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TELEVISION IN THE WHAS TRADITION 

"WHIIS-TV News" 
\VHAS-TV offers the top news show in Louisville, 

featuring the city's first and only TV newsreel. 

Each day \VHAS-TV cameramen cover the top 

news stories in the Louisville area, and the films 

they take are processed for showing the same night. 

The result is lively and timely local coverage 

.. "Today's News Today". 

In addition to local film highlights and guest 

appearances, a complete local, national and 

international round-up is presented by \VHAS 

News Director Dick Oberlin and Pete French, 

Kentuckiana 's two best known newscasters. 

The show is the work of the same outstanding 

news staff (now expanded) that in 1949 was voted 

the best newsroom in broadcasting by the 

National Association of Radio News Directors. 

"Flyin9 Saucer" makes its News Diredor 

DICK OBERLIN 

first TV appearance on WHAS-TV News 
On his way to cover a routine assignment, on alert 

WHAS- TV cameraman saw- and captured on film 
-this unique movie shot of the so-called "flying 
saucer". WHAS- TV viewers sow the movie as port 
of their WHAS-TV NEWS, "Today's News Today". 

A Basic CBS Affiliate . .. 
and the Cable is coming in October 

VICTOR A. SHOllS , Director NE il D. CLINE, Sales Directo, 

REPRESENTED NATIO NA LL Y BY EDWARD PETRY AND CO . • ASSOCIATED WITH THE CO URIER ·JOURNAL & LO UI SVILLE TIMES 



How much is 
radio worth? 

2 0 ,000 weekly 
BBD&O spot 

placements 
sets record 

Battle looms for 
so luble coffee sales 

Trend to suburban 
stores brings 

new ad strategy 

TV in Canada 
by 19S2-maybe 
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Radio' s true worth. subject of much~zzle!!!ent~ adve rtise r s . i s not 
100% assessable at present. Big obsta cl es are lack of concrete infor
mation on long-range TV influence on listening. lack of common denomi
nator in weighing radio and TV worth in rel a tion to b l a ck and whi t e 
media. In this issue (see page 24) SPONSOR suggest s a y a rdstick for 
basic compa rison--the number of minutes ea ch gets of a n individua l' s 
time. 

-SR-

In a compilation for SPONSOR. BBD&O (largest spot r a dio a gency) esti
mates that its we~~E.£t rad.!.£-Elacements. counting each a nnounce
ment or program as one unit. comes close to 20.000 for ne a r l y 50 
c l ients. In TV. the figure runs 500 weekly units for 35 clients. 

-SR-

Pr ominent on the air thi s fall will be Minute Maid and Snow Crop solu
b l e coffees. both rac~~natio~al distribution and consumer pref
e r enc e. both showing a partiality to TV. But fast increa se in mar
kets may bring radio into picture. Soluble coffee has economy edge 
over vacuum-packed variety. Whole field of juice and beverage concen
t r ates will be hopping this fall. 

-SR-

Radio may be !?~iner from trend toward suburban shopping and erec
tion of branch department stores. In one city where depa rtment 
st ores are strictly anti-radio. suburban bra nch of top store ma y b e 
f or c ed into mediwn beca use another outlying store uses air strong ly. 
1 950 census reveals tha t throughout U.S. big population expa nsion is 
in s u burban areas while big cities lag. 

-SR-

Canadian broadcasters don't expect any TV in the Dominion until 1952. 
when s t ations should be on the air in Toronto and Montre a l. But such 
citi es as Winnepeg. Vancouver. Edmonton aren't expected to be TV mar
k e t s until 1955 or later. Situation between government-owned CBC. 
whi ch wants to control TV as it does radio. and private broadca sters 
hasn't speeded the medium. 

-SR-

FM going up Don't write off FM as a medium yet. Besides transit r a dio a nd store-
in Iowa casting. it's showing vitality elsewhere. For example. WHO study of 

Iowa l istening. just completed. shows 2% of Iowa homes with FM sets in 
1948; 7.7% in 1948; 13.4% in 1950. Zenith reports tha t FM production. 
s i nce February. is a head of corresponding months l a st ye a r. And in 
Washington there's Congressional agitation to do something to stimu
lat e t he medium. 

:O;I'OX;;OIl . \"olu lII . ~ . x". I';. 3 1 "uly 19:;0. " u',l i. hed iJi \\ ee\;ly br :<I'O:-;>'Olt I' ublica tlons Inc. , at 3 110 1o; Irn .\re., Ba ltimore II. ~I d. J,;xeru ti re. J,;dltorlal. (,Ireu lation Offire 
~ I O ~raclison .he .. Xf ll' Yo)'l, 22. $8 a ye ar in r . ;; . $9 else where. t;nt ered as second class lIl a tt er 29 .January 1 ~~9 at llollilllo,... ;\Id. postutlke under Act S )Iarcll 1879. 
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TV sti mula tes 
music, fu rniture 

sales 

Advertising should 
be upped-Gamble 

88 % of listening
viewing hours go 
to radio : Nielsen 

Radio-TV will 
get more of 

department store 
ad dollar 

In wak e of furniture manufacturers, who report that parlor furniture 
i s booming with advent of TV set, music merchants claim that TV has 
upped music instrument sales a t least 10%. 1950 sales are expected 
to hit close to $250,000,000. 

-SR-

Despite record $5 billion invested in advertising in 1949 Fred Gamble, 
head of AAAA, is urgin~igger buqgets. Increase in advertising 
isn' t keeping pac e with expanding national income and sales potential. 
Radio gain in 1949 over 1948 was about 3%. 

-SR-

Nielsen reports that although television is the rage of many markets, 
nationally radio still commands 88% of all listening-viewin~ours. 
Radio homes total 40,700,000 against some 6,500,000 TV homes. In 
April 1950 combined radio and TV usage in the average radio home 
totalled four hours, 47 minutes daily. 

-SR-

Impact of NRDGA education plus outstanding radio and TV results some 
department stores are gaining shou~~eatly accelerate department 
store use of air this fall. In 1949 average department store invested 
54¢ of every dollar in newspaper space, 3¢ in radio. Only 18% of spe
cialty stores used radio during year. 

-SR-

TV station KTTV, Los Angeles, believes TV is big business i demonstrates by rush
makes newsreel ing own newsreel specialist to Korea. Film will be made available to 

in Korea other stations under syndicated plan recently IDlveiled by station. 

Denver station 
tells citizenry 

why no television 

-SR-

KLZ, Denver (in one of larger markets minus single TV outlet), has 
taken to air to explain why city has no TV. KLZ experts are now on 
FCC freeze. Station manager Hugh B. Terry and department heads take 
listeners behind the scenes each Saturday with "Let's talk it over" 
series. 

-SR-

Standard TV rate Advertisers, a gency executives, and NAB officials have been quietly 
card nearly ready meeting on subject of standardized TV rate card and are now at virtual 

agreement. Las t big stumbling block was over property responsibility, 
a big item when a nything from a valuable string of pearls to a Chevro
let truck may be sent to studio for televising purposes ••• and are 
sometime s injured, strayed, or stolen. Standardized rate card, ap
proved by NAB Board, will be a valuable assist to TV buyers. 

Lanham Trade
Mark Act protects 

radio and TV 
service marks 

2 

-SR-

Sponsors,stations, TV film producers are becoming increasingly inter
ested in a pplicability of Lanham Trade-Mark Act to their protection of 
program titles, station call letters, characters, slogans, and unique 
sounds. To be a pplicable for registration a trade mark "must not be 
entirely incidental to the advertising or sale of merchandise.' Harry 
P. Warner, Washington radio/TV a ttorney, has written full article on 
subject in April 1950 issue of Southern California Law Review. 

