hi atus 
p roh lelll. Others ha \·e di ametrica lly 
opposed op ill ion"" 

The pla ll IJro\' ides for a bonu s of up 

1950 A.D. 
Means More 

Coverage, More 

E tleet ivene ss 

From 5000 

Watts * * * • • • 

If yo O seek "Prosperity Belt" 
cover~~e - Houston and a 
good i ~lice of the Gulf Coast 
area ,..:... KA TL is your outlet. 
Pioneer ing in Sports and good , 
solid programming, KA TL has 
blazed a path of successful 
results for hundreds of adve r 
tisers who demand the maxi 
mum .,.: Contact Independ e nt 
MetroRol itan Sales in Ne w 
York Or Chicago , . . Or call : 

~O"Jai 'J Otde4t 'J"dc,lt~ 

I<ATL 
HOUSTON, TEXAS 

SPONSOR 



IN SAN FRANCISCO BAY AREA TELEVISION ... A TOP LO CAL HOMEMAKING 

PROGRAM BUILDS BIG AFTERNOON AUDIENCE : 

~~Your Home" show 

proves I(RON-Tv peal{ pull 
for sponsors 

Each lceeh'day for a fllll 
hOllr-3 to 4 p. 111 .. ill onday 
throllgh Friday - th e ollly 
telet,ised hom emaki Ilg show 
ill San Francisco Bay A rea 
8clls prodllcts by demon
.'i tration. Special "Yollr 
Hom e" featllres inclllde : 
Jlonday. decorating tips ... 
Tll esday, charm .. . 
Jr'edllesday. community 'i!: 
interests ... Thllrsday, 
fa ~ hioll ... Friday, gardening 

Con~ ta nt attractions on " You r 
Home" are cookinp: demon,;tra· 
tions hy Edith Gn-I' n (s hown 
herel and BOllnie Kt'\"er's inter· 
e:;: till p: in ten iews with ce lehritit>s 
and per:,ona lities in the news 

Just one example of KRON -TV's 
strong local programming 

EXCt' l'li OIIHI sa les re;; ulls a re reporled II )" pre;;enl non· 
competiti\'e sponso rs of "Your Home." Facls and figures, 
1I0W accu mulaling rapid ly, a re available on request. 

And KBOX·TV is leamillg ma ny otlter good loca l pro· 
ducliorrs witlr fm'orite J.\ Be network programs lhat a~sure 
strong audience tUlle·in. KBOX ·TV provides unparalleled 
"Clear Sweep" coverage of the San Francisco Bay Area. 
If you' re p lanning a televis ion campaign in tid !'> ma rket, 
cheek KRUX·TY coverage, progra ms, spot availahililies, 

R epresented Twtimwlly by FREE & PETERS. INC. 
... New Yorh, Chicago, Detroit , Atla1lta. Fort Worth. l/ollYl(·ood. KHON-TV oOices and studios 

i1l the San Fnlll cisco Chnmide Building, 5th aw/ Mission Streets, San Fnlllc;sco 
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to 2:1 percent in time- to \,\,L\,\ ' ::cpot 
ad \" erti~e-r:, who con tinue- througlr the 
~umme-r. and up to .")0 percent for tho~e 
un the \\ 'LK-tele\'i:o:ion :o:tatioll~. It 
does not redu('e- a spot adn> rti~ c> r'~ reg

ular billin/!. 

" 'GIt". Grllnd "",,ids 

" Bea ting the SUIllIIH' r ~ l lIl\lp i~ all a 
llIatter o f the ~tati on'~ poli{'ies," ~a~~ 
Paul F. Ei('hhofll. pre~ide-ll t of the 
\Iu~i(' Broadea~ting Company (we
RD. Grand Rapid~. \Ii('higall). 

Eichhorn :,an; that "there's ac tuall) 

110 ~uch thing a!' a :o: u mmc>r slu mp. It is the headl ine o f the ad WHO, Des 
{'xi .. t~ only in the m ind" of ra d io s ta- ~I o i nes. will use in i ts sUlllmer se lling 
tion lllanager~ and saleslllen." campaign to com ha t the summer hiat-

/-Ie feds tha t ha~ ica ll ) :o:oulld broad- us. Sa) s 10hn Sch,,'e ik e- r. sales a nd 
('(I!'tillg: principle-s will sell goo(h; in a ll 
:- ea~OIl" and tha t sponsors ('an he- con 
\illced of th is . "Hight 110"'," he says. 
"w(' a t \, 'CRD ha \ e more husiness than 
we can take ('are of, a nd \\ ill han' I 
throui!h the halance of the vea r.:' 

prom o tion ma nager at \,\THO. " \" 1' 
definitely he]ie\(' tha t tlr e- r e- is at least 
a ll e-q ua l amoun t o f ]iste-ning tak in g: 
p lace- du r ing the summer a nd our re-a
soni ng i .. incl ude-o in th e- a d ." 

