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FIRST 
STEP TO 
SALES 
IN RICHMOND 

Like the ch ild that takes the first step 

and d iscovers it can walk, 

your fir st step in Richmond 

to discover the sales power of radio 

and television is to use 

the Havens and Martin stations. 

These pioneer NBC-programmed fac il ities 

have established an enviable history 

of listener loyalty in Virginia 's first market. 

An advertising message on WMBG, WTVR, WCOD 

will g ive you maximum exploitation 

of your potential sales power 

in this high-eFfective-buying income area. 

Your nearest Blair man 

is anxious to tell you more. 

Havens & Martin Stations are the only 

complete broadcasting institution in Richmond. 

Pioneer NBC outlets for Virginia 's first market. 

Represented nationally by 

.John Blair & Company. 



Fall, 1950 to 
mark sponsorship 

shift of some 
key programs 

Fall spot campaigns 
to start earlier 

this year? 

Campaigns to 
watch this fall 

Pepsi-Cola and 
Biow relax long

standing aversion 
to transcriptions 

NBC GF k L 

17 Jul y, 1950 

You'll find most top radio net work s hows whose sponsors have mad e the 
s hift to da ytime or TV s t ill on the nighttime air come Octobe r and 
November. But under new s p onsorship. "Fi bber McGee &: Molly , " dropped 
by S. C. John s on, was s n a pped up by Pet Mi lk. "The Fat Man," which 
produced so we l l for Norwich Pha rm 9cal, wi ll go to work for Camel 
c i garettes next fall. With competitive bid for business being st epped 
up in many lines , p roven packages, espec i a lly those reasonably priced, 
should find rea dy s pons ors. 

-SR-

Comp e tition for time s lot s on desirable stations is intense this sum
mer. Represent a tive s a nd stations predict tha t , as a result, spot cam
paign pla nning is earli er this year. On e We s t Coast observer notes 
tha t cold reme dy a dverti sers, among shrewdes t of spot users, are 
scra mbling for a va ila bi l it ies weeks earlier t han usual. 

-SR-

There' s plenty of money , but conSU'Ilers are ge t ting choosier about 
where it goes. That creates competitiv e s ituations i n many fields 
worth wa tching thi s fa l l. Some worth k eeping y our ey e on are (1) 
ba ttle of ciga rette brands, especially i f federal bill to sharply re
duce t a x of cigarett es selling for 12c a p a ck or under goes through; 
( 2 ) ma rga rine v s . margarine, and margarine v s. butter; (3) battle of 
the a utomobile s . Pr oduction has stepped u p to po int where tougher 
competitive techniqu es are inevitable . Ka i ser-Frazer will be in there 
slugging; ( 4 ) ba ttle of the toothpastes. Will Colgate ho l d its domi
n a nt position? Will Pepsodent, the former leader, move up from third? 
( 5 ) Consumption of bread is going down. What strategy will bakers 
u s e? ( 6 ) Production of milk is up, but so are prices. Dairies will 
be doing more a dve r t ising to meet this situation. 

-SR-

Wh en Pe 2 s i-Cola, through Biow, rec~nt~y~nnounceq test of Golden Gate 
Qua rt e t t ran s cr iption series (sold by Transcription Sales, Inc.) over 
WDIA , Memphis , history was being ma de. Both Pepsi and agency h a d 
long- s t anding aversion to e.t.'s; this marks first exception. If suc
c essful , ser ies will be extended to 31 markets and loca l bottlers will 
be u r g ed to participate. WDIA is Negro a udience station, indica te s 
P e psi " s oft - spot" strategy in fight to top Coca-Cola . 

-SR-

" TV Results" and The r e's no shortage of TV or radio result stories these da~ A few 
"Radio Results" yea r s ago the advert iser want ing sales effect i veness data on broa dcas t 

a dve rt ising found it in very short supply; today a note to SPONSOR 
will bring facts and figures on most kinds of businesses. 

SPOXSOR. Yolume I. Xo. I:;. 17 .luly In'H. Puhll,hed biweeklY by >:P()X~OR Publications Inc .. 2l 3111) Elm .\ ,·e .. Baltimore II. ~r,1. Ex(>('utive. Editorial. Circulation Otlke 
510 ~Iadison .\ \c .• Xew YOl k 22. $S a year in r. s. $9 elsewhere. Entered as second class matter 29 January I n19 at llaltimore. ~rd. postomc!.' umler Act S ~[artll 1879. 
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More tape being 
used by netwo rks 

A word of caution 
about nighttime 

radio 

Unobtrusively, tape recordings a r e be comin~ore in vogue a mong net
work advertise r s . This fall plenty of net programs will be tape re
corded. Tape got its start on networks when inferior quality of 
e.t. 's almos t lost AB C the Bing Crosby Philco series several seasons 
back. ABC hastily bought 24 tape recorders and saved account. Most 
individua l stations h ave tape recorders now; by turn of year, Tape 
Network, Inc . ( coalition of stations geared to give tape reproductions 
on fast schedule) may be open for business. 

-SR-

Agencie s who have seen medi a scares come and~o send out word of cau
tion about des erting night radio because of TV effect. They reason: 
there will be 7,000,000 to 8,000,COO sets this fall. But there are 
nearly 90,000, 000 radio sets. Sure, potent TV is having effect on 
nighttime listening. But it isn't knocking out 90,000,000-set medium. 
If you'r e not in TV areas, you have nothing to worry about. If you 
are , nighttime radio may still be your answer, providing you find out 
how to program to capture the a vailable radio audience. 

-SR-

MBS and NBC ABC, which used to feature a domincmt-EIogram.!!!fL.mood each night, 
doing most mood isn't wo rrying about block these days. CBS, which started mood pro

prog~ming graming, isn't either. MBS is big mood programer with mystery- ad-

2 

among neh venture on Monday and Tuesday, dra~a and variety Wednesday, drama and 
adventure Thursday, musical variety Friday, audience participation'Sat
urday. MBS has audience ~articipations from 1:30 to 4:30 and kid 
skeins from 5:30-6:00 weekda ys. NBC features music Monday nights, 
comedy Tuesday and Saturday. Soa p operas are big theme on NBC, CBS, 
and ABC weekday afternoons. Mood situation won't be far different 
this fall from previous spring. 

All eyes on 
Lever strategy 

" Deals" waning, 
but, • , 

-SR-

Among upcoming air campaigns, none will a ttract more attention than 
those for Lever Brothers thi s fall. It's certain that new management 
will make strenuous bid to regain ground lost to Procter and Gamble 
and Colgate-Palmolive-Peet during past few years. Root of Lever trou
ble was very late start in synthetic detergent field. Aside from 
s oaps and detergents, there's rebuilding to do on Pepsodent, Rayve 
Shampoo, and Hair Wave Sets. Jelke Good Luck Margarine will be ac
tive. It'll be a n exciting fall and winter for the Big Three .•• 
and for advertising agencies, national representatives, networks, and 
s t a tions serving them. 

-SR-

Although flurry of r ad io and TV "deals" by agencies and advertisers is 
diminishing, two recent ones involve Durkee Foods and Bulova dealers. 
Durkee deal, evidenced on Ohio stations particularly, gives station 
5% of money taken in monthly by local Durkee distributor in return for 
announcement s. Bulova is strictly local deal devised first by Texas 
store that advertised watch a t $ 1 down via mail, with station keeping 
half, dealer half of first installment. Thereafter, dealer keeps all. 
Plan spreading fast. Fritz Snyder, Bulova radio chief, knows of p.i. 
technique; to date finds no way to stop it. 

SPONSOR 
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NO. 1 3 OF A SERIES 

ROGERS HORNSBY 
In Batting;-

WHEe 
In Rochester 

I 

I LONti TIME, 
.. RECORD FOR 

LEIlDERSHI,r 
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 STATIO N STATION ST Ali ON 

WHEe B c D E F 
MORNING 43.9 17.2 9.6 6.6 17.8 3.1 
8,00 ·1 2,00 Noon 
Monday throug h frio 

AFTERNOON 38.2 24.8 7.9 15.2 9.6 2.8 
12,00·6,00 P.M . 
Mondoy Ihrough frio Slat ian 

EVENING 40.6 27.7 8.0 9.6 12.9 Brood cad, 
l i li Sunsel 

6,00·10,30 P.M. WINTER-SPRING 1949-1950 
Only 

Sunday through Sal. 
HOOPERATING 

BUY WHERE THEY'RE LlSTENING:-
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510 'Madison 

COHEN HANDLES FITCH 

Confi rming our telephone COll \ ersa 
t ion of last week, the advert ising man
ager of the F. \·V. Fitch Division of 
The Grove Labora tories, Inc., our cli
ent , was surprised to read in the 22 
Ma y issue of SPONSOR that Campbell
Mithun was listed as the agency for 
Fi tch. 

Harry B. Cohen Adverti sing COI11-
pan y, Inc .. has handled the advertising 
fo r Fitch since last Jul y. 

Both the client a nd the agency real
ize that such a slip-u p can occur very 
easily. However. the client has asked 
us to request that you print a correc
tion to indicate the correct agency rep
resenta tion . 

MARY D UNLAHY 

Tim ebuyer 
Harry B. Cohen Advertising 
l\'ew Y ork 

FREE (;, PETERS SA LES CLINIC 

Aside from the personal public ity 
you gave me in your "Applause" col
umn in your 19 June issue r ega rding 
the F ree & Peters sales cli nic, I also 
wanted to thank you for g iving this 
the amount of space you d id. I am 
sure Free & Peters stole the show on 
this clinic idea and they wi ll use it to 
make their operation harder hi tting. 
You can't go far wrong III commend
ing these kind of efforts. 

LO UIS J. NELSON 

Wade A dvertising 
Chicago 

It was fine to see your edit oria l in 
yo ur most recent issue regarding the 
sales cl inic recently held by Free & 
Peters in Chicago. We are delighted 
to see tha t recogni tion is beillg given 
to the fac t that radio and television 
s ta tion representa tives have something 
important to contribute to ind ustr y 
d i ~cu ss i o l1 s of basic issues affecting 
broadcasting stations, as well as to the 
fa ct tha t many representa tives a re III 

fa ct making that cont rihuli on to the 
industry. 

1\l311 Y people ill the in d u~trr fa il tn 
rea lize that the na ti onal sales Tepre
~en ta t ive has a tru ly nati onal vi ew
poin t of th e i lldll ~ tr y and tha t f rom the 
rcpresen t a ti \ ' e~ ' \ allt ap:e point an ill-

IOWA·NEBRASKA 

SALES 
are made by. • • 

KMA Audience 
Impact 

Impact in. 140 rural counties of 
Iowa, Nebraska, Missouri and 
Kansas, - that's what KMA, 
Shenandoah, Iowa, offers. 

KMA Programming 
Experience 

25 years of broadcasting e:(
perience means KMA COm
pletely covers the rich rural 
Omaha-Des M 0 in e s market 
with programs farm and small
town dwellers like to hear. 

KMA Merchandising 
Cooperation 

KMA merchandises accounts : 
surveys its retail grocery and 
drug outlets ; i n for m s all 
wholesalers, dealers, and dis
tributors of accounts on the 
air; publicizes programs and 
personalities who sell for ad
vertisers ; displays advertisers' 
products in its Mayfair Audi
torium, where weekly hundreds 
of Midwest farmers are enter
tained. 

That's why your schedule must 
be on KMA to cover the rural 

Omaha-Des Moines market! 

KMA 
SHENANDOAH, IOWA 

Represented by 

Avery-Knodel, Inc. 

., Television 
AlIA, It S \> 

IN O~ V Channel 3, 0 -

s tation ItMT , ner week with 
, 7 daYS ... t net-

crat1ng tW O grea 
s fro n1 

\>rogran1 

workS. CSS • ASC 



COME ON I 
THE MARKET'S FINE! 
T"e San Diego Mar 
}\etail Sales -$729,000,000 ':' 

Industrial Payrolls $66,000,000 
---- ---~ ;y. P~yr~II "'$97,900,09ji 

f.arm Produ~ts $~ ,000;000 ·-.... _o ...... ~-"'""::::-=-

San Diego':-the 
nation's ... 26'th 

.. market 'in population-has the high
. est -Retail Sales Index of . any , U. S. 

city in the ·first 40~*(~ -. , " ... --

.YES; THE· S~N DlEGQ MAJtKET' 
FINE .. . ~ AND GlITING F"NER! 

· S . D . Chamber of Commerce 
" S.R,D,S , Consumer Markets 1949-1950 

-- -

Charles E. Salik, President 5 0 0 '0 W A T T 5 
17 JULY 1950 
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.,1111 ill 111111 ,,111111,' lui, '~ 
-- -

(CBS) 

JAMESTOWN, N. OAK. 
FARGO, N. OAK. 

Frequency 600 K C 

Power 5000 Watts 

licensed to Opera te 
Full Time 

Representative 

George P. Hollingbery 

SUM.MARY DATA - DAYTIME 
BM B 1949 BMB Sta t ion 

Percentage Levels: County Radio Audience 
Units Fami lies Fami lies 

90% and over ------------ - -- 5 11.120 10,560 

80% and over ------ - 13 22,330 20,240 

70% and over ---- --- 23 34,560 29,920 

60% and over - - 37 56,480 44,040 

50% and over -- --- - -- 54 109,660 

I 

72,650 

40% and over -- ---------- 73 147,980 89,900 

30% and over - - -- --- 85 172,390 98,470 

20% and over 100 
I 

215,680 108,720 

10% and over --- 119 291,590 120,500 

BM B percentages indicate percent of Radio Families that com prise the 
weekly audience-All countie$ in which 10 % or more Radio Families listen t o 
KSJ B at least once a week. 

KCJB 
MINOT, N. OAK. 

(On Air August 1, 1950) 

Frequency 910 K C 

Power 1000 Watts 

licensed to Opera te 
Full Time 

Operated by the Jamestowr 

8roadcasting Company 

We offer general market information below, which is not intended to be interpreted as 

station KCJB coverage. 

Minot, North Dakota, is the third largest city In this state, and had the 

largest increase in population (1950 census) of any city in the state (32 7,, ) 

FIGURES BELOW INCLUDE AREA DESCRIBED AS 
MINOT RETAIL SALES ZONE: 

Population 

Radio Homes 

Retail Sales 

Bank Resources 

133,662 

33,415 

37,459,000 

excess of $40,000,000 

(K C J B - MINOT, NORTH DAKOTA - Is Owned by Jamestown Broadcasting 
Company (KS) B) a nd can he purchased at reduced combination rates with KSJ B) 

510, Madison I 

dividual station in an individ ual mar
ket can survey the whole field and see 

_ how he is doing in comparison with 
o ther fac tors. The representative h as 
access to much research material of 
varying kinds for widely different mar
kets and s tati ons; he is in a position 

-- to view a variety of management and 
operatin g techniques among stations 

- of all t rpes; he is in a good position 
to render judgments on such impor

~ tant factors as progranlillg .. based on 
~ hi s study of causes and effffts in ntany 
- places. And he c an and sh o uld pass 
- on this information to his stati ons, as 
- Free & Peters did. 

As a matter of fact. we are doing 
the same thing ourselves . As a result 
of many. many months of st ud y of the 
over-all spot broadcasting picture. tele
vision, and other factors, we have ar
rived at a number of fundamental con
clusions. We are applying th ose con
clusions to the circumstances th at ex
ist in each of our markets. and then 

- arriving a t specific reCOnl111 endations. 
- When this point is reached. the station 

involved is asked to vis it us especially 
for a meetillg 0 11 the subjPct. 

' 'Fe have so far held three such meet-
- ings. Another is in progress in New 
- York no\r~ and t\VO l110re are ~ched-

-

- uled for Chic ago this week. 'Ve feel 
that the results of the meetings thus 
far ha,'e been excellent- th at we have 

- a keener awareness of the ~ tati on's 

- problems and what it is trying to ac-
= compli sh in its o wn loca l market. and 
~ that the stati ons go back \\ri th a fresh 
~ I viewpoint and a broader perspective 
-= on the wholt> industry. along with spe-

cifiC recommendations from us 011 a ll 
_ programming and sales problems. 

JOHN BLAIR 

Pres ident 
10hn Blair & Co. 
Chicago 

- I \Ve read with a ~ood deal of inter-

est of the rccent Sales Clini c held by 
§. Frp~ &. Pete rs ... and with particular 

IIItercst your edi torial ill the 19 JUlie 
issue, wJlich clo!,ps with the observa

tioll that this is th t> first sa les clinic 
-- hel<l by a representative si nce Pptry 
_ llid it in the ea rl y '40s. 

~lIIlIlIllllIlIIlIlIlIlIlIlIlIIlIlIlill!l" 'W' 'I ,1'1 ' ;Ililill 1IIIIIIIIIIIIIIIIlillllJII III" ,', ~ :' I II IlIillllllllllllllllllll!UlIlIIllh 1iI1' 

W c' d like to raise a meek little "oice 
from up hert> to sa} that Kettcll-Car-

6 SPONSOR 
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111 0s1 loyal a 11(1 iellce 

writes one WLS l)rogram 
2 07~ OO O letters 

STU~l PU S with Captain Stubby alld the BlIl cancers i" 
broadcast daily from 10 to 10; 30 a.IIl " with 

a(h erti~illg partilipatioll availabl e at regular o lle-millu te 
rates. For rates, a \'ail a biliti e~ a lld lat e~ t l\lidwest ~i elsell 

figures on Ii~t e ller~hip and lost-p er-thousand, ca ll. ,,-ire or 
write S\LES 7\f\i\'\C.ER, "'IS CHIC\C.O i. 

• three 111011 ths! I II 

Lisle Il CI'- COllfid(,IH'C and 

..\('('('pt a n ee Pay Off in" I ai 1-

atul i n Definite Sales Hesults 

\VLS Stumplls. ('ontinlloll s l~ bringing 
till' larg(' s t dail) response \\e IJa\'(' I'«'('onl 
of in Chicago radio. fl'atllr(':'- thl' same 
kind or fri('Il(II~ voices. til(' sallll' neigh
horl) spiri t and top qllalit~ tHll'nt that 
\VLS li:-;lt'nl'rs have COIII(, to t" Pl'(' t wll('l1-
I' \' (' r t lwy tlllle til(' 890 spot 011 tlwir dial!'. 

\VLS listeners know the prodllct s ad
vert i:;ed on t h is po\\('rrlll part il'i pa t iOIl 
program w i II 1)(' (1f'JH'lIdahl e. for t ht') 
ha V(' fo llowed \\' LS ad\' i('( ' for lIIore 
than a (Jltartl'r Cl'1I tllr). 

1\1 a ll y ~ (l lIn g ma r ried COil pl('s. the 
heavy-spend ing ag('-grollp from \\hOIll su 
Illuch of ollr lII ail ('Ollle:;. grl'\\ IIpli,..tl'ning 
to WLS in tl wir ramil, hOllw!-o. \lan\ \V('rt ' 

1lH'1ll1)('rs o r ) ollth grollps g iv(,11 ~ 1H'cial 
r('{'ogIli t ioIl I ,~ \\'LS, .. a nd it is only 
natural this lifelong listl'lIill g habit carries 
OH'r. for \\ LS hap. always progralllll1cd 
for th .. fa mily. 

StumpH:; is t~ pical or tI\(' e1I'an. \\ holl'
SOIllC fJln we providt'. jllst as School Time 
and D in ner Bell typif) om servicl'-allll 
StJlI1ll'lIS rcspoll :'oe is t~ pieal of tlw wa y 
radio's 1Il0s t Im'al aIHli('IH't' .. . tlte s uh
stantial fallli l\ 'rolks in ~17 ('olltlli('s .. . 
respond to \\:ord s from \\' LS and bll) 
W LS-ad vcr ti sl'd prodllct s. Li""ll'nl'r lo~ al t) 
prediealt's advertising 1'(' ;"' 111 t:-. . 

890 KILOCYCLE S, 50 ,000 WA TT S, ABC NET WOR K- REPRE SE NTED BY JOH N BLAIR & COMPANY 
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Since 1932 
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EAST, SOUTHEAST 
WBZ-~1 BZA Bostoll-Sprlllgfield NBC 50,000 
WCR Buffalo CBS 5,000 

WMCA New York IND. 5,000 
KYW Philadelphia NBC 50,000 
KDKA Pittsburgh NBC 50,000 
WFBL Syracuse CBS 5,000 

. . . . . . . . . . 
WCSC Charleston, S. C. CBS 5,000 
WIS Columbia, S. C. NBC 5,000 
WCH Norfolk ABC 5,000 
WPTF Raleigh NBC 50,000 

WDBJ Roanoke CBS 5,000 

MIDWEST, SOUTHWEST 

WHO Des Moines NBC 50,000 
WOC Davenport NBC 5,000 
WDSl\l Duluth-Superior ABC 5,000* 
WDAY Fargo NBC 5,000 
WOWO Fort Wayne ABC 10,000 
WISH Indianapoli s ABC 5,000 
KMBC-KFRl\l Kansas City CBS 5,000 
WAVE Louisville NBC 5,000 
WTCN l\linneapol is-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-ABC 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\lB-KHBC Honolulu-Hilo CBS 5,000 
KEX Portlalld, Ore. ABC 50,000 
KIRO Seattle CBS 50,000 

*cp 



REN EWED FOR 6 

AMERICA'S 
GREATEST SALESMAN' 
Pays off with the very 

first broadcast! 

Most Sensational Success Story 
Ever Offered for Local Sponsorship! 

Interstate Bakeries (Annual Gross Sales: Over 
$ 58,000,000) say: " The CISCO KID has certainly 
so ld a lot of b read for us. We have never seen o ur sales 
force more e nthusiastic . Thi s applie s to our groce rs also. 
Enclosed fin d our renewal for 6 add itional years ." - Roy 
l. Nafziger, Pres. 

Sensa tional Promotion Campaign - from buttons to 
guns-is b reaking traffic records! 

This low-p riced 
Y2 -Hour We s te r n 
Adventure Program 
is available : 1-2-3 
ti mes per week . 
Transcribed for 10-

-

510 Madison 

ter IS pre~en tl~ la} ing plan:" for it~ 
fourth Sale:; Clinic to be held ill the 
fa ll of 1950. 

We held our firs t Sales Clin ic ill 
} Iarch of 1940; and upon its success. 
adopterl the idea of holding two such 
meeting;; annually. Alth ough we rep
resen t oll ly 19 stations i ll New Eng
land, and are str ic tly Regional Repre
se nta tives, the efficacy of such meet
ings is a tl e;o, led by th e attenda nce. Ou r 
firs t meeting was attended by 39 radio 
station esecuti ,"es from th ose 19 sta
tio ns. T he second meeti ng. held in 
~ ovemher, 11).:t9. h ad an a ttendance of 
51; a nd the thi rd meeting. held in May 
of th is) ear. was a ttended by 70 sta
tio n men. 

So we kno w fro m experience th a t 
heavy d ivi dends accrue f rom such 
Sales Clinics. 

Incidentall y. may I say I think yo ur 
magazine is do ing a splendid job ; is 
('uncrete anrl down-to-ea rth with real 
mea t on its h ones. Keep up the good 
wo rk. 

ELME R K ETT ELL 

Kettell-Carler 
B osl o l/ 

I BAB 'S MITCHELL ON NEWS 
SPONSO R. 19 JUlie. is one of th e best 

yet. 
r am delighted to note th a t BAB's 

comments on news were helpful to you 
in deco ra tin g your story " Tips to a 
Jl ews sponso r." 

T think so me sta tions will take ex
ception to yo ur suggestion th at five 
minutes of news is enough and I am 
inclined to agree with them. I can 
remember from my experience at 
WTOP th at we often progra med 35 
minut es o f lIe ws ill a ~ ingl e ..tS-minute 
period a nd fou nd that any a ttempt to 
c ut this volume of ne ws down was Jl1N 
by a loss in a ud ience. Surely it makes 
better sense to assum e th at the qual
ity an d no t the q uantit y o f th e news 
presenta ti on determin('s the fa tigue 
point o f the listener. 

Newspa pc rIlwn deny radi o's c lai ms 
a~ Amer ica's preferred news mediullJ 
on the gro und :" th a t radio ta lks in 
headlines oulY . Alth ough I don"t con
cede th a t ))(; jllt , i t is certa inly tr ue 
th a t restricting the news to five minute 
capsul es fo rc(';o; emph asis 011 h ('adlines 

( /'/f'as(' II/m 10 page 2..t ) 

; 



For the two big ones 

on the West Coast, 

use the two 
sure-fire lures 

You're not just fishing around when you use 

KHJ, Los Angeles or KFRC, San Francisco to 

cover the two biggest markets in the West. 25 

years of successful selling prove that these two 

key stations land the big ones every time. Com

plete coverage, more sales impressions per dol

lar, plus proven ability to deliver sales response 

- are all yours with these key stations of Don 

Lee-the Nation's Greatest Regional Network. 

KFRC • San Francisco KHJ • Los Angeles 
5000 WATTS· 610 KC 5000 WATTS· 930 KC 

R epresented Nationally by JOHN BLAIR & CO. 

17 JULY 1950 

Z/'":01.~Jo("/ 

/ 

~ 
DON LEE 
BROADCASTING SYSTEM 

I 
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This letter is common to 
all twelve radio stations 

? ~ in Greater Miami. Only 
~~ d i ff erence is (and 'II hat 

a difference!) this one 
belongs to the 50,000 watt 
station, biggest In all 
Florida . 

'

CLUE NO.2 
Stands for Go reat local 
programs, personal ity 
shows like Butler's Pan
try. Party Line, Today's 
Top Five (consistently 
out - rating all competi-
tion) . 

CLUE NO.3 
You'll find the third let
ter in 6 illings-for it 

t belongs TO the station 
~ that is attracting more 

local and national adver
tising dollars in 1950 

12 

than' ever b ef 0 re 
CLUE NO.4 

It means Surveys that 

~
': prove this station has 

more daytime qua rter 
hour "firsts" than all 
other stations in town put 
together; more top-rated 
local shows, more top
rated network shows; and 
daytime has more listen
ers than all three other 
network stations com
bined! 
(Check your answer here) 

in Miami K h 
ats as 

1...-_______ -' the figures 
to prove it 

50,000 WATTS 

Queries This new feature will presen t some of the most inter
esting questions asked of SPONSOR'S Research Dept. 
Readers are invited to call or write for information . 
Address: 510 Madison Avenue, New York 22, N. Y. 

Q. What percentage of children view television ill comparison to 
adults viewing it? 

Aelt' l'ork adt'ertising agency 

A. A recent study of 1,850 families resulted ill a percentage ratio of 
56 7(' children viewers and 44 ~-() adu lt viewer". In tbi:" ~tud y the 
children viewing television llumbered 1.050. 

Q. Can you ghe us the (lates of SPONSOR su('(' (-'ss s tories on spot 
announcements and statioll breaks~ like Bulo\-a'! 

A. 

A. 

Q. 

A. 

Q. 

A. 

Q. 

A. 

lY etU'orle 

The following li st of SPONSOR issue:-, ~hollld he helpful: 31 J anu
a ry 1949, page 3 2 ; 28 February 1949, page 23 ; 18 July 1949, 

page 4 1; 1 August 1949, page 48; 12 Septem her 1949, page 36. 

Have you dOlw a ny service m' com pl'(' h ensi\'(' a1,ticles 011 t he ef
fect of TV ~ also, we arc in!el'ested in unything you have dOl1e on 
the effect of TV on other ad vcrtising Illctlia? 

l\ eZl' York librarian 

Two recent SPONson pui)licatiolb are available, and ~hollid be val
uable for your purpO:3es. They are Radio Is Getting Bigger and \ 
199 TV Results. I Both are free to SPONSOR subscribers, otherwi se 
$1.00 per copy. Bulk rates given on reqLl e~t.) 

Ca n you t("11 u s how many television sets have heen produced so 
fat' t his year '! 

C lot /zing manu jactllrer 

Latest report from the Radio-Televi sion l\lanufacturers Associa
tion states : "TV set shipments during the fir:,t fOllr months of 
1950 are e::-. till1a ted a t 1,925,000 (i.e .. shipments to dealers):' 
The April report ~hows set shipments hy manufacturers to dealers 
in 36 states and the Distri ct of Columhia. 

How does television affecl titc "iewer·s eyes '? 
llJidzcestem departm ent store 

According to a recellt report frol11 the America n Optometric Asso
cia tion by Dr. Carl F. Shepard, "Televi::oion docs not harm the 
eyes, but quite often it brings out the fact thM a \'isual problem 
exists in the individual which might overwi:"e haye not been di s
covered until later." 

Can you tell me which of your issues can'iecl stol'i('S Oil early 
morning pl'ograming fOI' farmers '! 

.Yen· r ork advertising age1lcy 

3 January 1949, page 28; 31 January 19-~9. page 16: 18 July 
1949, page 30; 1 August 1949, page 30: and 15 Augu:"t ]9~9~ 
page 36. 

III YOlli' 5 JUlie is sue, you n·f(·I' to s lll'\"eys Hf drug produl'ts (1i~. 
tdillltioll ill se\"crul Alaskan ('ities. How can I ~("t tlwse? 

/r'('s telll adt'f~rtisi1lg age1lcy 

The surveys were made hy Alaska I{esea r('her~ to cover Anchor
age, Fairhallb, J lInea u, amI Ketchikall. \\Trite to Pan Alllerica n 
Broadca,.;tillg Com pany, ] 7 [ as t 42nd Stred. ~(-'\\ ' York 17, N. Y. 

SPONSOR 



Tailor-made 10.· 

Your Station! 
YOU NEED THIS PL,\.N 

1. If yours i" a ~EW STATION! 

2. If yours is an es tablished s tation 

with a NEW STORY! 

3. If yuurs is a station which needs 

a SALES and PROMOTIONAL 
SHOT IN THE ARM! 

Here \ a time-tested promoti oll pla n 

that goe~ to work making frie llds for 

yo ur ~ ta tion the 1ll01llf' lIt YOll put it into 

effect. It gets YO llr sta tion ca ll le tters. 

frequency a lld slogan int o loca tions with the h ighest traf-

fi c COUllts ill your locality. It costs you nothing. Ill stead 

it pa ys off to you in doll a r~ and cellts . And it does not 

ti e up y ou r own sa les or promotioll department. Ge t the 

details r ight a way 011 thi s s llccessful promotion p lan . 

DIXIE SALES PROlVIOTIONS, IN£:. 
II Sheraton Bon Air Building- Augusta, Georgia=======..! 
17 JULY 1950 13 



Your sales go 

"Sw ing and Sway with 
SAMMY KAYE" 
. .. featuring 

The Kaydets, the Kaye Glee 
Club, othe r nome artists. 

The TEX BENEKE Show • •• 
e xclusive Beneke and Miller 
arrangements by one of 
America 's top bonds! 

Music by ROTH 

starring Jimmy lytell and 
the "Delta Eight." Dixieland 
jazz and happy blues. 

_ ____ t-_Allen Roth's orchestra and 
I 6-voice chorus. Everything 
from barrelhouse to 
Beethoven ... richly 
arranged. 

THE "CONCERT HALL OF THE AIR" 
. .. outstanding symphonic musicians and soloists 
under the celebrated baton of Arthur Fiedler. 

a dramatic voice and 
personalized style just for you 
and your listening audience. 
Allen Roth conducts. 



I, 

Johnny Desmond on 
"THE MUSIC OF MANHATTAN .... . 
the melody and music that reflect 
the mood of fabulous New York City. 
Musical direction by Hugo Winterhalter. 

Here's JUNE CHRISTY 
wi th the Johnny Guarnieri 
Quintet-a new a pproach in 
sophisticated rhythm . 

with 

The RAY Mc KINLEY Show 
.•. Ray McKinley, his vocals, 
his drums and the most versatile 
band in the land. 

Win A Holidoy" ••• a famo us 
band plus a local -nationa l contest: 
listeners name untitle d melo dies, 
win trips to New York . 

I 

"THE SINGING AMERICAN S" 
Dr. Frank Black's Male Chorus .•. 
top choral performers, a con
ductor of renown, plus varied 
instrumental support. Ray 
Porter, assistant conductor 
and arranger. 

the new era 

Complete shows with these big names 

and many more ... for top 

sponsor-appeal, top sales power! 

You get more practical help than ever before 
from the new Thesaurus. More big stars are 
being added to the Thesaurus family ... drawn from 
the vast fund of recording artists at RCA Victor 

and other talent sources. You get comprehensive 
programming, promotion, publicity ... a steady 

flow of hit tunes before they're hits ... weekly 

continuity ... special shows ... voice tracks, 
tie-ins, cross-plugs, time and weather jingles, 

sound effects, mood music ..• lots of production 
"extras." Network-experienced writers do your 

scripting. New THESAURUS can help you to more 

sponsored programming! 

Radio Corporation of America 
RCA Victor Division 

120 East 23rd Street, New York 10, N. Y. 

MU 9-0500 

Reg ional Offices: 

445 No. lake Shore Drive 
Chicogo 11, III. 
Whitehall 4-3215 

1016 No. Sycamore Ave. 
Hollywood 38, Col. 
Hillside 5171 
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/Jo.Wt- ~fJ6t (J,dv~ 
6.e~ ~ WI-tDI-t-the ~ 
iJodo.n ~~ to. Iuw~ 
~ it~ (j.(I~e audience 
~ the fJ-Mi ~ -~ 
~ the ~ iJr,do.f1, 
audience hured/ ~ toted 
tXded time ~ / to. ~ 
iJodo.n ~ dcdirm ~ the 
~ twdv,e ~! 

50,000 WATTS 

BOSTON 

C. E. Hooper ~eporfS • April 1948 through April 1950 

Represented Nationally by John Blair 

Owned by the Boston Herald-Traveler 

SPONSOR 



Nell) "",' ,·e"f~If) 

These reports appear in alternate Issues 

New National Spot Radio Business 

SPONSOR 

Ameriran 1I0111e 

Produ('15 

Be~t Foods 
Blatz Brewing Co 

L(>v('r Bro s 

L€"\ ('r Bro ~ 

Thomas J. Lipton 111(' 

National A~S(H" of To. 
baceo Distributors 

Prort('r & Galnhlt" 

S & ~r Fill(, Food~ 

S .... "k & Kade IIH' 

PRODUCT 

Anarin 

~n('4Hl 

Hlat7. hl'rr 

Good Lud.. 111argarine 

Lif("huo,. soa p 

T.'a 
Iltdu~try protllotioll 

Shasta 

Coffee 

'lu ... tero1 .. , Prrtu ....... in 

AGENCY 

Bellton .. Ii{ Buwles (:\". Yo) 

Ka :"O tor, Farnoll. Ch .. ~I I·'" .. ~ 

f:\iff"r.1 ( .... Y . ) 

llnlh'U) ("' . Y., 

S:-;OOI (1\. Y. ) 

Yottll~ ... '{ Htthieam C "I. '\.) 

W (,sle y As,o .. (:-;. Y.) 

•• an (Oer .. Fit z:;: (Oral d .. S anI pl ... 
(N. Y.) 

F ooh·. COile .. '(: Belding 
(S. F.) 

Er"ill. Wa" .. y (:-.i. L) 

STATIONS· MARKETS 

1:;0 mkt .... 

Four Texa~ Jnkt s 

'Iajor lukt s 

It) lukl s 

100 mkl , 

27 s ta; 
27 IItkl s 

'lajor 'Ii(· ... , 4).~ IlIdia11a 
ulkt s 

12 f:olu11lbia 
Par ~lns 

51 Il1kh 
68 ttlkt.-:. 

17 .fu'u HJSO 

CAMPAIGN, start, duration 

. \I111(Ol1)t:-., (Ohainh r(oak; 19 Jun-tOnd of 
yrar 

Ailltf'tut s; s tllltmcr ra lttp ai~1J 

Anlu·t11l s 011 wOtl1t 'II\, p arli r ~ho~ ... : 
]1 Jul ; ] 3 "ks 

.\nlu·llIl S : I () Jnl: 8 wk s 

.\n11 ctlll s ~ 3 Jul; 6 wk:oo 

\1111 (" l11l 5 ; 27 A11~; 5 ",k s 

.\lllU· lnt s; :1 Jul: 8 wk!!o 

Sero)).1 C Ull of ColTt't" Tillte; 
52 '" k s 

Al1l1t'tnts: Ot·t ; 26.3() ",k s 
~t>p; 2 6 ·30 '" k s 

_\U!! ; 

New and Renewed Television (Network and Spot) 

SPONSOR 

Amrrit'an Toharro Co 

Am('ri('an Tuha('ro ( : 0 

Amcriran Tohat'co Co 

Arnold Bakers III .. 

P. Ballantine & Son,;;; 

J'he 11 .. 51 Foods Inc 

Hordt'n Co 

Bulo'\'a ~~atch Co 

Harry T. C3IllpIH·ll Inr 

John E. Coin Co 

Allen H. Dumont 

C.·neral Foods Corp 

Goodyear Tire ..'(: Rubber Cot) 

Gordon Baking Co 

Crrat Atlantir ... 1{ Parific Tt"a 
Co 

Grut'n '\lra trh Co 

Gruen Watt'h Co 

LamonI Corli'S & Co 
:\Iorg-an Jones Co 

C. 11. Mnssrlman Co 

I"orth Amerit'an Sweets Co 

P .. psi Cola Co 

Polaroid Corp 

Potter Dru~ & Chellliral Co 

P!'tt"r Dru!': & Chemi"al Co 

Prortcr & Gamble Co 

Procter & GantLle Co 

Prorter &. Gatnble Co 

Ronson Art ~letal ,, 'orks Itl c 

Thl.- ... & ;'\) S('hat"f('r Brt·willg 
Co 

S tandard Brand ... I tHo 

S tandard Brand s I .. t' 

TWA 

AGENCY 

IIBD&O 

III1D&O 

llIlD.'<:O 

1I("lIton & Bowle~ 

J. " -alt('r Thompson 

Bt"nton & Bowles 

Yonng ... 1{- Rubirdtll 

niow 

II. Lee HolTman 

f:hambers &.- "·i s",·t·1I 

• :a l11plwIl.Ew aId 

"oung &. Rubh'am 

Conlptt)n 

:-;. W. Ayer 

Pari s &. Peart 

Storkton. "' ('st~ Burkhart 

Sto('kton, ,,' r 3t, Hurk"drt 

("ril & Pr<,. hrI'Y 
' "it'tor " '.:111 tier Linde 

ClenH'nts 

II. B. LeQuatt .. 

Biow 

BBD.'{O 

Athertuu l{ C urrier 

Ath"rton ... fi(,:, C urrier 

Bcnton &: Bowles 

Conlpton 

p .. dlar &- H)-all 

Grey 

1I1111"~,O 

Conlpton 

Conlptou 

IIBD.'{O 

NET OR STATION 

W!\nT, ·S. Y. 

WI\IIT, 1\. L 
WIIZ.T'·, 80,1011 

\'(,\11'1. "i . Y. 
K:-; II II , lIIywd. 

WI\IIT, ,'. Y. 
"I\IIT, C\. ,. 

~· IiZ.TV~ B4),tol1 

WRGll, 'i .. hrll. 

WHG B, S r h .. n. 

WIIZ.TV. 110 51011 

Wi\IIT , N. Y. 

WIIZ.TV. Bo. loll 

W:-;IIT, N. Y . 

WI\8T, !\. Y. 
Ki'lIIII, lIIy .. d. 

"'DT, :\. r. 
" -"'ST, :\. y, 

":-.IBT, ;'Ii. Y. 
WPTZ, Phila. 

":-;llT. 1\. Yo 
Ki'I 1111 , lIIywd. 

Wi\BT, '\. Y. 

K:\BII, IIly"d. 

Wl\llT. l\. ,. 

Wi\RT, i'o. Y. 

WI\BT, 1\. Y. 

WI\IIT. 1\. Y 
~· BZ.T'·, Hu ston 

W;\BT, N. Y. 
Ki\BII , Illy"." 
W _'IIT, -.;. \. 

PROG RAM, time, start, duration 

20·Sf"t' lilt .. ; 21 Jnll; 10 ",k s (tt) 

20·~f"(' flint; 17 JU11; tl wk s (n) 

20., .. " film; 2. lUll; 10 "ks (II) 

Olu··min .. artit~; 22 'lay; 52 ",k s ( .. ) 

One·tnin fihu; 2R Jun; 27 ",k s (11) 

Ont".ulin partir; 29 :,\1 a)'; 13 wk s ~Il) 

20·st'c film: :1 Jun; 52 wks ~r) 

20·~ec, JO· .... t·(· filnq 5 JUII ; ;;2 ",k s (r) 

fhu··tnin fihu; J7 Jun; 1.J ""k s ( .. ) 

Olu·.tniu filtn; 19 Jun; ~2 ",k s (11) 

20·sec Iiltn; 16 JUIl; L3 ",k ~ ~n) 

IInpalullg' Ca ... ~i dy; SUIl :): :-J U-o::30 pUI ; 11 JUI1: 17 
wk s (n) 

2U.ser fillll ~ :lI Jun:. 52 '" k ~ ~ n) 

lIopalolt,g Cas ... itl,.· ; ~ut.l :>:30-6:30 pm ; ·1 Jun; 17 ",k!' 
III) 

2()·set' 611n; ]9 J1111; :;2 ",k~ ~11) 

2().~ e (· film; 2:; JU11; 52 ",k s ~Il) 

20"srr filru; 27 Jll11~ :>2 "k . ., (11) 

211. , .. r film: ;; lui; 13 "ks (r) 
One.lniu filtH; 13 JU11; 2() ",k s ~n) 

2n·~rr fi!m~ 18 .lUll; 52 ",k s (11) 

Onc.tllill fillll; 19 JUII ~ 3'J '" k s (r) 

20.s(·(· lilln; 9 Jun; 52 ",k s (r) 

20.s('r film; 15 JUII ; 52 ",k ~ (r) 

2() ..... (·r filtu; 15 Jnn~ 2h ",k s (11) 

20·st"r filnt; If. JUI1; 2h ",k s (n) 

2().st~r filtn; 22 JUIl; 15 '" k!'o (n) 

20·~~(' filnl; 16 Jul; :;2 wk s (n' 

20.5t"(· filtu ; :1 Jul; 32 "'k .... (11) 

20.~c(~ filnt; 4- tTul; 26 '\~k s (r) 

()ne.ulill filn.; 19 JUtt~ .~2 ",k ... ( .. ) 

20·'!'ec liltl1: 3 . 7 Jul; 52 ",k .. (n) 

20·set' filtn: 28 JUll: 3,2 ",k ... ( .. ) 

20·s (·c lilllt ~ 20 JU11: 52 '" k~ (II) 

• III lIe.,·t issue: l'VelV (lild Rellewe.' 011 J, retIVo.·ks, S,'OIISO" Pe.·solllle' e'.ollges. 
N(ltiollu' B.·o(u'cost Sales f;.,·e~utit·e e"(lJlges. ,"ell· 11~/ell(·U flppoilltmellts 

I 



Station Representation Changes 

STATION 

h:ALI. Pa~ad("n a 

~-CA 'I. Call\(I,·n .. '\. J. 
WEX L, Ilo~ a l 41 a k , 'Ii,·h. 

\\PIl~. ·\I t"xa ntJria, 'a. 

\\ '1>4.R, Purll a nd. '1('. 

,"~' ~\\ ' , Pitl~bnr~h 

\\' X(; 1. Rit·lt.nnn :I 

AFFILIATION 

Indf"pt'udtont 

Indt' lH'ntIt·nt 

I ndt'lu· ndt·nt 

Indt"1H 'nth' lIt 

AIIC 

IIHIt'",H'lItl('1l1 

IIl,It'Il('nd.·))t 

Advertising Agency Personnel Changes 

NAME 

\1 Alider"ull 

".""h,·n 1'. 11,,11 

Joan La", Hbht,p 

lIa, id BolT,·)' 

Joel.. lIuk .. r 

VOlla'd A. Burn ... 

Jad .. Cahill 

Jt'"ann(' Ca rroll 

Ta ~'I .. r "i. Ca_','" 

h. a tIlarint· tit" Ht'eder 

h. .. nn t·th ~. iJniTe.." 

" ' ard V . .:"an .... Jr 

Fr .. nklin II. ';r:.f 

John II alp"rn 

Ita,.' 11 (,074.' 

nU~('r R. IIunt 

J)i~' k lIunt("r 

Ruth Jont·~ 

Julian Koc'lIi;: 

4 : ll(·~tt·r h Ult'50ZU 

noE'f'I·t ( : . Lo('hri(' 

~t .... rt LudlJllu 

"al '1,·Crad~ 

I\a lph E . 'It ' Kililli f> 

\\ IlIhlln H. 'Iaillt·fur. 

JUf'1 L. :Hartil1 

PI·t.·~C·utl 'I t·tf'a lf 

L("s 'Io ... t·l~ 

JU"II ."'\f'al 

\\'lIliam H. O~df"l1 

E f'o. tlu·r Ojal:1 

ICicharcl J. 4,.tni;.dc·y JI' 

\\. Hunald HuIH·rt:-. 

Hi('hartl C . Hu .. t·nthal 

FORMER AFFILIATION 

Alllfra Corp. 1'1 . Y •• pub rt·1 ('X.·t· 

'I('Cann.Erick~on . ....... , •• 8C'C'1 (,:\.f' ~' 

Foolc·. Conc .. '\. Bt·ldin~, Chi. 

G"',·f"r, 1\(·", ... 11 8. 4;a n;.! f"r • . ~. , ., ('()p~"'rit ... r 

Lun!,,_" S ... . 

Oakil .. PrudUf'I ... InC'. :'ti. ,. 

\\ '. F. Col ... lllall 4.0, ~. F .. Itrc's 

Cu m pi on, ~. ,. 

h..·n ,·on ,*( F:rkharclt. :'\'. , •• h(·uc! uf ma~k(·ting . Inert·han. 
clJ ... ing and rt·~ .. arf'h 

Puh rc·1 ('un~uItant 

Conl ... lu('k. Uufft' " &. Cu. Buffalo 

Bau"r <~ IIIa"k , C hi. 

. \. C. Nif'l",c'lI t~ u , ~. F .• " p 

E.r~ill, \\ ' u!'o c'~' .. '\. Co • .1\. ,., a~ ... t radiu. t" dir 

\\ ' f"!':I~ uu Oil. ~ I !'> 

4;t·ur;.:t· P. IIollin;:I)('r~' Cu. Cld 

Rf'utuu 8. Bu",le~. N. Y .. till lt.· l.u~' inA cl('I)1 

lIir ... hun.Gurfic·l ci. j\". , .. a ..... ur t · up~ c· .. i .. i 

BIIU<'''''O , 1\. ' .. I"' ad of '" prod 
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~f'ht'''I)-neiner Co. :"i. \'. 

~('h("p p- R('ill('r eo, ~. Y. 

lIiI F. B l'st, D.·troit 

:-;('h"PIJ·H t·h.("r Co. 1\. Y. 