SPONSOR 



WINE, women and song! With Effec, 
tive Buying Income 38.2% higher than tlw 
national average, our ""landed gentl'Y" ('an 
('ertainly afford the gay life! 

\Vhal's more they've got plen ty left on' .. 
for soup and soap, honsewares ami hair 
tonic. That's where \VDA Y comes in. bi'· 
('allse 110 slalion illihe Norlillcest ('mt mal('" 
WDAY for bOlh rural antl urban coverage! 

A new 22.county North Dakota AgricululI'al 

Survey l)l'ove~ that WDAY is IH'eferred by 
78.8% of the funnel'S in these 22 counties 
.. . Station '''B"" by only 4A% ! 

Hoopers provc that WDA Y is an over· 
whelming favorite in Fargo. For Total 
Rated Periods, De('. '49-Apr. "50, fOl' ex· 
ample, WDAY got a 63.5% Share of Audi· 
ence-the next station 16.0% ! 

\Vrite to liS or ask Free & Petel'~ fOl' all 
the amazing facts! 

FARGO, N. D. 
f~ NBC· 970 KILOCYCLES • 5000 WATTS 
~ FItEE & PETERS, INC. , Ex('lusiyc National Uepresentativet! 

31 JULY 1950 3 

,I 
II 
I 



Vol. 4 no. 16 31 July 1950 ~ ig est 

Spollsor It ... po,·ts I 

.'i I 0 ."'ndisoll (j 

O .. t'ool.: 11 

(! ..... ,·i ... s f() 

."'r. S,JOIISO": 
.J oIl II •. . 'UOOII ... 12 

, · ... u· nlld It ... 11 ('Il' I :l 

'-. s. H; 

Itndio It",s,,'ts :l.J 

U,·. S,HHlsor flsks :Ul 

lto,,"du,J ·'o 
Spollsor S,J(·(r1.:s tH; 

.l,),)h ... s(· 5(; 

(·'H· ... '· shows scene which is becoming in
creasingly familiar on TV. Phone shows 
are ringing up sales for sponsors on the 
visual medium just as they do on AM 
radio. (See sTory page 26.) 
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ARTICLES 

IIou' to s ... ll 011 Snt .. rdnu lIi!IIlt 
Barn dance programs with their fun, frolic and friendly appeal are rounding 
up la rger audiences than ever, still delighting sponsors with the ir sales punch 19 

:"i"~-Iloll"" s tnsl~ fore ... 
For local trouble-shooting, Nabisco's dog biscuit product chooses radio to 
point up its other advertising efforts 23 

,"", ... Cs put nil m ... din .. lId ... r au~ S(U'u· mi{"'oscope 
All media compete for time. Based on this, SPONSOR suggests a technique 
for common-den ominator measurement of radio, TV, magazines, newpapers 2-1 

1"('(U"U ('I'('r~J stntioll luIS 011 ... : '-(u·t ,. 
Telephone gimmick shows are a ringing success on TV as well as on the radio, 
guarantee high interest, low cost audiences to sponsors 26 

n 'Iult m ... din tenm .. p best Icitll TV? 
Sponsors puzzled as to which media to drop, which to keep, in a TV market 
may be aided by CBS circulation studies on othei media vs. TV 30 

"' .. ,·s 011 ale nir 
Resultful use of broadcast media is being made by a few ad-wise retailers, 
though most suffer from lack of national push, inept promotion, excise tax 

IN FUTURE ISSUES 

n ' Iult (U'-m('11 Il·o .. 'd tell SPOIISO"S-U' t11 ... U dnred 
What should advertisers know about the radio and TV department of an 
agency? SPONSOR has asked ad-men that qu estion, comes up with provoca
tive answers 

110m ('Ilildr('1I illffn("u'(' 1'\' d ... will!J 
An Ohio State University study shows that children exert a tremendous influ
ence on the ratings of adult television programs 

1"('!I"O dis'~ .iodu·us 
They are spearheading the drive into the Negro markets, where an unde
veloped sales potential exists for advertisers 

Stntioll m("'{'Iuuulisill!1 for ndl·(·,·tis(·,·s 
What does an advertiser expect in the way of station promotion on the 
retail level, and what are 5tations willing to give them? SPONSOR finds 
the answers varied and heated 14 l \ng. 
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GETTING a BMB D aytime Weekly Audience of 

:>ver 300,000 families is not exceptional for a 50,000-

watt station. But getting almost two-thirds of these 

weekly families as daily listellers is proof of outstanding 

Know-How! 

BMB Study No. 2 reveals that 303,230 families tune 

to KWKH at least once a week in the daytime. 640/0 

pf them listen ~~6 or 7 days weekly," and over 75% are 

r ~average daily listeners*". 

~hreveport Hoopers g ive further proof of KWKH's 
ability to attract and hold listeners. Throughout 1949 
KWKH got far and away the largest Share of Audience 
I-Morning, Afternoon and Evening-and this holds 

l rue for 1950 Hoopers, too! 

Get all the facts about KWKH and the job it can do 
for you in our three-state area. Write direct, or ask The 

Branham Company! 

:{. Weighted ;11 BMB-approved mallller. 

Watt s • CBS · 

KWKH DAYTIME BMB COUNTIES 
Study No.2 

The Branham Company 
Representatives 

Spring, 1949 

Henry Clay, General ill allager 
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how 

hard 

can 

an 

advertising 

dollar 

work? 

Sp oll,ors 11l\ C I eeeJ\ Illg le tt ers - - espcc i:lily 

\\h en thl)' com(' a~ the rate of one every 

;'. 5 ~econds! 

That's just \\hat happened a~ a reslllt of a 

cerLlin sl"m" on CKAC during the week of 

I\lay I ~- I y, 1:1 seven short days, thi s show 

pulled 78,71 S replies, each cOI//(lil/jl/g prnof 

of />11 "IIaJ{" , i'vl:rth emati ca lly spcaking, this 

means one reply t'ach and every 7,5 seconds, 

t wenty-four h ours a lby, for the full sen'n 

day week! 

Amazing I Not \\ hCIl ),Oll conside r that 

CKAC takes rOll into ~ ~II.O()O French radio 

homcs - ll10re than 70';"c of the total nUIll

ber of radio hOllies in the P rcn'ince, It's no 

wonder that CK,\C ge ts results-at :r , 'e r) 

modest cost p('r li stene r, 

*CKAC's "CAS I NO", P resent (o-spo nsors, 

Odcx , Super Suds, l\: oXlcma, Segments of 

"Casino" still avail:rble foJ' sponso rship, 

Wr ite for full del:lils, 

6 

CSS Outlet in Montreal 

K e y Station of th e 

TRANS· QUESEC radi o group 

CEAC 
MONTREAL 

73 0 on the dial. 10 kilowatt s 

R epre s e ntative s : 

Adam J. Young J r •• New York, Chicago 

William Wrig ht. Tarant':> 

510 ModisOD 
WYTH E OR WITHOUT? 

After ::-eC'illg the face of \\ \ the 
\\'al kcr ill SPO:\SOR this week I cannot 
help hut wonder who he is. 

Howe\'er. la~t night while rf>ading 
I \{ ot her Coo!"e rhYllle~ to my young 
~on I ran across t\\ 0 of Irer rhymes 
whi ch I thillk. slighth r(' vised. are ap

plicatioll to thi" 3i tu ation. Here they 
are: 

I There W(\" a man, a!" J\'e h eard kilo 
\, 'ho ('ailed on agf'Il L' ip" with time to 

sell ; 
He met \01'111 ~Ili ght on a sunn y day. 
And sent his pi cture up SPOXSOR wa\ ! 

Then ('anw a printer. a scurrilous lo ut. 
\\ 'ho tumed his features all round 

about! 
\\ 'ho put a lllu!"tac ile on his open phiz, 
L' ntil hi " facl' 110 longf'f was hi ... ! 

