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FOR 
RINGING UP 

SALES IN 

RICHMOND 

If you want to make friends 

and influence sales in Richmond , 

you'll do well to consider the 

Havens & Martin stations - Virginia ' s 

oldest radio and television 

institution. 

Steeped in the traditions of the Old 

Dominion Capital, WMBG, WTVR and WCOD 

have long ago achieved the basic 

ingredients so important to successful 

selling - public confidence and 

listener loyalty. It all adds up 

to mounting sales results for your 

national product. The nearest Blair 

man will gladly tell you more. 

Havens & Martin Stations are the only 

complete broadcasting institution in Richmond . 

Pionee r NBC outlets for Virginia's first market . 

Represented nationally by 

John Blair & Company 



Ave rage 
Wash ington ian 

spe nds 9 % of his 
time listen ing 

Chrysler spot 
schedules in 

offing 

Peabody Award 
isn 't radio's 

Osc ar 

Ke nnecott Copper 
wins friend s 

with KSL 
farm show 

Ste rling Drugs 
uses spot radio 

as insuranc e 
against TV 

LI FE s hows radio 
how to measure 

total audience 

8 Ma y 1950 

Each Washingtonian, as surveyed a nd a veraged by American Research 
Bureau , spends 15. 64 hour s weekly li s ten ing to radio . That's over 
9% of all hours. Average member of TV famil y views only 12.01 hour s , 
s howing substantial advantage for radio, part icularly since study 
a veraged listeners and non-listeners alike. Helping balance the 
picture i s the f a ct that radio progra ming covers more hours daily 
than TV. ( See "Is Hooper sho rtchanging r adio?"-page 30 . ) 

-SR-

Upsurge in national spot a nd network radio is pre sag ed by settlement 
of Chrysler strike. Campaigns are in the ma king for Dodge, DeSoto, 
Chrysler, and Plymouth to kick off as soon as car inventories re
cover from stalled production. With Chrysler push, other auto man
ufacturers may up air advertising. Network sa le s heads in Detroit 
putting in ground floor licks. 

-SR-

Prestige of Peabody Awa rds, top ranked itl a recent SPONSOR poll, hit 
the toboggan as result of this ye a r's selections. Concensus was that 
Peabody, which might have become radio's Oscar, a ppea r s to be slip
ping to level of some other radio awards, characterized by dubious 
and ludicrous choices. 

-SR-

Kennecott Copper,one of world's large s t, has had longtime problem 
with Utah, Idaho, Wyoming, Montana farmers. Miners and f a rmer s often 
tangled. But Kennecott' s recent s ponsorship of five-weekly farm pro
gram over KSL, Salt La ke City CBS ou:let. is expected to ease prob
lem. 

-SR-

Sterling Drugs (Bayer As pirin, Molle Shave Cream , Phillips' Milk of 
Magnesia, etc. ) is t a king steps to protect its radio program a udi
ences from video inroads by adding r 3dio a nnouncement campaigns in 
TV marke t s. These will be in addition to Sterling' s regular r adi o 
net sh ows. Firm's only TV buy to date is DuMont's Oka y Mother. 

-SR-

In c.mtrast to r adi o's ina bility to COW1~ tot al audience, magazine s 
like LIFE show how it's done. From ,~ ,995,000 tot a l paid circulation, 
LIFE computes 23,950,000 total audience by process of mUltiplica tion. 
Now comes new step with magazine calculating (and selling)on basis 
of 62,600,000 "cumulative a udience" for 13 issues. Radio's ineptness 
with figures is revealed by fact that it f a il s to t a lly out-of-home 
and in- home personal-set 1 is t en ing. All pr int ed me d i a COW1t every 
last paid copy. 

":I'o :,\son. Volume I. :0;0. II. 22 ~ I ay 19:;0. Published bi\\" e ekl~' by ":1'0:0;":011 Publications Inc .. 3 II O Elm Ave .• na lt lmore II. ~I d. Executive. Editorial. ClrculaUon 
omre 510 Madl,on Ave .. :-< . Y. $8 a year In U. S $9 elsewhere. Entered.s second ela ss matt er 29 Jan uary 1919 a t n alt lmore. ~I d. 1l0stomre under Ar t 3 llarch 1879 
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Bureau of 
Ad ve rtis ing 

p rove s value of 
resea rch and 

advertising 

RCA credits 
60 % of income 

to TV 

Four nets and 
Philly stations 

underwrite Radox 
AM TV stud y 

Chiquita Banana 
advertising ally 

for I<ellogg 

C BS whack at 
mystery-adventure 

on Tuesday nights 

How TV hypoes 
movie box office 

48-station California 
net part AM, 

part FM 

2 

Newspaper ascendancy to t op medi u~ i~ na tional billings highlights 
impor t ance of coordina t i on, re s ea rch, a nd promotion. From lower na
t i ona l i ncome than rad io in 1942, newspaoer total in 1949 hit as 
tron omi c $445,000,000 . Rea son lies in ma jor effort by Bureau of Ad
ve rt is ing of ANPA in collaboration with newspaper reps. NAB: please 
not e . ( See ed it or ial, pa ge 72. ) 

-SR-

How i mportant televi s ion i s to RCA is indicated by fact that TV ac
counted fo r nearly 60% of RCA gross income in first three months 
1950. Corpora tion earned $11,236,231 in period as against $5,932,083 
last yea r. 

-SR-

AB C, NB C, CB S, MBS, along with several Prliladelphia outlets, are 
pa yiIlg for Sindlinger (Radox) qualitative study aimed at learning 
wha t' s happening to listening in a "hot" video market. Studies are 
based on Ra dox analyses of past two years; traces radio / TV picture 
step by s tep. 

-SR-

Kellogg ' s Corn Flakes, prolific users of Chiquita Banana radio ti~
i ns, will publicize United Fruit glamour girl in newspapers and on 
panel of corn flakes package. 

-SR-

Myst e ry-adventure night on CBS is Tuesdays; on MBS Sunday and Monday. 
Effective 9 May CBS adjusts "This Is Your Life" from 9:30- 10:00; 
"Yours Truly, Johnny Dollar," from 10:00-10:30; "The Adventures of 
Phil i p Marlowe," from 10:30-11:00. For 9rograming dollar spent, 
my s t e ry- a dventures still show best audience value. 

-SR-

Tes t-tube campaign designed to show leading movie makers how to use 
TV to up theater attendance soon will be undertaken over WCAU-TV, 
WPTZ. WFIL-TV. Eight movie producers plan to participate after in
t ere s t aroused by New Haven-Hartford test . Before TV test on New 
Ha ven TV outlet, two cities had equal box office takes. But $800 
3pent in New Haven zoomed city's theater revenue 35% above Hartford 
( Ha r t ford has no TV outlet ) . Sindlinger will make research analysis 
in Ph iladelphia as trailer s , personal ap~earances, etc. are tested. 

-SR-

Pa cific Regiona l Network, new California regional network including 
43 AM st a tions, five FM, presents its fi~st paid broadcast 14 May, 
a 30-minute politica l program featuring Hollywood names. FMers will 
se rve as links between AM outlets, eliminating telephone line 
cha r g e s . Cliff Gill, PRN genera l manager, said system is being used 
~y 14 r eg iona l n e tworks out s ide Cl llifornia. Web will be sold on 
~tat ewid e a n d s ectiona l bas i s with group flexibility "tailored to 
'Idv erti se r' s n eeds ." 

Please turn to page 50-

SPON SOR 
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VENCELAS SPACEK 
The English Cha nel;-

WHEe 

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

been ever since Rochester has been Hooperated! 

Note WHEC's leadership morning, afternoon, evening: 

STATION STATION STATION STATION STATION STATION 

WHEC B C 0 E F 
MORNING 43.4 16.6 10.5 6.4 18.3 3.2 
8,00·12,00 Noon 
Mondoy through Fri. 

AFTERNOON 36.1 25.4 8.2 13.7 9.2 2.6 
12,00·6,00 P.M. 
Mondoy through Fri. Station 

EVENING 35.2 23.7 6.7 8.2 11. 1 
Broad ca,t, 
till Sun\et 

6,00· 10,30 P.M. 
OCTOBER 1949 thru FEBRUARY 1950 

Only 

Sundoy through Sot. 
HOOPE RA TING 

BUY WHERE THEY'RE L1STENING:-

22 MAY 1950 

N. Y. 

5,000 WATTS 

3 
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SPONSOR PUBLICATIONS. I NC . 

ARTICLES 

'1'("If"I· ;S ; O .. lu·O!lrf .... (·osts 
They are up 5% this year, will go higher. But the industry is making good 
progress toward holding production expenses down 25 

,lIf.iI OJ·llf"t·S b!l til(" milliolls 
RCW Enterprises in California sold over $I ,ooo.oeo worth of toy balloons in 
a single spot radio mail offer campaign 2n 

Is IIoo,J .. r S#lortt"#WII!/ill!1 ,·fldio? 
Listening in TV marke t s sho ws far better in interview and electronic-device 
stud ies than in telephone surveys :10 

O"f"rnt io .. ,lIn.,·u· .. II IImUf" 
How do you hypo a sales force? For this coffee firm the answer was a radio-
aided take-off on t he airlift 32 

"rot SPUIIsot· .. d-but hi!J I".s;'wsS 
Withou t be nefi t o f ad vertise r, Mu tu a l's Bo bby Benson program sells 40 prod
ucts in carload lots to avid young listeners 

IIow to · ·Sf""" n Cfltulidnt .. 

:1' 

Are you using t he air t o put o ver your political campaign as skillfully as P & G 
or General Foods use it to sell t heir prod ucts? :In 

IN FUTURE ISSUES 

T Ilt" (;'·f"f.t (; odfre!l 
For years he has been one of broadcasting's top salesmen. S PONSOR has 
been preparing his sales biography, will soon explain how he gets results by 
using the bare foot boy approach 

Classical music stations in markets of 2,000,000 and over report intensely loyal 
advertisers and audiences 

SPONSOR is surveying timebuyers to see wha t fac t s th ey use most often to 
make decisions-and to see what facts they wish they had more of 

!i 
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OF DEEP PENETRATION 

Blowers to coot high
power transmitter 
tubes, capacity 10,000 
cu. ft. per minute. Each 

motor 7.5 h. p. 

NEW spot 

on the Dial 
ID6(JKoCo 

* NEWEST. Most Modern All RCA 

Equipment! 

Individual Programming tailored 

to the area-plus leading Mutual 

Shows! 

~ Building listener loyalty 25 years! * Building More Listeners Now 
With Our Greatest Promotion In 

History! 

The James A. Noe station 
NEW ORLEANS. LA 

James E. Gordon, Gen. Mgr. 
James A. Noe, Owner 

MUTUAL 
BROADCASTING 

SYSTEM 

Nat'\. Reps. 
RA-TEL 

420 lexington Ave. 
New York City 

13,000 volt power sub
station to convert pow
er to station use. Cap
acity 225,000 watts. 

Air_conditioning unit to 
cool the 12-room trans

mitter building. 
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Out of 

47 
West Coast 
regional 
shows 

SENSA'1I0NAL PROMO

TION CAMPAIGN - from 

bullons to guns-is break· 

ing traffic records I 

This omozingly successful 

Y,.hour Western cdvenlure 

progrom is ovoiloble: 1-2-3 

limes per week. Tronscribed 

for locol end regionol spon· 

so rship. 

9.4 * f,fl moved J LU up to •• (Third: ploc;~ • •• 
o he •.. In 

.• ' December, 1949) 
, " ' ' ./ 

from •• ~" 

y. . -.. • 

(Fourth position~" 
achieved in 

./ Noveml?er, 1949) 

For the same period, "Cisco 
Kid" outrated all other 
'12 -hour Westerns by 50 %! 

• "Cisco Kid" is aired three times 
weekly - Monday, Wednesday 
and Friday. It is the highest
rated show in its time period on 
Wednesday and Friday ... and 
is second only to "Bob Hawk" 
on Monday! Write, wire or 
phone for proof of Cisco Kid's 
record-breaking, sales-producing 
performance. 

HAPPY CHANDLER PLEASED 

I was pleased to see the stOry on the 
importance' of baseball in the 'nati onal 
radio and teledsion industry in the 
10 April SPO;\;SOR. 

ALBERT B. CIIA.,\DLER 

Com missioner of Baseball 
Cincinnati 

RADIO IS GETTING BIGGER 

l\Iay I r('quest the receipt of two 
black hrochures that YOU were dis
trihuting a t th e l\'AB ' convention in 
Chicago. They ('onrerned radi o data. 

They were most comprehensive in 
na ture a nd unfortunately I wa~ not 
able to obtain one. I would be most 
appredati\'e if you would comply with 
the ahO\'e request. 

LEE SMITH 

Operations .llaTlager 
WLOU 
Louisville 

Would apprecia te ~ ' our sendi ng us 
150 reprillt!' of the article ill your 24 
April is!' lI e o f SP():\~ ()H . " Halio\ un
co unted millions," 

Please ad"ise us when we may ex
pect these and what th e total cost' may 
be. \'re are anxious to ge t this artic le 
to mail ou t to the leading advertisers 
and agencie!' th roughou t ~Iichigan, 
Ohio, \~ r estern New York and PenIl
sy lvania, tl /(' area cO\'ered hy thi s offire. 

Yr. H. CART\\'ftI GIIT 

lJaTlap'r 
Ffhcard Petry (f· Co. 
D('t roit 

I c hecked "ith o llr salesmen thi s 
/lloming and th e~ agree that we would 
like abou t .s00 reprints of '" Badia's 
unco unted l/Iillion~" appearing 0'1 

pages 22 and 2:~ and continued. i,1 th e 
2, t April i~~ne of SI'O;\;SOH. 

I thin k that thi s ston' woulo be in· 
,aluahle to us for maili;lg to all of our 
local spon~or~. 

\\'e han' ~oll1e pro"pec ts who think 
that raoio gd" put awa) for the sum
ll/C'T like wool hlanket!'. \Ve tell them 
difT!'rt'ntly. Ilut o f COllrs«' our a lli tude 
i" IHf'~lJJIl('d to 1)(' prej udicf'd in our 
own fav or. 

I f you do not ha\e rp)Hintf', we 



TED MacMURRAY 

Predil:tion: 
C.aliforni.a " 'ill I -,,-•• ad N. ,r.· 

California will top ~cw 
York as a lIIarket within 

10 ) ear~. That i~ the prcdiction of Ted 
~lac~ lurra\ . sal!'~ manager of thc ncw 
Pacific Regional ~et\\'ork. 

"Califomia has edip~cd P enn s) 1-
\'ania in the pa:,-t decade ancl if the 
westward migration continues at its 
presen t rate, in 10 short years it will 
takc the nation's number onc spot as 
a markct. and possihly as a population 
cen te r." he yentured. 

"This shift of hu) ing po\\er to til(' 
Far \Vest will create new problcms for 
adycrtiscrs who must also shift their 
advertising a ll otments westward. Thc 
consulIIers which they lIIust reach will 
be sp read over a huge stat e rathcr than 
he cO IH.:entrated as in the :\ ew York 
area. That is the r('a~on that the Pa
cific Regional Xetwork was fo rmed : 
to providc a<hcrtiscrs with a medium 
fl exible cnough to cope with population 
shifts and lIIarket dC\'cloPIllCllt 110 mat
tpr how rapidly they occ ur. \~r c ~an 
nITer the ach-antages o f ~pot radio
local il1lpad and tail ored eowrage
and also tllP progra m con trol and pro
motioll adnllltagcs of Il etworks. III ad
dition WI' o ITer a sa\ in~ of 20(/ ~ on 
timc costs, and til(' cOlI\'pn iell(,(, of a 
singlP plJlThase and hilling. " 
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RETAIL SALES IN BILLIONS 

22 MAY 1950 

would apprcciate your O.K. and ma) he 
wc can havc photostatic copies llIad!' 
for a small nlJlJlber of our key ac
coun ts. 

ROLlEHT T . .'\I\sox 
General Manager 
1f',1I NY 
.llarion , Ohio 

• 'Iall~ r.·llt ..... " rur ad.litiulI .. l ..... pic· ... uf '"lta
,liu· s ulu' Utllll,6 11 'Hllliun~·· nrr h.'lnl-: r"l,. ' h I'll , 

Tltis arlil'I,'. Jtll\~ "nc'allill~ ,,~. li ... lcnilll!.tt "Th e 
1.i;.: pIli.!>." ill .. 1 f,llwr ;'If'l i., rl·~ lu·arJ",: HU rUt)to·H 
olll , lanclilll! Inl"ril n ... an Zl4h.' rli .. inJ: IIIt"diulil art' 
c·u ului.u·41 in II .. · lit '" :12-.... :.::4." I.uukll' l -- U a.rio I ~ 
r..'llil1': Big '::"r u a\ aHa., I.· In ~po~·son .o;, u ..... ("ril ... 

0" r("(llIl·~I. 

TRY NIELSEN'S FIGURE 

On page 41 of the 30 J anllary i~sue 
) on ~how tl1£' total listcning hy the 
average r nitcd Statcs radio family as 
four h ours, 32 minutes per day. In the 
30 January Broadcasting 0 11 pagc 2-t in 
a condcnsation of " l\Iitch's Pitc h," the 
listellillg b) tile awragc radio falllily 
was showlI as .s hours, 53 minlltl's 
dail y. 

In the illterest~ of thc industr) these 
figures should 1>1.' re~olwd. 

PAT FREE;\rAN 

Director 0/ Sales alld Service 
Tlte Canadian Assuciation 0/ 

Broadcasters 
Torontu.Olltario 

• l\i ... hen ~h' l'~ il ill J 9 I.CJ a ... I QO million hl)lIr~ 
daily. "'ho'~ ",01 a (,O ll'\l' rt ~r? 

DOLCIN STORY REPR INT 

SometinlP ago your publication fea
tured a Dolcin success story, particu
larly in connedion with station \\,XAX 
in Yankton. 

I wonde r if it would be po~sible for 
you to send me a reprint of thi s artielp 
or a copy of the puhlication in whi ch 
it appeared. 

'IAHY RIPPEL 

Redfield-lohnstolle In c. 
A eH' ) 'ork 

I . The Hold .. Slur,., lilr .. d " It hapllI' fI"4J in In 
Inolllh s, H "';a~ Jluhli ... lu·,1 in lh ... 'la,' 1 fJ 18 j ..... tu •• 

I TIt.- progru lli i ... slill #!o illg !-lrulI~, 

PERMISSION GRANTED 

\,\Te would like to reprillt a conden

~ation of thc article " It happells every 
spring:' which appears 011 pagc 32 of 

your 10 April is~ue. .'\Iay '\'e havc 
your pcrmission to do so? 

:\1. A. SHALL.·\T 

Editorial IJir('ctor 
Pu blishers Digest In c. 
Chicago, Illinois 

AS OF MAY 1, 1950 
OVER 

2 , 00 
TELEVISION RECEIVERS 

WERE IN THE 

KM TV (Omaha) AREA 

The only T elp\'isioll Station 
teit'ra!'ting 7 lIighH pcr week 
in the Omaha :'.rarket. 

KM TV 
TELEVISION CENT ER 

Channel 3 

CBS-ABC-DuMont 

Since Jan. 1. 1950, K:\ITY has 
addpd an en tire new ;;tuclio 
willI seati ng capacity of 100 
persons. 

Y network program" hav e hcen 
added to our ,.chnillie since 

Jan. 1, 1950. 

A new 11 ft. camera bench is 
now being in ;: tallcd. This will 
provide greatly impro\'ed ('Olll

lUt'rcial \er!-;ati lit y. 

Place Your Advertising 

Schedule with KMTV, 
the Leader in the Omaha 

Television Market. 

\1 i(lwt's\ Rural 

I.'" 1.\ Sl1l'nanhu\' I" • , 

\larket. ' Tl' ~\I\l1her 1 
1 lowa- 1< 1 

doa I. . \ t' ~ \)\nher 
'::'\a\ion III \ l farm ..J 

'1 ·kct Farm ! \ al . 

7 
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Augusta, Georgia 

Onfl O-p .f}mfltica' ~ f1fl~t 

gpf>t f1ar~ 

Represented by The Walker Company 

SPONSOR 
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[HARLESTON, SOUTH [AROLINA 

22 MAY 1950 

NE OF AMERI£:A'S IiREAT 

MAIL PULL 5T II TIONS 

Represented by The Walker Company 
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Radio advertising maintains 
good record in FTC check 

Thc F(·deral Trade Commission r(,por ts that it has set aside 
L~:n out of 77,.1,20 radio continuities as being possibly 
fabe and misleadillg. Despit e all the publicity g i\'en to 
misleadillg cigarctte, an tihi stamine, and o ther dail11s, the 
con tinuities chosen for further exalllina tion br the FTC 
allloull t to oll ly 1.72"{ of the ra(lio ('o lIlmen' i.)ls scanncd 
hy the FTC's Division of Rmli o & Periodical J\d\e rtising. 

FCC Commissioner sees no reason 
for radio station owner blues 

FCC COlllmissioner Hoher t F. JOlles states that since more 
than 40.000,000 American families (95~~ of the total ) 
own radio receivers. he finds it hard to understand the 
discouragement of sorne ra(li o :;:tatioll owners. "Poor radio 
... onl y 5% to go to cornpletely satura te Americ.a," h e 
~Hlded. JOlles also suggested smaller stations reduce oper· 
ating costs to increase their efTicienc). 

Big business may soon be 
under further a~tack 

' fhe Sennte liaS bef'n asked for a total of , ~4(),650 by tlJf' 
Fedcral Tradf' Commission to continue its illve<;tigation of 
big husiness. This sum is sought for a propo~ed indt'x of 
('('onomie concentratioll , for ill\'('stiI!3tio" of the !'t('('\ in· 
dm,try. alld for a sprif's of quarl!~rl) reports OJ1 rptailprs. 
wllOksalcrs. and llIining concerns. Dig firms ("ould well 
afTord to follo\\' the ('xa/llple of l ' . ~. ~tccI, Dul'ont, The 
Association of American Hailroads and o thers. who have 
long lIlade ('fTeeti\'(' usc of radio to tell their side of the 
stor) to tl)(' ' \/lll'l'i(';]n public 

Construction work and home 
building reach new high 

Ilolll(! huildill~ is UJ' ()2~'; with spt'/ulillg for /1('\\ dwcllings 
lip SO";. Il o/lw ('on~truction people anc! applimwc dcaler!'> 
would he wist' to louk illto radio 's adn'rti~inp; po!-sihiliti<'" 
as competitioll w'ts kcener (BnlllO-Bendix- LC\'i\lowll ran 
hOllsing a/lII()llllC('llIents on \\ 'l\Jo: \V. IC W York, s('\'cral 
wceks ago witb Hruno-B(~ndix paying the bill). lew ('on
s truction is valued at Sl,700,OOO.O()0 for April. according 
to the COI1lIlH'/'('(, Departlllcnt. It lIlarks a ]0'.; i/llTcas(' 
over ;\1 a r('lr , and 2V; o\'er April. ] <).I(). 
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Lower theatre ticket tax 
tentatively approved 

The 1lI0\'ie ind ustr\' and national e xhibi to rs may soon get 
first aid in their fight to regain some o f the audi('\1ce los t 
to \'ideo and other recreation. TIl(' House \rays & :\lcans 
COlIl/nit tc(' has t('ntatiYcly approyed a cut in the excise tax 
Oil theatre tickets down frolll 2()"i to lOC ~ . The 20('~ lux
ur~ tax and the rapid ris(' of TV ha\'e brouglrt nw\' ie at
tendancc figures to their lowe~t ehb in fi\'e n'ars. 

FCC's Coy and Walker want national 
campaign for better programing 

FCC Cha irma n \\'ayne Coy and Vice Chairman Paul A. 
\\ ' a Iker wan t a national campaign by radi o listeners and 
T\' yi('wers to improve programing. The listener, sa~ ~ 
Coy, is the most important elcment ill frec radio. Chair
man Coy adds that h e hopes the TV freczc may be lifted 
by the end of tile year. Walker says the th aw would bring 
one of the biggest Loollls in American indust rial history, 
wi th some 2,000 s tations on the air in the next fi\ 'e Years 
if const ructi on go t sta rted soon. 

Demand for margarine should increase 
after 1 July, but makers are unhappy 

Federal taxes lifted after 1 July sh o uld increase oleo con
sumption. Despite this, oleo men are unhappy. Big itelll 
in oleo manufacture is soybean oil and the price of soy
beans is up frol11 ... 2. ()~ to 3.10 a hushcl. Th is WOIl't 
enti rely ofTset the price c ut due to the tax lift; but it will 
make sclling that lIIuch harder. Radio adn'rtising will be 
more important than c\'er to insure sa les suC(·ess. 

TV sets free of 10% 
excise tax, but not radio 

AM radio ma llu facturers remain the onh OIlt'S in th e 
.t\M-FM-TV fi eld saddled with a ] O~c (~xe;se tax. a war
time measure. The Hou~e 'Va)'s '& \I eans Conll11illee ha~ 
rejected President Truman's propo:"al for a 10 1

'; ta:o; on 
\'ideo se ts, althou.;h there is a tax on T\T audio parts. F\J 
se ts arc also free of taxation. Some ac tion ma~' be taken 
by manufact ur ers "ho f('<'1 tax 011 \\1 sct:" is lIllju:"tified. 

Army no longer snubs 
radio as an advertising medium 

Some months ago, many I)ro:lclcaster!' were dissati:"fi ccl 
(H'er what they termed the Army's sil ub of radio a~ all 
a(hertising medium. :\0\\', the si tua tioll is \'astly 1111-
proyed. A ; 100,000 radio all1l01lllel'I1Iell t camp,lI gn IS lI11-
derway 011 1.100 sta ti(ln~ ill 1.12·1 l· iti('~. 

U. S. a dvertiser!: wise to look 
over rich CC!nadian market 

Hro;}(kast achertisers who ('an /'I'adl Canadian markt'ls 
should ~ t rikc a good sales mark('t. Figures rcleased by the 
Canadiall })cpartllH'lIl of Trade & COllllne ree ~how that 

Canada spent 14 tilllcs as much in thc IT. ~. (Oil a per 
(,<lpita ba~is) a~ ,ic(' WI's:!. Call<ldiall exports to the l T. S. 
totalled Sl,S03.4..')3,711, an increasc of som(' ... 2.-172.000. 
l T. S. saks to Cana(1:! w('re \Hlued a t $] .951.860.065. Co
incidelltally , thc FCC temporarily g rallted :\IBS perlllis~ion 
to produce' J)r()~r;lIIlS for trall~lIli .s.s io/] to Canada. 

SPONSOR 



IN SAN FRANCISCO 

He keeps 'ern in s titches 

San Franci:3cans ,,'akc up laughing whcll Kcns' Bill \\'caycr 

spins hi:3 whimsical stories. 

But if fUllnyman \\'cayer li\'cs hy his wits, ace salesman 

,,'cayer li\"cs by results. As when he appealed for Se\\"illg materials 

[or the Bay Arca's homes [or the aged. And pulled thirty-

{ire barrels full! 

That\; the kind of drawing powcr that kcep~ C'\'crybody 

happy. And g i\ cs Kcns the highe~t a\eragC' daytime local

program ratings of any station in San Francisco.* 

If your sales need needling in America's se\ellth markct, 

\Vea\'cr's your man. He's got the city'~ hest and sellillgest 

morning program) And hc's got time [or you. 

" Thy 110L sew iL up right now? 

SaT! Frallcisco ,

Columbia's K ey to th e Colden Gate 

R eprescnt cd by Radio Sales 

l
'UI,('. J anu.lr) ,Ft>bruary 1930 

I Waitill' for Weaver," \Ionday tbru 

turdu)', 6 : 15 to 7 :00 a,llI, 
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with great pride 

AC KNO WLE DGES RECEIPT o F THE 

[j(Jo"ge &os/e,. c{f?!llbO(~' .!Au·a,.(1 
/0,. 1949 

"For outstandin g pulllic service by a regional 

station ... in at least four series of programs." 

Protect Your Child .... "An il1telligel1t approacl1 to scx crmlCS. 

The Best Weapon . ..... "Dealt wiscly, but not alarmil1gly, wid1 tI,C 

polio epidemic. " 

Meet Your Congress . .. "Broug I1t .. all ul1dcrstal1d;'lg 0/ problems 

al1} issllcs 0/ joil1t intercst " 

World Forum. . . . .. . .. "Carried listcncrs beyond l1atiollaI11Ori:ons." 

\VWJ was also til e proud recipient of tlll~ ('ovctC(} 

Alfred I. tIu Punt Award fur 1949 

... ST IN DETROIT •• • OwnoJ onJ Opo,oroJ by THE DETROIT NEWS 

Norionol Rop , o ... rorivo" THE GEORGE P . HOLLINGBERY COMPANY 

A"oc ior. ToI .. " i on SIo',on WWJ. TV 

80. ic NBC AIf,/ior • 

AM-950 KILOCYCLES- 5000 WATTS FM-CHAN"4EL 246-91.1 MEGACYClES 

SPONSOR 

.L 

r 



- ---- - -

Nel" "",' '·f~" /f~I'/~ 
- - - - -

These reports a ppear in alternate issues 

New National Spot Business (Radio) 

SPONSOR 

B("n IInr Produ("ts 

Bord4'n 

eh a ... (" ~~ SUl1horn 

.:~kllll(l Pi f" 

I-'(·I~ Ulici (~o 

(;. Krue~ .. r Dr("", ill~ Co 

I.'·'t"r Bro !ii 

'lonti('("Uo Urn;: Co 

~atiolla1 Vairy 

S(-a Br.·,·z.· Lahoratnri.·" 

Sh'rlin~ Urn:! £:0 
(;""lallr·Cal",,ell .Ih. 

T .. rre lIante Br.·", in~ ('II 

PRODUCT 

E,·aporah·d Illilk 

Cuff.·.· 

1(" (· ('r"anl 

I)(·t(·r:;:("nt 

H("'r 

Sill ("r UII ... t 

(,(i(J I1l aJ urial 
l)r"p:rrntiol1 

~(·:IIt .. "' 1 

I..o tion 

Dr. (;al .. ".·II', 
la,ulh .. 

AGENCY 

'(Uln;!, ~~ nnll(4' aJn ( .'\.'.) 

CUlilpt on ('\. '\.) 

lIurl,all"" S. c .. . "i.Y.) 

!'I. E. lI .. h,·rl .. (I'hila.) 

(;t"~· .. r, '\(·",("11 .. '{ (~all~.·r 

(".Y. ) 
~ullh a ll. ~I au ff(·r. ('o1w .. 11 

.'1:. lI"yl .. , ("i.Y.) 

( 'Ioarl,,_ \\ '. 1I0~1 ('i.Y.) 

l\. ,, '. A)"'r (".Y.) 
111111.'( (I (I'ill , h.) 

Slu'rlll a n ~'{ 'I a r(lut-lI(" 
("i.Y.) 

J»oll~("a (T"rr(! lIanl(") 

STATIONS·MARKETS 

8 btulioll~; "'a~lrill ,: ton , 
Calif. 

T(·xa ... :\('w '''·,i.·o, \rhnn :r 

:i ~(·u lI .. r(·d rn:lrk ... .; 

:in Jllark .. t s 

12 ('ili(' s 

Ea ... t(·rn s(':rhuard 

7:i.sn !" l i) licrlls; T .. x ns. 
Arkan ~ns :1111 1 ).ulli .. I.III.1 

'lnrk.·ls (":'!'ot of 'Ii .. ~i .... illpi 

12 s tations; ;; 11Iark ... .. 

!\-a .. ln ill(", Allalila. ~1("IIIJ1hi !'O. 
f:h:rrloUt" , \\·in .. ton Salt"l11, 
Kno:\.,-ill(· , ell:rlanno:!:1 

:;3 rllark('I S 

CAMPAIGN, start, duration 

."-illots; 1:1 '" ("(' k s 

~pot~; 1U 'l ay; ~i , nlulIlll,," 

:-;"asnllal ~po l :o'J lin a stn (!~("r("d h.l ~i .. 