\rJlO i~ o ut to IHo\ e to th e ~l d , ert is
er th a t the radio is n o t limited to til<' 

" '110. f)(~S JU()ines ' li\'i ng r oom, an d th a t a de fi ni te ~um-
Ille rt ime honu.. a udi e- nce exi,. t ,. . ]n 

" He-se-a rch Proyes S ummertim e- Ra - [ 
sho rt. th a t radi os a r c> a ,. muc h a pa rt 

dio as [fIe-cti\'(' as H e-~ t of Year: ' Thi" [ f I 

WMBD promotion 
proves vast 
morning audience 

o t 1e :o: u lll llle rti me Am e- r ican scen e- as 
- - I bathing suits. p icnics and tw o- wec>k!--

" ith -pa) . 

CKX, Brandon. jUanita' ... 
Last year '!, summer selling result ~: 

a to ta l o f 147 n a tional and loca] spo n
so rs. 130 local a nd 17 nati on a l. T]Ii~ 
is a j u m p fro lll April 19..J.R. whell 
CKX . Bra lld o n, l\ l anitoba. sen ed only 
a bo ut 50 year 'round local .. ponsors ill 
all. In oth('[ words, the ~tati on h as 
beell e xtremely su{'cpss ful in it!' s um
mer selling pro moti ons. 

ARE 
yOU 

" Ugh , hea p ma ny Braves in Peoria " sighed WMBO staff members after 
more than 8,000 Peorians stormed the doors for colorful Indian hats. 
Occasion was t he tr iumphant return of the Bradley University basketball 
Braves from the NCAA playoffs at Kansas City. 

SUITED 
FOR 
VEST (Ky.)? 
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Four short announcements on early 
morning shows comprised the only 
publici ty . Long before noon the sta 
tion wa s swamped as fans lined up 
shoulder to shoulder in WMBO's 
outer lobby. 

St riki ng, if somewhat startling, evi 
dence of WMBO's vast and respon 
sive aud ience - PROOF that people 
listen to the rad io in Peoria ... and 
particu larl y WMBO ! 

o ... ·ou if yoU can 
Wetil'0urhatt . Vest (K y.) 

f II bullon f s uccess u Y t'on nlans or 
Pronlo 1 • . d ' into your r ehan l8ers 

k ' Must lne 5 K e ntue y. helt o f the tate 
find that o ute r . eeds! 

fo r thei r n 
toO loose II Ui

' 
o ur 

"'"AVE we ro . so at " I t exehlSl\'e-I I la( cas . 
"leeves a n ( Ir'. Hor-nl!ltl c roar-
ly t o o llr o~' Il' il~e Tra(ling Area. 
k e t th e 1,nll lS' J llia rket , ceutra te 
This ()ll (~ en n r: S u re at dru{! 

f r-6 .• >%o ... t accounts n j I s all the reto 
for exalll}l e, a , 

toales , t t() (Y(·ther . 
o f thc S tatC pu ,., S. W e' ll 

, • fo r s17.c., lr. , 
'fry \V A' h . I ut no fit8. 

a n'al h t, I 
~ivc yun 

WAVe 
~ 

IIBC lfflllUE .• 50~TEIlS , IHC. 
. FIlEE 8o! presentatlves 

~ """-~ 
SPONSOR 



David L. Quaid-and dozens of free lance cinematographers like 
him-know, use and recommend the Maurer 16 mm. camera for 
the same fundamental reasons: 

It~ PHECISIO~ first of all, responsible at all times for the abso
lutely accurate registration which means perfectly steady pic
tures, thanks to the exclusive l\laurer intermittent movement. 

Its FLEX IHlLITY AND SIMPLICITY OF OP EHATION, insur
ing consistently fine performance in every type of production 
... under all conditions. 

Its DEPENDABILITY. the result of the most rigid standards 
and advanced engineering skill to be found anywhere in the 
motion picture indu8try. 

Three all-important reasons why most professional cameramen 
pick l\lA URER, the precision camera in the 16 mm. field. 

For details on these and other e.relllsil'C l\laure r f ea t ures , write : 

8 MAY 1950 

The 16 mm. sound - on - film portable 
Recording System, anothe r exa m ple of 
:\I a ure r prec is ion rngin eering, com
bines t he h ighest fidelity in 1G mm. 
recordi n g practice wi th widr flexi
bility and simplicit~· of ope rn t ion . 