And "hcll this man his face did s p~ 
He hegan to ~hiYe), and then to ~igh; 
He began to \\on(\l'r and hegan to n~' , 

Oh! dear). d eary mf>. this is none of {! 

But if it he I, and I can't agree, 
I' ve a dog a t hOille, and he·1l kno\\' 

me! 
If it I,e I. he'll wag his tail. 
And if it 1)(' not 1. h p· 1I loudly wail: 

Home wen t the man , all ill the da rk , 
Up got the dog and hega n to bark: 
H e bega n to hark. and the man did 

sigh , 
" Lack a ll1en ') on m e, tis none of I!·' 

r do not like thee ~orll1an Gl enn; 
The rea~nn why I do not ken , 
But this I knn\\ , and this { ken. 
I do )]ot likf' thee . .\o rman Glenn! 

WYTHF. ,VALKF.R 

Th e 117 alker Co. 
NeH' J'orh: 

• SPf .:\~f .. ( .... mi.,lak ... "3 :0, (t uitf" :. cork e r . 
\,\: '(,,·re ~or n.' il happelll'd In ,.al \\ · ~· Ih ~ 
\\ alkrr. ' 

HOPAlONG ON WNBT 

In )our excellent iSSl1f' of 19 June, 
\ ou have" \'ery interesting story en-

I titled " H ow to use TV films effec
tivel y,'· The s tnr ) is huilt around a 
;-:p rips o f photog raphs of one station's 
lreatlll('ul of a tlopalong Cassidy film 
a lld how the film is edited to make 
r OOI11 for ('o mmcrl'ial". !" tation breaks. 
d c. 

TI1(' I f'dlll iq Uf' thai i:; shown in ,our 
photographs \\'a;-; a t('(' llIlique d 'evel

"perl hy \\,:,\DT when JJofJalon f? Cas-

~idy was sold in :\e\\' York to a local 
sponsor. The i llustrations are delight 
ful and are some of the best tha t we 
haye in our \\ ' \8T files. Howe\'er, in 

the story there is no reference " 'hat
soever to the fact that the illustrations 
were th e " 'ork of \YNBT and that the 
~ponsor so yjyic1ly portrayed in the 
third pic ture of the ~eries is the spon
sor who ca rrie~ " Hoppy" in our Xe\\" 

York market. 
SCI/UYLER G. CHAPI~ 
Uirector 0/ Pllblicity 
fr/NBT 
,veil' J' ork 

• ~PO~SOR r('grct s tluo> omissiun.. agrf"f' s wi t h 
H.·ad.·r Chapin 011 ,IH' hl ood mul gut s h"auty of 
tilt .. \"l\ BT pie l llrcs. 

BASEBAll ON KATl, KlEE 
In your 22 'lay issue of SPOXSOR, 

under the column tit led '"Brieny" you 
mention that KTHT of t h j~ c ity be
comes the first s tation in Texas League 
history to broadcast B uff ha~eha ll di
rect from fie ld of play. 

Obviously you have been misin
formed. since KATL and KLEE are 
also broadcasting all Buff games direc t 
and KA TL has a lways during pn~\' i ous 

sea~ons made a number of d irect Buff 

pickups. 
IlIc iclentaJly, KTHT is not c\ 'en car

rying the complete Buff series since 
they eliminate Sundays from their 

schedule. 
You probahly don't kno\\'. but 

~ATL was Houston\ original full sea
~on haseball ~tation - now on our 
fourth season of coyer age. \Ve are the 
only Houston s tation carrying a 
se\"en-da\' schedule of both Texas 
Leag ue and major league ga m es. 

KIl\G H. ROBli\:-;Oi\ 

General lllallager 
KATL 
/I ollston 

OUTLOOK ON TEA 
In your 5 June issue you included 

an ite m headed "Tea drinking in

creases as coffee prices rise." 
Since \\'e are handling the Tea Coun

c il c ampaign. we are always inte rested 
in published data regarding T ea as a 
produc t. and would therefore he most 
interesled ill hearing frol11 ) ou as to 
the source of the mate r ial contained in 
th e a rticle nH'ntiont'd. 

GEOHGE A. R[\"K 

Leo Bllrnett Co. 
Chicago 

• .. hi ... infurlll;'. iun '" ;I~ ~ a l" ert·(1 fronl Jr'all 
..... 'rf 'f·' J o ur"al (·COflUIUi..; . ... 

SPONSOR 



in the rich West Virginia marlcet ... 

it's "personality" that counts! 

31 JULY 1950 

WKWK 
WI(W'<_FI\1 
Wheeling 

1400 KC-ABC 
250 W D ay 
and Night 

the famous Personality Stations ® 

deliver the BE.,..,.ER HALF! ~': 

BMB has proved it! The "Personality Stations" 
are first in the rich, densely-populated area where 

West Virginians spend the better half of their dollar. Further
more, it's such an easy task to capture your share .. 

one advertising order, one bill and presto-you 
earn a smackingly low combination rate that makes 

the three "Personality Stations" the one 
really outstanding buy in the field. 

50.65% ot total population 

52.38% of retail sales 

56.94% c;f genera' merchandise sales 

represented nationally by WEED & CO. 

I 



F orecasls 0/ lhin gs to come, as 
seen b)' SPO~SOR'S editors 

1950 radio set production 32% 
higher than p receding year 

Home. portable. and autu radio production ill the fi rst 
four months of 1950 is 32 jo ahead of the 1940 figure. 
This A pri!. 882,706 sets were made as compared to 506,469 
in April. 1949-an inc rease of 376_237. Portable set sales 
promotion during the comi ng summer months should keep 
sales and production fi gurcs at a continuing healthy level. 

Tobacco ind ustry competition increases 
as c igarettes, pipe tobacco, cigars vie fo r favor 

Cigarette smoking is now at about 355.000,000,000 uni ts a 
yea r, up 3.000,000,000 from 1949. Pipe smoking is up 
8 % , with pi pe tobaccu consumption 45% higher than it 
was during 1935·1 939. The major cigarette companies 
will rely on big names like Godfrey, Como, Hope, and 
Benny to keep cigarette sales at a high level. Pipe smokers 
are being lured by Marlill Kane-Private Eye (Model , Old 
Briar. Dill's Best, and Tweed on NBC-TV ); Grand Ole 
Opr)' W rince Albert , NBC); Sports For All (Mail P ouch 
Tobacco, .:\lBS) . The cigar makers appeal to their audi
ence through newscasts and sports (V ande,·enter oS. The 
News_ WOR ; Yankee baseball, WINS ) ; and through na
ti onal spot campaigns. 

Beer drink ing at home is trend 
attributed to TV 

\\, ith the growth of TV, there is a trend toward more beer 
drinking at humes and less in public drinking places, ac
cording to R. J. Cheatwood . president of the National Beer 
Wholesalers' Assoc iation. This may precipitate a shift in 
merchandising and advertising, wi th heavy radio and TV 
adverti sers likt' Pabst, Schlitz, Ballantine, and Blatz em
phasizing the earn-home carton and no-deposit containers. 

Mecha n ical dishwasher potential 
second only t o television 

A pproxi matel y .SOo.OO() lllP('hanical d ishw ashers have been 
installed in homes in the last three years. And, says C. K. 
Reynolds, J r., product sales manager of Apex Electric 
Manufacturing Company (C leveland ), " Our market po
tentia l is second only to television." He believes the in
dustry will sell :100,000 dishwashers in 1950. With Hot· 
point. General Electric, \Vestinghouse, Thor, and Apex in 
hot competition , broadcast advertising probably will be 
used. Less than 3)~ . of more than 37,000.000 elec tricall y
wi red homes have switched to mechanical dish washing. 
This compares with such "saturation" fi gures as 73% for 
clotheswashers; gO'/'1, for re frigerators ; lfl% for elec tric 
stoves; B % for irons. 