Early ill Juu«' 

~IJot.~; IH':lk in '1 a~' and rlll1l1in~ 
thron:,!11 ~nIl1 I1H'r IIlonlirs 

(hu·.min alllfol1n(",·m .. nts ; I 'lay; 
('h:hl w ('('k !'O 

~Jll)ts; Jnn(" 

Aliliounc·(·rll . ·nl "' ; 1:1 ", .. (·k ", 

~JJ()ts; lJ ",·(",·k .. 

lour ( ; 11"'1)(·1 Sill:,:er (15·llIin Iran · 
s(·ri l)(·d ~llo"" ~ t illH'Ooi n '" .·ek , ; 
1 ·1· AuA'; 52 ",ks 

lIo ~lun Hla('kie ; 52 ",(".·k s 

New and Renewed Television (Network and Spot) 

SPONSOR 

Alpha n.·la 'lurkf"t~ 

AnH'rieal1 Ci~ar &: Cigar,'"'-

Anrt"ri("nn Toha("('o 

lIt"nru s \\'at('h 

Brown ~'{ ,, 'illianl !'on Tuha('('o 
Co 

C.·lan(""' .. Corp of A nlt"ri("a 

Cltit· !iO ~ .. r,-j("t" Co 

Il. L. Clark Co 

Coo k .'1; nllnn 

Ilou ..... day 

E'f"r~harll 

F. W. Fit"h Co 

1·'rf"nC'h :O;ardint". ('0 

(;eneral "'oud s 

Gt"nf"ral I'"ood .. 

(;t"nf"ral "'ood s 

Gen('ral ~lotors 

Gf"n("ral Tlr .. • 'l. 
Gioin ~la('arol1i 

Goody("ar Tire 

III~trlllnt"lIt 

Inl"rnational lIar't"'!'ot"r Co 

I\·ullho .. l:uo (l .. In(" 

Th(· Los An~t·Jt",.. Tilll("S 

I.ow Calor" "00.1 Corp 

'Innhallnn Soap 

I),·p .. i ( :ola 

Pt"r"onal Fill all('(! Corp 

Pro("tt"r ... 1{ Gan1hlt· 

I)rn(·tt"r ~'(: Gamhle 

AGENCY 

\\'nrren F(·hlnlan 

FIIOh', COile ~X Beldin:,:: 

111111& () 

J. D. Tarrh .. r 

T.·d lIal ... 

Ellinglon 

Ellin,:toll 

Imlh'l:.O 

A. " -. L .. ,.,in 

lIulo .. r 1101''' 

Biow 

Call1ph .. lI.'lithun 

R .. o ..... ·, .'l. Da"is 

'()UII~ 6.f{ Rubi("anl 

'nun,: ~fi(; n uhi("am 

1It"lItoll ~f{. Ho",l t"s 

Kudn .. r 

Stornr 

Con1plon 

T .... II. Fa~lor 

Sarlluf"1 Cr.·ot 

Srllalley, L(", ill I{ ~milh 

Ho )' S. ])l1rstint· 

J)nan .. J on .. ~ 

Bio"" 

B,Arll1in #;! J.arn. Cn"'II("lnan ~f{ 
Pit"r ... · 

B("nlon ~I{ Ho""I(·~ 

H('lIlon ~~ Bo",-I.·s 

NET OR STATION 

KTT\',I..A. 

W J'.-JIQ, Chi. 
\\IIZ.T\·, 110,1,", 

Wl\IIT,l\ . Y. 

Wl\BW, " ·ad •. 

KTLA.I..A. 

W,,"IIT, "".'
" ·HZ.TV, nO~ln11 
" ·HZ.·I V, Bo~ I()1I 

\\:'oOIIT,l'i . \'. 

Wl\IIT,I'i.Y. 

W:\IIT,I'i.Y. 

KTSI.,II',.,oo" 

"IiEI'i.TY, BnITalo 
WII;IIK, CI",,·. 
WI'"lIW, "·a,h. 

'" IIZ.TV, 1I."lon 

"'''iIlQ, Chi. 

KTI.A. L.A. 

K"1II1. 11'''00'' 

" ""lIQ, Chi. 
WHGII , S.·h,·n. 

WII;IIQ,CIoI. 

KTTY, L.A. 
WIU;II. Sri ...... 

KT1 V, L.A. 

" "iIIV>', \\' a 'h. 
K'IIII,II'"oo.1 

" HGII. S.·I,,· .. . 
\\ '11K. CI.·,· .. . 
\\ "iIII'. " . , . 

" ·."iIlQ, C hi. 

" "11K, CI.·\(' • 

PROGRAM , time, start, duration 

Ilolne 'Iagazine of Ih." Air; 12 AIJr ; ;;2 ",ks (n) 

Oru·.lI1in filrll; 3 .'I:'I~·; 13 ",ks (r) 
On(".min filrll; 3 'Ia~' ; 13 ",k s (r) 

2n-.... ·(" fill .. ; 2:-\ Apr; 19 ",k s (11) 

20·s("c filr11; 8 J\pr; _3 1 ",k~ (n' 

Film spots; 18 ~I.(~·; 52 ",k s (n) 

Parti .. : F.a~~· J)o .. s It (II) 

nUlirp II at]).·, ; " 'ed 7·7:1:; pnl ; 12 Apr: 13 ",k s (n) 

Tilll T,I .. r; F 7.7:2n pill; 21 Apr:. 1 3 ",k ~ (n) 

Ei,:llI.s("(" filrll ; In Allr ; 13 ",k s (n) 

H t",·i.·"" of tht" 1\e", s; 30 AI)r; 13 ",k s 

20.s .. e filrll; 8 J\pr ; 52 ",ks (n) 

Film alln .. n1I s ; 12 J\pr; 13 ",k .. (n) 

!-ihil" s H,·port .. r , III ""y (ClrH. \~ "'a-h.) 17 ~Ia) 
(lluffalo): 1:1 ,.,k, ( .. ) 

2().s.~(" fill11; ;; ~la~- ; 3:; ",k s (II) 

20 •. /ii(·(' fill11; I 'la~-; 3 :; ",k s fn) 

Spol"'; 9 )la~' ; :; ",k s (n) 

On ... ulill filrll; 29 AI)r :. 10 ",k ... (II) 

20., .... film: 5 ~Iay: 1:1 "ks (r) 

Ont"·l1Iill pari; 17 . .\pr: 13 ",k~ (n) 

2()- ./ii .. (" filrn ; 29 .\pr ·; 32 ",k ... (r) 

" ' ("!'ot"rn Darn nan("t"; 1:; Apr; 13 ",k!oo (n) 

Olle.Jllin pari; 2 t Apr; 1 3 ",k s fn) 

Yf"~t('r(lay's ~· (·"" .. r. ·(·I; 16 AIJr; 13 ",ks (r) 

Onc·.ruin filr1l: 26 Apr; :;2 "'k .... (n) 

Filrll !'i 1)(Jt.;; :40 Apr ;' 13 ",k~ fn) 

2U-M'(' film ; 3 Apr: 39 ",k ~ fn) 

Ont·. ruin fil ... ; 2tJ Apr; 13 ",k .. (n) 
Onr.ruin film; 1 I 'lay; 1 3 ",k s (n) 

2().~(· (· film ; 21 Apr: 50 ",k s (n) 

2n.s .. (" film: I 'I a~': 18 ",k :oc- (n. 

• '" isslle: l"ew nlld "ellewed 011 "'· etlcol·'~S. S,HHlsor '-ersollllel 
J"ntiOJurl Ilrondcnst S n les E.'·(·(·lItit·(· l-"ufJl~leS, ."ew It~lell('U 

l-" u. II ~I(' s. 
I t ,J,Joi II till ('11 t S 



New and Renewed Television (Continued) 

RiS~i .. Tohnc~o Co 

l ' nhM Air Lin .. ·~ 
S. B. ,,- a ... bhllrn Ca nel,.

Jam ... O. W"I~h Co 

Zonit.o Prod uri , 

Brooke. ~n.ilh. Fr('nrh .. ~ 
J)orranrt! 

:'i. W. Ay~r 

Jf'romc O'Lf'ary 

n .. nn,"II. "o a lthe r ~"\;. )1('naditOr 

Er,... in ,,-a!'o~'" 

W:\IlT, ='i.Y. 

KTL\, L.A. 
WIlGB, ~chen. 

":'iHT, '.L 
"~HT, ='i.L 

Station Representation Changes 

STATION 

WIIIG, (Jolhan. Ala. 

WIIIC.T\', lIapon, O. 

WIIKK, Akron, O. 

\\OK:"iK. ,. u",k('g:o ll. 'I i("b. 

\\ ' ~'-; \'\, ~a~il1a,..... 'Iirla. 

AFFILIATION 

. \nl. 

en", ABC, 11,,'10111 

;lIBS 

'Ill" 
;\IHS 

Advertising Agency Personnel Changes 

NAME 

R. Y. Ahrallan1 

r.. " · illiarn Andt'rson Jr 

J) .. an R. A,· .. ry 

Clarf"nrf" F.. Burtlett ... 

Hirloard R. Carland 

'larC'lIs S. C haC'olia 

1'''J,: ~n' ~1f""«'II"ion Clagt'll 

Det' Clf" nlf"nl 

AIi("o ,'. Clemf"nl!'ol 

J allie s S. Cohan 

I.loyd G. J)(·lanI."Y 

~Ic'ph('n Ui'lar("o 

Hieh:lrd ;\1. Bunn 

Sidney f 'rt'I'mn n 

E.h. ard C. Frilz Jr 

l.uls (~lIr:La 

Thad lIa.I.I~n 

Bc·nn ... C. Kt's~lt'r 

Itoh t' rl KihriC'k 

Ituhert Kir :-<('hhanm 

r.(·or,::: .. I\.lo ~ .. man 

Gt'CH'~('" M. Kovar! 

noh"rl I.. Kuml .. r 

I r"i~ I.t·hrt·r 

I.all!'lln~ B. Lindqui·a 

J. f:. I\IrCunnrll Jr 

'1rlt. 1\ .. '1. :\fa~ll)n 

Chari.·. F. 'I.·I~ .... 

Hirhard 'Iultr 

f:clwarcl ;\Iull .. rn 

LOllh 'Iurrio]o 

Juhn T. Nolan Jr 

C Hh'c'r :\1. I'rt'"foOhrf"Y 

IInvl.1 L. Hanel 

II. K. H.·~nolcl ,. 

1.1))1"0111 I.f"wl"'l S .. hf"url~ 

J)oNald W . S .. vrrn 

JHmt~ B. Sia nion 

t.f"ora:r ~. S I aplrl 

II. C. SI .. wart 

f:h.rll."" ~Irolz 

«;lIrn.n Sullivan 

J.("k"on Taylor 

IIo .. ar.1 W . Weh" Jr 

TraT" W .. lh 

WArnrr M. WII"on 

FORMER AFFILIATION 

Gour(aill-Cebb, Chi., .. x .. e arl dir 

f:f"C'iI ,"\.. Prf"sh rf"~', N.Y. , arel I."Xf"e 

Youllg & nuhiraln, :\If"xieo City, n1gr 

Fot-If"r &.1\: Kleis('r, L.A. 
U. S. Ruhh .. r Co. N.Y •• ad,', s is prom mgr 

G"neral E] .. C'lrir Applianres, PiII Sh., aclv and prOll1 

lIomt' t' ("on t.·«lilor and ad,,' ~ ril .. r 

.'Iill~r '11'r ra nlilf", Yakinla, a (h, Ingr 

Th" C.lrmt"III"i "0 Inf", Philadelphia, eo.heacl 

KriC'h-Racli ~ro In(", N.J., assl ad" nlgr 

Biow, 1"'.\'. , aC'C'1 .. x .. e 

:\ .Y. depi slu r .. allv dellt 

N. " ". A"'er & ~on, N.Y., radio ancl tT Itrocl 

Frcclt'ri(" ,,'. Ziv Co, N.Y., s i s 

" 'BB:'\oI, ell i., ae .. 1 "xc'e 

Ralph W. lIark"r ,,\: A s,<or, L.A. 

JO~('ph P. S("hnc'idf"r, N,Y. 

Th .. N .. ,...· York ~nn , r .. ~ clir 

AfJilialrcl ,...ilh aclv a~('nC'y hu .. int· ... s (or Ille pasl ]0 
)'f"ars 

I..t·o Burnt·tt Co. C.hi. 

lira, Full~r Co. ~. ' .. "~ I' 

1I0war<l Swink, 'Iar;on, II. 
Ile'ad nf own puh rt·1 offi("e ill :\.\". 

I nclf"p("ud .. nl radio anll Iv prod, \'f' 3~lrin,:::ton, I).C. 
.'I .. "-:onnc·lI, I:a "l iinan &.'{ Co., Ingr of )Ionlreal offi("e 

Bill BOIiSih , U .. nn·r, protl nlg:r 

\'i .. k Clu'n1iral Co, 1'. Y. 
K alltin. 1I0u ~ ICJn, arrl e1"" 

HaYl11011 ~Jlr,C'I(lr Cn, N. \ '., ("OilY ("hlc'( 

HKO.l'alhc Inr , N.Y. 

Hoy S, Bur"lln .. Ine, N.Y., a("("1 f"X"f" 

Frt'f".lanrt. 'Wriler 

IlooIH·r.Callu·rnn. f:hl., fi .... d rc'p 

KC'l1yon &- f:("kltarch 

I T nlvt'r~ily uf LOlli'wlll .. , alh in .. lr 

Kt'nyon [( F:rkhnrcll, N.Y., 
f:hiltlt'r" '"'(~ Co, lIou"lon. "p 

f't,d .. r.l, N. \ '., Tp 

'I("Cann.F.rle"'~on, !'I. Y., cllr nn.) "11 

J\.IIHI("r, t-·arr .. lI, Ch .. "I .. ,. & f:IUrord, N.'·., "Ilaf"e bu,f"r 

1I ... cl o( own L.A. Q.Il'f"n("y "Inf"r ]91.7 

Fonl .. , Conr & Urlclin,:;. ChI. 

i\ 'ew alld ltellelLo 22 jUay 1950 

].ll1in I'arti(". an(1 rhaill hr(>ak s; 1 )13,.; 13 "ks (n) 

" -a ls('o ""u n Cluh; Tu 5·;';:13 11IU; 18 Apr; 5:2 ,,·ks (n) 

(;.obo':. r.irru,.,; ]) Apr; 23 ,... ks (n) 

Partir, Kalhi :\orris ; 2 .'Ia,.·; 9 "ks (0) 

NEW NATIONAL REPRESENTATIVE 

!-icoh .. pp-It("inf'r Co, !,°o \' • 

C('or~f" 1'. lIollill~b('rr,· Co, !'i.Y. 

Hoh('rl ~'\oJ(·l·k('r A~~o(", :"i.Y. 

lIil F. n~sl, D~lroil 

John E. I'ear~on Cn, ~. \'. 

NEW AFFILIATION 

~anlf". "p 

.... nllil·an. Siauffer, Colwell &.~ Ba,.It'~ In .. , ;\'.Y •• arc'l c"I'e 

~an1e, 'P ancl g .. n n1~r 

Can1plu:·II.E,...·ald Co~ L.A .• acel eXl."e 

San~f"r-Funnf"ll. N.\' .• ~ Iaff ml'luhf>r 

KelC'hunl, :\lal~L .. od ,~ Gro,e lue, Pilhh .• arel 

K,'I("honl, ~larL«'u.-l &.~ Gro"e In('. Piush., O\C'C'I 

Paeifir Nalional. ~pokane, 3("C'1 e>..t·C' 

Salnf", Jlres (~n("rt'ed s her husbanc). Ihe lalf" I~aae ,, ' . Clf"nu'nls) 

"'illiam :\'. ~rhef"r, :\· .. wark, dir o( h- prod 

huclner, 1".\., aeC'1 ex .. e 

Di~\larr()-\'on Lot·wen(f"ldl A~~oe, S.F'., arC't 

Storklon, "Y .. s l , Burklrart InC' , Ciurinnali. I .. ,:::r of raclio ". d .. pl 

Sarne, tliSI n1g'r of norlh C' .. nlral (Iil' (hc. ill CI .. ,e.) 

,,\:r. E. Long Cu, ehio, radio al1cl I' clir 

Young &."\:. Hubie3ru, ~If"xi("o Cil,.·. 'P in ("hargc o( radio aucl 1\' 

~a""·'t'r.I"f"rl!nson."'alkl·r Co, L.A. 

:\Ionroe Gr('('nlhal Co, !'I·.Y. , ("op~' slaO" 

I\.rn,·on &.~ f:C'khardl, ~'. Y., "us nlJ,:r of r .. !'o clh' 

Arlhur Itos,·uh .. rg Co, i".Y ., ratliu anll h' dir 

L. C. Col .. Co, !'i.F., art .lir 

~arn .. , parlner 

W. II. Lon!!, "ork, I'a .. h", .. 1 .. ( arl, pholo An.1 pro.1 d~pl. 
Hri ... arher, "hf" .. If"r &."\: ~lafT , ~.F., clir of puh rt·1 and ~I s pron. 

Kt'ld1unl, 'I arLc'oc] &.f(;. r.ro,·c, Pill!'>h., clir o( rallin and 1\' clc'pl 

Sal ..... nlana~in~ clir of a,:::t'ne), al1l1 11I~r o( Toronlo 01l1C'f" 

~allu', "p 

«;ranl , 1\'.\'. , eop,,- !'ilaA' 

Ir,...in "-:0, B("'I·rl,. II ill .. , eop,.· ("hil'( 

~anH" 'P ill C'hnr~c o( ("rt'alhe D("lhilif"s 

JI~rry I:n irhanks Inr, 1\.\" ...... Iudio rngr 

K .... lor ,"\.. ~Iil .. ~ Co. ( : ineinnali. "11 

BB)),~(), ~.Y., h .. ad o( aC'C'ounl ,:::rnnp 

(;r('Y, N.Y., .... el f"xee 

L. C. <:01 .. Co, ~.F., ("upy C'on"'uhanl 

lIu,:::o "· a~ .. n!oOf"iI, l)a,.lon, h', racl tlh' 

\\r illian1 f.. .... I' CO, 1"'.\., 1."1('f" in I" clC"pl 

Curli .. Pnhli~hing 

Younl!' ,I\: Hllhi("anl, ~\J es.leo t:ily, 'P in rharge o( plan ... ancl 
rut'r("hnn(li"ling 

.'lullirDu Co. Loni",,·I1I ... hf"acl or ("up,.' «I.·pl 

Salll .. , ~C">C &.1\: ':::t-n nl,:::r 

Dru .. f" B. BrC",... .. r &.~ r.o, k.al1:"1a!oO City. :\In., (nlgr o( .'I'npl" 
offir .. ) 

Gr, .. r, :r..·rwf"ll /(: Gnu[lZf"r, ""-i.\'., a~!01 10 Ilrf"§ 

lAonn .. n ,,\:- :\liI("h .. lI, N.Y., 'I' 

PMUAr &.'( H,.an, ~,Y., "'par .. Lu,· .. r 

Grl~wolcl-f:frthlt·ulan. CI",·r., copy .. 1 .. (" 

J)an("l."r.Fil:qa: .. ralcl.::5.nt pl .. , N _ Y., .("("1 f"X~ 



136% INCREASE IN NUMBER OF 

RADIOS IN IOWA HOMES SINCE 1944 

1.140.000 SETS IN 

2.200.000 I..-----r-----,----r-----r--~-_r_-___,--__.__f 

2.100.000 1 t----t----t---t----t---+-----.1r----t-- --#-1r---

2.000.000 1 t----t----t---t----t---+-----.1r----t--#-___1r----t----j 

'.900.000 11-----1----li----t---+---t---t----4~--+----+---I 

•• 800.00 0 II----t---+--_+_---+----+----t-~-+---_+_----t--__i 

'.700.000 1 t----t----t----+----t---t----~--+--___1r----+----t 

•• 600.000 li-l-i-ilr=:=:t:::==t::=::;jt:t:=:=1=::=::t::::==t=:=:L---, 
'.500.000 II----+--~.....- 'r---H 

'.400.000 II-_-!--~~ 

•• 300.000 1t----!---

'.200.000 II----j--,::---: 

••• 00.000 11--_-H 

•• 000.0001t-_-i-_ 

904.000 SETS IN 19441 

900.00011--_~_~ ____ ~ __ -+ ___ -t-__ -t-_~~_~_-4 __ ~ 

800.000,~-~-~---~-~--~-~--~~--~-~--~ 
'41 '43 '44 '45 '46 '47 '48 '49 '50 

E,-eryhody knows that a family with 11('0 

radio St,ts ii ... lens 11Iorp 10 radio than a family 
with one set. And still more with thrpe sets
Dad hears the eyening news, Sister listens to 
a lllu8ical program, l\IotlH'r tunes to a dra
matic program, or the whole family listens 
to the same program-usually in difTt'rent 
roonlS. 

Figures from tlw 1949 Iowa Radio Audi. 
ence Suryey':' reyeal that multiple-8et owner
ship in Iowa homes has increased 1360/0 8inee 
1944. The numher of sets has jumped from 
904,000 in 1944 to 2.140,000!* * In addition. 
there are now oyer 400,000 automobile and 
truck radios, as well as thousands of non
residential sets in offices, horns. stores and 
restaurants! 

Thus despite a 14% rate increase s ince 
1944, WHO is today one of the great radio 
bargains of the nation, hecause WHO is "lis
tened-to-most" on more than 1360/0 extra sets 
in 1949! 

Get all the facts ahout Iowa's extra listen
ing and WHO's share of the bonm! audience. 
Send for your copy of the Suney today! 

22 MAY 1950 

*'llw 1949 Iowa Hadio Andience SUI"\(" - i~ a "11I"~t" 
for en' ry adn'rtising, ~al,'~ or mark,·ti,,~ man who j " 
intf'restf'd in Iowa. 

The 1949 Edition is the twdfth annual ~tud,' of 
radio lit'tf'nillg habits in Iowa. It wa~ made bY' Dr. 
F. L. Whan of Wi"hita UniH'r"ity-i~ basffl 01; p(' r
sonal inten-icws with 9,116 Iowa famili es, scie lltifi
call:-- sf'lf'ctf'd from "itie~, tOWII~, ,- illagf'~ and farm!' 
a II o,-,'r tilt' Statf'. 

As a !'I'rvicf' to the sulcs, a,h-erti~ing and r,·" ,'urch 
pr()fe~~ions, \\'110 will gladly 5f'n(1 a "op~ o f tht' 
1949 Surn',' to alnone inter(·~ted in the !oubj,·"t>' 
('oH'rf'd.· . 

* * Iowa RRdio Audif'II"" SurH'~- figur('~ applied to 
populu tion ('stimatf's of Sa If's ;\Ianagf'm('nt'" Snr, f" -S 

of Buying Power. . 

WIHI@ 
+for Iowa PLUS + 

De, Moines • • • 50,000 Watts 

Col. B. J. Palmer. President 

+: .... P. A. Loyet. Re!lide.,t Mannger 

FREE &- PETERS. INC. 
National Repre.entati~_ 
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WINSTON-SALEM, N.C. 

Produces over 

$1,000,000,000 of 

Manufactured 

Goods Annua lly 

Nlltional Rep: The Walker Co. 

GROWING 

GROWI NG 

GROWN 
#QI(/7VutktllgJ~ 

18 

MORNING PERIOD' 

PLUS ... 
a 14.8 Over-all Audience 

Increase Since 1949 

ANOTHER BONUS 
FOR ADVERTISERS ... 

Special merchandising 
department for extra 
promotion of sales. 

WA B BAM 5,000 Watts 
FM 50,000 Watts 

ABC and MUTUAL 

OWNED AND OPERATED BY 
THE MOBILE PRESS REGISTER 

NATIONALLY REPRESENTED BY 
THE BRANHAM COMPANY 

~Ir. Sponsor 
Le .. o~' 1\. " 'ilson 

President 
Am erican Telephone an d T elegra ph Co. 

Lf'roy Wilson. I))'f'sident of AT&T. is a Sli.'i.OOO.a.ycar mall with 
the cOll1mon touch. 

His effurts ha\,f'. kf'pt the Telcphone !lou r comnlf'rcials informal; 
e"f'ry word spoken must haw his direct approval. " Tilson's una"
suming allitudf' is rf'fledf'd in thf' program's natural manner. 

As a youngf'r lI1an, Lf'e \\'ilson learned to work harmoniousl y with 
those around him. A varif' ty of jobs (pianist. lI10vie projector oper
ator. papf'r route. and man y more I werf' stf'P" 011 his way toward 
heading the world's largest llUsiness enterprisf'. \"hen 1](' was g rad
uated from Rose Pol ytechnic I nstitutf' (with honors I in 1922, he 
entf'red thf' Bf'lI System. He H)Sf' stf'adily and gainf'd the presic\f'ncy 
in 1941:. 

\Vilson saw ill the Telcphon e Hour a mf'ans of reaching thf' Illan 
ill the strf'f't. He is respo nsihle for such down to earth institutional 
coml1lf'rcials as this aile commf'nlOrati1lg the program's 10th anniver
sa ry: 

" ... you ha\ e gi\Oen us that plf'asure so df'ar to human hearts 
the satisfaction of talking about oursf'lws- of telling you, week after 
wf'f'k , som('thing ahout what Wf' arf', what we do, and what Wf' stand 
for. .. . \,11e1l radio made it possihle to bring our spokf'n story right 
into your l1On](', Wf' felt we should reward your listening hy also 
bringing you thf' world's finf'st music played and sung hy the grf'at 
artist!" of our tin1f'." 

The staten1f'nt is more than a comn1f'reial: it is the whole concept 
of Lee Wilson's U~f' of radio. 

\Vilso n and other officers of the company are considering simul
casting tIll' T elephoTle /I Ollr. But they are not interested in television 
as an acl\'erti~iIIg medium alone. Under ~rilson. the company last 
) ear f'xpande<l its fac ili t ies for carrying TV programs. l\dworh ill 
the East and :\1iddle West Wf're extenrtf'd to about 8,500 chanIlf'l 
miles; should reach 1.\ 000 channel mi les s('n-ing 40 ei tif's hy the (,lid 
o f 1 <).')0. \Vibon also has placf'd tl1f' company in a position to trans
mit color TY wlren it l)('co lUes availahlf'. Tlrf' coaxial nf'twork was 
If'ngthclIcd in 1949 I,), 1.100 miles; to tal )f'ngth of its various 
hranch('s is iliOO mil('so 

SPONSOR 
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MR. SPONSOR: 

When a cOJJJmercial knocks 100,000 phones out of servIce 

. . . that's news FOR YOU! It happened in Detroit, on 

WJBK's disc jockey show, Jack the Bell Boy. Jack, Amer

ica's No. 1 disc jockey, presented five different recorded 

singing comn1ercials, asked listeners to call in their choice 

for the best one, and said prizes would be given to the first 

100 telephoning. 

Then pandemonium broke loose. 

t . 

W'JBK switchboards were swamped with calls. Eleven telephone 

exchanges went dead and 100,000 telephones in several sec-

r tions of the city put out of order. Maybe all the Detroit phones 

would have gone out of commission if Jack hadn't asked, 

at the request of harassed telephone executives, that the 

radio audience stop calling. And even then it took 

telephone trouble-shooters more than an hour to restore 

normal service. 

This tremendous listener response wasn't any accident or 

miracle, just another example ofWJBK effectiveness in the De

troit market. Your commercial packs a lot of wallop when it's 

on Detroit's WJBK, the station with personality and sales punch! 

v\'~ 
CV_2- ~ 

-
~() 
~ 

1/ I 

= 

W J B K -AM 
-FM 
-TV DETROI T 

NATIONAL SALES HEADQUARTER S: 52 7 LEXINGTO N AVENUE, NEW YORK 17, ELDORADO 5-2455 

Represented Nationally b y THE KATZ A GENCY, INC. 
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hIE LAWS OF NATUHE andlogie demand local radio 

coverage on the Pacific Coast. J\lountain ranges (5,000 to 14,495 feet high), great dis

tances between markets and low ground eonduetivity place many vital areas on the 

\Vest Coast outside the limits of long range broadcasting. 

Only DOll Lee is espeeially designed for the Paeifie Coast. Only Don Lee has a loeal 

network station ill each of 45 important markets (nearly as many as the three other 

networks comhined). Only Don Lee has the flexihility to offer a loeal nctwork station 

in the Pacifie Coast markets whcre you have distribution. 

Only DOll Lee can broadcast your sales message to all the Paeific Coast radio families 

LEWIS ALLEN WEISS , Chairman of Ihe Board· WILLET H. BROWN . Presidml • WARD D. INGRIM, Vice- Presidelll ill Charge of Sales 

1313 NORTH VI"'E STREET. HOLLYWOOD 28. CALIFORNIA' Represfllled Nalio/M/I) by JOHN BLAIR & COMPANY 

Of 45 Maior Pacific Coast Cities 
ONLY 10 3 8 24 

~ 

have Don Lee have Don Lee ~- have stations have Don Lee 

~ - ' --- f , of all 4 and 2 other and 1 other and NO other 
networks network stations network station network station 

!AAAI AA~ AA A =--

SPONSOR 

~ 
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from a local network station located where they live-where they spend their money. It's 

the most logical, the most econornical coverage you can get on the Pacific Coast. You 

buy only what you need, and you get what you buy every time. 

That's why Don Lee regularly broadcasts as many-or more-regiollally spollsored 

programs as the other three networks combined. 

Don Lee Stations on Parade : KELA -CENTRALlA, WASHINGTON 

\Vith its transmitter located midlL'ay bettceen Cen tralia and Chehalis, KELA has served these tlCO thriving communities 
ancl the tcealthy surroullding area since 1937. \ Vhen your sales message is 011 Don Lee, you get this kind of LOCALIZED 
coverage from within each of 45 markets. Your sales messages arc delivered tchere your customers lice-tchere tlterl 
sllClld their money. 

TIle JY{ltioJl'S Grerltest Reg'ional JYetzlJork 
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WTAL 

" AJ.LABASS~ 
5000 Watts-Day and Night 

.be cen.er of 

£:apitaland* 
Selling I 

( 

11 
Ii~orgia [ounti~s 

a n d 

II 
Florida Counties 

* Ask your John Bla ir 

ma n to tell you the fu ll 

s tory on Capitaland and 

North Flo rid a I s most 

powerful radio yoic:e
WTA L! 

Southeastern Rep. 

Harry E. Cummings 

Jacksonville, Flo. 

WTAL 
TALLAHASSEE 

John H . Phipps, Owner 

L . Herschel Graves, Gen'l Mgr. 

FLORIDA GROUP 
Columbia 

Broadcasting 
Sy stem 

22 

p.s. I 
See : " Plo y boll : 1950" 

Issue : 10 Apr il 1950, p. 30 

Subjec t: Base ball broadcasting 

Acl\('rtising dollar" contiJlll(' to pour into th e illllll('n:,(' 1950 Las('· 
hall hroadca:,ting kitty. ~in("(' puhlication o f ~PO\~OH'S article "Pla, 
hall: 19.50." the folluwing (le\'('lopn1('nts (a\1lon~ oth('rs) haw COID(' 

along to inCfeaS(' 1<)50 hasl'hall broadcasting's importance: 
1) The trell d toward )wtwork baseball broadcasting is this ~· e'-H",.. 

higge~t Il (' '''' . SI'O.\!'OH de:,rriIwd the Lihert) Broadcasting :3~stell1 
and \I11tual"s Came of tIlt' J)a~ seric~ pH" iou,..lj. It indicat('d at the 
sa me time that Post Cer('als might sponsor the Do(lg(' rs' Sat u rda~ 
home ganws owr a cns hookup. This IwcaIll(' faet following compII" 
tion of final negotiations 18 April. The broadcasts now go ou t o\'('r 
a coast ·to·coast ·n('t work \l umlwri ng <)0 s tations. Gall1(,s may I)e taken 
hy any CBS station in allY city where thr) do not conflict with the 
territonal rights of ano tl1('r club (as definefl hy basehall rules). Tht' 
games ar(' not broadcast in any major I('ague city. 

Although air timr hegin~ a half· llOur after gamr time. no part of 
the game is omitted since the hroadeast i!" transc r ihed. Hed Barhrr. 
CBS director of sports and the Yoicl' of thr Doti g('rs since 1939, and 
Connie D('slnolld do the play.hy.play hroadcast ing. 