.. . 
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L(OWfJ 
&..10_:'" J. • .. ", 

(UWUAlttljI 
dubbings 
spots 

. 
presslngs ~ 

, .. 

'~~e 
f?CAquafi~ 
RECORDING· PROCESSING 
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PRESSIN G 
You get the kind of serv
ice you want and thc quality 
you necd at RCA! Records 
and transcriptions of every 
dcscription .. . s lide film and 
promotioJl recording facil
ities. Careful handling and 
prompt delivcry. Contact an 
RCA Victor Custom Record 
Sales Studio, Dept. 5-C: 

120 L.lst 23rd Street 
Nc\\ York 10, New York 

MU <)-0500 
445 North La!..e Shore Drive 

Chicago II. Illinoi<; 
Whitehall 4-3215 

1016 North Sy~amore Avenue 
lIollp\Ood 3X, Clllifornia 

Hillside 5 17 1 

You'll find usefu l fac ts in 
ourC'u~tom Record Broch ure. 

Send for it tOday! 

.'" 

\ d\'crtisers with CK~ are gi "en ('011-

tracts on a " Till Forbid" basis, en
titli ng the sponso r to th(' maximum fre
qnency disco unts. This t) pc of ('on
tract ha:, a definite tendenc ~' to condi
tiun sponso rs' thinking to yea r-in-y ea r
o ut rad io adY(' rtising bf'Ca u::, (' it stay:" 
in efleet au tomaticall y till caneelle'd. I 

\ot on(' local sponsor ('a ncelh·d la~t 
~umll1cr. 

If a sponsor should talk o f suspe lHl
in:r ulltil fall. th c com mercia l depart
ownt imlllediately points out the ad
"alltages of :o.ummer radio a(h ·e rti s ing . 
::-;alesmell tell about the th ousa nd:, of 
people \\ ho dri\'e to Brandon for shop
ping cI u ring the summer ; ahout the 
high home listenership ; abou t the pop
ularity of portable sets. 

K ,'VX. Los ftJlyeles 

" Bus in('ss as usual- g reat the year 
'ro und" is the pitch around which 
Kl\'X. Los Angeles, plans its summer 
selling promotions. The station poinb 
to high vacation influx fi gures in the 
area. and to an ayerage of 3,000 famil
ies arriving ('aeh month for permanent 
residence. It~ big proj eet will be to 
urge the full network ad,'e rti ser to s ta) 
on during the u!'ual e ig ht to B weck 
hi atu s period. 

The sales points ill K\,X sUlllmer 
selling promotion will be: 

] ) Small t(,l11peratur(' change in the 
KNX area. 

2) Rctail food sales remain at th e 
.. a lllc volume' during the SllllJlIler 
nlOnth" as ill other months. 

;-3 I Im'ollle' from c rop h an c:;t is the 
:<a lllc during til(' sumlllcr as in othe r 
seaso ns. 

41 ~ds-ill-use figure was ac tuall) 
hi t! her in JUlie and July 19LJ,9 tban De
('(,IlI i>e r a lld January of th e sa me year. 

5) High volul1w of t o uri~ts' :,pend
illg. 

() I Big hou!'ing ('xp('lIditures. 

NO H lATUS ON SALES 
I COlllil/lI cd /1'0111 page ~n) 

di rec ll ·d sI)('cifically to thc fa rlll(,),
."lllllillc r or winter. 

Tak(· allotlH'r c<J tpgor). which \\ ould 
"(,(,III at fir :< t g lall ('e to o fTcr littl( · spa -

I ~o ll a l v:lliatioll. -\ccording to Intemal 
H('\('lIu(' s latistics, hillions of dolla rs I 

paid ill ('igarctte tax('!' rcveal that IWO

pl(' sll10ke Illorc ill Aug ust than all~ 
IIIOllth ill the ~ ('ar. 
January 
t(' \'rtJa f\ ' 

$2B'( )O(),( )()O, ( H)() 

2S,3;;8, 000, 000 

Best Buy in 
SOUTHERN 

NEW ENGLAND 

- WTIC 
. .. and loyalty is 
one of the reasons 

Of the total weekly 

daytime audience of 

379,930 families 

listening regularly 

toWTIC 

66.90/0 or 253,760 

families listen to 

WTI C six to seven 

days each week * 
" Ba sed on BMB Study No.2, 

Spring 1949 

PAUL W. MORENCY 
Vice President-General Manager 

WALTER JOHNSON 
Assistant General Mgr.-Sales Mgr. 