8 

Concentrated milk is latest 
in the frozen food field 

Frozen and concentrated milk is slated for sales tests later 
this year. If the success of hi-V, Snow Crop, and Minute 
Maid frozen fruit j uices is any indication, frozen milk will 
find a ready market. Beatrice Foods Compan y researchers 
and other laboratories have been experimenting with quick
freezing concentrated milk for a year. Major drawback: 
the frozen product tends to have a slightly curdled appear
ance when it is made soluble. C. H. Haskell, president of 
Beatrice Foods. says the product should find its best mar
ket in states like Florida where milk sells for 25c to 30c 
a q uart. "When the product is read y, the success of spot 
radio for dairy fi rms points to use of that medium. 

Airlines, railroads take to the air 
to compete for passengers 

The a irlines. both scheduled and non-scheduled, ha,·e had 
an exceptionally bus)' month. One airline exeeutive attrib
utes ai rline increases in the Chicago area to the rail strike 
ill May. \Vith travel increasing in the summer months, the 
a irlines and rai lroads will fight it out for passengers 
through radio. TV, and other media. For example, T.\V.A. 
and New York Central a re both using broadcast advertis
ing to gain passenger favo r. T.W.A. is using spot radio 
and TV in :\ ew York, Chicago, a nd Los Angeles as well as 
some prugraming. The \few York Central runs a spot 
ra dio campaign and non-scheduled airlines have also found 
spot advantageou~. 

Video will be tested 
as medium for motion picture promotion 

The movie makers ha, e long relied on newspaper linage 
to bring the c ustomers into the nation 's theatres. Then. 
for some time, companies like 20th Century Fox, Para
mount , and Warner Brothers used spot radio to spur lag
ging attendance. Now TV, supposedl y the movie " menace," 
will be added to Hollywood's promotion artillery. Colum
b ia Pictures will use seven Los Angeles TV sta tions in a 
test against all other media in San F raneisco. The cam
paign, costing around $14,000, will featu re coming attrac
tions of upcoming films designed to get the video viewer 
out of the house and into the movies. Success of the test 
will mean a sizahle mot ion picture appropriation to TV. 

1950 looms as record year 
for automobile production and sales 

Auto production is expected to total 6,000,000 passenger 
cars a nd a mi llion trucks in ]9's0- a 13 % increase over 
last yea r. P roduct ion is matched hy heay)' demand brought 
about by an increase in family income, family spending. 
and a strong replacement demand caused by the 16,000,-
000 pre-w ar ('a I's s ii ll in opera tion. Because of th is bright 
sales picture, major auto makers are expanding their use 
of broadcast advertising. For example : the Ford Com
pany is now plugging " two Fords to a fami ly," showing 
the advan tages uf owning two low-priced automobiles as 
compared to ownership of olle expensive model. Oldsmo
bile (Genera l Motors) is sched uling a weekly seri es of 18 
radio and 10 \'ideo anno uncements this fa ll. 

SPONSOR 



THE LARGEST LIS TEN ER MAIL 

IN WLS HISTO RY 

IN the facc of constant stories that A~l radio 

is losing audience and that public interest is 

tu rning else\vherc, W LS listener Inail in the 

first six Inonths of 1950 was the largest of 

any like pcriod in the station's history. 

WLS has always proved its audience and 

the responsiveness of that audience by letters 

fronl listeners. For t\venty years we have 

been proud of the fact that Inore than a lnil

lion listeners \vrote the station each year. 

This year only slightly less than a Inillion 

letters \vere received ill tiz e /irst six nJolltizs! 

This 111ail increase was not prolnpted by 

any extraordinary incentives. Only usual 

progranl offers \vere used. Certainly it is 

proof that the \VLS audience is not bein~ 

led away; that it listens-and responds. 

For case histories on how this responsive

THE WLS MARKET is worthy of 
ness has produced sales for W LS advertisers, 

write WLS, CI-IICAGO 7, or call any John your consideration. 16,922,600 people in 

this WLS coverage area spent $15,692,-

981,000 on retail sales last year out of their 

effective buying income of $24.209,::J70,OOO. 

These people can best be reached by radio 

-most effectively and economically so by 

WLS. 

Blair Inan. 

B90 KILOCYCLES, 50 ,000 WATTS, ABC NETWORK - REPRESENTED BY 

31 JULY 1950 

JOHN BLAIR & COMPANY 
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l'tQueries ! his new feature will pr esent some of the most inte r. 
est ing q ue stions ask ed of SPONSOR'S Research Dept. 
Rea d ers are invited to call or write for information. 
Address: 510 Madison Avenue , New York 22, N. Y. 

rogrammed 
by all four 

major networks 

f!. Call ~'Oll gi\"c liS the nllmhel" of Spanish speaking listellcrs 
I'each ed h~' stations 'VWHL. " 'LIB. and " THO-'1 in tilt' l'ew York 

an'a'! Soap manu!ar1urer. JYe zc } 'ork 
A. There arc approxil1lately 40,000 }i::,teners in the metropolitall area, 

but the ~ta tiol1:-. haye made no ~uryey~ ~h O\ring hm\" the:-e break 
d O\\Il in llLllld,e r. \rWHL broaJea~t s Spani:-h program:, about 35 
hours ea ch \\eek: \\'HOl\1 hetween 15 a nd 18 hours. \Yrit e the 
Foreign Langu a ge Quality l\etwork, 70 Ea~t 45th S tree t. NYC: 
perhap,.. they can giH~ you more detai led inforl1lation. 

f!. Call ~ Oll tell 111<' whieh station has Break tile Balik and when '! 

Adl'erti.~ing agency, New York 
A. N BC. 9 :00 p.lII. \\;red ne:-.day ; ~BC·T\- , 10:00 p.m. \,\Tednesda y. 

f!. ,,, e han-' a ('Iient who is in the bridal gown husincss interested in 

testing h·lc, ision. lIan' ~'Oll information that would Iw helpful? 

Advertising agency, Pittsburgh 
A. Our 199 TI' Resnlts :--ho\\ . ., departlllent store and ::-pecialty ~tore 

re~ ults ; ,..ee pages 16. ] 7 and 37. ( 199 TV Res lllts are availablf> 
free to SPONSOH subscr iher,..; otherwise $1.00 per (·op),. Bulk 
rate .. g ive ll on reI Itle,..!. ) 

~~. HaH' YOH had an c·dition which contained tde"i~ion eosl charts'! 

Radio and TV par'kager, Chicago 
A. Tht' 22 May is:-ue, begillning on page 25, ha::, a ll article "Tele· 

vi,;ion program co:"ts:" ineluded are illustration,; of "ariou:- type 
program~ and co:"ts l)reakd own. 

(!. "\\Tho sponsors /Juston H/ackie in New York? Tlu'y are otfcrin~ 
a premium and we'd like to know ahout ii, as we undel'stand that 
it is a ~en uine ('anH'O hrooeh givC'n for 35 c.·ents. 

Jewelr), compan y, New York 
A. Conte Castile Sbampoo sponsor:' Boston Blackie 011 \VOI{, New 

York . The company advertises: "Send a top of <1 COlltc Shampoo 
box ~lIId 3.5 cen ts to Box 361, Brooklyn , ~. Y:' 

.~. Do you han' any informatiun on pioneer sponsOl'S in daytime 

I'aclio'! Adl'ertising agency, Nell' York 
A. Our 1946 issues ear ri ed the '"20·Year Clu!>" :-eries; Lhe:-e sllOlIld 

be of ~ul1le help. Pcrh(}p~ sO l1J e of the o}de~t radio :-ta tioll~ C3n 
be of more help; check: KDK A, Pittsburgh: \VGl'. Schenectady: 
' VOI{, New York; \V'V.I , Det roit ; \~ TTI C, Hartford; \VO\\'O. Fort 
\Va yne; \VKY, Oklahoma Ci ty. 