E"'rr('tt.:"f'Killn .. ~' 11iC', :\T. ". 

John Blair & Con, C h icago 

Illdt"lu·ndent 'It·tropulitan Salt's. 1'1. Y. 

:\l c Lnren, Parkin, Kahn. ~. , .. IIt ·a ll uf raflio, t" dt."'])t 

Ituthrauf!' & H,·an. 1\. Y .. aCl'1 ('Xt"f' 

Ad, ('rlf"~l Rf"s .. art·ll • . "'\ .. w Brun~ '" if'k , nlgr of h' ~I!'O df"pl 

S alii (', ('UIIY gronp dir 

BObfurd , C unstantin ...... X GanhH'r~ S.F., a('(~t .. x.~c 
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~e", h ' ~tn r .... resc·ntalh" outfil, JIIU. J. 4'ahill 8. A, .... oC' , S.F. 
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rf'cil ... ~ Pr ... ~brt·). ~. "\., acct f'-:\'Cf' 
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"o~t'r &- Culin!'o, Ulica. ac·(·t f':\.f"f' 
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Sanlt·. "P and m~r of 1If"'" -""('etl'rn "ranch in S.F . 
p .. dlar & H,..an, N. Y., 3!'O!oot r udiu. h clir 

Ha·Tc·1 H"prf"s t.'nt a lh·c·!'>. :"I. . ,. , .... I!'> 

" -.· s t C oas l Radio Salt·" ~.F .. In~r ul' ~ .... offiC' .. 

~alu(,. Allanla of"" .. 
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J)an('(·r.Fitzl! ... ralcl.~a"lllle, '\. Y., hC'atl uf h .·umml l)r(J(1 

Langhanlmer 8. A "" CH' , ()llIah ... !--l1lh'r,,' uf c opy 

J)uane Jont·~, N. Y., " . dir 

Brbac·lu·r. ,,' hc(al f" r ... X Siaff, L .. \ ., aC'(""1 

Paul II. Raynlf'r C.u, a"cl f"t·C' 

E d", ard Pt.·lry ... X Co, ~. ,., at't'l L·:\.e.,. 

Elnil ,'\I ogul. N. Y .. dir of rc·[O,('art·11 

\\ ' t·~I.:Harclni!'> I nc', L.A •• radio, h ... l u ff 1IU"11I1'('r 

Foolt>. C:O II (' & Hc·ltliu;.: , S .... , af't'l ~ ulu'r" 

Products ~('r,,' i(' ...... Group Inf' . 1\. Y. , a C'f'1 t·'C·(' 

L(·'·a lly Inf' .. Chi., In;;:r of ra(liu . h d"pt 

~!'-IC&B. ~. Y. , tinle hlJ~' ~r 

John B lair, ~t . L. , at'c'l ""'c'.' 

!'!;C&II , ;Ii. ,., "p 

Harn(') Lf''' ill. F argo. 1'. H., Uf't·t 

}uhu Co. Hu",d, Huslo n 

Bolt .. rl J. Enclc'r ,;;, \\ · n!'>"., " .. 

(;arfic·lcI 8. (;uilcl, oS.F., ac'''' :"iUII('r" 

Tht'od o re A • .1.'\ c·'" hoff. Balto., a ... !'ouC' 

'\I('Ldran , Parkin ... "i. h:al.n. J"'\. , •• af'c'l 

Sa mt.·. "pin f'har,.: f'; uf f'rc~a l h t' prud 

'i .. k I\.ni,.:"I, L.A., t.·:\.t·C '\V 

Pf'I .. r I l iItun, N. Y. , UC'c'l C·'t·t· 

no s!'ot·1I \I. :-it'f'(h Co. r. .. i. , "I', aC'c'l 

"unruc' F. H r .. h .. r lu ('. N. ,., C'upy dir 

O·nlit·u ... X U.rrall(·c·, , . Y., '"II 

4~ra, 8. ROf,: .. r s, PhiIa., a!'o!'ouc IIH·cli .. cIir 

'I(·h·iu, ~t.'".,.c·1I X HC·I·lor. 111 )' '''11. f'Xt ' C' ' P 



Your Spot Radio Dollar 
Is A Better Bargain Than Ever 

WHO Costs 52% Less 
1944, and Influences 

66% More Buying Power! 
Than • 

In 

Even though the costs of most commodities and services have risen by leaps 

and bounds since 1944, comparisons prove that spot radio in Iowa actually 

~osts less today than five years ago. 

In terms of home radio sets, WHO cost 52910 less than in 1944. This of course 

is due to the fact that Iowa home sets have increased by 1,236,000 (136%) 

since 1944* (and modern research proves that sets make today's audience). 

Even more startling than the lowered 

time.cost.per.thousand.home sets, however, 

is the fact that Iowa income in the samc 

period of time increased $1,510,100,000, or 

66%. (Iowa's income in 1944 was $2,287,. 

000,000; in 1949 it was $3,797,100,000.) 

If in 1944 the expenditure of $1 for radio 

lime impressed $1,000 of income, $1 today 

would impress an income of $3,460. This 

means that expenditures on radio today in 

Iowa are more effective as regards total 

income by the astounding amolUlt of 346%! 

Since 1944, Iowa radio homes have even 

increased 29%, for a total of 769,200. Com· 

paring WHO's 1944 and 1949 rate cards, 

this represents a drop of 10.6% in time 

costs, per thousand radio homes. Thus, in 

addition to covering far more radio homes 

and receiving sets per dollar, spot·radio 

advertisers on WHO influence vastly 

greater purchasing power now than in 

1944. And, remember this analysis is for 

home sets alone-it omits the hundreds of 

thousands of sets in Iowa cars, barns, stores, 

IOWA MARKET COMPARISONS 

1944 1949 19491ncrease 

Retail Sales ........................ $1,240,815,000 $2,423,608,400 95% 

Income .................................. $2,287,000,000 $3,797,100,000 66910 

Farm Income ...................... $1,627,000,000 $2,265,000,000 33 % 

Bank Check Transactions .... S2,058,885,000 $3.,159,176,000 53 % 
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schools, restaurants, offices, etc., as well as 

additional millions of sets in WHO's vast 

secondary areas in "Iowa Plus." 

No wonder WHO is today a "Better Buy 

Than Ever." For additional facts about 

WHO's great audience potential, write to 

WHO or ask Frf::e & Peters. 

*SOURCE: The 1949 Iowa Radio Audi· 

ence Survey. This famous Survey of radio 

listening habits· has been made annually 

for the past twelve years by Dr. F. L. Whan 

of Wichita University and his staff. It is 

based on personal interviews with thou· 

sands of Iowa families, scientifically se

lected from cities, towns, villages and farms 

all over the State. 

As a service to the sales, advertising, mar

keting and research professions, WHO will 

gladly send a copy of the 1949 Survey to 

anyone interested in the subjects covered. 

WI"IO 
+for Iowa PLUS + 

Des Moines • • • 50,000 Watts 

Col. B. J. Palmer, Pre8ident 

P. A. Loyer. Resident ManB~er 

A , FREE" PETERS. INC. ~ National ReprnentatinB 
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I.fes I he Said 

C8S/1 

WI LSON, NORTH CAROLINA 

infflf.J-. 

&85 
to one of the nation's 

highest cash farm 

income areas I 

~ WGTM, :'SON, N. C. 

[

AllEN WANNAMAKER, 

20 

WEED & COMPANY, 
NA llONAl REP. 

5000 W A TIS FULL TIME 
590 KC. 

",,-'Ir. Sponsor 
Geo"ge J. AbroJJ.s 

Advertising manage r 
Block Drug Inc., Jersey City, N. J . 

"Test. test. tes t: then ride. ride. ride." 
This is th e basic adverti sing theory of George Abrams. adverti sing 

manage r for the Block Drug CompallY. "Put the spot in and test it: 
if it pro\'es good, then ride hard ," says Abrams. One of hi s first 
self-appoillted tasks at Block was to develop a systematic file system 
for the analysis of spot effectiveness. Through this systematic test 
and check. the company found last fall that 90( ~ of the spots used 
increased sales in their respective markets over the previous year. 

Abra ms is IlOt testing with pealluts. At 32, he is pushing around 
advertising dollars in the seven digit fi eld. Block Drug has allotted 
him $4,000.000 th is year. Of this, $2.000.000 will be devoted to 
Amm-i-dent; the remainder to 24 other products. Over 5W;i of the 
total budget is used for radio. The company usually uses five spots 
(at times a saturation of 50, per week in 170 markets. 

Abrall1s began his career at 16 as a reporter for the Ora1lge Daily 
Courier. From reporting he grad uated to ad\'ertisi ng. He made the 
rounds from th e l\'ati ona l Biscuit Compan) as an all-arou nd adver
ti sing as"istant. to tilt' Whitehall Pharmaca l Company as product ad 
manager. to tbe Eversharp Company as director of mallet research. 

Block Drug hired Abrams as ad \'ertising llJanager ill 1947 I he 
was th en 29). He soon found out that the ad\'ertising had to do th e 
sellill g for the company; there was no sales force. It wasn' t as if 
sales weren't on the upgrade when Abrams en tered. They were 
averagin g 3') to 10 jl, in<:rease annuall y. However. with Abram's 
guidance. sales prac tically doubled for 1949 and thus far for 1950 
as compared tu 1943. His explanation is "radio:' Relatively little 
radio had beell used priur to hi s arrival. In 1951 air media wi ll get 
over 7Wlt of ad budget. 

Continuously testill g. Abrams and Block DrLJ~ recelltly signeo for 
a new TV network show. The Amm·i-den/ Mystery Playhouse (C BS. 
Tuesdays. 10:00 p.III.I , and the dajtime radio ~how_ Quick As A 
Flash (ABC, Tuesdays and Thursday:,;. 11 :30 a.llI. I. 

Happily marri ed. Abrams ha:, at lea~t one prrsunal problem for 
which Iti~ "a~i{' theory haslI'l worked. ·'That\. my golf game," says 
George. a little elU\, Ileast, "1 ge t the idea. I t e~ t it , and thell 1 ride 
hard- I'IIl still in the 110's." 

SPONSOR 



MR. SPONSOR: 
How to Sel Vegeta b le 
Slicers-Thoustlnds 01 'em/-

At 11 PM •• • 
On a recent Saturday night at 11 o'clock, ten n1inutes 

of straight advertising on WJBK-TV sold over 4 000 

vegetable slicers. At a dollar apiece this n1eant over 

$4000 of business at a time cost of only $180. With 

no gimmicks or come-on, and in a time bracket usu

ally considered poor, the orders poured in so fast 

that 6 telephone exchanges were completely knocked 

out. Think of it! Selling $4000 worth of potato 

peelers at 11 on a Saturday night and putting 60,000 

phones out of order-all this at a cost of only $180. 

Phenomenal sales results, yes, but not at all exceptional 

when the medium is WJBK-TV. In the abundant Detroit 

market, the superIor 

programmIng, top-notch 

talent, and high listener

response of WJBK-TV 

combine to give your 

message the sales punch 

_ _ that pays off. - - -.--- -

W J 8 K -AM 
-FM 
-TV DETROIT 

NATIONAl. SALES HEADQUARTERS: 4SS MADISON AVENUE, NEW YORK 22 , ELDORADO 5-2455 

Represented Nationally by THE KATZ AGENCY, INC. 



A BIG BONUS 
FOR SPONSORS! 

CAR CARDS ••• 
with sponsor credit appear through
out the year and cover the entire 
city. 

24-SHEET BILLBOARDS ••• 
blanket the complete Philadelphia 
Market Area, promoting WI BG 

WINDOW DISPLAY ••• 
of sponsor's products faces directly 
on Walnut Street- downtown- the 
only such display on this busy 
thorofare. 

DIRECT MAIL ••• 
goes out regularly to selected 
dealer lists. Hard.hitting broad
sides promote sponsor's campaign 
and urge store cooperation. 

PHILADELPHIA'S MOST 
POWERFUL INDEPENDENT 

• 
Represented by ADAM J. YOUNG, Inc. 

22 

p.s. I 
See : " Not sponsored-but big business" 

Issue: 22 May 1950, p. 34 

Subject: Bobby Ben~on 

Six·shooters are blazing an over the place. 
The latest newcomer to the shows of tlw \\,ild West is Wild Bill 

Hickok who's ga lloping into the field backed hy the Delira Corpora. 
tion which is prepared to illYest $5,000,000 to guarantee his success. 

Six manufacturers of cowboy clothes for kiddies ha\"e gotten to· 
ge th er to set up the Deli ra Corporation . Their idea: eliminate loose 
control of trademark rights that has become so prevalent among the 
other cowboy merchandising shows. 

The Delira Corporation will have cO lllplete merchandising control 
over the " Testern gear represented. The six companies now in the 
plan are: Robert Bruce Knitwear Co.; In"in B. Foster Sportswear 
Co.; DeLuxe Wash Suit Co.; Varsity Manufacturing Co.; Schmidt 
~ranufacturing Co.; and Saenz Manufacturing Co. These companies 
will ca refully choose l .... others; the 20 memhers alone will share in 
the indorsements. The retailers will be just as carefully chosen; only 
members of the American l\lerchandising Corporat ion and stores 
with a favorabl e reputation will carry the line. 

By fall , Wild Bill Hickok should be stampeding the air wa\'es. 
radio a nd TV. And it prohably won't he too long after that that he'II 
he in the 1ll00"ies anrl cu mic boo!(s. Present plans call for a series of 
;)2 TV half·hour shows. 39 \reeks of I 5.minute·daily tran ~c rihed ra· 
d io shows. and four films a year. Guy ~1adison and Andy Devine 
will star in the productions. Cost of th e radio and TV shows will 
fall to the sponsors wh o will he pe rmitted to adn' rtise whatever they 
wish O J] the programs. Cost of movies will he horne by producing 
company to whom profits from same will go . 

The Western·type show for juveniles has heen hot. As SPONSOR 

brought out in "~() t ~p()n~ored-hut hi g husincs~.'· the Bohby Bel/son 
name so ld. from "larch to \'Iay of this year. o\-er .~' 300,000 worth of 
Ill f' rchandise in Macy's alone. It is reported that sales of Hopalong 
Cassi rl y.t'lldo rsed prod ucts this year will rf'ach approximately $20,· 
000,000. Wild Bill Hickok will be shooting for a slice of this multi· 
million·ddlar markct. 

p.s. I ::s:~: Subject : Mail orders 

"Mail orders by the millions" 

22 May 1950, p. 28 

RC\V continues to keep the mailmen mo\·ing. 
Recent reports of SUCCf'SS in mail orders b) T\ can lw added to 

those g iven in "l\Iail onlf'rs by the millions." After testing Instant 
Photo for two weeks on KFT·TV, Los Angf'\es; KLAC·TV, Los An· 
geks; KJ{O\ , San Francisco; and KPIX , San Francisco. ncw En· 
tf'rprisf's is now spending 20,000 weekly 0 11 WOH.TV, New York; 
\VG~·TV. Chicago; WBKB·TV, Chicago; WPIX, New York ; 
\VA TV. ~ewark; KT~I·T\. Los Angeles; KLAC·TV. Hollywood ; 
and KPIX. San Francis('o, in promoting it. 

The company has found that it pays to pa) the premium rate on 
TV and use tIll' hettn evening hours. As ill rad io, tht'\" do not huy 
spot,; hut sl ick to fivp·millute participations, using from one to thn't' 

per statio" each evening. One WCN·TV bl'oa(it-ast brought 2.500 
dollar sales. Another' on WPIX, l,OOO. Sa l f'~ are ~till on the increasf' 
as ('overage is expandpd. At present, 8,0500 to lO.OOO orders per da~' 

are beillg received . 
Generally, ncw has foulld Ii\'(' commcrcials pull better than film. 

SPONSOR 

J 



MEET NEW YORK'S BEST SALESMAN! 
WMGM ••• THE STATION WITH THE LARGEST GROSS BILLING OF ANY INDEPENDENT STATION IN THE U.S.A. 

/ 

.~ /More than 90 per cent of WMGM's current spon

V :ors are RENEWALS! Potent Proof of WMGM's 

ability to SELL-and keep on selling. 

~ /Renewing sponsors renew with INCREASED AP

V ~ROPRIATIONS! Convincing proof that WMGM 

SELLS-and keeps on selling! 

,.lAnd no wonder-what a program Hneup, 

iC Shows like MGM Radio Attractions - 8 different star-stud
ded MGM recorded shows-to do a down-to-earth selling job 
for you! 

it New York's most complete sports schedule! With the great
est staff of sportscasters in America (many are WMGM "exclu-
sives"). Including Ted Husing ... Red Barber ... Connie Desmond 

... Marty Glickman ... Bert lee ... Sam Taub ... Clem McCarthy 

... Bud Palmer ... Ward Wilson. 

iC And the town's brightest presentation of news, music, and 
special events! From the 6:00 a.m. Newsreel Theatre straight 
through to Jack Eigen's great celebrity-packed "night owl" 

show from the Copa that signs off at 4 a.m. 

For FALL ••• It's a FACT 

You should FIGURE on using 

711 Fifth Avenue, New York 22, N. Y .... MUrray Hill 8·1000 Radio Representatives, Inc.-737 N. Michigan Avenue , Chicago " , III. SUperior 7·8121 
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In Buffalo' you can go places 

.----- fast with If;! 
. J' 

---AN D ITS HIGHER-T HA N-EVER RATINGS 

24 

Leo J. (" Fitz") Fitzpatrick 

I. R. (lt lke") Lounsbe rry 

RAND BU I LDING, BUFFALO 3 , N . Y. 

Notional Representatives: Free & Peters, In c. 

-

510 Madison 

t COllt illIlCr! /ro lll page IO I 

and sac ri fi ces deta il. 1\ s ide 1)\, s ide 
co mpa r ison o f th e scr ipts of ~ fin'
minute a nd IS-m inute news broadcast 
wi ll dra matica ll y emphasize this po int. 

Fin ally, you must recognize th e dan 
ger in oyeremphasis on a fi, 'e-minute 
prog ram segment. ~lan y sta ti ons
notably the network a ffili ates- find it 
diffic lllt tn p rog ram in this stacca to 
fashion. M ost o f them do a splend id 
joh to the complete sati sfacti on o f 
their clients with th e l,'')-minute news 
segl11en t. 'Vh y 50 \\ the seeds o f d is
content in the face o f this situat io n ? 

'\ ly cong ra tul a tions aga in on an ex
cellent iss ue. 

\1.UH.I CE B. ,\IITCII ELL 

Director 
BAB 
i\' eu' Y or!. 

ALASKAN RADIO 

I wa nt to cong ra tula te you sincerely 
for th e fin e Alaska sto ry in th e 5 June 
issue o f S PO~SOR . h 's a h oney and 
tells th e story most e ffect i,'ely . Thanks 
to you and a ll th e sta ff of SPOl\'SOR for 
g ivin g Al aska radio a wo nderfu l break . 

G I LBERT A. \V ELLI I\G TO I\ 

\'atiollal A d vertising Man ager 
,lIidllight S un Broadcastin g Co. 
S eattle 

IS BEETHOVEN COMMERCIAL? 

Your "I s Beethoven commerc ial" 
s tory in the 5 June issue certain ly is a 
wonde rfu l sto ry from our viewpoint. 
The o n l ~' th ing Ihal inhibits it s use
fulness fo r li S is the headlin e about 
" markets o f 2 1 :! milli on." As you 
know, \\T ashington is co nsidcred to 1)(' 
a market of on ly I % milli on and a 
few of our accounts a re puzzled by 
this . 

11 0\\c\'c r. th e hod , of Ihe pi('cp is 
so good that w(' would sti ll li ke to 
keep a supp ly o f t h ('~c i ~sups in our 
fil e allel if you call fo rwa rd a hUlldlp 
o f 100 c opi('s we will ~pnd o ur c heck 
for £25 hy re turn ma il. 

alice again Irl IIlP cong ratul a te yo u 
on th e oUbtanding edilorial joh yo u 

I are do ing a t S I'O~ SOlC i\ pparentl y Ill )' 

op iuion is ~h an'd by ad ,'erti~ing llH'1I 

I i ll Wa ,,-h ing ton hcc all ~e 1 C <III ass llfP 
you th a t S I'O :\ SO H i,,- Iw ing read by 

I tlwlIl. ~e,'e r a l o f o llr agenc y f ri c lld ~ 

SPONSOR 



ca lled the article to our attention. 

199 TV RESULTS 

:\1. HOB ERT ROGERS 

I' ice president 
WQQW 
Washillp;ton 

We have your fourth edition of 
199 TV Result s and would like , 'ery 
l11uch to review the three preceding 
issues. 

M. Al'\TIIO;\Y :\1ATTES 

Standard Oil Co. of California 
Sa n Francisco 

SPONSOR PULLS 'EM IN 
\Ve have just read " What pulls ·em 

in?" in the 19 June issue of SPOl'\SOR 

and found it llIost interestin g. 
We would like to have 30 Teprin ts 

of this articl e if available. If there is 
a charge for this service, please send 
the reprints a nd bill li S. 

A . '\'. ARCHER 

Sales Manager 
WCOM 
Parkers[;urg, W. Va. 

I want to congrat ulate you 0 11 pre
senting "What pulls 'em in" in your 
19 June issue. You will und oubtedly 
have man y requests for reprints for 
this and I would like to get 111) order 
in early for 200. Will you plea~e bill 

us for th ese. C. H. TOP]\[ILLER 

Station Manager 
WCKY 
Cincinllati 

III the 19 June issue of SPOl\SOR you 
have an exeellent article entitled 
" What pulls 'em in ?" 

We would like to circulate this arti-
cle to all maj or retailers ill Salt Lake. 

GEORGE C. HATCH 

President 
The Inter11l0untain Aellcork 
Salt Lake City 

Will ) ou please send us 200 copies 
of your article " ,,'hat pulls ·eIll in? " 
in the 19 June issue o f SPO~SOR. and 
bill us for th e cost. 

General JlIanager 
L. H. TB ES ,MAI{ 

WDAR 
Savannah 

• 1'1 rel)ly to 1I1I.lIt·rou ~ rt'utlrr r(·(lu t'!!>I .... SPON
SOR has lu a dt" r e prillt s u( U"-hat pull s ~('11I in ?, 
S ill~le ("UI)it"s a"aituht .. " ~' ilhoul ('har~c to s uit. 
!oo. (· rib .. 'rs. Hulk rail[''' on Tt"tIUt·s l. 
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no matter what 

yardstick you use 

"T Illl)( is your best buy 
~2--folr Western New York 

3 

4 

Rea : ons-why are legion. Here are just fo ur, 
answering the most important questions that any 
time buyer will ask about a market and its cover

age. 

PENETRATION 
WHAM's 50,000 watts on a clear channel provide 
BMB primary coverage of 15 counties - dominan ~ 
superiority over any other Rochester station - plus 
bonus secondary coverage which draws mail from 
23 states. And if you want only the smaller 
Rochester Trading Area, WHAM still offers domi 
nant BMB superiority over any other Rochester 
station! 

I----LI S TEN E R LOYALTY 

5 

6 

7 

8 

WHAM has been covering this area for 28 years, 
longer than anybody else! We know our audience; 
they know us. A whole generation has grown up 
listening to WHAM! To many a home, radio and 
WHAM are one and the same! 

PR GRAMS 
The powerful NBC line-up, plus exclusive WHAM 
franchises to such participation shows as "Cin
derella Weekend", "Tello-Test", the "Answer 
Man" etc.-ideal for spot campaigns. In its own 
local programming, WHAM has won more awards 
than all other Rochester stations combined! 

And it's the only clear channel upstate station with 
early morning and noontime programs beam2d di
rectly at the prosperous farmers, fruit growers, and 
dairymen in this rich farming area . 

PRE TIGE 
WHAM's Rochester Radio City is a showplace 
drawing more than 120,000 studio visitors yearly. 
When people in this area speak of leadership in 
radio, they speak of WHAM-first to bring AM, 
FM, and TV to Rochester! 

ROCHESTER, N. Y. 
Basle NB C . 50.COO· Walts. Clear Chann.1 • 1180 KC 

Owned and Opera ted by Stromberg. Carlson Co. 

REPHESENTED BY 

GEORGE P. HOLLIN GBERY COMPANV 

25 
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IS 

~ North Carolina Rates More Firsts 
~ ! In Sales Management Survey Than 

~ Any Other Southern State. 

"'" More North Carolinians Listen To 
""' 

; WPTF Than To Any Other Station. 

and NORTH CAROLIN.S 

26 

50,OOOwATTs680KC NBCAFFILIATE RALEIGH, N. C. 
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;pot 

SUBJECT 

Forecast 

Checklist 

Spot radio 
booming 

Station 
representatives 

Participa tio n 
programs 

Transcript ions 

DESCRIPTI ON PAGE 

The nation's economics augurs highest volume of sales in history. With b uy~ rs 

increasingly choosy, and mounting manufacturing costs putting emphasis on 29 
hard selling, the fall situation is made to order for advertising. 

SPONSOR's Checklist, revised in this issue for the fourth time, is life -insurance 
for every broadcast advertiser. We suggest you frame this page. 

More and more advertisers, national as well as regional, are climbing aboard the 
spot bandwagon. Availabilities are going fast. 

Reps are becoming increasingly valuable to advertisers and stations alike. Bu t 
they may be in for years of "profitless prosperity" until their video investments 
payoff. 

Their use and effectiveness is on an upward spira l. The ready -made audience is 
their strong point, and national advertisers are flocking to them . 

National advertisers are placing more money into local transcriptions to pinpoint 
their radio advertising-with reduced budgets for network advertising. 

Contin ued on ne xt page t 
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4. Coal is in for a progressivel y 
rougher ti me. Demand i~ way down. 
d('~pite the lilllitle"'s c heap supp'ly. Th~ 
\ ' a~ t expan~ion of na tural ga~ due tu 
addi t iunal pipe line~ to t ilt' Eas tern 
seaboard and Grea t Lake,. regions 
I with contemplated expan~i on to the 
~urth\\ est ) is causing hu th coa l and 
oi l interests many uneasy hour~. 1111-
IHll\'eCl public rela tions ~d ll help coal 
to SUIllt' degree: most people a re fe(1 
up with J ohn L. Lel\' i!'" shena nigans , 
TIlat '~ a job for ad\'ertisi llg to \ elp 
lick. T here i ~ ta lk of all industn cam
paign to ~ell coal to the pub lic; ' th is i,. 
the ~ ea r fo r it. ~ome regiona l a(h 'er
t isers like D, L. &: \Y. will cont inue 
their efforts . Hight now the battle that 
will help decide suprema l") of the fu els 
is ~ale of gas appliances \ 'S . o il appli
a nces. 

5 . Packaged foods compan ies are 
showing zooming sa les curves; but 
dedilling percentage of profit s. T he 
tric k is tu successfull y la unch wi der
p rofit lines; a nd such compani es as 
Genera l Foods, Amerieall H ome Prod
uds. Gellf'ra l 'I ills a re hecoming ex
perts at the ga me. Cnder these condi
t ions, adver ti sing increases on two 
fron ts. (l ) for the new produc t. (2) 
tu keep a head with th e old on e~. There 
is a , 'as t supply of foodstuffs through 
uut the na tion with th e. exception of 
fresh fruit s hit by spring frosts. In 
genpral , the avp rage famil ) 's cunsump
tiun of meat. fresh vegetables. and 
eggs has heen ('onstant ly r is ing. But 
bread consumptiun. wh ich in 1900 was 
225 Ibs. annu a ll y per ave rage indi\ i<l 
ual. is now down to 135 Ibs. 

A primp fact ur in foo~ ad ve rtisi ng 
today is the f ull , emergel\{:e o f the 
g iant l11ark,et. Wi th seipctiun more 
full ~ ill the ha nd s of the housewife, 
ad ver l i~ illg take~ on a grea ter r('spun
s ibility. ~a fe\\'ar \\'ill hui ld L OOO 
s to re~ by 1955. Food c ha ins like K ro
ger 's. A &: P. Safewa y, First Na tional 
are re \'ea ling nlO re interest in radi o 
and T \ T thall ('ver hefo re. 

The mixcs wi ll be a strong ach erti s
ill g fudor thi ~ fa ll , as \\'i ll f rozell 
foods. whi(" h are practica ll y a fi eld ill 
t1wl lI",plvc". Tlw) ' re expa ndi llg a t ex
I H'lIse 0 f t he r('~ t () f I he Illa I' kel. In the 
froz(, ll foo d", fil ,ld , salf' of fr uil ("u n
("('\l l ra ll' s likl ' .\1inute l\.fa id a nd Hi -V 
a n ' being "nowiJa ll (' d by oUI "ta nding 
a ir persona litil's. 

I{i ~ht IlU\\' SOIll(' fi rills Iha t are shu\\'
ill g d{' ('ided fa ll in le res t ill l"i ud e (;('n
ITa I \1 ill s; l{a lston, Pur illa: l{ordl' lI : 
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Ward Baking : S tan dard Bra llds: Kel
logg; Flu ri da Ci trus Commission ; Gen
eral Fuods: -'\kCo rJnic k Prod uc ts; 
Duff's Ba king i\Iixes : Bes t Foods: H UlIt 
Foods : Kruger: S &: \\' Fine Foods. 

\~Ti th lifting of th e 10c federa l ta x 

on uncolored margarille. and some 
sta tps e lill1inating sta te ta xes. ma rgar
in e is in for an arh 'erti sing sp ree. 
Jelk('. \ ' ucoa, }1iami \l a rgari lle. a nd 

man~ othe rs will pa rtic ipa te. sOllie re
g ional. some na ti ona l. Badi o \\'ill he 
a fa \'uri le medium. 

6. The coffee ma rket is in a hot 
sea t, wi th se \'ere shortagf' a nd ac("om
pa nyillg high p rices tak ing thpir tull 
in c unsum er resist3 l1 CP. But th ere a re 
hopeful signs for h ra nd coffees: t 1) 
~oll1e sul l!' tantial arll e rti sin g b\ ' Bra
zil ian interests. 12) p redict i~n s ' of de
creased prices and inneased coffee 
producti oll I) ~ the Xa tion a l Coffee As
socia ti on. (3 I la rge suppli es hought in 
Ihe fa ll of 1949 by ma n) famili f's are 
no", gell erally exhausted . so sa les 
should improH'. Coffee firms must ad 
\'er lise in protec·tion against compet
ing heveragps and the fa ll season a p
pears 10 be the time when 111 0s1 well 
kllO \\ n hra nds wi ll be using radiu and 
T V. ~esca fe. G. Washing ton, Chase &. 
Sanborn . :Vla xwell Huuse. Foigers. Hi ll 
Bros . are some wh o will he in evi
dence, 

7 . Under the impetus of advertis
ing, bread and cake companies are 
e xperiencing increased volume, but 
an accompany ing na rrowing ma rgin of 
profit. Larger profi t lines are con
s tantl~ in the making. While the slo
ga n of the bakers is " Bu) it baked: ' 
su<.: h firm s a" Genera l Mi lls are adver
tising brand products in e ffec t und er 
111(' genera l heading of "Buy it half 
haked." The good work of suc h firm s 
as \Y . E . Long Co .. Chicago (spec ial 
i ~ ts in baken ' adver tising) has helppd 
during a trying period o f bread con
sumption dedine. Purity Bakeries. 
\\"a rd Baking Co., Con tinelltal Baking 
regard radio as basic. Arnold Bakers 
have recenth b ought Rohert Q. Lewi s 
0 11 CBS-T\ . Bpgional ha kf' r s through
oul the r. S. should ma k(' p rolific u:"e 
o f ra di o a lld TV thi ,; fall. 

8. Da iry companies fac e a contin 
ui ng squ eeze between relatively 
h igh m ilk costs and consumer price 
resista nce. Odd ly ('n ough. mi lk pro
d lldion coni ill ti e" to ri~e as sc ien tific 

methods gi\'e a better yield per animal. 
Firms like Bc<1trice Foods. Xa tional 
Dairy, and Borden are a ttempting to 
move on to advantageous by-produc ts. 
pharmaceut ica ls. scien tific feed. and 
ma rgarine. Some dairies, Ii ke F ore
most Da iri e" in Jaeksol1\'iIIe. Fla .. are 
going heal ily into fr ozen foods. Fore-
111 0:"t sales werp up 20 r~ during th e 
fir~ t fi ve months of 1950, wit h frozen 
foods accounting fo r vi rtually all o f 
it. Bea tr ice Foods wi ll test frozen and 
conc('ntrated milk th is fall . 

In the hy-produd race. Kraft has 
co me up \\' ith a sliced and packaged 
''sandwich size" cheese that will be na· 
tionwid p I)) tIl(' elld of 1950. One of 
its ~te rling qua liti e:" is th e fact that 
slices don 'l !'tick togpther . Ca lled b\' 
Kra ft exec utive v.p. G. \V. Round " th~ 
mo:"t impurtant de\'e1opl11ent in c heese 
manufar turing a nd n1Prcha ndising in 
recent years." this product will ge t ex
tensive advertis ing encouragement. 

Two of the hig rivalri es of hig busi
ness are in the dairy prod ucts fi eld. 
" lalllllloth Bord en eyes its 40% larger 
competi tor. ~ational Dairy, zea lously; 
both g ua rd their secrets carefu lly. 
Bo rden is currently embarked on an 
ambi tious spol radio schedule. T his 
fall. Pet ':\ Iilk is ou t to outdo Carna
tion in the evaporated milk field with 
the purchase o f Fibber McGee & 
/Iliolly . recen tly released by S. C. J ohn
:,on Co. Carnation has upped its ex
tensi\'e radi o ac tivities with a daytime 
show in addition to its n ighttime offer
ing, and wi ll a lso use cartoon fi lms on 
a substan tia l li s t o f TV outlets. Both 
Pet and Carna tion \\'(' re hard h it last 
year and early th is year by the drastic 
drop in evapora ted mi lk prices. 

\Vhat may hI' worth watch ing are 
the countermO\'es o f the b utter brands 
against the margarine campaigns. 
They won ' t leI their market get awa y 
uncha llenged. T he go\'e rlllllen t isn't 
helping Imller 's cha nces with its s teep 
butter pr ice controls. At the 1110ment 
the go\'ernJ11ent has in storage some 
150 mi ll ion pounds. while the price of 
bull er pushes margarine into a fa
vor('d position. 

9 . The moppets love TV, and so 
do the candy manufacturers. This 
su I11I1l('L the TV 11<'1 works boast 1\1 &: 
"I. l\Iar~. W. 1-1. J ohll son, P ('t('r Paul. 
a nd J. Lo\\{' among their confection
('J") s)lon ~o rs . 5pot TV has SUIIIC of 
these and others. There's a l)i g q ues
tion : \\ ill th f' candy cOlllpanies C011 ' 
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tinue to u~e radio as prolifica lly as 
heretofore? The answPr re:;ts in large 
measure with radio programing and 
what happcns in a TV h omc aftf'r tllf' 
first year of fandoll!. Sur,,{' ys point 
out that the youngsters drift to spe
ci fi c raJio prograllls to supplement 
their TV \'iewing. 

WrigIey's and American Chicle pace 
the g ums on radio and TV. 

10. There's no love lost In the 
nickel drink field, and thcrc are re
peated moves hy Canada Dry, Crap
eUe, Dad's Root Beer, Nesbitt 's Orange 
and others to hoos t their prices. But 
Coca-Cola holds to a nickl'l. Pppsi
Cola is making strenuolls cfforts to 
push into a seriuus con tender role with 
Coca-Cola, but has a long long way 
to go. Intrig uing ad\'e rti sing plans 
are brewing ill the Pepsi-Cola shop, 
and the sUlllmer purchase o f the Cold
en Cate Quartet on tran scripti on to 
hi t Negro a udiences re\'eals its inter
est in hilling penetrabl e markcts. Pep
'Si will also bu) TV this fall. using: the 
sales appea l of Faye Emerson three 
times a week on CBS-T\,o Coca-Cola 
will con tinue its heavy lise of radio 
Ut spends $3,000.000 in the mcdium). 
Canada Dr~', th e first soft drink to 
break into network TV. has a new 
campaign working. 

There's lots of unrest herc. Adyer
tising dullan.-. co-op. nationaL and re
gional, should flow f reel y. 

11. Looks like the bigger boys, 
Schlitz, Pabst, and a few others, 
are getting bigger while many of the 
smalle r local and regional brewers are 
falling vic tim to sharply rising costs 
and limited capacit y. Some of the big 
city hreweries, like Schaeffer, Piel's, 
Atlas, ha\'e achie\'ed vast sa lcs propor
tions with radio as the sparkplug. 
Schlitz will haye one of the costliest 
programs on the air this fall with its 
ovcr $25,000 Plilitzer Th eater TV pro
g ram. It won't drop its successful ra
dio vchicle Halls 0/ Ivy to do it. 

Singing co mmercial s. Illany of 
standout calibre. ha\Oe hecolllc a hall
mark for beers. 

Wines. too. are usin g radio cxten
sively, with Virginia Dare. :\'Iission 
Bell. and Ita lian Swiss Colon\' show-
ing decided fall in terest. ' 

12. Cigarette consumption is slow
ly rising. Economists say that amount 
of smokin g has a relatiollship to na-
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tiolHd ill('ollle. which this fall will he 
whopping. ,\t the moment, goyprn 
mellt activity has the indu~try waiting 
with bated bn'ath 011 two counts: 11 1 
will the proposcd bill pnss redUf'in ~ 
fpderal tax on tlte "economy brallds" 
I th osp selling for ] 2c a pack or un 
der. indudillg federal tax ) from 7c to 
4.9c a pack. I f it dnes. \\ell informed 
snurc!'s say that the 1 ~ of salp" main
tained h) th e ('('onom~ c igar!'tte~ \\' il\ 

jump to as hi gh as 25( j . ( 2 ) \rltat 
themes can tl\(, various hrands employ 
ill th eir advcrtisi ng withollt treadin~ 
UII FTC toes ? Se\pral have heen or
den·d to eliminate claims of less irri
tation alHl Ipss nicotine. \, ' hatcye r 
COI1H'S, tlll're will be unprN'edcnterl 
radio and TV aeti\it) this fall. Spot 
sources say that Camel ~, Chesterfields, 
Kools , Old Cold, Philip \-Iorris, Spuds. 
and Pall :Mall are inquiring about latc 
sUl1lmer and fa ll availabilities. Thc 
fight betwecn the Big Three will con
tin ue as alwa ys. Camels has just 
bought thf' Fal ,1iall on ABC. 

\Vith salcs steadily declining, th e 
('igar industry is troubled. During thc 
war man) smokers. fiuding c igarettcs 
hard to gct. switched to c igars. But 
the return switch has beell goillg on 
tor sOllle time. Too, prices are mount
ing ( there iSII't a good 5c cigar any
where). A juint national call1paign br 
c igar intercsts will be aired soon . In 
dividual firms like \\Thite Owl and Hoi
Tan are showing some activity. 

Prince Albert and \hil Pouch smok
ing toh3('cos will he un as strong as 
ever. 

13. What will the Big Three do? 
Watching Proe ter &: Camble, Colgate
Pallllolive-Pect, and Lever Brothcrs 
j ocker for position \\ ith their diversi
fi ed products is an education to any 
advertising obspner. One Wall Street 
consultant bclien·s that fall soap ad
\'e rtisin'g budgcts are likely to he small
er than usual I he con tends that there 
is a semi-permanent shift in cons umer 
spending from soft goods to hard 
goods). hut other evidences contradic t 
thi s view. Make no mistake abo ut it: 
th e Big Three are at \yar. Lever Broth
ers doesn't relish its backsliding of the 
past few ycms and is out to regain 
lost ground at the expense of its two 
arc h-riva ls. 

Le\Oer's trouble:- stem primarily 
from one oversigh t. It didn't smell 
the revolution in the soap husiness. 
Recently E. H . Little, president o f Col
gate-Palmolive-Peet, sa id: " , Ve are 

cha llg ing frum a soap i>u:-ines" to a 
,.~ Il thetic detergpnt hu~ ill (,ss.'· But 
C-P- I' was ex perimenti ng with de ter
g(, llt ~ hack ill tl1(' la te ';~O~; P&C a few 
) ('a I's earlie r. Leycr didn't start until 
] 9·17. sho rtly a ft er Charles LuC'kman 
took o,er. 

\\'hell the big push arri\'pd P&C and 
C-P-P ,\ e re read~·. 1.1"\'1"1' was not. 
Luckman ma ) ha \'c Iwpn the inllocell t 
\ictilll of unprepa rednc:;s. 

For a glimpse of what happf'n{'d, 
Iwre are SOIll P exa mples : P&C tri
umphed with Tid!', a Iwa \ y-dut ) s)'n
tlwtic dl'krgpnt on whi('h it spent :B(l.-

000,000 in adverti sing thc fir:;t year. 
Colgate's Fah , which ha,.; rN'ently heen 
impro\'ed. and ma y yet come 'in for 
heavy ad\'erti~ing, is a poor second. 
But Le\er 's S urf is a ve ry distant 
third. 

,\ mOllg t he light dctcrgellts. Col
gate's Vel and P&:C's Drcft are neck 
and neck. But Lp.ver 's Breeze is just 
an also-ran. 

How much preocc upatiun with th e 
detergen t problem thrcw Lever ofT ha~e 
is not dear. Ib)\'e I Lever) hair 
sha lll Poo is behind Halo and Lustre
Creme (Colgate I and Drene. Shasta . 
and Prell ( P&C). Ha)\'c home penna
!lent wave kit flopped hadly ; couldn't 
dent Toni\ market which totals about 
nW'{ of sales. Pepsodcnt ( Lever ) \\"as 
the No. 1 dpntifrice in 194,4,: today 
it's third with Colgate's 011 top an~I 
I pana (Bristol-l\l yers ) second. On 
the credit side, Lux and Lifebuov are 
doing well. ' 

So you can look for ac tion. domi
nantly via the air, this fall. 1\'either 
radio nor TV is being O\'crlooked In' 
any of the Big Thrcc. Colgate, big
gest of all spot radio users. is going all 
out on net TV with its 100.000 '\',eek-
1)' Cantor, Allen, ct al extravaganza 
over NBC-TV and kine,,-;cope exten
sions. And it won't d,'op any of its 
three radio net nighllilll(, show:o:. or its 
claytilllP offerings. From day to dar 
these fir~.lls grapple for position: as 
this is '\ rillen the anllouncement is 
made that Beulah will go ABC-TV be
gini ng mid-Octobcr, supplementing its 
radio counterpart. with Ethel Waters 
starring. When Len ' r dropped Bob 
Hope. it picked up Arthur CodfreL 
The numerous soap operas are CO;l

tinuing. OlH~ thing is certain: the list 
will be long, the appropriations big 
this fall. 

Fels Naptha comes into Eastern 
I Please til TIl 10 page 11 8 ) 
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Determine what you expect broadcast advert ising to do 
for your organization. 

(The nine items cover general requirements of manufactur
ing and sal es o rganizations but each organization has its 
own pecu li a r problems. These must be ascertain ed in ad
vance or else any advertising campaign will probably faiL) 

a. Force distribution 

b. Move product 

c. Build prestige 

d. Build brand name acceptance 

e. Improv e dealer-manufacturer relations 

f. Impress stockholders 

g. Improve employee relations 

h. Su pplement printed media advertis:ng 

i. Carry organization's primary advertising burden 

o Determine territorial coverage desired. 

o Centralize responsibility for broadcast advertising. 

o 

o 

o 

o 

o 

Working with your organization's advertising agency, select 
the broadcast form (spot radio, network radio, TV, FM, 
storecasting, transit radio) to carry the campaign. 

Build or buy the proper program or ar.nouncement to reach 
th e market for the product. 

With the program and stations or network selected, hold 
conferences with your staff so that the entire organization 
knows the campaign and its objectives. 

Hold district meetings with your sales staff, briefing them 
on the broadcast advertising campaign . There should be 
preliminary meetings during which ideas of the sales staff 
in the field are obtained on the campaign . 

Set up a public relations conference with network or station 
publici~y men, your organization's publicity department, 
ogenei)' s press staff, independent public relations men of 
talent; and pe rhaps package owner publicity men. 

(Working as a team, these men can increase the audience 
o f an y p rogram. Without organization and cooperative 
o peration . waste through dup lication of pub lic ity materi.,1 
is inevitable.) 

o Establish a publicity plan for the campaign. 

o Make certain that everyone involve d knows the person 
in the organization who is responsible for your broadcast 
advertising. 

(That e xecu tive must be briefed on not only what the 
broadcast is su p posed to accomplish but on the public 
re lat ions aspects o f the program as well. 

Make certain that talent pictures , b iograph ies, 
program information {week-by-week details I are 
to everyone req.!iring them. 

o Plan tie-in advertising, point-of-sale material, dealer mail
ings. 

o 

o 

o 

(Correlation of all advertising a ctivity with broadcasting 
pays substa nt ial dividends.) 

Plan the program debut as a show, not as an opportunity 
for organization executives to discourage listeners through 
long talks. 

See that effective on-the-air promotion of program starts 
at least two weeks before the program makes its bow. 

(Free network and starion time is available, but many 
advertisers are finding it product ive of !.a les and increased 
audiences to buy b igger announceme nts to supp lement 
what the stations and networks d o.) 

See that a complete promotion kit goes out to stations 
(if yours is a network program, the web's publicity de
partment will work with your agency a"d your advertising 
manager on this). 

o Design a dealer and distributor promotion kit on 
program. 

o 

o 

o 

o 

o 

o 

o 

o 

( Make certain that the material does not d uplic a te that 
which network stations will use for th e same purpose.) 

Once the program has started to build its audience, trave l 
it around the country. 

Formulate plans for continuing promotion. Only through 
week-in-week-out exploitation' can a new program really 
be sold to its full audience. 

Tie program in with .all merchandising and advertising 
plans. 

Make certain that everything that is done promotion wise 
(guest stars, special exploitation, etc.) reaches the pub
licity departments of the stations, networks and your dis
tributors and dealers in time for them to obtain newspaper 
space. 

Plan mail-pulls {contests and give-aways} far enough in 
advance so that they may be merchandised at the point
of sale as well as on the air. 

Don't forget to write "thank you's" to the stations that 
make promotion reports on your program. 

Where possible have product packaging include refer
ence to the program. 

Check newspa per reaction to the program. 

IA special press clipping order is broadcast 
li fe insu rance.) 
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The rush 
for availabilities is on 
Q. Is the trend in spot continuing 
upward, or has it reached a peak? 
A. "Onward and upward" is slill the 
keynote in spot ; there is no indication 
of a levelling-off trend. On the con
trary, ind icati ons are th at the stf'ady 
progression of spot business, with each 
year's volume topping the year beforf'. 
will be maintained st rongly. It is in
dicated, however. that while the over
all dollar volume of spot business will 
be higher, some individual stations will 
find their spot income falling off, for 
thi s basic reason: the spot business is 
being spread thinner as more and more 
stations go on th e air. There is con
siderably more spot moner around, but 
more stations are competing for it. Big 
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impurtant stations a :o: a rule \\~ ill be 
sold out or cluse to it. 