WTIe's 50,000 Watts 

Represented nationally by 

WEED & COM PANY 

WTIC 
DONtINA"~S 

THE PROSPE'R.OUs, 

. S"VTHERN NEW £"C.\.I\.l\b 
, MARKEt 

SPONSOR 

rH 
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r HIS I S K F I's 
DEFINITION OF 

OOD RADIO 
A D V E R , I 5 I N G: 

e 76% INCREASE IN SALES! 

e 50% INCREASE IN SALES! 

e19,000 WOMEN INTO 

GROCERY STORES! 

~adio advertising is too often measured by inconclusive stand

uds - a trade paper review, a rating, a cost -per -thousand 

;tudy. The only valid definition of good radio advertising is-

This un iversally distributed grocery product 
had a 76% increase ove r its already hefty 
sales in 10 weeks due solely to Burritt Wheeler 
o n KFI. A companion product, barely men
t ioned by Wheeler, had an 85% increase! 

An appliance company. selling a $175 machine 
door to door. had a 50% increase in business 
after only four weeks due solely to an 
audience par ticipation program starring 
Stu Wilson - and in the Long Beach territory 
alone there is a backlog of 25.000 demon
stration appointments. 

In a four-week period 19,000 women went 
to the trouble to guess a melody, write their 
guess on a postcard, a nd go to a grocery store 
to pick up their prize-a 9¢ product. This was 
all due to 5-minute KFI program broadcast 
five mornings weekly. 

ADVE RTISING THAT 
SALES ••• PRO DUCES 

'm med iate and un m ista kable response. 

fhat is the type of advertisin9 
we attempt to sell you", (Ut. 

8 MAY 1950 

'tcW4 e.~.~. 
NBC for Los An g e les 
50 , 000 Wat ts on 640 kc 
R~pru~nt~d nationally by Edward P~try and Co , 

67 
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He Supplies the Tools 
For a Good Sell ing Job 
... a nd hc kllows how 10 u"c th cm , wh elhe r he's buildill g 
an a ud icncc for hi~ sponso rs o r hittin g the news 011 th e 
lw ad fo r h is lis leners. Sa ys 1\ Ir. \Yalter S. Conway of Ihe 
Jo aho CO I1Cl (' t (' Pipe Co .• Ille .. to Station KFXD. Loth of 

Nam pa, Idah o: 

"\ r o re a nd marc 111 I hc passJIIg wepks. we pan I r uth· 
full y s la tc wi th o1lt l Psc r\'a lio ll Iha t th e good will 
b rou ght to us is ("on ,;lan tl y 1l1OulItin g Ih rough 1\1 r. 
Lewis' nig hll y n'port o f 'Thc :\p\\,s As I I Looks F rom 
Here'. 

" Th (' ple~ 1 il!P COIll ill l! f rOIll ,; nch spoll so rsh i p is eon lrih
u lillg malPriall y 10 lilt' \'a ll)(' o f o llr a ti vn ti s ing 

" IlH's:-.agc. 

The hlit o ll Lp\\i s. J r . P' og rlllll. (' lIIrPll tl ), "po nsorcd nil 
III,, \,(, 11. ,111 :~ ()O :; Iali" l\ "'. "/Tcr,, loca l ad n'r l i,;prs a leady. 
lI1ad e audicllce al local li llll' co,, \' with p ro.ra ll'd la lpl1t 
(' o.., \. ~ill cc Ih(' /( ' an' tIlo/'(' th all son -'llb ~Ia li o" s . thel P 
lIl a~ h(' <III op(,lI ill l! ill \ (J ill lo('a lity. Chcck yo ur :\111ll1 al 
0 1111 ('\ 0 ' Ihl' Co-op( 'ra li \'(' 1' , 0l! ram Ik l'art l11l' lll. Mutua l 
Broadcasting System, 11.11 ) Broadw ay , ;\ YC 18 (o r 
Tri lHllle '1'0\\,('1' , Ch i(,ago 11 ). 

~I arch 
April __ 

31,177,000,000 
27,325,000,000 
30,893,000,000 
32,735,000,000 
25,854,000,000 
35,346,000,000 
31,731 ,000,000 
29,056,000,000 
29,625,000,000 
24,657,000,000 

~tay 
June _ _ ___________________ _ 
July ____ . ____ _ 
A ug ust ______ _ 

September _ 
Oc tober __ _ 
X O\'ember _________ _ 

Dffcmber 

Second bigges t m onth is J u ne. Key 
to thi s trend in tobacco figures is the 
fact that people take it a lillIe easier 
in the summer- and a c igarel te helps 
you rela x. 

A late March A. C. Nielsen rating o f 
the top 15 radio programs, coordinat
ed wi th hial us plans (in some cases, 
till ten tath-e) sho ws that four adver

ti sers will go off the air c ompletelr; 
s ix a re expected to fill their slots with 
replacements; fiv e are on a 52-week 
contrac t. 