(~. Hm'c YOII e\"el' had a stOl'Y un the Lucky Social Secllrity ,'ulIllu'rs 

Adz1ertis ing agency. f]altimore 
A. ~ot a story, lllit we had lIIention 0 f it in ollr ""Roundllp" depart. 

ment. See our 19 J lIlIe 19.')0 issuc, page 38. 

Q. Can ~'ou supply liS witla the IHlIlU'S and adcll't'sse!'l of tilt' fil'st 50 
leading telc·visioll manllfactm'el's in the c'ollntl'Y '! 

/ Idvertising agelU·.L Phi/m/rlplzia 
A. Contact the T elevis ioll lJigest (Jnd F.11 Reports, 1519 COllllccticut 

Ave., ~. \'r. , \Va shillgton , D. C. They have availahle a li :" t of ap
proxilllatc1y 90 1l'lI1W:-. 

FREEr-.d PETERS·N.a ""Rq,Il84~ SPONSOR 



D-X likes D-Xtras they get frolll willie WiS!1 

-

Pardon our pun. but it 

has an important point. 

The Mid·Continent Petroleum Corporation. 

producers of that powerful D·X gasoline, 

have recently started their third year 

of sponsoring the "Breakfast Cluh News." 

They like the extra sales they have received 

from this six times a week newscast 

-the reason for our pun. 

You can see now why Willie is so proud. 

As he puts it-"If you WISH results in Indianapolis, 

select a powerful puller-

that's me, Willie WISH." 

that powerful puller in Indianapolis . .. 

31 JULY 1950 

OF INDIANAPOLIS 
affiliated with AMERICAN BROADCASTING COMPANY 

GEORGE J. HIGGINS, General ManaQer 

FREE & PETERS, National Representatives 
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ATHLETICS 

Games on 

WDEL·TV 
CHANNEL 7 

WILMINGTON, DEl. 

WGAL·TV 
CHANNE L 4 

LANCASTER, PENNA. 

All Saturday home games of 
these two teams are telecast 
over these two stations. This 
baseball feature is important 
because of its strong appeal in 
these markets. Because it is 
only one of many popular fea· 
tures, the result of effective 
long·range programming. These 
stations are keeping their audio 
ences growing, loyal and respon· 
sive. They offer TV advertisers 
a fine opportunity for market 
testing for profitable business. 

WDEL.TV. Wilmington, Del. 
Only TV stalion in Delaware. Brings 
viewers a clear pIcture, all top 
NBC Network shows. 
WGAL.TV, Lancaster, Penna. 
Only TV stalion in this rich Pennsyl· 
vania sechon , Presents top shows of 
NBC, CBS, ABC, DuMont. 

Clair R. McCollough, 
General Manager 

STEINMAN STATIONS 

Represented by 

ROBERT MEEKER 
ASSOCIATES 

New York Chicago 

San Franc,-iN-=c_o=B-=-C--::-L"",\os Angeles 

TV· Afflliotes 

~Ir. Sponsor 
101111 I. ll'oOlle 

Presid ent 
Snow Crop Marketers. Inc., N. Y. 

lack (101111 L ) Moone. president of Snow Crop Marketers, Inc., 
strives for impact when it comes to advertising and selling. 

"Our expenditures for advertising are not based on past sales," 
says this husky. hustling 38-year-old executive. "but are made in 
anticipation of expected sales." His manner is casual and confident. 
"We don't project our advertising thoughts in advance of six weeks. 
If we run across something good. we hit it with all the impact within 
lIur means. Right now that goes for television." 

Snow Crop spent $(i0,000 in 1949 for radio spot announcements. 
Last April they tried fiv e weeks of television, featuring Sid Caesar on 
J' ollr Show of SholVs. The company used the program to launch its 
lIew frozen coffee concentrate. Four weeks later the product had 
reached a 68 % retail distribution in the markets covered. lack 
Moone was sold. 

Now, a 60 % chunk of the $2,000,000 ad budget will be devoted to 
TV. Plans call for Sid Caesar's NBC show (34 cities) to begin in 
the fall at a cost of $25,000 per week. The company currently spon· 
!>ors Faye Emerson in Fifteen With Faye, a IS'minute TV program 
(NBC): and co·sponsors the IS·minute TV SU$an Adams Kitchen 
(DuMont). In addition, Snow Crop recently began to telecast about 
25 announcements per week in the Los Angeles area over KFI·TV. 

lack Moone learned the meaning of impact in his earlier days as a 
salesman. Born in Chicago, he attended Georgetown University and 
later became a salesman for Armour and Co. In 1937, again as a 
!:;alesman, he went to work for Birds Eye; did well, but left them in 
19-tS to organize his own company, Snow Crop. In 1946, Clinton 
Foods, Inc. bought out the majority interest in Snow Crop; lack 
was retained as top executive. 

lack brought the company from scratch in 19-16 to rank today as 
llumber one among producers of frozen orange juice concentrates. 
TIle company is seco nd only to Girds Eye in the cntire frozen food 
field. Sales in 194,6 were $3,200.000; last year. $26,000.000 (profit: 
$1,300.000). They expec t to top $40.000.000 for thc c urrent year. 

F or Jack l\1oone social life and recreation are at least temporarily 
limited. The company is growing by leaps and hounds. constantly 
kreping him Oil the move. His is a hot pace in a co ld industry. 

SPONSOR 
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Nell) "",1 ,-el'ClV 

These reports appear in alternate Issues 

New on Radio Networks 
SPONSOR 

Botany :\Ii11s In .. 

Brown Sho .. Co 

n .. rhy Foods In.. ('.mlt. 
s idiary of Swift ,~ (;0.) 

\lilt-s Lahoratori~s 
:"lor""irh Ph a rmac a l Co 
Pahst Sal ... C .. 
RCA 
R. J . R.·ynol" . Tol>ae.·o 

Co 
U'iI~on Sil orl ing Good~ 

Co & 
Gf"n£'ra l I\lill s 11)(' 

AGENCY NET STATIONS 
Alfr .... J. ~ill)l'r:"tf·in- AIIC h:i 
B"rt (;nl.I"'lltith In(' 
1"'0 IInruf'tt ]'ill(' Ih2 

:\('("dl1alll. Louis ,,\; Brorh,.· ;\I1:S ·100 

\\'a.I.· :>iIlC IfI() 
1I"lItoll '" n .. "h·,;; \\lC 1111 
"'arwi.ok & I..·"I,·r :>iIlC 15t. 
J. W"h"r 'I hO.~lp~OIl '11(; 15(, 

\\'iJl'.lm E-t)· :>ill(; tht. 
Ew .. 11 ,f{ Thurl,.or AIIC 2:1:\ 

Kilo,,; H,'t-''',os 'IllS :;HU 

Renewals on Radio Networks 
SPONSOR 

Fm("non nru~ Co 
Ge ll t-r~ 1 Food~ Co r .. 
II all Brothers 
L i;:!' ~f" 11 & l\1)· ... r ... Toha ... ('o 

Co 
~ I£'r!illg Drug Illc 

AGENCY 
BlIfh,\;O 
'\ ullng ,'v .. Ruhi.o;.tlll 
Fuulf', Con ...... x Ct-illin~ 
eunnin:,!ham ... \:: '\'al:-.h 

l_ an(" ... I,_F il zgf"rald-SaIllJlI .. 