Q. What product categories will 
be most active in spot this fall? 
A. Au tomobiles ; drugs - particularl~' 
lI~ti-histamine,; ; hard goods in 
general; breakfast foods; frostf'd 
foods: margarinf's ; dairy products. 

Q. What factors are upping the 
use of spot this fall and winter? 
A. The answer li es in the nature of 
thf' spot itself, and in the ecollomic 
outl ook. Spot's grf'atest sf'lIing point 
- flf'xibilit y- has never loomed larger 
than it does ton ay. The Borden story 
is an obvious case in point. You can 
get a li vely arg ument on hoth sides as 
to thf' wisdom of the Borden move, 

b lit Borden kne\\ \\ hat it \\ anted an d 
thi s was sOIl1f'thing lJ t'tw ork couldn ' t 
pro\ ide : pin poilJt co\ erage df'",igned to 
fit the firm 's cOlllplf' x marketing pat
tN n. Another kf') facto r bea ring on 
sput is television. "\0 nati onal adver
tiser, or f' \'f'n rf'g iunal ad\"(~rti se r. can 
afford to ignore it. EVf'1l if he dec ides 
against buying TV himself, the 
thoughtful advertisf' r is weighing that 
medium's effect 0 11 his market area. 
The scramblf' illto da~ time radi o is a 
direct result of such thinking. Because 
of the general e('ollollJic ul1cNtainty , 
the Displacf'd i\ (h ertiser is inclined 
f perhaps )Hf'llwturely so. as will be 
disc ussed under networks) to choose 
th e precisioll rifle of spot over th ,~ 

hea," y artillery of nf'twork. This is be
ing intensified hy thp currf' nt intf'rn a
tional upheaval. and th e market CO\1 -
\~ ulsion s stemming from it. 
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W hen reps share ideas with key advertising bu ye rs like W. D. Ho.ward , 
Vick, H. M. S<:hachte, Bo.rden {seated left a nd ri gh t I everybo.d y profi ts 

ti me buyer Richard Grah l {2nd from 
techniq ues to. Meeker , Holling ber y, 

Agellcies IIsing SIJot 
radio IIlOst 

Q. W hich advertising agencies 
plac e the most na tiona l spot ad
vertising? 
A. According to N. C. Rorabaugh. the 
following are incl uded among the top 
20 spot placing agencies (not in order 
of rankingl: N. W. Ayer; Biow: 
BBD&'O ; Yo ung & Rubica m; J. Walter 
Thompson : McCann-Erickson : Ruth· 
ra uff & Ryan; Benton & Bowles: Ted 
Rates; Willia m Esty; Sherman & Ma r
quette; SSC&B: Foote, Cone & Beld
ing: Compton ; Badger. Browning and 
Hersey. 

Q. What's ha ppening to the ra dio 
station represe ntat ive in the TV 
era? 
A. He has become more important 
than pver before. to the advertiser as 
well as the station, for this reason : 

the advent of television has enorm ous
ly complicated the whole business of 
timebuyillg-alread y a highly in
volved process. The situation changes 
dail y, sometimes hourly, and the sta
ti on rep is perhaps better equipped 
than anyone else to keep abreast of 
these changes. Beca use of this, th e 
head of the avera ge sta ti on r ep firm 
is becoming more and more an admin· 
istra tor , relying on his expanded pave· 
ment ·poun ding organization to keep on 
top of accounts. 

Q. What new or added functions 
are station reps perform ing? 
A. The reps. in incr eas ing numbers, 
are furni shing sta ti ons and adverti ser s 
with statistical da ta and research find 
ings oft en available nowhere else in 
comp rehensive form. P ract ica ll y all of 
the larger firm s have set up sepa ra te 
TV depa rtments which are su ppl ying 
cl ien ts with medi a ancl market da ta 
of inestima ble value in planning adver 
tisi ng campaigns. 

Q. Do the reps have any broad, 
general adv ice for the radio adver-

tiser who is concerned with video 
competition? 
A. Yes. (1) Improve program con
tent. Radio has fo llowed the error of 
the movie industry in underestimating 
the level of pub lic taste. The radio ad · 
vertiser can increase his audience by 
"talking up" to it, program-wise, rath
er than " ta lking down." (2) Make use 
of the one-minute opportuni ties in par 
ticipation programs. (3) Use spot ra
dio to do the job beyond the 40-50 
mile effecti ve zone of TV coverage as 
well as reach practically a ll homes in 
the TV commu nity. 

Q. What's the business outlook 
for the station reps themselves? 
A. The genera l outlook is good, since 
they are sharing in the overall spot 
business increase. One reliable indus· 
try source is of the opinion. however, 
that because of their recent heavy in
vestment in special television depart. 
ments, sta ti on reps as a whole are mo\"· 
ing into an era of " profitless prosper· 
ity." Th e opinion in that quarter is 
that it ma y be four or five years be· 
fore the reps' inwstment is balanced. 

So.metimes bo.th clie nt a nd age ncy atte nd . Here Fra nk Silvernail, Hope 
Martinez, BBD&O, se parate AI Brashaw, Frank To.wers. American To.b. 

Alfred Nathan , Ro.nso. n (seated , 2nd left ), talked TV to. execs o. f Free 
& Peters, Ka tz, Raymer, W eed , Pet ry, Blair du ring Ma rch sessio.n 



Whe n Stewart Boyd , Na tiona l Bisc uit (2nd Idt), a nd Fri tz SnydN, 
Bu lova ( ri ght). sta rt t alking spot radio no smart rep fai ls t o listen 

NAR SR'< FlAnAga n inau gurated spot cli nic lunchpon< At thi, on" 
Pa t Go rman, Philip Mor ris, g reets Headley-Reed and Blair men 

Chain and station 
break advertis ing 

Q. Is there an increase in c hain 
and station break advertising? 
A. There is a steady increase, but it 
represents the continuation of a trend 
rather than a new development. 

Q. What factors are contr ibuting 
to the increased use of station and 
c hain breaks? 
A. The general upsurge in spot buy
ing. primarily. Adverti sers are learn 
ing to make a vari ety of time buys do 
a va riety of advertising jobs-station 
breaks. one-minute announcements. 
participations, programs. Advertisers 
likewise are giving their agencies, who 
pass it on to the station reps, more 
latitude in their choice of what kin d 
of programs or announcements to buy. 
Thus the reps can exercise their own 
judgement in recommending the pur
chase of station breaks where such 
buys are indicated. as between two 
highl y. rated programs. 

Q. What im po rtant advertisers are as well as lion-TV markets. Advertis
using station-breaks time on a big ers such as Borden and Robert Hall 
scale? 
A. Bulova and Benrus, among watch 
manufacturers. Lifesavers; Pepsi -Cola; 
Chidets; Uni ted Fruit (Chiquita Ba
nana); Norge (refrigerators); such 
national magazines as The Saturday 
Evening Post, Col/iers, Holiday, Lool., 
and The Ladies' Home Journal. 

Q. What basic advertisers have 
used station and chain breaks 
heavily in the past? 
A. Virtuall y all the leading cigarette 
companies- Lu('kies, Camels. Chester
fi eld . Philip Morris, Old Gold. Many 
of the top auto makers, partic ularl y 
Ford; Gelleral Mi lls; Procter &: Gam
ble; Miles Labs. 

Sllot llrogralll~ ____ _ 

Q. Is there a trend toward spot 
programs, as 
nounc ements? 

distinct from an-

A. Therc is. and in television markets 

Clothes a re buying dozens of spot pro
grams in markets all over the country. 
Announcements are still being used 
heavil y, but there is a growing trend 
toward buying spot program time on a 
like basis. Time segments and local 
shows are being bought in c1usters-
20 programs in one market, 15 in :m
other, and so on. Topnotch transcrip
tions a re often the choice. 

Q. What are the advantages of 
buyi ng spot programs? 
A. Basicall y the same as those stem
ming from any spot radio buy: flexi
bility, economy, immediacy. Spot pro
gram campaigns can be set up in a 
matter of days (or hours, if ne(,essa ry I 
th rough station representatives. Sta
tions may be bought in the exact spot 
where they wi ll do the most good; 
schedules may be ('hanged on two 
weeks noti(,e. The program possibi li
ties tlr emsf'lves- whether Jive or tran
s(,ribed (see Transcription section) are 
almost unl imi ted. 

Big s pot use r is Ra lph Robertson , Col ga te- Pa lmolive-Peet (2nd left) . 
Albe rt Stevens (2nd right) is now America n lob., was National Da iry 

At New York spot c linic 5eymore Ellis , Ph ili p Mo rris (2nd left ). 
and Wallace Drew, Bristol-Myers (2nd right ). shared the spotlight 
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TRANSIT RADIO 
"111111111 1111111,,11111111 

74,000 GUARANTEED listeners ride 

daily on th e 105 main -line 

Omaha buses that are 

radio equipped! 

• 
A plus bonus of loyal listeners in 

15,000 FM radio homes in Omaha! 

• 
Broadcast 6 A.M. to 9 P.M. weekdays 

and 3 P.M . to 9 P.M. Sundays. 

• 
Programmed for pleasant listening with 

music and spot news casts! 

• 
Rates as low as 

7Sc per 1,000 listeners 

Write or Call 

Q. What factors enter into a de
c ision on whether to use spot pro
grams or announcements? 
A. Budget, local market cund itions, 
program availahi liti es. and individual 
sta tion "personality," maillly. Olle sta
tion may pull strongly on announce
ments_ anutlwr on prog rams. Close 
st ud y of rating chart s a nd station logs 
are helpful. An annOUllcemcnt between 
two strong adja{'encies would be a het
ter Luy, for example. than a so-so pro
gram. The adn·rtising ageney and sta-

l li on rep can be extremely helpful to 
I the ackertiser in making such deci
I ;,Ion:;.. 

Q. What are the primary advan
tages of participation (more-than
one-sponsor) programs? 

I A. The adyertiser eashe:;. ill almost im
mediately on a readY-lIlade, loyal au
di ence; on a ,,'ell -collcei \ ed prog ram. 
The classic examples are such shows as 
th e Arthur Godfre) and 0011 ';\lcNeilJ 
programs in the network bracket ; Mar
tin Block. Barbara 'Velles. Cedric Ad-

l

a ms on th e local statiolls. Most of them 
are hui lt around a hard-selling " per
sonalit) " broadcaster. with a flair for 
taking the starch out of a commercial 
and thus multipl) ing it s c:fTeetiveness. 

- Q. What kind of station-built par
ticipation programs will be avail
a ble this fall? 

rr= A. ~T omen -s service prog rams will be 
aired in increasing numhe rs: "1'1r. and 
Mrs," breakfast shows_ and variations 
thereo f: farm programs: earlv-morn
ing " musical clock" di sk a nd patter 
segment.;. . Disk jockey shows throu gh
o ut the morning, afternoon, evening 
and af ter- midnight hours show 110 sign.; I 

uf abatement. :'I1ore night time is be
ing co nverted to participation use. Lo
cal give away and tel('pho ll e-giml1lick 
programs an~ inc reasi ng. 

Pau l R. Fry, World In~urance Bldg., Omaha 

or 

Q. What dominant facts should a 
partic ipating sponsor remember? 
A. Once he has hought an accept ed 
hard-selli ng personalit y, an advertiser 
~h o uld adopt a " hands-o fT " policy to
ward tl1(' show. Most participating 
spu nsors find it profilahl(' to let th t> 
hroadcaster handle the commerc ials in 
his 0 \\11 wa~' after Ir e has g rasped tlw Transit Radio, Inc., New York, Chicago 
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When you 're making out thot sched 
ule for the Southwest don't over
look this sales-winning poir of 
CBS stations, For availabilities and 
rates, write, phone or wire our 
representatives. 

National Representatives 

JOHN BLAIR & CO. 

SPONSOR 
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CKLW with 50,000 walt powcr is hitting an audience of 17,000,000 

people in a 5 state region and establishing new performance records 

for advertisers. This mighty power, coupled with the lowest rate of 

any major station in this region means that you get more for every 

dollar you spend in this area "'hen you use CKL\\T. Get thc facts! 

plan your Fall schedule now! 

ADAM .I. YOU;-.IG, JR., be. 
National Rep. * 

Guardian Building • Detroit 26 

.I. E. CAMP EAU 

Pr f's ir/cflt 
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basic selling: points of the product. 
~lany of the most successful campaigns : 
on participation programs haye been 
achieved without the use of a single 
written commercial. 

Q. Wha t seems to be the mInI
mu m frequency for effective par- I, 
t icipations? 
A. At least a 10- or IS-minute seg
ment. th ree times weekly. Dail y par
ticipations are preferred by most ad
\'ertisers. A participating commercial 

I heard less than three times a week is 

I 

likely to get lost in th e shume, especial
ly if several other commercials are 
aired more regularly on the same show. 

Q. Is there an increase in block 
programing generally? 
A. The answer is a qualified "yes." 
Block (mood) programing is not new: 
it has long been one of the basic for
mats for independent stations. Nation
ally, all networks use it one way or 
another; and locally_ there is hardly a 
station not utilizing it to some degree. 
It's grow th is a continuing process. 

Q. How is block programing used, I 

and what techniques have been 
developed of special interest to 
advertisers? 
A. A perfect example of network 
block programing is the long-used day
time soap opera seria ls_ Night blocks 
are prevalent on all the networks, like 
NBC's Tuesday night comedy shows, 
ABCs Friday n ight mystery thri llers_ 

I 
CBS's :Monday evening drama pro- I 
grams_ MBS's Sunday night adventu re
mysteries. M usic played by the disk 
jockey is the basic block programing 
scheme for block pioneering stations 
like WNEW, and for local stations. Lo
cal block programing is not limited to 
the disk jockey format; sports, espe
cially baseball, is another favori te mo
tiL So are participation programs, 
news, folk lIIusic, c1assi<.:al 111 usic. 
WCKY, Cincinnati, devotes 14 of 24 
hours to block prograllling. The sta
tion lists four techn iques used wi th 
gooo success: 

1) The liSP of key personali ties. 
2) Skillful selection of music to 

mailltain the mood. 
3) MC's with the h Ulllan touch, 

5000 Watts-Day and Night 

the center of 

l:apitaland* 
Selling 

1:2 
li~orgia [ounties 

and 

II 
Florida [ounti~s 

* Ask your John Blair 

man to tell you the full 

story on Capitaland and 

North Flo rid a I s most 

powerful radio voice

WTAL! 

Southeastern Rep. 

Harry E. Cummings 

Jacksonville, Fla. 

WTAL ·· I TALLAHASSEE . 
~, John H. Phipps, Owner 

r FLORIDA GROUP " 
t Columbia L B:~;:;ltg _ J 

SPONSOR 



strong 011 personal appearances. 
4) Station's 100% control over pro

grams in block. 
WCKY uses a two radio station mo

tif. Its programs are bcamcd to the 
metropolitan audience from 7 a.m. to 
8 p.m. ; to the rural audience from 8 
p.m. to 7 a.m. The advertisers fit into 
these categories in relati on to the audio 
encc they want to reach. 

Q. Why and when should an ad
vertiser purchase time in a block
programed section? 
A. No one rule applies. General COIl
sidera tions must firs t be given to rela
tive factors such as the advcrtiser's 
product, the type of audience he plans 
to reach, his markets, the alllount of 
money he can afford to spend. Most 
stati ons and networks are in a position 
to analyze these factors , and ad\'ise ac
cordingly where the particular adver
tiser would fit best. The recommenda
tions of the stations or networks should 
no t be taken lightly; they are prepa red 
to give the adve rtiser a ready-built au
di ence geared to produce results within 
the block segment. 

Q. A re the number of sponsors us
ing singing commercials increas
ing? 
A. Ac tual s ta tistics are not available, 
but a spot check indicates they are. 
Singing commercia ls ha,'e proven they 
can sell the goods for so many adver
tisers in such a wide variety of cate
gNies tha t more sponsors are turning 
to them. Foote, Cone & Belding is cre
ati ng more singing commercials than 
e,er before for its clien ts: Frank Saw· 
don agency plans increased use of RoL
ert Hall 's one-minute musical transcrip
tions; Standard Brands switched from 
costly network programing to singing 
commercial spots to sell Chase & San
borne Coffee, Royal pudd ings, BIue 
Bonnet oleomargarine; Pepsi-Cola and 
Schacfer Beer have just launched new 
ad campaigns starring radio jingles; 
both the Rheingold Brewing Company 
and American Chicle Company are de
yoting their en tire 1950 rad io budgets 
to selling via j ingles. Oldsmoboile has 
done well with its j ingles. So have 
department stores. This is but a very 
brief sampling of the growing volume 
of adver tisers in many ca tegories latch-
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ing on to musica l cOlllllle rcia ls- a nat
ural result of the ava lallche of success 
stories to Lc told II)' such sponsors lo
cal, regional and national (see SPO .'l

SO H, 2 January, 1950). 

Q. What are th e latest trends In 

sing ing commercials? 
A. ~Iost singing commcrcials combine 
sing ing with talking, an annourJ('er 
( male and/ or female) amplifying thc 
important points. The trclllliqlles tend 
to vary with the produd. ~ome adap t
i ng to peppy, bouncy j ingles, others to 
slow, easy-flowing music and lyrics. 
They vary in length from 15 scconds 
to one minute. occasionally more. 
Tunes are eithcr taken from public do
main (like nurscry rhymes) and paro
died. or are specially composed. 

There are indications of a trend 
away from thc Ilumerous jingles that 
repetitiously fl ood the airwaves toward 
a smoother, more polished approach. 
Lennen & Mitchell has been using Vic
tor Herbert's dream y Toyland in the 
Lustre-Cream commercial (Colga te
Palmoliye-Peet ) for a lmost two yea rs 
now. Kenyon & Eckhardt has created 
a refreshing series of 13 one-minute 
spots for the Lincoln -Mercury Dealcrs 
of America. using a 14-yoice dwral 
group for strength and exciting effect 
in a variety of modcrn.style arrange
ments including pop ::;ong, rhythm, 
spiritual-folk and Western types. Sym
phonic conductor Dudley King direet
ed and Ray Wagncr composed lyrics 
and music. Commercia ls will be re
leased nationally this month. 

Another pioneer a long these lines is 
George R. Nelson, Inc., Schenectady 
advertising agency, which has created 
a new style 01 musical announcement 
for such accounts as General Electric. 
Pepsi-Cola. Mohawk Carpet Mills, Na
tional Da iry Products Corp. (Sealtest 
Products), Bemus Watch. George Nel
son and associates Bob Cragin and Ed 
Flynn Lelicve in strong entertainmcnt 
appeal , have composed full phono
graph-record length (three and four 
min ute) popular n umLers with com
mercia l lyrics hut no spoken announce
ments, the major portion being deyot
ed exclusively to music performed by 
top-notch artists (e .g.: ~1axine Sulli
van, Jan August, J ohnn y Cole ) . The 
new time segment makes the announce
ments good for use in juke boxes and 
presentation alhums, are Leing widely 
played on disk jockey shows. In short
er spots, Nelson s tresses "ariety to suit 

c, ery taste, employs hillbilly lI1u !" ic. 
South American rh~ thms, waltze,., 
marches, ballads, novelt y tunes, Dixie
land. polkas to sell cl ient s' products. 
Onc al1lazed ~Iidwestcrn station man
ager reportcd li~tenprs wpre ('ailing in 
to reque.; t their fa\'orit C' .; from the :\ el
son announcemC'nts hcing aired. 

There's no doubt ahout it. ,\meri<.:a 
has hecollle " th(' land of thc singing 
('ommcnja l. " Tile peoplc like 'em ( the 
.Y. r. Post in a rccent "pot ch ('ck found 
four out of fi\(' approY(>t\ I and the 
~ponsors li ke 'em c\'cn morc- becau,.e 
they sell. 

Q. W hat types of advertisers are 
using singing commercials? Has 
there been any sign ificant change 
with relation to this? 
A. An almost endless "ariety of ad
yertisers ha,'e made rcsultful us!'. of 
singing commerc ials sin('e Pepsi-Cola 
burst forth with the first famous jingle 
in 1939. For the most paTt, jingles 
havc sold a ho,~ t of low-priced, qui ck
turno,'cr items such as foods. drugs , 
soft drinks, cosmetics and clothing: 
but they are being used more and more 
by institutional t) pes of businesses and 
heavy industry- automobile manufac
turcrs (like DeSoto. Oldsmobile, Lin
coln-l\lerc ury ), used car dealers. fur 
storage houses (like Canadian). loan 
sen-ices, Lanks, railroads (Lackawan
na ) . Jingles have all but built Sattler's 
Department store in Buffa lo. Ameri
can Chicle Co. is a consistent user and 
Un ited Fruit with its fabulous "Chiqui
ta Banana" (see SPOl'iSOR. 13 February. 
1950) is outstanding for use of singing 
commercials. Among hundreds of oth 
er highly successful users are Bristol
:M rers (Vitalis). Proctcr & GamLle 
(Duz ), Miles Shoe Stores, Red Top 
Brewing Company, Edelweiss BeeL 
Chateau Martin Winc. Paradise Wine, 
Broadcast Corned Beef Hash, Beich 
Candy Company (Whiz Bars and Pe
can Pete), \fedick' s, Frigidaire, PaLst. 

Q. Who makes s inging comm e r
cials? 
A. By and large, the agency under
takes the deta ils for the sponsor, ob
taining the necessary writing, compos
ing, singing, announcing, and orches
tral talent. Sometimes its done within 
the agcncy, sometimes Ly a free lance 
expert. Compton Advcrtising created 
the Duz commercial ; Foote, Cone & 
Belding the in fec tious Rheingold dit
ties; Doherty, Clifford & Shenfield the 
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'spot 



spot 
----

\'itali~ j in~I t' ::.. The la tes t ~ chaefer 
Beer uJmmerc ia ls I th e new " PD ... 
Q" th eme 1 combined the oUhtandinp: 
talents of Harry Simian, composer for 
Fred V\"aring. and Bob Forman of 
BBD&'O who did the lyrics. The sen· 
sational "Chif)ui ta Banana" was ere· 
ated by lyric ist Garth :;\lon t gomcr~' and 
composer Lt'n ~l ackenzie. called in by 
B13D&'O for l'nited Fruit. Alan Kent. 
\'BC announC(,L and Austin Chrome
Johnson, BBe cond uctor, knocked out 
the origin al Peps i·Cola jingle in fiy e 
minutes and Lord &. Thomas liked it. 
George R. "elson, Inc .. Schenectady. 

tailors mu:,;ical announcemen ts for 
ma ll y top ad ,'ertisers. 

Lanny and Ginger Grey, rad io boy
girl team, act a::. composers, lyricists 
and talent for a wide diY ersitr of prod
ucts frolll razor blade" to noodle soup. 
I. J. ( \\ 'ag) Wagner, promi nent Chi
cagu ad agency consultant , specializes 
in crea ti on and prod uc ti on of singing 
commercials (see SPO:\'SO R, 19 Decem
her. 19c1.9 ). A sponSO I may a lso turn 
to the ,arious radio and TV produc. 
tion and transc ription services for cre
a tion of hi s musical pitch. Harry S. 
Goodman , :\ ew York, who has made 
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;\ ug usta's oldest ( t :, tabli ::, hed 193? ), most 

.1l. powerful (5 000 watts day and n Ight ) and 

most popular ( H ooper, 195 0) sta ti on annOllnces 

the appointment of 

HEADLE\T - REED co. 
as OUY 

National Representatives 
efjecti"'lJe 

July 1, 1950 
• 

i\len1o to Tin1ebuyers ... 
Before talking to your Headley- R eed 

man, take a good look at these figures 

Hooper Listening Index (March -April, 1950) To tal ca lls : 16, 132 

Total Ratings I Morn ing 

WRDW 30.6 
Sta A 25.3 
Sta B 23.0 
Sta C 19. 1 

WRDW 31.4 
Sta A 2S.7 
Sta B 24.6 

Sta C 13.2 

I Afternoon 

WRDW 25.0 
Sta A 24.2 

Sta B 26.4 
Sta C 22.7 

Evening 

W RDW 36.0 
Sta A 24.0 

Sta B 19 . 1 
Sta C IS. 5 

11' R])rr T has II/ on ' fint s 1Il 3(1 ",il/utl' f;,- ral.·r!o'lI.ms thall all othrr 
stat;ol/J ("{)}lI bili rd -' 

CBS for Augusta, Ga. 

commercia l:,. for Swi ft &. Co., Sih'ercup 
Bread. Sears, Roebuck. Lime Cola. 
Richardson Root Beer, is a leader in 
this field. 

\Yorld Broadcasting, transcription 
library. has produced a yariety of 
ready-made commercial jingles for fur
niture, loan sen·ice. used car, bread, 
men 's and women's clothing, j ewelr~' , 
fur, and fur storage ad,·ertisers. These 
a re a\'ailable via World subscriber-sta
tions. Standard Radio furni shes a ,a
riety of jingles, too, 

Q. What do singing commercials 
cost? 
A. It is difficult to be specific, since 
the many factors involved in c rea tion 
and production of the tuneful commer-

I cia l are high ly yariable. For instance, 
when c reated by agency staffers, the 
cost will be apprec iablv less than when 
written by a free lancer who mar de
mand (roughly) S1,000 and up. Pro
duction costs range from several hun
dred dollars to over S3.000. ~1usicians 
and performing talent must be paid at 
AFRA sca le. Harry S. Goodman, syn
dicated spot c rea tor, charges anywhere 
from $500 to around S4,000 for mak
ing three or more singing spots for one 
account, the price varying with the ere
ati\'e and performing tal ent used, the 
elaborateness of production , and 
whether the advertiser is local, region
al or national. 

Creating singing commercials is a 
high ly spec ialized technique. To be 
done well for maximulll public accept
ance they must ha,'e good writers, 
composers. ta lent: will often be expen
sh 'e therefo re. The consensus of ad
vertiser op inion is that it is worthwhile 
to pay well for an rn tertaining. cle\'er, 
selling cOlllmercial with a good mel
ody. (Hobert Ha1l's '1,500,000 radio 

I ad budget, half of which goes for sing
ing commercials, has paid 011 hand
somely. "Chiquita Banana" will re
cciYe .. :200.000-S300.000 for radio 
from Cnitt>d Fruit this year in recop:
nition of her powerful influence. ) 

HO'feYer. a sponsor need not usc 
.:\/onica Lewis or th e :I!ills Brothers to 
sing, nor Bud Call.' er or \~ Tarrell Swee
ney to announce. for an cfI f'{· ti'·e CO I11-

mercial. \\ 'ith adroi t handling, and (of 
utmost importance I proper progralJl
ing. he cnn U:"C' much lesser tal ent , few. 
('r facilitif's, nnd still lllakr his tun eful 
pitch a Iri g: hl~' profitahle one. 

I Plea,S(' (II rTf (0 page 55) 

SPONSOR 
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46 

Ad'l"ertisement 

HERE IS SOMETHING THAT 
WI LL OPEN YOUR EYES! 

Pacific Regional Network 
opens eyes of ad convention 
de lega tes TWO ways 

Hundred s of del egate~ to 

the recent convention of the Advertis

ing A~~ociation of the \\'est literally 

and figuratively had their eyes opened 

by the Pacific R egional ~ etwork. 

PR~ opened the eyes of delegates to 

the tremendous advantages of the new 

-i5 ~tation California net\\'ork, includ

ing com plete coverage, spot flexib ility 

and local impact by hiring three 

beauti ful models, in appropriate eye

opening costume, to distribute a nov

el t) promotion piece. The giveaway 

consisted of a specially printed fol der 

with a pair of spectacles with one red 

and olle blue lens. 'Vh ell viewed 

through the glasses, pictures in the 

folder took on a life-li ke third dimen

sional appearance. The photos fea

tured beautiful l110deb costumed and 

posed to portray ·'Coverage," "Flexi

bility" an d "Local Impact." In dis

tribu ting the promotion piece the 

m odels asked each d elegate, "Have 

you had your eyes opened?", and th is 

phrase caught on, sweeping th rough 

the ranks of the delegates, ma le and 

female alike, each o ne of whom 

seemed anxious to be able to reply 

in the affirmative. R eaders of SP01\SOR 

who would like to share the experi

encc of the 'Vest Coast convention 

delegates and have their eyes opened 

BOTH ways can obtain one of the 

novc !ties by wri ti ng 

PACIFIC REGJOXAL NET\\'ORK, 

G510 SUNSET BOCl .E \ ·A RU 

ll oLl.Y,,·ooo 28 

MODELS DISTRIBUTING PRN NOVELTY 

PACIFIC REGIONAL NETWORK 
is the BIG NEW NETWORK 
that offers Advertisers 
COMPLETE COVERAGE-FOR THE FIRST TIME, here is a network 

that provides intensive coverage of every significant Cali
fornia market through 45 radio stations ..• as many stations 
as the other four networks combinedl 

LO:AL IMPACT-Since advertisers' products are sold in LOCAL 
markets by LOCAL dealers to LOCAL consumers, the most 
effective way to SELL the consumer is through his own 
LOCAL station. With 45 LOCAL affiliates in 45 LOCAL 
markets, PACIFIC REGIONAL NETWORK offers the ad
vertiser the MAXIMUM LOCAL IMPACT!! ! 

SPOT FLEXI BI LlTY -Advertisers want coverage to coincide with their 
distribution. Until PACIFIC REGIONAL NETWORK came 
into existence SPOT RADIO was the ONLY way to secure 
TAILORED coverage. Now, PRN, and only PRN, offers 
the advantages of SPOT FLEXIBILITY with the convenience 
of a single network purchase and billing, and the ease of 
network program promotion. 

ALL THESE ADVANTAGES ARE AVAILABLE AT A SAV. 
ING OF ONE-FIFTH IN TIME COSTS THROUGH THE PURCHASE 
OF ANY PRN GROUP OF STATIONS! 

PACIFIC REGIONAL NETWORK 
L 6540 SUNSET BOULEVARD, HOLLYWOOD 28, CALIFORNIA 

SALES MES SAG E ON PRN PROMOTION PIECE 

SPONSOR 



Oft ttt s that follow you will find graphic evidence of rodio TV soles power. 

' ' '''' ' '''' research projects completed in the past two yeors, SPONSOR has 

"'gports which go the heart of advertising's mission. All the reseorch 

; what retailers themselves say works best omong consumers in national 

oigns. For reading ease, each research report is summorized in 

p~ h and caption style. 

Note: Reprints of this section are available to subscribers on request. 



TV's potent 
sales punch 

Hofstra study is Illost convincing 

UleaSllreillent to date. 

It t.dli:s in dollars .nul cents 

DIA;\IO:\,DS are a girl's he:;; t fri end, as the ('unent stage 

song has it. And, similarl) . dollars and cents proofs of 

a medium's effcc tivcness are an advel1ising manager's 

best fri end. Thus far. the most convincing proof of tele· 

1'ision's sales effectiveness is the Hofstra Stud y. Though 

it was released in May. it will :;;tand for a long time as 

one of lhe strongest arg umeuts TV salesmen haye. It is 

a lso a model research projff t which sets precedents 

among all marketing studies and has won for its director , 

Dr. T homas E. Coffin . one of the four annual awards 

pr(':;;en ted b) the Ameri('an Marketing Associa tion in 

19.')0. all thi s and the following thre!' pages, you will find 

a <: tep.b y.s tep de:;;cription of th e highly significant meth · 

od" alld cOllclusions of th e Hofstra Stud y, presented in 

Ilui('k'Tf'adillg ("ha rt and caption style. 

0111' of the high points of the Hofstra Stud~ i:;; its dis

('overy of the dollars anel cellt ~ rela ti on"hip between extra 

sa l('s producefl by T V and cost o f TV advertising. Fo r 

the I.S brands s tudi ('d, the a v(' rage total of extra sal c~ per 

dollar spent 011 TV wa" $19. l ;sua ll y, Dr. Coffin belieyes, 

a re turn of $.1 for OIH' is considered success ful retu rn on 

mO'it nwdia. One of the hrands studi ed got a return , of 

$74 in new busi ness Iw r do lla r spen t. 

Matched for: 

neighborhood 

age 

education 

family size 

standard 
~f living 

buying power 

1 Only difference between two groups selected for Hofstra study was 

ownership of TV set. This meant that any difference in buying between 

two groups must be due to TV. Enough interviews (3,270) were conducted 

for validity. One-third of interviews in N.Y.C. ; rest in Long Island 

30 .. 1% sales increase 
~"""",,",!~"""!'\Id---- - - - - - -- -- -- -- - ------

Non-Owners Set-Owners 

77 New Customers 

per M'sets 

4 Overall result: " average TV-adv e rtise d brand" shown above is com

posite of all the products studied . Difference between purchases of 

owners and non-owners amounts to a 30.t % sales increase for TV brands 

among owners (Pantry survey gave add itional confirmation of results) 

Percent of all brands bought in past 3 months 

NON-SET-OWNERS 

SET·OWN"S 

16.7% Sol •• Incr.a •• 

for TV Brand. 

_ Brands on TV 0 Brands nol on TV 

7 Full circles shown above represent all brands of durables bought in 

three-month period. White segment of circle represents purchases 

o f non-TV brands. Difference between white segment in set-owner circle 

and white in non ·owner is 367". Durables not on TV lost over one-third 



BRANDS STUDIE·D 

2 Fifteen low-cost, frequent-purchase brands which advertised on TV 

were paired with 13 non-TV brands. Brands in the two groups were 

matched for similarity of advertising history. Sunoco and Socony were 

paired with Texaco and Gulf: Chase and Sanborn with Maxwell House 

TELEVISION INCREASES SALES FOR EVERY 

PRODUCT CATEGORY 

'0 

10 -----------.------

_ Non-owners 

TV owners 

L_, " of in<reose 

67.5 ... -----=-1;:,---i
· 

.46.4=1.
1 

._-" . . 
. 24.4 __ _ 

COffEl CASOUIIE CHruE ru 

fercent of each group buying TV brands in post month 

5 What can television sell? Results shown above indicate effectiveness 

for every type of merchandise studied. Note that the gasolines 

advertised on TV had 60.2 % more sales among set owners. Dr. Coffin be

lieves nature of advertising rather than product accounts for varied results 

SAME PEOPLE ••• 
Before and After owning a TV set: 
(Percent buying brand in past month) 

Brands NOT. on TV Brands ON TV 

37.3% lOSS 40.1% CAIN 

./ 

8 In re · interview phase of Hofstra study, researchers found that 72 

people who were non-owners in the first survey had since bought 

sets. They were thus able to determine difference TV has on sales in brief 

two to three·month span of ownership. Television made immediate changes 

i 

COMPLETE RE-SURVEY 

SURVEY 1 
Jonuory 1949 

4 monlhs loler 

(96.6% of all cou, re-Infer'ti..,.,e d) 

NON-OWNW TV-OWNEIS 

TO'TIIL 

1651 

SURVEY 2 •••• 1619 

3210 
May 1949 

TO CHECK CONSISTENC Y • fUNDS • RECENT SET BUYERS 

3 Four months after first survey, which included questions on viewing. 

commercial remembrance, and brand use, a second survey was made. 

It covered same brands, same questions, and basically the same people, 

providing double check of results (96.6% of responden ts rechecked) 

--

Brands NOT on TV 
LOSE SALES in TV homes < " . 

19.1% sales loss I 
I 

LOST IWTlts 

18.3% 
14.8% I 

Clstollers LOST per M sets ••• 3S 

Average percent I 

buying 13 competing brand I 
NOT on TV 

6 Not only does TV increase sales of TV-advertised brands in televi

sion homes: it also cuts the sales of non.television brands in those 

same homes. Thus advertising on TV "saves" customers which advertiser 

would lose if he were not on TV. Concept of "saved customer" is new 

Television increases total tales 

lui 1,lIi.ld' 

TV brands .tudied 

Brands not on TV 

All unlisted brands 

'db.,,! 1,!I!.!d; 

Brands mentioned as purchased 

during post month 

Noft-I.t Own... s., O~n.,. 

2,099 

960 

799 
3,858 

2,625 

776 

627 
4,028 

9 Can anything sell more soap or more cheese to Americans? They're 

thoroughly bathed and cheese-fed now. But television did it. Add

in g up all the figures, the Hofstra interviewers found that TV had increased 

total sales among viewers by st imulating use and more frequent purchases 



Does sales eHemveness HOLD UP ••• 

BEYOND the novelty stage? 

1 0 First thing skeptical advertiser is likely to ask is : " Does TV's im

pact wear off?" Hofstra st ud y antic ipa ted such rebuttal, therefo re 

made special breakdown of TV-owner panel by length of ownership. Buy

ing actua lly tu rned out to be i~st as hi gh a mong long-ti me owners 

TIme + Talent + Commercials ........ . . ....... .. .............. ... .. ~ .... .. .... . 

Two products advertised 
.. • • • • • • • • • • .. •• ~ • •• o ... ~ . .. ' ..... . 

New York share of cost 
... ... 4 • ~ • • • • • ... .. .... ...... .. 

New York cost per M sets 
.. .. . . ... .... ; ~ ........ )0 ... ... . 

'Since study, TV rll.t..,s AT" up, but co"t per 

tl-ouMnd 1s flown. 

14 Just how expensive is it to get results on television? The case 

study show n a bove an d t o the ri ght is a con se rva t ive costs e st i

mate based on the number of new bu ye rs who say the y use TV-a dv ertised 

brands regularly. This program ha d 41.5 0/0 of its ci rcu lation in New York 

High Commercial-Recall 

1 8 How does TV get results like thos e shown previously? It's a matter 

of drawing attention to the programs and commercials. Buying 

is directly proportional to regularity of viewing. One index of the effec

tiveness of visual commercials is the strikingly high proportion of recall 

Th. Hofstra Study 

explored this area, too •• . ! 

11 In a one-month period, two-thirds (68.4 0/0 ) of the non-owners in

terviewed had seen television at a fr iend's home or e lsewhere . These 

non-owners watched for an average total of 7.9 hours per month. This had 

a marked effect on their purchases, adding to proofs of TV effectiveness 

1 5 In chart at left , cost per thousand sets in New York works out to 

$16.60 per month. This particular advertiser gained 257 extra 

regular users per thousand sets, Hofstra study found. He thus got addi

tional customers to those supplied by other media for 6 1'2 cents per month 

with resulting HIGH 
SALES 

Non-owners, 
unexposed 

--

}

151 new 
buyer •• 

• ' i , I 

Progtom-vlew.~ who 
remember com....rool 

64.3% Sales Increase 

19 H igh commercia l rec all results in high sales. Base for chart above 

is th e sa les of TV-advertis ed brands among completely unexposed 

c ustomers . Larger figur e at right is derived from the thre e out of four 

vi ewers who re me mber commercial. Sales figures are for one month period • 



Non-owners 
ExpoMcIIo TV 

5 res increase 
of 12.81 .•• 

.onus Cu.tom .... per M non-owner viewers, 
60 .onus CUltomer. per M TV let. 

12 
Cha rt for bonus business above sta rts with the minority of non

owners who had no exposure to TV_ Of these unexposed non 

owners , 23.5 % bought brands advertised on TV. But, of t he non-owners 

who were exposed, 26.5% bought TV brands (fre e sales plus of 12.8 % ) 

$300.69 

$16.60 

• ~. Returns per dolla r spent 

$300.69 relurns 

per M sels per monlh 

$ IS- in extra sa les 
per ~ollar 
spent on TV 

:1 6 In panels 14 and 15 cost per extra buye r of a food product was 

I worked out. That figure means little without t his c lin che r: how 

much new business in dollars will TV dollars buy? Chart above gives t he 

answer. The 257 figure used to multiple by $1.17 is figure for new users 

THE FULL POTENTIAL OF TELEVISION ADVERTISING 
(Percent buying adv.rtis.d brand' in past month) 

NON-OWNERS UNEXPOSED •••••. 23.5 

GUEST VIEWERS •• ••••.•••••• 26.5 : 

ALLOWNEIS •••• •••••...••. : 33.3 

IfClNT "~-V1EWUS •.• • . : 36.4 ' 

IlGUW "~-VIEWE.S •.. • : 37.S 

IEMEMln CO_'ICIAL IEaNny . : 38.6 

LIKED COMMEIOAL IEClNn Y •• . • : 40.0 

jt-16S IX flA IUYEI5-tj 

FROM TOP TO 10TTOM. ••• A 70.2% SALES INCItEASE 

2 0 Seven b rea kdowns of Hofstra sa m ple are su mm arized above . 

Figures represent percen t of each group wh o bought a ve ra g e TV 

advertised brand in past month. The 70.2 % sales increase noted a bove 

Ire presents difference between buying on top and bottom lines of chart 

TO TAL CUSTON'IER GAI N 

NEW CUSTOMERS 

SAVED CUSTOMERS 

BONUS CUSTOMERS 

TOTAL EXTRA 
CUSTOMERS 
PER M SETS 

1 3 As previous picture panels have indicated , TV ups sales three 

ways : (I) a mo ng owners ; (2 ) am on g non -own ers ; (3) among cus

tomers who would o th erwise be lost to TV com petitors. Fig ure o f 98 new 

customers a bove is comparison of unexposed non -owners with owners 

$19.27 in. extra sales 

for $1.00 in TV costs 

1 7 Is $ 18 in extra sa les per dollar spent a typica l figure 7 Actually, 

it's und er t he ave rag e for all 15 TV-advertised brands studied (see 

a bove) . Hofst ril study is on e of first to wort o ut extra silles per dollilr 

ratio. One brand studied a ctua lly hit $74 in new b usiness per $1 spent 

21 Strong poi nt o f Hofstra st ud y is its bas ic si m plicity. Though re

sults were tabulated in many ways ( as pa nels shown have in d i

cated). t he basic research was straig htforward. Two groups studied were 

pa instakin gl y balanced so that only difference between them was set 

I 

I 
I 

I 
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1 ARBI surveys 

o 0° 0 ~ c 

LOCAL ADV ERTISERS SEEKING TO CHOOSE BETWEEN RADIO A"JD NEWSPAPERS ARE PERPLEXED BY INTANGIBLE PRO'S & CON 'S 

Three proofs of radio's vitality 
ARBI, Lazarsfeld, Dun & Bradstreet studies all illdie~lte 

r~l(lio~s sales I,olver in direet terlllS 

Tht' perplexed and slightly pepved 
gl'n tleman in the drawing above is a 
local ad\·ertiscr trying to make up his 
mind betw('en llewspapers and radio. 
TI1P)"(~'s a lot to co nfuse him. Blac k. 
and whitt> salesm('n push (' irculatioll , 
multipl(~ reader"-hip, and other lpss sllb
stant ia l fadors. Itadio pitches on DMI3, 
program ratings. mail re,.;pons(', and a 
host of ot lwr arglllllP nts. 

Bul definitive dollars a lld {,Pllts ar
gUlIIl'lIts haspd OIl who's bllying rather 
thall Oil who's listcning or rending ar(' 
rplati\ ely rare. 
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Eyery 011('(' ill a while, h owever. re
searchers come up with studies that 
ring th e cash regi::-ter bell. Most re
("('lItly, the American Research Bureau , 
I nc., of Seattle, has developed a tech
lIique fOl· testing \J(>\\"spappr vs. radio 
dfe('tivpness 011 a custo11ler b) ClIs to
mer basis. (A nd n ldio\ way a head i ll 
salc;; wattage.) In 19·Ml Dun alld 

Bradstr('('t ask('d drllgg ists, grocp rs, 
and gas ;;tat iO\l owuers what medium 
clo('s tIl(' most for sal es of wpH knowH 
hrands. (Badio was c it ed hy all over
\\h!'"lllling majorit y.) And in 19..J·9 the 

fall10u s Lazarsfeld stud y (made for 
II e w spa per s themselves ) psychona
lyzed hOllse wives, found that radio 
o lltdistallcrd newspapers by far in sell· 
illg impact. 

All three of these resparch projects 
have thi s in comlllon; their ev idence 
revolves around c lIstomers o r retailers 
rathe r thall arollnd factors Llr removed 
from the market place. On this and the 
next two pages you' ll find ('harts and 
drU\\ illgs which tell the story o f these 
three resea rch p rojects. It 's rpally the 
;;Ior) of radio·s sa lps \·italit y. 

SPONSOR 
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2 Though reader and listener measurements are valuable, they don't get 
to the retailer's problem : "what gives me most sa les per dollar spent?" 

I 
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ARBI works this way: Retailer puts equal amounts of money into ads 
and radio announcements, plugging same item. Result is acid test 

"Ttle! Ad~rtu1nC Depart .. nt ot thh .\.ore h 1IIolk1ne a $t~ of the 
ettectlwensss or 1t, ad"crth1nc. Would 101J IIdnd on .. er1118 a tn qlUl .. 
tlOft. to ~lp 118 to ~tc"ln. bow .UecU". th1s ad".rt1s1~ 18'-

1. "GIll' did '''''' leolm about OIJr sl'ec la1 or rer? 