In order of rank they are: 
1. Lux Radio Theatre (Lever 

Bros., CBS ) ______ 23.7 
2. Godfrey Talellt Scouts (Lip-

ton's, CBS) ______ 19.7 
3. Am os 'n' A ndy (Lever Bros. 

for Rinso, CBS ) ___ _ __ 18.6 
4. lac k Benny ( Lu cky S trike, 

CBS) _ 18.6 
* 5. M ystery Th eatre (Bayer A s

pirin , Milk of Magnesia Tab-
lets , CBS ) 18 .4 

6. Walter lVin chell (lPm. R. 
Jf1 amer, for home perma,-
nellts , ABC ) __ __ _ 17.6 

7. M y Friend Irma (Lever 
Bros., Pepsodent Division , 
CBS ) . 17.6 

* 8. Mr. Chameleon (Bayer As-
pirin , CBS ) __ _ _____ _____ 16.S 

*9. Mr. Keen (A1Wcil/ anci Koly-
nos , CBS) ___ 16.2 

* 10. Gene Autry (117m . Wrigley, 
CBS) 16.1 

11. Charlie McCa rthy (Coca-Co-
In-, CBS) __ ___ 16.0 

12. Yon Bct Your Life- Grou cho 
Mar x ( J)e Soto-Plymouth , 
CBS) ___ _ ___ 15.7 

13. Fibber McGee awl Molly 
(lohll soll 's Wax, NBC ) 15.3 

14. The G r e a t Gildersleeve 
(K raft fo ods, N BC ) 1:1 .2 

*IS. CriTll (, I'h otograph er (I'Mlip 
M orris. CBS ) 1,1.9 

* 52- w('ek p rog l a llis. 
Of thc!'l'. 1_lI x Radio Th eatre, God

frey's Tall'Il' Scouts. My Frielld Irma , 
and Charli(' .1ll'Carthy arc ~d a tcd to go 
o fT the air cO lllpletcly. with no rcplace
IIlPllts anlici pal cd. SUlIlmcr fill cr s a rc 
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indicated for Amos 'n' Antiy, lack 
Ben ny, Walter Winchell, You Bet Your 
Life, Fibber McGee and M ol/y, and 
Gi/derjleeve. U. S. Steel's full·hour 
program, Theatre Guild of the Air, 
will again be replaced th is year by the 
:\IBC S) mphollY Orchestra. s tartin~ 
June 11. "Gui ld" will return in the 
fa ll. AIr. Chameleoll, Mr. Keen, Gene 
A utry, and lIJystery Theatre are 011 52-
week sched ules. 

Believed to be one of the largest 
sales of its kind in broadcasting his
tory, General :\ Iills has bought 65 i\ I3C 
half-hours fo r the promotion of \\Thea
t ies. The programs, rangi ng from kid 
shows, d rama, and music to whod units, 
have not been entirely set as we go to 
press. Ollly ones de fi ni tely sla ted arp 
Night Best, which teed ofT 1 :\Ia)' on 
the Monday l Op_ill. bracket, and Dall 
gero ll s Assignment, which llloyed from 
l\Ionday to Wednesday, 10 :30 p.m., on 
3 May. Slated for airing from 1 ~ I ay 
to 7 September, they wi ll all be N BC 
owned and produced shows. 

P &: G, too, is in the markpt for sum
mer sellers. The soap company is shop
ping for a nighttime package, via 
WaR, of six half-hours weekly. Dea l, 
wh ich is still pending, en tails coordi-

TOP SHOWS 
TO FIT 

YOUR BUDGET 
Get FREE Auditions and cost for 
your station on these TOP tran
scribed shows listed below : 

_ TOM. DICK 5: HARRY 
IS6 IS-Min. MUlical ProKraml 

_ MOON DREAMS 
IS6 IS-Min_ MUlical ProKraml 

_ DANGERI DR_ DANFIELD 
2 6 30-Min. MYltery ProKraou 

_ STRANGE ADVENTURE 
260 S-Min . Dramatic ProKraou 

_ CHUCKWAGON JAMBOREE 
13 1 I S-Min . MUlicat ProKraml 

• JOHN CHARLES THOMAS 
260 IS-Min. Hymn ProKraml 

• SONS OF THE PIONEERS 
260 IS-Min_ Musical ProKraml 

• RIDERS OF THE PURPLE SAGB 
IS6 IS-Min. MUlical ProKraml 

• STRANGE WILLS 
26 30-Min. Dramatic ProKraml 

• FRANK PARKER SHOW 
132 IS-Min. MUlical ProKraml 

For The Best In Transcribed Show. It'. 