NET STATIONS 
C'I~ 1511 
ell"; 1511 
ells 1:;f) 

CIl" 1112 

UI~ 1:;1 
ells 151 

New National Spot Radfo Business 
SPONSOR 

Anl£'ri('an Cyanamid Co 

A mf"ri("an Cya namid Co 

Columbia Brf",,'£'ri t-s In£' 

Gt-nt-ral Foods Corp 

Th .. Notional Ci!1:ar En. 
joynl ... nt Parade In£' 

PRODUCT 
Tnhal'f'n w£'£'d kill .. r 

Culton dl·fuliaul 

Fahri ... !-> 

CiI:=:a r llIanllfaetllrt-r .. 
anll di",lrihulor ~ 

AGENCY 

lIazar" (.'. '.) 

IInw J. I"'all ... '<. Son 
( S .. att!~) 

'\ OUII#! ,f{ Huhl('unl 
(:>i. ,.) 

La" r("U£'l" Bolt-s II i., k .. 
(;-;. Y.) 

\\.·.1.·)· (;'1. Y.) 

National Broadcast Sales Executives 
NAME 

~orman D. Hro"'n 

Edward J. D .. vney 
lI .. nry L. Dougla, 
~Irs. Ann E,,'an~ 
Geor~o W. Fau ... t 
C liff Ferdon 
Vietor E. Fork .. r 
John F. lIar.I ... ty 

FORMER AFFILIATION 

Willianl c.. 8ambt-au Co. ;'\. '1'., "p 
"·L"~.T, C.in ... innali, st-l-uJl .lq)1 
" . PA", Porl .Oij lUoul h, (). 
Ilu.\lont Tel.o" i:-oion, ~. Y., a,. ... 1 If£' ")~r 
Gt-n£'ral 'Iotor~ '-:or'JI, ))t-Iroit 
". P1X, ~. ,' .• prog pronl 
"·Ole.TV, ,,'a':ooh, dir of SIW'" .·"I·ul ... 

3' .JuIU HI.";O 

PROGRAM, time, start, duration 
Tin ... IInlun,' to.;UUI! Shop; ~lIn 10:1:; .. 10:30 11111; :;2 "k <ij 

~lllilill,!! Ed .\I"CulllI("1I &: 11i~ BII .. I{>r IIrn,," (;311:':'; ~at 11 ::U.·n oo n; 
12 Aug; :;2 ",k~ 

Sk,' king; T, Th 5 :30-,. ~:;:; pili; 12 ~('I' ; :;2 '" k lij 

()niz Kid:-.; Snn :l.· .. I))n; 10 ~I'P; :;2 "I.. ... 
.\lu.l ... rn nlllllan£,l'~; T, Til 11 :1:;.11:30 alII: H ,\uJ,!' ; :;2 "k'4 
nhH' Hillboll Sport of KiuJ,:s: Sal :;.j ~:lO ~lIn 8 Jul; J:I "k .. 
Lif.o flf Hil.·y; F 10-10:30 pili; (I 0 ... ; :;2 "k'4 

Takf' It Or 1 •• "IH·t- It; Sun 10-1 0 ~:lO .. m: I U ~,.p ; :;2 ",kOij 
Til." Fal 'Ian; F H-U:30 11111; () Ol·t; :;2 ",k s 

\JI-SI,ar Foulhall (;au1("': F 9::10 p~u In ",ollf'llI",ioll; II Aug onl y 

PROGRAM , time, start, duration 
IInll)wHotl SI~lr rhl' alrl"~ 'I 8-8::101))11: 2 .. Jul; :;2 "ks 
( ; :- 1'.2 BlI;;':f·r ... ; Sal 9-9~30 PIll; 26 \Ul!: :;2 "I..~ 

11."'·ulcrk I'la~lluu!'>,,; Th 10-1()~:lO pnl: '7 ~"II; ':;2 "k ~ 
Bill~ Cro :-.b~·:, 'W '): 30- 1 () pIll; 20 ~£'p; ':;2 "I.. .. 

\ly" .. ·r)' nll'alr("~ T 8-8:30 1))11: 1 \lI~n :;2 "I.. .. 
\lr. LhallHoll'uu: \\ 8.8~30 11111; 2 Aug-: 52 ",I..~ 

STATIONS-MARKETS 
1 0 '<In ... , South 

21 ~ tll ... ; Soulh 

KFAR, Fairhank!'>. 
KE;';I. Anehor"l'e 

16 .. In~~ 16 Jnkl ... 

32 !'>llIs; 32 nlkts 

CAMPAIGN , start, duration 
Ann£,ulls; ~lag-~ert"C1 slartln~ .Iat." ~ 

from 2&. Jul; 10 "k" two da)'.i 
.\nlll"lIll"; "'1~g("r ... 1 slarting Ilat("~ 

frflIU 17 Jnl; 8 wk~ 
'l'h .. IIpldt-lher:;: lIarnlonairps; thre(" 

1 :;"Inin Ilrog' a "k, 17 Jul~· , 13 
.. k_ 

.\nn(,l))h 011 parti ..... rog ~ 3 ~\n::; , 
"k ~ 

I'arli("; t-arl~' ~"p; 8 "ks 

(hll· .. 11l11I ann('ml~ and partie in early 
)nornin~ hroa.l£'a .. I",; la .. 1 ",k I;) 
\u~ 10 101 .. 1 "I.. in ~I'P 

NEW AFFILIATION 
Hadln Tin .. ·s Sal("s, ()nlario. Ilr.·s. 1I1;.:r (nf'W radio ~In r£'p a!:""n£'~' , 

147 (fnh("r~il~' A\'£,., Tnrnnlot 
IlI""n .. ,.. &. '-:0 (n .. ,,' !oilalion re .. rl· ... 4:·ulali,,· firlll) 317 'Ialli.oto)) ,\u'O 
~a"lr, proll ",Ia ll' ml'lnh£'r 
"'n~s, " · .... I.U-F'I, ( ~ nhllnhu .. , Ilr(l;:': Ilrom .Ur 
Sam ... tf£' nl~r 
WKHC.A'I.T\'. WCII~.F". rilldllnali •• lir "lib rei 
~am(·. ad", Illf,Cr 
:\.\11. \\·a ... h. , a ...... I Iu pull affair!'> dir 

• '" ,ae~·t issue: l"ew all" lfelle,v 011 Televisioll ( ,\'etlCork 'fI,d Spot) ; 
Stntioll Re,Jreselltatioll ClufI,ges; , ldloertisillg ,l~/ellc~1 '-ersollllel CI,allges 



National Broadcast Sales Executives 

NAME 
Ua,-id LaIli101('~' 

B .. rr~ Long 
Jos"ph I.. 'I~rkl (' 
'I auriN' E. 'lil('h .. 11 
John F. S("r(,(,11 

Jan .... s T. Vandh'("("r 
G(' ()r~f'I " . alla('" 
J1 .. nr~' S. Whit .. 
"'Illiam J. "·illiall.'oll 

FORMER AFFILIATION 
:\B(~. ChI., radio-TY 11("' ach·, prou. nt~r 
K •• A, Il .. n,·("r. s is Ingr 

1)u"onl. ~. \ .• si n r.-l rng:r 
:>."A II , ,'. Y .. dir of BAB 
',"ABB, :\1uhil ... ('01111111 Il1gr 

,, 'oon, Grand Rapid~. 'th-h .• di ... {" joC'kc·y 
KECA.T\'. L. A .• dIr rCOluole Ic·lc·c"a s l 51 
NBC, N. Y .• nlgr radin sis l.laHnlngo and r("~war(' h 

CBS.T\·, ,. Y., a ... '!io O C' dir 
Ralph II. JOIlt' S Co, Cindnnati. n(" ('1 f"xe(' 