2) Quick to take advantag(' of a good time spot. the B. J . Hf'~' 
nolds Co. (Camel Ci~arett('s) rec(,ll tl) signrd for a Iletwork sho\\ 
adjae('nt to ;\ l utual"s Gall1(, of thc Day I)a~ehall broadcasts. The pro· 
gram f('atures :\1utual" s sportscaster Al Helfer in a fiye·minute :';I){~' ial 
has('hall nrws su \II mary. 

3) A popular featur(' on \\ 'L1Z, Bridgrport , i~ it~ aft('n1oon bas('> 
ball scor('hoard built within the lllusieal forlllat of a GIIY Lombardo 
disk show. As fast as scores, pi tcher changes. and home runs cU(' 

receiyed via West('rn l lnion ticker. they ar(' flashed on the ai r : r('(" 
onls art' not intt'rrupt.'d and continut' to pia) in the haekground. 

p.s. I 
See : " No siesta for Chiquita " 

Issue : 13 Fe bruary 1950, p. 20 

Subject : Chiquita Banana 

Chiquita Banana is s ti ll the ac tiyr ga l ahout tOWIl . 
~tarting til(' w('(,k of 11 April. {'nite(1 l-'ruit he~'all1e a ~ponsor of 

til(' CBS·TV network hOllle·economics program. /fomem al.:ers" E:r· 
change. The sho\\ is aired ;\londa~s through «'rida\s at 4 to 4.:~() 
p.lll. o\'er til(' f' ntire )wtwork of 17 statiolls. United Fruit. one of 
several sponsors. rota tes it:- a nIlOUnCl'lllrnts Oil d i fTerellt da)s of the 
week. The compan) plan:, to continU(' it~ sponsorship through F) 

June. 
Each pr()~ralll illdudes Oll(' of tl \(' falllous Chiquita Banana film,.. 

which 51'01\SOI{ de~nibed ill "\'o siesta for Chiquita:' The rdue-n· 
tional jinglf~ (ne\'f'r put bananas in thr rI,frigl'rator I i" :'lll1g, and a 
banana dish i:-; shown Iwing prepared. The shows a l:,() fratur(' a live 
hanana [('('ip!' dem(lnstration hy Louise Lrslir, nationally known 
llOll)(, e{"olloIlli~t. ,\ hn conducts th('se telecasts. Chiq uita ofT('rs the 
\'i('wers frpC' "rillted ('<lpies of 11)(' two n '(' ipes prf'st'llted (luring: tIl(' 

progralll. 
Ht'sults of a similar show pre,iousl~' sponsorcd by l lnited Fruit 

in Chicago. WeN·'!'\'. wen' outstanding. During this show, Chical!() 
Cooks wi,It Harbarn HarMer, Chiquita oITered two banana rrcipt' 
boob frrf' . The olfn was madr twice (2:3 and :~o :\ Iarch). Somc 
1.t.,Sg f('que~t:' for the l)(Job ,\er(' H'('cin~d: o t hl'r~ nrl' s till comin~ in. 
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YESSIf(-

WBZ-TV 
IS REAllY 

BIG 
IN BOSTONl 

22 MAY 1950 

IN BOSTON IT'S THE 

BIDDEST SROW 
IN SIDRT 

COUNT 'EM 43 COUNT 'EM 

LOCAL LIVE STUDIO PRODUCTIONS 
each week . . 43 firmly established shows that are in 
Boston to stay! All this in addition to remote telecasts 
of popular sports events all year round. 

o F 7 2 ~c~~~~ :~c~:~:v:'~~~:~~~:~ 
drama, news, sports, variety, and 
educational programs. 

. - --~ -,.- 9. - .... f 

Added attract ion for advertisers! 
Boston now listed as 

5th Ranking TV Market in U.S.A. 
MORE THAN 

12 0 ~c1~hC~C<-~'i~ n~bc~ T~ 
homes in this great market through 

WBI-TV 
For details, check NBC Spot Sales 

WESTINGHOUSE RADIO STATIONS Inc 
KDKA • wowo • KEX • KYW • wez • weZA • weZ-TV 

23 
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* also WPTF-FM * 
24 

Morc North Carolinians Listcn To 

\VPTF Than To Any Othcr Station. 

North Carolina Ratcs ~forc Firsts 

In Salcs Managemcnt Survey Than 

Any Othcr Southern State. 

SO,OOO WATTS 680 KC NB( 
. RAL~IGl-I, N. C. A FFILIATE 

FREE & PETERS, INC. 
NATIONAL REPRESENTATI VES 

SPONSOR 



Television 
program costs 
They are lip 5 (ft, this Y __ ·;lr. 

will go higher. But ~ood 

pro;!ress h;ls been Inade 

22 MAY 1950 

Production \'o!"t s for IIct\\ork tele\i~ioll pro· 
grams a re up an a\'erage of ahout five r; 
~illl'e lust August. The nut will rise fur · 

ther duriug the coming year. Just how much. nobody is 
willing to gut'ss. It depends largely 011 the rc!"ult of union 
wage negotiations now under way and others yet to ('ome. 

Increased time charges (as the T\T audience grows ) will 
far outstrip productioll rises. 

Tllt'se condu~ions are ha!"ed upon a careful s tud~ of 
program cosb by Ross Repurts un Trlevi$ioll Pro~ra",ill~ . 
r\d\ ' ertiser~ expected ,Ill upward trelld in production 
costs this ) car. TllP fi\e ( : estimated in<'fpase is ac· 
tually lower than most sponsors feared it might he, There 
is geueral satisfaction with pr0l! ress made hy the lIet · 
works in finding less l'xpl'llsi\ e \\ ay s o f handlin l! rehears· 
a ls, makill g Dnd using sets, etc . 

Illc rease~ .He 1I0t ull ifo rlll for nlri()u~ t) pes o f p rog ra lll~_ 

since tlte co:; t o f produc ti on elements \'ary widely \\ itll tlte 
t~ pc o f prog ram. Ne,·e rthe l es~. Boss was able to a~cf> rt ai n . 

after a che<:k of all plta~es o f production , that ta lent. to
t"ether with ~et s, construc ti on. and handling, account for 
tlte lion's shdl'c of added costs. 

Casting a show 1I 0 'f co~ts from 10 to 1 .5 ~; lIlo re than 
it did last Augus t ; seb , etc., cost ahou t 121/ ~ ~( more. 
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Trucking i~ III 0 r l..· expel):'i\"e, but h(m much lIIore isn't 
clear. "-ri t er~ get two to three percent more than last p'ar. 

COl11ed~ -, 'ariet\ ~how", which ent up talent ann sets, 
"how proportionalply bigger hudget hike" than \\ omen" 
da\time participation shows, for example. 

Quiz shows, which dt'ppnd Ipss on namp talent and la \, 
ishnp:"s or variet y of set", WNe not greatly aff<x, ted by thp 
o\'('rall hoost in production costs. TIl(' same is t rue for 
women's participation programs and Ot\INS which oepend 
on a permanent pnlCee or :"l11all pernulIlf'nt cast with mini
mum , 'ariety of sets. 

The basic reaS011 for the trend toward higher program 
costs is the eflort to illlProve program quality. 

There is .1 \' ery defillite tcndency for owners who han' 
had sets for a rear to grow more sele<'ti,'e in their tun ing. 
Chaotic experilllelltation i" 110 longer 11lf' way to t r) telev i· 
sion. Failure is too (·o"tl). 

All increases in the co~t of us ing televisioll m ust in thc 
pnd he ju~tified hy it:" sales e fft'Cti\'cncss. T he medium's 
,.u{'cesse,. haYf~ bcen malthed hy somp dramat ic fa ilures, 

Hut tIl(' r('sults of a rece nt ly completed N BC·Hofstra Col· 
It ge "tudy of TV salps effe<' th 'eness for packaged good s 
(gasolinc also in 'Iuded) made onp leading age ncy head 
observe that any 'nanufadurer would bc c razy to stay out 
of TY. 

Successful usprs of the lll('dium arp qui te preparcd for 
additional hoosts in production hudgets. Some of th e fac· 
lors which have worked to kepp these budgets down w ill 
change. End of the FCC frccze on new stat ions a nd exten· 
sion of the coaxial cahle ( thus cxtending intercollnec ted 
netwo rks) will po\\'('rfu"~ affpct the e nli re prog ra m co"t 
"tructure. 

A hig factor. to dale. in keeping costs in linc with TV's 
cfforts to fino it,.elf as an enlertainment and sell ing fo rce 
is cooperation of the unions. [ll many cases scales haw 
risen very litt le; in others they are still non ·existent. 1\1ost 
unions ha\'e been wise enough to rcalize the advantage to 
Ihem in helping television get into the hlack. 

Directors and ~eni(' designers have h ad a sli gh t wagp 
im'l'('a"e. \Vhat Iw" hpld til(' o\'('rall produc lion nut to thr 
fiw per('ellt o\('rall in('J'pase p~till1ated h) Ross R e/,orts is 
I he greatcr ('ffi('iPIH') of plant nJaIJaf!,Plllent and persolllwl. 
~ain('d through experience and l'xlwrilllentatiun. 

CH:-i, for pxam!)lp, Illadc sayings hy orgnnizing the sto r· 
agp of 5e,,", and props ill "uch n way as to facilitat(· th e ir 
rp-ll"'p. ))u \lollt dp\doped a sy"tPIll for stacking R'cDer) 
:--olllPwhat as film i" packed ill U (,a1llpnl fillll ho lder. ~tage

Il<lnd~ stnck all scts to 1)(' uSl'd ill a ~tw l io on a gi\ell da~. 
\\'hpn a pro~ralll i" (,Ild('d. thl') relllo\'(' the set j list used: 
and Iher(' J'('ady for the Il('xt "how is iiI(' 1l('l'es"ary ,,(·enpr~. 
This nllo\\'s 1111'111 to air l·llo 1(1 programs 1)(> lwepn 10:"1;:; 
a])(1 ,1. p.m., fi\'c days a \\('('k, in olle 41l x (10 studio. COI11' 
parahlp progf(~~~ has hC('1l ma(le hy otlwr network;;. 

,\~ the illlJlud of t('lpvi"ion is intensified hy thp il)('re<l"e 
ill TV homes. hy impro\'cd pro~rallling and ('0 I11I11('rcinl 
t(·('llIliqups, cost \\ ill rise' apu('('. S till , Ihen' tHe fadors thnl 
will ad to k('('p do\\ II Ih(' ('osl of rpaching ('ustonl('rs. 

'\ pro\Jnl,I(· (\t-\'c\o)lll H'nt i" nil inncasc in film progralll· 
illg of all typ('s. Ltl;;1 sumnH'r f('alllrp film:-- was one ('ale
l!on thai ('ontinll<'c\ to gI' l strong ral ings while ot II<' I' 
:- lJIIIIIH'r rpl'ln('clIII'l1t shows lost alJdi(·III·e~. (Tc le\'i"ioll 
fcailln' films is tIl(' suhjp('\ of an upcolllillg SI'Ol'\SOB Slud). I 

Fillll prog l'amillg »nlllils :-opon:,ors to amortii'.e produc. 
l io ll ('''"[,, h, )'I'-)lla~ int! I'ro~ rallls. 

I /lIN/ sf' /lIlll / 0 flagf' :)()I 
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nltA).A (60 min.) 
Averag e cost brea k·down for programs of t his t ype . 

Righ ts a nd Adapta tions 

Cast 

Sets, Props, Costumes 

Sound Effects, Recorded Music , Art. Film 

Producer 

Director 

10 Hours Came ra Rehearsa l 

15% Misc. Station Ove rhead 

15% Agency Commission 

Total 

lilU"S SIIO\\' (:i \\(·t"kl~· " :'0 min.) 

Aver.'! g e cost bre a k-dow n for pro gra ms of th is t ype 

Talent 

Producer 

Director 

W riter 

Sets and Props 
Film a nd Musical Effects 

5 H ours Camera Rohearsal 

15% Misc. ~ ta t io n Overh ead 

15% Ag ency Com mission 

Total (per week) 

$ I .oeO 
3,000 

2,500 

500 

500 

250 

2,250 

$10,000 
1,764 

$11,764 
2,07b 

$13 .840 

$ bOO 

300 

200 

250 

100 

300 

1,225 

$ 2,9 75 
525 

$ 3.500 
bl8 

$ 4, 11 8 



CO~IEI)"-\'j\nl.:T" (fiO min.) 

Average cost break-d own for programs of this type 

MC 
Talent 
Material 
Sets, Props, and Costumes 
Orchestra and A rrangements 
Producer 
Directors (musical, stage ) 
Choreogra phy 
8 Hours C amera Rehearsal 

15% Misc. Station Overhead 

15% Agency Commission 

Total 

Average cost break-down for program~ of th is type 

Script and Rights 

Cast 

Set and Props (Hundling) 

Prod ucer's Fee 

Director 

Music, Art, Sound and Film Effects 

6 Hours Camera Rehearsal 

15% Misc. Station Overhead 

15% Agency Commission 

Total 

$ 1,500 
3,000 
1,300 
2,500 
1,500 
1,001) 

600 
200 

1,800 

$13,400 
2,364 

$15 ,764 
2,781 

$18,545 

$ 1,000 

1,000 

750 

350 

200 

250 

1,350 

$ 4,900 
864 

$ 5,764 
1,017 

$ 6,781 

Average cost b rea k-down for programs of this type 

MC 
Permanent T c;lent 
Guest Talent 
Orchestra and Arnngements 
Producer 
Writers 
Sets and Props 
Director 
7 Hours Camera 

15% Station Overhead 

15 % Agency Commission 

Total 

Ave ra g e cost break-down for prograMs of this type 

MC 
Talent 
Producer 
M ercha ndiser 
Writers 
Props 
Directo r 
Music 
2 Hours Camera Rehearsal 

15% Misc. Station Overhead 

15% Agency Commission 

Total 

$ 2,000 
500 
750 

1,500 
350 
SOt) 

1,000 
200 

1,575 

$ 8,373 
1,477 

$ 9,852 
1,736 

$11,58 8 

500 
200 
300 
200 
300 
100 
200 
300 
450 

$ 2, 550 
450 

$ 3,000 
529 

$ 3, 529 



TWO RADIO ENTREPRENEURS, HAROLD COWAN AND RALPH WHITMO RE, ARE WHITTLING AWAY THE POST OFFICE DEFICI1 

Mail orders by the millions 
Usill~ Sl)ot radio, RlVC .~nterprises sold 

nlore thelll f; 1.000,000 worth of toy 

Dired mail u:-;ually Lrings 
III O I C: ta ngihlc r e:-ult~ thall 
a ll Y othcr forlll of <\(h erti", 

ill g. \\ 'h(,11 th is tilllc· hollorl'd technique 
i .. w('dd('d to radi o "elling. the re:, ult:, 
c a ll Iw I r lll ~ al\lazi ng. La 1(' ,..1 proo f of 
Illi .. i" prr )\ id ed I)) 11)(' 1('(' (' 111 salps hi ",
lor~ of \{C\\' En ler pr i,..es. o f 1.0';; 

\ IIg/' I(' ''' . 
I{ C\\ ' :-old S()()O.()OO worth of 10' 

k tl loon kits ( 41 1 SI (' <11"11 I in a :-i llgll' 
r~ldi() (·alllJ>.lIg ll whil'h 1H'~ all ill the 
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balloons ill cl Illclil offt.·r call1pCl-i~n 

IIliddl(~ of la:-t 0:m-clllher and COII

tilllled to ll1irl-Dec<'l11her. The olltlay 
for tillle was about $2's0,000. Pro
grams were bou~ht 011 ahout .tOO sla
tiolls ill \!lore thall IO() JIlarket"" 

H(W rc'c(' i\-cd the balloon pitdl in 
\l a rc ll on 'sO sta tion s. inrilluing the 
Al oha Xelwork ill IInwaii . Tlw calll 
pai !! lI . whi('h will rlln thrOIl!!h :\Iay. 
Iras Iw(' n sellill !! ;111 an' rage of $20.000 
worth of halloons wcekh·. at a tilll c 
("O .~ t of abollt $7500. 

The HC\\' firlll is a four-way part
nership of two \X'cst Coast a~ellcy men, 
lIarold Cowall and Halph \Vhillllorc, 
and Don and Milt Hosc. Cowan and 
Whitlllore formed the a~ency of that 
name LIst AII ~us t 10 spec ialize ill di· 
r('(' t mail . e1ling by radio. Cowan got 
hi s hasic trainill!! ill th e field whilc 
workillg for Trilll-Z, a $'s "redllcC'r 
I'<lcka:re." Wlritrnorc had done ~illli
lar ('ho r( 's on hchalf of th<' " )1as:'l
hook." a grahha~ of coupon!", pa~st:'~ 
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and cu t·price amusement tickets, and 
also had merchandised Talking Toy" 
on the air. 

Since teaming up with the Ho~e 
brothers in RCW Enterpriscs, Cowan 
and Whitmore have sold, by radio 
direct mail, impressive quantities of 
cosmetics, perfumes, and varied novel. 
ties, in addition to balloons. The part· 
ncrs haxe drawn from this expcrience 
a list of principles they consider c~· 
sential for successful direct mail sell· 
ing on the air. These may be ~um· 
marized thus: 

1. ) I tems priced at even dollars, 
,,-jth no odtl cents. make for easie~t 
sales. Hesults diminish as the price 
1l1c reases. 

2. ) The prod uct ad ,'ertised must 
not only be an "attractive" buy; it 
must be one that can be described ef· 
fectively in the limited time of a radio 
commercial. 

3.) Although C.O.D. offers pull a 
heavier response than cash·in·the·mail 
pitches, HCW has found the latter ap· 
proach to he more profitable in the 
final accounting. 

4.) A money·back gua rantee should 
be made a part of cvery campaign
and should be strictly adhered to. 
(RCW's returns of merchandise have 
amounted to only one·half of one per· 
cent of sales,) 

5.) Merchandise should be deliv· 
ered to the purchaser not more than 
two weeks after he mails his order. 
This el iminates needless correspon· 
dell('e to answer inquiries, which can 
become a sizeable expense in volume. 

0. ) All time should be bought at 
card rate~. 

7.) Commcrcials should be tested 
carefull y to achieve the most effecti,'e 
phra~eology before sending them out 
to statiolls. Regional variations in 
idiom should be authorized where 
ne<'essary. 

8.) "Keep on top of results," the 
RCW partners advi~e. "\':'hen a ~ta· 
tion costs more per sales retu rn than 
it should , and no better programs are 
avai lable, it should be dropped imme· 
diately. according to the RCW the· 
ory. Stati ons used by RCW wire a run· 
dOW'll of the week's results to the agen· 
cy each Friday. " Doubtful" ones are 
asked to wire daily. The agcncy spcnds 
$2,000 in phone tolls each month 
checki ng on results and buying time 
"at the strategic time and place: ' 

9. ) 1'\0 ceil ing should he set on 
sales by an individual station. RCW 
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Bob sold balloons, but loc al announcem ents proved more profita ble than net buy 

found that whcn a station has pulltd 
exceptional results, buying all the ad· 
ditional time available pays off hand· 
somely. 

The importance of getting the mer· 
chandis(> to the purchaser promptly is 
undersco red by HC\V's experience in 
the initial balloon campaign. Because 
the orders went first to the local sta· 
tion and then to HCW in Ca lifornia. 
too often it was lllallY weeks hefore th (> 
balloons finall y reached the huyer. 
Meanwhile the stations bore the brunt 
of complaints from fidgety customers 
who saw the Yule approaching fas t 
and no balloons in sight. 

The Illoral of this. of course. is that 
in casps where such' delays a;e inevi· 
table, the listeners should' be told just 
that in the original announcement. 

.\luch needless wear and tear on cus· 
tomers and station..; alike can thus he 
avoitled. 

A further step toward keeping the 
c ustomers happy is suggestetl by a New 
York station illcluded in the first bal· 
loon campaign. The local stations are 
in a better pO!'-itioll for answering in· 
quiries or complaints about non-deli," 
cry if the mail·order firm keeps them 
supplicd with name and address Jist" 
of purchasprs indicating which orders 
have been filled by a given date. 

In the halloon ('ampaign last Chris t. 
mas, RC"\,:7 re~trictpd its program huys 
to 10 or 15·millut(> s(>gments of disk 
jo('key :;hows and other rffordpd mu· 
sic programs. Their strategy was 
"ound: a sales pitch for an unfamiliar 

(Pleasi' tllrn to page GG) 

J"ine ncn' rules 60.' mnil-o.,.ter rndio 

1. Fix price at even dollars, with no odd cents. 

2. Product must be an "attractive" buy, easily described. 

3. C.O.D. oilers pull better, but cash·in·mail is more prolitable in 
long run. 

4. Make a money-back guarantee and live up to ,t. 

S. Fill orders within two weeks 01 receipt. 

6. Buy all time at card rates. 

7. Phrasing 01 commercials should be pre-tested with care. 

8. Keep a close che::k on each station's results. 

9. Don't hesitate to buy more time segments il a station is "hot." 
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Telepllone coincidental measurements have the advantage of 
speedy reports at relatively low cost, but the sample, being 
restricted to telephone homes, is biased; data is limited 

The personal interview can yield more information than other 
systems, but is the most expensive way to collect it, Sources 
of error lie in dependence on the respondent's memory 

Is Hooper shortchanging radio ~ 
Ijsten ill ~ in '1'V IIHlrkets s lunvs lip t';lr better in inte.e"'ie\\' 

;Ind electron ie-device s tud ies tlHln in tele.lIu:nu· sur,,'eys 

\ohOlh \\ill dl'II) tlrat tt'le· 
\ ' i~j()II, tIl(' IIIl'\t:'oric /I1{'di· 

II Ill. i~ ('uttillg h('<1\ ih illto the avail· 
"hk (ludit'I/('I' ... \\Iwtlwr it I)e th, ' 
li~t(,lIjng audiellc('. r('a£!illl! alldi{,lw{'. 
1II00'i('.go('rs. or ('ard pla~ ('r". 

Tire (Jlre5tioll i~: ho\\ IIII1('lr alld ho\\ 
f:lst? 

Ilooper ~,I\ s that the trall5itioll is ~o 
fd"t that totla) ill Philad{'lphia. Balti· 
IIIOJ'(', \p\\ York. ,lIId \Va"hilll!toll e\,p· 

I, ill/! '1'\ \ i('\\ ill/! ('(111 ju~t abollt lIIalch 
rddio li~lellill t! hour for lrolH. 

But othl'l' <Iudi('IH'P n'''("lrd/('r" ('sli, 
nlall' that Iloop('/' i~ oLlt"l)(,pdilll! tit.· 
fad~ h) ,I "id(' lII,ng ill. 

Ih. ",~dll(,) \{o5Io\\ of 1'1I1~(' (J'('dit~ 

I,- dio \\ ith ( ).J . .')',. '1'\ with :14..')'; of 
11/(: li~II'lIill g;\ if'" ill g dllrill g \larch · 
\ pril 11);')0 ill \( ' W ) or)... 

.1 ,/111('" ",(,ill')' of \IIIPricall \{I's('ardl 
Bun·au. ill a ~ tl\(h IlIad(, for SI'O:\~()H 

;1" of I \lm I ():)!). I'f(·dit~ radio with 
()I.:{',. '1'\ \\ ilh :~2 .I '; of tl/(' li"t f' II' 
illf! / \ il'\\in ~ ill III I' fin" ('ol"I" \\'a"lr. 
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ilJgton \ktropolitllll Ar('a. 
Albert Sindlill3('r of Ibdox rOllghl~ 

p"tirnat{'~, on the ha<;is of fillding~ ear· 
li('r this ~ I'ar. that ill Philadelphia ra· 
dio get'"' ()g' ;. TY :t2'; . 

The tplllpP,",1 creat('d In the lIoop{'r 
filldings alld the ('oull tprchliIll5. lIIall\ 
II) ilHlh idual statiolls, ka\6 ad\t'r li~. 
!'f" in all ('\'allwting quandar). \\ 'hat 
an' tIlt:' lad,,? 5dl('dulp5, larg{' alld 
"lIIall. IWllg ill tI\(' halancl'. 

To arri\ (' at all ('\ alllalioll. ~I'()\"()I{ 

Ita'"' ('ardul" IlJar~hall('d <lyailabl(, ill' 
forlllatioll. ('oll"ultcd all ~(,~IIJ('II15 of 
tl\(' illdll~I/'\. This i .... Sl'o'\SOH ' S allah "i.;. 

T\\ 0 illlwr('lIt \\('akll{,s~(':" III Ihe 
Hooper kclllliqllf' ('1'(',11(' :J ('ollsidera-
1,]1' I)ia~ ill f,1\ or of '1'\ . 

J. 'I'll(' IN' of th(' klcplwlw (\\ lrich 
hi" ('oilwidelll,d S\ .;telll d('I'(,lId~ Oil ) 

<\lItOlllatil'ah ('olor~ all\ slln (') of '1'\ 
li~t('lIill p. ill IWllws. \\ ' II\? B('('au~n 

Tv <;('t 0\\ Il('r~hil' I" Sllb~t<llltialh 

I!rcat{'r at thi~ tilll(' ill t(,ll'phoIH' hOIl\('" 
IIr;11I IIOII.tl'l('l'llOlH' hOIlI(''', Thi~ \\{'ak· 

11t'~~ ha~ 1)('1'11 ('ull"idl'rahl) puhlicil.t:'o 
of latc. 

2. TIl(> lIoopt'r t{'d1\lique underrate:. 
tl\(' amoullt of li"\('lIilll! actually l!oin~ 
011 within th(, h01\le. Per:o;onal listt'll' 
inl! \\ ithin the IWHW (Oil persollal s{'t.; 
ill thl' kitdwlI , den, Iwdroolll, hath· 
1'00111, worbllOp) i" f'xpallding, yet tlw 
tell'pllOl1 (, rc"polldt'llt i~ fr{'qllf'lltly tIl(' 
per~()n not listellillg, alld una\\'ar{' of 
the li"tl'lIilll! that's goinl! 011. What 
gill',", Ollto thl' Ilooper ('('('onl i". in 311 

era of persollal listellillg. oftell at \"Hi· 

al1(,{, \\ itlr the fal't". The \\ hok suh· 
je('t of p('f,;ollal ]j"tl'ning is in urg('llt 
lleed of illumination. The findinl!" Ill:'!\ 

prt' ,",l'nt :J nlllch ro~ier ('onel'pt of radio 
li stenillg today. Thi" \\eaknl's<; ha<; rp· 
{'{'in'£! littl., puhli('it~. 

:~. \ot incorporat('rI i llt( Ihe Cit\' 
Ilooperating~ i~ all\ Ihing 0n ou t·of· 
hUIll!' listelling. A \'1I1 ~(' stud) 1II,}(k 
1II '{,H' York SIIO\\('d thi" to 1)(' l el' ; 
a" gn'a t :J~ ill·hollle li"tpllillg. IlIIa~· 
ille tIl(' Chicago TrihuTle failing to tal· 
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Diar!l 

o 0 o 

Diary technique costs more than coincidental, but can yield 
so much more information (audie nce flow, composition, etc.) 
t hat cost per unit of data is lower than any other system 

A meter system can be used with a fixed true sample, lends 
itself to national or local report. It yields listening-viewing 
data similar to diary data, Ciln't tell age, marital status, etc. 

I) its stree tcar and elevated-train rl'ad· 
ersh ip! 

4. The Hooper ea lls are restrieted to 
th e 6"e-<:ellt zone. This ClJt~ out suh
urha n audil'lIces which are an impor
tant part of the picture in each ci ty 
area. 

These wea knesses aren't exe lusi\'l~ I~ 
Hooper's; far from it. But as the top 
auth ori ty for audience measurements 
in most large TV markets, the Hooper
atings get the spotli ght. And, as SPON

SOH sees it, are found rnost wanting. 
One faetor that impressed SPOl\SOR 

as it ill\ e::; tiga ted several leading audi
ence measu re\llents was tha t the tele· 
phone as an instrume nt of survey. 
while easiest and most economical, i~ 

curren tl y (as employed by II ooper) at 
a disadvantage against th e greater defi-
1Iition and beller sample selecti ons of 
interview and diary st udi es and e1l'e
trollie systems. Perhaps mathematical 
adjustlllell t.., will Le made. improved 

qlIe~ti()lIillg IIwtl1Od:-; devised to ('0/11-

ppnsate for th e :-;hort('omings. \J ayl,e 
hasie diary stud ies will he tacked onto 
th e Hoopl'ratillgs. Certain ly Hooper 
won't stop trying. 

For todu) 's evaluation of what's hap
pening to radio listellillg in TV mar· 
kets one fad stands out: three diary 
and electronie sp.Lems ( A lIIerica n He
search \3ureau , Pulse, Hadox ) sho\\ 
fairly consistent pictures in sonw east
ern eltll's. j\ t this writing it worh 
out. roug.hly, to about 70','{ radio, 
30 /,; , TV. The IIooperatings in four 
of these ci ties sho\\ all approximately 
50-SO break (see chart). 

Who's right? 
To make mailers c, ell 1I10re eonfu s

iug Pulse findings (based on an ill
terview teehnique) actually reyeal 
1110re listl'ning to some stati ons in 19.50 
than in any previous year since Pulse 
began in 1942. WNE\V. New York ; 
WEEI , \30:o:tOIl: \'\' \\'))c. \\'a"hingtoIl; 

\\ 'OR. \"ew York. all baye pointed 
proudl), within the past month. to peak 
ratinp:s. April Puis£' figures for W()\'. 
\('w York. sho\\ a :{9(/r audienee hikc 
011 wcekda) P\enill~s oyc r last April. 

HaltinlOre radio ~tation~. puzzled 
and dismayed at the Hooperating: ('on
elusion that "i e ~,in g aln'ady ex('eed~ 

li:"tening ill th eir eit'", are reported to 
have cance lled the Hoopcratillg sen ice 
and subscriLed. ,-irtually en masse, to 
the Alllerican Hesearch Bureuu dian 
study. COIllJ11entinp: on the bias of ~I 
te lephone eva luatiun alol1t'. J illl Seiler, 
director of A l{\3. pointed out that in 
Baltimore (,0 out of even 100 tele
phone hOllle~ ha,-e t('levi~ion sets a:, 
eompared to the all-home" a,-erage of 
35 in eve ry 100. Fifty-eight percen t 
of Baltimore homt's are telephone
eq uipped. 

Some stations puhlicize tlwir gain~ 
with a briekbat at Hooper. 

I P1cas(' 111m 10 page ()I)) 

CITY HOOPER 
(phone) 

PULSE 
(interview) 

RA DOX 
(electronic) 

A. RESEARCH BUREAU 
(diary) 

Radio TV Radio I TV Rad io TV Ra dio TV 
- - ---- - -

New York 50.9% 49.1 % 6 5.5% 34.5 % 
I - - --- - -

I Boston 59% 41 % 74 .1% 25.9% 
-

Phi ladelph ia 52.4% 47 .6% 61.6 % 38.4% 68% ' * 32% ' * 
-

Washing ton 53.8 % 46.2% 70.2% 29.8 % 67.3% 32.7 % 
-- - -

Bal timore 48 .4 % 51.6 % 

-Figures are for evening hours. 
"Estimate. 
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~AXWEll 
HOUSE .,,. ,.; ~ 

SMILES REFLECT THE ENTHUSIASM OF COFf·H MEN FOR REALISM OF REGIONAL "AIRLI FT" DEA LER-STIMULATION CAM PAIGN 

Operation Maxwell House 

Il ow do YUU (,lire are

:::donal ~alc'" :-l ulHp ? 
ClifT Davis, (;eneral foods district 

, alc's lllalJa~er in :)c-all lf'. Wa"Ir. , askl'd 

himself that '1uc' stiolJ last fall. "Fin.,1. 

I' ve got to hypo my ~all's people," he 

... aid, likp lllallY another district mall

a g('r Iwforl' hilll. But fcw ha,·c cOllie 

up witlr all aIlS\\"(')" as full of showmalJ

, llip and s parkle·. 
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If radio can make hou~('wi\"e~ IIIo , e 

\laxwell 1 (oww ofT retail ~ hel\"('~, <1:; it 

Ira~ O\('r the )e<1r~, Dari s fi g ured. why 

1I0t u~(' it tn Iwlp ~timulate the Max
\lc'lI ]Iou:"e field force in thei r joh of 

jacking lip di~tril)\ltj on to dealer~ ? 