TELEWAYS 
RADIO PRODUCTIONS, INC. 

8949 Sunset Blvd., Hollywood 46, Calif. 
Phone CRestview 67238 - BRadshaw 21447 

8 MAY 1950 

KC. 
Covering A 17,000,000 

POPULATION AREA 
IN 5 STATES 

CKLW with 50,000 watt power is hitting a n in

creased audience of 1,7 ,000,000 p eople in a 5 slate 

region and establishing new performance records 

for advertisers. This increased effectiveness, 

coupled with the lowest rate of any major station 

in this region nleau!'! now you get even nlorc 

" pulling power" in eyery dollar you spend on 

CKLW. Get the facts! Get tlu' story first hand 

from those that see this " pulling power" working 

day in and day out right clown "i e middle of tile 

dial at CKLW's 800 kc. 

J. E. Campeau, President 

Guardian Building _ Detroit 26, Michigan 

Adam l . Y oung, Jr., Inc., National Rep. 
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Represented By 

FORJOE & CO., INC. 

T. B. Boker, Jr., General Manager 

nation among P &. C'::, agencies, Ben
tOIJ &. Bowles, Dancer·Fitzgerald-Sam
pl<--Compton, and P edlar &. !lyan. 

Progra ms under con:;ide ratioll in
clude Cisco Kid, Kate Slllilh lIouf, 
Philo 1" alice, Damon Runyoll SIOr), 

a lld the Guy LOII/bardo !"how. Plan is 
to ~tagger the shows at difff'rent til11e~ 
for more completc co\erage. 

It scems likely, too, that Len' r Bros. 
(t hroug h RuthrafI &. Ihan ) will pick 
up Call the Police as a r<>placenwnt for 
Amos 'n' Andy for the second succe,.
shoe !'UJl1l11er. This is a healthy ~ign. 

A~ lIluch. if not 1110[(" Lux is sold 
liming the SUllllller. Yet Le\-e r wa!" tilt' 
first adn'l"tiser to demand ~lIld get a 
"pennissihlf' hiatus" of eight weeb, 
back in 194}; thi,. is geuerally credi ted 
as the d<>ul that opened thc way for 

I other sponsor!' to Ica\'e the air entire
ly during the hot weather. 

For the fir~t time in its 15-) ear his
tory (during which it has consis tentl) 
rated alllollg the top f\\'e ~ulJ(la) e\e
ning prograll\s, and has WOll nUmer
OllS awards). The Shadow will n~lIwin 
011 the air during the !"UOlnwr 1I10nth:
ullder th(' l'ponsorship of Cro\-(' Lah· 
oratories. It also mark!" the fi r!"t time 
the progralll will be he.ard 011 '\'Iutual 
coast- to-<'oast net wo rk. 

~lIlce la!'t 5eptpmher. CrO\'c\ has 
shared spollsorship of the show with 
the () L &: W Coal Company in the 
Eastern markets. It assumes full spon
sorship 011 Jun e 11. Harr) B. Cohen 
Ad\'ertising: COlllpallY. \ ew York. hall
dies the account. 

In the tele\·i:;.ion dppartmellt. An
chor.Hocking Cla~~ Company ( through 
\\ ' illiam \\,C'intrauh ) ha~ ~igned what 
is undouhtedl~' the bigge~t tilll(' and 
talent O[(J('[ ever placed ill the medium. 

~eri('s. which will :;.tart 15 :\Ia\- 1n 
14 ci ties of the ,He-TY network, will 
o('cupy the 11 p.m. to midni g ht time 
slot with an ABC pa('ka~ed program 
on a year-round hasi!'. Dctail" of the 
typc of program are not ~ et forth
cOlllillg. Allchor.lIocking. which mall
ufacture~ "one- \\'a}" hcer buttlcs. will 
be in cooperation with local brewcrs 
who use their product. but the com
pall) will foot the entire $-LOOO.OOO 
bill. 

These are some of the a<In' rtisers 
\\ 110 are taking a<h'antage of stlmmer
tinw Ilu ying:. But there aren't enough 
of them to dcmon:;.trate that broadcast
ing has as yet !'old sponsors on \\-hat 
Hug h nC\' ille, head o f NBC research. 
ca lls "radio's true dimensiolls." 