Sponsor Personnel Changes 

NAME 

C~' ril c.. Fox 
J . 11 . C. Gra~' 
lIarold II. 1I0rl o n 
f:harle s V. I.Jpp" 
Rie-hard Loe-kulan 
Loui< 11. )lillrr 

c... L. N('w('omh Jr 
non Pt·hi,·r 
Roh f" rt 'I. l'r(,lIlief" 

Rif>har<1 E. St. John 
Ja.nt"~ F . . ~tark 
lI ~'rbe-rl '1. ~1 .. ln 

FORMER AFFILIATION 
Illinoi~ Meal Co • Broatl('ast brand prod., Chi., sIs, adv 

and prom d~'pl 

Krafl Food~ Co., Chi., a!oosl to ad" nl~r 

F.-I s &. Co. Phil a .• "p. liSf" n 'lI~r 
Canlpht·1I fo;unp Co •• CUllIdf"n. asst ath· m gr 
Sin~f"r St"win~ .\t ae hinf" Co, N. Y •• adv m g r 
Carnatinn Co, ~. Y •• __ ~a :-.lern dh' si s m,.:r 
\1('nnt"1I Co. N. Y., as!oot dir of ath', s Is pro.n 
General E let"lrie- Co. Jlrid,:!'C"J)ort. Ingr of r~·frIgt"rator 

tli,,' 
Sinl!t'r ~ .. wing: :Hat'hint" Co, .'\. Y .• as ... 1 ath· .It,:!'r 
I1nnt Foods, L. l., ~Is 

(;(·nt"ral Foo·l s f :orp., X. Y .• sh .• a(h' asst in 'I axwe ll 
1I0u~ ... div 

S~ifl &. Co. C hi . • ath· lII~r 

(;(,IIt"ral Elt.~e-tri(' Co. Brldg .... urt. ~Is. nlgr of fan dh' 
Hon~on Art ~t"lal " ' ork ~ In(', N('wark 

New Agency Appointments 

New alld Relleav 31 July 1950 

NEW AFFILIATION 
Same, radio net !'!h s tafl', arC'l eXf"e 

WJ\BC, N. y" .Is m g r (1 Aug) 
AIIC, N. Y., h' r .. ,donal mgr in sIn r .. 1 d('pt 
:'<iI\C, N. Y., ,.,. .. (, (.-If 15 A u g ) 
" r AFn.A;\).F:tt , Balon Rougt', coni nil nl~r 

Sann', •• rog dir 
Saine, ("x("{" prod in ('hargf" sIu"e (,'-f"nts and sport!i 
Saine, .n~r of ad,,' and prom d f"p l for ... o und hroad('asljng 
CBS. N. Y., hu~ nl~r radIo, ty nf"1 prog 
"·L"".1J, Da"lou, !->b nlgr 

NEW AFFILIATION 
Salllt"~ sIs 'l1t;r of eanned nleat df"pt 

Same, I)rod a~h' 'l1gr in ('harge of sa l ad drf"ssi llgs, margarjne, 
I1l alled nlilk, earanl(,is and nlu~lard~ 

Sanl e, prf">; 
Sanle, supr,,' nf IIH·tlia 
Saln f", dir of afh· 
Sinroniz Co. ChI.. gen :-.I~ nl,:!'r 
Bourjo is In(' , ~. Y. , a(h mgr 
Saine, l11gr of Inarkf'lin~ applJanef" an d nu·re-handis(· df"pt 

~ame-. a~h' .1Igr 
Sam e, L. A. sIs su pr,,' 
Sam(', a'!tsot" ~I~ . ad", Ing r of Calnmet dh' 

Langf"ndorf UnItf"d Dak f"rieR. ~. F .• ad,,' nlgr 
Sanl e, sl ... IIt~r hf"'ating d .. ,,"ie(· dh' 
Sa lli e. as~1 afh" dir 

SPONSOR PRODUCT (or service) AGENCY 
ABC Pnpf'orn Co, Chi. 
Anhnal FnUlulation I.u'. Sh('rhurnt", .'\. Y. 
Fred A ... lair~· Hal1('f" Siudio .. , !\. \". 
Jl"rkshirf" FIn.' ."'ipillnin~ A !iOo .o;; n('., Pr.n·idf'IIe-e
Bi6!: Lf'a~u(' Tog- s Ine-. Phila. 
Cal,ittina Citru ... Co, f:alnhri(l:;::e. ;\Ia ... ~. 
« :a lllpr()n-Bf"~!o.'·11 c.urp •• :I(',,·e. 
Cnhl ... Hairy Produ('t~ 111(', Lf"xin~lou, ~. C. 
1: ... "olillal('11 l'rolllll'lg Co, Dam ill I', III. (Dh of .'\"a. 

Ilonal Hairy) 
f :rn n('-Fr.·d'-·ri(·k~ Tr;n t·1 S~'r,,' i('e I n('. N. '\. 
Crnwn Prcull1"l s Cu, Hal~tun, -'('b. 
Uoral Ine. Phila. 
Ea~t('rn ~('~III~ .\tat"hint' Co. sl ... a~('.u·", for Elna Inler-

naliunal " t'~in~ Iltae-hin(':-. . Phila. 
';('Iu'ral "'ihot· «:nq •• ~a ... ln illt" (F.d~(·wnnd ~hnt' en (Ih") 
1I0,",t" S. en. Sf·atlh· 
l . akt"wuH" "ark Inc'. LOII~ B,·adl. Calif. 
I.uei.·n L~·Lon~ , N. \. 
Lu('ky Strid .. ~hu.·", I nf'. 'I a,.· .. " il!~·. Ky. 
'laj.·~li(' F a h ri t·ator ... In(' , Evall~" ill.· 
'I arine Brnllr"r:-; 111(, . I\', l. 
Thollta .s :\-Iarlindal~· .. ~. Cu, Phila. 
Lotli ~ :\Iil a lli F~.od .. I lie-, May~uutl. C:rlif. 
'lilIlone Tt",.,til.·:-. 11)(" , :\ . '\. 
'Inc' k S.·t"d (:n. PIli ..... . 
'Indf"rn Fund Pruf"'''''' f ;u. nrld~'·lolI. ~. J . 
P~H·Hi(' Cra('k .. r Cu. L. A. 
Santa f:lnra "u.-k ill#! C .. . Sail JH~(, 
St'I'ulan f ~u. "'~'~'ark 

St"IH'r 1 .~.h(Jralnri.f·.", Int·, I'ilt~h. 

Ti •• Tnp Fond ... In (', Oaklund 

Tho nl snn - I'nr,·.·li l.· Paillt Co. Philu. 
"nnln .. Ptllnp Corp • . ,. l. 

Frt·lu·h noy popeorll 
I1unl Cl ul. do,:!' foo(1 
Da,u'in,:!' in s trlletion 
COllllff"d ('otton fahri('s 
ClOlhill~ 
U,\1oja" oran~~' jule-(' 
Porlahl(· di ... hwa:-.h(·r .. 
Dairy pro(ItJ(·I'" 
PiA' and "':0 ,", (,,11I1uh.ions 

Tra" __ ·1 s en.-ie-e 
Hnhl ... r protltH'lq 
"Uoray" autonlati __ ' tlt·fro~ter 

~ewillg .na('hin(·s 

UFri('ndly" ~ho('s 
"lIo",~" s" nail poli~h 
I1ou~ill~ projf'('1 
Tuilt"lries 
~hn(' .nanllfa('tllrf~r 

Chrnnle furnilurf" 
Tt.~lfwi sion, radio and applIan('('~ 

Fund tlh.lrihlliors 
Fond produe-ts 
\\'()rsl~·tI j~'rsf"Y 

Lawn s ('f"d 
hThrh 0 " do:,:: and ('al foofl 
uTreal s;; Thin Flak~," erat·k,·rs 
hf;lori('tta" fruit s 
~~'rnt:ln 