Davi s sk d ched out a plan and shot 

it into l\laxwell Iiouse Divj"ion head

quarkrs at CC'IIf'ral roods in New 

York. IIc' propo~ed a thrt'e-\I('c,k ca lll-

pai g ll of daily ~pots on KJ H, Seattle. 

an ABC outlet, supplelllenkd by net

work ("ut·ins on the cns and .;\IHC 

:;ieatlle outlets. KmO and KO~10. 
5alesll1(,1l would ca rry out all intell

sified schedule of calls on e,·ery retail 

ou tlet in the district. 

But tIl(' ff'al gimmick wa:" in the 

~a l('s Illeeting Davis ou tl illed to kick 

ofT the hig pu~lr. It was to be kept a 
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~e<:ret from all but the Maxwell House how to lick it. 
top command until it actually got un
der way. 

~l axwell House promotions are paid 
for out of a special Maxwell Ilouse 
ad-fund_ Any district manager may he 
assigned, or mar himself propose, a 
special promotion to Maxwell House 
Coffee ad manager James Delafield in 
~ew York. Delafield okayed Davis' 
plan for the proposed campaign. 

Taking his cue from the news of the 
day, Davis came up with the "ai rlift" 
motif. He outlined his ideas to ~lait

land Jordan, KJIrs national sales man
ager, himself a very handy lIlaIl with 
an idea. Jordan dreamed up a series 
of realistic props and suggested that he 
and several other KJ R staffers put on 
the show, using station facilities. 

The theme was simple: a coffee 
shortage in the area. And a :\laxwell 
House airlift operation would relieve it. 
Jordan persuaded local airline officials 
to lend him valuable models - preci
sion jobs built to scale- of planes 
which he moun ted in the KJR studios 
assigned for the kick-off meeting. 
Western Airlines permitted him to u~e 
a four-motored passenger liner for 
photographs showing Maxwell House 
men loading cases of l\UI. coffpp' for 
the famished district. 

On Saturday, 29 Octoher, .I.\laxwell 
House salesmen took their plaC'es in 
KJR's Studio C and wondered just 
what was coming. "Coffee" music 
greeted them from studio speakers as 
they took their seats- "Lot of Coffee 
in Brazil," "I Love Coffee," etc. 

Suddenly a newshoy hurst into the 
room with "extra" copies of the Seattle 
Times bearing streamer headlines an
nouncing the "Big Coffee Blockade" 
of the Seattle-Tacoma area. The radio 
annou1lced that the regular program 
was being intprrupted for a special 
npwscast. Bob Ferris. popular KJR 
npW5caster. interviewed the presidents 
of several \\' estern co ffee companies 
(i maginary ) . What could they do 
about the coffee shortage? ::\'othing. 

Ferris then brought "Genera}" Cliff 
Davis to the mike. Ah! Here was a 
differe1lt story. Certainly l\laxwf'll 
House would do something ahout thp 
hlockade. He was, in fact, just on llis 
way to a staff meetin g to decide just 

I . Salesmen get papers announcing coffee 
"blockade" of t he Seattle-Tacoma region 

2 . They are sworn in as pilots in coffee" air
lift" by "General" Davis (man wearing hat) 

Davis tlH'1I proc{'eded into the studio 
where the salesmen il<ul hpen joined 
hy James Delafield, l\laxwpll House ad
managpr from New York, and "Esty" 
Stowpll, ~Iaxwell House account execu
tive from Benton &. Bowles. 

Davis called for volunteers to man a 
special airlift to break the coffee block
ade. As each salesman volunteered, he 
was presented with a pair of flying 
goggles and a helmet. He promised 
to do hi s utmost. and was sworn in. 

Newscaster Ferris then inteniewed 
each pilot Oil his specific assignment 
and how he expected to carry it out. 
The local General Foods "pi lot"-sa les
men, augmented by a specially trailled 
Maxwell 1I0u~e crew from ~Iilwaukee, 
spoke up with en thusiasm. "General" 
Davis ' foret's wPre in thp spirit of the 
project. 

Thf'n "S{'\'eIH.tar General" Delafield 
faced the men. Here wa~ no phony 
enthusiasm. '\0 faked ~mile. In fact 
the ad-manager ~eellled to be under
playing it alm()~t too much. His wry 
smile rather !'up:g('!'ted had news. 

And it wa~. 

The opf'ration had to he restricted 
to the imlllediate S('a ttlp-Tacoll1a areas. 
He had triNI to the l a~t minute to find 
a wa~' out, hut the ~teel shortage had 
resultpd in such a shortage of Maxwell 
House containers the), couldn't afford 
to risk the certain increase of l\Iaxwell 
Hou~e hu~ ing throughout the district 
and he caught ~ho rt. ullable to ship in 
elloup:h coffee to cover th e demand. 
(The Seattle district includes Washing
ton. most of Oregon, parts of ::\lontana 
and I daho, and Alaska.) 

In the limited !'ector til{' compaign 
was waged fi(' rcely. 

Was it successful? 
"General" ClifT Da\is issued the fol

lowing communique on results of the 
~eattle-Tacoma Maxwell House "lift"': 

"H 1(;11 LY ~l'r.CESSFUL FHO:\1 SALES 

STA1\DPOI;\TT ... L:"IQL' E :\IA:":"EH 1:\ 

WIIICH (;A1\(I'AI(;1\ \VAS PHESE;\'TED TO 

ol'n SPECIAL SALES1\lE;\, TIIROL'GII CO

OI'ERATIO;\' OF KJH. SEATTLE, RESPLT ED 

IN UNU UAL E!'IT HUSIAS:\( WHI CH WE 

BELIEVE :\J..\DF. Til F. FI;\'E SALES HESULTS 

POSSII3LE:' * * * 

:I. Briefing: "Men, do your duty for Maxwell 
House." Speech was put in military terms 

4. Ready to go out and deliver the goods, 
salesmen pose in pilot hats. Note goggles 
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IN-PERSON visit by Bobby and gang sparked Wilkes-Barre , Pa. sales 40,000 KIDS swa mped wo rld 's bigge st store to g reet " C owboy Kid " this Marc 

Not sponsored · but big business 
110'" lllutuuPs nobby nenson sells 40 products 

in eurlo ... l lots without benefit of .,,','ertiser 

!\ lac) -s l\' {'w York. "the 
world':- larg{'st sto rf'," is 
a('('II~to\lled to op<'ra tillg in 

a laq~f' ,,'ay. Bul {, \'Cll o\'ersiz{'d :\la
(,r's was howlcd on?1" hy th{' ('\"ellts o f 
'l 'larch, I>{'tter knc)\\ n as " ;\lad ~at· 

Imlay." -'lor{' than W.nnn kids ('Oll
\'('rgf'd on til{' store' likf' 1000 u,;ts 011 a 
Kansas "lw<1t field. By th e tim{' th{' 
invasion was {'I>hing and ~1acy's had 
('ollf'('tf'd its WOIIIHle'd. an ('ntir{' n{'w 
linc qf 1I1f'f('handi!'f' had been pi('k{'d 
dcan. 

Prin('ipal ador in tha t now-hi~toric 
llIoh !,,('£'nf' \\'a~ radio-!' n{',,'e~t and hot· 
te~t j uH'niJe' ltero. BohlH' BCII:,nn. star 
of \Iutual\- 1J-lJar- f) Nid('rs. Tlw shc)\\' 
has c,'crythill;! a top-rated kicl's sho\\' 
sllOlIld lIa\'('- ('X( '('pt a SPOII"Or. This. 
of co ursc , is uSllally a fatal sl1ort('olll' 
mg. Bllt lIot with II-liar·!) Ridcr5. 
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Thanks tu a unique lllcrch andisi ng ti c
in plan d cvelopcd I)y tl\{' IIcl\"ork, the 

"ho\\ ha s turned into a gold minc for 
SOIllC '-10 manufac tllrers and morc than 
1()O leading retail s tores. And for :\lu, 
tual ibc lf. whic h ('olkds th c lioll 's 
sharc of ro ya lti cs- a ra thel' h cartening 
amo llnt '\\ hen matchcd against tile' d('ad 
loss nOl'mall\' a('crllcd h \ a sus tainc r. 

From l\Iarch . ,,,hcn th (' mcrc handis· 
ing campaign ,,'as op{'ncd \"ith thc 
\Tan prolllotion, to :\Ia \' the magic of 
t h{' Bohhy Bcnson nall]{, has so ld 1I\0re 
than S:'H)O.OOO worth of clothing, ton,. 
an d ac('cssories, Thc product li ~ t in 
dlldcs t iC's. s ll ~I)(, I\(I C'rs, belt s. ha ts, T 
::;h irts. pajamas. \\'es tC'rIl shirts. s\\'f'at · 
crs, swimming trllnk~. frontier trolls{'rs, 
h olstc r scts, phollograph \'('('ords, com

ic Iwoh, to~' films. g lon ·s, ja('k{'ts. 
plu\s lIit s. hosi('n, girl< clothing, dolk 

lamps. ('hap~. S il O" su its. bi('~('h's, and 
ot he r mi ~ '('11 a 1I('()t1~ i te lll!'. 

111 addition to thf' t:'ntir{' \l at') ('h!lin. 
thc Bohhy B{'\1son lill£' is stocked by 
surh s tor('s as Bullock's and The \ lay 
Co .. Los An gelc,;: Dallicl &. fisch cr. 
J) (' I\\' ('f; Bro " n.TllOmpso lI, Hart ford ; 
Da\idson · PaxolI. Atlanta: ;\Iarshall 
Field alld Carsoll Pirie S('ott , Chicago; 
i\1aisoll Hlan('hc, l\"c\\' Orleans; Fil
(,I}(,·S. Bo:,ton: ~"'hnncman 'so Sl. Paul; 
1 OI1(,S ~ t o]'(·s . Kan sas City, '[0.; ~t{'i frl 
Bros .. Albany. ;'\. Y .: ;\1cCurch &: Co. 
and Sihl('y ·s . Hod]{'ster. ", Y.: 1. B. 
Ja\ (') &: Co., Cha d oll C', Polsky's. Ak-
1'011 : .I 01111 ShiJlito Co.. Cillcinnati: 
;\Ia\ Co .. U C\'cland ; Ilallihurton·:;. Ok
lahoma City; Spcare Bros .. Chester. 
I'a.: B1al\lH'r 's, Gimlwls, Li t Brotlwl's. 
and 10hn \"anamaker. Ph iladclphia: 
Kaufman's. P iltshllrgh: P omcroy's 

SPONSOR 



OVE RFLOW crowd at Macy's bought out th e e ntire Bobby Benson merchandise stock 

\\ ' ilkes- Barre; i\eilllall-Mareu:", Dallas; 
Thalheimer's, Hichmund; Garfi nckel\, 
\'-ashington ; Boston Stort'. Milwaukee. 

The merehand ising phast:· of the 
Bobhy Benson show i~ still :"0 rffent 
that detailed breakdown s an' not yet 
available. Howewr. initial report!' 
from stores in all sections of the coun
try indicate that the small set has taken 
to B-Bar-B products with a zeal that 
only the young call generate. One 
large store recently placed a $90.000 
order for a varied list of BBB mer· 
chandise. Another major store in the 
East has ordered $12.000 worth of 
BBB playsuits alone. The official BBB 
shirt licensee has estimated that his 
sales this) ea r will reach the $2.000.
non mark . 

It's 110 longer Ilew~ that "b) -pnHI
uef ' promotion!" tied in with j lI\ enile 
radio ::-ho\\'s can he reall~ big busines,.; . 
Programs li ke Cisco Kid. LOlle Rallf!.I'r. 
Ro), Ro~crs, Straight Ar/"O/{·, Celie ;l,,
try and 1/0pa/oTlg Cassidy sell all enor
mous quantity of relatl'd Jlwre lwll
di:,;e (J\'er the year!". But until ;\IlIt1l31 
gave the Bohhy Benson merchandi:,,
ing pial! the nod a li ttle O\'er two 
month~ ago-possihl) with some Illi!"
givings- an ulI ~pon :"ll)red show had t'\ ' 

identl y lIever been thought of a,.. a 
moneymaker. 

Actually. BoLh) Benson isn't a new 
show at all. The program was origi
nated Laek in 19:~2 hy I1 erhert C. 
Hice, who is now production malwi-!-i.'1 

( Pleas(' tum to page 52) 

B o hh" Be,uotl products "lid Ii{eetlsees 
TIES. BRACES . BELTS 
HATS 
T·SHIRTS. KNIT PAJAMAS 
WESTERN SHIRTS. BROADCLOTH PAJAMAS 
SWEATERS 
SWEATSHIRTS, SWIM TRUNKS 
FRONTIER TROUSERS 
HOLSTER SETS 
RECOROS 
COMIC BOOK 
COLORING BOOK 
TOY FILMS 
BICYCLES 
LEATHER JACKETS 
SINGING LARIAT. PARACHUTE 
CUFF ANO TIE HOLOER S ETS 
GLOV ES 
JACKETS, WASH SUITS, OUTER WEA R 
CHILOREN'S HOSIERY 
GIRLS' JACKETS, BLOUSES, SKIRTS 
GIRLS' PAJAMAS 
LAMPS 
PLAY CLOTHES. VESTS, CHAPS 
BOYS ' ANO GIRLS' DUNGAREES 
BOBBY BENSON DOLL, AMIGO , 

THE PALOMINO HORSE OOL L 
SNOW SUITS, STORM COATS 

O. H . Neumann Co., In t .. 11 07 Broad way, NYC 
Miller Br .... Hat Co., 76.3 Broadway, NYC 
Alli son MIg. Corp .• 350 Fifth Ave .. NY C 
Jets, Int., 1150 Broadway, NYC 
Pitkwltk Knitting Mills, Int .. 39 W . 29th St., NY C 
Adams T ex tile Co., 1182 Broadway, NYC 
Lehigh Trou sers Co., Wilk es· Barre, Pa. 
Yal o Belt Corp., 183 Wooster St., NY C 
Oetta Retords, Int., 50 W . 57th St .. NYC 
Mag""ine Ent.rprises. Int., II Park Plate, NYC 
W hitman Publishing Co., Ratin., Wi s. 
F illum Fun. Int., 409 E. 107th St .. NYC 
Chain Bik e Corp . , II Broadway, Brooklyn , N.Y. 
Reliable Sportswear Co., 1239 Broadw~y. N YC 
Spotswood MIg. Co. , LeXington, Ky . 
N. Atlas Co., 49 W . 27th St .• NYC 
No!an Glove Co., 425 FO'Jrth Ave. , NYC 
Rega l Sturdy Togs, Int ., 1270 Broadway, NY C 
lopspun Hoslory Co .. In t . • 40 W . 33rd St., NYC 
Lou Benson, 28 W . 15th St .. NYC 
Sleep·Easo Pajama Co., 118 Madison Ave., NYC 
Arl stotratit Lamp Co. , 620 Broadway. NY C 
Seneta Mfg. Co .. 1107 Broadway. NYC 
Bergman Mfg . Co., 309·1 1 Elm St .. Clntlnnati, O. 
Juro Novelty Co .. 12 W . 18th St .. NYC 

Kute Klddi es Coats. Int .. 131 W . 35th St .. NYC 

Newspaper display ads bad Bobby 's local appearances 

Th .. Nho,,' ""nr'~ n. lo::m o·,.lo,.k "harp! 

('om .. fIj.ral~h. '0 .hf' four.h floor roof! 

1140 f>arl~' for .. bolt'f> of HC'a.~! 

Vow'lI "fOe a "Sln Jlln.c Larla'-: 

He's here I~y! Bobby Benso~. pooul~, Mul",,: Ne'wcr~ 
,10' o~ WLEE. He,' h, m ,i"q o'ov '''e h~''''onic~ 
lee him do m~q;c ' ,·d~. The old cewhe"d "W"co" 

v·'11 be mo ,ter cf c,".~ ... o~ c ,. ~ "d 0 1 COU'$e " W ,"dy" 
\Vl! t('~ ""··1 be ~er~ +~ ' c ! ~:~ ,~ U t~It' " •. • 

throw;" it • • '~ ~C"""'"('~'" ... , t:;'" tL.o ', de ff'~ 

" Qf~ltt "Cw !!,j btl he ~ t' c"",, , 
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OWN TICKET" ON WB VA 
Budget problem in the rich Virginia market? Take it easy, because WRVA 

makes it so easy for you. 

You can write your own ticket on this 50,OOO-watt station because 

WRVA takes that extra step! Now, for little more than the cost of an 

announcement, you may participate in well-established, well-promoted and 

well-merchandised programs . .. all the benefits of top-notch programming 

and personalities . .. at a fraction of the normal cost. 

This new plan is as flexible as Gertie's garter and one of these great 

shows is a "natural" for you: 

OlD DOMINION "RN D'NCE 
Monday thru Friday, 9:00-10:00 
am. and 3:30-4:30 pm. Designed 
for high ratings and general 
listening. Features • CBS network 
commercial stars on a local basis. 
*(Brock Bar Ranch, CBS, Satur
days 7:00-7:30 pm.). 

GR'DY COlE TIME 
Monday thru Saturday, 5:00-
6:00 am. Designed especially 
for rural audience and features 
fabulous Grady Cole. (Combina
tion purchase with WBT, Char
lotte, N. G.) 

C'llING 'll COONS 
Saturdays, 10:00-10:30 am. Audi
ence participation quiz show 
broadcast from WRVA Theatre 
(average audience of 800). Radio 
show is part of two-hour entertain
ment. Product displays; samples 
distributed; with retail grocer mer
chandising plan; actual product 
demonstrations. Buy it weekly, bi
weekly, or once a month. 

HOOSEWIVES PROTECTIVE lE'GOE 
Monday thru Saturday, 5:00-5:30 
pm. Features Mark Evans and is 
designed primarily for food and 
household products. 

50,000 WATTS • RICHMOND AND NORFOLK, VA. • REPRESENTED BY RADIO SALES 



bs 

I 
4ble~ 

-

- .. 
iF' •• ~_ , 

RADIO MIKE IS REGULAR FIXTURE WHEN CANDIDATES TAKE STUMP. ONE ABOVE HELPED ELECT NEW ORLEANS MAYOR 

How to "sell" a candidate 
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Art· ~rOIl IIs ill l! the a ir to 1)lIt tnrer YOllr politie:ll ttalllpai;!11 a s 

1. Sell yourself with the help of broadcost odvertising experts. 

2. "Get ott thot soapbox"-too mony speeches meons too little listening. 

3. Soturote pre-election oir with announcements, not speeches. 

4. "Gimmicks" get attention; most ore inexpensive. 

5. When speeches are mode, mojor condidotes should give them. 

6. Put showmonship into four progroms. 

Abraham Linco ln bt.-'('Hme 
I'rc~ide"t in 1860 with the 

help of 8100.000 from the Hepublican 
\'ational COlllmittce. By contrast , lotal 
reported ~pl'nding riming 1948 politi
cal campaigns excceded S25.000.000. 
with llIillion!" of unreported dollars 
:-welling the total. 

Are Ih('~e political dollars heillg 
~p('nl Oil tllf' air? ,\re thf'~ hein~ ~pent 
\\ i~('I~ Oil the air? 

The answ(,r to thl' fir:-t que~tioJl i,; 
~ t'!"; to thc s('('onrl. no. 

Top-flight a(h' i~ers tu the l\Iajor 
partif'!" need no !"clIing on rarlio. ~l ore 

SPONSOR 



Family drama series told the 1949 Republican story over Phill y's WFIL-TV This broom wa s "trademark" on Philly Democratic TV programs 

than 5lV~ 0 f all Demueratic \ at ional 
COlllmittee mone) "ent into radio in 
1 948- prohahly O\'er S800,OOO. Thi~ 
was only one of man) Demoerati(' ('0111-

millees. In Xpw Yo rk's rpce nt i'pnu

torial and mayoralty contests. c\osp to 
$200,000 was i'pent 011 radio time: 

S6.000 on TV. 

Bu t generally thp air is not bping 
used to hest adyantage. :\Ian)' candi
dates merely takc their soapboxes with 
them into the stud io. On the other 
hand, a nationwide SPO;liSOR sune) 

found good radio tl,<' hniques heing 
used by some politica l figures ; found 
that radio showmanship "sells" all 
ulliee-seeh'r for thp ~amp rpason~ that 
it sells soap. 

SPOi\S()R'S stud) spotlights seyeral 

hasic ways to make good use of th e 
air for a campaign. \'"0 one expect~ 
an average candidate to know th ese 
whats, whens. and wheres of hroad

east ad \' erti~ilJg: that's a specialized 
fipld ma:;tprt'd by expt'r iencc. But sta
tion ~tafTs can help raise a candidate's 
radi o cam paign ont of the amateur 
da~s. And specialized aid ('an be got

ten from adYf'rti!'illg agencies. puhlic 
relations counsel~. radio a(hi~Prso and 
produ('('r~ 0 f commcrcia I programs. 

Erie Boden, re~('ar("h consultant of 
~ all Francisco, put plellt~ of rpsearch 
and showmanship into the winning 
campaign for John F. Sh ellc~ during 
the \'oyemhpr, 1 9· ~c) congr(',.;,..ionai 
elcdions. Bodell had dC\'elnped hi:
spccia lizpd election techniqup;; ill 19·1·6 
while coaching Will Hoge r!' , Jr . lip had 
uscd tdpphonc stlr\'cys to di,,(' ()\'e r 
listenership to political broadcasts, 

22 MAY 1950 

pancl·te:-tcd f('acliolls to Roger~' talb, 
and inl'rp,bed Hogcn; under~talldihil 

it~ by slowing his slJPakin g rate fro III 
17G to 1<10 words a minutc. 

Bodpll Iwlped ge t Shelle) elected b) 
ailllillg a batter~ o f radio ~hows and 
annoullcemcnts at California's Fifth 
Distrid : :-i x l.')-mi n ute progra illS th e 
last tw o \\PPki-; eight :~O·seeond all
nOlllll·Plllcn t,.. ; a large lIumher of chain 
hreah ; and what were probably the 
first one-llIinllte TV anllouncement!' 
e,'cr used politically. 

Boden tapt'd ('ver) IS-minute broad
cast in ad"ance to prevent costi) slips, 
t'llsure s ll100th deli,ot'ry_ Tllf'st' pro
g rams jon KFSO, San Francisco) fea
turpd ~pokl'n elldor~(> Illl'nb hy leading 
citizt'lIs; Shrllc) appeared on all hut 
olle. ::-Ia),.. Bodpn: "'Each ,..epa rall' 
broadea"t \\a~ ,·ipw r d as a self-sulli
ciPllt ~talt:'lIH'nt of til{' ca ndidatp's caSt' 

~Ince it I~ an estahli~IH'd faet that 
an) gin'n li~tpner lIlay Iw <'xpo~cd to 
only thi!' olle public nllprance:' 

:'-:;unda) before electioll saw prcsen
tati on of a Cavalcade of the Fifth Dis
trict. Buden con~id('rs this the be~t of 
th e I S-m inute serie:o;; "' It took 16 houri' 
to edi t (on recorder tape) the excerpb 
of ea rlier ea mpaign hroackasts_ But it 
wa ~ swiftly <'nough pac('(l with ,"oicp 
change:- to h old intNe:-t. \Ve tightened 
up l1Ian) of the slower speakers hy 
litt' rall~ eUllin g out tI. l' pausps in thei r 
taped remarh_" In I'xactly 14 min
ntt's thf'f(' were 14 " oiccs, with men
tion o f 77 nanH'!'. Endorsempnb 
ranged frolll 21 to U) st'Conds pach, 
tllP a,'erage around -lO s<'conds. 

The S helley campaign pioneered in 
ihe use o f TV. Bod('n dpyjsed six pic
ture slides of Shelle~ with prominen t 

(Please tllm to pag(' 6-l I 

Sci(Ou(·(O (·nllle t o (·' .. uli'ln te· .... nid iu Cnlij'o.·uin rn(·(O 

Iii/iii! 
.' 

Eric Boden panel-tested reaction to campaign speeches with measuring device 
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Neighboring States Love Him Too 
POWl'fpd by 50,000 watts , WW L's proJ{rams include var ied 
rural fare-weather and market reports, on-tile-scene rural 
hroadcasts, -I-II C lub pro~arns . Plus servicl's like herd im
provement contests win strong listener loyalty throuJ{hout 
t his rich Dl'e p Sout h market. 

SPONSOR 
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South's Greatest Salesman 
wins Hearts •. • and Hoopers 

WWL's eveni ng share-of-audience exceeds t hat of next two stations, 
combin ed. WWL features CBS-and CBS features the world's great
est array of top-flight stars. And the whole famil y loves the South's 
greatest salesman. 

WWL keeps families tuned in hour after hour- with more favorite 
programs in all age groups, headline shows, local shows of network 
quality, more complete reporting of local IH'WS and evpnt.s . 

South's Greatest Salesman 

N EW ORLEANS 

50,000 WATTS 
His Listener Promotion 

Is Greatest Ever 
CLEAR CHANNEL CBS AFFILIATE 

Already fa r in the lead, in all forms of lis tl'ne r promotion. 
W\VL now adds the biggest . most highl y concentrated 
s tation newspaper campaign New Orleans has ever 
seen. W\VL gives you more of el'('r:vthill~ to build sa les! 

22 MAY 1950 

DEPARTMENT OF LOYOLA UNIVERSITY 

REPRESENTED NATIONALLY BY THE KATZ AGENCY 
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When you ' re making out that sched · 
ule for the Southwest don't over
look this sales·winning pair of 
CBS stations. For availabilities and 
rat es, write, phone or wire our 
representatives. 

National Reprelentatlvel 

JOHN BLAIR & CO. 
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This is a new SPO NSO R department. featuring capsuled 
reports of broadcast advertising sign ificance culled from 
all ~egments of the industry. Contributions are welcomed . 

\\"0 \\ in Omaha lak('s ib ~pon"()n· 
for a long ride- and JlICY Im e il! 

For the third ~wTcs,;i , c ) ea r, acln'r· 
ti:-er" hal e he(,11 I~ iug in re~lIltfulh 
wi th \\'0\\":-; Farm :Sludy Tour" . The 
tour,; are cO llcluded for f!"r uups o f 
f<:l'Iner~ \\ 110 pay Ih('ir 0\\ 1\ \\ ay and 
l! r(' rounded up via air ("olllnH' ICials. 

Farmers gre e t on 

1'11](') gPl a .. hallce to study farmin g 
nr:-;t·\lilnd outside Iheir o\\'n home stat l'. 

The idea was horn ill ] ~ - 1S a t \\'0\\'. 
\\ hos(' Farlll Diredor. i\\aI Ilansen. 
sa w the ~('nice and p rolllo ti onal po,;· 
,., ihilities of slwh a ,,("h(' 111(,. With wide 
broadcast and 1J('\\,;pa pcr publ ieit y. 
Ihe firs l tuur to Euro)J" in 19-W was a 
!- lwdanJiar ~U('I'C"S alld gal e \\'O\\' 

i \,orld n ' IIO\\Il. 

Oil the S(,(,(lIIr1 Irip I a \\'('s t Coa:-t 
Farrn Study Tour. Sepl"JIlIH'r 19·\1) I 
the nlllll\wr of fanners jUlllped to 2 ()() 

flom the ;"W ill I'JJ:l . \VO\\, a(II-(')'ti,;· 
ers pro\ ided "oll\l'lIirs, Il<It,;. ('a ile,;, 
lIotehooks and p(' lI ei ls. This ~ ca r",.; 

\\ a Inut erO\(' Producb, 10\\<1. "("xt 
;. ea r, \\'O\V'~ Farm ~tudy Tour will 
t!o norl h. aITO~" ea nada into "I'll 

I·:nglallrl. 

II J-L .ist (·Ju·,·s !l i l"C 
f(fmil!l mOJWU for 'unuc 

TIIf' 1I 0 1l~(,\\ i\ t's ' Protcctive L(>agu e 
('an \\in ebari tah le help froll1 ib lislen · 
t'rs as welI a!-' eOn~ lIll1 er dollars for it:
;;pon~ors (S PO;\SOIt 2-i April ). 

Hc('cn tl ). \lark [loans. II PL COI11· 

111<'l1lalor 0 \ pr \\'TOP, \\ "ashington. 
D. c.. rcqlll,,, teti aid 011 Ihe program 
for th e \\'illiam Gue family. 1\1 r. GUf'. 
an incapacitated Army \'eteran. hi!!' 
wife. and eight children were Ii dug ill 
a condell1n ed chickell ('Oop. 

'1'\\' 0 da) ~ afler ~\r. Elan,; ' reque::-I 
on the II PL prog ram, he received 400 
If- llers, S I. ()OO i n ca~h. and ~c()re,~ of 
l,fTcrs of help from indi\'i dllal ~ and 
11lIsine~s orga niza ti ons. \\,ith the a~· 

10111 I '\\arch I \\ .1S a jaun l Ih rollt!h 18 Gue family shows WTOP 's Evans the new home 

~oll llH'rn ~Ia tl '" and Cuha" \\ o r(' liran 
2(HI farn]('r~ ('l1Iollt-d (abo llt SO W(' )(' 

tllrnl'd a\\-al). a IHI th(' 10111 wa' 
~ pa rk ed \\ ith publi( 'il\ and participat. 
I I] ~ ~I'IJnSo r". 

\d\('f'ti~('r~ :-;0 far allr,1d('d III 11](' 
I till r~ i!lel IId" 1\ II is" Cha III1('r :-;. '-;kl'lI ~ 
()i l. Illtl ' lll atiolla lll an('~ I( ' r. K e ll~ I{ ~. 

I 

,I ll, Fil('~lol1t'. C. A. Swansoll ~ '-;011';. 

l . ~. ~1('c1. 1)11 POIl t. I,'a i lI11tlnt I ,'()() d~ . 

j'ulilla. Car_"-l ~ TlwllIas. Iowa alld 

";,, tall('(' of further ca,;iJ from COllnl~ 

COll1ll1is!-ioll('r~, E\ ans hought a h()u~I' 

fm lll 1\ rim :-lIrplll~ I'rop('rl~ a lld had 
it r('('()II~t rUded. 

The OIlI CO IIH' : 0 11 :2 \Ia~ . th e Gut' 
famih 1IH1'-I'd into the 1('lmi lt four· 
I)('d rl ;0111 hOIl!-". \ 0\\ Ihe) 'II h,1\ c elcc. 
Iric li ghts. hot \\all'),. an illsidl' toilel, 
pillS iudi, idnal beds and a Ieakpro(lf 
rOl)f 01 C) tllt'ir h ('a d~ . 

SPONSOR 
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1\ 

·t;to,-(· s'uul"iJl!/S dit-idt· 
('ost of fi'". ('oJU ... e'-('in's 

Here\ a \,a~ to divid e I"o,.:t of T\ 
fllJI1 conlllwrl'ia ls: lIlake til(,1II do dOll
LIt' dut ). \I an~' adverti,.:er,.: u;:e th('ir 
film cOlllmercial", at poillt·of·sale .. ,.: 
\, ell as o\"('r thl' air In u;:illg 11 cOlltinu
Oil:" rewind motioll picture proj(,(·tor. 

Pequoit Mills. for example. ,.howed 
their films ill the lin en d l:' partl1lmts of 
" rashi ngtoll, Baltimore. Philad l'lphia 
<'lid Chicago stores I pill": the ",indo" 
of one \\'ashington store I. They at
tlacted unusual c lIstomer attf'ntion to 
T'eq uoit's lIlerchalldi:,,(' and upped ,"alp:" 
iHTo rding ly. 

Idea l ~ovelt~ and To) Co. u",es all· 
ot h('r variati on. Pre;: ident B. F. j\lieh
ton shows films to hup'rs of his mer
(hand iH' as examples of what adver
t j,.:ing support they can I'XPl'ct on their 
J..wal TV stati ons. In a(ldition. he has 
luaned ou t Illore than 100 prints of 
each filll1 to s to res for direct lIIe rchan 
di:"ing purposes. 

Cities Service alld So("ony Vacuum 
!;,.;e thei r film commercials at tradl' 
conventions to crt'atc deakr good will. 
Both corpo ra tions found that th(· show· 
ings also gave the dealers a fe{'ling of 
being closer to the hornc officf'. brought 
in additional sa les. 