-,It * * 

To a Madison Avenue Time Buyer 

with other thin gs on his mind 

975 miles west of YOII on 11. S. 30 li cs Iowa. Have YOII 

t'Yef seen Iowa corn fielJs in lat e Junc? A :'I(' w Englander, 
enjoyillg tilt' experience for the fin.t tilllC, said th c)' lookt·J likc 
"green corduroy." We. with a radio station to j!:rind. prefer to 
think of thcm a ~hnrt tillle lat e r. when the grel'n ha~ turned into 
golden bllying power. 101m's ("OfT! yield is the highest of all 
statcs. 

lIa\'c you cwr he<lrd the cry ";;IW-CC'('" bring ham·on·the· 
hoof to ft'(,tlill/! trunghs ? In Iowa hog'('<Il1in g i~ /I fine <Irt, and 
ils prartiti{)nl"r~ hang their ma'lerpi f'rc~ ill rYc)' growing bank 
ac(,ollnt~. Iowa proJll ccs more pork than an)' ollrer slalt'. 

, \notllt"r ;:;ouna that hrea b tIll' good clean air of Iowa is 
"here chick, chick. herc c hick." It lII eallS ~p("ndillg IIIOIICY to 
mo~t Iowa fanllwi,·e~. I'ollltll- ~U111~ aren't c hi ck!,11 fe('(1. cithcr. 
l olt'a is th e Irigh e.~t egg·producing .Hate ill tire Union; the L'allle 
of iB pOllltry excel·ds that 0/ lin)' other Slate. 

nut you haven ' t timc for morc rural ~Yll1 phoni("s. nt",id e~, 
al!:ricllltllral low" i~ only half thc ~tory. IlIdu;:;trial low" ac
COllnt~ for almo,t half of the ;:;tate's s: ~ hillion anllnal inco lllt' of 
illllivitluak It ' s a mark(·t worth [('aching - ;1110 in Ea~tt"rn Iowa 
W\IT reaches . 

Please ask the Katz man far additianal data. 