(a) lIewtlpaper ad~rt1sellllnt 
(b) Rad10 ad~rt1snent 
(c) OtNrl @ 

WindGlll' d1spU1 ~z __ 
SalUII&n / 
, sollc1tation • 
Direct mail -
frlend !.old _ -

~!e~=~ ~ \(~ (At~r £iv1ns respon4ent t \ ~I) , 
u. Q. 1, ulll) 

t. (a) (It ncwsp6per) I When ~ 
the newspaper? __ 

(b) (It Radlo) I "hen dlt 

l. (6) What was th," ab".,.t 
attra.cted rou? ___ ' 

(It) ~t w .. th," &bout 

Interview questions are designed to prevent prejud ice . Customer is 
asked general question first, then gets chance for specific comment 

3 American Research Bureau, Inc., of Seattle, ignores program ratings, 
focusses on store traffic and sales attributable to newspapers , radio 

5 Radio outpulls newspapers consistently in ARBI tests. Traffic attrib
uted to radio is higher as well as volume of sales. Interviews get data 

ARB. s.u·ve!ls 10 stores 

Total l/(11'f'rt is i,,~ i"l·t'.~ "" (' ''ts: ,\t" ('1Oi/Jtlpt'rs .......... $67:UJ2 

Ratlitl .................... $671.19 

RADIO NEWSPAPER BOTH OTHER TOTAL 

Traffic 347 229 96 314 986 

~c Traffic 35.2 ~~ 23.2 ' :c 9Y''r 31.9% 100 % 

Traffic Purchas-
ing Test Mdse . 222 151 67 128 568 

7c of Traffic Pur-
chasing Test 
Mdse. 64.0% b5.9(,t( 69.8 70 40.8 70 57.6% 

7(' Dollar Value 
of Purchases of 
Test Mdse. 4 I. 6 {"'l' 27.7 ~'r 8.8 7l' 21.9 ~~ 100% 
------

7 Results shown above are for a ser ies of 10 store tests made in Pa cific 
Northwest. Key figure (at bottom) is for 70 dollar value of purchases 
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Transcription.~ L~e ~c.rJ-";;. T:a~- nr:J:-''- a:"" ;.,..;~ 
IT re a .... e~ than ,:v-: 1:.-:-:-r,=. Ira-:· 
~~ U-€:':.err., aM m~ o:.e:i.::; ~Ij - a 
h:g-h D:..c:.F: 2-1)4)(12" a .. ho·,,-~. Bo. ~-

Q. Are nat iona l advert isers in- - -Bb:l.-ie! Ciy:o ;:ui. lf~ 5~~IrtL-;~ 
creas ing the ir purchases of tran- H.n.J T' r:. r -_ ~~J<r!r. [rom ouylC()or/.... r.e -,u 1./.1 ';.-~ ~'U' 

scr ibed programs? _~hou. 2..!1t:l Fa -rile 5-,y}- Zi =-2.'::-

A. .\"ational ad>-erti.-..::r~ are pl.a~~ 5a~red """":>T~ :; :-ati=-~. _ In''''''''' 
more and more money ~to k-:al alla HI)r..!e w.cT""'. !:a~ 6-:: n:iz~: 
regional mar~et;, in urder tl) mjre e:· H J;..::r :a:.I::z ~ . _:> 1::. Ch::a7 r

J 

ie·eti-ely pu:pomt their radir ad en~· \\"G_ - :0:- 1 J p-=r... ?:Ij~~trz. I 
inz ~ I)p...aler Cr..t-Op . In th- trend 0r!J"t.a. \\"O\\" hit a::: l~ H·..-:;:--=r 
to..-ard 7A 2Ld 10"'-':'t!rl:et"::d ci~ · ... ~~:::e A !ref:er-:. T!t~ ... ~ r;.:,r~. 
~ho'''-~, tran..~ription.;; 5C:.-:h ~ G~ :. :Jle ""2 - . TI:.F- ::ea1ed Book -ho'''- \ty t;d. 

b~- Ziv. ~IG~I Radio .\t::ra-:-ti(I)-. T 5- L :' Jr. i:l C:::,'-i::..r..ati -U-CPCJ naG.:.::c 

d 1:i :!!::~t Hr...-:r.-:-: I:?: :::.r ~-31 :,.rr and other~ are finding 2. re<? ~ !n2:~'=-'L !' 

The f rederir: ~. ZIT CO!!l~y for eX· 

a:nple. had a one·pre gTa:!l ~~rr ~~ 
in 1937. today prodc.-:~ 2"2 pngT~ 
budgeted at over H O/. :'J.(.(.}. 'fo:-r: 
than 1.100 ~t2.tio~ carry their pfl::-

gTa.nc. In 19-1fJ, t.!-ley !:.2.d o::.!~ l~ 

national ad>erti.-..::r~ ~?irL--ori::.g ~!l "'- ~ 

on a ~pot b~i5; toclay. S~ !lzTe SO UTH BEN 0 I S A 
118. .-\mong t.!-leir 2dn':rtL'-F:r~ ~r: 

AR E 

HOT JUST A CITY - A 0 

~ a1
• T~~ (r ~ !'~- =. ... ~;.:-~ ~: ... 

1::-_= ""'": 0;: ,t., 'L -. - ::-~ - :-- _--: 

Q. In 5:n:ra l, hew ;xp.: r.s : are 
t ran sc r ip t ic n s? 
A. G:-~~ .~::- :: ::: ~ ~ .-:- n _ 
zra:::.. l ~ =-_".=. ~ 3~ ... ~ .. : -: a 
;;:: ....... -L.~=~ .... - l-:.a=.~:~ J'l-:"-'-G. ;. 

-

\-irtually f""ery auto:notiTe (:QIY:e:Jl.. 

Coca·Cola. Pe~i·Cob_ P &. G. Be· 
den· ~. Pet Dai...-y ProducG. fin: :\a· 
tiona! =::torc and f1eer'~ Docile B6 
hIe Gum.. '\IG~I Radio .\ttra(:tio~ h.e..; 
eight 5bo"' ~ oi top ca lihre on OTtr 2'~. 
5ta tiom. The IIa.rn- ~ . Gr.JOdrnzn Rz· 
dio Productio~ fu~ ~ t WI) ad-'--er· 
tL-.er5 minz 16 to 13 wJ<im"D ~o· -;;. 
The =::tcrling Dreg chain rec~:l 
;;1_ ed "'ith ~ for ror:r Go~ 
Singer. for 10 ma&e~. Ii the pro
gram pro.e;; ;; .-.=~~ful th~ (hain ~ 
prepared to expand to I =:?3 IIl3.rke-G. 
T=:: I h~ j~: 5igned ",it.!-l Pe~i--Cd2 
for i~ Golden Ga~ Qcartet e.L·;; on a 
~L~ .\Iempllli, ~l 0;' the ="-ep-o a -
dieoce. The Char~ ~Ikhehon Corn· 
pany repom a re:-ent contr.=.::t ",i~ th~ 
Elgi.!:l.\"ational \\ a:{"h Co=npany. ')'Gch· 
el~ n has a!:~:n::-: 750 ad.e:rtL'e!"5 ~inz 
33 Slo"'-~. 3o:ne fi...~ like .\h ra;' 
Lo5 .\nzele;; prodr.:-cer of Box .:;~ ,.,ith 
.lli::t Ladd I ~m. out 5hm.-~ tt.zt Ct~" 
or ;; ~;; neh.-ork c-reatio::s. T ra:dJe· 
Campben';; Lone Ra.-.ger ~ a C<L'e b 
point. ~o are the John Charles Tho.· 
es shole Tele,"-ay~ . Hoi') Thee-ie 0; 

~;ers ,\1 a<:{;regor a1la Bea:ria £"'-0" 
~ho;c RK-hzrd lllman . 

SBT COVERS IT ALL 

Q. How popu la r are transc r ibed 
programs in compar ison to net
work offe r ings and live loca l 
shows? 

A. Popularity cepe.r.d.5 n~~:" . \"" CD 

the 5ho"" iL-.eli. a!:d r::POr! ±e r-n~!=oeti. 

11 J Y 1950 

~SBT - wO:: od-;- ~SBT - ~e:s .oc 

i: - ~ 0: i : - o~:: ... ~= \i;""S5T. 

PA. H. IA. T~ 11 CO,",PAN T NAi l ONA L 

• c! s 
II'lI SEN'Anv: 
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spot 

proglam will \'ar)" in cost in difIeren t 
l1larket~ depending on the size of the 
market and sometimes th e "tation. For 
example. the All Western Theatre 
I half·hour) \ arie" in cost from </f 8 a 
program in "mall c it it>" to $300 a pro
gram in the largest al eas ; the cost in 
a cil\ like Omaha would be about ., -10. 

Q. What lib rary and program tran
scription services are there a nd 
how do t hey function? 
A. Se\'elal firms 1I 0 W art> set lip to 
prO\-idc transcrip tions on an affiliate 
or library basis. 

.\I-G-:\J Radio Attractions. wi th eight 
Holly\\ ood-Ilallle shows a\'ai lable. has 
an affiliate "etup. A station taking fi" e 
or more 5how5 achieves "affilia te" sta
tus. entitling it to receive the package 
at a grea tly redm'cd ra te. The affiliate 
gets "exclusi,e" right s in it" area , can 
utilize the prograllls as parti cipation 
announcemen t carr iers or for single 
sponsorship. local or na ti onal. and gets 
tIl(> henefi t of promotional and sales 
effort by :\1u."ic Corp. of /\meriea. reps 
for :VI-G-:\'l. The show;; total fiye and 

-, t;.:"r,' .... ,1 1. \I ,ft t;.:# Ifli III 

.... 1I r\ t"' 01 Uu ",,;,,: Po",· r. 

\/ ." 1"",0 I'll" \,. , II Ii I - 11 \111 

:;O· IUO'I .1:1\ 111111 h ~ f . nlll;.!' 01 ".1 Ifll' , . 

~ ' ,lt ll',. ... lor 111;.; 1.11 11 11 " U ,".1 1111 l ' flllf ' ~1 

one-half hours weekly, have space for 
~t9 one-minu te a nno uncemen ts. Adver
tisers may b uy these programs. or tai l
or-made packages, at a cost of between 
37%~~ and 50 :~ of each :"ta tion's one
time rate. 

M-G-:\1 shows are The lIard)' Fam 
liy: Good NeIL'S from Hollywood: Dr. 
Kildare; M-G-M Theatre of the Air ; 
Adventu res of .'l1aisie; Crime Doesn' , 
fa)'; II oily wood U.S. A.: A t II olll e 
lVilh Lionel Barrymo re. ~1J onsors ill 
cl ude '\edicks, Olympic Hadi o & Tele
VISIO n. Zo tos (Fluid \V ave). F isher 
Baking Co., Olel Judge Coffee, Fro"t 
Stores . 

Michelson wi ll ia llnch it" firs t lihran' 
vent ure in September wi th th e r el eJ.~ e 
of a package embracing d rama (in
cl uding ada ptations of some Du mas' 
,,"o rks). mystery. comedy-variety, mu
sicals. pop and classic, and inspirati on
al programs. all 15 a nd ~O minutes 
long. The package will be leased to 
:- tatiolls on Zl one-year :subscription ha
"is. and shows may be bought sin gly. 

The Bruce Eell's Program Li bra~"y 

Sen·ice. a library opera ti on, offers s ta· 
tions its enti re 1500 q ua rter-hour as-

• 

• 

sortmell t of comed y. ad,"enture, mys
tery, j u \'ellile. dramatic. vari ety and 
musical type shows at Ta tes depending 
on populatioll in station a reas. Eeils 
gi ,-es "exdusives" in primary a reas. 

lliusie librnries 
- - - -----------

Q. What are the advantages of 
sponsoring already-prepared and 
scripted programs by music libra
ries (available via radio stations)? 
A. Many top talent music sh ows, ex
pertl y bu ilt and sc rip ted and easil y 
adapted to local selling, are ava ilablc 
a t the local stati on at vcry low cost. 
This is the key to " 'hy so many local 
and reg ional (and g radually . more na
tional ) sponsors have been snapping 
up the shows based on music libra ries . 
which are now standard equipment a t 
a majorit y of stati ons. These show;; 
fe ature such star names as Dick 
Haymes. Fran \Van en. Vic Damone, 
.Mind y Carsoll, Frankie Laine, and Tex 
Beneke; the a rti st~ record on an exclu-

• 

• • 

f' _ • 

• • 

I. 
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• 

• 
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sive basis. 

Very frPlJuently library shows pull 
down top ratings. For example, Asso
ciated Library's Songs America, Sings 
over WSJS in Winston-Salem, N. c., 
recentl y captured a Hooper of 15.1 vs. 
14.3 for Counter-Spy 011 another net
work at same time. 

Each library is supplied 011 an ex
clusive basis to one station subscriher 
in a given area. Music library tran
scriptions are flexihle, can be maneu
vered to desired time slots_ and they 
are now beginning to be heavily sup
ported merchandising-wise. Some Ii. 
brary firms provide not only program 
promotion aids, but merchandising 
plans to help retailers get most from 
point-of-sale and merchandising tie
ins. Leading music program service,; 
are Lang-Worth, Capitol, World, Asso
ciated, Standard, RCA Thesaurus, Mac
Gregor, Sesac, and Cole. 

Q. What do the shows cost? 
A. Via transcription, thousands of 
dollars worth of name and glamour 
value are available to sponsors for 

"pen llies. For example, The Stars 
Sing, a IS-minute 6-tillle:;-a-week show, 
costs Associated $6,840 per week to 
produce live. This same program can 
be bought by a sponsor on transcrip
tion for $] 50-$200 a week or less_ de
pending on local time and production 
charges. Lang-Worth's Cavairade of 
l1usic costs about $7,500 to produce, 
is sold to sponsors on stations in many 
major cities at the flat rate of $1.00 a 
minute (30 min.) plus local time 
charges. 

The ad vent of TV and rcduced bud
gets for AM are causing many national 
advertisers as well to look with favor 
on economical library shows in their 
growing move towards spot. Sears, 
Roebuck, Sherwin Williams Paint, 
Procter & Gamble, The Borden Co., 
Benson & Hedges and Trommers Beer 
are a few using musical transcription 
programs, frequently in combination 
with their local distributors. 

Radio is shifting more to music and 
news, many experts say. It thus ap
pears that music libraries will grow in 
importance to national advertisers. 

Q. Are music libraries expanding 
to include other types of programs 
ava ilable for sponsorship? What 
types? 
A. Originally, the music library con
sisted ouly of the musical transcrip
tions leased to stations. Theil to help 
llw stations program the mu~ic, the 
libraries began to supply scripts and 
other aids for using it as a ~()urce of 
commercial programs. Now, scveral 
of the music libraries are adding type;, 
of transcriptions and scripts that are 
a departure from straight music shows. 

Come October. Lang-Worth will of
fer three new shows. onc comedy type, 
one Western, and its Mike Myst eries 
detecthe program (re, ised). One of 
HCA's Thesaurus shows, Win A Holi
day, features a quiz angle wherein lis
teners win trips by answering musical 
questions. World Broadcasting has in
troduced Musical Weather Jingles , Mu. 
sical Time Jingles, ami Feature Pro
gram Signatures for use by sponsor~ . 

and Standard has also come out with 
a collection of weather jingles. World's 
Hom emaker Harm on ies is a service 
feature for women. blends music with 

bigger by far than 10 years ago! 
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try WBT for size! 
JEFFEHSO\" STA\,DARD BHOADCASTl\G (O'IIl'ANY • 50,000" ATTS 
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To an Account Execu tive 

with radio budget p robl e ms an d an ulcer 
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INVE5TI6ATI ON 
The n10re you in\-estigate ... the 
m 0 r e 1\ 1 i a n1 i 1 0 0 n1 sup a s a 
prontable market. The more you 

invest igate. \VIOD w ill be 
your se lection to S ELL 
your produc ts and sen; ces. 

Tb~ D(ui/$ ... C.-II Our RfP 

George P . H ollingbery Co. 

5,000 WATiS • 610 KC • NBC 

II\)ll~t'Il\lld :llhl b~hit11\ hinb. 
Ih"aU~l' tht' prkt' ~)f till' lihrar~ in

dude:, :lll :ldditilHl:lI ,)tTt'rlnf,:'. thl':'c 
:l\ ' :libhilitil'~ ~)tTt'r tilt' :llh ertl~t'l" 
\, Ilt'tlll'r ll:ltl,lll:l1. rt'~ilHl :lI l)r I~)(':ll. 

I~n, ,'~l~t pr'l~r:lInill~ \, ith lmll~n:ll \ :1-

riet' . 

Q. What ' s the business outlook 
for the foreign-language markets? 
A. l' rll ~ pl" b art' hetter thall l" er. He
"t':Hch and llll':l :- llrl'lllt'nt prlljt'l't :, in:,ti · 
tnit'd dnrin~ the h !' t 'ear haH' :,Illlwn. 
f,lr the fir:,t time. that the f~)reign.l:l1l' 

f,U:lge :llldit'lll'e ~r~)np :, :Ut' hi~'~er and 
nll1re ,'l)he:, l"t' tiun '\':l :' pre' iOll:,h e~
tim:ltni. \ ll \' .. \ R ~nn e\ ha:, di:,l'i'):' t'd 
tit;lt a Itltal l)f ~)S-l :, tatil)n:, hroadc:l :<t 
pfl)~r~lm~ in bngll~l~e~ other than Eng
!i"h- I!;\li;Ul. Germ:lIl. Yiddi::h, Pl)li ::h. 
Ru~~i;m. ~pani :,h. and lllan~- l)the! 
tl)n~lle~ . The fl)rei~n lanpl;lge li:'ten
er ",ill tune in l)n T Y. but he "' on'~ 

ft) regl) hi :: natl' e-tl)ngue radio ~lww. 

Q. Where can an interested ad 
vert iser obtain data on foreign 
language markets and their sales 
potent ia lities? 
A. Fnml the indi,-idual :,tatil)ll repre' 
:' t"Ilt;lti\ ef.. the :,tatil)n :' thelll f.ehe~ .• llld 
fn)lll th .. F,)reign Lmgu3ge Quality 
\ et\"l)[. -. The biter l)rganization. 10' 
l'atni in \ e\, Y l)[. -. 113:- taken the fi r:,t 
hig :,tep t(l\,';ud colbting and unifying 
!narket data on forejgJl.Lmguage ~ t;l

ti l)n :,_ ~llld tl)\,'ard e:, tabli :,hing uniform 
"tsnd,:1.fd ~ ,)f l'lWerage. lllea:<urelllent. 
and rat .. l'3kulati(lll. The ;l(kerti::er 
"Ill) ',aIlt ~ tl) reach the Itali~ li ~t ener. 
fl) r eX;llnple. C~Ul obtain through thi :
central ~ou rl'e d:lt3. on the Italian radil) 
a udiell,-' e lwt l)nl~ in \' ew Yor,. but 
al,. l) in r hibddphia. Chicago. Bo, ton. 
3.nd ,)ther 11lajl.) r lUaL-et :: _ t Ralph 
" -ei\. of \YO\,_ i" pre~ id"llt of the 
fLQ \ . . md Cb.ude Rurere i, generai 
m:m 3.geL 

Q. Is th e for eign -l angu age market 
b ig e nough to attract th e nat iona l 
a d ve rt ise r? 
A. Cert3.inh '. -\nd;1 blue·ribbl)n li :- t 
l' 3"h ' in l)n it. Seyer 3.1 113.t il):l3.1 ad
' er: i"er, _ p3. rt icub rly e\e..-trical appli-
3.1h.' " .md r3.dit.) and tele\-j , il)n m~ui3.c · 

tu rer:-_ ~..l!n :'~ i3.lh -" ritt ell Cl)mmer-
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d aIs toward one or more segments of 
the foreign market. Conversely, other 
ma nufactu rers. notabl y La Rosa, in thc 
Italian food field, and .\Ianischewitz, 
fo r Kosher products. have spread out 
into the wider English language station 
fi eld from a modest beginning OIl a 
foreign-language stati on . 

~Iail order and 
~._I. a(htertising 

Q. Is radio be ing used increasingly 
for direct selling? If so, wh y? 
A. The increasing trend toward spot 
is in itself an indication of the grow
ing emphasis on di rect selling. " lail
order radio. once used by only a few 
adve rtisers for selec ted items, now cov
ers virtuall y every product the mails 
will carry- books, toys, nO" elties, food 
specialties, records, greeting cards. 
The advantages to the adverti;;; er are 
manifold: results a re tangible and 
clear-cut ; there is no distribution prob
lem, thanks to the mails: mail order is 
especially efficacious in rural areas, in
acce sible through normal sales chan
nels. Perhaps significan t is the recent 
institution of mail-order radio cam
paigns by department stores-notably 
Schuneman's, St. Paul. 

Q. What about the anti -mail or
der talk? Are there any valid ob
jections? 
A. 1\ot if it 's " kept clean." Individ ual 
stations and industry organiza tions are 
delighted to approve mail order busi
ness, if it's placed in aq ::: ordance with 
two cardinal rules : (a " all ti me should 
be bought at card rates; (b ) the mer· 
chandise must not be misrepre~en ted , 
or the advertising claims exaggera ted . 
Undercutting card rates is a ruinou!5 
prac tice benefiting no one O\'er th,! 
long haul. If merchandise is misrep. 
resented in mail-order offers, the sta
tion is left holding the bag, the custom
er is justifi ably disgru ntled, and the 
ad" erti ser gets a black eye. 

Q. What about " per inqu iry" ra 
dio advertising? 
A. A recent spurt in P.I. tended to 
create the impression that this form of 
timebuying was again on the upgrade. 
On the other hand , the ~ati onal Asm. 
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of Radio Station Representati,'e3 
which has led an industry fight agains: 
P.I. , says " P.I. is dead." The trutL 
lies somewhere in between. The oddu 
are that P.I. is fa r from robu;;;L Thl' 
most recent activity on the P. I. fronl 
centers aroun d the Chicago firm of Ra· 
dio Val ues. Inc . Radio Values claim~ 

to ha" e 100 stati ons lined up for a 
hea,'Y fall campa ign. The firm began 
tests in primary ma rkets la"t month, to 
continue through Jul y and August. 
You can fi nd plenty of small cO\'era~e 

"ta tions taking P.I. bu::ines :, : , 'ery few 
large ones who ca re to do bu;;ine~ ~ on 
thi ~ rate-weakenin~ ba~ i - . 

Q. W hat is the rad io industry's 
ch ief object ion to P.1. business? 
A. The overwhelming con ;;;f'n ;;u" i" 
tha t P. I. is a form of ··time ('hi"el" 
which. once begun on a :oizable s<:a!p. 
would demolL .. h ra te :: trurtures and re
;;:u lt in utter chao ,; amon~ "tations. All'; 

ad"ertiser who i,.. comm itted to a P.I. 
deal should remember that "uch bu,;;i. 

Let's do -orne straight talking. 
Kama.,; i- a mighty good mar
ket. It'. made up mos tly of 
profitabl e, prortucti \'e farms and 
pro,perous agricultural commu
nitie-. In ,hort, it's a farm mar
ket. 

T hink this over! " '18\'\' IS 
A FAR:\[ ST A TIO:\. It' ,. the 
preferred station of the farm 
and small town home- in Kan
sas.~· 

It make- mighty good sense 
[0 turn \'our ~ale- job Oyer 10 

the " tat i ~n that goe;; right dOlm 
th e row of the homes that do 
the biggest part of the buying 
in thi~ market. loi n the hu n
dreds of satisfied mEW' adyer
ti sers and be convinced. 

·Kansas Radio A udience 194,). 

"THE MAGIC CIRCLE " 
WIBW • TOPEKA, KANS AS · WIBW-FM 

Rep: CAPPER PUBLICATI O NS, Inc . . BEN LUDY, Ge n. Mgr .. WIBW • KCKN 
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and now .. over a 6-month period. • • 

weFL Leads in Chicago 
in Pulse-Rating Gains 

WCFL 
+9.77% 

I 
I 
I 
I 
I 

Y 

* Chort shows percentage of increase 
or decrea se, for 50,000 watt and full· 
time stations. Pulse period of Navem· 
ber 19 49 through April 1950, com· 
pored to November 1948.April 1949 . 
(Average s, 6 a .m. to midnight, Mon. 
day through Friday.) 

Network Slolion A 
+ 2.265% 

50,000 WOll Independent 
- 4.52% 

5,000 Woll Independenl 
-11.06% 

Long -Te rm Lead er! This chart* 
shows that WCFL, a month-by-month 

leader in Pulse rating increases, steps 

far in front of other Chicago stations 

for the half-year ended April 1950. 

Growing listenership plus reasonable 

rates make WCFL k>day 's ideal Chi
cago radio buy. 

Nelwork Slolion B 
-12.0" . ~ 

Nelwork 5lollor. 
- 20.25% 

--

Nelwor~ Slolion D 
23.16% 
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WCFL 
An ABC Affiliate 

50,000 watts' • 1000 on the dial 
The Voice of Labor 

~66 L~~e ' Shore Drive, Chicago, III. 
Repr..esenh;C. by:th,e Bolling Company, I·nc • 

. ,~j:;:'::J!><'"'' \:::.:~: . .- " , 

IlP;;S i", suspect. from the sta t ion 's "iew· 
point. and proceed accordingly. 

Q. What a bout the " deals"-is 
t here anything wrong with them? 
A . P lent y. Complicated as some of 
the recent " deals" ha\'e been (pa rtin) 

la rl y L 'Affaire Beulah ( P &: G ) and the 
Genera l i\lills·Lo ne Hange r scheme I 
OBe fact emerges d ea rl y : a ll o f thclIl 
embody a "chi sel" of one kind o r an 
other . The outcry against suc h a t
tempts at ra tf' -frf'ez ing, led b y inclus
try o rganiza tions and s llppo rted by a ll 
segments of th e trade press. may well 
have nipped an otllPr insidious trend in 
the bud. Howeve r, there have been re
ports of new " (leal" erupti ons on a 
smaller scale. These involve Durkee 
Foods and Bulm'a watches. The Dur
kee deal , as it's worked on stati ons in 
Oh io, g i" e th e sta t io n. in return for a 
packf' t of a nn ou ncements, fiv e per cent 
of the m onthh' take o f the local Du rkee 
d istribut or. T he Bulova dpal, which 
originated with a retailer in Texas and 
is rep orted to be spreadin g. is a mai l
order offer. The station plugs a BuI
ova watch on the installment pla n with 
a $1 d own pa yment. The stati on and 
dealer split the fi rst dulla r: therea ft e r 
onl y the dealf' r ('o ll f'<' ts. 

Q. Why have some stat ions ac 
cepted such deals, if th ey are un

I desirable? 
, A. Because llI a lJ~ smaller sta tions a n:' 

feeling the pinch. financi ally. a i1 d han~' 

iJeen unable to l' f's i::,t til!' tempta ti on. 

Q. Does the advertise r bear any 
responsibility in such situations? 
A. He ce rta inl ) does. Existing dis
count str uc tu res in hoth radio and tele
vision a lread y a re weigh ted in fav or 
o f the b ig adwrtiser. Why jeopard ize 
tIlt' rate ca rd structure o f important 
afh'e rtis illg media fOl a h~mporan' 
ga i n ? A~ i de f rOIll thi s, a ll such ma
lIeuve rs smell llll p lt'a;;;a lli ly o f a ttempls 
at priee.fix ing:- an ac th ity tha t va ri 
O ll S h ra nches " f 11lf' Federa l govern 
Il wlll rega rd with d isfavor a nd Oll f' 
wh ich, if ('ontill lwd, will illPyil ahh 
if'ad 10 JIlore o f the "goyernlll f' llt in 
tf' rference" that Rig Busi ness {pa rs. 

( Please tllm to [la~(' (0 ) 
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proves the aphoris111 

* 

Adverii6ing 

(jreaie6i 

medium" 

* 

50,000 Watts 
10,000 nights 
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A Leader 

In 

Los Angeles 

PC Dial 
710 kc 

"Dollar for Dollar- Coverage-Wise 

Southern California' s Best Buy" 

H-R Representatives Inc. 

Nati')nal Representatives 

., . 
. .." 
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* MEET THE MENJOUS 

* CALLING ALL GIRLS 

* PHILO VANCE 

* PLEASURE PA RADE 

* OLD CO RRAL 

* MANHUNT 

• OTHER FAMOUS ZIV QUALITY SHOWS. 

* WAYNE KING SHOW * KORN K088LERS . * LIGHTNING JIM 

* BARRY WOOD SHOW 

* DEAREST MOTHER * FORBIDDEN DIARY 

* FAVORITE STORY 

* ONE FOR THE 
(SAM BALTER) 



r EASY ACES 

WITH Z IV'S 

"IJOS1'ON IJIJ1\(;I(Ilf' 
Radio's most exciting balf-hollr myster),-adventllre sbow! 

ZANESVILLE KANSAS CITY MOBILE ASHVILLE 

26.0 19.8 20.5 19.1 
Radio's greatest point-per-dollar buy. Consistently ... beats all 

competition on stations from coast to coast! 

WITH ZIV'S 

The sensational half-bollr low priced western that shollld 

NOW IN 

3rd 
YEAR FOR 
PIONEER 

BAKERIES! 

be on YOllr station! 
NOW IN . NOW IN 

5th 4th 

YEAR FOR 
INTERSTATE 
BAKERIES! 

YEAR FOR 
KILPATRICK 
BAKERIES! 

NOW IN 

2nd 

YEAR FOR 
KERN'S 

BAKERIES! 
Backed by a sensational promotion campaign - from buttons to 

guns - breaking traffic records! 

WITH ZIV'S 

"GUY LOMBARDO SHOW" 
A star stlldded balf-hollr, chock filII of mllsical show'!.lambip! 

No.1 No.1 No.1 No.1 No.1 
IIITROOUCER 

OF SONG 
HITSI 

011 THE AIR 
YEAR AFTER 

YEAR AFTER YEAR I 

IN POPULARITY • 
FOR TWENTY 

CONSECUTIVE YEARS I 

" The Sweetest Mllsic This Side of Heaven" is 
the sweetest "blly" Ihis side of heaven! 

"TOP PROGRAM" 
SAYS BILLBOARD 

MAGAZIIIEI 

011 THE STAGE 
AND AT THE 

BOX OFFICEI 

r CAREER OF ALICE BLAIR 

r SONGS OF GOOD CHEER 

* SINCERELY. KENNY BAKER * SHOWTIME FROM HOLLYWOOD 



. 
~r. Sponsor asks ... 

lViU ti,e t,eelld IOlvn,.d IIntiolln' spot Jendio 

evidellced tltuS ffUe ill 1950 continue tllis Inll? 

Tl'ae 
IJieked IJall~1 
clllS'Vers 
~Ii·. Sldarz 

Mr. Eynon 

I f b u :" i II e,., ,., re
ma in ~ a t its prf's
I'nt ge neral sa tis
factory le\ cl. it 
,;;{'eIll ';; likely. Ull 

le~s serio lls war 
('ond it iO lls in te r
veIH' . the p rese nt 
trend towa rd spot 
r a d io proha bly 
will 1I0 t olll y con 
tinue but will in-

tensify. The reason for th is in ou r 
op inion is n ot th e st reng th of AM ra
d io, h il t its present wea kness beca use 
of television compet ition. 

Leo Sklarz, Jr. 

Yes. I helie\'(' it 
\\ill. It see m s 
lik e ly that spot 
r a di o will co n 
tinue to be good 
thr o u g h o ut the 
fall and winter 
and illto th e sum
lIl(' r o f 1951. 

Mr. Weed 

Se\'e ral I a r gt' 
na tional advertis
e rs ha ,'e decided 

to c urta il or elimina te thei r nighttime 
netwo rk programs hecause they feal' 
the competition of televis ion in th e 
fi rs t 10 ma rkets. "luch of the money 
saved thereby is being put into day
time spot ra dio. As fa r as can be de
termined from these ad\'eliisers. this 
poli('y will bt' mainta ined unt il the 
~ Ull1ll1er of 1951 when it is likely that 
much of this extra money will be put 
int o nighttil1le telev ision p rograms. 

~1a n y na ti ona l advertisers, a ilu red 
by telev ision. a re s t ill h old ing o ff for 
one or several reaso ns " h ich are: (1) 

Television coverage is not suffic ientl y 
completf' na ti ona ll ) tu parJllei thei r 
mf're handi sill g needs : (2 I Telf' \,is iun 
availabilities are not suflirirntly pkn
ti ful ill ci ties where onl y one or t\\ () 
s tat ions exist ; and (3) T ('Iev isiun pro
g ram problems have 1I 0 t heen soh 'ed 
to their sa tisfact ion. 

This one fac t accounts for a sub
sta ntia l increase in na ti onal spot \'01-
ume a t the present time. AnutlH'r is 
the advertisers' a wa kening to tlte lllan y 
ext ra values offered by spot at the 

Meall wllile, havi llg lea rned from ex
perience the productiv it y of proper air 
adverti sing, they an~ not aba ndoning I 

radio. Howpver , they art' appa n 'ntl y 
sh ying a wa y from heavy prug ra III CO lll 
lIIitmellts, parti(' u la ri y in the hour:" 
wh eJ.l television has Illos t rohbed radio 
o f it" audi(,l1c('. 

WILLlA.\I II. I '~ \ ~o:\ 

prf>:,; ent time. 

Mr. De nenholz 

J OSEP II J. W EE D 

W eed &- Campall ,Y 

,Ye ll' f ork 

Yes. th e uptrend 
ill over- all spo t 
radi o \ olllnw i~ 

like l ~ to continue 
thi" fall- a t lea :,; t 
ill ),(>Iati oll til nL't 

work radi o. 
TV. of ('ourse, 

i:< IIIit' o f tile r('a 
:<on:, fllr ti l(' swing 
t o s p o t r a di o 
sill (,(, s pot radi o 

tHree/or oj radio all d TV 

f} owd, Nedjie/d &- j OhIl S / O Il (' 

New }' 0 1'1.- 1~ lI a hle~ a n ;t{h ert iser to adju~t hi~ ra -
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Advertising and sales promotion manager 
Armstrong Rubber Co., West Haven, Conn . 

di o exp('llditures on a l1larket-by-mar
ket basis- so necessary beca use o f th e 
wide \'aria ti ons in TY penetr ati on. 
Also TV advertisers find that they 
need spot radio to round out th eir TV 
co\erage not onl y in non-TV areas but 
a lso ill TV lllarkets. Remember, even 
in a ma rket such as Xew York you 
still n eed r adi o. Based on the lat est 
TV set COUllt i ll New York (1 ,365.-
000 ) , th ere are still 2.200,000 radio 
h omes with out TY within a 40-mile 
radius. Also c urrent sun'e\'s sho\\" 
substantial home and out-of-l;oll1 e ra
dio listening b y TV own ers. 

But TV is no t the only reason fo r 
the trend to spot radio. Equally illl
pOl'ta nt is the increasing awareness by 
ad,'ertisers of spot r adi o's efft'e tiveness, 
('Con om)" a nd fl exibilit y. Through spot 
radio advertisers ca n, in effect, build 
t hei r own " network" tailored to their 
O W\1 distribut ion a nd sales patterns. 
They a re 110t compelled to buy a fixed 
combination of markt'ts and sta tions
onk those that best suit their needs . 

Mr . McConn e ll 

Ih l\ IEL DE:\ENIIOLZ 

Promo/ioll 11lall([~er 

The Ka/z AgeTl ry 
,Yell' York 

~lll ee the wa r . 
national spot ra
dio business has 
followed a reg u
lar pattern o f in 
creased a c t i \' i t y
in the fall. Each 
year this fa ll in 
c rease has bcen 
sustained c\'enly 
throu g h o ut the 
win ter and spring 

lIlonths with a slight de(' lil1e during the 
HlIlllllt' r. III J9t7, 19-18, and 1949 fall 
bll:"ill (,SS O\'(' ra ll ha :< l)('('n g n' at ('r tha n 
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any other season of the ~ame ) car and 
in every case greater than the preced
ing falL 

National spot radio's man y exclu
sive advantages to advertisers has 
made 1950. thus far, tbe best year in 
national spot history. There is ever) 
indication that the fall of 1950 will 
continue this ascending trend and that 
more advertisers will spend more dol
lars in spot radio than eyer before. 

Mr. Walker 

JAMES Y. \lcCO\":\F.LL 

Director 
.1\/ Be spot sales 
Yew York 

This question IS 

most opportune 
since n eve r be
fore in radio's 
history has there 
hpen sllch a dpfi
nite upward trend I 

in spot radio. 
The answer is I 

")~es" - spot ra- I 

dio billings will I 

increase substan
tially this falL Already, inquires and 
availability requests are at a higher 
level this year than in any previous 
year of the \Valker Company's history. 
Agencies are asking Illore penetrating 
questions about the station's role in 
the community, local merchandising, 
audience promotion - in short, they 
are doing a conscientious job of ascer
taining the best media buy for their 
clients. 

Insofar as television is concerned, 
this new sales medium has proved once 
again that spot radio's flexibilit y is 
compatible with other media. 

Radio, generally, is as good a buy 
today as it eVer was. and in many 
cases a better one. Spot radio with 
free market choice, flexibility of sta
tion selection and merchandising-pro
motion bOIl uses is the natural choice 
of the alert advertiser. Let's not for
get that station operators. sharpened 
to media fights, are doing a superb 
job of making spot radio pay- and 
the operators joined with representa
tives are determined to continue to 
make spot radio pay for every adver
tiser who buys it and every agency who 
recommends it. 
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azz ... 
FOR THE NATION 
WDSU Produces and 
Promotes local Talent 
To a Nationwide Audience! 

"PAPA" 

CElESTIN 

Ask Your 

JOHN BLAIR 

Man 

"SHARKEY" 

BONANO 

From New Orleans-birthplace of jazz 
- WDSU sends a torrid half-hour of 
Dixieland music coast-to - coast every 
Saturday night (via ABC)_ Local jazz
men Bonano and Celestin have now 
become nationally famous figures_ For 
the nation ... or for New Orleans only 
. _ . WDSU can successfully plan and 
produce your show. 
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spot 

"Deals" A. Unquestionably. While most sta· 
tions don't render a merchandising 
sen- ice, a SPONSO R survey has shown 
that even those few stations that spe
cialize in merchandising service for the 
advertiser only infrequently get re
quests for such service. As WLW, Cin
cinnati, points out: "Too many adver
tisers depend en tirely upon their me
dia to sell their product rather than to 
advertise it. Merchandising as prac
ticed by WL W is designed to assist in 
the movement of merchandise and to 
take full advantage of the advertising 
put forth by our clients." 

(Continued from page 60) 

Q. Will a "deal" by a nationa l ad
vertiser succeed? 
A. One of the biggest advertisers who 
have tried it reported to SPO:\"SOR. He 
ga ve a cryptic "no! " 

llierchandising 
- - ._-- -----

Q. Are advertisers overlooking 
mercha ndis ing opportunities at 
the station level? 
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IN LONG ISLAND'S NASSAU COUNTY 

- WHERE RETAIL SALES EXCEED 

$1,680,000 A DAY-WHLI DELIVERS 

1,000 BM B HO MES FOR 27c A 

THOUSAND! 

Among the Counties of the United States, Nassau 
Coun ty is 2nd in Net Income Per Family, 18th in 
Total Net Income, 24th in Food Store Sales, 36th 
in Population and 40th in Retail Sales . 

DATA SO URCES: 

Standard Rate & Data Consu mer Markets 1950-51 

BM B Study # 2-

I-minute announcement rate, maximum discounts

Sales Management's 1950 Survey of Buying Power 

•• TH E VOICE Of LONG • • 

W H II 1100 on ~our dial 
WHLI.FM 98.3 Me 

HEMPSTEAD, LONG ISLAND, N.Y. 
ELIAS I. GODOFSKY I President 

Sponsors must remember to be fa ir 
to the station. Don't ask fo r merchan
dising cooperation, then cancel out, as 
one advertiser did shortly after the 
work is done. 

Q. What k ind of merchandising 
services are offered by stations? 
A. Here are a few of them-remem
bering that these stations represent the 
exception rather than the rule: WING, 
Dayton, did a full-fledged job recently 
for Borden 's : amazed the client with 
its remarkable scope. WING, Dayton, 
each month sends 200 pieces of di
rect mail to druggists and wholesal
ers, 876 pieces of direct mail to gro
ceries :md distributors; twice weekl~' 

WING airs sustaining a show called 
"Good Neighbors" which plugs WING
advertised products. WLW sends out 
merchandising field representatives 
with route lists of groceries and drug 
stores which carry WLW-advertised 
products, to co-ordinate point-of-sale 
advertising with air selling. If the ad
vertiser doesn't request merchandising 
service, WL W takes the initiative in of-

I fering it. WFOF, Flint, .Michigan, 
dra ws " no particular distinction" in its 
merchandising between national and 
local spot advertisers and the buyers 
of multiple programs. WFOF services 

I include movie trailers, display ads, 
: courtesy announcements. taxi signs, 
I juke-box inserts, bus cards, window 

I 
displays. letters to the trade. personal 
calls on wholesalers, jobbers and re

I tailers, and route lists. In the foreign 
I language field \\TOV. New York, does 

an outstanding merchand ising job for 
its Italian-language advertisers. Serv
ices indude block-by-block street maps 
of the 1 talian market; route lists of 
I taiiall grocers and druggists; letters 
to dealers; personal calls on retailers 
by WOV fie ld men; distribution 10 re
tailers of window, counter, and floor 
display material; surveys covering the 

I 

advertiser's brand and competitive 
products; courtesy announcements ; 
sampling and demonstrations in Ital

I ian stores. KOIL, Omaha, renders a 
I strong service also. 

I 
I CO-OI) ~ulverti_s_· i_n---.::::g:.....-__ _ 
I 

Q. What are the advantages of in 
vesting in co-op advertising? 
A. The over-all advantage is that of a 
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WE RATE! WGAR leads 
in more rated periods 
than all other Cleveland 
stations combined!WGAR 
ratings are greater than 
the next closest station in 
58 of 68 day quarter-hours, 
and greater in 54 of 75 
night half-hours. WGAR 
has just won the annual 
Cleveland Press Local 
Radio Poll for the fourth 
consecutive year, winning 
12 first place votes in 14 
categories. IMPRESSIVE! 

ACTIVATED! Shell Premium 
Gas and WGAR promotion! 
WGAR gets new listeners to 
Shell's daily newscasts through 
attractive full-color swivel
board posters in Shell stations. 
It's another promotional activi
ty by WGAR ... promotion 
with drive! 

the SPOT -for SPOT ~A[)IO 

Above: Mr. G. G. McKenzie, 
District Manager for Shell Oil, and 
a member of Cleveland Petroleum 
Club and City Club. Below: Mr. 
Sandy A. Flint, Division Manager 
of Shell Oil Company, Cleveland, 
and member of Cleveland Petro
leum Club, Chamber of Commerce 
and Mid-Day Club. Shell Oil is a 
WGAR sponsor. 

7 

I 
;1 

/ 
,I 

I 

/ 

SUNDAY PUNCH ..• with 
smiles. For the first time 
in 15 years, WGAR has 
changed its Sunday morning 
programming and has time 
available for sponsorship. 
The Bob Smiley Show is 
featured in this new line-up. 
For added sales impact at 
low cost, consider this bright 
program of Sunday morning 
pop music. Ask about it. 

RADIO ••• AMERICA'S GREATEST ADVERTISING MEDIUM 
WGAR • •• Cleveland ••• 50,000 watts • •• CBS Represented Nationally by Edward Petry & Company 
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your needs ... 
In Harrishurg, third in Pennsylvania sales, WHP 

is overwhelmingly FIRST in radio. 

It s a lert and public spirited program formula has 

won lllany an awa rd in its quarter century of hroad

casting. WHP is prouder still of the fact that it has 

consistently held an unparalleled share of the listener 

in tcrcst in its communit y. 

In its new home 011 the dial at 580 kilocycles and 

it~ more effective power of 5,000 watts day and night , 

WHP will extend its coverage throughout a much 

wider area in Pennsylvania's rich South Central helt 

and heyond. 

Now, more than ever h efore, WHP is thc national 

adv erti:;.er's best radio huy in the highest p er-capita 

retail sales center in the Keystone State. 

Your rmld to in<·reased sales in 

South Central 

Penns,'I,,'ania 

IIAHHI S BUHG, 

partnership arra ngement between the 
manufacturer a nd his dealer or distrib
utor. Both share a common goal. and 
both ac t cvoperati\'ely to promote th,~ 

same prod uel. I n some instances, the 
natlonal adwrtiser can with this type 
of adyertising take advantage of loca l 
ra tes, Th rough his dealers, he can 10' 
calize his a(h ertising. 

Q. What should an advertiser re
member with respect to his co-op 
advertising? 
A. The fi f' ld of co-op advertising is 
large, and stand ards of practice exist 
for almost all classes of products. For 
competitive reasolls alone, the adver
tiser should kn ow what breakdown of 
co-op advertising is standard in his 
product category. One quick way tv 
determine th is is through the use of 
the Broadcast Advertising Bureau ra
dio and TY co-op cards; well over] 00 
compani f's am now represented on 
DAB's cards_ 

Q. How can an advertiser properly 
give his dealers an understanding 
of the most effective use of radio 
in their areas, including which sta
tions to select? 
A. In general. the more advertising 
aids and material with which the ad
vertiser suppli es the dealer, the more 
assurance the advertiser will han' of 
the best pos!"ible advertising. Aids and 
material are not enough unless they 
are accompanied by clear information 
relative to their use. Certainly the sta
ti on and the time of broadcast should 
be picked on their ability to do the job, 
not to personal considerations. No sin
gle rule is universal. Often the manu
facturer kn ows the dealer's market bet
ter than the local dealer. The automo
ti ve industry! with tremendous co-op 
funds. is prolle to use national agen· 
cies; on the other hand, General Ele<'
trie uses no national ageney in its Lig 
co-op set-up. Tht' dealer oftelJ knows 
the habits of his com munit y better 
than till' manufacturer, hut lIlay not 
have achf'l' li sing kn ow-how. Perhaps 
the best course is a middle path be
tween Ihf' scientific knowledge of the 
manufacturer and the cOllllll unity 
knowlet\gf' o f thf' cl ealf'r. 

Q. What are some of the major 
problems confronting the co-op 
advertiser? 
A. Too oft"11 ('o-op ad\'('rti~ing i:5 
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Buy Keyes Perrin on the New "Musical Clock" and , 

Cash In On A tfRISING" Market! 
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looked upon a,. a t~'pe of rebate. l'n
der such circumstances. the manufac· 
turer does not recei,'e dollar ,'alue ill 

ach'ertising for dollar spent. Another 
major prohlem is encountered in hill

ing the manufacturer for advertising 
done. Often the dealer does not under
stand how to submit his bills, and has 
his money tied up for munths while the 
matter of incorrect billing is being 
straightened. I n the meantime, the 
dealer ma y cancel before the pay-off 
in adYertising results IS actually 
reached. Education in co-op advert is-

ing should go hand-in-hand with the 
wh ole campaign cffort. , 

Re~ionnl netu'orks 

Q. Is the number of regional net
works growing? 
A. Standard Rate &: Data llsts some 
58 regional networks of "arying sizes 
in the Uni ted States. They range from 
small groups of three or four stations 
to the Don Lee weh of 45 stati ons on 

HIGHEST 
in Des Moines, 
Hooper-wise! 
WHEN YOU'RE ON KRNT, 
YOU'RE ON THE BEAM! 

C. E. HOOPER SHARE OF AUDIENCE 

APRll·HAY. 1950 

Time 

Morning 
Afternoon 
Evening 
Sat. daytime 
Sun. afternoon 
TOTAL RATED 
TI ME PERIODS., ........ . 

70 

DES HOINES. CITY ZONE 17.445 CAllS 

KRNT I B c o E 

44.1 3.1 8.6 20.9 17 .1 
42.9 4.4 9.9 12.3 25.5 
27.5 7.9 7.6 25.5 28.0 
30.6 4.5 16.8 23.4 14.1 
29.0 9.7 17.2 18.9 13.0 

35.1 I 5.9 1 9.6 120.4 123.6 

LOWEST 
PER-IMPACT 

COST! 
BUY THAT 
Very highly Hooperated 
Sales results premeditated 
ABC Affiliated 
Station in Des Moines 

Represenled by lhe Kal1 Agency 

the Pacific Coast. Texas Quality l'et
work has four stati ons; Tobacco Net
work (eastern X C.), eight; Texas 
State Xetwork, 18; Yankee Network 
I New England), 28. They' re to be 
fo und in practically every state, co,'er 
a host of markets only li ghtly touched 
hy the national networks. manf with 
peculiarities and customs different 
from the nation as a whole. The Key
stone Broadcasting Co.. a national 
transcription network (400 stations ~, 
which concentrates along with the re
gionals on the "heyond metropoli
tan" areas, has added 100 stati ons In 
the last two years. 