The possibilities for use of COil lI11er
( ial films aside from TV arl' wide opell 
to adverti ,:,crs. 

t 'I" ".akes its progr"JIIs 
aL'ai'a','e for spollsorshi,) 

The Un ited ~ation;: rtx'entl~ made 
it:; programs availahle to sponsors in
krested in dignified vehicles for insti
tutional advertising. 

\V ould-be adverti:"ers must meet the 
)('quin'ments of and abide hy the UN 
code for commercial sponsorship. This 
rules that on ly inst itutional copy he 
used; th at there he 110 direct selling 
and no middle commer('ial ; that th e 
l-~ may check co mmercial copy fr om 
time to time: and that promotiona l 
publicity he in keeping with the i ll
~ tituti onal charactrr o f th !' sponsor
:-hip. 

To facilitate loca l ~ponsorship , reg
ular U,"" programs such as [/J\ Today 
and VA :)Ior), now provide for local 
insl'rti oll o f :30 - s~cond announcpnwnt:" 
at thc op('ning and clos!'. 

Th e V i\ ' Today and the S ellt'or/-.- jor 
Peac(> program!' were c ited b) tll(' Pea. 
hody Award for It.H7. 

22 MAY 1950 

Oldest, youngest disk jockeys at KXLY show 

KX'~ \ ' 'ets liste,w,-s 
.\; ') i II tlu- did.: s 

On mo~ t disk jockl') ~ho\,s the lis
t"ner send~ in his req ul'st an d then 
"aib for it to I>e pla~ I'd. 

It\ di lTeren t on K>..LY. Spokane. 
The listener has COIIIP into his own. 
Not only can II(' s!'nd in his musical 
r('quest: he can al"o par ticipa te as all 
<lmat!'ur disk jocke). 

Station :\Ianager Ed Crancy came 
up with the idea. KXLY's nighttinll' 
disk jockI') show. /lou se/Jarty, permits 
one listent'r to si t in each ni ght as an 
tl lllateur tu rntahle maestro. The young· 
es t tune spinner so far was four -year
old Barbara Ann ~lcBride: thp oldest 
disk jO('kl'\ was 6~-year-old Ora Da\. 

Briefly __ _ 

The Lord l\Ia)or of York , the Sher
iff of York. and other \isiting English 
officials were guests of WHLI. Hemp
stead , L. I., and Garretlson's Gourmet 
~hop, following hroadcast interviews. 

* * * 

KTHT \ Houstoll 1 hal' Lecome thl' 
first s tati on in Tpxas League histor) 
tu allnounct> th r Houston Duff hall 
games direct frolll I'wr} fi eld of play 
durillg tilt' 19.1)0 sea!'on . 

* ,~ * 

:\Iusie and easy-to- tak e progra l11l11g 
(limed spe('ificall} at the summer out
o f-h ollle audiellce ha~ been prepared 
h) WSTC. S tamford. Prograllling will 
I'e divided into three categori L$ : beach 
music. motoring lIlelodies, an d portable 
playtime. 

* * * 

~ilton Brother:; t\(hertising of Bo:'
tOil ha:- a nowl vacation plan. The 
office is closed \, ith the entire starr 
vacatiolliug at th e same time for a 
four·day }lpll1orial Day \\e('k('lld; for 
nine days in luly (summer vaca tion); 
aud for Labor Da} and Chri5 tlll<J5. 

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, I, '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 fig-
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. 
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rrhe 

picked p •• nel 
•• Ils\\'ers 
llr_ Shirh~)' 

It's not a ques· 
ti on of reducing: 
the numl)('r of 
so - ('a iled crime 
sho ws on the air 
today. but rath
er one o f improv
ing thei r qualit y. 

~I uch has been 
written. pro and 

Mr. McDermott con . about th e 
des ira I) iii t Y ,) f 

«rillle I'rogl'allls but the fac t remains 
Ihat the public likl's thc'l11 and will con
tinue 10 tunc thelll n~ long as they are 
~o()d radio en terlainment. This pllts 
il :-qnarel) up to th(' industry to dc" 
li\ CT a ('on:"ist('n tl y high calihre of cn
t('fta in llIen t. 

On(' way 10 illlIHO\'(, these ~ lr o\\"" 

tedlJlically i~ to start "ith the ha~i(' 
compon(,llt of an\' dramatic :,how ... 
til(' !'cripl. A lil t l(, n~ on' imaginalioll 
and orig inality ill dni!'ing pllll s and 
--tory·lin( ·s "ill go a lung "a~ toward" 
k('('ping li~t('n«'r inl('r('st a l a p(~a k. ,\1 · 
~ o , dir('dors. aclors and (Jc ln 'ss('s ('()u ld 
po ... ~ibly !'lraqH'n 111' tlH'ir techniqu c ,I 
lilll(~ and scd, a fc ' \\' rI('\\' id('as. 

Hatings prm'c that tIl(! pllblic likes 
I'f ime shows. It fo llows tlwrefore Ihat 
it is radio's n ·sponsihi lit ) to sec that 
tir(' public gels \\ hat it wanls. lI ow· 
l"l' r. ollr r( ·sponsibilil) doe~n ' t ('11(1 
11('[('. Hmlio lIlu~1 k('('p a fingn (Ill i l ~ 

0 \\ n puls( ' and S('\~ \0 it Ihat III(' erim(' 
p rog rall1 is ('on ... i:-t( ·lllly ()J}(~ of Iri~h 

calil,r(', In otiJ('r WOI d .. , it should hc 
/.! oc)(1 drama. "llidl mean s good ellt('r· 

I,' • 

I , ~r. Spoll8or asks ... 

. "i'.oll'd tI. e 1111111 her of cl-illle prOU'-IIII'S 

0 11 tI.e lI i r b e ref'"ced? 

Walte r T. Shirley 

tainment at any time. 

It is hi ghly advisable that the net
"orb and the ir affiliated stations exer
('ise a little more judgment in the type 
of crime shows they !'elect fo r airing, 
with ~ome standard of m easurement or 
yard~ tie k applied to all prog rams 
which fall into the crime ca tegory . 

For exampk, emphasis should he 
placed on good. solid believable situa· 
tions and characte rs, and th e " all guns 
blazing" tend('ncy should be so ft ped
alled. Prog rams which appea r to lean 
too heavily on g UIl.play should be im
proved. If radio will walk circ"um· 
~pe{' tl y, and d o a little m ore soul 
,,('arching in regard to (Time :-hows, 
tllt're is 11 0 r('ason "hy thc) cann ot 
con tinue to he an integral part of the 
ind ll!'tr<:; programing. 

TIH)'\IAS J. M C L) E H!\IOTT 

Din'I'lnr oj radio 
Benloll (C, Bou.:les, In c. 
"'('/(1 }'ork 

Mr. Ovington 

Like all good ra· 
dio. the b('st of 
the crime shows 
an' ra re. I ~ut 

sho uld an~ thing 
good !'ufTer b('
ca us(~ « f('w had 
o n(' s Ira, (' {'r('pt 
in? \\'h('n it 
CO Ill(' " to a qul's
tion of "hethf'f 
o r not we sh ould 

}'('dll('e th e 1l11IllIH'r of s lr o .,'s in any 
f! ro llp. it might IJ(' \\(,11 to ('ollsi d(' r tire 
" wh)" of th( ~ particular kiud of ('Ilie r-
tainllH'nt. 

Lf' t"s n·cognize frolll the start that 
radio i" a g('IJ('r:r1 cn t('r tainJ1len t nwdi-
11111. \11 £1 a!' such has a d('fillit(' place 

President 
Mastic Acres, Inc. , Ne w York 

for good c rime shows of the " . .. doe!' 
not pay" variety. Let's consider, too, 
tha t the listeners who want crime 
shows are numerous enough to justify 
the n umber of c rime shows on the air. 
Of prime importance, too, any pres· 
sure b rought on radio for the reduc· 
tion o f crime shows will soon bring 
pressure fr om an other g roup opposed 
to the number of, let 's say, serial pro· 
grams. The trade already knows what 
happens "Iwn such unfortunate experi
ments are made. 

While it i" emincntly desirable that 
thos(' in a position to do so should 
f'nconrage m ore selfftive listening to a 
g r('ater "arie!\' o f radio entertainment. 
If'l's k('ep in mind the d emand of the 
custom ers. 1'\0 one wants an outbreak 
of 1)J"('ssure gro ups tlrrust and counter 
thrust agai nst this or that kind o f ra· 
dio ente rtainment. If listene rs are he· 
ing attraeted to crime shows ill dis· 
proportionate numbers. ma) be the 
quality ancl excitement of ot h er kinds 
of entertainnlf'nt should be illlpro\'ed 
to attract listrners. And . let's makr, 
(','cry e fTo rt to impJ'Ove n ime sho\\'" 
that }1('(·d improvi ng: 1113ke hetter 
those alr('udy acceptable to a ll con· 
CCHwd. \Y(' cannot make the mistake 
of ahandoning any type o f show the 
list(' n(' rs ha\'(' !"tall1}wd with their ap· 
proyal. 

K(·cp the p-ood c rime shows hy nil 
nlf'an ..... Bllt l(' t' s al so strin~ fo r mo r(' 
p rogra ms of excit emen t outsIde of the 
realm o f s tandard "cops 'n robLe rs," 
Certai nl y W(' ha,'e eompet('nt writers 
wlro ca ll think in tl' rms ot her than 
pure go re'. 

HA y Oni\GTOi\ 

Radio ((. TV direclor 
11 irs/LOll·Gar field 
."('U I Yorl.· 

SPONSOR 



Mr. Robinson 

This is a ques· 
tion which seems 
to be occupying 
the minds and 
attention of a 
rather startling 
numbcr of cx
t remel y art i c u
latc pcople. 
say "s tartling" 
because wi th one 
or two notable 

exceptions the uproar about mystery 
:;hows in radio had prctty llluch sub
silled to a sensiblc acceptancc of the 
fact that they entertain a large num
ber of people at a modcratc cost to the 
produccrs who must bankroll them. 

The entire m)stery problcm obvious· 
Iy took on a new dimension with the 
advcnt of television as an important 
IIll'ans of communication. But I don't 
think that the fundamcntal prcmise 
changes. That premisc, to our mind" 
at least, has two face ts. 

First, when there are too many mys· 
tery programs on the air, thc public 
will start rejecting them. 

Second , the quality and treatment 
of the mystery shows are what should 
determine their merit. 

A stud y of the drawing power of 
the various mystery shows would tend 
to indicate that the ones which are 
less wcll done attract lcsser audiences. 
E\'cntually th<'y fall by thc wayside . 
. -\.nd certainly thc producers have an 
enormo us respon~ibiIity in seeing that 
my"tery shows are not done in such a 
way that they will have a harmful ef
fed on listeners and "iewers. \Ve ha\'e 
always tried to adhere religiously to 
that concept. \Ve may not ha \'e always 
heen successful , but the a wareness of 
thc problem has always been acute. 

Purely from the standpoint of show
manship, it would seem that any large I 

influx of mysteries would glut the mar
ket: but any producer with a fresh, 
new approach to this kind of material 
and the tastc to produce it well and 
acceptably should not be a fraid to 
spread his wings. 

HUBBELL ROBllli50;'; 

Vice president 
CBS 
New York 

Any questions? 
5POiliSOR welcomes questions for 

discussion from its readers. Sug
gcstcd questions should hc accom
panicd by photograph of the asker. 

22 MAY 1950 

fl /It 011 flees 
That with its new facilities , it is completely 

equipped to produce both local and net

work radio shows. For from selling radio 

short, WDSU has devoted almost 50% of 

its new Studio Building to spacious, well

planned AM studios and equipment. 

" OIXIE JAMBAKE"-ABC Network - April 24th 

Ask Your JOHN BLAIR Man! 
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.... 1'( )\:-'O}{: Capitol Di-triblltor-

CAP~lLE C.\:-; £ III:--TO I{) : This sponsor l"O -o[1ed lVilh 

1/ radi{) sen'ice olllfil jor 01/1' com "u'rci(ll_ The com",er
I /Ill lllllf!f!ed a III o-for-one sail' jNl lllring (/ 10-inch 1'1 
,/'1 and a ';-i,u:h la}I/r, model 1'1 ' sel. Tht' radio service 
olllfil r('porll,ti 11 sail,s. jOllr oj Ihe", Ihe ("{)mbilUlIio" 
(lfft'r.~ pillS .'I'reTl oll/('r.~ jor a lolal oj S l. lj{)() norlh oj 
llll,ines" Inlh rll"loml'lS slill cOll/in~ in Oll Ihal oTle COlli
ll/I'rl'ial. 

\\ " ):1'\. Okl<lhOl1l3 Cit~ "HOC ru \I : "put 

results 

i \ I' I' I.J 11\ XC I~S 

.... r·()\:--OH: £1('l'Ira Cit) \GE\ C): TI'd II. Fa(·tor 

L\I':--L LE CA~E IIISTORY: Ten deep jreeze ullils 

I al S:!.')() I. l'aeh slocked wilh jood were sold within aTl 
h()ur oj lite company's fJrogram , Musir In The J\1orgall 
'fanller. Two weeks laler , Ihe prog ram COllY llll/gged n'

jrip'rl/.lors . :1T1 hour ajler Ihe shOll Icelll off Ihe air , 27 
rl'/rigl' rIllor,s had beNl sold_ TlI'eTlly-lwo olher peop/t' 
l,hon('d and made inquiries (lboul jurlhn d('lails . 1I0ft' 

Ihall J{)O phone calls. ill all. ll'('rl' rcceiz;ed. 

"I'O\:--O){ , 14 Caljlf't D('all'r-

1,\1','-'11 E CASE IH"TOHY : FVllrlc('n relail ('aIpel 
dcalas spon.wr('d a rnl/ole pick-up oj TI1I' Carpp\ Fa!'hioll 
F(}lIip~. ShOll ('o Tl sisled oj eight l'(ludeville (lI'ls wilh 
lI/l){/t,l., displaying ,10 diffanll mrpcl samples. ,Homing 
(Ijl('r ti,l' shOll'. /iz'(' d('alers If'IWrlf'd direcl sates oj car
I){'I jrom Ihe show u'illL Ih e larg('sl h('illg aTl order jor 
~l .. ){){) worlh oj carpcl iTl g jrom II I'/('wer buildiTlg a nell' 
h()mf', 

I'J{O( : I{\~l , Carp,.t Fa~h i(l n Folli .. ~ 

AGE[\C) : :\e~h itt 

C\P~L'LE C:\:-;E IIISTOR): Three one-minule an

nonTlcem('nls on The Boh Heed Show bejore Valenline's 
/Jay resulled i" a COll/plele sellout oj packaged jlou'ers 
jor Ihis IrllOlesale jlorisl, The ilem was a box oj on(' 
dozpn camalioTls or ros es relailing jor $3.50 and $4.00. 
An enlire slock oj :!.oon boxes was soh! out am/ tlu' 
clienl ('slimales Ihal 5.000 could have been sold. 11 Il'a,~ 
Iheir /;iggr'sl ll'el'k In Ol'er a year. 

" 1\ HI\:. <:It'\'t'la llcl PROGHA 'I: Allnollnc('m ... nt, 

:-;POl'\~OR: ~ \. ~. Harne" & Cn. A(;ENCY: John :-.hrallf'f 

CA P~lLE CASE HISTORY : Barnes took a sl~ngle one

millule spol (al a cosl oj $250) jrom the Broadwar 
Arena 10 plug a book tilled Wrestling. Three fceeks ajl;r 
Ihe spOI. replies and requesls jor Ihe book were stat com
ing ill al aTl avera{{e oj Ihree per day. AI the final coulll, 
tOO books had heen sold--<lll allribulable to Ihe sillgle 
·~fJot-jor a lolal oj SI.OSO. 

WOH-T\" \ ('\\ Yor\... PROGHA~t: Spot 

"'PO\:-;OH: \atur:t1 Food~ IIl~titlltl' AGE:\C): Alli f'd 

CAP~lJLE CA~E III~TOHY: A single halj hour pro

gram cosling Ihe slJOnsor SIlO resulled in Ihe .mle oj 
S7,SUO u'o rlh oj mercha"dis(' . The clieTlI s('lIs a verlicaJ 
Iype jood mixer aTld blcnd<'l. The mixer relails for 
$29.95 aTld no (ulvan('e publid/r or promotion was giren. 
A special lel('phoTlc numba /(,Il.~ jlashed on Ihe sl'r('('n 
ajla Ihe showing oj a film and wilhin .J8 hours. 251 
orders u'ere received. 

\\\f"H -T\, Bal timore PHOCHA\': Fillll 

"I'O'\SO){: Window ~"l'cialt\ C(\. -\CE:\CY: nillt 

C.\I'~ILE C \SF I/I:-;T()J{): Thl' sponsor offered a jree 

door mal 10 /'i('u('rs. The offer was integraled u'ilh a film 
(,0'" m er('ial demllTlstralillg a combinalion slorm and 
SITe(,TI u'iTldo/('. Tlu' n'sllll: 800 fJl/(Jll~' rt'qUI~sls and 1.:!61 
mail reqll('sl.~. AlIIl , o/'I'r ,'JO'; oj Ih e people requl'sling 
Ihe door mal r('qlu'.\ I('i/ .\/}('ci/il' i"jormalioTl Oll i"-"Il11a
lions. Cosl jor one-milllll(' {JarliCipalion $150. Az;erage 
inslallalioll $200-300. 

"ROCH \',: Art Ford ~how 



STOP 
DUESSIND! 
WGAL -TV - The ideal station for 
testing your TV sales campaign 
The only television s tatioll loeated in and, the only 

!' tation that rea('hes this large, prosperolls section of 

Pennsy lvania which includes-Lancaster, York, 

Lebanon, Hl'ad ing, Harrisburg and the adjaeent area. 

Thi!' market ideally fulfill s all the basic requirements 

for reliahle TV sales testing hecam;e of: 

• Comparative isolation-not deeply penetrated by ony 
other television stations 

• Stabilized economy 

• A well-balanced population of average cultural level 

• Widely di ... ersifled industries 

• Ample facilities for distribution and sales 

• Compactness which permits fast, accurote checl<ing of results 

• Reasonable odvertising rates 

Viewing: is unusually high and consis tent because of int er

I'sting local programmillg and the top shows of four 

ne1\1 orks-~BC. C BS, A BC anti Dul\lont. A numher of 

alt'rt advertisers are now making TY sales tests 

on WG:\ L_T\T. Such a t('s t can mean the difference 

hetween profit and loss in your TV scl ling. 

Write for information . 

Represented by 

ROBERT j\IEEKER Associates 
Chicago 

50n Francisco 

New York 

Los Angeles 

22 MAY 1950 

A STEINMAN STATION 

WGAL-TV 
Channel 4-Lancaster, Pennsylvania 

Clair It McCollough. Pres. 

NBC. TV AFFILIATE 
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()~ O«'t IF~ ~, 7&'P ~ 

~ to-~ ~ utdio-~ if/t 

we ~ ~VI~~~L.IVT/ <Wwed 4Utce 1932.· 

WGR, ~~-woc, t)~-

WHO, t)U ~-WDAY, 7~

WMBD, 'PefJIZia. 

1F REE & P ETERS? INC, 
Pionccl' nadio and Tclcl'ision Sial ion Hcpl'cscn/ul iv('s 

Since 1932 

i\[\\" YOH/\. elf (CAGO 

ATLA\TA DETI{OIT FT. "OHTII IIOLL YWOOO SA\" FHA\"CISCO 



EAST, SOUTHEAST 
WBZ-\\' BZA Boston- prlllgfield NBC 50,000 
WGR Bu ffa lo CBS 5,000 
Wl\1CA New York IND. 5,000 
KY\V Ph iladelphia NBC 50,000 
KDKA Pittsburgh NBC 50,000 
WFBL Syracusc CBS 5,000 

. . . . . • • . . . 
WCSC Charles ton, S. C. CBS 5,000 -WIS Co lu mbia, S. C. NBC 5,000 
WGH Norfolk ABC 5,000 
WPTF RaleiO" h t- NBC 50,000 
WDBJ Roanoke CBS 5,000 

MIDWEST, SOUTHWEST 
WHO Des l\loines NBC 50,000 
WOC Da vcn port NBC 5,000 
WDSl\1 Duluth-Superior ABC 5,000* 
WDAY Fargo NBC 5,000 
WOWO Fort Wayne ABC 10,000 
WISH Indianapoli s ABC 5,000 
KMBC- KFRl\f Kansas Ci ty CBS 5,000 
WAVE Loui sv ille NBC 5,000 
WTCN l\linneapolis-St. Paul ABC 5,000 
KFAB Omaha CBS 50,000 
WMBD Peoria CBS 5,000 
KSD St. Louis NBC 5,000 

. . . . . • • • • • . . . . 
KFDM Beaumont ABC 5,000 
KRIS Corpus Christi NBC 1,000 
WBAP Ft. Worth-Dallas NBC-A BC 50,000 
KXYZ Houston ABC 5,000 
KTSA San Antonio CBS 5,000 

MOUNT AIN AND WEST 
KOB Albuquerque NBC 50,000 
KDSH Boise CBS 5,000 
KVOD Denver ABC 5,000 
KCl\1B-KHBC Honolulu-Hilo CBS 5,000 
KEX Portland. Ore. ABC 50,000 
KIRO Seattle CBS 50,000 

*cp 
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No. 5 of a series 

Look what Our versatole 
Little Detective is up 
to! He's out in the 
bright sunshine taking 
pretty pictures. Of 
pretty Lynn Klarer. now 
competing in the WGBS 
co-sponsored Miss Sun
shine contest . (For 
measurements. see 
below'" 

Yes. the prettiest picture 
in WGBS history is the 
la tes t Hooper report. g iv 
ing WGBS the widest 
margin of audience le ade r
ship m h,story. 

HERE ARE THE 
MEASUREMENTS: 

39.5 "arou nd the morn
in g (as much as 
the next two sta
tions combined'. 

35 . 5 m th e afternoon 
(56 % ahead of the 
second- place st a
t ionl . 

26.7 in the evening 
(Ieadmg all others 
Including TV). 

31 .3 for all rated time 
periods (39.7 % 
ahead of the sec
ond-place sta tion'. 

From every angle. WGBS 
is the most advergenlc 
station in Miami! 

- - -- -

RTS ••• 5 PONSOR RE POR T5 ••• 
(C ontinued from pa ge 2 ) 

Can TV stations devise common 
source for set statistics? 

With TV stations reporting set sales in a reas they 
cover on basis of varied sources, advertisers 
would like w1iversa l method of ca lculating figures. 
In New Orleans , Wilmington, and Cleveland areas,to 
name three, statistics are especially valid because 
public service company sources and trained inter
viewers garner full data on regular basis. Some 
a reas contribute less authoritative figures. RMA 
a nd NAB mentioned as logical for undertaking joint 
study of problem. 

TV makes Chicago nation's 
No.1 air freight center 

Slick Airways, world's largest "freight only" 
carrier, reports concentration of TV manufacturers 
in Chicago has turned city into country's major 
air freight source in recent months. During last 
week in March movement of 500,000 pow1ds of cargo, 
largely TV set parts, set new record. But Slick 
contends this is small stuff compared to volume 
that will move when coaxial cable now being laid 
down "from St. Louis through the Southwest to 
California" begins carrying programs. 

Canadian Advertisers Association urges 
regulatory power of CBC be withdrawn 

Associa tion of Canadian Advertisers, embra cing 155 
of Canada's big national advertisers, has pre
sented brief to Roya l Commission on National De
velopment in Arts, Letters, and Sciences recom
mending tha t regula tory powers of Canadian Broad
cas ting Corp. be divorced from the r ad io broa d
cas ting business "in the best interests of adver
ti s ing and the general public." At present CBC 
competes with a nd regula tes priva te r adi o. 

Radio wins most 
national safety awards 

Recipients of Nati onal Sa fety Council Awards for 
1 94 9 included 85 r ad io stations, 6 TV stations, 2 
networks. Newspaper field was repre sented by 31 
dai lie s, 10 weeklies, one syndicate. Council 
he a d stated, "without support of public informa 
tion media, the voice of safe ty is only a whisper." 

NBC 15% better 
buy than in 1940 

NBC is publicizing facts tha t r ates today, per 
1,000 homes, a r e 15% le ss than 10 yea rs ag o. 

SPONSOR 
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work with you to get mor The Zenith Distributor in y b e good FM ou, le,';1 . 
eHer audience f sets throughout y I' ory IS anxious to 

or you G t' our Isten i n • e In touch with him g area .• • to build b ' now., ,or write d" Igger, 
Ireef to Advert' . ISing Manager 
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WANNA 

LIFT 

YOUR VOICE 

TO 

PRAISE (Ky.)? 
. 

Sure, you could probably find a lot of kind words 

about Praise (Ky.), but there certainly wouldn't 

he any superlatives about sales or busine$s! 

Us, we save our applause and admiration for the 

Louisville Trading Area, our State's one great 

market. And by hroadcasting exclusively to these 

27 Kentucky and Indiana counties, WAVE gets 

the plaudits and commendations of a high-income 

audience-one whose families have a 40% higher 

standard of living than those in the rest of the 

State. 

Truly now, Gents, isn't WAVE's Inarket the kind 

you revere, respect, and revel ill? We pay ofT in 

cash - not Praise! 

LOUISVILLE'S 

NBC AFFILIATE 5000 WATTS • 910 KC 

BOBBY BENSON 
(Conlinued I 

rom page 35) 

[or Mutual, and it 
first such h may have b 

s ow 0 I een thr 
nal Bohb). B n t Ie air. The 0 . . 
who 1 t'nSon Was B'll ngl' 
. aler bccam I r Halop 
Juvenile. Th e a well·known fil . 
b Q epro~ m 
Y uaker H.O 0 e am Was sponsored 

years. als. and ran [ fi 
1 or Ve 

a"t J I . ~, une, when '1 
llI o- a . ..\ uLual . 
r b SUstallled h as SCout. 
lor -:\' b" SUlIllllt'r I • a ISCO s 51 ' rep aceme I 
B·/tiders Ih .J ralg/ll Arrow th B n 
fill unl/er~d 0 , e Or· 

. Lhe gap. The ' .. ut of the past to 
""H'c'weekly J 1 • how returned 
C o la f·h as a 

owboy Kid 1 dour. Hobb)· tl 
1 ' la 10 t , Ie 

Pc:>a of aIm <:; S nOne of tIl k o_t a o-en' e ap. 
, ey to Ih"t to eratloll ao-o ]'h 

" 

.. appeal' 1 b' e 
;tar himself_ IS t Ie fact that th 
I ' k' not a <:;u/)/' e 10 a Old of 10 - )OrLI11O- acto 
dav '. Or 11 wI el r-

0' IS m\'oh'ed . 10, (ay aft 
to t ' . In th er 
, 0 1JJ ad\'enl " e lIIOst rooti ' 

hk h ure10 11I1UO" b n , 
e t elllseh·es . eIna Ie. A k'd 

<TafT. ' InInd Yo I 

I b r ,er of lIlaybe 30 Or 0 u- not all old 
, ] hus Ihe k ' 1 35. 

lJ 1(s wh l ' 
. eUSOll are able o. Islen to Hobb . 
11num o[ if to acJlJeve. witl 0 .) , 1 . e orl, a b}' . ' I a ll1l1J. 
I( ell lJfica t' . Is;:; ful slale f 
TI Ion With 1 0 self· 

ley ran do the Sa t Ie . show's hero 
a~ong Cassidr or R me l~hIng with Hop.' 
WI/hout ' 0)' Iloger b 
, ConsiderabJ s- ut not 
IlIlaginal iou e straiu on tl 

1 . . Ie 
Jobb y IS tIle ' 

spread in T ' ~wner of the B·B R 
If' exas B' R ar· 

I!' right.hand lila Ig. end CO untr)' 
raurh f n IS T> , '.t' . . orellJan, Th ex l\lason, 
equIpped Wil/l I e show is al 

!': an d' so -COIIt aud 1 n Ian (a !':t I 
e oq uen L <T • a W.1rt 

aCler \'irt . JI brUnter ) a h U.I )' ll1 d 'c ar· 
programs A } an ator), for I 

is a . not IeI' B.Ba.B . SUCH 

1 slllall [emale r prInciI)aI 
t Ie old d ' lIame of D . 
b a)S she ')r 1 b ons. III 

een frOWned t O)a 1)' would J . 
H } 01) as d la\ e 

oy e. but Dori _ h a eparture from 
as OIle f} ~ as WOll h 
dOt Ie mob 13 er place 
. ence, the Bobb ' B }' a lIeaL coinci. 
mcJudes !':ucI .) ellSOll product }. 
II • Iltem - .· 1St 
) OUses k' ~ as o-Jr/~' . k 

' s IrI s. and . . b Jac 'ets. 
i 1 B.B?r.B Riders ha(~\ e~1 pajamas. 
( ratllJg with' /Hcked up a 1 

1JJ a 1: so . 
ret urn to Lhn ' l' <':1\' I\'eeks of . 
1\,. 1 '- aIr asl Its Ie srn' 10 -) ' . sUllIllJer ( • 
I ., I • II 1" I CUTreut 

I lat\IUlu'>l d . (I( t'o welJ . [ 
.. eClde J ' In acL. 

ou Ihe ilir a[ler tIl(. \. ,to keep Ihe show 
('uded, aUd 1 (Pi.1ceIllcllt IJer' 1 [ )eg<lu to 1 10( 
or a t'Pont'OI'. Je<Jt the hushes 
J)e'~/)ite II r ' , Ie Vlcl II 

liIJ1IJ (' r/imcly f • J lilt Uo spon<:;or ' 
;J()'l'r d} orl Irollliuo- 1 - l\ as 
b eL lat the sh _ e-, I Ir network 

/>roP(Jrh t I 0\\ h 'a$ too 1 
('red ' 0 (rop. And ~o I' lOt a 

prOmoljol1 l' a llglJ·pOI\'. NATIONAL REPRESENTATIVES FREE & PETERS, INC •• 
('an . ant I • Ipal o-ll w l1Jrr(' land' , 

• b as auth . J (lSlUo' 
I possJ/)ilil ies f ~fJ7.e( 10 probe tl b 

o sel/m'" al'O 1 Ie 
b ( Ul/( a su,, -
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-e-Tested S ervice 

The 
Register 
Contains 

• The Advertiser, Ad· 
dress, Copitalizotion 

• Products with Trode 
Nomes 

• Corporote Executives 

• Advertising Monoger 

• Sales Monoger 

• Printing Buyer 

• Advertising Agency 
Handling Account 

• Account Executives 

• Advertising Media 
Used 

• Advertising 
Appropriotions 

• Chorocter, Extent 
of Distribution 

~A ow more than ever before - Sales and Advertising
, "'~xecutives appreciate and depend on the STANDARD 

ADVERTISING REGISTER. Experience has taught them that 
S.A.R. is really the ONE dependable "source book" of facts about the 
13,500 Companies and their Advertising Agencies spending 95 cents out 
of every national advertising dollar in the U.S.A.! 

Imagine - in one handy book - listed and cross-indexed for immediate 
reference - 13,500 Companies with their 50,000 Executives listed by 
title, the Advertising Agency handling the account, all subdivided into 47 
classifications, 12,500 Brand Names. 

You owe it to yourself and your Company to have the STANDARD 
ADVERTISING REGISTER on your desk. So here's an easy way for us 
to get acquainted. Just drop us a line on your Company's letterhead. We'll 
do the rest. 

NATIONAL REGISTER PUBLISHING CO ., INC . 
330 WEST 42ND STREET 

NEW YORK lB, N. Y. 

22 MAY 1950 

333 N. MICHIGAN AVENUE 

CHICAGO 1, ILL . 

for 

dependable 

sales and 

advertising 

facts 

Edition 
7M AGENCY LIST 

Here 's the 100th Edition of the authoritative basic source 
of information about 3,000 U.S. and Canadian advertising 
agencies with data on their recognition, personnel, and 
over 45,000 clients. Issued three times a year-the AGENCY 
LIST is port of STANDARD'S complete service or may be 
purchased separately, 

1'tee _"_ 
Write for colored illustrated booklet . '0 
giving full information about the .~ '<1",. 
STANDARD ADVERTISING REGISTER ..... 
and Supplementory Services. It's yours ~ 
for the asking. ~ 

53 



b7 

taim'r. a lld to Pllhance the :-how'~ yalup 
for a po tential "pon~or. 