5000 WATTS 600KC . .... -.-.-.--.--~--.......... -... . 

DAY & NtGHT 
~~~ •..•.......••.................... 

BASIC COLUMBIA NETWORK 

SPONSOR 



8 MAY 1950 

I n LOS ANGELES where there are more television 

advertisers than in any other city 

delivers 
the top audiences 

MARCH PULSE RATINGS 6 out of top 12 
IN SEVEN ·STATION MARKET 

owned by Los Angeles Times and Columbia Broadcasting System 

represented nationally by Radio Sales KTTV CHAN N EL 11 
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How about this summe r? 
J" th is issue SI'O:\"':;OIt has d ng up 

some "ital !'tatisties about b roadcast 
ad vertising in the good old Snnll11er
time. After examining the " hiatus" 
picture frolll all angles. all we s£'e i~ 

that sponsors a rc la~ ing low for three 
Illonths of the year when they should 
be lip and doing. 

The li~t ellers ar£' on hand durin g the 
hot months (only 6.8 percent are away 
from home at anyone time), b ut the 
good prog rams aren't. It 's no more 
10ll ieal to expect listeners to tun e in 
when Grade A programs arc ,"aeatioll· 
ing tlran it is for a D movie to click 
as well at the box offi £'e as an A. 

\\'e're ul11az('(l , in fact. that with all 
the program shuffling anJ imprO\'ising 
listeners hep tuning in as faithfully as 
the sun'eys show. l\Jaybe it's true what 
they say about s ummer listening-tha t 

Applause 
- -

A dve rt iser's v iew o f BMB 

AlLert S. DempewolfI o f the Cela 
nese Corporation of Ame rica is giving 
B\JB plent)' of atten tion. Early in 
April Ire wrapped up hi s thinking 011 
Study );(). 2 and prcsented it hefore 
th e AAAA membership. 

l\1r. ])elllpe wolfI isn't a chap who 
pre l!~ rllis to know all the answers; some 
he did gin' \\'( ~ take £'xc£'ption to . Bllt 
hy aw l large we ronsider his vicws en
lif!htelled, ohjecth"e, and right from 
the fdlo\\' for whom B~1B is intended. 

IJ( ~ doesn't pretend that B:\1B is the 
whole answer, hut he sees it as a tool 
that gi\'£'s "\'a lid f'irl'ulation data for sta · 
tion cOlllparison" while lIot tellin g any
tiring aillmt tire show or tillll' period. 
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It S Just too hot to do an) th ing else. 
Yet we ca n·t accept that ei ther. This 

~ ear we\'e gone hem'i!y into a stud y 
of sales opportuni ti £'s during summer 
months- and it's apparent that peoplf' 
like to go out and spend money freely 
d nrin g J nne, J ul y, awl A llgnst. 

For example: 

Ciga rettes ~'f' 1I better in A ugust than 
any other 1II0llth of the year. August 
consumption is 3.),000,000,000 cigar· 
ettes. June is second with 32,000,000,-
000. 

Department store sales continue 
briskly all tluough the summer months, 
acco rding to th e ~nDGr\. 

Light appliances sell Iwtter during 
the hot 1I10nths than any other time of 
vear. 

5to\'cs scll best during the summer. 

The list of summer-bests-for-sales is 
practicall y endless. 

Examine your O WII produ£'ts. Have · 
sumlller sales been as high as they 
might? Are you making plans to brillg 
th em up to par, and beyond, this sum
mer? I f they need a summer tonic , a 
dose of hroadcast ad,'ertising may 1)(' 
the rig lIt prescription. Particularly if 
yo u make it yo ur business to t ie up 
wi th some programing that reall y sat· 
isfies. 

Despite the vacation exodus, your 
ath'ertising agenc y can steer you to 
some key shows that the networks arc 
making available this summer. Or if 
it's spot you war.t, some outstanding 
transc riptions and individual station 
programs arc ready and waiting. 

He debnnks the tendellcy to usc 50 
percent as a basis. and thereby renders 

a ,'aluable ~ef\'ice. III many cases a 
30 perccnt co unty ca n he a lis ted buy 
on one station than the Same cOllnty 

listed as SO percent for another. now 
man y listen 6 or 7 days a week? That 's 

a vital question. 

You can ' t reliably buy spot radio on 

the has is of network affiliation, is 1\1r. 
Dempe\l'o lfT's contention. III proof h£' 
cites the (j or 7 days a week high and 

low Rl\1D averages for sta tions affilia ted 
with a c£' rtail1 net work. T he low sta· 

t ion rated 20.(j percen t, the high sta

tion 90.3 lJf'rcl'nt. 

111'1'1' a 1'1' hi s fi\'£' ba:,.i(" uses of B\lB 

What happens to Radox? 

Albert Sindlinger h ad high hopes for 
h is telephonic Badox system of mea
suring radio and TV listening. But he 
coulcln·t make the grad£' because his 
financing: wasn·t adequate-and it 
takes lots o f money to put a broau£'a:,: t 
lIIeasurin~ sy~tem a£' ross. 

Yet the Rarlox te£'hniqlle held un
usual promise. and this obsen'er won
ders what an industry that urgently 
needs fast. ac('urate_ eco nomical radio 
and TV a udience ra tings will do about 
it. 

We Irea r that 1\. C. :\'ielsen holds 
patents some\\ hat similar to Rad o\: . 
One weakness of the current Audimeter 
is that it costs ~o much to manufac
ture, install , and maintain. The cost 
of a Radox dedce is fra ctional II1 com
parison. ':\la )'be Art :\'ielsen can do 
something about il. 

Or possibly Jim Seiler, Forrest 
\Yhan. Sydney Roslo\\' , or C. E. Il oop
cr h as something similar 0 11 the fire. 

The networks might advantageously 
use such a system. It might pay one 
of them to in\'estigate the system as a 
research inYestlllen t. 

\Ve saw Radox in action two or 
three times and liked it. Philadelphia 
radio stations that subscribed to it, 
alld had information on what listening 
went on in 342 Philadelphia homes. 
th ought highly of it. It 's the most 
promising system we've seen to date. 

,\Ve hate to see it succumb to mal
nutrition. 

data : 1) station and network internal 
use ; 2) buying of network time ; 3) 
buying of indi vidual station time; 4) 
assisting advertisers in workin g out 
their Ille rchamlisillg or accounting 
problems ; 5) making TV calc ulations. 

Under these ca tegories here arc some 
of the qlI estion~ that Bl\JB Study TO. 2 
helps answer: On a network purchase 
where you want fOllr stati ons Oll a sup
plementary g roup, arc til(' other se\'en 
ill the g roup \\ortlr the cost ? Call a 
radio sta t ion irrcreasc li :o; tenership in a 
TV area? hall you bu\' til(' small 
inside sta t ioll or the hig outsidp one? 
On a co·o p campaign, Irow ca n you 
COllvince the dl'aier that national radio 
ad,'ertisirrg hit s his market? 
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THE KANSAS CITY ARK T 
!)oes lYot Rvn in Circles.' 

Daytime half-millivolt contours shown in black. 

The true area of the Kansas City Primary 
Trade territory is an East-West rectangle, 
as illustrated. Kansas City is the focal point 
for all trade to and from this area. 

The KMBC-KFRM Team has been built 
specifically to provide complete, effective 

#SQ~C~/l,k,. 
and Only The KMBC-KFRM Team 

Covers It Effectively 

and Economically! 

and economical coverage of this great ter
ritory, without waste circulation! 

Contact KMBC-KFRM, or an y Free & 
Peters "Colonel" for full details on why 
The KMBC·KFRM Team is your best buy 
in the Heart of America. 