Though perhaps not increasing in 
actual number to any notable extent, 
the regional networks have been get
ting increased busi ness, the national 
representati,'es say. One rep pointed 
out that his network has become more 
of an ent~y than ~ has ever been: 
greater advertising activity has drawn 
the member stations closer together in 
common effort. This may indicate that 
regionals, many of which are now 
somewhat loose groupings, will become 
more unified as increasing re, 'enue in
fuses new lifeblood into their opera
tions. The present upward trend 111 

spot will work to thei r advantage. 

Q. When should an advertiser use 
a regional network? 
A. " 'hen he wants to obtain more 10' 
cally concentrated coverage in a par· 
ticu lar area than that area's power sta
tion alone can offer. It 's the medium 
between the individual station and tht> 
national network, offers selecti,'e 
broadcasting on a broad area base. 

Ad,'ertisers are findin g that the 
hometown stati on usually has far more 
impact in its own community than a 
SO,OOO-watt station in another ci ty can 
offer. The latest BMB study sh ows ex
tremely high listener.loyalty to local 
~tations. The ach-ertiser on regional 
networks has the advantage of obtain· 
ing these "favorite audiences" ready 
made. :\10re important- hI' h as an op
portunity to slant hi s selling approach 
to make the most of markets that have 
their OWII peculiar problems. 

Q. What national advertisers are 
using regional networks? 
A. Hegional netw ork repre"entatives 
r(,port all illcreasing number of nation
a l adwrtis('fs signing lip. Here's a 
~mattering of some of the new (and 
older ) accounts : 

SPONSOR 
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THE ONLY STATION IN MICHIGAN THAT DOMINATES A COVER· 
AGE OF FIVE STATES IN ADDITION TO INDUSTRIAL DETROIT. 

1 50,000 WATTS CLEAR CHANNEL 
• The most powerful station in Michigan. 

2 MICHIGAN, OHIO, INDIANA, PENNSYLVANIA, NEW YORK 
• The only station in Michigan with this 97 county coverage. 

3 98,321,984 ESTIMATED POPULATION IN THE AREA 
• The only station in Michigan able to cover this audience. 

4 The only .station in Michigan that can do so much for the 
• advertiser at so Iowa cost per inquery. 

Columbia Broadcasting System 

50,000 

760 
G. A. RICHARDS · 
Chairman of the 

Board 

Nationally Represented by Edward Petry & Co. 

WATTS 

ON YOUR 
DIAL 

HARRY WISMER 
Vice President and 
General Manager 

RAD IO-America's Greatest Advertising Medium 
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NO PHONEY FIGURES 
No. We won't bother you with picked 

statistics. But a note to us will get you 

a long list of satisfied clients whom 

y~ may check for yourself. 

Why NOT avail 
you rself of the TOP 
TALENT which 
transcribed s how s 
give you at su ch 
LOW COST? 

I f you use SPOT 
RADIO, why NOT 
assure yourself of a 
uniform , tested pro
gram in each market 
you're selling? 

Let Us Quote You the LOW RATES for these TELEWA YS 
Transcri bed Programs: • TOM. DICK t.. H ARRY 

156 15- Min. M us ieal Programs 

• MOON DREAMS 
156 15- M in. M usi eal Pr«>trams 

• STRANGE ADVENTURE 
260 5- M i n. Dramatic Programs 

• RID ERS OF THE PURPLE SAGE 
156 IS-Min. Musieal Program 

• DAN GER ! MR. DANFIELD 
26 30- M in. Myshry Programs 

• CHUCK WAGON JAMBORE E 
131 15- Min. MusieaJ Programs 

• STRANGE WILLS 
26 30- Min. Dramati. Programs 

• BA RN YARD JAMBOREE • JOHN CHARLES THOM AS 
156 IS-M i n. Hymn Programs 

• FRANK PARKER SHOW 
52 30 -Min. MusleaJ Programs 132 IS-Min. Musieal Programs 

For PROFITABLE Transcribed Shows, It's 

TELEWAYS RADIO PRODUCTIONS, INC. 
8949 Sunset Blvd .• Ho llywood 46. Ca lif. Phone CRestview 67238 - BRadshaw 21447 

TOPEKA i :- ~C .-JL!- . ...;-" ·~I [t 
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A Metropolitan I 

Market Now_I 

WRE 
"F I RST ALL DA Y " 

ABC 
5000 WATTS 

NATIONAL REPRESENTATIVES 

= 

\,\-ithin the l a~ t two months. Stude· 
baker, Colgate-Palmoli\-e-Peet. :lI1d 
Lydia Pinkham ha\-e begun to ad\-er
tise on Don Lee; on pre\-iously were 
American Home Produc~ (Anacin , 
Kolynos .'; Grove; Dolcin; .:\Iiles Labs 
(Alka SeltzerL to name a few. 

Comparath-ely new on the Yankee 
:\etwork are Colgate-Palmoli\-e-Peet. 
and Dolcin. Long-time sponsors in
clude Le\-er Bros. ; Corn Products: 
\l acGowan Educator Crax; Hu dson 
Paper: .:'IIaltex : Old Gold: Heinz. 

The Tobacco Xetwork has recently 
welcomf'd Block Drug Co.: Lydia 
Pinkh am; Bristol- ~l yers (Yit alis, 
Jpana) . 

Q. Will regional networks expand, 
gain greater validity as radio spot 
grows? 
A. Regional network!", from all indica
tion;;. ha\-e already begun to benefit 
from the trend towards spot. Repre
sentati\-e::. report noticeably impro\-ed 
bu~ine~~ in the past year or ~o. Some 
predict e\ en better business to come. 

The regionals allow the ad\-ertiser to 
use ~pot on an extended schedule, 
co\"er more territory at lower rates 
than he co uld with the same inui\-id
ual ~tati on,. , and ~till get the same high 
local concentration. 

Q. How will TV affect the region
al networks? 
A. I n this first year that TV has been 
in reall~" full :,wing, there is e\-ery in
dication that regional network sales 
are holding their own. and more. 
against th e infiux of TY in the hig 
metropol itan areas. One reason for 
this is that a great number of the re
gional net sta tions are heard outside 
the area~ where T\' can be effecti\-ely 
recei\"ed. For example, 22 out of the 
28 Yonkee .:\etwork stations are in 
non-TY locali ties. Another reason, ~ay 
experts. is that th e big networks_ by 
and large. duplicate the cowrage of 
TY ad\'ertising: ad\-ertisers are, there
fore. u;;ing daytime spot to supple
ment their nighttime TV and reach 
market:,. previously glossed O\-er. \'\ ' itll 
Lhe big chunk,; taken out of the ad 
budget by TY. ad\-erti ,..ers are looking 
for th e lIlO:,t eC'ollomical buys for their 
radio lllOnf'Y and for flexibility" such 
a,. the regional networks offer. 

From indications so far, the ad\ent 
of TV i,. actually pro\·ing to be a hle~;;· 

ing to tIl(' rt' gional ne tw orks. 
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KFJZ (Key) 
WRR 
KRRV 
KPLT 
KCMC 
KFRO 
KGVL 
KRBC 
KBWD 
KGKL 
KBST 
KCRS 
KTHT 
WACO 
KNOW 

*KMAC 
*KABC 

KR'O 

'lIJe;'e ~~J-J-¥! 
All We Can Deliver Is 
~ofTexas 
~PoPulation-wise and Dollar-wise) 

Fort Worth 
Dallas 
Sherman 
Paris 
Texarkana 
Longview 
Greenville 
Abilene 
Brownwood 
San Angelo 
Big Spring 
Midland 
Houston 
Waco 
Austin 
San Antonio 
San Antonio 
McAllen 

--.... 

1,270 Kc. 
1,310 II 

910 II 

1,490 II 

1,230 II 

1,370 II 

1,400 II 

1,470 II 

1,380 II 

960 II 

1,490 II 

550 II 

790 II 

1,460 II 

1,490 II 

1,240 II 

680 II 

910 II 

112 Millivolt Daytime 
Coverage 

Permanent lines 

5,000 W . 
5,000 " 
1,000 " 

250 II 

250 II 

1,000 II 

250 II 

5,000 II 

1,000 " 
5,000 II 

250 II 

5,000 II 

5,000 II 

1,000 II 

250 II 

250 II 

50,000 II 

1,000 " 

*Only one San Antonio Station 
to be usetl. 

MBS 
MBS 
MBS 
ABC 
ABC 
ABC 
MBS 
ABC 
MBS 
ABC 
ABC 
ABC 
MBS 
ABC 
ABC 
MBS 
ABC 
MBS 

TEXAS NETWORK 

18 Stations ... 250 Watts to 
50,000 Watts ... 1f2 Millivolt I 

1201 W. Lancaster 
FORT WORTH, TEXAS Daytime Coverage of 

90 % of Texas! 
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work with you to get mo The Zenith Distributor in b ,. good FM you,I."U . 
eHer audience fo sets throughout yo I.. ory IS anxious to 

r you. Get i t ur Istemng n ouch with him area ... to build b· now ••• or write d. Igger, Ireet to Advert· . ISing Manager 

ZENITH RADIO CORPORATION • 6001 Dickens· Chicago, Illinois 
." 
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Transit radio 

Q. Are national advertisers buying 
transit radio? 
A. A June report listed nn national 
and regional sponsors using the medi
um compared with 73 the previous i 
March, and 40 in January. 

Among 11ational and regional ad
\'ertisers using the medium (many on 
a test ba~is) are Bristol-Myers: Miles 
Laboratories: Swift &: Company; Fan- , 
ny Farmer Candy Stores; Best Foods: 
Ladies' Home Journal; Pequot Mills; 
Hallmark Greeting Cards ; Ford, Chev- I 
rolet and Plymouth dealers; Bond 
Stores; Bankers Life and Casualty Co.; 
Bauer &: Black: Manhattan Soap Co.: 
Household Finance Corporation; Gen
eral Baking Company; Un ited Fruit 
Company; Arthur Murray Dance Stu
dios; Gruen Watch Company; Felt
man &: Curme Shoes; Helene Curtis 
Cosmetics. 

The medium is limited at presellt to 
21 cities ; but deals are cooking for 
additional franchises and eventually all 
of the nation's top markets may be cov
ered. Some ad\'ertisers are holding 
hack till there's a greater network of 
cities; others have found it paying off 
on a spot basis and for test campaigns. 

Q. Is transit radio expensive? 
A. The best answer to this is in re
sults-per-dollar-invested. Transit radio 
has a flock of success stories ranging I 
from good to sensational (see SPONSOR 

27 February 1950). Here are two ex
amples: 

In Evansville. Ind., WWML, the 
transit radio station, upped a leading 
dentifrice's share of this test market 
47 % in 10 weeks. 

A leading food manufacturer started 
a campaign of 12 announcements a 
week for a shortening on KPRC, Hous- I 

ton 's transit radio station, and in seven 
months scored a sales increase of 51 % : 
a brand not using the medium had Oll-

ly a 2 % increase. , 
Announcements used in the two in- i 

stances ci ted were the 65-word mes
sages which are the medium's basic 
commodity. Rates for these announce
ments are calculated by most stations 
~ for maximum frequency) at $0.75 per 
thousand riders during class " A" time 
( rush hours ), and at $1.00 for hours 
in which there is less traffic. 
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WE'RE IN TH IDDLE 
and PROUD of it! 

WE DELIVER 
FROM THE CENTER 

of 

SOUTHERN 
CALIFORNIA'S 
R A D I 0 D I A L 

LOS ANGELES 
CALIFORNIA 

NATIONAL REPRESENTATIVE: Joseph Hershey McGillvra 

THE RADIO VOICE OF 

r i Y 

m~£ ~!ranton <!fimfs 
SCRANTON. PA. 

THE 
~ 

HIGH SPOT 

IN RADIO 
for The 
GREAT 

ANTHRACITf 
MARK£T! 

TH E BOLLING COMPANY 
NATIONAL REPRESENTATIVES 

Mr. Hl/flh Lucas 
Foote, CO lle , owl Brldillg 
Chicago, I "illois 
Drar Hugh: 

IVhcn folks thinks uv rodio ill 
TV cst Virgilwy 
th e~' thillks first 
1£7' IV C H S. 
The::/s mOllY 
reOSOllS, but olle 
lt V th' mostest 
illlportallt is tit' 
fa ck thet 
WCI-IS fe/lers 
g its Ol/t an' docs 
thill's. Arr mall
ager. J oh II T. 
Gelder , has jest 
bU ll 'poillted 
c"airmall ltV tlz' 
1950 COI~imwlit), 
Chest dri'ile ill 
C harlestoll, 
H'est Vir.IJillll )', 
011' a/T pen/l0-

sh UII mOll , II ar
ry Browley. has 
iest bl'Cl! 'lccted 
District GO'i'er-
110/' ?IV th' Liolls 
Club / Yessir, 
IIHgh, orr fellers 
keeps lVCHS ill 

the pl{blic e.ve 011 tlz' time, an tlwt's 
m ight)1 importllllt tel' folks lik e )'01// 

Yrs. 
A lgy 

W C H S 
Charleston, W. Va. 

spot 
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FLASH! MIDWEST DEALER SPENDS $600 FOR 

RADIO CAMPAIGN, GETS TWICE THE RESULTS 

BROUGHT BY $3,000 CAMPAIGN IN ANOTHER 

MEDIUM. 

FLASH! PACIFIC NORTHWEST STORE FINDS RADIO 

DEVELOPS TWICE THE STORE TRAFFIC DELIVERED 

BY COMPETING MEDIUM, MEASURED ON DOLLAR

FOR-DOLLAR BASIS. 

FLASH! 40% OF STORE CUSTOMERS NAME RADIO 

ADVERTISING AS REASON FOR COMING TO 

STORE. NEXT BEST MEDIUM, 21 %. 

FLASH ! RADIO ADVERTISING ACCOUNTS FOR 

54 % OF DOLLAR VOLUME OF SALES IN STORES 

CHfCKED. NEXT BEST MEDIUM, 20% . 

... tfJhd()tlrh/eSare 

~II 01 FURTIiER PR()()f/ 
--

Have you noticed the many exciting case histories currently published on the 
effectiveness of spot radio? 

All this evidence of success makes wonderful reading - but it's an old 
story to advertisers on W estinghouse stations! 

Just to check the record, we reviewed ollr files and found a gold mme of 
confirming evidence. Recent examples, already published elsewhere: 

On Pitt sb urgh 's 
KDKA. o ne Farm 
Hour ad\-erti ser spent 
$ 500 on rime, gO( 
$20,000 worth o f or· 
d,·rs. ( Reported Au· 
gusr 17,1949.) 

Using KY\'\I as rhe 
only advertising me· 
dium in Philadelphia , 
a diaper manufacturer 
saw sales jump 52 '(" 
in nine weeks. ( Re· 
ported June I. 1949. ) 

On Portland' s KEX . 
one announcement for 
dressed poulrry sold 
Iwo Ions of assorted 
birds. (Reported Feb· 
ru~ry I, 1950. ) 

Thanks ro Bosron's 
\""BZ, wrires a berry 
grower, "radi o in· 
creased my revenue 
over 50 % ." ( Report· 
ed July 27,191<).) 

Wirh four shorr meso 
sages on Fort \X' a yoe ' s 
\'\IOWO, a hardware 
company tripled sales 
of power mowers , 
sellirrg hundreds. (Re· 
porredMay29,1950.) 

What's more, we're helping other advertisers write comparable case histories 
right now! To boost YOllr sales in six of the nation's leading markets, look into 
the program-building and audience-building capacities of \X'estinghouse stations. 
Ask the man from Free & Peters! 

WESTINGHOUSE RADIO STATIONS Inc 

KDKA KYW • KEX • wax • WaXA • WOWO • waX-TV 
Natio nal Representatives, Free & Peters. except for WBZ ·TV: for WBZ · TV , NBC Spot Sales 
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Q. What are ot her pertinen t facts ' 
about transit rad io? 
A. A udiellre: Bus and trolley riders 
constitute a "counted" audience, since 
transit companies know the numher of 
riders on their systems during any 
hour or half-hour ill the day. Spon
sors can also know who is hearing their 
messages, since each station. with the 
aid of transit statistics. call fumish 
breakdowns on rider of'cupations, ages, 

and sex. I 
H orne listening: Advertisers pay for 

the commuting audience. but V\1 tran
sit programs are heard hy a growing 
number of home listeners. according to 
Hooper and other audience surveys. 
An American Research Bureau diary 
study in Washington. O. c.. for exal1l
pIe, showed 23,800 home listeners 
tuned to the transit station. \VWOC
FM, during a typical week for an av
erage of 66.5 minutes a day. During 
the same period, 47.600 transit rider" 
listened to WWDC-FM dail~' for an 
average of 22 minutes a day. 

Programing: Basic ingredient is lis
tenable popular tUlles. Other elements 
are capsuled news, with accent on lo
ca l items; time signals; weather re- ' 
ports; sports scores. COl1lmercials are 
spaced at least five minutes apart. I 

Media acceptance: Public confidence I 
and acceptance is fostered by the pub
lic service policies of all transit radio 
managements; they are making their 
facilities available for emergency an-
1I0uncements and instructions, as dur
ing fires, explosions, storllls, and simi
lar civic emergencies. The system is 
being integrated into national defense 
plans hy the nation's top plaIllIers. for 
announcements oyer transit systems I 
will be one of the quickest ways of 
reaching masses of people in industrial 
centers. Such va lues tend to insure the 
permanence of the medium. One of the 
earliest and most consistent foes of 
transit radio has been the St. Louis 
Post Dispatch (a competitor for ad
vertising dollars). This paper recent
ly conceded editorially that the people 
of St. Louis like music and news while 
they ride. 

A series of decisions hy public and 
judicial agencies has upheld transit ra
dio's right to operate against the snip
ing of rival advertising media and the 
handful of people who think radio is 
terrible, period. The joyful chortle of 
a transit radio official following favor
able public opinion polls and judicial 
rulings seems to sum up the situation 
to date: 

17 JULY 1950 

Wha t a amel 
they nosed us out, and, boy, it was close 

.. •• EVENING 

STATION A 35.9 40.8 50.8 43.9 

WAIR 37.3 39,3 37.9 38.3 

DAYTIME 
11.8 STATION STATION B 24.5 15.1 

Conlan for April, 1950 

but 
r 

on a COST -PER-LISTENER baSIS WAI R is the perennial leader In the 
" Winston -Salem League. 

, QUARTER HOUR DAYTIME RATES 

STATION A $35,00 

" WAIR 20.00 

STATION B :30,0') National Rep: The Walker Co. 

Let WAI R bat for you. We'll make a hit every time. 

TRIBUNE TOWER OAKLAND, CALIFORNIA 
Represented Nationally by Burn-Smith 
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What it Means to be TWENTY! 

For TWENTY YEARS KMLB has 
served this market with a remark
able record of success for its ad
vertisers. Some of our very first 
advertisers (on KMLB consistently for 
20 years) are still with us. Many 
more have been with KMLB exclu
sively for 5, 8, 10 and 12 years. 
Top notch programming, ethical 
business principles, and thorough 
and continuous merchandising has 
kept KMLB the Number One station 
for TWENTY YEARS. Remember, the 
isolated Monroe Market cannot be 
covered from New Orleans or 
Shreveport. Therefore, you need 
KMLB - available to 97,410 radio 
homes or 83.4% of the total families 
in this area. 

20 *~ ttl Leade-ut4 
~ ;;;;:e~Uteu 1M *ttu! 

NATIONAL REPRESENTATIVES 

THE TAYLOR CO., INC. 

"Transit radio is here to stay, and 
it's getting bi.gger every day:' 

Storecastill~ 
--- ----- '----- - - - - -

Q. Who is buying Storecasting? 
A. :More than 250 leading national 
and regional grocery products are us
ing the Storecast System, inc! uding 
such brands as: Coca·Cola, Pepsi.-Cola , 
~Iaxwell House Coffee, Li.bby's Baby 
Foods, Minute :Maid Orange Juice, ~I y . 

I T·Fine Desserts, Schaefer Beer, Quak· 
er Oats, P ost Cereals, Beech·Nut. 

Q. What are the pertinent facts 
regarding Storecasting? 
A. With the addition of the :New York 
operation (now pending ), four-year. 
old Storecast will be servicing 630 suo 
penna rkets in fis e maj or areas: Pitt s· 
burgh ( KQV-F~I) , Southern New 
England (Wl\Il\I\,\T·FM in ~Ierida n , 

Conn. ), Philadelphia (WlBG-Fi\'I) , 
Chicago (WEHS.FM ), and metropoli . 
tan New York nnFE. pending FCC 
a ppro\'al ) . 

I Q. What does Storecasting cost in 
re lation to results? 
A. The cost yardstick is used on a per· 
1,000-customer basis, and measll res 
store customers rather than home F-:\I 
listeners. The actual cost to the adver
tiser for one announcement is 90c per 

I 1,000 customer listeners. For example, 
were an advertiser to lise 24 announce· 
ments per week in all the major areas. 
his cost for the sen 'ice would be about 
$700 weekly. The stores themselves 
pay nothing. Typical of Storecast ser· 
vice resu lt s is that of a known-brand 
salad dressing. During a 12-month pe
riod, store shi.pments of the dressing 
averaged 12-1. % more to 2S Storecast· 
sen'iced supermarkets than to 25 non· 
Storecast-servi.ced supermarkets in the 
same a rea and under comparable cir· 
cumstances of size and volume. Ac
cording to Stanley J oselofT , president 
of Storecasting. ", .. volume goes up 

I 60 ~; for t~lC prod~cts .~\"hi(' h a re pro· 
moted by ~t o recastlllg. ' 

I Q. What does Storecast plan for 
the future ? 
A. Storecast"s tie-in with stations lI S

ing FM music for subscription pur· 
poses foreshadows the opening of 
Illan) new markets. 

SPONSOR 



They've rolled up their sleeves 
Radio networks in a 
TV era 

Q. What's happening to radio net
works in a TV era? 
A. A lot of things are happening
but nothing really alarming, despite 
all the funereal predictions. All four 
major webs (CBS, NBC. MBS, and 
ABC) report better-than-average busi
ness, with bright prospects for fall and 
winter. CBS, at this wri ting, reports 
no daytime availabilities at all. Mu
tual says that virtually all of its spon
sors are booked solid at least through 
the end of 1950, though it's glad to ac
commodate others. ABC has some 
"choice" weekday evening time for 
sale. and a few late afternoon availa
bilities. NBC will undoubtedly be well
filled by the time "hiatus season" is 
over. The evening net air will be well 
sponsored, wi th many low-price pack
ages and fewer expensive ones. 

17 JULY 1950 

Q. What about the trend to day
time radio? 
A. There is a trend to daytime, and it 
is continuing-but like most radio 
trends, people tend to exaggerate it in 
conversati on out of all proportion to 
the facts. There isn't any "exodus" 
out of nighttime radio. It 's more of a 
shift of programing. with the night net 
shows less costly; later maybe time 
costs will reduce too. The si tuation is 
one which underlines the absurdity of 
talking in such ahsolutes as "night
time radio is dead - television has 
killed it." This is obvious nonsense. 
Working on fevered imaginations. it 
can create a very similar type of panic 
fear among advertisers-who liYe with 
anxiety even in the most settled times. 
If the sponsor of a nighttime radio 
show that happens to be opposite a 
top-rated TV program decides to shift 
into a daytime slot, this is only pru
dent. But how many TV shows can 
exert such influence? 

Q. Does this imply that network 
radio as a whole won't be affected 
markedly by TV? 
A. :z\ o! Television is already exerting 
a strong influence on network radio, 
and yideo's effect will be increasingly 
eyident next year and the year after 
that. But for the most part, this in
fluence will be salutary. 

Q. How's that? 
A. The networks, in some 20 years 
of existence, haye become the fat cats 
of the radio industry. The competi
tion of television will trim the fat from 
network radio operations, and giye the 
wehs a lean and hungry look. The bus
iness plums will be there but more 
hands will be reaching for them. Net
work programing and operations will, 
of necessity, improye in the shakedown 
process. The advertiser, always a Very 
Important Personage to the network, 
will be a bigger man than ever before. 
All the networks are reviewing their 
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"The Fat Man" (ABC) is typical of nighttime favorites shifti ng sponsorship. Sold to C amel 

program policies in tlw light of TV 
gains. It 's a foregone co nclusion th a t 
lIlany current pro:z;ram patterns will 
soon be old-hat. a nd th at new a lld 
f rf'sher idf'as will emf'rgf' to rep lacf' 
tllf'm. Closer liai son hetween network 
programing and sales depar tmellts will 
he an pssent ial part of the picture, At 
~BC. for pxample, th f' nptw()rk 's ne w 
pro:z;ram chief. Charles Barry. has or
ganized a "sa les sen' ice" staff to func
tion within the franH'\\ork of th f' pro
gram departmellt. 

Q. What kind of radio shows are 
apt to stand up best against TV 
competition? 
A. Tlw ohvious a nswpr is prohab ly as 
arcurate as any progllostication at this 
time: any sho\\ whose appeal i;. a lt o
gf't her or largply to the ear. Or. to 
put it another way, any ~h ow tha t 
WOII ' t suifn from the absence of vis
ual appeal. Before very 10ll g there will 
lIP no pla('e in lIf'twork radio for th e 
hig. alld expensive, varipty sho \\', ex
cept pussibl) 011 a sim ulcast hasis. 
~lallY dramatic shows fa ll illto the 011-

t"e-fpllcl~ ca tegory, omp will cvolve 
natura ll y illto a vidpo forma t. Ot he rs, 
of thp psychulogical thrille r o r wlrat \;
tllf'-solutiol1 schoob-. ha"ing a stron g 
illl aginativ'~ appeal, should con tinu e to 
thrivp in radiu. Spl'akillg gelleralh , 
most t) pes of "talk" progra ms will 
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hold up well- news programs ahO\'e 
a ll : commentary: fo rums and d iscus
sions, A nd so wi ll music and d.j. pro
g ra lJl s. Thesf' are the "divided atten
tion " typf'S, with which television can
not hope to competf'. Then there's 
spo rt s, which a good announcer can 
make ea r-appetizing. No one has come 
up yet with a sati sfactory system for 
watching a yideo show and playing a 
bridgf' ha nd. or readin g. or bastin g a 
roast. at th e sa me time. T he re's a 
whol p swarm of day til\le' wOJll f' n's of
fer ings th at will continup to IlUld up 
ven well. 

Q. What about the size of radio 
audiences? Isn't television eating 
into it? 
A. S ure. Like a termit e ea ting a gra nd 
piano. It 's an awfull y big 111('al. B) 
la" t januan , there wPre llJOrp than 
85,OOO.()OO radi o spts ill use th rough
ou t tIle LT, S . (;.o urcc: XAB- llTl\1 A sur
ve'Y). A recpnt (June I ) estimat e of 
tota l telev isioll sets in use was ().21-t.,
OO() I so urce: 0,lBC-TY Sa les P lanning 
an d Itf'sea rch ). And in 1950 man) 
lIlore radio spts are hei ng ~o ld than ill 
1 <)-19. Figurps asidp, let's look at it 
this way: are million" o f ra di o listen
PrS goillg to a halldon ove ruight- - or 
eve n in a Far or two-li stpn ing habi ts 
they have formed over a period of fi,'p, 
10, 20. alld e,ell 25 )pars? Are the) 

going to aba nd on what F or/lIll e ca lled 
in 1949 America's fa,orite recreati on ? 
OlH'iousl) 1I0t. But it is true tand we 
don't need the confirmatiol1 of research 
studies to tell us) that th ey will becomc 
more selecti,'e ill their radio li stening. 
and therefore radio programing will 
have to impro,'e and be altered to lIlf>et 
thi s height ened selecti"ity. 

Q. How a bout t he rate outlook
is it like ly that nighttime rad io 
network rates will decrease be
cause of television competition? 
A. It's a lways risky to attempt a pre
diction of wh at will happen to rates, 
e,-en in ,iew of competiti ve pressure. 
But the networks themsf'h 'es see little 
chance of reduced nighttime rates in 
the nea r future. To arguments that tel
ev ision is eating into radio audiences, 
the net works can reply with justice tha t 
such isolat ed losses are wiped out by 
the steady growth of the overall radio 
audience. Thus if nighttime rate-c ut
ting does begin among the networks_ 
it will be due to a cOll1petitiYe pinch 
rather than to any question of " fewer 
listeners per d olla r. " 

Q. W ill da ytime rad io rates in 
crease? 
A . This seems likelier. though aga in 
it's diflic ult to predict. The over -agi
tated rush of some ad\'f'rtisers to ge t 
into daytime radio. out of reach of the 
Big Bad Video " Tolf. may mean tha t 
hefore long they' ll he bidding daytime 
radio rat es up against themseh 'es. 
Choice da) tim e avai la bi liti es are al
rcady gett ing scarce. The law of sup
ply and demand applies to radio time 
values as tn e\' ery thin g else. 

Q. Where would a thoughtful net
work a dvertiser be like ly t o find 
some unexpec tedl y green pas
t ures? 
A . In nighttilll e hours - dpspite the 
ca lal1li ty- hll\ders. Some ad,ertisers, 
glancillg nl'ryously o\'er their slr oul
del'S at TV. ba\'e lea ped from uighttilJle 
to daytilll e rad io with out looking. Oth 
ers will foll ow suit , SOJlJf' with good 
rpason hut man y in pure pallic. This 
will 01'£,11 a nUlllbpr of perfect ly good 
lIighttiJll e netwo rk a ,'ailahilities. illto 
which a ll al e rt ad,ertiser can lIlo" e. 
Olle a(hertiser's poison (esppc iall ~ if 
tht' lahpl is ulldesen 'ed ) can he an
oth er advPl"ti sf'r' s meat. Itpll1 : The Pet 
~ Iilk Co. will sponsor Fibber ~kGee & 
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Pet Milk has picked up Fibber McGee and Molly where Johnson left off Burns and Allen lost sponsor when Amm-j-dent tu rned to daytime air 

Moll y this fall on Tuesday nights at 
9 :30 on NBC. S. C. John "on &: Co. 
will drop the sh o\\'. 

Q. Is there a trend toward shorter 
radio network time buys? 
A. It hasn't reached " t rend" propor
tions yet, b ut it may. The networks 
report that most sponsors, hecause of 
the general uncertain ty wh ich is stem
ming from TV, have raised the ques
tion of con tract duration. Few if any 
network advertisers_ however, have 
asked as yet for conce55ions from th e 
usual 13-week cycle. If and wh en they 
do , it's probable tha t th e n etworks, 
rather than risk losi ng sales. wi ll per
mi t more contractual elasticity than is 
common toda y. Short-term contracts 
are not new to networks; you could al
ways buy one-hour on Chri~tmas Day 
if th e time wcre avai lab le. 

Ag __ ·ucies IIsing Ilct ,,,ol-k 
r~ulio Ulost 

ABC : Dancer-Fitzgerald-Sample; J. 
\, ' alter Thompson; McCann -E rickson: 
Lenn en &: Mitchell ; H utchins: Leo Bur
nelt; Biow; \Villiam Weintraub ; Kud
nf'r: Young &: Hubicam. 

M BS : Cecil &: Presbrey; \\' ade; J. 
\Valter Thompson: McCann-Erickson ; 
Sherman &: Marquette: Neal D. h 'e)'; 
Gardner ; Benton &. Bowles; Kudller: 
Grey Adver tising. 

X BC: Dancer - Fitzgerald - Sample; 
BBD&'O; Benton &: Bowles ; Wade: 
Biu\\'; l\ewell-Emmett; Dua ne Jones; 
William Es ty; Compton; J. \,\Taltcr 
Thompson. 

CBS: Dancer - Fitzgerald - Samplc; 
Foote, Cone &: Belding; 13BO&'O ; 
Young &: Rubicam ; Compton ; X e" 'cll 
Emmett ; Benton &: Bowles; Ward 
Wheelock; l\uthrauff &. Ryan; :\lc
Cann-Ericbon. 

- Q. Exactly what is a "giveaway" 
program? 

Q. Which agencies are most ac- A . Every gh'caway show is an audi
tive in network radio? ence-participation progral1l ( there h a~ 
A. i\ ccord ing to do ll ar billings these 
agcncies are most a ctivp in the n et
works. (All agencies are listed on a 
n umerica l basis with the exccption of 
CBS lenders. ) 

17 JULY 1950 

to be someonc th ere to cart awa\' th t' 
mountain of prizcs). But not eVPH 
audiencc-partic ipation program g ivc.;; 
things away. alth ough most have sOll1e 
kind o f priz e', bc it e\'e r 50 small. 

Program men find it hard tu draw a 
definite line betwt'en audi ence-partici 
pation shows which throw in a prizc 
for added int erest a nd the giveaways 
which add entertainmcnt to maintain 
listener appeal. There is one general 
rule of thumb, howe\·e r. There has to 
be a r easonably even balance between 
en tertai nment and prizes to sustain a 
gi \'ea wR Y program. If you !'ubtract 
from one. you have to add to thc other. 

Q. What a re the trends in give
away programing? 
A. Today':;; giveawa ys are stablc mem
bers of the broadcast fami ly. :\cwone,.. 
are occasionall y added, old oncs leavt' ; 
but there is no noticeable dip or risc 
in the total number. This is the ma
jority opinion, with oIlly TBe dissent
ll1g. \ Be secs giveaways gra dllalh 
dying. 

CBS has cight giveaways Oil radin, 
thrce on T\'. ABC and NBC cach hme 
se ven on radio and one on television. 
-:\Iutual trai ls th e other nel\\ orks with 
fiv c on radio. Tndica ti\'e of their sta\'
ing pO\\'er is the fact that at Ica"t hal i 
uf the:;;e 32 gi veuwa\' shuws havc becn 
on 0 \"('1' two yea r:;;. 

Two minor trends in g ivea \\ a~ : 
1. The size of netw urk jackpots i" 

s teadily being sl iced. 
2. :\Ierchandi se is being increa:-ing

Iy fa\ored for prizcs. This Cllts costs. 
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network 

WFB 

/New Highs 
in Radio Listening 

in SYRA.CUSE 

H 0 0 PER S~-(JI- ieadi<J-rI~ APR I L - MAY 1 9 5 0 

WFBL Station B Station C Station D Station E 

Morning 
Afternoon 
Evening 

45.7 

37.6 

31.1 

17.0 

lS.9 

26.S 

lS.2 

16.6 

16.4 

S.l 

16.1 

14.0 

WFBL delivers 17.8 % more audience in 
Syracuse daytime than the next two 
most popular stations combined! 

10.1 

9.7 

11.0 

~eu4 de Z'~ 7<eeMd tie S~ 
(c. E. HOOPER - December 1949 thru April 1950) 

Quarter-Hour Daytime Periods with ratings of: 

WFBL Station B 

10 or Better 8 0 

7.5 or Better 13 0 

5 or Better 29 10 

Average Rating 7.l1 3.S2 

FREE & PETERS will be glad 
ta show you the complete 
quorter· hour breokdown. 

Station C 

0 

0 

10 

3.69 

WFBL 

Station D 

0 

0 

2.52 

"~ 5 NY 

Station E 

0 

0 

0 

1.47 

. ~ You, Bes, BUyoroo:'" !:d~U,::.e:y,a,:se: BASIC ________________________________________ 11' .. 
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Q. How do giveaway programs 
compare with other types both rat
ing-wise and cost-wise? 
A. Except for the Groucho Marx 
show. Y all Bet Your Life (De Soto· 
Plymouth Dealers ), which will mO\'e 
from CBS to NBC next fa ll , no give· 
away show is presently among Niel· 
sen's top 10. You Bet Your Life rates 
ninth. can hardly be considered a typi. 
cal giveaway in view of its strong com· 
edy appeal and small prizes. 

Giveaways, as a class, compare 1110st 
closely with mystery.detective shows as 
to rating and cost. Ratings a\'erage 
about 10 Nielsen; costs range from 
$3,000 to $S,OOO on network. 

I 
Q. What is presently available on 
networks in the way of giveaway 

I programs? 
: A. ABC has the following open : 

1. Quick as a Flash- three half· 
hours at 11 :30 to 12 :00 a.m. week· 
days. Cost 4,3S0 for three half·hours. 

2. Stop the Music- one IS·minute 
segment from 8:00 to 9 :00 p.m. Sun· 
days. Cost $3,3S0 for IS·minutes. 

3. Bride and Groom- a half·hour 
segment fiye times a week from 3 :00 to 
3 :30 p.m. weekdays. Cost :'S,OOO for 
five half·hours. 

CBS has the following open: 
1. Winner Take All- five half·hours 

fr0111 3 :30 to 4 :00 p.m. weekdays. On 
summer sustaining. 
2. Earn Your Vacation- one half·hour 
from S :30 to 6 :00 p.m. Sundays. Cost 
$3,360 for a half·hour. 

3. Rate Your Mate- one half·hour 
from 7 :00 to 7 :30 p.m. Saturdays (be· 
ginning 1 July 19S0). Cost $4,200 plus 
an a\'erage of $400 prize money a 
week. 

NBC has only two such shows of it" 
own: H ollyz{'Ood Calling and $1,000 
Reu;ard. Noth ing is available. 

Mutual Broadcasting Co. has the fol· 
lowing open: 

1. Ladies Fair- lS·minutes of a half· 
hour show, 2 :00 to 2 :30 p.m. Monday 
through Friday. Cost $2,SOO per week 
for IS·min utes. 

2. Queell for a Day- lS.minutes of 
a half·hour show. 2 :30 to 3 :00 p.m. 
weekdays. Cost $2.S00 per week for 
IS·minutes. 

3. Take a Number- olle half·hour 
open from 8 :30 to 9 :00 p.m. Satur· 
days. Cost $1,500 for the half·hour 
per week. 

4. True or False- one half·hour open 

I 
from 9:00 to 9:30 p.m. Saturday.;.. 
Cost $1. 2:;0 for the half·hour per week. 
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No need to shollt. The figures speak for themselves. 

The BROADCAST MEASUREMENT BUREAU has just released the final 
circulation figures of Study No.2 and NBC continues in first place 
with the largest audience in all radio-reaching more people than any 
other single advertising medium. (90% of agency timebuyers use 

BMB as their basic source of information in comparing network 
circulation according to a recent independent research spot check.) 

Network radio is bigger than e\"er-as big as America-and the 
BMB results show that each week, day OJ" night , more than 7 out of 10 

families listen to NBC. These findings give NBC a weekly audience 
ad\"antage of over 1112 million homes during the day and more than 
2lj~ million at night o\"er the second network. And the greater the 

intensity of listening, the greater is NBC's 

relative superiority over the next network. 

A men'ca's No.1 Advertising llIedilUn 
A service of Radio C01"1)ol"ation of America NBC 
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SALES 

IN'T 

POPPING 

LOUD IN 

CORK (Ky.)! 

All J)rjce,~ . 
d ~ alVe 

' 0 not' 0 n are net 
Include 15 C7 cost; the\· 

sion. (' a aelIC)" . 
tl COll1m is. 

Q. What k ' d 'n of . Used on g' Prizes are b . 
A :\1 '\'eaways? emg 

• J. erchandis . 
sp e IS very 
, onsors because it k popular with 
Except for " . eeps Costs d . eXotIC"' . OWn. 
~nps or a utomobile~fJzes lI ke vaca tioll 

I r Contes tants a " .cash is favored 

C
pen s like the ' R{'{'~rdIni! to prize ex. 

or]>. eu en H. Donn elJ ' 
Al ey 
. ost network and 

tam merchandise . local shows ob. 
ular retaiJ . pnzes at 15 ('1 f 
in a PfJCe throuaJ (' 0 reg. 

tl concern s Th , 0 1 merchandi 
panies whici 1 ee. of the top c s
p' , I proVld om-

rtZes through coo ~ merchandise 
fac turers pera tlon with 

R' are: manu _ 
Ichard S RoJ . 

A venu e. l\YC' )blll S Co., 551 F'f h 
t ' , serv I t 
Ions. Pri es SOllie 500 

Street IX zes, Inc., 130 E . sta
V I ' Yc. serves ab ~a ::, t 44th 
NY[' s Service, Inc., t;;5200 stations. 

, , erVes about 5 Broadway 
en network a' 0 stations and . 

TJ o lveawa)- J se\'_ 
lese are S l O WS. 

If you think i t will do you any good to put 

the adve rtising screws on Cork (Ky.), Mister, 

wh o d Some of the 
R OIla te prizes for . ~OlJJpanies 

.C.A., Westinahou publIcIty plua " . 

eral Mills D hO'II se, LOng ines CO" 
1 , Un I TI ' en-{' lor Hock' , Ie Toni C 

you' r e b ubbling over with a case of Pollyana

itis! Cork simply d oesn't have the people or the 

llJg, and Will" 0 ., An-
lam Rogers. 