The firm (If DuBrolI and DuUrofT. 
\'ew 't o rk. \\a;;. retained by ~lutual to 
halldlp a ll details of franchi,;:ing and 
li("en;;.in ~ of llIanufacturers t~ ing in 
with tiIp nohi>~' Bem,on show. ~idney 

DuB rofT. \\ 110 .. et up and directed the 
promotional cnd, \\ on hi .. ;;.pur .. ill a,,
.. ociation \\ itll a Celie A utn m('rchan
di;;.in g t'3 m pa igIl. 

i'-ickofT of the Bohb~' Brnsoll prolllo
tion \\a,. tll(' formation of a '" B-Bar-B
Hiders Club." ;\t tht' elld o f three 
\\ eeb. lllOre than :~()().()()() \..ids had 
1)(,(,Il (,lIrolied a,. ('hart!'r member;;.. eaciI 
one t:('lIin~ a ('('rtillcate and an auto
g raphed pidure of Bobby himsclf. At 
thi .. point the IJl l' mlwr-.hip roils werp 
do.;('(!. llOt to keep it exciu,i\'e hut to 
k('('p expen"e .. do\\ n. TIlt' i'how had 
I)('('n ('xpanded to three weekly half
hours b\ thi .. tillle. 

}Iealmhiie. the DuBrofTs scurried 
about linill ;.! up manufac ture rs to turn 
out the products that would carr~' the 
Hohh~ Ben s(lll label. The B-Ba-r-B 

Riders were alrt'ad~ ' familiar to kids 
all over the co untry. since about 400 
}Iutual stations had heen ca r!"~ ing the 
show for some 10 mon ths. 

By carly -'larch, the basic Bobby 
Ben .. on item;;. - shirt. dungarees. hat, 
hol:4('r, bOOb-were in production, 
and the stage was set for the ~Iac} 
promotion. The awe-in"piring specta
de described earliL' r \\'a;;. ))fpceded only 
b) a few plugs on the air. The \'lacy 
success 1lf'lped immeasurably in get
ting the whole en terprise ofT to a run
lIing ~tart. The huge :-;tore 110t on l~ ' 
stocked the full Bobb~ B('nso n line for 
its out-of-town branches and affiliates. 
but also threw its wpigi!t and prestige 
into th e ta"k of co rralin g llHl11ufac tur
('rs to round out the produ(·t list. 

.\lacj's, in return. was granted ex
dusi\ity for the Bobby Benson line 
in \ew York City. \'0 such co mmit
llwnts haw' been made for o ther ci ties. 
1:\ check wilh l\Iacy exe('uli\es just 
be fore press ti me disc\o:-ed that the 
lin e is still selling "terrifically," more 
than two months after initial showing.:, 

As might be expected, manufactur
ers hegan clamoring for product fran
chises once the first produ('ts hit the 
market and were snapped up like bis
c uits in a boarding house. About 20 
are on a waiting list at this writing. 

An organization known as B-Bar-g 
Enterpris('s was formed to coordinate 
the mounting \"olumc of promotion, 
licFnsing, and manufacturing d etails_ 
This project replesents the joint in
terests of the man u factu rers, the re
tail outlets, of .\ lutual and the Du
BrofTs, and operates as a clearing 
house. While each licellspe-manufac
turer takes ca re of his own retail out
lets. all sales leads aHd other data is 
pooled for mutual use. 

B o~ alties arc paid into the B-Bar-B 
Enterprises kill)' at ,the standard 570 
ra tp. ~\ceording to the DuBroffs, the 
ro) alt) i:- no t pas;;;ed on to tl1(' pur
chaser hy hiking" th e retail pri('(' on in
dividual items, but is ahsorhed by each 
manufacture r. The theory he re is that 
they make a lillie less per sale, hut rp
C()~p through increased sales \'olume 

WBT delivers a bigger shar 1 

Hooperated 50,OOO-watt 
. · .lz ([.s beller llZ(llL 6 tIlE 

l E I' FEHSO:'\ TAi'DA RD llROAIlCAST I NG COMPANY 50,000 W A T "t 



res ulting from th e lo wcr pricc. 

The (lire<.'t relation bctwccn pcrsonal 

appcarances and rctail ~a l cs volumc is 

axiomatic where kid shows arc con· 

ccrncd. The l\lacy extral'aganza was 
repea ted on a smaller scale somc wceks 

ago in Wilkes·Barrc, Pa. ThirtpPIl 

thousand youngstprs turn cd out for a 

show in thc park thcre. aftpr Bohhy 

ilcnson led a triumpha l paradc through 
the husincs~ scetion. j\ l all)" of Wilkcs
Barre' storcs di:-played B-13ar-B m er
chandisc in their show windows to 
cash in on the day's el'cnts. A simila r 
promo tion wa~ held in ncarby Pott s
ville, and another in Philadelphia 's 
Shihc Park on 9 .:\Iay. 

S tores which hm'c invited thc Cow
boy Kid and his gang to yisit thcm 
in the nea r future include Folc~ 'so of 
How-ton: John Shillito Co. , Cil1cin
lIati; Thc Fair and 1\Iandcl's, Chicago; 
O' eill's, Kansas City, 1\10. ; l\Iacy's 
San Francisco: La Salle-Koch, Toledo, 
and Barnbcrgc r 's_ Newark. 

Among the ncwer Bobby Benson 

produds \\ lIich are pulling cspceiall~ 

wcll are a fnIl -color co mic book

whic h drew a 1O,000-copy reorder af

ter its first month- antI a Dccca rC('ord 

I'ersion of a song ahout Bohby and his 
golden I'alon:ino horsc. De('ca spon

sorcd the first installmcnt of the g . 

Bar-B yideo show. "hic h debutcd o l'e r 

\rOn·TV in mid-April. 7 :30-3 p.m .. 

on Tuesday. and sold out tIl e entire 

first prcssing. The T\' show is a nat

ural. of coursc, for ~howing off thc 

grcat vari e ty of Bold)y Benson c1othe!'-. 

cquipmen t, ancl as:-ortcd gcar, and for 

thc introduc tion of :-uch sllhsid iarr 

characters a:; 1I 0ney~uckle. the B-Bar

B skunk. 

Starting this fall, the Bobhy Bensoll 
video show will be sponsored hy thc 
manufac turcr me;llhers of B-Bar-B En
terpri:-es. ei th er in its en tirety or on a 
partIcIpation basis. This will lTlark 
the first tim e that direct mention will 
be madc of :;pecific Bobby Bensoll 
prodnc ts on sale, all(l of some of the 
stores carrying thc linc. 

Bcgillllillg in June, the radio ShOll 
llill I)c expandcd furtlwr a,. a SUllllll cr 
[(~pla(,clllcnt for Hal~ton's Tom ,Hi,\ 
program. It will thcn be aircd fil 'c 
aftcrnoons a Ileek, and :\Ionday nights 

at n. l\notiIcr item Oll the summCI 

schcdulc uf B-Bar-B Ente rpri~es i~ thc 

opening of a central showroom in ~CII 
York's ga rmcnt di:;trid. This " ,ill cn

able, isiting buyer~ to viclI the fllll 

lil1 e of B·Bar-B nwrell.llldisc undcr onc 

[Oof, instcad o f ca lli ng on 20 or 3() 

differcnt manufa"turers, 

Thc cx traordinary spcll that a radio 

show such as II-Bar·n Riders can cxe)'t 

over kids is illustrated by a rcccnt cpi

sodc im'o lving Ginger, Tex \Ia:-on \. 
horsc. Thc sni pt writcrs d ccided. and 
thc prod ll('('rs agrccd. that tb e namp 

"Ginger" didn't hal'c quitc the ri ght 
zing, \ot cn ough sagcbru .. h and al
kali dust in it. So th ey dcc ided to pull 
thc plug 011 Ginger b~' killing him ofT 
-a~ humancly a~ po,.:sihle, of coursc 
- thns making wa~' for a mount with 
a prouder namc. Thcy did Ginger in 

~f audience than any other 
• • 

I the (tll(Ziel1Ce ill Cllarlotte -1110rllilzg·, afterlZ00ll (t l1(Z eVell illfj·! 

try WBT for size! 
~ ~ ( '". ,.. ) ~I ' 

Ai! J-: j. { ) 

__ , .. _ ~twr. ,. ~\\BT 

I--@ 
RL OTTE. NOR T H CAROLINA REP RES E ~ TED B Y R :\ D I 0 S .. \LES 
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h~ ha \ in~ him CO llI.. o ut \\ hile c limh
in~ a "'t(·cp Illounta in trail III tlt e lill t' 
o f dut\. 

\ ot ~in( t' Diel, CIlS kllot'kcd ofT Lit
tle Dorrit ha,.. th p dea th of a fidiollal 
c haracter c;tu,..cd :,.uch sadne."s . .\lutual 
was slIO\\t'(1 under by tearful letter,,_ 
telcgrallls. and ('an]" of condolence . 
Tex IIa,.. a 11(:'\\ 11Or,..c IJ O \\ - <J hlue l oan. 
and the kid, ha\ e 1)('('11 il1\' it!'d to lIall\( ' 
hilll. III a conte:, t , lIaturally. \\ ith )3-

Bar-B produd<; a,.. prizes. 
The ul'\oti on alld intensit \ \\ ith 

which \ olllll!"ter:'o follow (' \ cry lIew ad
\('ntme (If Bobby alld his s iciekicb; 

ex tends illl'\ itahl \ to 'he prod uc l s \\ i th 

DON 'T FORGET TO ADD 

MISHAWAKA 

\\ hich hc i~ a,..,..ociated. OIlCC the~ ha\e I 
:1 10-gallon hat. o r a hol .. ter, few kid;;: 
ca ll rc:,t ulltil th l'~ '\"(' au<kd boo t;;: and 
chap;;: and the re:,t of the outfit. Espe
cia llY if the kid next door already has 
the \\ hole worb. 

,\jost people a~ ree that Hopalon g: 
Ca,.:sid~ -who also \\ears the 7\lutual 
hrand- i, thc top 111,11\ in radio ('ow
hoy circle:, at tIlt' moment. And also 

top InOl1e) man ill the b~'-)Jrodud ro
deo . Last) ear it was Hoy Hoger". But 
Hoy ami Old HO)J)J) had better ;;:harp
('11 up Oil the dra \\. Bohby Bensoll. the 
Co whoy Kid. is cOlllin' up the ca nyon 

ill a cloud of dust. * * * 

WHEN 

SOUTH 

YOU STUDY 

BEND SALES FIGURES! 

Saleswise, the two cities of South Bend and 
Mishawaka arc one. They are separated only by a 
street. Together they form a single, unified 
market of 160,000 people. 

This two-cit), fact makes a big difference in 
South Bend 's national sales ranking. For example: 
in 1949, South Bend ranked 85th in the nation 
in retail sales, with a total of $161,266,000. But, 
when YOli cross the street and add Mishawaka's 1949 
retail sales, the total jumps to $190,907,000. 
That figure boosts South Bend-Mishawaka to 
72nd place nationally-instead of 85th! 

Be sure to add Mishawaka when you count up 
South Bend sales figures. Remember, toO, that 
these sister cities are just the heart of the South 
Bend market. The entire market takes in more 
than half-a-million people who spent more than 
half-a-billion dollars for retail purchases in 19·i9! 

\X1SBT - and on ly WSBT - covers all 
of this rich and responsive market. 

Fi(Juresfr()m S ales !ll(lna(Jrmrn(s 
19.'() "Surveil of nuyina Power" 

TV COSTS 
f Continued from page 26) 

1\l1othe r factor off':('[ing n:;lIIg co:,; ts 
will bc further de\'e!0pllIent of ne t
\I urk part ici pat iOIl programs, all ai
mo,:t uni"er:-al pre:;pne of local sta· 
tioll:>. ;\etwork I:'pon:-ors ha\' e tend('d 
to go for c omplete :-ponsorship of pro
g ram,.. with lit tle definitiw re,warch on 
the cfTed of net wo rk participatioll:;; 
hut there's plentiful e\"idence of lo('a l 
:,u('('e,.;s \\ ith this t~)le of selling. 

\~ Th(l pays how milch for !that is 
!'ot ill a big qu(':; t ion for lIe twork:;. agell
('ie,: . and prodUt·('fs. '\0 consistent or 
unin' rsal method ha,.; Iwen adopted for 
itemizing. apportioning, or ':lppl) illg 
('osts against genera l o\'('r1wad. This 
lIlake,: it difIintl t to set tip a yards tit:k 
lo r cOlllpa ring charges. figurin g agen
cy deductiol1':. The Ross Reports rf'
:;carch on \\ hi('h this study i." based 
was largel) cOllfined to lIetworb (and 
Ncw York :,tation:-;). Cost a ll ocations 

i,) stations th rUll!!hout tbe coun try 
\ ar) to a ma rked degree. 

To an·in· at t ) pical costs. Ro:,-s broke 
down produdion elemellts of a pro
gra m ullder e ight to 10 headillgs . .:\;.; 
~ee n ill the illu,..t rations for thi:,. :;to ry. 

For ALBANY, N. Y. 

N. Y. YANKEES 
select 

WROW 
for their 

HOME OF CHAMPIONS 
Network 

YOU will do well 
to select WROW 
for New York's 
3rd Great Market 

I t costs you less per thousand 
listeners on WROW 

Ask 
THE BOLLI NG COMPANY 

5,000 Watts. 590 K.C. 

:WROW~ 
PAUL H . RAYMER 

5000 WATTS. 960 KC • CBS 

I 
AL BAN Y, N. Y. BASIC MUTUAL 

COMPANY NATIONAL RE PR E S E NTATIVE ". _______________ 11 
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T h p to ta ls ill eaeh ca t cgor~' rcpres<'llt 
typical network prod uction budgets fo r 
plograms as they wo ul d he ()ITe red, 
th roug h an agen C). to a sponso r. Tillie 
d larges would he addi tional to thp~e 
('s ti ma te~. 

The IS( ~ agPIKY commiss ion g i,cs 
the agency a bo ut a on(' to tlnN' ( -~ npt 
p rofit t they would li kp thi~ to 1)(' about 
1O ~'~ I , wi th out tak illg on the hazards 
of p roducing the sho\\'o The expensn; 
r.nd losscs tha t packagers mal lIet wo rks 
b ee on thpir own p roduction!; have to 
be weighed aga ins t the advantagc::- of 
('o}J cc ting a packagpr's fee , ('ompletp 
cont ro l of th e show, and th(' c redi t fo r 
accomplishlllen t w hen it performs wpll 
fo r the spon ~or. 

Th(' most fl exible itelll in the aver
age p roduction budget is talen t. Pres
c nt costs range anyw here frolll 10 to 
;)O( '~ of the total budget. Since the re 
are as yet no mini mum sca les, the per
fo rme r's sa la ry is la rgel r de t('r l1l ined 
by his a b ility . an d the budget. 

As the business o f tcle" ision lwg ins 
tf! shakp down . as ulli on mill im ulll!' are 
ncgotia ted , talellt costs \\'ill r ise sha rp
Iy. They may increase 100 to 200'/( 
ill a nother yca r, some indust ry so urces 

nlPnt j us t to break in, 
Top Icn,1 \\ ri te r~-~l' riptcr,.. \\ h., 

Ila,·c wo rk l'd l o n~ eJl oug h \\ ith till' II1P
diulll to hm'e a fee l for it" un ique J'( '

qui rcmcllts- an' a bl(' to a"k for S· IO!) 
to S700 fo r o rig i)\ a l~ and S:~OO to SStH ) 

fo r adaptations, 
flplow this handful of writ ('rs are 

: tIle shock brigade who iurn out '1'\ 
I ' f I sc npts or a ~ llll1 t JUt amounb gen-
(' ra'" to fi" e r ~ of the produdioll 
budget. 

'1' \ ri g hts to materia l for adaptation 

1,c1 ie"e; within fiv c years, from 400 to I iiTl':r----------:nI'1rT" 
.')OO je . 

Variety perfo rnwrs a re at the top 
<)f thc wage ladder, probab ly beca use 
of th c early TV emph as is 0 11 va ude-
, illc-type shows. Xal11e ac ts ra nge from 
$500 to $1,000. S(,l1li -na mes rangp 
fro m $300 to 500 ; nOll-na mes from 
. '100 to $300. 

As a rul e of thumb. the com llle rcia l 
.s how pays thc pe rformer abo u t tw ice 
as ll1uch as a susl a iner. 

Thc usual talcnt fces for dra ma tic 
s hows start at 82.') to SSO for b its. 
Featu red players get f rom S100 to 
~ 1 ,000; avcrage hptwecn .... 300 a lld 

.s00. E ven sta r na mes a rc willing to 
\\ a rk on T V fo r llluch less th a n the,· 
ge t 0 11 ra dio. A s ta r who ('a uld g ~t 
'.'),000 to S10.000 fo r a si ngle rad io 

appcarance will wo rk for a top of SI,
SOO un tele,isiun. 

I 
SOIlP or "oap ••. tarl" or loo th pa,.. !t·, 
l\'orth D •• kota'~ rid. Hc (1 Hiwr \' all c~' 

~ ' ukds hu y wilh Ihc naliull 's 1110 ,,1 

Imish hand ! \Vith 110 "Iraill on th e ir 
h u d::e t (-ithc r , Iw("ans(' I1u'i r .ncral!c 
EfTccth c BII~' illl! III("o n1(' per fall1i l ~' 

is S 1 i29 .. hm·c- the nat ional :neral!C! 

For 2i ~- (- ar~ , \YDA Y, Far;.:o. ha" Iwc' l1 

th c faH)rill - l i,..rc-nillg hahit of ollr 

I w('ahh~' riJizc u ", hoth lIrha ll and rllral. 

I "corc- a~c thc Jan.- Fcoh. ".,)0 H oop('r 
('Olllpart "On " : 

W eekday Share of Audience 

M orning Af ternoon \ Evenin~ 

WDAY 65.7% 70.3% 66.2% 
" B" 20.3 % 9.7% I 12 ·°70 I 
" C" 7 .5% 13.87<- I 9.9% 

"D" 4.970 2,6% 8 . 5~ 

If )'()u 'cl lik c to hC·.lr morc, wrih' 11 ."'

or a~k all~' Fn>c 8: }>ch-rs "CololH-I"! 

fa ll ,.. lIlto Ib r('(' c ell(·I.II ('o::-t ("'""iii. a
tiu n ,.. on "' pon,..ored prog rams. O(' I)('n 
d('nt on ('a5-(' o f adaptin g to tell" I~ion: 

pla)s $:)OO-s l :)()I) ; .... llOrt "tori('s and 
11 0 , (·I s S300-~ l. :)O() ; r;\( li o Illa t('rial 
$.')0-8:100. 

Di re<'lo rs \\ ith OIl C , car's tPI1lIrC re
('('i , e .'1 15: a ss i:3 tan t dirl'do rs and 
fluo r ma nager" S100. Thp ('Oll t l act pro
,iding th is s('ale runs until 19.')2. ~et

wo rk d irectors rcc('i\ c a ('olJllllPrl"iul 
f ('e whpn their p rog ram i" "pon"ored. 
Th i ~ fee rcp rpspnts part of 111{' produc-

W 
D 

A 
Y 

FARGO, N. D. 
NBC - 970 KILOCYCLES 

5000 WATTS 

~ FREE & Ph'fERS, L~r-
E ... d.,'" 1'1., ..... ~ 

Good write rs a re pcrhaps m a rc im
port a nt to televi!'. ion n ow tha n they 
\\ ere tu radi o whpll tha t ar t was COIll
parabl) new. bcca u~e audicnce~ are 
condit ioned to bettcr than passable 
\\ fltm g on lIlan) network dramatic 
"how s. But tele,' is ion sulTpr ... from an 
acute sho rtage of write rs t raincd e~pe
c ia ll ~' 10 do o riginals or adapta t ion" 
for the new lIledium. An \' nu mber of 
competent ,r adio \\rit<: rs a'rc. willi ng to I 
work fo r lItt le or n o Inun edl a tc repay- ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
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Dnr-ing tl)(' pa~t nilu' Illonthl'< 

K()Y"~ Itwal and national 

"pot hilling wa~ ofT I('~~ than 

~~ 1)(,1'('('nt fl'OIll the ~ame 

pel'iod dl1rin~ the pre,iol1 :oi 

(i~('al ~l'al'. It"s proof irul('e(l 

that KQ\ i~ doin~ a n Oll t· 

.!Otalldi/l~ progl'mnllli ll g a nd 

selling joh to ofT1'('t t h e a dded 

('ompetition. A~k " Teed & Co, 

fOI' d('tail~ mul ava i la hilities. 

KQV 
Pittsbllr;!lt, Pa. 

M BS - 5 ,000 Watts - 141 0 

Potent 
Promotion 
Parley? 

RADIO: 
Network , Metropolitan 

AGENCY: 
$10 Mill ion Billings 

NEWSPAPER: 
Local [j C hai n 

SELLING: 
Printing, Engra ving 

* * * 
I ntelested In this man? 

BOX NO. 6 
SPON SOR 

tion expen::-e of a program and is ne
gotiated directl) between director and 
:-pon;;.or. A director'" :-tafT :o:alary 111a\ 
bf' reduc('d ,,~ .. ::)0 if hi" ('ommercial 
fee runs l1luch O\ 'e r hi:,; minimum :-al
ar~, with the redu(, tion repre:,wnting a 
diminution ill !'tafT dutil's while tIl(' di
rector i:'i doill g a cO/lllI/l' rcia l show, 

~alarie~ for ap-en('y dire(·tor~, who 
g<'ncrall) don't Ic('eil e a cOlllmercial 
fl'('. run from .~ 20(J to S~.')u, 

.-\fL lI1u;;.i~·ians hal'\' I'een pla~ing at 
a minimum scale 1I1ldpr a g reellll'nt"' 
II hich expired 31 'larch, '\egotiations 
for a IWII' contract ar(' going on nOll', 

L n<if'r the old a rrallg(,lllents, a musi· 
cian got S151.g0 for a file-hour, fil(,
day week all a sustaining show. and 
~191.4.') for a c0Il1111f'rc ial ~how. Con
dUl'tors got one and three-quarters the 
minimum and the bllsine,,=, managPl', a 
1l'it'lIlber of the orchestra, twice the 
minimulll for sponsured sholls. 

Chief music costs embrace arrange
I ments and rights. as there is little orig

inal music heing composed for tele
I lision. The pric~ ' .. aries from SIOO tn 

$200 for stock arrangements and from 
200 to .. .400 for more elaborate ones. 

1\ great deal of music is a\'ai lable for 
a nominal clearance fcc. 

The Lnit ed Scenic Artists, II'ho dc
sign set:", paint, and locate costume,;, 
have gone along with the growing: me
diul1I at much lower wages than mp111-
hers in aBiect fields doing similar work. 
Their present contract, which expires 
ill October , gi\'es set designers 14S: 
costume finders 100; pain ters '10el. 
The nell' contract will be a good tip 
011 Irow far the ullions wi ll go along 
in keeping costs down. 

The cost hreakdowns computed b) 
Ross Reports arc straight production 
hudget estimates for sample prograll1!' 
ill ea('h catpgory. They do not includp 
tilllP charges. TIl(' Hoss breakdowns 
are not U! l erages of productioll costs 
il. each program category, but arc 
co mputed on the basi. of the ll10~t 

prevalent costs in cadI category. The 
lSI; , listed in the hreakdowns for "mis
cellalwous station o\('rhead" is all op
timum figme. ;'\ctll'orks would like to 
net 1O~;~ profit from this. In practice. 
netll'orks will f r~<iuelltly ofTer a pack
age for whatever tlrey can get. This 
will ('hange as the industry grows and 
adl'ertisers get more proof of TV sa les 
( fTecti\'elH'ss. 

Costs for a typical commercial half
hour (lrama run higher than for situa
tion ('ollw<iies of tllP salll<' I('''g th 1)('
pa use of sets. higher. priced casts, and 

longer rehearsal time. At the top of 
the cost ladder is XBCs Big Story at 
about '12,000. CBS' Sih'Cf Theatre is 
budgeted at about 88 .. 500. ABCs Chi
cago-produced r our Witness runs 
about $3 .. =)00, Penthouse Players $2,-
000. DUJ l ont's Hands of Destiny runs 
about .. :3,500, and Famous Jllry Trials 
about '+,.')00. A typical qualit~ show 
breaks down like this: 

Scripts 
Cast 

Typ ical drama (30-min .J 

. ets, props. cost limes 
Soulld (>DN'ts, recorded music, 

art, film 
I~rodllc('r 

Director . 
7 f10llrs Call1f>fa Hehearsal 

S 350 
1,350 
1,400 

2.50 
350 
200 

1..')7.') 

S5,47.,) 
15 ("~ Station Ol'Cfhead 966 

..:6.-1-11 
1.5 7c Agenry Commission 1.136 

Total 7,577 
Detecti\'t' dramas are usual" built 

arouncl a siugh> central character. use 
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* Du Mont did it first 

* * Du Mont gets 'em all 

* * * Du Mont concentrates 

* * * * Du Mont cuts the cost 

Television set ownership is growing at a phenomenal rate. 
Every day television is paying off more ... to more advertisers. 

Even the time when networking breaks into the black is 
very near. That's why it is extra important now to remember 
certain things about television: 

In the beginning ... there was Du Mont. Yes, *Du Mont 
did it first - built the first network between its New York 
station \VABD and its \Vashington station \V'ITG. Now 
the Du Mont Television Network contains 54 stations 
from coast to coast. 

As for coverage, ** Du Mont gets 'em 011-99% of the 
nation's telesets are within reach of the Du Mont signal. 
(And don't forget that Du Mont signals are just as good 
as anybody's.) 

With no vested interest in other media, *** Du Mont 
concentrates-gives its undivided attention to television. 
Du Mont believes in television-with a young-minded 
singleness of purpose that bodes the best for sponsors. 

Du Mont continuous program research pioneers the 
way to larger audiences, smaller budgets. ****Du Mont 
cuts the cost of television-labors to deliver more viewers 
per dollar. And that's only part of the reason why-

You'll get more out of televislon with 

Large advertiser or small, there is Du Mont time and 
talent , Du Mont programs and spots suited to you. For 
the rest of the story- write, wire, phone or run over to: 

DU MlJNJ 
THE DU MONT TELEVISION NETWORK 

The Nation's Window on the World 

515 Madison Avenue, New York 22, N. Y. 

Copyright 1950, Allen B. Du Mont laboratories, Inc. A Division of the Allen B. Du Mont Laboratories, Inc. 
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fe\\ l'l ,('[.... But the\ uftell haH' to pa~ 
for u"c (If a \\ell·kllo\\)] detediH' nanH'. 
tllOui!h thp a('[or necd not lI cct',,"arih 
1)(' \\ pll·kllo\\ 11. II igh·co~t "ho\\ .. , .H(, 

tiroulld ,...;<),000. while 10\\ ·eo"t myster~ 
thrillers (all be had as low as :3-LSOO. 
Hi ght;;. lIIa~ go up to 81.0()O. ~c\cra l 
s('t ... art" con,.. talll. 

Typical detec t ive dra ma (3 0 -m in .) 

.~cripts alld Ni~hts 
CeTlt ral Character 
Cast 
lJirector 
Produ cer 
;::ets amI IJ rops 
Film Effects 
Ilusic 
g I/ ours Rehearsal 

1.')1 ; A~e1lcr Commiss;o1l 

S SO() 
,S00 
ClOO 
ISO 
;)()() 

7.S0 
;)()() 

IO() 
1.gO(J 

S.'),O()O 
gB2 

l.():~g 

Total ";CI.02() 

The half· hour C'ollled) - \ariet\ 
1\ a ud('\ ille I prog ralJl u:--ua ll y 1'1111'10\ ... 

t \HI \\ riters alJ(1 threc Of four ach, ill
dudillg some per:nanent people. A top 
IIlHlgctt'd shO\\ i .... tI le CBS Ed II ' ,PfII 

Shall' a t about ..: l5.000. Lower bud· 
~eled ~h O\,,; are \BC's GarroIHI), at 
Large, produced in Chicago a t about 
SS.;)OO and Du:\ l ()nt'~ .lI orc}' Am ster· 
dam Shall'. \\ hich run:, about 8oS.000. 

Typ ica l comedy-variety (30 -m in .) 

lie 
Talc1lt 
,llaterial 
:-ie/s, IJrops. Costumes 
(hchestra (lnd A rraTTgemeT1ts 
IJr oduccr 
IJiTcr tor 
.) /l ou rs Camcra Rehearsal 

1,"}1; Statio1l Overhead 

1.1'; A ~ellCY COl1lm iss;oll 

Total 

.s 7,S0 
1.,SOO 

5UO 
SOt) 
7,S0 
3.,)() 

200 
1.12.1 

85,67.1 
1.001 

Jl.C) 7Cl 
1,l7t: 

Like l11u"icals . strip l1lu~ica l s are 
ha rd to categurize I)(c'cau"p of th e ex · 
tr(,ll1c \'ariatio l1 " pU"' '' ihJe ill fOlmat and 
qualit). Talen t ('o ll1pri:-e:" t/w l1Iajor 
~ha re of da) timc III u"icu k A \'(' ra ge 
(o l1lllll'IT ial quartcr.huur "CCl1l~ to run 
a lHlUt 8950: for half·hou r S U:OO. T ite 
t\ pica l hudgct g J\'en below is for fi \'c 
!'hows a wcck. 

TI ll' "<'IlII'III111 I \I dl' ket'" ~e('(i(J1I of ::-.'1'1\ ..... t), 
ARt) RATE S. DATA ,'"'E I{\ ICE rppolb CO lli · 

p n 'lwn ~i\'P mark!'1 data fro III Ill(' ll10H ('( ·Ii abl( ' 
'()I1(,('f'~ for ('n'l') ~Ia l (', ('\,ny cOllllly. and ewry 
(' il), of .'),000 a nd 0\(,(,. 

'I'll(' I'rod ll ('1 AdV('rlisin~ \Iana~er (If (111( ' of III(' 
laq~(''-l food cO lilpani ,'~ ~aY'" " I am d( 'rivi ll ~ in· 
\'al ll ~lhll' a,,,i!"la l1(, (, frolll ~RD~ 'Co ll sllnwr ,\Iar· 
kel": I h wealth o f dl'tail,>d nHllnial and jt~ 
('an·flll orl!anizalio ll have a \llljv ('r~ al appli ('a ti on 
10 f"od pl'odl(('l < mark( '1 ill~ prohl( ' m~ '" 

I II a( ldilion, nll'dia ~(,l'\'i('('·Ad~ likl' WC :\ Y'" 
, hown IWff' pn)\'i(I(' vaillable' ~ "Ppl('II(('nl al')' 

j"f"rmalillll. 

\I ,·dia and mark(·t nll'lI. a(,(,(111 II I ('x(T" li\' f's, 
ad"'ni,i"i! alld 'a l,' ~ malla!!!'r " ('\'1'1)'\\ !t('('t' aft' 
findilll! ~H\):-; " f.'OTlSIWIN lIar/.f'I.I" a ,,~dlll 

''''-In''~~ 1",,1. 

60 

fI 'n",nl 1 ... ~fl .. 1 L,,,,,IL' '.·If'.: 
""'rNoltd b) ljo,.~ Il".ra .. vi «'M'" 
I, I • ')0/1 . ...n.... .~,"... ,t,. I \I ... , 

f'i';!.7 ~.~~ (1~~:: ~.~~{·'~\I·~· 
~~:~.~~;;.!:~.J~~::,I:,h;.:"'.j, s .~J 
du .... ,., ... I Olho.. lOr •• ... 10. ,., ... ~. II ", I .. f,~ L ... (ow .. " ",J l'nlK' 
~;o:~n \~r::~7' "1.~~l:~to;; \:rh~.~: 
,., ""It I r.~"" W p: . 

... C~ '. 11)(" n· ... " < ......... . 

,10 1""",',':' ~ ~''''', 0 0.1 • ~(,~. 'lfoO "'10., 

.. I'.j ..... T~l· ..... I',.L ' .... 1'1 .. ,11, 
(hn, (1'1''', (,u,,,kl, 'It '1.,.,,1 ... 