Net'''OI·k r 
~~~ila'Jle lilIes 

d ough to produce a sales-geyser! 

But i f Cork's crew can't h elp you, the Louisville 

Retail T rading Area cer tain ly can! Its 27 Ken

tucky and I ndiana counties are effer vescent with 

high-proof people, business and m Olley- almost 

as much husiness and Illoney as in all the rest of 

the State combined. And WAVE pours out its 

soul to this one great market exclu sively ! 

Shall we start pouring for you-now? 

NBC AFFILIATE 5000 WATTS • 970 KC 

FREE & PETERS, INC., NATIONAL REPRESENTATIVES 

... 

---=---------
Q . . What are th 
a\,a"abilitie e current t ' 
A N s among th 'me 

• 1 BC is soI(I J'I ' e networks) 
a t th ' . . so I( lJJ 1 . 
. h IS Wrtllll ,z. a11 (1 J It Ie da y time 

lil a tt" ~' la s t f 1 
~ c- llne a I'aila}) '1" ' Ie 0 10win a 
,30 \ 1 ItJe,,· S d ~ 
. : . [onda); 10 1 ' . ~ un ay, 6.30. 

9 30· F ' ' - 1· TI . , nda l: 0 9 ~ ' lursday 9 
~T .1 ' 0- : S . -
• -utna1 ha s th 2 atunla)' 8 030 
? ' e ·2 15 . - 0 . • 

9
- ·45 P·lll. sPgllJelJts :)[ lP./n: . a nd 2.30_ 

lIeell Jor a D ~a( l es Fair J aJ' an( 
a lId tJle fo11 . '. ac ross the ho '"d 
" o WIll 0- IlI o 1 t . a. . 
lei': }Lond a _ " tl 0 I tlIlIe a ra ilab '1' 

10 . T < ), 0.30-8 55 . < I I -

I 
" uesda ),s, 8·8.30 . ' . 9.30 ; 9.30-

,\\ f' dnesda:l', 8-D .. 10 . '0
9-9.30 ; 9.30-10 : 

I 'J.30-10 : TJ . ' . 0.3,().8.55:9.930 . 
p .' IUl sda r O n " . 
, lJda.\. 8.30.::: 55 : ,~ 0-0 .30 ; 9-9.30. 
J .,30_1) : 919 30: '~ , :)a turday. 7.30_0: 
<). (l n " Sunday' 7 ')0 0 , , / ' :/. 30· (l " 0 1 . .,) -8 · 0 ') () l' . /.0 - 0 CB ~ . ' {J. <l -

([ly IIlIlC and ha" U· ~ I S sold solid 

I afl ilities· l ' d ' leSe nIghttime - '1 
I • • UPs <I) ', 10-1 . " a\ 8 1 _ 
I). BO_l] · F " I ' 1, '\ ed'le I 

• lIf a, 0 10 Sf ':1\' 

I 
urad). lO.15-16 3/:' ~ ; 10.,10-11: S,ai." 
i l \ HC's list 0[" ~ . . :)Ul~ clay , 10.30-11 . 

JW(' l1 rIc' , d CJ \ a tlah,jj t ie;;; It I . 
dI e [or ' 1 a( Hot 

work I cease h ' J a t prcsslillJe) ' ,\ lIe Il e t-



The \VlSL Service-Ad * illustrated at the right , appears in the SRDS 

monthly Radio Section . It offers the services of a successful independent 

radio station as an advertising medium. It uses simple , straight-forward, 

down-to-earth se lling copy that worked so well in the early days of AM 

Radio ... and works equally ,,·ell today. It offers a program . an 

audience with proved willingness to buy . te lls 'rhat it costs to u se the 

program ... and where to buy it. 

Radio Station Operators:-You too can harness 
the influence of SRDS and make it work for you 
to increase national spot time sales, by telling 
Your Station's sales story in the SRDS Radio 
Section. 
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...:. 

r································] 
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• ill 
:hoitk 'WaAcL 
... has a way 

with women! 

We've thrown surveys 
out of the window! 

WHY? Bt'('J II 't.' 'U' llnn ' ( n t"t"d 

Ilu;m to pmvf' 'h i'!' Jlrt'gT.1n1. W("w· 
chM'kt-d ell .. h rrgi <. t t' rs jn~tt'3d .... . 
c»h rt'gi'i,C'n of tocal acC'ounlS Ihal 

h.v~ tht'ir "n ~t'r on tilt' puh,t' of 

On tI le progranl '110',. II .\,«" t'nthusi· 
:t .. tic 1000al ttnd nalional anounts who 
",ant to fco.:l ch ~1" , lIousif' .... ifl" "'ho 
wanls 10 l..now :lOOtU 10<'.1) e,,('nt lt. 

fashions. foods. and o Ul stonding ~r· 
sonagt"S .... ·ho \"Isit I ht' arr'a. 

AI IJ :30 t'vrry mornin~. Monday 
through friday. OOllit" '\\'ard 5prak .. 
in a down-to °t',,"h manRrf about 
many things and produ('I'i and ~~h 
a fin t' rf'1'pon ..... 

SUCCe1>!I 'Iori r'$? Cmainly' RUI 

why take your l imt •.. ? Thto low 
co~t allows you 10 t"~)of'rimt'·nt in a 
marktl lh3t likM (;ootl Ihin$:~. 

Our local faml lv R~'I.l.i1 ~al" Fig. 
ure lor 1948 ..... as U ,SI2.00. Thai 
buys more Ih." ~.nut~. 

COST: Only ~ 15_00 p« ~ffk of 
5 da)·$--}Of.1 and nalional accounts. 
tam~ rale. Sold on wt-rkh basis only . 
;\finimum ordt"r- 13 WN"k s. 

WISL 
ROCK AND SUNBURY STREETS 

SHAMOKIN, PENNA. 

)(. S('Hi(c-Ad~ arc ads that supplemcnt listings in SR \)S 
Wilh information that ,db hv helping bu\-ers huy. 
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PHILLIES 

and 

ATHLETICS 

Games on 

WDEL-TV 
Wilmington, Del. 

ALL! 

WGAL-TV 
Lan caster, Pen no. 

Play Ball means that all Saturday home games of both 

Phil lies and Athletics are telecast over WGAl-TV 

and WDEl-TV. This splendid baseball feature. is important 

on two counts. First, because it has definite appeal in 

these two markets. Second, because it is only one of a great 

many special features which are the result of effective, 

long-range programming. These two stations are increasing 

their number of viewers constantly. They're keepi~g 

these growing audiences loyal and responsive through 

programs which are worthwhile and diversified. They offer 

TV advertisers an unusually fine opportunity for 

profitable business. Investigate. 

WDEL-TV- Wilmington, Delaware 

Only television station in Delaware-fifth market in per capita 

income in the nation. Brings viewers a clear picture, all 

NBC network .shows. Excellent TV Test Market. 

WGAL-TV- Lancaster, Pennsylvania 

Only TV station in this large, praspero~s area of 

Pennsylvania. Presents the tap shows of four networks: NBC, 

CBS, ABC and DuMont. Excellent TV Test Market. 

Steinman Stations-Cla;r R. McCollough, General Manager 

Represented by 

~. 

NBC 
TV • Affiliat es 

ROBERT MEEKER Associates • CHICAGO • SAN FRANCISCO • NEW YORK • LOS ANGelES 
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Standing 
room only 

Network TV scop_e __ 

Q. How much of the country's 
population can be reached in all 
62 TV markets? 
A. About 60% . 1£ you count only the 
famili es within a 40-mile radius of 
eaeh station (see TV coverage, page 
92). Since this 40-mile radius is de
monstrably too conservative an esti
mate, it is safe to calculate that about 
two-th irds of the total population is in
cluded in TV's current 62 markets, 
which also account for about two
thirds of the nation's retail sales. 

About 6.500.000 sets now serve these 
areas. Each station in ea('h market 
furnishes estimates of the number of 
sets in its service area. Both CBS and 
NBC research departments go to weat 
effort to reconcile discrepancies in es
timates due to overlap and other prob-
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lems. ~BC publishes its result s in a 
monthly " Data Chart" which has come 
to be rega rded by the industry at large 
as the most authoritative estimate 
available now, 

It is interesting to note that TV is 
in 40 of the 42 U. S. cities with pop
ulations over a quarter of a million, 
and is in 40 of the 48 States. Of the 
29 markets covered by This W eek. TV 
is ill 27. The two exceptions are Port
land, are .. and Denver, both caught in 
the FCC freeze. 

Q. When should an advertiser go 
into network television? 
A. That depends primarily upon hi s 
purpose. ] f he wants to protect a time 
spot, he'd better get in fast. For night
time TV it may be already too late
most openings available as this is writ
ten probahly won 't be by luly 17. 

EYen with the present limited num· 

her 0 f a vaiIable sta tiOIl , net work tele
\'ision already penetrates enough top 
markets with enough sets (and enough 
evidence of sales impact ) to justify any 
adyertiser with the right product and 
distribution seriously considering the 
medium. 

Q. Can the advertiser going on the 
air this fall protect himself against 
rate increases by buying in July or 
August? 
A, Yes, in one instance. On ABC 
he is protected if the first hroadcast of 
the show is effective I/ot more than two 
months following the date the contr<lct 
is signed. On NBC a sponsor who 
signed before 1 Jul y is protec ted for 
six months following date of ~igning 
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contract: t1](J~e ~ignillg after 1 Juh 
mu~t pa \ the new ra tes, but get six 
months protection. On hu th DuM ont 
and CBS the protec tion is six months, 
but starts from date of th e firs t broad
cast. If the rate increases on Du~l ont 

and CBS before start of the schedule, 
the sponsor pay s th e higher rate. 

Q. What percen tage of nighttime 
rates are dayti me rates? 
A. About SOC;-. 

Q. W here does the money for TV 
ad budgets come from? 
A. Selle r~ of tllP nH'diull1 generallY 
take the view that a TV apprupriatioll 

The \BC- ll ofstra study (see page 4-B 
of this issue 1 i~ the most comprehen
sive ~ingle ro undup of such factors 
produced to date. 

Cost per tlwusand li steners h as 
stea dil y dropped fo r all TV networh 
as numbers of sta ti ons and TY homes 
has increaspd. For exam pie, 0 11 1 J ul y 
] 94-8 on the se\'en interconnected sta
tiolls of th t' :\BC-TV net"ork \OU 
could reach about 307,UOO TV homes. 
The gross half huu r en'n ing rate was 

1,140; a cost per thollsand viewers 
of $3.71. By July 19.50 the number of 
stations had risen to 30. the gross eve
ning half hour rate to $9,975, and total 
TV homes to over 5.000.000: cos t per 
thousand had fallen to $1.98. It is oh-

ra dio th ere i" EJIB to help guide mer
chandising and promotion efforts and 
to help correlate with other media ef
forts. At presen t. TV sponsors ha\'en't 
anything like this. Engineering cover
agp contours. reports of set shipments, 
and station mail are th e princ iple 
guide~ no", to di"'trihution and loca
tion of sets in a station area (s ee dis
eus~i(Jn of TV co\erage, page 92 I . 

Q. Where can an advertiser get 
information regarding creation of 
suitable TV announcements? 
A. Query your advertising agency 
fir~t. There are dozens of organiza
tions, old and new, in the business of 
producing TV a nllouncemen ts; their 

COLGATE WILL BE TOP TV SPENDER THIS FALL WHEN CANTOR, AL LEN AND TWO OTHERS ALTERNATE IN HOUR-LONG SHOWS 

should be pa rt of the advertising: bud
get. Advertisers like P &. G conc ur. 
" Lpt 1Il0nies be allocated for TV to 
help a('comp li sh th e advertising ohjec
tiv,':' is th e way some expprls put it. 
Its sharp o f the bndgeL they reasun. 

"hould he all oca ted from th e total bud
ge t, "ith I\(J question as to what spe
C' i fie hudgd it is to cume from. The 
important adjustnwnt here would ~eem 
to Iw mure a matter uf vie\"point th a n 
uf hookkpepillg. 

Q. How expensive is TV? 
A. \Vhi le r C~lJ lt s arc ah\'a ys the final 
all~"er. it is possihle to indicate sume 
of tlH' factors hearillg on the re~ lllt s . 
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,iolls that ('ost per tholl:"alld "ill re
duce this fall a lld "inter. 

Q. Are there any differences be
tween spot radio and spot televi 
sion of importance to a spot TV 
buyer? 
A. Yes. With TV there aren't the co\'
prage difTerpnces resulting frOIl) tre
llIendous ranges in power alld frequen

cy fOlllld ill radio. Programing i", mort' 
illq)()rtant. especially in l11ultiplp TV 
statioll markets. than coverage. \Vith 

competence vari es dra:-tica lly. The 
types of anllouncements possihle arc 
ver y great a nd agency counsel on this 
point also is usually essen tial for best 
results. The Broadcast Advertising Bu
reau has recentl y rel~lsed a booklet on 
thi s subject. SPO:\'SOR has published 
several articles. 

Q. Can most stations provide ade
quate time for one-minute an 
nouncements? 
A. '\u. 

Q. Should 20-second versions al
ways be built in case one-minute 
spots are not available? 
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A. No. Some products can' t he ade
quately sold in 20 seconds. Expert 
advise of your agency and spot pro· 
dnction spec ialists should he sough t. 

TV SI)ot nv~,iI~.hiliiies 
~ .... I cos t s 

Q. Are TV spo t costs in line with 
othe r media? How do they com
pare with TV network? 
A. There's no direct \Va, to compa re 
TV spot costs with othe'r media. In
directly comparison can be Illade 
through results. But no controlled ex· 
periments have heen made on this ba· 
sis. COlllparisons have been made he
tween TV spot alld magazines 011 a c ir· 
culati on basis in markets with high TV 
penetration. The fi gures are slightl y 
sensa tional for TV. Findings ha ve been 
presented to ad\'ertisers to the accolll
paniment of anguished protests o f the 
magazines. Set penetration in a few 
top markets is just beginnillg to put 
the sight and sound medium on an 
equal c irculation footing with local 
newspapers. 

Comparison with network TV is 
equally difficult because of the many 
possible bases for comparison. I f his 
distribution warrants it network TV 
can give him coverage ( including mer
chandising possibilities) which would 
cost more to get with spot announce
ments on all the same stati olls. On the 
other halld , wi th sca ttered tlistributioll, 
TV spot llIight cover it with g reat save 
ing ill waste eirculatioll alld tlte ("os t 
it represent:;. 

Q. Can an adve rt iser protec t h im
self in July and August against fall 
rate increases? Is there any stand
ard protection period on sta tion 
rates? 
A. Yes. to both questions. But th ere 
are excepti ons. Station polie) aeneral· 
I 

. 0 

Y IS to aC'cept no orders more th an 30 
days prior to date of the first broad· 
cast ( football ga mes might be an ex· 
ception ). The maj ority of stati ons 
guarantee the sponsor six months pro· 
tection from the effecti ve date o f th e 
increase, hut some stations extend pro· 
tection six months from start of the 
cOlltract rather than from sta rting date 
of the inc rease. This means th at some 
sponsors are put in the pos ition of 
having to fi gure whether th ey would 
gain more hy si tting ti ght to earn a 

17 JULY 1950 

- -----

Daytime TV makes bid for housewife 's dollar with shows like Your Television Shop per (DuMont) 

frequenc y discollnL or cancel imme· 
diately and sign up again in order to 
take advantage of the six months pro· 
tec ti on aga inst an increase th ev know 
is coming lip. Audience is mu~hroolll' 
ing so fast in most areas that s tandard 
protection isn't ) et possible. 

Q. Is there any logic behind the 
se lection of six months as the p ro 
tect ion period? 
A. Yes. Stations figure that circnla
t ion "s i lIC reasi ng genera II) at a rate 
wlhich justifies all inc rease ill their 
ra tes about eyer) ::; ix Illonth ::; . 

A~eneies usill~ TV nlost 

Q. Which agencies lead in TV net
work placement? 
A. N. C. Rorabaugh lists Young &. Ru· 
bicam as the network TV lead er with 
nine prog rams on the air this sprin g. 
Others follow in somewhat this order: 
Young & Hubicam ; J. \Yalt er Thomp. 
son ; McCann·Ericbon; 138D&0: Max· 
on; Kmln er ; William Esty; Benton &: 
Bowles ; Dance r, Fitzge rald &: Sample ; 
N, W. Ayer ; Dollf'rt) . ClifTord &: Shcll 
field; " ell yon &: Eckh a rdt ; Franklill 

Reps , like this CBS TV Sales Group , check stations on spot. Here they visit W BT.TV, Charlotte 
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amOHS 
• 

trs s 
• 

~n 
[ / 

III 1884 Pall/ Nip/wI{) in
l'ellted the 1('/t'I 'isioTt s('all
lIillg disc alld t],IIS /}('[!,a/l. 

tIl(' history of te/t'l ,isioll. 

* R lair-T" Inc. was th(, first 
('xrillsivc representative of 
le/t'l'isioll statiolls. T],e first 
(,Olllpall), to recognize a1/(/ 
act Oil Ihe teh·I'i ... ion sta
tiolls' rea/ Ileed for ],ard 
hillillg, .~ill[!,/e mil/ded, ex-

cll/ .~i 1'(' r(' pres(,llt al i OTt. 

J 
REPRESENTING 

Birmingham 
Calumbu> ..... 

WBRC-TV 
........ .... ...... WBNS-TV 

Lo> Angele> ....... ......... . .. .... . KTSL 
New Orlcan> .................... WDSU-TV 
Omaha .................. WOW-TV 
Richmond .. . .. ... . WTVR 
Salt Lake City ..................... KDYL-TV 
Seattle.. . .. ................... KING-TV 

Bruck; Cunningham &. \'/alsh ; Biow ; 
Foot(" Cone &. Belding ; Campbell
Ewald; SSC&'B: Compton. 

Spot TV leaders among tbe top 20 
(acco rding to Horabaugh) include: 
I3BD&'O; N. "T. A yer: Bio,,; J\I<:Cann
Erickson: Young &. Itubicam; Buth
raufT &. It yan: Fletcher D. Hichards; 
J. O. Tarcher: Foster &. Omit's; SSC
&13; Ted Bates; Geyer, ~ewell &. Gan
ger; Leo Bunwtt; D. P. Brother; J . 
Walt('/' ThompsolI; O\\'(~n &. Chappell. 

Q. Which firms represent TV sta 
tions nationally? 
A. A DC Spot Sales, 7 West 66th 
Street , J\'ew York I also Chicago, Hol-
I) \\'()OJ, Detroit, San Francisco ). 

Awry-Knodel. (ilH Sth Avcn ue, New 
York (also Chi ('ago, San Francisco, 
Lo:-; Allgeles, Atl anta). 

Ba l'llard &. ThompH)n, 29<) :\1adison 
Avenue, ~e\\' York. 

Bertha Banna", Littl e Building, Bos
ton (~c\\ England onl)). 

Blair-TV, 100 Park ih cnue. ;\ew 
York (al...;o Chicago, Detro it , SI. Louis, 
Sail Franci~eo, 1..0:-; Angeles). 

Thf' Holling Company, 4BO Lexing
ton Avenue, New York (also Chicago, 
HolI) wood. and San Francisco). 

Thc Branham Compan y. 230 Park 
i\\'ellt«', New York (a lso Chicago. At
lallta. SI. Louis, Dallas, OetroiL Char
lotte. '\. c., San Francisco, Los An· 
geles. l\'If'l11phis). 

CBS Radio Sales, 485 Madison fhe
nu c, '\'ew York (also Chicago, Los An
geles, San Francisco, Memphis, De· 
troit ) . 

Donald Cooke lllcorporated, 551 5th 
Avellue, '\;ew York (also Ch icago, Los 
Angf'Jcs. CJf'veiand, Detroit). 

Du\lont Television Spot Sales, 515 
\ladis(lll Avenue, New York. 

F'r f'P &: J>etf'l's. · ~44 l\ladison fh entle, 
\few York (also Chicago, Atlan ta , De
troit , Fort \r orth, IlolJywooJ, San 
Francisco) . 

Ilarr ington, J: ighter &. Parsons. 270 
Park Avellue, N(>\\· 'ork (a lso Chi 
cago) . 

I I('adlf') -Heed c.ompany. 420 Lex
illgtOIl ,\vclIlIe, 1\'('\\ York (also Chi
cago, J)droit, l\tlallt a, Sail FralH'isco. 
I loll) wood). 

II It Hepreselltati\'cs Incorpora ted. 
40S Lexingtoll Avcllue, Te \\' York (a l
..;() Chicago, Sail Franeisco). 

c,corge I'. Il ollillg\Jcr) COll1pany, 

500 5th A\ enue, ew York (also Chi· 
cago, Atl an ta. San Francisco. Los An
geles) . 

The Katz Agency, 4BB .Madison Ave· 
nUl'.e\\' York (a lso Chicago, Detroit. 
J..;, an"a..; City, Atlanta, Dallas, San Fran
c i:o: co, Lm; Angeles). 

Keenan &: EickeIberg, 2978 Wil
shi re Boulevard , Los Angeles (local). 

Kettell-Carter, Park Square Build
ing_ Boston ( \rOl{·TV, \VSYH-TV anJ 
\v01 C-TV ill New England only). 

Hohert Mf'pker Associates, 521 5th 
[h emiC. New York (also Chicago, San 
Francisco, Los Angeles). 

NBC Spot Sales. 30 Rockefeller Pla
za. New York (also Chicago, Cleve
land. Denyer, Hollywood, San Fran · 
cisco, Washington). 

John E. Pearson Company. 250 Park 
A\'f~ nll e. \few York (also Chicago, Los 
Angeles, San Francisco). 

Edward Petry a nd Company, 4gg 
;\'1adison Awnue, New York (also Chi
cago, Detroit , San Francisco, Los An
geles, S t. Louis, Atl anta, Dallas). 

The Richard Hailton Compan)" 6Sl 
;\Iarket treet, Sa n Francisco (local). 

Ra-Tel Hepresen tatiYes, 420 Lexing
ton ih ell ue, ' ew York (also Chicago. 
Dallas, Los Angeles, Atlanta, Oklaho· 
ma City, all Francisco). 

Paul H. Raymer Company, 444l\'1ad
i:-;oll A\enue, New York (also Ch icago, 
Boston, Detro it , San Francisco. Holt)
wood) . 

Weed amI Company, 350 Madison 
fh el1lle. I'\ew York (also Chicago, De
troit. Boston, San Francisco, Holly
wood, At lan ta). 

Adam J. Young. Jr. , 22 East 40th 
Strcet, New York (aho Chicago, Los 
Angeles, San Francisco). 

Q. What services do TV national 
representatives render? 
A. Point by poin t here are some of 
the services performed by TV repre· 
sentat i\es: 

1. Market alld station data is issueo 
ill s llllll11 .ny form including popula
ti on, lIumher of familics , number o f 
TV sets and bu) ing income. 

2. TV ra te ca rds we re origina lly 
ba~('d 011 a projected ca rd set up ex
pf'l'i"'(,lltaIl~ hy N BC and DuMont. 
S ince that time rate cards haye grown 
like Top~y. A standardized rat e ca rd 
lIla y soon 1)(' ava ilable to thp industry 
a~ a res ult of Sf'ss iOllS by agency, ad
Y('I'tiser , sta tion reprcsentatiH's, ano 
NA B excc llti\'es. 

;~. Prog ram alld allllOIllH'elllellt 
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The Nation's Window on the World 
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Television set ownership is growing at a 

phenomenal rate. Every da y 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 
WABD and its Washington station WTTG .. 
Now the Du Mont Television Network 
contains 54 stations from coast to coast. 

As for coverage, Du Mont gets 'em all-
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 televison. 
Du Mont believes in television-
with a young-minded singleness of 
purpose that bodes the best for sponsors. 

J 
Du Mont continuous program research pioneers ~ 

the way to larger audiences, smaller budgets. ~ ~ 
Du Mont cuts the--cost of television - ~ j 
labors to deliver more 
viewers per dollar. And 
that's only part of ,t.,;niiiMrI 

the reason why -

~~ t 

********** 

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: 

THE DU MONT TElEVISION NETWORK 
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,WHAT IS YOUR FUTURE 
, RADIO OR TV ACTIVITY? : 
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Pulse now surveys regu- I 

larly the following mar
kets: 

RADIO 
Boston 
New York 
Northern New Jersey 
Philadelphia 
Washington, D. C. 
Richmond 
Cincinnati 
Chicago 
St. Louis 
San Francisco 
Los Angeles 

TV 
Boston 
New York 
Philadelphia 
Washington, D. C. 
Cleveland 
Dayton 
Columbus 
Cincinnati 
Chicago 
St. Louis 
Los Angeles 

For programs telecast in more 
than three markets, Pulse of
fers its Multi Market Tele
Pulse. 

The Pulse survey-a reason
ably accurate survey-deliv
ered in a reasonable amount 
of time after field study
does not cost $1,000,000. 

For radio and television facts 

ASK THE PULSE 

THE PULSE Incorporated 
15 WEST 46TH STREET 

NEW YORK 19, N. Y. 

I 
availability data is routinely ~ ent to ad· 
vertisers and agencies. I mmediate in· 
formation i!"- avai lable whell nf'eded. 

4. Programing aid is uffered in an 
advisory capaci ty: TV ff'presen tativf's 
!"-uggest changf':O; in programing and 
point out tf'chnk-al flaws. SOI11f' reprf" 
sentativf':O; are also beginning to aid in 
tl1f' developnwnt of national spot pro· 
graming on film. 

5. Station brochure=:; and a compre· 
hensive presentation of stations' "ali· 
ent salf's points are handled by 1110:o:t 
ff'presentatives frol11 copy to art work 
and production. Letter!"- and bulletin~ 

are also mailed to advertisNs and 
agencif's . Some highlight success !"- tl)' 
ries of programs and personalitif'';;, 
show thf' specific types of programs 
best suited for a sponsor's produc t. 

6. TV represf'ntatives also carryon 
a general orif'!1tation to sell TV to ad· 
vertisers. The Katz Agencv, for UIIf', 
preparf'd a 40·50 page mimeographed 

I 

book, TV Facts for Advertisers, ac· 
quainting agencif's and advertisf'[s with 
the general TV background. The Katz 
Agellcy has also prepared a film show· 
ing commf'[cial tf'chniques for TV an· 
1l0UIICf'ments actually being used on 

I video. In add ition . rel~r~sentativ€s lik ~ 
Free &: Peters hold clImcs and group 

I 
meetings for advertisf'fs. F &: P " rang 
the bell" with a remarkably successful 

I sa les clinic for its stations in Chicago 
ea rl y in June. Petry has df'veloped a 

system of sh owing simula ted TV on 
film that is uSf'd by many agencies and 
advertisf'[s in Chicago and ew York. 

Q. How can an advertiser assess 
the coverage he's getting when he 

; buys time on a TV station? 
' A. Coverage involves at least three 
important considerations an advertiser 
needs to kllow: 11) the extent of th,~ 
area arollnd tllf' transmitter in which 
the signal can be hp,ard adequately, 
(2) the number of sets in that area, 
(:~) wlwre they arf' located in the area. 

Q. What do the stations furnish 
to guide an advertiser? 
A. They have ellgineering maps which 
show where tlwir signal" can be reo 
cf'ived acceptably. Test:,; have es tab· 
lisilf'd that rcreption is genera ll y <1C' 

I ccptabl~ when th: si~nal f~om t.he 
I transllllttf'r <'OIllCS 111 WIth an IIItenslt )' 

of 0.5 milli\ olt~ per meter. I :\Iilli\ o lt~ 
per meter is usually abbreviated to 
mv 1m. ') Thf' 0.5 mv/m contour shown 
on most station cO\"erage maps goes 
(Jut on an average of about 40 miles 
from the transmitter. The contour is 
sf'ldom a perfect circle, because shape 
of thf' terrain and othf'r interferen(,t~6 

influf'nce the distance the signal will 
travf' \. 

Experience has shown. howe\'er, that 
a 40·mile contour is too conservative 
an estimate. and that generally speak. 
ing 40·50 miles is a fair rule of thumb 
in f'stimating a coverage arf'a. NBC is 
making Illap~ for some stations in 
which the outf'[ contour is computed 
on the basis of 0.1 mv / m. Tests have 
indicated that acceptable pictures may 
be receivf'd in this area which gener· 
ally extends 10 miles or more beyond 
the 0.5 III V 1m contour. Maps with tl1(' 
0.1 mv 1m contours will not bf' drawn 
for stations whose areas have a con
sidf'[able overlap with neighboring 
service areas. In tl1f'se cases, maps will 
show on ly the 5 and the 0.5 111 V 1m 
contours. 

Mail maps are another indication of 
the exten t of co\'erage. but have to be 
considered ill the li ght of the severe 
limitations inherent in this type of sur· 
Vf'Y. l\Iail does reveal that programs 
are frequently rf'cf'ived up to 100 miles 
from the transmitter. Good reception 
beyond 50 miles is not a t all uncom· 
mOil. 

Rf'ception within a station 's service 
area may have blind spots because of 
the shape of tl1f' terrain or other in · 
terference. Ret u rns from direct sell· 
ing pitches. contests. premiums. and 
other offers throw light on the loca· 
tion of such "pockets" in its coverage. 
As with other types of mail response, 
don't draw conclusions too fast. These 
can be quiif' misleading unless one is 
aware of tlw pitfalls in interpreting 
mail maps. 

Q. How are the number of sets in 
an area determined? 
A. They arf' calculated from reports 
of distrihutors and df'alers in the an'a. 
Estimates are made either by the sta· 
tion llIanagenlf'n t, or a committee rf'p' 
resenting sevcral stations ill an area, 
or for them hy all electrical power com· 
pany or associatioll. 

There is as yet no way to furnish a 
blf'akdnwn 0 11 the location of sets with· 
in a specific service area. The RTMA 
has made a start toward making thi s 
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'lds a · h's but d' RtC tV stu to 
anent 

perm. the store 
tn 

~ NEARLY E\ERYO~E j" 

'~:~1 ;~~~I~l~~lOWS the back· 

y During Atlanta's 
recent 37.day transit 

strike, the South's largest tlepart. 

ment store turned to ,"SB·TV 
as a m eans of serving it s lIIany 
patrons. 

Telecasting tlirectly frolll an 
improvisetl studio in the store. 
Rich's personnel and WSB·TV 
staffers modele,l , ,lclllonstrated 
and displayed lII e rehandi se for 
strike·bound shoppcrs. 

And like lIl0st evcrything ehc 
that Rich's does - th e customers 
loved it! 

17 JULY 1950 

Telephones jangle d. Incomin~ 
trunklines jammed. R esult s wt'rt' 
a pparent. Said a store execntive: 

"JTI' e sold S01I1('l/lillg 0/ ev('ry· 
tllillg Ice display (>r/ 011 tel('v isiofl. 
rF (' are pleased with lelHlt H'(> 

/rave seen already." 

* * * 
AND SO IT IS that a programming 
idt'a which originally was {'on· 
cei,-ed as an em ergency m easure 
is now blazing a trail for Iloth 
retail business and for tele vi sion. 

For now, high above For~yt h 
Street in it s falmlons " BRIDGE 
BUiLDli\'G," this great store ha,.. 
allocated 2,400 sqnare feet of 
tremendously valllahl e display 

-

", paee to a permanent te lev ision 
:s tudio. It is equipped and 
manned by WSB·TV. 

Rich 's telecasts - a solid hour 
a day, five days a week - con· 
tinue illllt'finitely, 011 WSB·TV. 

Once again it has J.ct'n proved 
that whcn scen through "The 
Eyes of the South" - telcvision 

i:5 sell ovis iofl ! 

wsb-tv 
ON PEACHTREE STREET 

..ATLASTA 
Represented by Edw . Pe try & Co .• Inc. 
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Raymond 
MASSEY 

I 
possible by compiling county break
do\\ ns of set: s.hipped by its ~lembers. 
Useful as thIs IS. there are stIlI se, 'ere 
limitations to this program. First, the 
RTMA does not cover all co unties in 
TV markets. nor is it possible to gpt 
all its members to cooperate in hrpak
illg dow n theil' shipmen ts. This i .. be
cau .. e the joh requires p.xtra labor 
which some smaller members fepl the~' 

can ' t afford. Eighty-five percent is 
about th e maximum expec ted to coop
erate in this project. 

Second. some 20-2.=)( ( of set produc
tion is accounted for by nOll-members 
of the RTMA. The) are especially ac
tive in certai n sec ti olls of the co untry , 
and this wiII tend to distort the picture. 
A kp\ to the curren t controversy he
twee,; audience re;;earcher Hooper a nd 

TBC research head M. H. Beville i .. 
inability to determine where sets go 
once shipped into an area. The 
first possible basis for making a rea
sonable estimate on thi s score will be 
publica ti on of census cla ta which will 
give a check on quantity and distribu· 
tion of sets. With this know ledge, re
searchers can apportion set di strihu
tion within an area on a statistical ba
sis. It will still he only a " best gue .. s," 

.• but up to now eyen th a t hasn't been 

.~ possible. 

Q. Should an advertiser eliminate 
. his advertising on a radio station 
~ 50 miles away from the TV station 
'~ I carrying his message? 
: A. There's no pat answer to this one. 
~ The problem isn't the same for net-

work and spot advertisers. For exam
ple. a network advertiser might think 
seriousl) hefore sacrficing eno ugh sta
tions to lose full network discounts. A 
:;pot advertiser will have many addi-
tional problems to compli cate sched 
ulillg acleq uate coverage around TV 
stations carry ing hi s message. Is th" 
TV penetration strong enough and the 
impact hard enough to justify sacrific
illg "outside" ('overage? The answe,' 
('<IIl' t lie the sa me for all sponsors . The 
pattern of distribution. locat ion of best 

~~ Cll .. tolllers. s ize of ad budgpt. a nd other 
factor~ IlPar on th e qUf'stion. 

TV ,,"ions 

Q. Does the current union situa
tion threaten to have an effect on 
rates this fall? 

A. It does . There has never been a 
TV contract coyer ing talen t unions. 
For the stars th e problem is slight; 
they are well paid, considering the 
present growth of the medium. But 
th e ran k a lld fil e. particularly dramatic 
talent, are fi ghting for minimum rat e:'>, 
rehear~a l pay. better working co ncli
tions. These are th e bedrock dl'mancls. 
Therp are other lssues, such as a share 
ill re-usecl shows, and off-tbe-tube TV 
transcriptions. 

There's 110 question but that tal~nt 

wi ll win a sa tisfactory adjustment on 
most of th eir demands and this can 
mean only one thing: increased pack
age costs. All is not quiet on the tech· 
nical uni on front. Thpre are upward 
sa lary adjustmen ts to be ex peded. 
The networks will certainly cont inue 
to cut operating costs as they grow 
more skilled at th e job, and thus abo 
sorb part of the increased costs. But 
it wo uld be fooli sh to ignore the in· 
e\itahl e. The sponsor wi ll have to 
pay for part of these addpd costs in 
higher rates. How much it wi ll he is 
nobody's guess right now- there's just 
no basis for guessing. 

The reason there's been no talent 
(;ontract is a complicated story of juris
dictional disputes between East and 
\'\Test Coast unions, which has been cle
scri hed fully in Ross Reports on tele
vision programing. Jurisdictional prob
lems are also responsible for lack of a 
contract wi th television writers. Their 
ca use is not being pushed vigorously. 
and even a settlemen t is not expected 
to great ly affect production budgets. 
Talen t is the big item. 

Q. What is the current Petrillo 
situation as it affec ts (1) network, 
(2) spot, (3) films? 
A. 'M usicians are now working a t 
about 80(/~ of radio rates, and therp's 
not too much pressure for upping ra te". 
Li\'e shows are not affected by th f' cur
rent han on music for TV films ano 
transcriptions. Music in the public do· 
maill , foreign sound tracks, and films 
whose sound tracks were pwcluced be· 
fore th e ban have been substituted for 
npw music. A few independents ha ve 
been permi tted to score films (A ut r~ 

shows for example). and th ere's some 
wildcattillg, but not ll1ueh. 

Sin(,e th e g reater part of TV spot ill' 
\"()I\'e~ film. it is ohvious that there will 
be a produrtion boom in "pot when 
the lllusic issue is settled_ The indus· 
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MARKET: Retail sales llearly 3 billion ... $500 per 
fanlily OVER national average. FarUI inco1Jle 21f2 bil
liol1 ... $3,000 per farul OVER national average. 

COVERAGE: 485,000 families . .. 100,000 MORE 
every day and by night than second station. 

MANAGEMENT: "Olle of 1/Iost successful oper
a Ii 011 s hI U. S. "-V A R lET Y, i 11 1 95 0 S how HI a 11 age r 
Award to Johl1 J. Gillin, Jr. 

COST As low as 62c per thollsalld families (81 c for 
second station) and in so }Jle instal1ces, 9 percent lower 
than two years ago! 

AVAILABILITIES: Scarce, bllt a few good ones 

" . 
JOHN J. GILLIN : JI •• 'I'S, . · G'~·L,. ~G' . 

J 0 "N • L A I. & co . ~ It I , • I SIN T A T' I Y I 5 
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~~jj1~~:!A¥ffj/f/Ji~t~?;'i·· ----- / 

has Illore v;elvers lhall Ihe olher 
l,V 0 T V- S l a l ; 0 Il S COlli b ; II e d ! 

\ p r i 1- ;\1 a ~ 
Co E. Hooper 

~TV 'tf~Q lfW WEW S. CI ... I .. d 
Channel 7 is a nother 

Affi~~~~~ P~;t the C INC I N NATI , 0 H I 0 i~r~~~tsi-o~o:a;:t 
Represented by the BRANHAM CO. in t he market. 

woe FI RST in 
the QUAD CITIES 

In Davenport, Rock Island, Moline and East Moline 
is the richest concentration of diversified industry be

tween Chicago, Minneapolis, St. Louis and Omaha. The Quad 
Cities are the trading center for a prosperous two-state agricultural 
area. Retail sales, total buying and per capita income rate higher 
than the national average, according to Sales Management. 

WOC AM S,OOOW. WOC FM 47Kw. 
- 1420 Kc. • - 103.7 Me. 

WOC delivers this rich market to NBC Network, national Spot 
and local advertisers ... with 70 to 100% BMB penetration in the 
two-county Quad City area ... 10 to 100% in adjacent counties. 

WOC TV Channel S 
- 22.9 Kw. Video· 12.S Kw. Audio 

On the Quad Cities' fir st TV station NBC Network (nun
interconnected), loca l and film programs reach more than 
11.000 Quad Cities' sets .. . hJlldreds IlIure in a 75 air-mile 
radius. 

Basic NBC Affiliate 
Col. B. J. Palmer, President 
Ernest Sanders, General Manager 

DAVENPORT, IOWA 
FREE & PETERS, Inc. 

Exclusive National Representatives 

try keep1' gettillg optimIstIc reports of 
a settlement in the making, and now 
there -1' eH'rr evidence it i1'Il't far off. 

TV r e searc h 

Q. What's availa ble in TV re
search? 
A . CpnNalh' speaking, th e ~al11e kinei 

of resea rch is available for TV as for 

radio. The leaeling organization:-; who 

were engaged in radio research hm'e 

expanded th eir senices to include TV. 

In addition. nUll1('rou~ small np\\, or

ganizatioll~ ha\"c gone into the busi

ness, usually the program rating side 
(If it. The field!' c oyered are: ( 1) pro

gram re:::earch. de>'igned to tell how 

man) ,i c\\"er!' a program ha!"; whn 

they are. wheIL where, how often and 

how long they ,iew. The "qualitative" 

side of program re!"earch investigates 

th e likes ano dislikes of program ele

ment!". may offer diagno!"es for correc

tive tI:eatn;ent; (2) audience research, 
which counts llumber of listeners to 
net \\ orh and indi, idual stati0111'. 

Q. Whe re can audienc e and pro
gra m informat ion be obtained? 
A. YariOll1' research organizations fur
nish a variety of !"lI ch information. 
They obtain tl~ e data in 1'everal differ
ent way1'. and the manner ill which it 
i" obtained affects the way in which it 
is interpreted and used. Agency ex
perts should he consuited on this prob

lem. 
The A. C. ':\if'lsen Co. obtains data 

from automatic meter1' (Audimeters) 
attached to the sC't; provides the only 
TV network rating1'. C. E. Hooper, 
Inc. obtains data from telephone calls; 

provide1' rating1' for 13 TV markets on 
a monthly basis. Rating organiza. 
tions acti, e in a limited number of 
market::: are American Reseurch Bu
rean, \fashington (diary studies): Ad
,'e rtcst Re1'earc h. l\'ew Brunswick, \'. 
.J. (pcrsonal interviews); Robert S. 
COlllan. Kama1' City. Mo. i telcphone 
inten'iews): Jay &. Graham Re!"earch. 

I Chicago (diary studies: monthly quan
. titalivc awl qllaliti" e reports for 19 

markets); Market R esca rch of Cleve
land I sur\cys tailored to order): The 

I Pulsc. Ncw York (personal inter
vicws) : Albert f:. Sindlinger & Co., 
Philadelphia (0 h t a ins Philadelphia 
data onl) through electronic device ) . 
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wmRR 
THE A. S. ABE l l eo M PAN Y BAL TI MORE 3, MARYLAND 

Ut'RIETY 
PLAQUE AWARD 

FOR 1949-1950 
"Responsibility to the Community" 

WMAR-TV BALTIMORE 

Sun papers TV station shone brightly this 
year in the nation's shiniest TV town. In 
video.happy Baltimore, WMAR·TV won the 
distinction of becoming the first sight sta· 
tion ;n nation to outrank all AM stations 
in its market in average evening audience. 
In the process of rolling up ratings, 
WMAR.TV did not overlook public service 
and came up with two important PS 
series in "Atomic Report" and "Slums." 

Former show brought in front of the 
cameras some of the nation's top atomic 
authorities to explain to the average 
viewer the atomic facts of life. That was 
WMAR tackling a world problem. On the 
local front, the station resourcefully drew 

* * * * 

upon facilities and talents of its own 
newsreel unit for "Slums," a documentary 
about Baltimroe's No. I local problem. 
Hard.hitting documentary had several per· 
formances on station, and then was given 
additional circulation by showings at vari. 
ous organizations and civic groups around 
city. Out of this TV documentary came 
"The Baltimo·e Plan" for slum clearance, 
which has attracted national attention. As 
WMAR sums it up, the "Slums" picture 
was the " ..• vanguard of a reform which 
began with t.he city examinin<J its con· 
science and then going to work to destroy 
the blight of slums .... " 

·Variety. Wedn~iday. May 2~. 1950 

* * * 

MARYLAND MOST PEOPLE WATCH 

WMAR-TV 
CHANNEL 2 

REPRESENTED BY THE KATZ AGENCY, INC. 
NEW YORK • 

CHICAGO • 

DETROIT • 

ATLANTA 
KANSAS CITY' 
• DALLAS 

• SAN FRANCISCO 
• LOS ANGELES 

TELEVISION AFFILIATE OF THE COLUMBIA BROADCASTING SYSTEM 
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Q. What principal types of serv
ice are offered? 
A. fo llowillg i~ a bri ef !"Lllllma r) of 
Ihe kind~ of in fo nnalion furnish ed: 

Sets in ll se. Ihe percenla ge of the 
sample aClua ll y list t'n ing a t allY per iod. 
I{ecords of the Irend a t variou !" timcs 
th roughout da y. week, or month. are 
useful in choosing progra ms a nd tim e 
of hroadca51. 

S hare of au dien ce. the percentage of 
,,('15 in u:,.e lun ed 10 a g iven program 
(or slat ioll ~ . It i" one measure o f the 
rt' lati \'e pulling ()O \\ er o f a show. 
~ w liell ce CO III/ lOsitioll , th e percent-

98 

age of men. \\om en. and children 
tuned 10 a prog ram: helps a sponsur 
judgt' the approprialeness of his pro
g ram and tim e period. 

Behavior of the broadcast audiellce 
from period to period iminute to min
ute as measured hy meter and diary 
reports ~ is analyzed and reported as 
part uf the reg ular service of firms like 
Nielsen and Jay ~ Graham. Such 
analyses may include informalion on 
horn e characleristics. audience turn
oYer. freq uene ), of listen illg, a ud ience 
for spot annouJlcements. 

Sales effectiveness stlldil's are nut 

a\'ailabl e as a regular sen'ice from 
must program-rating organizations. 
The\ are ayailable from the :\ielsen 
Compan) as part of a comprehensiye 
:::en'ice ca lled th e Xalional .:'i'R I (Niel-
3en Hadio Index I Sen ice. C. E. Hoop
er, Inc., offers a service called Sales 
Impact ratings. 

Hooper aho furnishes reports com
paring radio and teleyision listening 
and \' ie\\'ing in A'\ J-TV markets. 

Q. Are there any organizations 
specializing in how to improve pro
grams? 
A. Some agencie~. such a.;; BBO&'O, 
::\}cCann-Erichon. Young &. Hubicam, 

I and Huthrauff &. Ryan. haYe special 
units in their r e,~earch departments de
vOled specifically to learning the effec
ti\e reasons of listeners for liking or 

I disliking: a program a" it unfolds min
ule by minulc. From Ihis information. 
recommendation:" for correction or 
strengthening can be made. CBS has 
availab le Ihe Lazarsfeld-Slanton Pro
gralll Anal~ ser. an eleclronic deYice for 
obtaining lislener li kes and disli kes to 
programs. The ollly independent re
search organization specializing in this 
t) pe of research is the Sch werin Re
search Corp .. Xe\\ York, which has 
prohably done more than anyone else 
lu dale in Ihis fi e ld. This type of re
search \\'as one uf the last to be applied 
to radio program,.. mainly because it 
was resisted hy program people \\'ho 
refused to admit their creative intui· 
liuns cuuld be a~ mi~taken as "program 

, a nalyser" lechnique sometimes proyed 
they were. There's been little of Ihi" 
kind of researc h on TY programs thus 
far. because program competItIOn 

I hasn't been tough enough. Mi les Lab
. oratories is a notable exception. hay

ing subj ected their TV Qui= Kids 10 
num erous Schwerin lests. 

I 

Q. How valid is TV research? 
. A. This is a question being asked 
e\'er~ where. bUI put in that way the 
<Jllestion hasn'l any real mean ing. 

If applied 10 ralings and number of 
J vicwers per program. ur to the c ircula

tion of a sial ion , tire question is really 
asking' whell[('r inforlllation ahout the 
1I11mher alld localioll of sets in TV 
markets is accurate ellough to he u"e
ful. A SUllllllar) of Ihe prohlem of 
counling alld locating TV sets is prp-

I 
~el1ted UII page 1)2 ullder a question on 
TV co\'erage. The truth is that IIolwd) 
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Deading film 1JrO(/"rer, Irving Hartley of Hart
ley Production8, N. Y. C., shootmg a scene at 
Chichicastenango, Guatamala, for the Pan Amer_ 
ican World Airways color travel film "Wings to 
Mexico and Guatamala". 

Ilc."c is tire ~lt.It."c." 16 III",. Ilt Chiehicastenatgo! 
Mr. Irving Hartley, top-flight cinematographer and producer- like dozens of 
others in the field- knows, uses and recommends the Maurer 16 mm. camera 
wherever and whenever excellent color photography is required, for the 
following reasons: 

Its VERSA 1'1 LITY first of all, makes it ideal for all sorts of color work, its accu
racy, precision high power focusi ng system and its large clear g lass direct
through-the-Iens viewing system in sure excellent r esults at all times. 

Its DEPENDABILITY, the r esult of years of rigid testing and improvement have 
made it ideal for below freezing or torrid conditions- the dependable camera 
for all field work. 

Its UNIQUE FEATUI{ES, such as the 235 0 dissolving shutter, allows you to shoot 
with one-third less light, and with automatic fades and smooth lap dissolves 
made right in the camera. 

These are some of the many reasons why more and more of the best pro
fessional cameramen today pick the Maurer-the 16 mm. camera designed 
specifically for professional use! 

For details on these and other e:rcillsil'c Maurer features, write Dept. I) 

17 JULY 1950 

The 16 mm . Film Phonograph unit 
provides the finest quality in 
high fidelity re-recording and 
playback. Its unique optica l 
system reduces photo-cell hiss -
resulting in excellent quality 
reproduction. 
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"now~ ho\\ a :Tul ate the e:; t ima tes are. 
H the q ue,. tio n applies to the meth· 

ods of sampling a nd computi ng th e reo 
:" ults. resea rch organ iza ti on ;,: wi ll tell 
) ou thei r meth ods yield results as ac· 
curate as cli ent :" rcquire an d are will· 
ing to pay fo r. Thi s i:;n' t t rue in all 
(" a:oes, but in genera l. results. even wi th 
cu r rent limita tions. are good enough 
to be useful. 

Diffe rent mean s o f gathel ing listen· 
ing data I teleph onc. diar ). meter ) af· 
fe,ct th e kinds o f a n"wers you <'an get. 
\Vh eth er o r not one method is mOTe 
"vali d" th a n a llo thC'r depf'nds on wha t 
yoU wallt to do wit h the i'lfo rmati on 