:~~f':~,I~!'~'I~~ .. I"I~~I;i-;::'; :;~~ L,~ '~.~~ 
""I" .<" .. , •• " ",("",-,1(11 
.. ~1 ,I. -.- .\11 '1" '" ., ", ." '0 

,h. ".", •• W!\.\I1 I r.;{.TO:'ll "UT-

1I.0f'OLITA"": MAR .... [T . 
, I, """ .. . ... " ... ",."-._,, '. . ,.,,' .... ':. ,: ...... ~. ' , ~ 

wc_\v I"d \\'GAV f\( U OM erI 
.10, .,ta,,,, .r"hl .. nd""~"'''''''11 
IIon., ....... l' .. "lfd!§.II ••• ..--,,<, 
,ull_bout " ' .. ,cr , .. Iu."", !§.a .... 
d,,, ".,,"' .. "001 .,lId" ,I won. 
~,~1."~~ ... ~7':~II:w~~'::".J:i 
FI •• :.,I n .... ( .. ..:.J. A .. " •• thO .. coni,.." 

~;~,;"-'(I'~~\I!;;'y"'t~;,~t"II'''nI 
("",m .. ", 11'1. (eMl rJ ,..,.I"nr .1'1" 
ol,,, ... IYP<'I,,,I.t,,l,h,,hl,.ulol,.,, • 
...... , ..... 11 .(hW '~I~,I ...... d.. , .. 
''''''INfo-,h •• "", 1""' \''''lIoou 
... ,hn .du<.,OI'/"I In- d~ 1-1..'_ 
\\C .... V _ I .. - .... W. "-, .~" .. "." •••• • 

A Section of SIO\'ldord Role & Data Service 

Walter E. Botthof, publisher 
333 North Michigan Avenue, Chlcogo 1, III. 

Ne w York. Los Angeles 

Typical daytime strip musical 

( five J S-min .J 

Featured I 'ocalist 
Trio 
Guest 
.11 IlSic-A rrangemen t s. Rights 
/I riting 
Sets and Props 
CostulI/es 
Director 
.") fl ours If' eelil) Camera Re· 

/rea rsal 

loSl ~ Jlisc. StatioTl Overbead 

IS'; Agellcy Commissio1l 

Total 

S 350 
600 
750 
500 
200 
200 

50 
200 

1.225 

:' 1,075 
719 

S L79,l 
fl-t 6 

\fos t da~ t ime \\o!llcn's prograJll:'o 
rtlll a half· hour. a lth o ug h A I ~C's liar· 
ket "Ielot/ies and Du:\ lont"s ,l/utillcC 
Time are two hours. Th~ ) are [('la
ti\el~ illf,\.»t"n"iw bcc ,}usC set:" are f('\\' 

an d silllple. T hey a)'(' practica ll y a ll 
pa rt icipating program:". In the hreak· 
down belo\\', only OI1 C set. le ft stand
ing. is figu r('d. 

W omen' s day tim e participa t ion (30-min.) 

,HC 
Guest T alent 
Produccr 

I Associate I) roducl'r 
I Sets ami Props ---
DIrector _ 
2 fl ours Camera Rchearsal 

S 500 
250 
200 
100 
35 

ISO 
4's0 

Sl,CIU.S 
lSI '( Misc. Sta tion O L'crbead 297 

lSI ; Agcn c)' COTllmission 

Total 

,~ 1.9g2 

3·J. <) 

,S2xn 
'I'll(' foru llI or patH'1 type q u iz usu" 

a ll y fea tu fes thrce o r fon r g ues ts, b ut 
since as a ru le th e~' d on "t 113\-e to hc 
star entertai n mcnt Hames. the b udget 

for thelll ca n hc kc pt rcaso nahly lo \\' . 
I \'BCs (Il' It W ith Act;n g runs ahout 
,~ l.lOO. wh ile its ,1/eet th e Press ('os ts 

I ahont 3.500. 

Typ ica l lorum or panel quiz (30-m in .) 

,IIC 
Guests . 
A 1l1l0llflCer 

S 300 
600 
100 

1339 S. Wabash Ave., Chicago 5 , II I. 
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ORA WS LISTENERS. And 
listeners draw. too! \Xlhen 
the popular WGAR-pro
duced Fairy tale Theatre 
asked school children for 
their sketches of the stories 
presentcd , ovcr 800 draw
ings were received! Miss 
Mullin, producer of this 
prize-winning children 
show. selects some of the 
prints to bi! placed on ex
hibition at the Cleveland 
Public Library. Listeners 
respond to WGAR! 

PUBLICITY. WGAR 's top
notch publicity director. ~1anny 
Eisner, keeps Northern Ohio 
listeners informed about what's 
going on at \VGAR . He creates 
publicity ideas and keeps in 
close touch wi th the trade press 
and news sources. His constant 
stream of stories about \X' GAR 
programs and personalities is 
an extra service to WGAR 
spomors. And publicity is an
other one of \VGAR's many 
effective promotional activities. 

-the SPOT -for SPOT ~ADIO 

A WGAR SPONSOR. Mr. A. L. 
Petrie is manager of the new ultra
modern store for Bond Clothes in 
Cleveland. He is a member of the 
Cleveland Chamber of Commerce 
and the Optimist's Clu b. and has 
been with Bond Clothes for twenty 
years. Bond Clothes is a WGAR 
advertiser. 

NOW AVAILABLE ... 
the Polka Party in Cleve
land ... the PoikaTown! 
Polka Party features live 
polka bands well
known in this area. Re
sponse to the first 
WGAR- produced live 
polka show was terrific ! 
Requestspoured infrom 
ten states! If you want 
results . consider Polka 
Party. Ask about it. 

RADIO • •• America's Greatest Advertising Medium 
WGAR ... 50,000 watts ••• CBS Represented Nationally by Edward Petry & Company 
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.,1 rtll ark I .') da) ) for a I5-minute network com· 
llH'rcial news show includes costs for 
film cuttpr, stafT cameraman or for· 
pign righ ts which not all shows would 
undertake. A show using film dips 
only is less cXI)('nsi\'e - CBS' This 
If' cek I" Review at S7S0 pC'r quarter
hour is an example. l\ BC's Camel 
.Yell's Caravan . which uses film, news 
and features. and remote pick ups, 
('osts ahout '15.000 a week. 

:ets awl Pro[Js 
Script 
Researcher 
Producer 
Director 

50 
200 

I .') 

~ ()() 

~~ OO 

22.> I lIour Camcra Rehearsal 

lS(; .llisc. S tation O t'erhead 
82.12.> 

:~ ' .3 

IS(; A p?Tl c\ ' COTllmission 

T otal 

.. :2.500 
441 

... 2.941 
Typical news prog ram ( I S-m in.) 

YClcscaster S 125 

62 

The foll owill t! brea kdown (cost per lIi'riter 100 

It's turnover time ... both for farmers and for you. 

Bright plowshares are biting deep into fertile Kansas soil 

. . . turning it over for still another rich harvest. 

For our advertisers there's a continllolls turnover of mer· 

chandise, because WIBW is the station most·listened-to by 

farm and small town folks.* 

Dealers rhroughout Kansas and adjoining states know 

how WIB\'\1 gets ACTION. Just tell 'em, " We're using 

WIB\'\1", and you'll get bigger orders, 100(/-; cooperation 

in display and merchandising . .. and MORE SALES. 

*Kall sas Radio AI/die/I ce 19';9. 

WIBW 
SERVING AND SElLING 

"THE MAGIC CI RCLE" 
WIBW • TOPEKA, KANSAS· WIBW·FM 

Rep : CAPPER PUBLICATIONS, Inc . • BEN lUDY, Gen. Mgr .• WIBW • KCKN 

Sets alld Props .. ' 
Still Pictures .. 
Film 
Cameraman ( fi lm I 
Processing 
Culler (per day ) 
Film Rights 

1 5~ S tation O,,'erhead 

L,) 1'1 Agency Commission 

Total (per day) _ ___ _ 

10 
150 
200 
150 
F,O 
25 

125 

$1.035 
182 

S1.217 
214 

Sl,t31 

The interview program lI suall r costs 
little Iw)ond the buclgpt for an inter
,-iewpr and guests. The b reakdown 
giH'n here is for a half-hour show 
using four guest:-. SOJlwtimes ~!Ues ts 

appear frf'e. which cuts ('os ts as much 
a:; 20"' ~ . For ('s timating purposes. 
ho\\ewr. this ('os t is figur('d in the 
:,;ampk bud~et below. 

Typ ica l in t erview program (3D -m i n .) 

MC _ 
Guest Talcn t 
IJroc/ll cer 
Director 
-'ets alld Props 

s ,~Oo 

~SO 

200 
100 
25 

TOP SHOWS 
TO FIT 

YOUR BUDGET 
Get FREE Auditions and cost for 
your station on these TOP tran 
scribed shows listed below : 

• TOM. DICK &: HA RRY 
156 15-Min. Musical Proeram. 

• MOON DREAMS 
156 15-Min. Musical Program. 

• DANGERI DR. DANFIELD 
26 30·Min. My.tery Proeram. 

• STRANGE ADVENTURE 
260 5·Min. Dramatic Program. 

• CHUCKWAGON JAMBOREE 
131 15-Min. Musical Program. 

• JOHN CHARLES THOMAS 
2 60 15.Min. Hymn Proerams 

• SONS OF THE PIONEERS 
260 15·Min. Mu.ical Proeram. 

• RIDERS OF T H E PURPLE SAGB 
156 15-Min. Musical Proeram. 

• STRANGE WILLS 
26 30,Min. Dramatic Program. 

• FRANK PARKER SHOW 
132 15·Min. Mu.ical Proeram. 

For The Bes t In Tran sc ribed Sho ws It's 

TELEWAYS 
RADIO PRODUCTIONS , INC. 

8949 Sunset Blvd .. Hollywood 46. Calif. 
Phon e CRestview 67238 - BRadshaw 21 447 
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PrudU('Iion. Ass' l or Wriler 7S 
1% flours Cam era Reh earsal 2-W 

" IA90 
1;)( ~ Misc. S LaIion Overhead 262 

$1.752 
15 c~ A gency Commission 309 

Tolal $2,061 

\ight spu rts remotcs (sec fir :;t threc 
pages of this stor y fur breakdowns on 
this and followin g categories) a,oe rage 
around S2,000 per night, although ob· 
viuusly the location and distance from 
translllitter afIect the cost. Telcphone 
line charges are pcculiar to this cate· 
gory. :'\etworks and stations usually 
sell sport rpmotes in packa ge dcals . 

.\Iost hour dramas are network pack. 
ages. The breakdown g ivcn hcre by 
Ross includes one star plus 10 sup· 
purting players. with tw o weeks ';dry" 
(without camera ) rehcarsal. 1'roduc· 
tions van must acco rding to talent , 
complcxit; and variety uf sc ts, type 
of script. Rights and adaptatiuns 
a,"erage about half of the allocated 
cost. This is also true of the situa· 
tion comed y. although this category 
urdinarily employs only three prin· 
cipals and three supporting players 
and scts are frequently repeat('d. 

The major ('ost of thc one·hour 
comedy·variety show is talent. The 
typical hreakdown g iyen for this 
catego ry provides for gupsts, dance 
line. ('horus. and " regulars." Spts and 
props may al~o be expensive, although 
some shows use only backdrops, cu t· 
ting the cost about one· third. The 
budgpt reported in this story is typical 
of a lavish production like CBS' K en 
JIlurray, which costs approxima tely 
$20,000. In the lower cost bracket 
are shows likp CBS ' God/rev and His 
Friends at about SH.OOO. Othcrs rUII 
ahout 5.000 and less. 

:'Iusica ls presen t by far the widest 
rangc in both quality and format of 
any ca tcgory . The hudget presented 
in this report corresponds to that of 
a commcrc ial half.hour show of the 
calibre of .l\'Be's Supper Club , which 
costs about SI0,000. 

Amung the less expensiYe types to 
produce is the audience participa tion 
quiz. EYen so, budgets may run from 
CBS' Winn er Take All, produced at 
about $2.500, to TBe's College 0/ 
illusical Knowledge (Kay Kyscr ) at 
about S I7,500. Lavish production 
numbers run up the expellse. The 
sample budgct shown hcrc is for a 
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Cited for Americanism 
by Catholic War Veterans 
" ... BECAUSE he represents fearless American rpporting 
of actiolls. background and reaso nin g which contribute 
to thc movements of world events-and 
"BECA PSE he has always r('cogn ized that all m('n arc 
cqual in the plan of Our Creator-newr stooping to 
tinge with relig ious or rar ial association the contents of 
his reports- and 
" BECAUSE he indica tes by his workman"hip that he-in 
accppting the privilcge of 'Frcedom o f Expres"ion '- is 
ah,"ays cO llsciollS of the r('spo n~ibility of protecting that 
Fr('('rlom for himself and all ,\"ho cquall y app reciatP it. .. " 
The DEPART\I E;\T OF' \,E\\ ' YORK. CATHOLI C \\'All 
VETERA~S OF' TIlE U'\ITED STATES OF' A.\I EHI CA 
awarder! a Scroll of HOllor to Fulton Lewis. Jr. lI c is 
the first radio COlllnlPntatOI" to hc cited in the 12·Yea r 
hi!'tory of the awarek wh ich are presented allnuall;· to 
indi viduals " oho have distinguished themsehoes as Ollt· 
standing ci tizens during thc yea r. 

* * * 
TIl(' Fultun Lewis. Jr. program. currentl ~' sponsored on 
more than 300 :\II3S 5tati ons, is a\'ailahle for sponsorslLip 
in some locali ties. Check your :\Illtual outlet- or the 
Co.operati,oe Program DcpaOrtment. Mutual Broadcast
ing System, 1.1.-10 Broadway, NYC 18 (or Tribune 
T ower, Chicago 11 ). 
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10\\ (o:,t (OI1l11H>f('ia l ~i \ ("a \\ a~, \I er
('halldi:;e i:, u!"ua ll ~ ' !:' uppli ed in r("t uJ'll 
fur air credit. 

In('f("a,.ed kn o wh o \\' is c Ullin f! oo \\"n 
on l1Ian~ Co ~t:" that l)f('\'ailed until 
co: .. t-('uuing t f' cll11 i que~ ('o ul d he d ('
\ eloped. Crowi ng stockpiks o f sets . 
film=-, props. (' tc . a l~ o h('lp. 

TIt(' pr(':,,.ure fo r impro\'(>c1 produc
ti()11 \\ ill :, t(,;'1<lih' inCf("as(' as T\T au

d iellee:; ~t" t acc usto llled to b(" lle r pro 
~ ra lllS, Tbi" i" ~()OU, Tbe 1110r(" fa!:'
(' in a t i ll ~ TY 1)(,(,OlllCS to \' i(" \\"ers .. tl)(' 
I)(' u er fo r '1'\ "nlr's- a c ircl e n('( 'e""ary 

for till' indust)') '" progr('!:'''.. * * ;.: 

POWER 5000 D 1000 N 
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POLITICS ON THE AIR 
(ColltiTlll ed from page 39 ) 

De mocratic bif!-wi~" \\ hich \\"er(" t('I('
e a:-t fo r nine seconds each with spokell 
captions .. 

Jolin SI1<'lIe) "" IS-l1Iinute hroaocasts 
we re n(,H' r strai p: ht politic al speeches. 
Bodell \\"roll' short, informal dialogue 
fo r ::->hclle~ and tbe prolllinf"nt ('ndor!:'er 
a ppearing with him. The prog rams in 
no wa\' r('s("mhkd tl)(' old-fashioned 
s t rai~ht political talk. 

Anothe r expOl1<"nt of the '''gf't ofT 
tl'a t soaphox" technique IS Herb Hill-

Yes, there is an abundance of buy
ing power here in central Ohio. It is 
a rich market that is thoroughly cov
ered by WBNS plus WELD FM. 187,-
980 families in the area are loyal 
WBNS listeners. They act upon the 
buying advice they hear over this sta · 
tion , , , and it's the kind of action 
tha~ makes sales for WBNS adver
tisers. 

ASK JOH N BLAIR 

CBS COLUMBUS. OHIO 

froid .. c o-o\\'ner of Ph ilip Klc'in AUH'r 
ti:-in~, Philadelphia. H(" says: " I think 
it\ perf('ctly ridiculous for local poli t i
co~ to buy profrHll11 time in order to 
mak(" "peeche!:'. R("ason? ~obody 
listens, period. TI)(' peopk just don't 
care. I ollce heard it rUll1orf'd that ra
dio \faS pri\llarily a mediulII of ellter
tdinnwnt and nobo(h' is cntertaillf'd 
\\ hen the local dog ~al< 'her takes 15 
minute:, to point with pridc allll Yiew 
'.\ ith alarlll. '" 

This extrellle ,iew is Herb l1infrold\ 
wa~ of emphasizing the point.. Actu
alh', a ;.!ooci ~pf'e('h should often 1)(' 
u:;ed th (' lIig ht before elL,(,tion as a 

wind-up. Rinf!old himself modifies the 
"no speec h'" rule: "\0 speeches except 
olle or t\\'o alld tiles(' b) the leadillg 
candidate. Speeches I)), millor c((m/i
dates are deatb. Tlwir fricnds call up 
and t('11 them they ,11'(' terrific . but no
hod) PI,,!, li"tells. The major candi
dates should hold their fir(' until tlw 
lIip:ht hefore f'le('tion.'" 

If sl'! spe('c11Ps are out on radio, 
\\ hat then? K('n ;\larsh .. manager of 
KW:\O .. Winona. ~ I innesota. a(h'ocates 
ill tellsi\'e us(~ of announcclllen ts. "It 's 
Ill\ ' firm ('oll\'ictioll that on(' heck of a 
lot of ann()U1H'(,l11enb cOllcentrat('d 
near elec tioll cia) would he far lIIore 
('fT('c tiw thall all the talks a candidate 
can broadcast.. \'otns are interest('d 
in on(' or t\\ 0 race" in each ('Il"('tioll .. 
of tell \'otc for other offices just 011 re
n1<'mhral1('e 0 f a l1a me. It .. " a~ do:"(, to 
point-of-purchase ,Hh'ert ising as you 
can ~('t f()r a political candidate."" 

!-Ierh Rill~ old f('cls thi~ W<1) ahout 
it: "BII~ spot announcenwnts to the 
limit of ) our huo~('t. These announc('
nlent" must be purchased lIo t lIIore 
than 10 days away fro\11 ('Iection. Take 
all ) ollr oOll~h and saturat(' the sta 

tiolls just hefore the pcople go out and 
hn, .... ,' .. 

Bcsid('s a basic pro~rallJ of an
lIounC(,I1)('nts. til(> Ja,' before ('Iel'lioll 
is Iwst for final round-ups and all('n
li on-frettin g app('als. Eric Bodf'II"s 
Cal'a/('ad(' of the Fifth District did thi;; 
joh well for John Sheik). \cw York 
J)(,llIonat:" wOll\ld np their 1 <J-llJ sena
lorial-nJa) ora lty bid \\ itlr a state-wide 
hook-up on WeBS frolll g ::'W to <) :()() 

p.m. The prop:raln open('d \\ ith all in
trodllction h~ :\\rs. Franklin D. Boos('
\ ('It.. ~Il(' was follo\\'('d bri('Oy hy )'('
mote pi C' k-ups frolll I lnlwrt Lehman. 
\\ ' illialll O"Dw~er.. Philip \I urray .. \\,il
liam Cre'('II .. Itepre,,(,lI tati\'('s Emanuel 

Ct' ller and \\' alter Lynch.. :\",,(,III"h
Illall Jallle" Lyon, Dr .. Challning Tobias 
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(;\'cgro educator ', and Thomas A. 
~Iorgan (Chairman of the Board. 
Sperry Corp.,. This was capped with 
a fi\ 'e-minute endorsement of the slate 
by Presidellt Trumall. Ele\'en people 
heard from in 30 minutes- politicians. 
lahor leaders. educator. industriali st. 
and the I'resident of the United S tates. 
l\"ot olle dronillg \'oi('e. hut 11 distillc
tive "oices breaking in with impressin> 
sta temen ts. 

O ' Dwyer's opponent for \Iayor of 
'Xew York Cit y, ,ewbold ~I orris, put 
on a tw o-and-a-quarter-hour radi o 
"round robin" orig inating in \f\ICA's 
Theatre Studio. From 5 :~~O to 7 :-.15 
the night hf'fore f' lec tion , ,Morris fed 
his prog ram to se\'(' n dilTf'rent stations. 
Half-hour segments went to \\'OH and 
W1\ICA. 1S-minute slots to \\'1;\'S, 
"'QXH. \Vcns. \\'JZ. and \\,1l\S. 
~Iorris carried the hall most of the 
ti me, with assists from ;\'lrs. Fiorello 
LaGuardia. Charles Tuttle. and former 
judge Samuel Scahur). 

In the sallie electi on. the America n 
Labor Party's Vito .:\Iarcantoni o hor
rowed the disk jockey tedmique. He 
hought an hour on \\'MCA from 2 :00 
to ~ :()O p.m. Sunday. the day before 
election. After a few introductory re
marks, \Ia rca ntonio im'ited listeners 
to eall him at the studio and ask ques
ti ons. thell answered them on the air. I 

Marcantonio tried to cash in on the ! 
loyalty of foreign-langua ge listeners 
(SPOl\SOR 27 ,March 19.')0 "'They lo\'{' 
their nati\'1' ton guf'''). One s)('('('h in 
Spanish and onf' in Italian werf' hroad- I 

cast over WHO]\[. Thf' Spanish broad
cast ainwd at minority support: "The I 

Puerto Hi cans arf' suhjeetf'd to all 
forms of di:-:criminati on, the first to be I 

fi rf'd and tire last to be hi red. " '\ ot 
e\'ery candidate is a linguist. but for
eign-language supporters mi ght pineh
hit to good effect. 

TV came in for its share of politieal 
attention in a rN'ent Philudelphia 
municipal election. Tir e Democrats, 
who hadn't made out in O\'er ()O yea rs. 
used an eight-week series of hal f- hour 
programs, exploitin~ fresh newspaper I 

exposes of allegcd Hepuhlican irregu
larities. Says WFIL-TV: " LTnd er the 
title A Clean Sluep jor Philadelphia, 
thf' Democ rats emplo) ed trick-shot 
symbolism, puppetry , and dra ma to 
trademark the allf'ged e\ils they in
tended to correct. Guiding spirit of 
the series was Suzannf' HolJf'rts, promi
nent Philadf'lphia actress-writer·direc
tor. Telecast l\[ondays at 9 :00 p.I11. , 
the series featured the four major can-
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didates on a rotating sclIed lll f'. TIH' 
theme o f eac lr show was the post being 
so ught hy the featured candidate. First 
show presented the candidates. their 
"iews and childrf'II in an effective 
'meet the family ' idea . The final show 
a ltema ted hetween brief messages 
from the candidates in \\,FI L-TV stu 
dios alld man-in-the-street in ten'iews." 

TIl(-' I{epublica ns ('ountered with 
tlwir own sprief; on T\ . using only 
four wceks instead of the eight spon
sored h) Democrats. 'Ttilizing a trif'd 
a nd tru f' TV formula~family situation 

drama the COP prt'""ntpd it" ca,..e in 
terms of li\ ing roolll dis('ussioll: it \\a s 
telecast Wednesday nigh ts at 9:00 p.lI1. 
The j)ellll F alii if)' consistf' d of l11otllf'r. 
father. teen-a ~e son an d daughter. 011 
s u('('eedin~ weeks. eac h of the four 
!!lajo r GOI) ('andidates ca ll ed on th" 
fami ly and fr om this \ i,..i t en~ued a 
dramatization of his offi c(' and its si~
nificanee ... :' Thf' show was lIla~t('r

min(led by Bernard L. Sackett. knowlI 
for stage, radio, and video pruductions 
in :\ew York and Philadelphia. He 
used a Holh wood actress. \\'\'I1/1e Gih-

, . 

Any Way You Look at It 

KIINr"£ is tl.e 

LEADER 
il' Des ~Ioil.es~ 
the center of things In Iowa 

Highest Hooperated-Biggest Volume of Accounts 
-Highest News Ratings - Most Highest-Rated 

Disc Jockeys-Tops in Promotion Facilities 

The Hooper Audience Index, February-March, 1950, Shows: 
;\IOR:\Il\G ........................................ ,KHYf has a 92. i Nc great(,r andi

enee than the ;\0. 2 ,..tation. 
AFTEIC\OO:\ ................................... KHYI' ha~ a 39.2 CC grealt'r andi

enee than the :"10. 2 ~ tatioll. 

EVENJ:\C .......................................... KH:"IT i~ 3.0 I'er('entag'(' points he
low the ~(). 1 ,..talioll. 

SU:"lDA y A .. ~rER:\OO:\ .................. KHl\T ha,; a 22.1 ~ ~rt'alt'r andi
('nee than the l\o. 2 ,..tation. 

SATUnDA Y DA YTDIE .................... KH:\T lIa,.. a 22.,'~ CC grt'at('r andi
ence thall the :\0. 2 "tation. 

TOTAL HATED TI~IE I'EHIOI>S ... KR:\T ha,.. a 38.5 grpat("1' !,er(,pnt
a~e than the l'\o. 2 ,..Iation. 

Those are Facts Advertisers Know when 
they buy KRNT ... the Station that can 
say: "Any Time is Good Time on KRNT" 

The station with the fabulous personalities and the astro'!,omical Hoopers 
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Charily beginJ 

at hOlne 

Let's spend our Marshall Plan 
money building this country so 

strong and financially sound 
that other nations will of their 

own volition demand republican 

forms of government rath er 

than seek security through com -

munlsm. 

Let's lead the world by example, not 
by bribery or force. 

7~ A'et ~S~ 

OOI:mr11oa:lil;1 
5 K W DAY ANACON DA 

G I KW NITE B UTTE 

~v MISSOULA 250 KW 

~IONTANA · ·· 
l}\OT 0 .\ £, Rl 'T SEJ' £.\" .IUJOR l .n>t'STRIES 
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To Cover the 

Greater Wheeling 

(W. Va.) Metropolitan 

Market Thoroughly 

YOU NEED 

WTRF 
AM -FM 

Proof . .. 

Consult the Hooper Area Coverage 

Index, 3-County Area 1949, and see 

how well WTRF covers the Wheeling 

Metropolitan Market of Northern 

West Virginia and Eastern Ohio. 

Studios and Transmitter; 

WOODMONT, BELLAIRE, OHIO 

Represented by 

THE W ALKER CO. 

I son. in the mo ther role. 
\X'hat kind of reception did the two 

I T \ ' series get ? Some school classes 
used them as illustrated lectures on 
ci ty go\'ernment. ~lore important, 
audience mail showed, says WFIL
TV, that "many of the writers plainly 
regarded tIlt' shows as entertainment 
fea tures of the sta ti on, despite the 
fact that all the programs were clearly 
labeled ofTerings o f the political com
mittees." 

These and many more examples 
point up the value of showmanship 
and salesmanship in political use of 
the air. Radi o, which ean sell any kind 
of consumer product. can also sell 
ideas and men. But the techniques and 
timing have to be right. 

We like the attitude of a recelltly 
defeated candidate. lIe said: ' ,],ll win 
it next time; 1 learned how. ~ext 
time rn get on the air ]0 days 
ea rli er. " *** 

RADIO MAl L ORDERS 
(Continued from page 29) 

product will make an infinitely hetter 
impression on the listener if its deliv
ered by an established local radio per
sonality. They regard three to six 
programs a day per stati on as the roek
bottom minimum for saturation cove r
age and black-ink results. 

I Cowan and Whitmore ha\'e found 
I that most stations on tlH'ir lists are 
I willing to sell six lO-minute program 

I 
segments at th e straight h ourl y rate. a 
decided cost.culting fa c t o r. These 
short segment s ca n be spaced at stra-
tegic intervals so that th e total impact 
far exceeds that of a solid hour. 

Generally speaking, their buys hare 
been in class 13 time rather than rlass 
A. Tests werc made in both time 
classes and it was fOllncl th at net profit 
deriving from class n timl' buys out
wcighed that of choicer hilt more ex
pensive class j\ time. Time was 
bought through na ti onal s t ~lti ol1 rep
resentatives, ll1o~tly 011 independent 
sta ti oI1s. HCW found the intlit'!' p ref- ' 

I era hIe for their purpo!'e~ hec.a u~e of 
their f!enera lly lower ra tes alltl le!'s 
rigid copy u':-trictiolls. 

The BC\\' partnPl'''; laUlwlwd a series 
of te,.;t runs with \"ariou,.; tO~'- llo\'dties 

al\(I cO!'llwtic packages hefore teei ng 
l ofT with the halluon ellterprise last 

ycar. After a hrief radin ca mpaign 

hecame e\ idell t to th em that cosmetic 
sales had to buck the almost insuper
able handicap of a 20'6 excise tax. 
The return from perfume campaigns 
by RC\V in Los Angeles and Chicago 
just reached the break-even point. 

Direct mail commerc ials on toys, on 
the other hand . were outpulling cos
metics hy a wiele margin. The toy that 
olltsold a ll others was a package of 18 
co lored Circus Balloons. Wi th each 
package went directions for assemblillg 
them int o reasonable facsimiles of fiv e 
an imals-Dann y the Deer, Petey the 
Puppy, oily the Sea l. J er r~' the Gi
rafTe, and Donny the Dachshund . A 
"trial balloon" ofTer on KLAC. Los 
l\ ngeles. and KYA, Sail Francisco. had 
the younge r genera ti on o f tho~e ci ties 
in a dither in no time at all. 

The results so far outstripped expec
tations that it was decided to make a 
nationwide pitch in time to cash ill on 
Christmas bu y illg. R C\\ ' reports th at 
all but two of the 400 stations they 
hought paid ofT. They list the folio\\"· 

I~ f. (: 1\ 1.J 

r:1 ~9 ~.~.~ ~!,::! ,I.~.~ ;,,; .. ;, II shows. Ask about THE DAYBREAKER 
•• • FA V ORITE FIVE. 

m !~,T!.S I r. ~.:'!.~ f'.!.~ ;.;.; 
LUCKY 7. BEST BY REQUEST, 

m ~.~S.?~~ ~~ I r!.E~.;, ... ~ .. 
. • • plus Mutual 's array of stars. 
~. 

PACK 

ER 
FOR ADVERTISERS ON 

IN ROCHESTER, N. Y. 
Re presen t ed Nationally by 

WEED & COMPANY 
for "Bergel of Ii oll ywtlod" perfllme. it I L ______________ ---l 
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How electronic "paintbrusbes" create 
pictures in our newest art form 

There's not a single 

moving part in a Kinescope 

- but it gives you pictures 

in motion 

No.4 in a series outlining high 

points in television history 

I 'hotos from the historical collection of UCA 

• E\'er watch an artist at work-seen how his 
brush moves O\'er the canvas to place a dot here, 
a shadow, a line, a mass, or highlight there, until 
a pieture is formed? 

An expe rime ntal model of the kinescope -deGeloped by Dr. V. K. Zu;orykin 
of RCA L(Jh(Jr(Jtories-i.~ ~ee'l undergoing laboratory tests. 

Next time you're asked how television pic-
tures are made, remember the paintbrush comparison. nut 
the "brush" is a stationary electron gun, and the "pain t" is a 
highly refined coating of fluorescent material made light or 
dark in ordcrly pattern by electron s. 

Dcveloped by Dr. V. K. Zworykin, now of RCA Labora
tories, the kinescope picture tube is one of the scicntific ad
vances which gave us all-electrollic teledsion ... instead of 
the crudc, and now outmoded, mechanical techniqucs. 

New 16-inch RCA glass-and-metal kin escope pieture tube, almost 
5 indies shorter than pred ous types, ineorporates a new type of 
glare-free glass in its faeeJllate- Filterglass. 
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Today, through research at HCA Laboratories, thcse com
plex kinescope picture tubes are mass-produced at RCA's 
tube plants in Lancaster, Pa ., and }'larion, Indialla. Industrial 
authorities call this operation one of the most breath-taking 
applica tions of mass production methods to the job of makillg 
a precision instrument. 

Thousands of kinescope faceplates must he precisely and 
evenly coated with a film of absolutely pure fluorescent ma
te rial ... the electron gun is perfect ly synchronized \\"ith the 
electron beam in the image orthicon tube of RCA telcyision 
camcras ... the vacuum produeed in each tube must be 
10 times more perfect than that in a standard radio tllbe
or in an electric light bulbl 

Once it has becn completely asscmbled, your HCA kine
scope picture tube is ready to operate in a home telc\'ision re
ceiyer. In action, an electrica lly hc,ltcd surface cmits a stream 
of electrons, and the stream is compressed by finely machincd 
cylinders and pin-holed disks into a pencil-thin beam. ~ Im'ing 
back and forth in obedience to a radio signal - faster than the 
eye can perccive-thc bealll paints a picturc on the face of 
thc kinescope. For each picture, the electron bcam must race 
across the "screen" 525 times. To create the illusion of motion, 
30 such pictures arc "paintcd" in e\'ery single second. 

Yet despite thcse terrific specds. there are no mO\'ing mc
chanica l parts in an HCA kinescope. You enjoy the lIcwcst of 
our arts becausc electrons can be made to be obediellt. 

le Radio Corporation of America 
WORLD LEADER IN RADIO-FIRST IN TELEVISION 
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illg ,t, tlOIl" a:- ha\ illg beell partie ular
h "u(,(T"sful: ~::-FO. 5an Frallci"co: 
\\1 \ :-'. \('w Yo rk: \\-mG. Phil ade l
phia: " In F. Oklahoma City: \\ \ \F. 
Chi("(lgo: "I. \c. Lo,,\ng('les: \\L\\ ·. 
Cillcilllwti: \\ PIT.I'itt"LlIrp:h : \\\11'5. 
\le lllphis. ~ \ l Z. HOU:-tOIl: and \\ -] LD. 
I lclroil. 

Pme h n,; all expf' rimf'1l1. HC\\ ' ai,o 

"pon:'orcd a fi\'e'lIlillllte illten if'w with 
Bob llope' 0\('1' 2."10 \BC .. tations on 
~-;- \ml'm})('r. Oil I)('half o f CilCU" Bal-
10011:'. Th (' "ho\\ ,;old a lot of bal-
10011".. hilt ullfortullatf'h not ella ugh to 
o l1tweigh th(' high co"t of th e prollram 

ahout S(dU)(l. o\"irle from thc ex
pen,;e of nPl\\ork time. tIl!' HeW part-

lIer" f('el th a t the limited cOll111lercial 
time o n such a show is a seriou:, draw
bac k to a mail order offn. 

\\ ith more than t \\ a lllonths 0 f the 
bal loon campaign still to run on th E' 
(, urtailed list of SO :"tations. sale, haw 
already topped the SI00.UOO mark. 
\dded to till' take from the original 

Chri4111as campaign. this brings the 
()\°erall gro,." on balloon:, to more than 
S l.noo.()Oo. 

nc\\' got more than 1.000 orflC'rs 
for a 81 pla"tic helicopter novelty. the 
ZOOIll. afte r a OIlc-\\Oeek test campaign 
on fO llr Lo" An geles ,;tations- KFL 
~FI-TY. KLAC. KL\ C-'IY. Sdwd
ul es \\erf' added the follo\\ing \reek on 

SOUTH~EST VIRGI~;~';P~ ~ADIO ST~~ION-
- - - -- -- -

1949 BMB 
Day- ll0,590 families In 36 counties 

Night - 85 ,830 fam ilies In 31 coun ties 
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3 to 7 days weekly: 
Day-90,320 families 

Night-66,230 families 

(Retail sales in the area 
are over $600 million yearly) 

Get the entire story from 

FREE & PETERS 

J 

o~ 

~ . 

\\'PIT, Pittshurgh; K5 ,\ '\. 5an Fran
cisco; KBYE, Oklahoma City; \\K l\ \.. 
Saginaw, :'I l ic h.; KSFO, San Francis
co, and KF\-O. Los !\ng(·les. and more 
than 90 other stations. I3~ the f'nd of 
~Ia). the Zoom campaign \\ ill ha\Oe 
run 011 a total of 300 station:'. accord
ing: to present plans. 

Another RC\\' dollar item. the Sun 
Photo. was plugged onl~ on TV "ta
tion,;. ~Iorc than 2 . .500 \\ f'1(' ordered 
in a single \\ ef'k a~ a re';lIlt of two 
daily pIug~ on KI-'I-T \ ' and KL;\ C-TV. 
Expan~ion of thf' ::;un Photo campaign 
to '\ew York and other Iargf' "idf'o 
c('ntc rs is in thc \\orh. 

{' p the RC\\' slee,e is a lengthy as
~orlnl('nt of additional product:, for 
ai r selling hy di red mail. nllt the 
pa rtners arf' 110t y('t read~ to talk about 
them. Thi~ does not mC'an that sheer 
no\elty is the decisiyc fador in :-uc
cessful dir('{'t mail adycrtising on the 
all'. Xowlty helps. but genuinc , 'a lue 
is more important. A harebrained 
gadget- the embroidf'l'(,tl pen-wiper or 
the perpetual tablt' napkin- ma) pllll 
w('11 initially but is almost ce rtain to 
cause disellChantmen t and hea\O) r{'
tum:' of llIerchandis('. 

The RC\'\, SlH'CeSSf'S ha\ C' sllOwn that 

SIMPLE ARITHMETIC 
IN 

MUSIC LICENSING 
BMI LICENSEES 

Networks 
AM 
FM 
TV 
Short -Wave 
Canada 

22 
2,093 

390 
95 
4 

150 

TOTAL 8MI 
\LlCENSEES . . 2, 754 ~ 

You are assu red of 
com p lete coverage 
when you program 
BMI -licensed music 

'~ A.( 0/ May 11. 1950 

SPONSOR 



I 

\ 
I 

spot ra d io, wi th its ca paci ty for dra · 
lIlatic emphas is , quick sa tura ti on, and I 

extrenle cla:- ti ('i t,-, h a~ a dec ided edgc 
o\'er a ll\' o ther 1;lediulll when it ('omes ' 
til dirN· t mail sf'lIill g. 

Balloons. bird·boob. or I)('e.hol\t·) 
nallle ) our prod uc \. If tlw L S . 

lIIails d f' li\'I'r it. radio \\ ill sl'lI it. * * * 

RADIO VS . TELEVISION 
(Colltillu ed from page :n) 

H. C. .\I addux. ,in"pn-'sid"nt ill 
"harg(' of ~al('s for \\'01{ and \VO l{ · 
'1' \ . :-. tatl·s that tIll' oS to g p.lIl. pil'\trrl' 
ill :\ (' W York ( \\ hen tele\' isivlI llIake:. 
i ts first dail~ important inroads on ra · 
dio listening) is radica lly difl'crc:lt de· 
pending Oil whcthc r ) ou're al'l.:ep till t?: 
P ulse or H ooper. 

Pointing out that I'ulsc . sho,,:, T\ 
" itlt a 3.+.·' : ; n ighttilllC' share of a u· 
diem'(" in April 11)50 ('omparC'd witll I 

1I 0oper 's 49.6( ~ . i\1r. Maddux ('011' 

duci C's: " \\ ' e think this ( Pulse ) IS a 
far ",ore acc urate pit:lllre of the :\e\\ 
) ork situation thun the 49.6 ; ; '" an 
illlporta llt factor ill the Hoope ra ting 
fig urcs is the fac t that only te lephone 
homes are dl('cked. The likclihood for 
disc rC'pancy ill this 111('thod is ob \ iuus 
sillcc onl y 01.7 % of thc radio families 
are telephone subscribers. whi le 80% 
of the TV homes have telepholles." 

WO I{ recen tl y repor ted that its 
April 1950 Pu lse was 57 ( '~ highe r th im 
its 19.+2 study. 

W:\E\V, anot hcr Pube ex ponent. reo 
p()rt~ its i\ larclr 19.')0 rating at l ·-V ~ 
abo\'(' thc same mOllth in ) 9,1-9; adds 
that its March fi g ure sets an ail·time 
high. Based on Pulsf' out·of·home find· 
ings, WNEW claims tha t fo r e \'e r y six 
in·home ad" ertising impressions it de· 
li,-c rs one out·of·11Ol11e impression . 
WNEW, along with WHO, Des l\loines. 
\vOH, Southern California Brondr a:+ 
e rs ' As!"ocia ti on and se\eral o thers. ar,~ 
s taunch proponents of "('ount the full 
audience. " a conccp t that is rapidl) 
gai ning f",·or. 

In an ad,'e rtislllellt in the 8 i\ Jay 
SI'O;\SOH. a CBS,oWI1('d !"tatioll, \\ ·EEL 
proclaimed that. with 99.2(/ ; o f ali 
homes radio.equipped. " Hadio i;;: th e 
bigges t thing ill Bo;, toll!" It uddf'd 
that \\ 'EE I listenillg. ucconlill~ to 
P ulse, is s ubstantiall y g rea ter in 19:5() 
thull 19-18 -50', ~ g rca t!'r bd\\eell 6·8 
p.llI.: 20( '~ grf'a ter betwecn IJ·] 0 p.Il1.: 
·13r~ g rC'ater b('tw('en 10·12 p.m. Bo!"· 
tOil radio as a "hole. I)(' tw(-'C'n () p.lII. 
aud llIidnight , is 9 '1 ahf'a d. 

O~·war Ka tz. CB~ Hesea rclr Dir(-'(' tlll 

22 MAY 1950 

FOR B.M.B. and CONLAN see WEED & CO. 

ABC 5000 WATTS 

when 

you're 

comparing 

radio 

stations 
IIl1lk p .~ IIrp '0 chpc k ,he;r S l'r/,;C('. 

All.~ lIS 11' 1,1/ ll.~ ,11t';r t;M ;"g.~ ;11 SRJ) .... 

S;:ys one Time Buyer: " When I'm using 

STANDARD RATE I'm looking for 
certain things. I'm n ot ret/di/lg. But, 

i f I see an :!d which gives station cover· 

age or other useful facts not in the 
listing, I make it a point to check it." 

Have rou noticed, too, how Service·Ads 
help, especially when you're working 

AP - __ .. ..,..c.4 .... "-r-.• --,~ H .. __ •• _til .... _ ........... 

ttl 19t, .tJI_...".- .... '01'01~ .... "-x.,~_ .... ___ " ............. ___ ............. '''''rw_~-
()o .... _ ........ _~ .. _t..IoI~....-. "'"'-" __ .......,~,_, 
~_1"-...-- __ ... _ ... I-... __ ~ .... - .. ---~--,-~.-, ....... -;:::::! .... _. "",-, f .. _ ... _ .... ___ .. M"..., _ ........... 

tG Sl Ol · ~oooo . .. " s WHDH 
S en -ice.Ads like Ilris ;/1 SRDS Radio Sal imI 

Irdp Time Bu yers pick tir e riglrt statio ll s. 

fast? Service·Ads lih WHDH's shown 

here, which suppll·IlH.'nt s and expands 
the WHDH listing with the kind of 
infortn ;:: tiol1 tint helps you decide which 
stations you want. 

STANDAR D RA TE & DA TA SE RVIC E, Inc . 
TI •• Natio~ol A Ulhority S.rvlng ',,;. M.Jio 8u'ying Funclioft 

Walta : "E;' Bottho f, Pub lis her 

333 NOIITH MICHIGAN AVENUE, CH ICAGO t. ILLI NOIS ' NEW YOR K • lOS ANGELES 
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To SELL the PEOPLE Who Buy 

The MOSTi~_~he rf)[J@ S1 ~ 
. ..' L:.J~~~ 

( 
\ 

/ 
l POPUL;:: " ---1 

Over 4 Million 
RETAIL SALES 

Over 2 Billion 

I 
/ , 

The Happy Kitchen, one of the 
Midwest's oldest and best liked 
women 's programs, is conducted 
by Nancy Goode. 

This 9:15 
a. m, week.day 
feature has 
been on the air 
for almost 15 
yea rs. The pro· 
g ram is deftly 
handled by 
Nancy Goode, 
homemaker, 
mother and Nancy Goode 

active clubwo m an. Her recipes, 
food and household hints are of 
great interest to KMBC·KFRM 
listeners. Her Apri l mail averaged 
more than 250 letters a week! 

F1eischmann's Yeast and K . C. 
Power & Light a re current spon· 
so rs, bu t addi tional participations 
are now avai lab le! 

Contact us , or any Free & Peters 
"Colonel" for detai ls! 

KMBC 
of Kansas City 

KFR '. 
for Rural Kansas 
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11 \\ urking for an organizati on whose 
TY stake is not insignifican t ), hroke 
intu \\'indH'lI's colullln wilh p\.l'e rpts 
f rOIl\ all intprofTil 'e IlH'JllO to a ll C BS 
,..ale~lIlpn pro tes li nl! llooper's un fair 
Ireatlllent of radio. 

"Hooper\; new ratill~s tend to "ho\\ 
:hat kleyi,..ion gets n}O[(' of tlw audio 
(, Ilce than is aduall\ tilt' cas<,. \Vith 
11)(' applica l ion of sOllie s imple arith· 
lIlelic. we call II v \\ sho\\' how ser ious 
thi,.. Ilias i::- . .. ho\\ much it penalizcs 
radio. He is o \ p r e~ til11atin g T\' 0 \\11 · 

('[ship and arbi tra r ily reduces the rat· 
ing of radio programs and inflates TV 
pro!!rams. In s hort, I-Ioopc r is placini! 
allon l -+()( '~ o f hi s phonc ('a ll s in TY 
hOllles a t a time when TV o wne rship 
( \ e \\ York a rea I i .. lihe rally estimate 
ed a t ahout 3(Y; , The net cfff'ct is 

that Hooper's ' all·home ratinp:s' tend to 
Ill' a t leasl 1,1: \ hi ~her than they should 
he for TY and about 1S(; lo \\ er Ihall 
they sh(luld IIf' for radi o." 

\\'\\'DC reveals th a t in the Wash· 
ingto n market ils e\'cnin g share·of·au
dience (based o n the l\larch.April 
Pulse) is higher tha n it was fo ur) ea rs 

ago. \\'\\ ' DC stresses. as d ocs AHB. 
Ihat the lllusic programin~ of indepen. 
d('n t :-I a ti ons is a ~a fl'ly·vah-e a ga inst 
'1'\ ' inroad:-,- that music will be an in· 

c reasingly important fac tor in radio 
station programing of IIH' future. 

All th e nel\\ orb. a nd fin' local 
s tatiun s a re c urrently underwritill g a 
~indliJlg('r study to determine h m \' 

I 'hiladelphia list en ing / viewing br('ab 
do\\ n on the ba sis of Had ox (eleetroll' 
i(' dl'\'ice ) findings. \\'ith :~(i~~ o f ail 
Philadelphia Iwnws owning TV se ts, 
a nd s lrong TV o utl ('ts in W CA U·TV, 
\\ 'PTZ, and WFlL·TY, the underwrit e 
('rs ('xped to get a good harometer of 

ho\\ fast TV vi<'wing is g r owing. Just 

as important , and the Hadox system 
call dig it o ut , is wh a t ';; h a ppcnin!! to 
radio li:- Ienillg while vkwillg is takin ~ 
place in Ih(' parlor. 

AlIwrl S indlingn IHP\'iously ha s r l'· 

port!'d thaI after six months of '1'\' set 
0\\ nership his Ibdox (\Pvic('s, link('d to 
('ve n ~c t in the home ( rad io and TV ) 

Iwgi;l pi('kill!! up si~ns o f radio listclI' 
ill !! a<'li\it) throug ho llt till' house. 
Bed roo III , kitdll'll . Il3lhroolll. !,on'h , 

I 
dCIl :-('\s (,OIlW a li\'!' al!aill ... alld 
Silldlillgl'l' ,..I; ll( ·~ that il'" cxcilin~ 10 

\\alch lire Irans forma tion lake pla('(·. 
'I'll(> l{ad ox anal) sis is IIl'in!! ba~,,,,d 

Oil d'lta 1!a tlwr t>d lasl year aud ('a rh 
in J()'sO, Had ox ClIrren t sen in' \\a :
dis('olltillued whell ~indling('f ('11 11'1'1'.1 

:1 sui t agaill,..t ;\,id:-('n an d Iluo p('r 

claiming restraillt o f trade. 
In th (' an'rage TV h ome the r adio 

s('t ill the parlor has bN'ollle lillie m ore 
tlran a pif'{'(' of fnrnilur('.\s Hugh 
Bt'\ ille, \ ' BC Res('a rch Dircclo r , puts 

it: ::Hadiu ha". I11m'ed o ut of th (' par· 
10 r. 

\\ 'hal's happenillg else where ill the 
h Ollle is the hig qucstion. The all:-\\'er. 
wh ell it ('allies, llIay take nothing aw a~ 
fro III tde\ ision but hring an impor· 
lant new ('oncept o f ra d io, SPO:\SOl> 

heli e\'es thaI it may u:-h er in tilt' mea· 
~urenwnt of personal listening in plan' 
of h ome listening. 

A. C. .:\'ielsen. wilh his ,'\ a ti o ll a l 
,\iel~en Teb'ision Ind f'x in additioll 
to hi s l{adi o lndex. and his 1\udimet(' r 
tec iJn iq uf' for measurin1! scI usage 
within tb e home minllte.bY·lIlinute. i" 
in a ll ideal ,position to calcula lt' what' , 

h a ppl 'lIing 10 listeni ng/ \ iewilll! 0 11 a 
nati oJl wide bas is. But \ielsen. too. 
seems d e;o tin pd tn shortchange radio 
until his Audimeters are linked to 
e\'er) radio se t ill the 1.500 homes he 
sa lllpies. .:\'id"pn'" p r ob lem ( Ille high 
<.:os t o f hooking a sepa rate Audimeter 
to cvery set added within Ili s sa mple 
homes) llIay be solved when his new 
four·set Audimcler I!ets illto heavier 
production. Ri gh t now 2,000 Audime· 
ters sern ' l,500 homes ... and the J1/:~ 
seb per h ome a\ 'erage is suLstantiall) 
under the l) '~ or lllo re average claimed 
In other re ,..( 'archers. 

Dr. Forrl'st \\ ' ban , wh o conducts an · 
nual in ·ho me and o ut·o f·h ome listenin g 
studies for WIB\\', Topeka, WHO, Des 
i\loinps, and othn ~Iidwest stations. 
puts the fin ger on how a teleph one sur· 
\'ey ca n go wrong. Thi s one happened 
to him. 

As to ld to SPO:\SOR, Dr. \\' han was 
in his stU(h in hi s Wic hita h ome when 

the phon(' rang. 

" fs yo u r radiu tllmed un ?" asked 
tIl<' voice. 

"No:' 
" Is a n yOl1(, e lsc in the h o use lis ten· 

ing?" 

" \ 0," said Dr. \\'hal11, 

Five IlIi!l lltes later Ire realiLeJ hi~ 

erro r. Aetllall). three radios were go· 
1Il~ \\h('n Ihe illlen it'\\t'r ca lled. hI 
WH' o f th e np,..la ir,.. rOOlllS his bedrid· 
dell fn lhl'l'·in·b \\ was li,..t('lling; in all' 
o lh l'r hi s dallg hl .... had luned ill Iwl' 
fa\'oritl'; a lld his \\ if<. was lislening to 

thl' kitdwll se t. 
Dr. \\'han \\a,..lI·t li"Il'lIing. ;\la \,b .. 

tha l's \\ h ) he was th(' on!' 10 answer 

the pi III li t'. * * * 
SPONSOR 



1950 
FALL 
FACTS 

ISSUE 

ADVERTISING FORMS 

CLOSE JUNE 30 

Fall alld \rilller plall~ are IIl<ld( ' du rillg .Jul~ a lld AuglJ"'t. 

That'~ \, hCIl till}('IHlyer~ , accoullt cxeclItjn'~ , alld 
adverti:, illg lIlallag('r~ will he diggillg for fact:, 

a lld figllre s. 

SPONSOR' . .; FALL FACTS ISSPE i.; til(' 1Il0~1 

IJ:--cfu] loo} avai labl e to Ihe:--e broad('a:-I ])(IV CI":-. 

H(' porls 011 ~po t. Il e tw or k, klcvi~ion , etc. 

in th e pa:-t thrf'e year:, Ira n~ e~tahli.;lJ('d 

SPONSOR\ FA L1. FA CTS ISSPE (\.; Ihe 11I{)~t cOlllp]rlr 

:-ollrl'C for fa ll alld wint f'r infol'llla lion . 

YOllr a dye rti sing me:,"age ill Ih e FA LL FACTS ISSl ' E 
will reach th e dec ision -maki llg hll yer whell he":, 
looking for facts. 

510 lU;ulisoll A"enlle, Nell' \ ' o .. k~ N. " . ~I UI·I·.I~ ' llill 8-2172 



The AN PA fought back 

:--I'O\~OH appla ud" Tidr, whiC'h had 
thr indu:"tr~ to Jluhli:-h a detailed his
tory of tlw \\1'\':; Hurrau of I\d,·('/"

tlsing in its :2S o\pril issue .... 
.. , an(1 tile ;\;\lPA, which had the 

initiatiw and gumption tu fight back 
somc years ago whell it" efTec ti\' elles~ 

\I as far 1)('10\\' today's IP\'e\. 
:\ ~rj\ l1lel11lwr,. slrarpd S 11.").000" 

(lOO in natiollal hilling during II) ~<). :1 

:-tagg('ring, media-topping figurr that 
rna,' makC' some wonder what the r\\'
r t\ had to fight back from. 

\'r\\"spap<>rs fought bark from a 
:- lirn total hilling of ,: L)<),OOO,OOO a~ 

)'f'("pntl\' a" 1<),12. The S,lIllr } ('ar na
tional radio IIJ(' tw ork and spot) totakd 
:::-lK").OOO.oon. Young ami ,irill' radio 
had all the adnllltag(' tl1('n, Hut radio 
wrll t its ('olltellted \\'ay , \\hilr th r IIr\\':;· 
l'apNS, with thl'ir backs to tire \\'all. 
('ookrd up SOllll' potl'nt strateg'. 

:\" Tide rq)()r!" it, thr :;trategy ('PII

krpd around tllf' BurC'au of i\(hrrtis
in).! of tl1(' :\ \ 1"\ . The Bureau of Ad, 
,('rti"ing: wa:- an allPnric 20-year-o ld 
whe/1 G('I1('[al \1<1nagl' r Frallk E. Tripp 
,f tllf' Call1wlI \ '('\\spaprrs proposed (\ 
plan to rrvitalize it. It suhsistrd 0 11 a 
IIlIdgC't of S9(),OOO. And newspaper .... 
promoted t hem"I' '' es Oil the national 
:-('ell(' to thp ll1(~agre tUlle of less thall 
Sl50,OOO additiollal. By 1938 Tripp\ 
"Iall had hrought $300,000 into the 
Bureall of :\dwrli:"ing cofTpr~. and til(' 
:<wo-:r;() .()()() 11l1<I rrl' t rOlltinllrd throllg:h 
1<),,),3. 

1/1 1 () 1() a pro,!!ram d('vised hy I{ieh. 
,'lrd \\'. :-:1(WlIlll of thr I 'h iladel ph i(l 
nllll('liTl to tr iple the Bur~au\ iIlC01l1!' 
bore fruit. ,\ nwmlwr:-hip dri\'( ' 
broll,!!ht ill S7.')(),OOO (latrr incl<'a~('d 

to O'<'r S 10{)OO,O()() annua ll) ); the BIl' 
1'('<111 \\'a:- [('org:aniz('r1 into di"tind na' 
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tion a!' r('tail. and adll1ini, ... trati, p diyi- work. T!ti~ "!'lIill~ i!< ah\' a~!" done on 
"IOII~, t!n industry \I', 'el. 

\\"ith intramural hi("k!'ring l)et\\ r(,11 
11('\\Spapers on'" a fe \\' \'(,<lrs Ilc iJinJ it. 
th(' newsp<tp(']" promotion effort i~ cur
n ntly a lII<Jstrrpiece of ('oope-ration 
<!lid purpose. III 1 <) ,~.s the Bureau uf 
\r1\'Prti~ing had two r(':"('arrhf'15; to

(la, it elllplo~:- 25 in a stafl of 9(). All 
":\1\ Ru!"in e~:- Is Loca\" thellll' high, 
li~ht!" more than 75('; of all [('seari'h 
an d :'t'lling, it,.; hasic objecti\'e being tu 
\,o int out to ad,oertisers which lIlarkrt!' 
l'rollli5t' pa:-ie"t. 1I1()~t economical sal('s 
opportllnitie,.. for "pe("ific products. 
~('rondl)'. thr rl' ''('arrh departlllrnt 
\\'orb end le:-5 ly on stu<iie:", notably thr 
\d,ertising \{r",C'arch Foulldatioll ':-

Thi~ i~ ", u .. fcu' tire fil' s t tilllt· 
in it" hi~It)),y SPO~SOH ele

yutcs its filII ('clitm'inl pagt' 
tu a si llgle ~lIhje('t. th .. A~
PA's BIIl'('.m of Acln·I,tising. 
Tlri!>l il'l 1)C'('a n~t' of tIll' illlpor
tant c·xalllpl .. it sc·ts fOl' tIlt' 

... ulio inllll~tl'Y' III 19~2 I'a
eliu W'IS sllh~t.JIItiH"~' .1h<'.1(1 
of newspapt'I's in Iwticmal 
hillin~. III 19~O I'acliu is suh
l'I! antiaJly ht'hincl. TIle' tlifTt'I'
CII('(' il'l in tht' mOlll e ntUIl1 gh

t'll tht' IIc·wspapt·J' sales c'flort 
h~ thc RIII'e:m of Acht' l,t is ing 
of tIle' Ai\PA. With its 96 
I'copl(' <JI1t1 S 1.070.000 Inlcl
~C'I tht' BllI't·.1 1I of ,\elYC'I,ti ~

ing is hig hll",illf's!". :0;"0'"
~OH l't'('ollll1lc'ncls that tht' 
:\,AB. itl'l Boarcl. its IIIC'lI1ht'l's , 
its BAB s tllely how nt'ws pa
pel' hiJlin~s gl'('w with th .. 

BlII't'<I11 of Acln·I,tising. 

('olltin llill g "tud~ of 11('\\''''papcr read· 
ing. It "tre;.;sc!'- "sc n'i("C':' helping the 
ach'ertiser get 1110re for Iri s newspaper 
dollar. 

~illc(' I (J12 th t: Ilul'eau of .\d\'('rti:,, 
ill~ ha ... had a o.;.tcHllwh all~' III til<' Alllrl'
iean \s:,()('iation of ~('\\'~papC'r Hrpn'
:,('ntati\ <':'. whi('h d('('id(,d that "in 
ullil\ tirel'!' i,.. !'tr<'lIgth." all(1 forlllcd 
proj('(· t't ('alll~ in variou" c iti!'s tn ":-(' 11" 

sJl('c ifie ,](1\ ('I'ti:"('r:-. Today ,SiO salr!'-
1IH'1I t'IJlpl " ,<,d by l\A\' \{ nlC'l11hers "Oil, 

~tallt" tralll lip alld d('v('lop new and 
('xpand('d lusill<'ss Oil the hasis o f ca re
ful" de, rloprd pres(,lltations ,md hard 

The ;\;\P,\ l11akt'~ no ~erret of where 
its ~tr f' n gth lie:-. It opera t('s on the 
premise that the Bureau of AdH:rti~in~ 

i:-; it:- 11101H'\'-l11ak('r, and, in order to 
make it a better l11oney-maker. thru~t 5 

it into the fon'ground whenner an op
portunit\ arisC's. Thu:", whe11 ('{'retar \' 
(If :::;tat(' ° :\ ch('!-oll addresses the A\fPJ\ 
\nnllal COlI\'rlltion, he\. billed "a t tile 
im itation of the Bureau of Advertis
ing of the \\1' ,'\:' The :\\'Pk it 
:-( '1'111"'. ha~ no Annual Banquet. It 's 
tIl(' I\unual Banquet of the Bureau of 
I\dyerti .. ill g. Th(' Bureau of A(h'ertis
ing gets many times the newspaper 
mentions of tire ANPA, and newspaper 
publi~hers dOll't o\'erlook many oppor
tUl1ltles to publicize their efTeC'ti\'(' 
bread\\'inner. 

In the ('ompetitiyc media struggle. 
radio and TV will do well to peer 
('Io~ely at the lI1<'teoric success aC'hie\'ed 
!Jy nC'\\"~ papt'r~ in the national field 
~ill(,p. 19·1.6. The history of th e past 12 
llIonths ~potlight" th(' nece~~it\' for im
ulf'diatc marshalling (If forces and 
funds: for tlw creation of a hard-hit
tin g pIau that will sell radio and TV 
just a~ efT!'cti\'e\ y as nC'wspapers arc 
bC'ing sold, 

TIl(' fact rC'mains that radio is bf'in!! 
pushed around in the competltl\'(' 
!'truggle. Oespi t(' th e \'aliant <'frorts of 
\Iamice ;\iiteh('11 and his s(,\Oeral a!'
sistan ts. the outmanned , outgunned 
BA B closely re!'emhles thr Bureau of 
Advertising in ih infant days. 

The inh('rent greatn('s:" of radin and 
'J \ ' ha\Oe hrought th(,llI IHI~ine:-:" tl)(' 
ras) war. But for r\'ery a(.h-ertiser 
\\ ho knows what hroadcast advertising 
<'an do, how to do it. many other .... 
kno\\" lillI e I)(')'ond \dwt oth('r llJ('dia 
tell thelll. 

What ', l1('ed('d i:- apprmal of a SP('

c;frc long-range plan of action l which 
\\e understand :\iitC'h has ill the blue
print stage) and the rC':"oh'e and funds 
to 1'1lrry it o ul. 

1',5. The Bureau of Ad,oertising COll
,i c\C'rs 1950 a )Tar of changing llwdia 
\Oah)(,5, Harold~. Barnes, Director of 
'hI' Bureau, f('('I" that radio and lIlag
nillrs will 1)(' !"uh~tanti'llho Irlllt II) the 
adw'llt of TV, hut that sin('e lIeWS\)<1' 
[len; ofTPr a(h'nti:,,<'r:' a "knowll and 
~tahle \'alu(' '' tlwir UH' will be ill-
crea"ed. 
101lC'('PI. 
II/Ish :' 

"e\\"spapers are pushing this 
Whal COII(·('"I do('s rw/i() 

SPONSOR 
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AMERICA'S GREATEST 
ADVERTISING MEDIUM 

Dedicated to Public Service and 
the Preservation of American freedom 
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THE GOODWILL STATION, INC.-Fisher Bldg., Detroit 

G. A. RICHARDS 
Chairman 01 the Board 
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HARRY WISMER 
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• ..-.-ong aIr or corn 
) 

It's got to be right for the 

ears of your customers 

to make them buy. As a 

well-known baking company 

illustrated when they set out to 

sell more bread to breachvinners 

in \Vashington, D. C. At the 

suggestion of Radio Sales, 

the~' put their dough on \VTOP's 

Claude IVlahoney. And announced 

soon afterwards: "Claude Mahoney 

is the perfect salesman for our 

bread in \Vashington. Some 

people call him corny. But he's made 

more friends for us than corn 

has kernels." No wonder national 

spot ad vertisers use more than 

750 local live talent broadcasts each 

week on the radio stations 

represented by Radio Sales. They know 

Radio Sales can furnish them with 

the right program to sell their products 

. .. in l:-~ of their best markets. 

RADIO SALES Hadio and 

l'dl'l'Isio 1/ Sio I iOlls He fJrf'S(' IIlal i 1'(' .• • C HS 

/{"p f('St n tl n~ \\ I liS, \\'( IIS-1\, :\ ew York { I ty: \ \ JlJI~ I , Chicago ; 

h.:-':\, Ii. T1\ , I,os ,\ n~t'lt,s: \\ I' \l , we \l -T\, I'h I1adt'1 pilla ; 

WI'I II, :'Illnnl'.lJlI,lis: WU;I, Boston; h.~ I (J:\, St, Louis; 

J{( liS, San FI"f\('IS('O; WilT, WWI\', ('harlottt'; \\'1(\',\, I~ichm()nd ; 

\\' fOl', \\'aslll JI g-ton; I, SI , h SI.-T\', Sal t Lake CIty; \\' \1'1, W'\F~ I -T \" 

lllrllllnghall1; and TII~, I ol.l ~ I IIL\ 1''\( IFl I' :--El\\' I) IUi., 

• • • 