~\hta il1f'rl. A fa il ure to un derstand th is 
is the sourcc o f lI1 a n~ a pointless argu· 
ment about th f' ~ llperiorit~· of one sys· 
tem of gatl1f'ri'l ~ lis tening informati on 
o\'er anoth er. 

Any o f th ? systellls in li se today can 
produce suffic if'ntl ) acc urat e re<:u lts. 
within th e lim its of wha t th?v are de· 
"igned to aceom plish. to be llseful. T he 
im portant que!" t iom should concern 
ju-t wha t kinds of da ta tlH' el ient r eal· 
ly needs. Research eou n~e ll ors ('a n 
th en adds\' h illl wha t method to e m· 
ploy In obtai ning th e answers. 

KDY~T 
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TV prog .eandng 

Q. Is it esse ntial that a n adver
ti ser c hoose his program from 
amo ng the most popular types? 
A. Not lleeessa rily. Dra ma a lld com· 
eely·\'ar iety. for exa mple, a rf' n ormalh ' 
ni gh tt ill1e a tt rac ti ons. wh ile ~O l11e prod· 
uct s are best sold by tl a) timf' pro· 
grams. Some program type" appeal to 
a n 3rh 'ert i"f' r' " be"t prospf'e ts : th e) 
may not rf':-:po nd tu other types. 8 etter 
check into affinity o f progra m a nd 
prod uct, time of broadcast. progra m 
com petition, a nd var iou:,; other s lwh 
fac tors. 

Q. W ill the re be more dayt ime 
p rogram in g this fall? 
A. A ll four T V networks wi ll h :1\'e 
da ytimf' schedules th is fa ll (Sf'f' back 
o f televis ion map on page 33 1. 
T here' II be no great problem in ob · 
ta ining the neeessary lletwork in most 
insta nces- sta ti ons not alread y on th e 
a ir ea n be expected to War lll up th eir 
t ra n ~ l1litt ers for a m show th a !"!' sold. 

Q. What' s the daytime program 
trend? 
A. As it loob now, day t ime TV P!·o· 

I g ramin g will prohablv f' v(ll\' e' somf'
wh at a lung the lilH's th a t radi o took. 
f' oneent ra ti ng on women's :::ervice type 
shows a t fi rst. Serviee ~h ows Ilui ld 
I" lll a li. loya l a udi en ce~ , a re extremel y 
va luahle sa lf's men. But it takes f' nt er · 
tai n lll ent progr ams to huild hig eircu
lat ion. TV won' t take th e tillle radi o 
d id to develop day time ent e rta inment , 
but ad vert isers are as wa ry now of 
buyillg clftern oon T V ~s th f' \' were o f 
ni ghttime two yea rs ago. '\'~llnbers o f 

"tat ion ~ ill \ arious markets have out
stand ing sucee~s sto ries, however. a nd 
once th e stampede star ts th ere'I1 be 
plf'n ty of ~ pnnwrs who'lI lament wait · 
ing so late to make up their mi nds and 
mi~sing out on key time slots. 

There will ce rta in ly he more kid 
!' h ow~ on the a ir. They've proved them
!'elves. But as for other ty pes than 
wo men':-: se n 'ice progra ms, a nI) exper· 
imentati on will determine the trend. 
Both spurb a mI a udi ence pa r tici pation 
~h o \\' ~ will get time on the air beeause 
they are rela ti\ ely inexpensive. 

Q. What is being done about news 
programing? 
A. l\ot roueh. so far. if you compare 
what is be ing do ne with radio's 
aehie\'ements in th is field. TV h asn't 
vet found wa) s to appl y its special ad· 
\'a nt age~ to producing man y out stand· 
ing news sho\\-s. S ponsors are hard to 
find. a nd lll a ll ) sta tions report they 
losf' money I beca use o f high produc· 
ti on costs 1 eyen on sponso red news. 
I:\S has dOlle good work helping spon · 
sors with Ilf'WS forma ts. Some individ
ual stati ow: like WEAL·TV, are sh ow
ing ingenuit) in att aeking the problem 
of c reating \'iewablf' n f' WS programs. 

Q. What are prospects for better 
news programs? 
A. The "feature page" approaeh to 
news ha:-: poss ihi liti f's on TV a lt ogether 

beyond ra dio: this ang le i:-: getti ng ~on ' 

cen trated a ttention from netw ork pro· 
gra m (,hi efs. Special treatmellts of 
news pecul iar to T V wi ll he developed ; 
hut just how soon we' ll see major 
prog ress is impossible to tel l. Next 
fa ll shou ld ~ee SOlll f' interesting e"peri
!l' ents a lollg tllf'se lines . 

I Averag e for Highest Rated Lowest Rated 

Typ. o'-",o" om _I No. on All Pro g. Prog . 

C h ildren ' s 6 25 .9 35 .9 16.5 

__ f=35 . ~ 
----

Drama 21 44.8 16.5 

M u sica l 3 18 .2 24.9 9 .9 
-- - ---- ---

Quix and Audience 9 2 5 .9 50.0 5. 8 
Part~cipation I 

---- ----
Sports I 5 22.6 45 .1 12.7 

Variety-Comedy 23 _~1-34 .0 77.7 15 .3 
---

" Nielsen ratings for March -April -May. 
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KTTV anIlounces 

the rel110val of all 

facilities and offices to 

N assour Studios, 

5746 Sunset Boulevard, 

Holly,vood's lle,Yest, l110st 

conlpact Illotion picture 

lot no,Y producing 

nlotion pictures as ,veIl as 

top-flight television. 

Los Allgeles Tinles - CBS Television I(TT 



Thev climbed the 
f} 

world's tallest tower 
so Y1m could 
see farther 

Installation of 
NBC's television antennas has been a iob 

for daring steeplejacks! 

No.6 in a series outlining hig h 
points in television history 

Photos from the historical collection of RCA 

• Dwarfed ant-small by their hcight above Manhattan's 
streets, skilled and daring workmen-in 1931-offered New 
Yorkers a sight as exciting as the highwire act at a circus ... 
but mueh more significant. 

Task of these men, as they clambered about atop the tower 
of the Empire State Building-1250 feet in the air-was to 
install an antenna for experimental telecasts from NBC's tele
vision station. "'Vhy did it have to be so high?" was a question 
on thousands of watchers' lips. 

A fami liar sight 011 the New York skyline, NBC's televisioll alltcllIw 
- installed in 19·m - IWS the Sllccessor to those erected ill 1931 , 
1936 alld J!).'3H, am/ 11 8('(/ hy Il C A am/ N BC to Il crfect television. 
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Steeple jacks a t work 011 an NBC television alltcnna-1250 feet 
above the sidetcalks of New York. Its hCight gives telecasts a wider 
rallge ill the New YOlk and N ew Jcrsey area. 

As might have been expected, with television an unfamiliar 
art, the average layman thought of it in relation to radio 
broadeasts, whose waves he knew could circle the globe. That 
telecasts were fundamentally limited by the line of the horizon 
was little known. To increase this limiting range, scientists, 
engineers, and technicians, sought the highest available van
tage point. 

'Vith its antenna installed , this experimental television sta
tion was able to transmit pictures a distanee of about 42 miles, 
and farther under highly favorable conditions. Recei\'ers 
dotted around the New York area picked up the first tele
casts, providing encouraging and instructh'e information to be 
studied by HCA's scientists. 

Facts gathercd in this period included new data on the be
havior of very short waves, as well as how to handle them. 
New knowledge about interference was acquired, including 
the fact that milch of it teas lIIall-made and therefore could be 
eliminated. 

Other studies undertaken at the time included basic work 
on the "definition" most suitable for regular commercial tele
casts. Definition as coarse as 60-lines was used in carly days. 
Then came 341-line, and 441 , until today's standard of .525-
line definition was finally adopted. 

That we may now, as a matter of course, see sharp, clear 
pictures on the screens of our home television receivers is in 
good part the result of experimental work initiatcd by HCA 
scientists. and carried out by NBC enginecrs since the ercction 
of the first station in the Empire State Building. A share 
should also be credited to the steeplejacks who climbed to 
dizzy heights so that you could see farther! 

Radio Corporation of America 
WO RLD LEADER IN RADIO-FIRST IN TELEVISION 

SPONSOR 



Q. What types of TV programs do 
aud iences li ke best? 
A. As might be exppcted. radio's bpst
liked types, drama and \'ari('ty.("omedy, 
arp also favored on TV. The tabl e 
shown on page 100 is baspd on \ pilspn 
fi gurps for March-April-.\Iay. 1950. 
But all six catPgo ri P!' li sted in the 
SPONSOR cha rt showNI ('fpd it ably. 

Q. What abou t kid shows that 
draw a substa ntial audience of 
g rownups? 
A. This has been a problem with some 
shows. Who is the sponsor trying to 
sell- the youngsters, or their parents ? 
There is a definite ueed to spe th at a 
"how aimed at snaring the intNest of 
the youngsters doesn't losp out by cm
phasizing elements apppalinf! to adult s 
while boring their offspring. A udi ence 
reaction tests may help so lvp thi s prnh
Ipm. Much less attention has been !riv
en. so far. to qualitati ve testing of ~TV 
programs than to radio progral11~. This 
will change as sponsors wake to fact 
that the mere addition of sigh t to 
sound doesn ' t wipe ou~ audienc(' likes 
a nd dislikes for ce rtain program ele
ments. 

Q. What is the status of audience 
reaction tests for TV shows? 
A. CBS, with its Lazarsfeld-St ant on 
Program Analyse r. and several of th e 
larger agencies, such as BBO&O, 
Young & Rubicam. Ruthrauff & Ryan , 
and McCann-Erickson, havp audience 
reaction s tudy units. Researchers don' t 
yet know neariy so much about apply
ing these qualitative techniques to TV 
as they do to radio. Schwerin Research 
Corp. has probably done mo[(' than 
anyone else so far in developing appli
cation o f the techniques to TV. 

Q. What is the tren d in kid 
shows? 
A. There'll be more of th elll on th e 
air thi s fall than ever beforp. 

Feature iilnls on TV 

Q. What are the advantages of 
sponsoring feature films on TV? 
A. During 1949. fi lms bearing the la
bel "Made in Hollywood" hoasted an 
average Telepulse rating of 17.S, Phil
adelphia's WPTZ has what is probahly 
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the h ighcst -rated local TV prog ra m, 
Frolltier Playhou se. Thi s rc)! ular cow
bo) fillll featurf" is up to a 27 .. :; \'i pl· 
spn rating . 

Ih dp\'isillg partl(, lpati on plans , 
JIla ny sta tions are ablp to dra w in lo('al 
ad\'crtiscrs who lack th(' hugp bud gl't 
of a na ti onal sponsor. for a~ littlp a~ 
S100 I \rPTZ's Ilol/ yU'ood Pla yholl se) 
and as much as S.:;':;:5 (Sight OKI Th e
atre un \, ' PIX , \'pw York I a sponsor 
call capitalize on Holl~' wood mag ic. 

Thpsp an' tlw reasons TV \'i pwers 
go for film s so a\'idl y, rpgardless of 
thpir ag(': 

1. 1\10\ ies are sOlll!'lhing ,ou usual-
I) haw to pay fo r. 

2. Ac tion lIsual! ) takps ,ip\\ ers oul · 
o f-doors to a ,'ariety o f places. doesn ' l 
g iw thelll studio claustrophobia. 

3. Evcn cheaper Hollywood pi('\urp~ 
haye a ~1II()o th np~s and pre('ision un 
duplicatpcl in all but tht' highe~t-priccd 
live TV ~ho\\'s. Flubs are non-pxistenl 
on film. 

If tlw accounlan t 's approach is Ihf" 
most impressh·e, renlPmher that any 
Hollywood pictur(' originally cost frOJ;) 
SIOO.OOO to $1.000.000. This valu e re
mains a s long as tiw film itself lasls. 

Q. What does it cost to have a 
one-minute TV commercial made 
on film? 
A. It all dppends. You caJl gel a job 
done inexpensively by one of Ihp small
er TV film companies in Npw York or 

Associated Artists Productions, 
444 Madison Avenue, NYC 

Featu re lengths . 
Western features . 
Shorts 

Official Television, Inc., 
25 West 45 St., NYC 

Feature lengths .. 
Shorts .. .. __ .... . ... . 
Cartoons ...... . 

Flamingo Films, Inc ., 
538 Fifth Avenue, NYC 

Feature lengths __ .. __ .. __ . 
Western features 
Serials ... 
Shorts 
Cartoons 

Film Equities Corp., 
1600 Broadway, NYC 

Feature lengths 
Western Features . 
Serials __ .. 
Shorts .. 
Cartoons ______ . 

270 
.__ 9B 
.__ 42 

13 
137 
47 

12 
2 

10 
I BB 

....... ... 35 

6B 
30 
22 

225 
125 

. . 
- --- - -

I Iolh" ood . But nati onal ad\'('r ti " '~ r <; 
rpg ul a riy spend frolll SLOOO to S:-tO()() 
fo), a frood one-minulc (' ommerc ial 
from Hal Hoac h. Apc\: Fi lm Co., aJJ(1 
olher top TV fi 1m fi r ll1s. 

S peci al f' fT pc t ('omIl1 PITial" co,..t mo re. 
~ I op-mo l i ()n co"ts fro m S .~,OOC) to 
.. :7.500. I")ftial anim ali on <'osls fro m 
$2.,:;00 to S3,500 and til£' lah fo r full 
a nimation runs from S:LSOO to S7.000. 

Here are some o f the \' a riahles thai 
a fTp('\ TV film (·o Jllnlcf{·ial c o"t!': 

1. Qnantit y o f ('omnl('rc iuls Hw(l!' 
at 011(' time. Thl' morc mad p at 
once. the cheaper th ey can hI' 
ma(I(,. 

2. COlllplexit y of Ih (' "et u<;I'(\. 
3. The nUJlJber an d ca lihre o f ac

toJ''' . 
.J.. A!JIount of relwarsalt ime. 
.J . T~ pe of ~ound recording ; , ·o i('e 

owr or di rect Ii p sY lJduolJi!' m. 
6. Filming on location or OJI a 

sound stagp. 

TV sl)orts 

Q. Will more or less sports events 
be available next fall for TV cov
erage? 
A. In genpral, there will be a~ much 
sporting ('overagc as last year, prob
ably morp in some fiplds-golf, for ex
ample. 

Masterpiece Productions, 
45 West 45 St., NYC 

Feature lengths 25 

Nationwide Television Pictures, 
1600 Broadway, NYC 

Fe.sture lengths 
Shorts 

40 
252 

Commonwealth Film & Television , 
Inc., 723 Seventh Avenue, NYC 

Feature lengths 92 
Western features 33 
Serials 3 
Shorts ..... ___ . ____ . 65 
Cartoons ... _______ .. _. _ 265 

Standard Television Corp., 
1600 Broadway, NYC 

Feature lengths _.... 75 

Ziv Television Programs, Inc., 
488 Madison Ave., NYC 

Feature lengths _. __ . ___ . .. 75 
Western features _ .. _._._.. . .. 40 
Shorts .. . . . .. 317 
Cartoons ..... ______ .. _ 39 
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Fight promoters are still tightlllg fur 
a 50(/ ~ cut uf ~Iadis()n Square Garden 
TV receipts. And the Paci fic Coast 
Conference is ('xpe<'tefl to follow the 
Big 10 in their han 011 live telecasts 
of Western football games. Eastern 
colleges and Eastern pro. f ootball teams 
are acting difIeren tl). At least four 
la rge Eastern institu tions ha\'e signed 
for next fa ll : Army, ~avy, Columbia, 
\'otre Dame. Others are expected to 
follow suit. 

Res('arch so far indicates strongly 
that TY set ow ners are loyal in.person 
fans. too. )\few set owners cut down 
thei r in.perso n visits to games. but step 
them up when the novelt y wears off. 
50 far this rescarch is rather spotty. 
a lld while networks and independen ts 
are conv inced TV is an assist to the 
gate. CBS sportscaster J ohn Derr ij: 
cau tious about generalizing. 

There is no duubt that "sports" like 
\\ restling and the Roller Derby owe 
their life's blood to telev ision. Racing 
prol11oters. especiall y the trottin g races, 
are tickled hy the increa<;ed attendanee 
TV has brought. 

It may take severa l mort' Y('ars to 
convince promoters that TV he"lps rath· 
er than hinder:; attendance. but experi. 

MADE FOn TELEVISION 

"ROVING 
CAMERA§~~ 

--- 65 SHOWS ---

Exciting treatment of the 

Odd - the Interesting - the 

Unusual. 

Sponsorship in 28 markets 

ranges from GE Distributors 

through Buick Dealers. 

These proven programs 

may still be available in yours. 

Fon FULL lNFOUMATION 
CO NTACT 

TELEFILM, INC. 
6039 HOLLYWOOD BLVD. 
HOLLYWOOD 28, CALIF. 
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enced slJurts t'xperts point out that the 
same problem cropped up in radio's 
early days. It 's ju~ t a matter uf time. 
At any rate. the subj ect is good for a 
stiff argul11t'nt amo ng prac tically an~' 
group of sports promoters. 

Q. Are there any trends in TV cov
erage of sports? 
A. l\I"etwork coverage of sports is 
graduall y falling off a~ time hecomes 
1110re valuab le. Un less a sporting event 
has national interest. like the World 
Series or a championsh ip boxing bOllt. 
it won't prove interesting to a ll the 
viewers on a network. And network 
spo nsors want 'lew York out lets for 
thei r expensive e\'ening variety a nd 
co medy sho\\s. 

Independent stations. on the other 
hanel, are ~ tf()n~ on sports. WPI X is 
'Jew York City's leading sp ort ~ TV 
station. with WOR·TV c11)~e on its 
heels. 

Q. What are the sports coverage 
plans of network a nd lead ing New 
York independent s tations fo r ne xt 
fall? 
A. Du;\10nt plucked one of the ripe~t 

co\legp footba ll plums for next fall: 

I 

a ll Notre Dame home ga rnps. to be 
sponso red b) the Chevro let Dealers. 
Wrest ling on Monday night and box· 
ing Thursda) night will ('ontinue. as 
will Trotting Races from Yonkers. Du· 
MOllt is still negotiating. with the pos· 
sibi lit y of taking Saturday night Mad· 
i~on Square Garden evellts. 

ABC has Sun Oil Co. signe(1 up for 
I pro.football ga mes. Only catch to this 

is the proviso tha t ~uc h games can' t 
be telecast closer than 75 miles from 
where they take plaee. Boxing will be 
televised T uesday ni ght and wrestling 
Wednesday night. on a coopera ti ve IJa· 
~is. The Roller Derby will be featured 
on Thursday Ilights from ] 0 :()O p.m. 

I to abo ut 11 :00 p.m.: Frielay nights 

I 
from g:;~o to 9:3() p.m.: Saturday 
nights frol11 10:()O p.m. to ('oncl usion 
at aho ut 11 :00 p.m. [3\atz heer is ex· 
pected back in the fall, Chevrolet is 
not. The gold chall1pionship is sched· 
uled for C(l\'e rage in August. College 
foothall is still under negotiation and 
nothing is yet planned by ABC for 
haskethall ('overage. 

CBS has a lready sign cd for ;rv 
righ ts to a II hOllle font ball games of 
Army, Navy, a nd Columhia. Es"o 
Standard Oil Co. will be the sponsor. 

This net\\ o rk has also contracted fo r 
,vladi son Square Garden eve'llts on Sat· 
urday ni ght s. These eyents would in· 
c1ude the Rodeo, traek meets. and bas· 
ketball. 

CBS is feeling the time squeeze bad· 
Iy. may film the more appealing sports 
events. then present a di gest later on . 

NBC is pushing its horse racing 
sehedule. Lately it has hranc hed out 
to eowr Chicago racing. with Pahst 
Blue Ribbon Beer as sponsor. Gillette 
Razor Co. continues its Cavalcade of 
S ports on Friday night. but often uses 
sport films to fill ill when there is a 
dea rth of good boxing bouts. They hit 
hard on special top.notch e\"ellts. NBC 
is coo l to wrestling, Roller Derby. and 
basketball. Golf, on the other hand, is 
getting ine reasing attention. The Palm 
Beach Bound Robin golf tonrn ament 
in New Roc helle this June set a prece· 
dent- the Wykagyl Golf Club rear· 
ranged its course to make televising 
easier. Forest Hill s ten nis toufllaments 
are a reg ular feature and the college 
regatta a t \ '[arietta, Ohio. was covered 
thi s June. Along with the other net· 
\\ orks. \ BC wouldn't mind telev ising 
the World Series ba--ehall games. 

As an indication of \\hat 's being 
done by indi vidual stati ons throughout 
the nation , here's the lineup on two 
:\ew York sta ti ons: 

WPIX is New Yorb; top sports TV 
stati on. At a cost of ."'200,000, the sta· 
tion \\ill pick up Yladi son Square Gar· 
den ('Yent s fi\"e nights a week, from 
8 :30 p.m. to about 11 :00. Chevrolet 
Dealers already are signed up for one· 
half of this package. with Wpbster Cig· 
ars taking another one·fourth. One· 
fourth is open at thi ~ writing. but will 
undoubted ly be gone when fall roll~ 
a round . The \\'eekend is also covered 
by WPIX. with boxing on Saturday 
ni ght. Rover hockey matehes Sunda~ 
afterno()ll. and Hanger hockey games 
Sunday ni ght. Negotiati ons are sti ll on 
for Saturday afternoon televising of ~l 

major Eastern ('o llegp football sched· 
ule. Sandwiched in between these reg· 
ular events will be such things as the 
Golden Glon>s (Chevrolet Dealers) and 

the Silve r Skates. 

WOH·TV is strong on wrestling and 
hoxing, expects to repeat its twice· 
weekly schedules for these two sports. 
With six nights open next fall , WOR· 
TV will expand its sports eoverage. 
COlllpleh' plans are 1I0t yet made. 
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Serviee is one of the ha~ic theme songs of Bl'U. The 
nation's broadcasters are usiug all of the Bl'I1 aitls to 

programming ... its vast and varied repertoire ... its 
nseful and saleable program ('outinuities ... its re

sear£'h facilities ... and all of the elements which are 

within the scope of mllsie in hroadcasting. 

The station manager, program director, 11lIlsical di

rector, disc jockey and librarian takes daily advantage 
of the numerous time-saving and research-sHving fuuc

tions provided by Bl'lI. 

Along with service to the broatleaster - AM, Fl\I, antI 
TV - BMI is constantly gaining new outlets, building 
new repertoires of lllusic, and constantly expanding 

its activities. 

The BMI broadcast licensee can he depended upon 

to meet every lnHsic retJllirement. 

Now in its tenth year, BMI has achieved a notable distinction 

as an organization dedicated to the world of music. 

BMI-licensed music has been broadcast by every performing 
artist, big name and small name, on every program, both com

mercial and sustaining, over every n etwork and every local 

station in the United States and Canada. 

Every concert artist, vocalist and instrumentalist, a nd every 
symphony orchestra in the world has performed BMI-licensed 

music. 

BROADCAST MUSIC, I11c. 
580 FIFTH AVENUE • NE\X1 YORK 19, N. Y . 

CHICAGO • HOLLYWOOD • TORONTO • MONTREAL 
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'1'V transcriptions 

Q. What are the advantages of 
off - the - tube filmings of TV 
shows? 
A. OfT - the - tube film re(,ordings, 
dubbed " Teletransniptions" hy Du
"lont. "Vitapix" hy ,\ He. and "Kine
scope Recordings" b) :;\ Be. are the 
most in ex pens ive c urrent means of ex
tending a net work sho\l into lllark"15 
nut cOI1l1eeted hy coaxial cable or mi
("[u·\la\'e rela y. "Recorclings often eH
ahlp the spo~:-:or to schedule tilE' de
layed hroa(kast at a better hour than 
o;i uiklalh aired. A non-c llnnectpd l11ar-

~ 

ket like Los Angeles, for example. may 
Iw more important tn an aclver tiser 
than ce rtain interconnected markets. 
A~ statioHs f particularly smaller sta
tions I add a.m. schedules. rp('(lfded 
shows will fOrlll a share of the pro
gramming. bping cheaper than films. 

Q. Will there be much use for re
corded shows when the East Coast
West Coast cable link is com
pleted? 
A. Yes. In the Southwest and '\mth
west particularly. where there llla\ be 
onh two TV stations within 100-300 
miles. it long will he too expensive to 
install fpeel lines to reach su('h sta tion,;" 

Q. Will TV recordings continue to 
be used in interconnected cities? 
A. Yes. II('cause not all "tation~ C e1l1 

dear time for every nel\\ork sho\l. 
Then a delayed broadcast via record
ing is the answer. 

Q. What are chief limitations to 
use of TV recordings? 
A. \Vherp timeliness is an important 
dement of the script a delaypd broad
cast lI1ay lose much of its pun(·h. at 
worst hecome completpl y un usable . For 
('x<Illlple. recorded newscasts arc out. 
Participation prograllls invo lving tele
ph()n(~ calls are a Iso out. since t he orig
inal ('ails are part of the film. 

Q. What about quality? 
A. \d\lork engineering (lepartment:< 
hav(' madp g n 'at advances dnring the 
last year in perft'eting equipmen t and 
t('d,,;iqu(' s to illlprov(' the quality of 
'1'\ n·(,on lings. They gin' hetter pic
tnf(~ qualit y IIOW tlran many old movie 
fi I illS. \rhil(· till' ) can 1H'H'r 1)(' a", good 
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as Ii \"e I eprod uctions. the~ a re now ac
ceptab lp tu most top tal('nt. 

Q. How expensive is use of TV re
cordings? 
A. Under certain conditions. varying 
sOllle\\ hat with each network. it costs 
nothing. If a sponsor is willing to "hi
n cle" t he prints (use a staggered 
b"roadcast sc\wdule su that a few prints 
can sene se\'eral stations 1 he may pa) 
nothing extra for th em. He can't buy 
ju:-t any number of stations and then 
take a(hantage of "bie') cling "- the 
nUll1bpr of interconnected and n on-con
nected :-tation;; mu!';t be a('ceptabl~ to 
the network. At l)u;\lonl. it's three 
nOlI-connected station:-, for which the 
sponsor gets one free print. two prints 
for six stations, and so on. 

ABC CBS, and \ BC haw similar 
policie~ on '"bicycled" prints. All net
\\orks c harge for prints if a sponsor 
wants the show to run sinlllltaneou:-;Iy 
on all intereolll1ected stations (or lIn
under an) condition which doesn't per
mit bicvdin <T I. Costs for first print 
( 1/. , huu'r 1 r~l like this: CBS. SllO.l)(): 

Dl;Mont. $37.50; ~BC $180.00 ; ABC, 
~225.00. Succeeding prints Jre le~s px
pen:-Ive. 

S itnlllcusts 

Q. What factors should an adver
tiser consider before simulcasting 
a program? 
A. First of all. doe;; the show lend it
self to simulca:-;ting aurally and visual
ly? It may he a wonderful show for 
radio or TV hut not for hoth. What 
are th e advertiser's sales and distribu
tion problellls ? His product may re
quirt, llPtwork TV and .::. pol radio or 
network radio and spot TV: simulcast
ing. therefore. may not he the ans\~~r 
to his advertising problem:-; because It s 
not flexihle ellough. 

The added ('ost of a simulea~tillg 

may he too great. considering the job 
it does ad-wise. At present, Clcconling 
to Merritt Colelllall. CBS assistant to 
tlIP din'dor of business affairs, sinllll
c asting means an approxilllate 2.')-30'; 
ilwrf'ase ill talent C()~t:< al](1 alll1o:-t dou 
hie tire time ('osts on a ,:tatioll·to-sta

tioll basis. 

Q. What new problems are there 
in simulcasts? 

A. Curren t and past simulcasts gi \ e 
some indication of the problems faced. 
When \,Be's r oice 0/ Firestolle \\'as 
first simulcast , \"iewers sa\\ nothing: bilt 
the orchestra going through their musi
cal paces. ~ow. the visual portion of 
the program has heen brought up to a 
par with the sound side of the pro
<Tram in <T b\ th e use of a rear projec-L' ~ . 

t ion sneen for scenic background ef-
f{-'cts. This, along wi th a variety of TV 
alld Hollywood-t ype techniques. make 
the Firestone musical presentation 
more interesting \" isuall~. 

An a(h'ertiser must remember that 
changes like these have to be made 
when his radio show becomes a simul
cast. Robert Tormey. ABC staff direc
tor. :-a) s people on the show must be 
careful not to fa\-or one medium to the 
detriment of the other. For example, 
Oil some roundtable discussions being 
simulcast, the visual portion of the pro
<Tram ma\ be exciting because of the L' , ~ 

antics of the glJ('StS \\"hile, at the same 
time. the radio listeners may be sufTer
ing through a boring commentary. The 
answer to good simulcasting, says Mr. 
TOrIne). is not to thillk in terms of 
o-ood r~dio or <Tood TV but to compro· L' L' 

mi~e and bring out the fine points of 
hoth melliums. 

01](' lIet work execut i ve 1I0ted that a 
simulcast can only be effective when 
elaborate settings and cos t umes are not 
necessary. an added expense that would 
he wasted 011 the AM audience. And, 
if the show is entertaining and strong 
enough on its (mn llIerits. costumes 
and ;ettings are 1I0t ne('essary \"ideo' 
WIse. The Arthur God/rey Talent 
Scouts :-ho\\ is a program with sil11ul-
cast appeal. 

Q. When is a simulcast most ad
visable? 
A. If an afhertiser wants to pu:"'h hi .. 
product in major markets allli. at the 
same time_ get the larger radio coYer
age his product needs he should simul
cast. A network supervisor \'cn tm'cs 
that opinion. and adds: "The adyer
tiser can. via simulcast. enter into vid
('0 at <I fairh reasonahle ('ost and at 
the same tilll~ llIaintain his radio coY
erage. HI' is comhinillg the PO\\('rful 
yi:<ual imprpssioll (If TY \\ith ra(lio's 

" Clwnllou:< coyprage. 

.Jolr" \)PI"l". CBS a~sociate (lirector of 
the sports di 'visioll, sa\ s the importanl 
thin lY i" the sho\\. It is the c\ellt or 

~ 

prog ram \\ hich should decide \\ hether 
a ... illluiea"t is alhisable. 
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Radio fills the gaps 
Radio ;and TV trends 
in sanle area 

Q. Is there any pattern to the way 
large firms are fitting TV into their 
advertising spectrum? Is it replac
ing other media? Is it the basic 
medium in some cases? Can defi
nite conclusions be drawn at this 
time? 
A. Definite conclusions cannot bc 
drawn at this time. But it is still pos
sible to see three things happening as 
advertisers face up to the problem of 
integrating TV into their advertisillg. 
( 1) There's a growing feeling ill some 
organizat ions tha t one or more media 
should be eliminated to provide a bud
get for TV. (2) Others. not yet ~ure 
how they want to use TV, are setting 
aside budgets for experimenting with 
it. (3) A third approach is to squeeze 
all other media employed to provide 
a budget for TV. 

There are already some cases in 
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which TY is being used as the ba:"ic 
medium, for exan-iple, by Chevrolet 
dealers and by Congoleum-N aim. It 
is replacing other media in some cases. 
Recently a well-known rug company 
drastically slashed its magazine budget 
and added the money to its TY appro
priation. But 110l until the end of the 
FCC "freeze," when more stations an cl 
more viewers gi\'c telerision a truly na
tional complexion. \\"ill long-range 
trends in TV's effect on other merlia 
become clearer. 

Q. Should the sponsor regard TV 
as a separate medium from rad io? 
A. The close correlation possible be
tween use of radio and television; the 
fact that both are broadcast med ia: 
radio and TV station ownership ties 
have kept some sponsors from regard
ing the two as distinct forms of adver
tising. This must be realized, however, 
if television is to take its proper place 
ill the advertising spectrum. Under 
certain conditions some sponsors, P&G 

alllong them, regard onl) radio homes 
without TY as their potential radio 
a udience, discounting altogether any 
radio listening in television homes. 
This is an experimental practice. not 
blanket policy. The situation is chang
ing too fast to make hard and fa"t 
rules. 

~Ia"r.!inal t hue 
-- -

Q. Is use of marginal time increas
ing? (Befo re 7:00 a. m. and after 
11 :00 p.m.) 
A. Spot radio is showing an increase 
in the advertisers' use of marginal 
time. Tom Flanagan. ,\Ianagillg Di
rector of thc ~ational Association of 
Radio Station Hepresentath'es, helie\'es 
there will be a definite increase in the 
(j-B a.l11. period. He credits the farnH'r 
Illarket particularly. \Vhat is needed. 
says ~Ir. Flanagan, is more research 
011 the so-called lJIa rginal periods. 
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"'\;ational aciYertii'ers like Bayer As· 
pirin, General 'Iill", and Procter &: 
Gam ble recogn ize the im porlance uf 
spot radio in marg inal time periods. 
espec ially tlH' early murning as day
time sponsorship comes into fuller 
vogue. P &: G has just started a ne,,' 
series, Hits From the Hills, over WSM 
in an unrated time period. Other sta-

Air Coach : Prior Beer: Chateau ~Lir

tin Wine: Hobhy of the Month: Ken
dex (a ny lon sales compan y ): Slim
suit (a ,,'eight red ucing outfit ) on 
WOR. Bird-in-Hand Resta urant: RCA 
Victor; Cra wford Cloth es : Canadian 
Fur",; Barne\ 's on Wl\'EW. 

tions will be aJded. Stations like WLS, Tele_ I_holle s l_I __ o_~,"S 
WHO. k \'i\'l~H , \, 'WVA, WBT, KWTO . 
have bulging dossiers on the re",ult ful 
ness of early morning time. 

E. P . J. Shu rick. radio market re
search co unsel for CBS, says as far as 
the o\'erall network picture is con
cerned there has been no significant 
shift in the use of marginal time. If 
yo u consider Saturday morning as 
margina l, CB~ is now solidly commer
cial for that period wi th Coca-Cola, 
Hon nel, Toni. Armour a nd Company, 
Pi ll sb ury Mills and Armst rong Cork 
on the air. Sunday morning is show
ing more commercial dtality, too. 

Listening between the hours of 11 
p.m. and 7 a.m. is down, but there 
are no indicati ons to show it is the 
start of a t rend . A. C. Nielsen reports 
the following fig ures to SPONSOR: 

April overa ll listen ing in all 
homes down 10% . 
Ma rginal time ( 11 p.111.-7 a.m.) 
down 15% . 
Marginal time in the Eastern 
time zone down 13 %; in the 
Cent ra l time zone down 21 % ; 
in the Pacific time zone down 
12 % _ 

Q. Will there be more 24 -hour 
stations operating this fall? 
A_ The majorit y of those questi olH'd 
say there is no apprec iable increase in 
the n umber of stati ons go ing on the a ir 
24 hours. Dan Dennenholz, promotion 
manager of the Katz Agency, bel ievt's 
if there is any ac tiv ity a t all it's slight
ly upward. Hay Simm"" rad io time 
buyer at Erw in, Wasey, says no 
marked increa",e is coming to h is at
ten tion. 

Q. What types of advertisers use 
the after-midnight hours? 
A. Restaurants, nighteri es, heverage 
manufacture rs and ai rl ines seem to be 
prominent among the after-midnight 
rad io advertisers. A random listing 
shows these wee-morning ho ur adver
tisers: White Tower Restaurants in 
Dayton , New York , Detroit, Washing
ton, Rochester and Alhany. Florida 
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Q. What is the trend in telephone 
~rograms? 

A. There a re two trends, not one. The 
high water ma rk of net worl, telepholle 
giveaways has passed. The only ones 
th a t ha \"e lasted th ro ugh the bool1l of 
fi ve to 10 yea rs ago offer entert ai nment 
as well a" prizei'. A", CBS associate 
director of sales promotion Louis 
Hausman puts it: " To day's programs 
no longer offer $9,000.000 to the fi rst 
person who picks up the phone. To 
keep their large audience, they get the 
listener involved in some basically in
teresting situation. some conflict'. It"., 
the entertainment, not th e prizes, tha t 
hold lIetwork audi ence:' 

Trend number two : The pre"ent sta
bility in the number of network phone 
prog rams contrasts sharply with the 
growth of such programs in indi vidual 
sta ti ons around the country. Syndi
cated telephone quiz shows are go ing 
strong in partic ula r. Tello-test, a lead
ing example. covers 110 markets. But 
most c ities have their own vari ati ons 
of musica l quizzes_ hingo . or straight 
questi ons. 

Two minor trends a re worth notin g : 
1. Masters of ceremonies call the 

listener in the vas t majorit y of cases. 
In the exceptions, like the Harry Good
man Telephone Came, special equip
ment must be installed by the telephone 
compau )'. Extensive listener call-i n" 
upset normal service, impair emergen
cy communicati ons. 

2. Jackpots on ndwork shows are 
fa lling off in sizp._ Sing It Again , for 
example, recently cut its big prize to a 
maximum of $10,000 in merchandise 
a nd $5,000 in cash. ] ackpot used to 
sta rt at $25.000 in merchandi se ancl an 
eq ual amo un t in cash which mounted 
up as the " Phantom Voice" went uni 
dent ifi ed. 

Q. What attrac ts so many listen
ers to telephone p rograms? 
A. Practically pvery telephone show is 
a lso a giveaway, which immediately 

gin>:, it the powerful " something for 
nothing" appeal. Here are some other 
things listene rs get: 

1. Entert ai nment (quiz tunes. chat
ter, skits). 

2. ,\ feeling of superiority when 
cOllte"' tants muff th e easy questions. 

3. ;\ chance to learn about contes
tants. satisfyin g th e curiosit y all peo
ple ha,"e about other human beings. 

Q. What types of spo nso rs a re us
ing t elephone shows? 
A. This type of program can be useo 
by every kind of ad\"ertiser (and is I • 
Some network samples : 

S top th e Music (ABC ) : Speioel Co. 
( watchbands) . Trimount Clothin g Co., 
Old Gold. 

S top the Mu sic (TV ) : Admiral 
Co rp. ( radio &: TV sets), Old Gold. 

Sing It A gain (CBS ), Carters Prod
ucts Co. (Arrio ) . 

Queen For a Day (M BS ), .Miles 
Lahoratories (Alka Seltzer ) . 

Hit th e Jackpot (CBS ), Lever Bros. 
( I{inso i . 

Some of the Tello-test sponsors over 
the country are representative of other 
syndicated telephone program adver
tisers : 

Walgreen Drug Stores, New Orleans. 
Meyer l ewelry Co .. Washington, Pa_ 
Sterling Furniture Co., Eugene, Ore. 
Filene's Dept. Store, Boston. 
Snow's Laundry, Savannah. 

Q. What network shows are avail 
able now for sponsorship? 
A_ There are IS-minute segments 
available on these programs: 

S top the Mu sic, ABC, one IS-minute 
se g m en t. 

Sing it A gain , CBS, three I S-minute 
segments. 

(Abo ve subj ect to change.) 

Q. What syndica ted telephone 
shows are ava ilable? 
A. The fo llowing representath"e sam
ples of better-known shows can be 
bought provided they are not already 
"'ponsored in your 111 a rket : 

1. Tello-test- Badio Features. Inc., 
75 East \Vacker Drive. Chicago. Used 
in 110 markets. Questi ons with uni
versal appeal a re asked over the tele
phone. Prizes in merchandise supplied 
at 110 extra cost hy package producer. 
Cost depend ", on market size. 

2. Tllne-o- Riehard H_ Ullman , 
Inc., 295 Delaware Ave., Buffa lo. Na-' 
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tional distributi on. Bingo wi th a musi
cal twist. Guess the song titles to wi n. 
Merchandise prizes can usually be ar
ranged th rough the package producer. 

3. Tele·Kid Test- Rad io Features, 
Inc. (see No.1). National distribu
ti on. For youngsters up to 16 years 
old who get their names on a call list 
by writ ing an "acceptable" letter. Sim
ple questions which draw a do uble au
dience- both children and parents. 
Both sides of phone conversations are 
broadcast by t ranscription. Merchan
di se prizes and wa r savings bonds. 

4. Know Your America - W. E. 
Long Co .. 188 W. Randolph St. , Chi
('ago. Six-year-old patr iotic quiz pro
gra m. Based on telephone questions 
about Amer ican histor ical vignettes. 
Inspirational musIc and comment. 
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Pr izes in popular Detroit market: por
table Arvin radios. 

5. Do You Kn o/l' the A nslfu?
W. E. Long Co. (see No. 4). In more 
than 30 ma rkets. Length easily adj m t
able. since announcer merely asks 
phone respondent , " Do you know the 
answer ?" The answer is some part of 
the sponsor's advertising message. 
Prizes could be money or merchandise. 

6. People Know Everytlzillg- W. E. 
Long Co. (see o. 5). National distri
bution. Listeners without phones ca ll 
also compete, by writing in questi ons 
for telephone respondents to answer. 
A correct answer splits the deposit be
tween questi oner and respondent. 
Prizes could be either money or mer
chandise. 

7. Wh o's Talkill g? - Hal Tate Ra-

di o Product ions, 831 S. \Vabash An ' .. 
Chicago. Used in over 20 markets. 
Telephone contestants must identif~' a 
" Phantom Voice" by listening to reo 
corded clues. "Mystery photographs" 
placed in sponsor 's store fu rnish an ad· 
ditional cl ue, dra w store tra ffi c. 

8. Radio- I. F. I. Advertising Co., 
Duluth , l\Iinn. Bingo with a new an· 
gle. Listeners make out their own " ra· 
dio" ca rd numbers. if they score. sta· 
tion operators check duplicate cards 
filed in advance. 

Q. How muc h do te lephone give
away programs cost? 
A. Telephone giveaways on network 
cost about the same as lIlyster y pro
grams. \,\Thich means that thev are 
"ery reasonable compared to c~rnedy 
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or yariet),. :Mysteries a t night aye rage 
about $4,000 per I S-minute segment. 
Sample comedies often range fro m 
$10,000 upward. First-~'ear package 
costs for network radio telephone give
aways follow. 

Q. How do telephone giveaways 
stand today in relation to the an ti
lottery law? 
A. Stringent FCC interpretations of 
the anti-lottery law are in abeyance 
until network and FCC lawyers get 
a hearing in fe deral court early this 
fall. Loser will probably appeal to the 
Supreme Court for a Teversal. If the 
FCC wins, here are the conditions un
der which a telephone giveaway would 
be considered illegal: 

Sillg It Again-$3,100 for IS-min
utes. 

Stop the AJusic-$3,3S0 for IS-min
utes. 

(Synd icated telephone program rosts 
yar~' with the size of a particular mar, 
ket. Prices must be obtai ned for indi 
yid ual cases from the package owner~. ) 

1. If winners are required to fur
nish any money or thillg of value. or 
are required to possess any product 

11 0 

A triple play is a bonanza to any ball club ; unfortunately only one 
or two occur a season to gladden the hea rts of baseball fans. In 
PEORIAREA, however, WMBD advertisers get a triple play for their 
advertising dollar many times a year. 

MORE LISTEN ERS . 
WBMD delivers a greater share of the audience .•. more 
listeners in ANY TIME SEGMENT than the next two stations 
combined! 

MORE PROMOTION ... 
To maintain such dominance in a competitive market, 
WM BD's promotion a nd merchandising de partment devotes 
full time to courtesy announcements, newspaper ads, displays, 
direct mail and merchandising publications. 

MORE EXPERI ENCE ... 
V/ith 23 years' experience, WMBD knows the Peoria rea audi
ence . , . beams the right show to the right people at the 
right time. High program standards have brought an in
creasing number of WMBD live shows under national sponsor
ship. 

sold by th e program's sponsor. 
2. If winners must be listening to or 

watching the program to win. 
3. If winners are asked a question 

whose answer was given over the same 
station. Even help in answering th e 
question or a previous broadcast of 
the question alone will be considered 
illegal. 

4. If winners must answer the 
phone in a prescribed way (such a~ 
giying the sponsor's name or product) , 
provided this way of answering has 
been broadcast over the station airing 
the program. 

Adoption of these rules would wash 
out most billgo variations. all mystery 
tune programs (unless the tune were 
played for the telephone respondent's 
benefit} , and all programs where the 
respondent answers the phone with a 
sponsor's name or a phrase. Checking 
through the present telephone quiz 
games at random, the mortality rate 
among those programs would seem to 
be tremendous. 

Q. A re the re a ny t e lephone pro
gra ms on TV, and , if so, who is 
sponsoring them? 
A. There are few such shows on TY 
so far. Here are the network programs 
now in operation: 

Stop th e Music (ABC) , a one-hour 
TV version of the radio giveaway. Ad
miral Corp. and Old Gold have a half
hour each. 

A few samples of local TV telephone 
shows are : 

Telepholle Game (WJZ-TV. New 
York. WFIL·TV, Philadelphia, WGl\'
TV, Chicago). A variation of bingo 
in which winners must circle their tele
phone numbers or the last five digits 

I of their social security numbers. .MC 
asks a question with two possible an
swers. each of which carries a number. 
"\fumerous partIcIpations, including 
American Home Products and Swift & 
Co. 

Name the Star (WFIL-TV ) . A tele
phone sports quiz run by Tom .Moore
head. A jackpot question concerns the 
identity of some present or past star 
athlete. Sponsored by Regina Cigar 
Co. for Hillcrest Cigars. 

Get on the Line (WLW-TV. Cincin
nati). A musical quiz with orchestra 
and yocali:;ts offering minimum jac k
pot of $1,000 in merchalldise. Illsti
tnit'd to offset loss of network shows 
oyer the SUlllnH'r. All participations 
bought by sponsors which range from 
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heel' to gas com'ersio ll hu m er compa
m eso 

Q. What is the difference be
tween radio and TV telephone 
shows? 
A. Goodson & Todman. package pro
ducers o f S top the Mu sic and Hit th e 
Jackpot , find T V telephone giveaways 
no easy job to produce. They report 
a lack of wr iters wh o ca n fralll e ""is
ual questions" th a t lend themselves to 
d ramatiza tion . On S top th e Music, 
elaborate va riety numbers a re the big
gest p art of the show. These cost mOil · 

ey a nd run the price up. A h alf·hour 
o'f Stop th e Mu sic costs So.SOO for 
packagE' lise on T V. 

lliedia researeJI 

Q. Who is doing what in radio and 
TV research? What techniques 
are used? 
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A. l'\ umerous small T\ research or
ga nizations have spnlIlg up si nce TV 
became a JIIaj o r advertising force. 
\ 1any of thelll lack personnel wi th th e 
specialized resea reh hackground e;;sen· 
tia l to th e cOl1lplE'x and many-sid ed 
game of res('arch. Adwrtisers should 
check exactingly the qualifications of 
anv resear('h firm I)('fore dep('ndin~ on 
it for research guidance. Listed below 
are some of the more acti, e finns ill 
TV and radio rei'ca rc h. 

Advertest H('searl'i l, ~e" Bl"lllb\\ick 
an d l\;ewark,.\. J.; measurement of ra
dio a nd televis ion audience habit:- and 

read ions f personal illt('niew,. 
American Research Bureau, \\ 'ash

ilIgton , n. c.: radio and tel(,Yi~ion au
diellcE' llH'aSlUel1l('nt (di ary ) . 

Hobert S. Conlan. Kansas Ci t~· , ~lis
souri: rad io and TV program reporb. 
spec ial sun eys (te lephone coillciden
tal) . 

C. E. }looper. ,;\ew York, radio and 
TV program reports, special sun ('y~ 
f telephon e coincidental). 

.lay 8. Graham I{e:~eareh. Chicago. 
\ ' id e~)d('" rating;;. fluantitati v(' alld 
flua litat in· TV audience rating ~(,\"Yi<:c 

(dial') ). 

WPRO AUDIENCE LEADERSHIP 

GREATER THAN EVER! 
y Compare the 1949-1950 Winter-Spring Hooper 

Audience Index for Providence-Pawtucket with 
the seasonal index one year ago. 

y You'lI find WPRO's first-place audience leader
ship in New England 's SECOND LARGEST MAR 
KET is greater than ever! 

y WPRO's Share of Audience is greater than the 
second-place station by : 

MORNING 
8 A.M.-NOON 
MON . thru FRI. 

AFTERNOON 
NOON-6 P.M. 
MON. thru FRio 

EVENING 
6-10:30 P.M. 
SUN . thru SAT. 

WPRO WINTER-SPRING STATION 
AUDIENCE INDEX LEADERSHIP 

7948-7949 1949 - 1950 

. . . 84.2% 152.4% 

. . . 59.0% 73.5% 

... 31.6% 50.2% 

PROVIDENCE 
BASIC CBS 5000 WATTS 

630 KC. 
Represented by Raymer 
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'\1arket H, 'sf'arch of Clf'\'f' land; ra- I n -luHne Itersonul set 
di o re:,earch for \lid"e,..t !'tation" ad- ~ist elli ll~ 
\'ertisf'r" and agenc ies. 

A. C. \,ielsf'n Company. Xe" York: 
in-home personal set liiOt ening ( Autli
meter allachmenb- ). 

The Pulse. ~ e\\ York: sun eys ill
hOll1e and out -of-home radio li~teni n g 

habit:,: radio TY lIJarket re;;earch ( m('

ter'l. 
Sch" erin Research. ~ew York; ra

dio and TV program testin g and quali
tative research (panel 'I . 

Albert Sindlinger. Philade lph ia: spe
cia l radio and TV surveys (e lectron ic 
l1lonitor) . 

Q. What is being do ne to measure 
in-home personal set listeni ng? 
A. Radio generally has failed to mea
sure a major type o f listenin g: per
sonal listening in the hOllle. Individu
a l set listening goes on in the kitchen. 
bedr oolll. bathroom, den and \,"o rk
shop. Howen·r. stu die,. by Pulse. 
Whan. ~ielsen . American Research 
Bureau. Sindlinger. and others han' 
IJl'ought the indllstry'!" a ttention tu a 

~olU-plaller . 
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Buying Power in centrol Ohio is the 
187,980 WBNS families with income 
of $1,387,469,000, Both local and 
national advertisers know fr o m expe
rience that effective se lling in this 
mark et m e ons WBNS plus WELD-FM. 
They hove the proof thot this station 
delivers the results ot lower cosl. 

ASK JOHN BLAIR 

POWER WBNS 5000 - WElD 53,000 - CBS COLUMBUS, OHIO 

\'as t, heretofore uncounted. audience. 
A typical Pulse survey of in-home 

listening is conducted along the"e lines: 
an interv ie" er makes monthly calls in 
person at homes in 12 l\ew York coun
ties. The roster recall technique is 
used. That is. each membe r of the 
family pre:;ent is questioned about his 
(or her acll\ ities during the fOIlf-hour 
period prior to the interd ewer-s call. 
J f they have heen li stening to th e ra
dio. a listing of shows is presented to 
th em a nd they not e th e ones they've 
heard during that four-hour period . 
Audi ence ('ompo~itioll is also deter
mined by Pulse from tl1f'ir r oster re
call Jata. 

A. C. ~ie lsen measures in-home per
sona l set listening by mea ns o f Audi
meters. ~ ollie 1.500 homes make up a 
representa tive sampling. with 35% of 
th e homes containing more th an one_ 
radio I usually two or thrpc). An Au
d imeter is a tt ached to each set to re
cord per set listening done in the mul
tiple-set home. Findings show that the 
n umbe r of extra listenin g hours is al
most ill d irect proportion to the num
ber of ('xtra sets in th e home. 

C. E. Hooper conducts a coinc iden
tal phone sun e) to determine the 
amount o f radio and TV li stening be
ing done. If the person called is listen
ing to th e raoio or viewing TV, he is 
asked what he's listening to- what pro
gram. what station , how man)' people 
are d ewin g or li steil ing. is there 311-

other radio o r TV set being used in 
the how,.e a t the time the ca ll is made? 
Surveys a re co nducted in Ino different 
markets_ 

The ,,' HO 1950 study. conducted by 
Forrest \\ 'han . reveals th at although 
98.9( ~ o f Iowa homes have rad io_ only 
51.2 (; are one-set homes ; 3.5.6% have 
two sets : 13.2 % three sel:;; or 111 ore. 
The percentage of lIlult iple set homes 
is markedly up ~i llce the 19.:1-9 count. 
WHO also report s that 38.9 % of the 
two-set homes made simultaneous use 
of their radios; 61.8 ~{ of the three set 
homes used two or more simultaneous
l~ , WHO found. 

Q. How do number of radio homes. 
sets, and hours of listening com
pare in 1950 with previous years? 
A. From approximately 28.500.000 
radio famili es in 1940 the tota l has 
ris(~n to nearl y 41 ,000,000 in 1950 
(based on 1950 census estima tes) _ Ac
cordin g to Nielsen, 6 ~; of the increase 
ill radio famili es has com!' within the 
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I NEW STARS I 
I 
I 
I 

IN THE 

SOUTH! 

WKR 
I WITH 

: CBS 
I programs • • • • 
I 

and 
I 

Mobile 
I 

WITH 
I 
I 66%* 
I Population Gain 
I 

MOBILE 1940 1950 

CITY 78,720 127,010 

*METROPOLITAN 
AREA 114,906 190,300 

COUNTY 141,974 227,408 

I ... AND STILL 

: GROWING! 

I 

last three years. ;\ielsen a lso estimate" 
that bl'ca usl' of a n 1:::"5' ( incrl'ase in ra· 
dio homes i ll the last tlln:'!' Yl'ars thl' 
decline in li stf' ning (due to TV I has I 
Iwcn ofIsel. In fact. tilt' lIumber of 
home hours of li st('ning is I'xactl y the 
sanw in January. 19S0 a,:. Ihl' aH' rag(' 
for the prl' \'ious three years. 

Tlris doesn' t take inl o accIJunt li sten· I 
ing to 14.000.000 autolllobil(' radios, I 
Lono.OOo portab le radios. a nd s lIndr~ I 
other out·of·home li ;; t('ning. \or does 
it ('[I'dit the listening to " s('concl ary" 
",ets in th p homc. 

According to an il1l'olllpl l'te ~iel sell 

estimate, cu rrent listcning tota ls 200,. 
000,000 hours da ily as compared to 
156,000,000 in 1946 and 129,000.000 , 
in 1943. 

Out-of-honle Iisten illJ,! 

Q. What is being done to measure I 
out-of-home listening? 
A. A few years ago out-of-home lis- I 
tening was overlooked bv sellers of I 
broadcast advertising. Yet, the Psy
chological Corporati on of New York, 
in a 1948 study made for NBC and 
CBS. found that 14% of all listening 
takes place outside the home. Now 
out-of-home listenin g surveys by Pulse 
provide data continuously on this im
portant segment of radio's listening au
dience. 

Rather than checking only on car 
listening to arrive at a rating, Pulse 
analyzes all out-of-home listenin g
stores. bars and grills, beaches and oth
er public places. Often out-of-home lis
tening habit s are determined by in
home surveys . Typica l is a Pulse sur
vey made in New York during the first 
week of February, 1950, when 2,100 
famili es were interviewed in their I 

homes. They were questioned about 
their radio listening outside their 
homes that day or the previous eve
ning. As a result , WNEW, for whom 
the study was made, now claims that 

I 
I 
I 
I 

NA TlONAL REP. for every six in-home advertising im-

ADAM J. YOUNG I 
~)reSSiOl~s it delivers one out-of-home 
IInpreSSlOn. 

, This summer Pulse will continue it s 

CBS 
I 
I 

JR, INC. 

17 JULY 1950 

out-of-home surveys in 10 markets : 
New York, Chicago, Los Angeles, Phil
adelphia, San Francisco, Boston, Wash
ington, St. Louis, Cincinnati and Rich
mond. Reports for New) ork will con· I 
tinue on a quarterl y basis while semi· 
annual surveys will be made in the 

overall 
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THRIFTY 
Coverag~ 

The great Mid.South, that choice 

lush portion of the Mississippi Valley 

centering on Memphis, represents a 

market of brilliant potential (already 

it's the South's LARGEST trading 

area I. WHBQ, with goodwill gained 

fr o m a quarter -century of sincere 

service, presents its advertisers with 

a splendid coverage that brings posi

tive results for every penny invested. 

The accent is on "THRIFTY," for 

our 5000 watt (IOOO-nig htl WHBQ, 

pounding out on 560 k.c. (first on the 

dial I is rate-structured to give you 

REGIONAL saturation at little more 

than what you might expect the 

local rate to be! 

TELL US OR TELL WEED that 

you'd like additional facts re our 
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. t,\ACiIC 
, IN THE 

MID
SOUTH 

nine other markets. 
The Iowa Radi o Audit"nce S urYe\ 

a:<sesses out-of-home listening in th-e 
Tall Corn state. Conducted annually 
for the past 12 year~ b~' Dr. F. L. 
\\ 'ha ll of \Yichita 1 niH'rsih' for WHO 
Des \10illcs. it 's based on personal In- I 
t<' rviews \\ith O\'er 9,000 Iowa families 
scielltifi{'a ll ) selected from ci tie" , 
to \\ ns. y illages and farms throughout , 
the ,.;tate. The \\'h all ::- urvey pinpoillts 
the importance of out-of-home fact 
finding by re\'ealing in the 1950 sur
Y( '), th at 58.1 (~ of all I owa families I 

have a uto radios; ancl 14.3 ;';) of ali i 
hams are rad io.equipped I. \Hitp. \\ 'HO 
for <"ol11plpte study). 

Q. Are many advert ise rs show ing 
inte rest in t he f ind ing o f ou t -of
home and mu lt ip le se t lis t ening 
surveys? To wha t ex ten t a re they 
using this in fo rma t ion? 
A. Acquainting advertisers with the 
fact that there is an out-of-hol1le a udi 
ence and a l1Iultiple set listen ing audi
ence is an educa tional process. Like 
a llY eduC'atlonal process it takes time. 
S ta tion sales lI1ell have seell signs of a 
g rowing acceptance and awareness of 
thi s plus audience. The faC't that Pulse 
is expanding lnto additional markets 
this summer is added evidence that ad
ve rtisers an' interested. 

I-.·ent iulus 

I Q. W hat's t he trend 
premiums t his fa ll on 
TV? 

in use of 
ra dio a nd I 

A. Strongly up in both media. Tight
er competition alway:; lead" more ad
ver tisprs tu use prell1iull1s and to in
c reased use by th()~e already using 
tll(,lll. The trend. inauguratNI after the 
war, will hit a new hi gh tlti s fall. The 
ava lallche of prelllium offers on TV, 
especially on kid sho\\'s. hasn 't dimin 
ished radio offers ill th e least. Radio 
premiums are il1lportallt as business 
sti1l1ulators in nOli-TV areas. 

The higges t s timulus to the rising 
premi um c urve will ('ome frolll advp[
tisers who Ilave pr('vlo usly used thi s 
lI1eallS o f b) poing sales infrequentl y or 
not at a ll. Backbone of tbp "~o lll e

thing ex tra" hu,;ill ess has al ,,'a) s been 
sellers of rapid turtlovcr item; like soap 
all d various packaged food item5. Pow
e r of the addpd allraction will lure a 
g rea ter variety o f s pon~()rs than here-I 

-

Best Buy in . 
SOUTHERN 

NEW ENGLA.ND 

WTIC · 
"Sponsor Loyalty 

Depends 
Upon Results" 

T he se cu rrent sponsors are 
a few of the ma ny w ho 
have been VVTIC spo t ad
vert ise rs for 10 or more 
years . 

Bulova Watch Co. 

Col gate-Palmolive-Peet Co. 

Continental Baking Co. , Inc . 

Peter Paul , Inc. 

The Procter [;, Gamble Co. 

R. J. Reynolds Tobacco Co. 

The Studebaker Corp. 

PAUL W . MORENCY 
Vice Pr esi d e nt-G enera l M a nager 

WALTER JOH NSON 
Assistant Ge neral Mgr.-Sales Mgr. 

WT IC's 50,000 Watts 
Represented na t ionally by 

WEED [;, COMPANY 
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to fore. Hard-hitting abil it y 1)£ the all" 
medi a to get immed ia te acli on- \\ hi·,h 

, is wha t premium barga ins tr r to forcp 
- \\"i ll a llraet addi ti oJ1[,1 usr r,.. int o the 

fold this fa ll. 

Q. Is th e re any d iffe rence be
tweel1 ra dio and TV pre m iums? 
A. An) thing used on rad io <'a n be 
used on T V, hut T V ofTer;; the oppo r- I 

tunit y to use items th a t "perfo rm ," 
whether they be obj ects tha t chi ldrf' n 
can m auipulate with tlw ir hands, or 
adult premiums with use \'alue. T\ 
can h a nd le a g rea ter va riety of prr l11i 
UlllS because it can o ITe r items tha t re
quire displa y o r demon:; t ration to 

b rin g o ut their p roperties. 

Q. Will the biggest increase be in 
kid or adult premiums? 
A. T he increase will be largcly in 
adult household-type items. T \\"o rea
sons h a \'e accele rated this trend . 
Housewives have di scove red tha t b) 

a nd la rge they get good value in items 
obta ined through premium df'al:-: , Pn'
mium manufacturers genera ll y have 
d iscovered it's good husi ness to give 
hetter values, and toda y most ad n ?r
tisers insist on it. 

The re ~s not likely to be any d e<: reas r 
in kid premiums, th is fa ll o r for sev
e ra l yea rs, because the bumper c rop o f 
1947 babies will be coming of p remi
um age. 

Q. Will there be any change in th e 
kind of programs on which prem i- I 

ums are offered? 
A. E xcept for nigh tt ime sho ws (on 
which premiums have n e\'e r s ucceed
ed ) the re is sca rcel y an y ki!ld of pro 
g ram on which p rellli UlnS hm'en-l bepn 
offe red successfull y, incl ud ing new .. 
and disk j ockey, and there's nothin g 
to indica te a cha nge. But day t im p. se
rials. kid sho ws on radi o, wOl;len's se r- I 

" ice-type programs, kid :-> ho\\'s on T \ T I 
will c ontinue to be the mai nstaY8 for . 
co in and hoxtop deals. There' ll be sti ll 
mo re shows a imed a t th e TV·fasd na tl,·d 
eyes o f yo ungste rs in the fa iL a nd tha t 
will a utoma ti ca ll y opcn up 'more op· 
portunities for en ticing their di mes and 
quarters wi th ga dgets an d gimcracb. 
But just an ything won ' t do- it takps 
testing. imagination. a Il d \\"i llingnei's 
to ga mble a little to brin a' off realh 

I:' , 

success ful premium promotion" to th e 
youngsters. 

17 JULY 1950 

Man builds pipeline 
between buyers and sellers 
Here's a man who can huild you a pipe l ine between 
selle rs and buyers. T his versa ti le "plu mber" accom
plishes res ults with h is carefull y follo wed commcntary 
0 11 thc nati onal scene. 

\ s ~Ir. Maurice A. Hill of the \,Tarrell County Hard ware 
Co. wrotc to Sta tion \\,LBJ , both of Bo"lin <Y Gr een 
K k 

0 , 

elltuc -y : 

'· ~Ir . LeH'is' n ews broadcast co ntinues, as it h as in pas t 
years, to d o a very g ra tify in g sa les j ob for us. 
" The prog ralll is of g rea t va lli e to th e fi r m as a di rect 
sales medium and for the good will and added p rest ige 
it g i\ es us ... In ollr opin io n ;\ l r. Lewis- s traiQ:ht 
forward and info rmal mallller makes his program ~ th e 
best ne,,'seast on the a ir." 

The Fulton Lr wis, Jr. program. c llrrentl y sponsorcrl 0 11 

m ore th an 300 stations. off l" rs loca l ad\'ert isers a reach '
m ade a udicnce at local tim e cost. with pro- ra ted ta le;l t 
cos t. S in ce th ere are more th an 500 ~IDS sta tions, thcr r 
may bc an upening in your local ity. Check vour 
~vI utu nl outlet- or the Co-operatire Program Depa rtll'Wll t, 
Mutual Broadcasting System, 1 110 Broadway, l\ YC 
HI (or Tribune T ower, Chicago 11 ) . 

Dve ra II 
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Q. Will $0.75-1.00 premiums be 
popular on the air next fall? 
A. There's nothing on the current ho
rizon to indica te the ladies still won't 
go for a bargain \'alue at these price". 
But tlwre's a perceptible trend toward 
less expensiye (lITers: e\'e n so, a dud a t 
a dullar costs more. including loss of 
good will. It ems ("osting more than a 
dollar never hav e gone too " 'ell. though 
there are excl:'p tions. Th erf'"11 be mol'l:' 
50c oITers ]1('xt fall. 

It 's different with kid". You don' t 
win the heart of a mo ther \"ith two 
or three youngsters h~ exc iting them 
with premiums that cost more than 
2.5(", especially with the number of such 

attracti on."' on the air. The big deals 
will bl:' lU-25c offers. 

Q. Will self- liquidati ng p remiums 
be used as m uch as heretofore? 
A. Yes. Therl:' will be a hea\) in
crea"e in "facto ry pack;' or point-of
sale premiulll packages. Tlwse contain 
the premium ei ther inside the package 
or hound to it in some waL A "aria
fioll ca lls for the retailer to gi\-e the 
premium with the purchase. These of
fers are sometimes plugged on the air. 
But these deals won't decrease the use 
of radi o and TV since in most cases 
they represent add itional use of premi
ums rather than less. 

SOUTHWEST VIR~INIA'; tJituuuvI, R~DIO STATION 

1949 BMB 
Day- ll0,590 families ln 36 counties 

Night- 85,830 families in 31 counties 
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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 

Q. Are many new advertisers turn
ing to premiums? 
A. Yl:'s. ~lost of them are manufac
turers of quick turno\'er items. Mak
ers of candy and chewing gum. for ex
ample. are turning to th e "something 
ex tra" appeal. But there's a definitely 
growing intere"t among makers of ap
pliances and other long-lasting items. 
\' umerous smaller finns throughout 
the coun tr~ "ill be trying for extra 
sales "ia prl:'miums- Ihey"re impressed 
wi th results that higger finns seem to 
get \"ith bargain incenti\'es. Some of 
this activity \\'ill be reflected ill local 
radio and TY promotions. 

Contests 

O. What's doing on the contest 
front? 
A. Other net works agree with ABC's 
Ted Oberfelder, ""10 sa~s: "Conlests 
on radio are generally al the same le\'-

, el as the\ haye been in recent years. 
There i~ the u"ual peak in Sep tember 
when shows ('ome back after the sum· 
mer hiat U!" . and til(' usual summer 

i slump.'" 
---

WLEC 
SANDUSKY 

OHIO 
" TH E HEART OF OH 10'S 

VACATION LAND" 

Call Everett-McKinney 

lor details on the hi-

hoopers and coverage 

01 one 01 the best buys 

In radio today. 

A PLUS MUTUAL STATION 

SPONSOR 



Q. Why do compa n ies run con
tests? 
A. For onp or a cOlllbinat ion of the 
following reasons: 

1. A straight n1Prchandising scheme 
to move goods. 

2. To h ypo listening or viewing fo r 
the sponsor's program after its rt'lurn 
from the sumlll er hiatus. 

3. To boost a program rating at am 
time of the year. I 

4. To help local distributors build 
store traffic. pncourage closer manufac
turer-distributor relations. 

S. To get some idea of a show',:. pop
ularity, other than a mere rating. 

6. To promote a new product or re
vive an old one. 

Q. How does a sponso r go about 
setting up a contest? 
A. Usua lly the manufacturer works 
out the gcrm of an id ea for a co ntpst. 
then turns this oVer to his advertisillg 
agency, who, with the assistance of ali 
experi enced judg ing organization. 
works out the details of the plan. 
The advertising ageny will work 
out the copy and th e promotion: 

• the judging fi rill works (Jut the rules 
and mechanical details of judg ing. The 

SARATOGA RACING 
ASSOCIATION 

SARATOGA, N. Y. 

selects 

WROW 
TO BROADCAST 
the Exciting Harness Races 

For its 1950 Season (Exclusive) 

YOU will do well 
to select WROW 
for New York's 
3rd Great Market 

It costs you less per thousand 
lis teners on WROW 

Ask 
THE BOLLING COMPAN Y 

5,000 Watts. 590 K.C. 

~WROW~ 
ALBANY, N. Y. BASIC MUTUA L 
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judging organization i~ thus in th e pic
t ure to take over the complete respon
sibilit y for l\Iail handling and judging. 
One such finn is the Hpuben H. Don
Iwlley Corporation, ~OS I~ast 4Sth 
Street. \cw York City. whieh has .\ 
rep utation for handling about 7S~~ of 
all national co ntests. 

Bes ides taking oye r the clerical re
sponsibi lity. the DOllnelley Cor pora
tion is the sponsor 's " insurarrce poliC) " 
i ndemrr i fy i ng thcm against claims of 
erroneous or illlpartial judging. [very 
contest forma t is pxaminf'd by them 
frolll the lega l angle. and by reason of 
their experienc(' they arp usually in a 
positioll to gauge its possiblp success. 

Q. Are there any general rules of 
thumb in running contests? 

~ 

A. Yes. Hen ri(,lta D,n-is. Conte~t Oi
rector of The I{ ('uben II. Donnelley 
Corporation. li ~ts a few: 

1. TIre amount spent on media pro-
1II0tion of a cont~s t should 1)(' rOllghh 
{),-e tilll~s tIl(' total amonnt spent 011 

priu·s. If the contpst ff'atures SSO.OOO 
in prize~, for instance. promoti on px
pensps ~h ould total about ,~2.s0,000. 

2. Spread promotion 0\ f'r s('verai 
lI\edia, not just one. Psually radio and 
newspapers and lIIagazines a r~ used. al
though sOllie spon50rs might also use 
billboards and car ca rds as \\ ell. 

3. Kpep thp \';iggf'st part of th e ('on
te~ t promotion at thp. dealer level by 
distribu tin g entr~ bla nh through th ~l1l. 
supplying advertising mats for cooper
ative local advertisi ng. Supply or en
courage store displays which ti e- in 

radio stations everywhere 

but only one ... 

III your ,eart:h for r:1<lio n·'lI lt,. t;lh' a 101l l.! 

look at \\"5:"11. tlt(· ,tation witlt I"mer to t:on:r 

it- m;u-ket aud pro:.(r;lInminj! Ix.'r,ua,in·nl·" to turn t:(I\ <'r;II.!<' Intll 

li,tener" And for convincill~ evidence of \\'S:"II\ ulliqul' prol.!r;nn 

and talent I)<ttential. focu, on thi , f:lct - in addition to re~ular sta

tion Itu.;iness. \\'S:"II i, currently migina[ing si_,[C{'" 1It"[II'ork In "IP'IU\S 

weekly, Do you kllow of :lnother ,t:llion anywhl're with the quality 

and quantity of talent to do that kind of job? \\'a nt more facts? 

Ask In-illl! \\' aUl!h or any Petry m:lI1_ 

CHAR CHANNEl 
SO,OOO WATTS 

tu.1tlh'STONE 
G.".tO' Mo"og" 

I ~ "ING WAUGH 
(0""""'('0' Mo"og" 

EOWARO P(TiT & CO 
Nl)t.ol'io' It,p"""'or ... 
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"i th the co ntest. 
4. Look m er th e contest fi eld care

fu lly before launching you rs. Xo po int 
in gett ing ··Iost in th e shuffie" o f big
time contests- if you can help it. Since 
contest opening da tes are usually strict · 
ly se('ret, the chanees of advance walll
ing a re !'Iim. hO\\"e\'e r. 

5. Launchillg a contest through a 
continuing program is more e fIeeti\'e 
th an using spot announcenH>nt~. 

Cl. Arrange ) our prize budget to pro
\-ide a single large prize and lIIan ~ 

smaller ones. Large olle makes good 
copy. lIlan\ :-mall{'r one" en ('oura~t' 

l'onte:-tants to belie\-e they ha,-e a win
ning chance. 

FA LL FORECAST 
(Colltinll ed /1'0 111 page 3 1) 

and ~Iid\\ est cities this summer wi th 
Felso, a s) nthetic detergent. 

Dial ( Armour ) and S weetheart 
Soap (~1anhatLan Soap ) do well re
gionall). The) ' II be using the air this 
fall. Spot acti' ity i:- evidenced, in ad
dition to the Big Three, hy Cuticura. 
Pears. Dial. and others. 

Most Potent 
sales force in all Alaska is 

the powerful KFAR-KENI combination. 
No other advertising medium can as ef
fectively tap the new riches of this fast
growing new market of above-average 
consumers. 
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This modern farm 
implement display room at Sunset 

Mot ors in Anchorage is typical of booming, bustling 
Alaska. Whether it's farm eq uipm e nt , e lectric razors 
.. . deep freezers or home permanent wave sets, the 
NEW Alaska is a big an d growing marke t for them all! 

14. Dentifrices, hair preparations, 
razor blades, shampoos, shaving 
preparations will be active in radio 
and TV come September. There 
should Iw quite a scrap among the 
dentifrices. with e,-eryone's eye on the 
381 ~ that Colgate. paste and po wder. 
has garnered. P epsodent can be 
looked to im est heavil y in advertis
ing. Amm-i-dent (Block ) does hard 
and in telligent advertising. Some 
h rands that will come in for spot treat
ment include Arrid (Carter Prod ucts ) , 
Doeskin Tissues, Cutex Manicure Spe
cialti es (A'ortham Warren), Marli n 
Blades. LaFrance ( General Foods). 
Ajax CI{'anser and Halo Shampoo 
(C-P-P ) . Vital is and Ipana tBristol
:\1) ers ) _ ~I enll en. Drene. Halving of 
the 20'/; retail tax on toiletries would 
bring more afhertisillg thi s fall. 

15. The cold remedies will flood 
radio and TV, espec ially the former. 
during th{' fourth q uarter. Eyeing the 
night hreaks. dosing on periods from 
earl iest morning marginal time to late 
night are such advertisers (practicall ) 
all of a seasonal nature) as Dokin . 
Lydia Pinkham. 4-\\'a y Cold Tablets, 
Antamine_ and Bromo-Quinine Cold' 
Tablets (G rove). 1\1usterole, Pertussin 

, (Seeck &: Kade). Feen-A-l\lint ( Phar
I maco ) . Scot(s Emulsion (Eno-Scott &: 

Bo\\ne). Dr. Pierce·s Golden :Medical 
Dis('overy (Pierce's Proprietaries '), 
Anaci n_ Hitrs and Guards Co ld Tab
lets ( \Vhi tehall ), Vick , Hadacol (Le 

I BlalI(, Lahs.'! _ Ex-Lax. Rem (Maryland 
Pharmaceutical), B. C. Headache Rem
edies. Stanback Headache P owders. 
Saraka (lnion Pharmaceutical), Ome
ga Oil ( Block Drug) , and Luden's 
Cough Drops. 

Se,-eral of th e:,e regulars. buoyed by 
the stabi lity of drug sales and oppor
tunities \-ia radio. will be using the 
medium more vigorously than hereto
fore. Proprie tari es are experts 011 spot 
and tlwir {'a rty activity thi s summer 
indica tes their feeling that good a,-ail
ahilities "ill he hard to locate later on. 

Firms li ke Sterling Drugs are ex
pressing their confid ence in radio with 
52-"f'f'k renewal" . 

16. Emergence of TV appears to 
have stimulated newspaper-bound 
department store advertising de
partments to a full look at the air 
media. BeLLer businf':' !' may speed the 
endea,-or. The \' ]{])CA Controllers 
Congress predit'led ill June that retail 
"usilw'-" would flonrish throughout the 

SPONSOR 



fall. with the following facton; chiefly 
responsible: (1) impact of Veterans' 
Insurance dividends, f 2) heavy huy 
ing of home furnishings. 

Today the department store is high
ly cost-conS<:'ious and is in a mood 10 

l~lake his advertisi ng dollar go as far 
as possible, regardless of tradition. III 
this atmosphere. such studies as those 
made by ARm. showing the sales ef
fec tiveness of radio vs. newspapers at 
point of sale, may be closely examined . 
So will the staggering examples of TY 
selling ahility. 

Expressing the problem of the (Ie
partment stores, ill 1948 the) kcpt 3.8¢ 
of every dollar taken in; in 1949 2.7¢. 
S uch expediencies as fewer sa les peo
ple, poo ling of stockboys. departlllC'nt 
mergers. sel f-sen·ice departments, ship
ping pools are being tried. No one can 
deny that the department store is in a 
squeezc. Along with the cut-('o:;t ef
forts. the stores can improve their net 
by using advertising to greatest effect. 
The NR DGA and BAB are helping 

LOCAL 

n ~~~e~~~~I~~n~ ~ation:1 II shows. Ask about THE DAYBREAKER 
•• , FAVORITE FIVE. 

m ~.~~.' 9,~~ ~.!9HN~.; ;.;" 
LUCKY 7. BEST BY REQUEST. 

m ~.~S.<?.~~~lr!.EL .,": .. 
" p !IOS Mutual 's array of stars. 
~, 

PACK 

EI 
FOR ADVERTISERS ON 

IN ROCHESTER, N. Y. 
Represented Nationally by 

WEED & COMPANY 
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open department store ('yes to the val- I 
nes of the air medi a. :\ growing num
ber of ('ase hi stori es are now 011 rpcord 
and available for p<'lusal. 

17. Home furnishings are rac king 
up record sales thus far in 1950 011 
the wings of the home huilding b00111. 
For example, Bigelow-Sanford Carpct 
Company reports 19;;0 second quarter 
salcs 40 /~, alwad of the equi,"alcnt pe
riod in 1949. 

Mohawk, Armstrong, Pequ ot :-;Iwd~ . 

~Jazda lamps, Rit tint and dy<'s and 
Shillola shoe polish (Best Foods) are 
just a few of the dive rsified products 
that will hit the airwa\'es this fall and 
\\ inter. "'lany new Hallles will bc added 
with the pickup in departlllcnt stor(' 
air-consciousness. 

18. Business couldn't possibly be 
this good, is th e hest way to dcsnibe , 
thc situation in this eategory. In e,i- , 
dence, some (i.noo.ooo TV sets will he 
manu£actured (a nd sold) during 1950, 
and COl11mander E. F. McDonald, Jr.. 
president of Zenith. predicts that the I 
production rate during the fall quarter 
will be 600,000 units monthly. ]n I 
March, 423,000 washing machines 
were produced. an all·time record. Ra
llio set demand i:-; substantiall y :-;trung
er than 1949, particularly in table and \1 

portable models. Vacuum cleaners, 
I phonographs, refrigerators, dish wash
I ers, irons- home appliances of all sorts 

I 
are being sold hand over fist. 

The big TV set manufacturers like 
I Philco. RCA. DuJiont, Adlllirai. Ze-
i nith are putting astronomic sums into , 

I 
advertising, Spot radio is getting a I 

share. though not as much as it feels it 
I deserves, and so is network radio. 

You can look for increased air activ- ; 
ity by the home appliance field. He- I 
tai lers like Dynamic Stores are appro· 
priating in six figures. too. Deep 
freeze units. stra ngelr missing from 
the air, may scize their golden oppor
tunity. All in all, yo u can look for ex
citement here. 

119. The boom in home furnishings 
and appliances grows out of the 
boom in home building. Families 
have increased in prodigious numbcrs 
since 19·.J.(>; there was a se,-eral yea r 
lag in the home.huilding program but 
that's all over now. April and "'by 
both were reco rd-hreaking months for 
homes going up. Al'l'o rdin g to all in
dications. the res t of the) car will be I 
as strong or stronger. 

Chal'it';} tegin!J 

at hOlne 

Let's spend our Marshall Plan 
money building this country so 
strong and financially sound 
that other nations will of their 
OW1l volition demand republican 
forms of government rather 

than seek security through com

mUnism. 

Let's lead the lI'orld by example, not 
by bribery or force. 

7~ r1'tt ~ Stati<ut4 

.,aa'I'03;lit;) 
". 5 KW DAY ANACONDA 

/ • I KW NITE BUTTE 

V~V MISSOULA 250 KW 

MONTANA r} 
,'OT O.\'E, aUT SEVE.\, .U,I}OR INDUSTRIES 

119 



in Dollar Value 
• 
~ 

NASHVILLE 
7JecauJe 

.. >
t-
V 

u 

co 

~Oll) I" 
~z>-o-w 11)11) 

J::::> 

>< w 
0 
Z 

Represented By 

FORJOE & CO., INC. 

,..., 
cO 

0 
N 
N 

..Q 
N 

,..., 
iii 
N 

"tl -0 
Q) .g "0 
'" Q) ... 
"0 Q) 

0 E 
>- i= 

T. B. Boker, Jr., General Manager \ ........... "... ~ 

-~Y.ff.K~p JA~; 

120 

Ad, erti:-illgw ise, the grea test illlpor
tance of the home building craze is the 
eITed on furnishings and appliances. 
But there are the U.S. Steels. the Johns
Manvi lles who use th e air and others 
who might. Some material shorta~es 
111 a y slow the home-building boom: 
lumber. cement. heating and radiation. 
None ha ve reaf'hed a critical stage yet. 

20. Despite our peak in spendable 
income, all is not well in the cloth
ing fie ld. Constantly nS1l1g costs 
coupl ed with a wool shortage are caus
ing distress. As in the soa p fi eld. wht're 
sy nthetic detergents are sWf'eping the 
field. in tht' clothing industr y the syn
thetic fihrt's, rayons, orion , nylon. Fi
bre V, are cha llenging the wools. 

Tn ea rly summer. Textron Inc. dis
continued its men's wear operation 
with the explanation that constantly 
rising cosb . widespread throughout the 
industry. forced its hand. 

\Vomen's apparel. it seems. hasn't 
been \\'ell served by recen t fash ions. 
The demand isn't as enthusiastic as 
economic conditions 'fa rrant. although 
recent months show a marked upturn 
in sales. Fur sales hav e been on the 
dod ine. hut there's some hope that in-

, dustry advertising action may mark an 
upward trend aga in. 

Childn'n's shoe firms have taken to 
TV. Both lntemational Shoe and Sun
dial Shot'S a re usin g net work. Tom 
MeA n Shoes is a hot prospt'ct for spot 
radio thi s fall. 

Hobert Ha ll will have a huskier-than
ever schedule this fa ll. Bond Clothes. 
Howard Clothes, and Trimount won ' t 
invest as mu('h ; hut th ey' re not over
looking any bets. 

2 1. T he expectation that the ex
cise tax might be lifted, or halved, 
hasn ' t helped iewelry sales. In the 
watch field. the Swiss are givi ng the 
domestic firms quite a care. Hu lova 
will maintain its traditional advertis
ing leadership. both in radio and TV. 
sparked by its astu te broadcast expert. 
Fritz Sny<lt·r. Benrus and Jacoby-Ben
der (watch bands ) show definite inter
e~ 1 in spot. 

SJ.la rked by radio, lighter sales Ila,"e 
risen l.OOO j ; in 10 yc:a rs. Impu rts 
threaten. hut hutane gas lighte rs 
(Brown &: Bigelow. Stratford Pen. etc. I 
may sa ve the da y. Ronson. which dom
inates the fi eld with $32,000,000 in 
sal('~ during 1949. will start worrying 
next year. Its " press lighter" patent 
runs out ill 19S2. 

Eversharp is most active in the raZQr 
field. It will continue on the air. The 
health of th is fi eld during the four th 
quarter is linked partly to what hap
pens to the excise tax. partl y to the 
push that manufacturers, d istributors. 
and retai lers put hehi nd their luxury 
lines. 

22. Profits are expanding; busi 
ness is exceptionally good in this 
field. One important advert ising man
ager told SPOl"SOR that this year his 
firm is rubbing its eyes at its prosper
ity. 

Fire insurance placement has 1110,'ed 
ahead hy leaps and bounds since war's 
end. To add to tht' prosperity, rates 
have increased wh ile fire losses have 
lessened. os they always do in good 
times. 

This is a g reat year for stock bro
kerage finns like l\l errill Lynch. Pierre. 
Fenner &. Bean e. Don't be surprised if 
) ou find a few of the more daring bro
kerage houses experimen ting with ra
dio and TV thi s yt'ar. They have the 
money to do it during 1950 ; they 111 a y 
not have in 1951. 

Auto finance companies are doing 
extremely well. refl ecting high auto 
sales. larger unit loans (due to higher 
prices I, and increased auto insurance. 
including compulsory insurance in 
some stales. 

In the life insurance field, firm s like 
Prudential, Equitahlt', Xl etropoli tan 
ca ll he counted on to reach their 
every-home prospect via radio and TV. 
They 've done especiall y well in recent 
years with radio. 

23. The railroads are earning more 
money this year than last. Efficiency 
has been increased with g rea ter use of 
diese l engines; freight rates are lip. 
r ITsettillg wage increases. Southern Pa
<.'ific made $12,000,000 net the first fivt' 
months of ] 950. against .... 6,000.000 in 
the same 1949 perit1d . The a tmosphere 
is good for air adyertising, par ticular
ly since the diverse li nes seem to like 
the Railroad Hour. Rai lroads ha ,'e 
heen notoriously poor air ad,"e rtisers. 
hut the combina tion of the lIetwork 
hour, radio spot possibilities. and TV 
may draw thelll in. There's plen ty of 
slTutin y (,f the , 'isual medium in rail
road cirdes. 

Ai rl ines ~hf)u l d ha\"e an affinity for 
the ai r. hut ha\'en' t. Wi th roaeh sen'
ice gai n ing favor , a nd call ing fo r larg
er "olume of traffic, u(h'ertising wi ll be 
intensified. But air ad-manage rs seem 
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GROWING 

GROWING 

GROWN 
#QI(/7UJt~KgJ~ 

MORNING PERIOD' 

PLUS ... 
a 14.8 Over-all Audience 

Increase Since 1949 

ANOTHER BONUS 
FOR ADVERTISERS •.• 

Special merchandising 
department for extra 
promotion of sales. 
• January. February. 19 50 Hooper 

WAB BAM 5,000 Watts 
FM 50,000 Watts 

AMERICAN BROADCASTING 
COMPANY 

OWNED AND OPERATED BY 
THE MOBILE PRESS REGISTER 

NATIONALLY REPRESENTED BY 
THE BRANHAM COMPANY 

Caroline Ellis, talented I5-year 
veteran radio personality, directs 
the KMBC-KFRM " Happy Home" 
women's commentary program. 
Gifted with a _ 
wonderful 
voice and a 
rich back
ground, Caro
line Ellis is one 
of the best 
known woman 
broad cas t e r s. 
Repeatedly , Caroline Ellis 
her program 
has the highest rating of any wo
man's program in the Kansas City 
Primary Trade area. 

Caroline is sponsored by the 
Celanese Corporation of America, 
and has just completed a success
ful campaign in behalf of a re
gional advertiser, with seasonal 
business. 

Contact uS,or any Free & Peters 
"Colonel"on her two availabili ties! 

•• t · ••• 

KMBC' 
of Kansas City -

KFR ,.M 
for Rur,a' I(~nsas 

17 JULY 1950 

to han> found the prillted llIedia trail , 
I and lo!-t radio and TV ill the ~hume. 

\laybe fall 1l)5tl \,'ill change tilat. 

I 

There's a ,,-ide-open opportunit) in ra
t! io and TV for t he a i rli lies. 

The whole travel illdustn feels itself 
dra \\ II to TV because of it:" l'isllal ad-
vantaf!cs. What it does ahout it for the 
present is questionable·. 

Southel'll tra\'Cl \\ ill he hea\) this 
fall and \\ iuter. Adn·rti!'illg. Illailll) 
newspapel', will pu,.h the idl'a. 

24. Books are in a slump. Maga
zines are fi nd ing the going rough, 
although ne\\ produds like Quick :Irc 
finding publi(' favor. Both books and 
magazines haye found radio all excel
lent antidote for a ~ales !'lulllp and are 
u~ing the lIlediul1l fr l'(plt'llth and well. 
'\lagazine~ like I/olidar , Ladies' flom e 

I 
journal and Sa turday Evening Post 

, merchandise regularly yia the air. .\l3c
Fadden Puhlications are experts, too. 

: In the book fi eld. Duubleday . .3imon &; 
::'chuster, and mall) others hav e foulld 
radio a highl) effective direct-sale~ n]('
di Ulll. 

I l\Iovies are experiml'lIting with T\'. 
and so far ha\'1' found in :\ew Havell 
and Philadelphia that teaser campaiglls 
on TY ha\'e a revitalizing effect on at
tendanre. Much more ac tivity will be 
seen as the moyi e indll~tr} struggles to 
emerge from its d()ldrums. 

25. It's turning into a buyer's mar
ket. Until last year the farmer couldn't 
get a new tractor without waiting a 
period of from four to six months. 
With production 1l)J alld the peak post
war demand past. farm equipment 
manura ('turer~ didn ' t do too well early 
this year. Hut sa les are good this sum
mer. 

" ' ith farm income three times pre
wal'. and I.'n()1'11101lS liquid sadngs. thp 
opportunities are there. But now thl' 
farmer is pic king and choosing-a sit
uation made to order for advertising. 

~'lan) studies ha\-e re\-ealed the par
tiality that thl' fanner shows for I'adio. 
In TV areas he's gone in for viewing. 
too. But his radio loyalty doesn't wa
ver; he depends on it for dail) stock 
reports, wea thl'r reports. and man y 
other services, not to mention elltl'r
tainment. It's a wonder that some dcpp 
freeze manufacturer doesn't cash in on 
Iris preference for the medium. 

I This fall A Ilis-Chalmers, I nterna tion-
al Harvester, Keystone Steel and Wire 
may find company in their own field 
as they beam toward the farml'r. 

To Cover 
the Greater 

Wheeling (W.Va.) 
Metropolitan 

Market 
you need ... 

WTRF 
High Hoopers (Avg. 24.5) 

Low Cost 
The ECONOMICAL way to 

SELL 
The Wheeling Market 

Check 
THE WALKER CO. 

L~tters to recall 
in the Los Angeles Market 
when you buy time 

eeps 

udieJI(es 

. . 
lstelll JIg 

Jl 

Affilia te of the 
Liberty Broadcasting System 

In Los Angeles you hear Major 

League Bazeball first on K A L ! 
For data on other firsts ask 

K A L I 425 E. Creen St. 
Pasadena 1, California 

RYan 1-7149 SY camore 6-5327 
Call Representat;ve Schepp Rein er Company. 
II W. 42 Street. Now York - Bryant 9·5221 
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Fall trends 

We've been ,,,orking oH,rt ime a ll 
fac tfinding for this FALL FA CTS h sue. 
:Many of the facts and trends we un
co,'ered seemed inevit able; others hit 
u;;; with the impact of an ice-cold show
er on a hot day. Out of the host of 
facts we've collected for this ;;;ponsor 
and agency indoctrinating session here 
are some that stand (Jut: 

(11 There won't be an y dearth of 
nigh ttime radio this fall. There will 
be f{'wer expensive nighttime network 
shows : but there will be just as much 
network time sold ... more national 
spot sponsorship than ever before. 

(2) The several hundred radio sta
tions that get the bulk of national spo t 
business will find themselves ,.,.ith ea r
lier morning (marginal tillw) nation
al sponsor;;; than heretofore. Their big 

job will be to find time for all the im
portant ach-er tisers who want to lise 
their facilities, morning. afternoon , 
and n ight. 

(3) Dun't worry about gettillg on 
NBC-TV ur CBS-TV this fall. Their 
:;pollsorable hours are jammed practi
cally solid. Of course" there's always 
the chance that somebody will change 
his plans. DuMont and ABC-TV look 
like sellouts, too. 

(4) Individual stations will feature 
many more particIpation (multiple 
"'ponsor) radio programs, often on th e 
advice of th eir national representatives. 
1 f your campaign calls for inclusion in 
participations, don ' t overlook the as
"istance that the individual station can 
give in integrating your commercial 
i nto the shows. 

(5) You may find it hard to clear 
time on network stations; remember 
that many independent stations are do
ing a grand job of holding and increas
ing nighttime as well as daytime radio 
audienees. For some assignments 
they're the best to use under any cir
cumstances ... but the ones YOll pick 
must be carefully checked by your 
timebuyers. 

(6) If you're interested in spot TV 
this fall, your best advice is to call in 
the TV national replesentatives and ex
plain your problem. 

Local opportunity for sponsors 

The recent Prill lers' J nk analysis of 
1949 advertising expenditures, C0111-

piled by H ans Zeisel of ~1cCann-Erick-

Applause ' 
They all pit~hed in 

In 19M), wlwn the idea of a m<lga 
z ill(' nan1('d SPONSOR was bei ng aired. 
eyeryone said "great!" But th ere ,ras 
a l" a,,, a r{'servation: ,,-o ul(l national 
ad, (' rti ,=e r:;. ap:encies, net\',:orks, rep re
",clllat i, e". and others in the fi('ld eo
opC'rat(' to prcn id(' the down-to-ea rth 
facl:-; and fi gures ill whi ch SPO:\SOR 

:,a id it "oldd speciali ze'? 

T()da~, four )C'a r" later, thC' indus
tr ~ kllO\\ show dfC'(,tiye\y SPO:\SO R has 
r1 isl)('lkd tlw aura of Illy ;; tery that Itas 
krpt mall)' an adwrti ser from usillg 
the a ir nH'dia. II ha"lI ' l always bcell 
('a",. and" r've tread Oil mallY a toC'. 
But IlO 101lgC'r is broadcast ach C'rtising 
tl1(' g rC'ut ullkllowll. l\iot on ly s pn\'soR, 
bUI olll('r arhnti"illg trade puhlica-
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lion ~ . arC' profi tillg b~ the increasing 
willingness of advertisers to tell what 
t\wy're doing, why. and to what effect. 

In our Opillion, this FALL FACTS ]s
sue is the c rowning example to date of 
th e growing tendency to sha re in for
mation aho ut hroadcast advert isill g. 
The wcalth of guidance contained in 
Ihis issuC' is by courtesy of a host of 
national advertisers, key agency exec
uti,"C's, nati onal sta ti on representati,-C's. 
trallsnipti oll firms, TY senices, sta
I ion man agers. They gave freC' ly 
(soll1etimes agai nst tlteir "df-in lerests I 
10 S I'O!\'SOll'S 10 reporters who~(' job it 
was 10 ga th er, evaluate. a lld intnprd. 
If you profit by the issue. yuu can 
credit Ill(' "cxchange-of-illforlllation 
('o llcrpt." 

We ca ll't name all who gellerou"l ) 

son. points up an excellent adyertising 
opportunity for local sponsors. 

,Vhile newspapers rang up the whop
ping total of $1,440,000,000 in local 
advertising, radio registered only 
$244,600,000- or a ratio of roughly 
6 to 1. 

As ~laurice \litchell , Director of the 
Broadcast Advertising Bureau, has 
puinted out , local and regional mer
chants and their advertising agencies, 
wedded to the traditional concept that 
newspapNS are their staple advertising 
medium, have more often than not 
closed their eyes to the radio facilities 
in their communities. 

Yet there are nearly 2,000 standard 
(A M ) radio stations and some 900 
FM stations daily pouring their pro
graming into close to 100% of all the 
homes in your market. The aggregate 
effect, according to a 1948 nation-wide 
sunrey by Fortune, is a preference for 
radio in the average U. S. home far 
ahead of the second recreational fa
vorite. The ARm point-of-sale sur
veys of sales effectiveness. newspapers 
vs. radio (see Air Power section in this 
issue ) credit radio with bringing in 
twice the traffic, nearly three times th e 
dollar sales of newspapers. 

Here's our fall suggestion to local 
advertisers: competition is growing. 
You can use a fresh approach in your 
advertising. Challenge your local sta
tion to produce a campaign that will 
~how more results per dollar than you 
are getting via other media. 

contributed to this buyers ' briefing 
project: but we'd be remiss if ,,-e 
didn't list the following: Tom Flana
gan, Jerry Bess, H. Preston Peters, 
George Abrams, ~Iaurice l\Iitchell. Bill 
Ryan. Henry Clochessy, John mair, 
.\like Dann_ R. D. Partridge. Tom Sla
ter, Jack Yan Volkenburg. Joe Weed, 
Linnea i\elson , Gerald Lyons, Ade 
Huit, JeJ(' Bloom, Ed \laddell. Bob Kel
leI', Duke Rorabaugh, Art l\ielsen. 
Louis Engel, Ed Grunwald. T cd Ober
felder , Paul Raymer, Fred Ziv, Cy 
Langlois, Ted Cott , J ake Evans, nail 
Denenholz, Harry reellC'Y. Les Biehl. 
Frank Zuzulo, Hans Zeiscl, Carl Burk
land. Art DOllegan, lkrt Schwartz, 
110bert ~ 'kFadyen. Lancc Ballou. J1 :u
per Canaille. I·:d Reew, Jose di Do
nato. 
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Tot~I Weekly Family AUdience 
2; t DAYTIME 

WT AG with J 36,570 
delivE:rs I J 3 % more families than the 

cl.,sest second station 
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