Pharlnae-~·tli i('ol ... 
,," ' hip •• (·tl ,'realll 111 ~H"lf-di:-,pt" It :-.I II ~ (·u llt aln. 

ers 
PaJnl 'lIannfa('lur~'r 

;"IIoll-f·()rro .. iv~· punl •• 

Fred .. rl __ · R. Kl f" innlall, C hi. 
"osf"r & Cot ill s I n(', Ullea 
A. M. Sn~'id __ 'r .. ~ Co, 1'. l. 
J. " .. altn Thomp.on. l'i. ". 
"·t"i~htnlan Ine-, Phila. 
Har ry 'I. Frost, Bo .. ton 
P alnl .. '\: I' atter~on In('. Clf"'\t". 
l'it"dnlont, Salishnry, N. C. 
Ihne.'r.Fil'.j!.'ralcl.SamJlI.. 1 nl' , Chi. ( .. If 1 S('p) 

La~ren("e nole~ Ili('kl'io I nt" , N. Y . 
Langhamuur & Assot', «)I11aha 
A. E. Aldridge Assoe, Phila. 
'\'ah'''' "·f"rthei.11 &. 8abe-0('k Ine-, N. Y. 

Andt"r!iion. Ha"i ... ~f(; Plallt" Ine-, ,. Y. 
Pa('ific N alional, ~('attlf" 

Dan II. ~lin"r Co. I.. A. 
Ir"'in ~ S('rv.(·r. 1\. Y. 
Hot"killore Co. ~. Y. 
Jimnli .. no~· d Jr. E"' alls'\ HIe 
'l eLart"n. Parkin. Kahn 111 (', N. Y. 
The :\-Iarlin Agene,." Phila. 
;Hark ('I('rs In(' , L. A. 
Sf",.·lIlour Kanu'ny As .. ue-. :\. Y. 
Cabboll 8.; Coffman I .... . Pitt.h. 
Lant h &. Kpen 111(', Phila. 
\l og',:!'('-Prh't'lI 111(,. L. A. 
Gla ... ~(·r-Gailey In£', L. A. 
~Ir('~·t ~'<: Flnne~', N. '\ . (handl£' Calladian a(l. 

'\'f"rlisin,:!' .. IT St·p) 
Suslnall &. A tlIt" r, Pltt .. h. 
Garfield .'? C.uild. S. F. 

',",U }'n(', PlliIa. 
I ~f'o nard F. Ff"Illllan ~'{ A ... l'loC", Phila. 



IN SAN FRANCISCO 

He moves mountains 
Not hing ~top~ Jilll Grady. On KCllS' ··Thi:

Is San Frallciseo:·· ItI' lIIo"e:- IIIOl1ntaill:-. 

hou!-c·!- ... anel lIIerchal1clise. 

TIlt'y're callillg him Mahomet of the 

micropholle aroulHl one of the loeal hop.' 

clul)s. For the laek of a lIIountain site, t1tt'~ 

couldn"t go camping ... until Jim e<lllle 

throllgll. _\ few worcls to hi s li~tener1-. (/1/(/ 

offers of Il/Oll/lla;IlS pnur('d ill from 011(' (, lid 

o{ 11t(' Coosl RflIIW' .... 10 11t(' ol/H' r ! 

1\ ens .. '-,1/11 FrllllC; ,\('/J 

Cul"l/Ib;a ',\ 1\(.\, III IIII' (;/I/df'1I (;(lie 

J«'I//'(',~elll('d by Rad;/I ~(/ /(':; 

otr ~\It)n . thru l ' re •• 8: 0U to 8; J5 a. m. , u,.(1 Su,., 7;45 10 8:UU a.m. 
I 
I 

He':- ;\ hancly tllall at IlIo"i ng hOIl~(·!-. too, 

o flicials of ;\ lo('al IUlIlher C'Olllpall~ agr(·(·. 

\"hcn Jim told til(' story of tlH'ir new pre·fa h 

hOIl~es. tlte dazed IHlt Itappy IIII~iIl CS~IIIt' 1I 

lwei to hire an cxtra sales staff jll .... , 10 /WI/(I/(, 

Ihe ;lIqlliries h(' drew! 

Ifs positivc proof that KCllS ' Jitll G rady 

eall lIlOVC IIIcrehalHlisc ... 1I101I1I1a;IIS of ;I ! 

C.lll li S or Badio Sale!-. allli le t ollr propllt't 

spell p-r-o-f-i-t for) 011 i II Sa II Fra lI('i~c · o. 

... ~ . 
. ,.~, , '. : .... 

I 
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5000 watts DAY 

1000watts NIGHT 
Directional 

San Antonio's Oldest 
Music and News Station 
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1!!efPu4ute4 ~t'l 
4'1 ,Forioe & Co. 

NelV developJJlents on SPONSOR stories 

p .s. I 
See : " Once a year" 

Issue: 31 January 1949, p. 32 

Subject: Single broadcasts 

"One-shot~," properly planned, can giye a big pay-off_ 
Sanson Ho:"iery :\1ills did it for the Easter Parade. The company 

followed closely SPOl\'SOR'S thinking in it", ar ticle " Once a year." 1 t 
made the point that: "The 1110st profitahle use of the one-time broad
cast has been where they \\-ere planned ahead so as to take full 
advantage of merchand isi ng and promotion tie-ins ." 

\\ 'hell Sanson was offered the two-hour Easter Parade on NBC's 
fulL interconnected tele, isioll network. the company grahhed jt. 

But only two ,,'eeks before Easter. The compan y saw a logical tie-ill 
heh\"een the eyent and its Picture:"que stockiIlgs: immediately can
celled its l1e \\'Spaper campaign and dive rted the budget to the tele
,ision co\erage. 

Letters wen t ont to all the compan)'s outlets ill the coyerage area 
(29 c itie,.; '). The store" were asked to cooperate promotion-wise at 
point-of-sale, in local newspapers , buses, and teleyision programs. 
The n etwork sellt out direct ives to its outlet.;;; local stations combined 
efforts \\"ith ,ariolls stores. The r esponse at the local level was re
sounding: posters went up in elevators and througho ut the stores; 
stores placed ads , made special displays. Relai lers were told they 
could ad\'ertise themselves as co-sponsors of the Easter Parade. 

All ran smoothly the day of the parade with ~Iaggi '\1cNeli is and 
Ben Grauer hand ling the street illten' iews alld c0111mercials . 

In the co urse of the two hours. Sanson lIse cl six commercials 
spacell about 20 minutes apart , each of about a mi nute to a min ute 
and 20 seconds in dura tion. The fashion-integrated commercials 
,,'ere done live rather than on film. ,Many of the women in tervie,,'ed 
wore Picturesq ue stockings, which made for perfert tie-ins. 

According to Howard G. Barnes, ,ice president of Dorland, Inc .. 
--One addi tional feature that made th e program so po inted toward 
th e local audience in each market ,,'as th e lIse of cut-ins, fo llowing the 
commercials. which named the local outlets for Picturesque stock
i ng" in each community." 

The response was outstanding. Over 250 major stores that halldle 
Picturesque stockings 'wired and wrote letters of appre('iation and 
congratulations . The company had lhe same Iesponse from "iewers. 
Re-orders and sales followed immediately and at a time ",hell busi
II('SS in th e stocking industry was at low ebb. 

p.s. I ~:s::e : 
Subject: PM sets sales increose 

" Millions more call for Philip Morris" 

24 October 1949, p. 26 

La!'! October SPO]';SO H reported, ill "Mill ions more call for Phil ip 
:\10rris," big P.M sales increases for the fisca l year ended 'March 19-1.9. 

Sales for the first quarter this year rose another 19~-~ , a rise of 
$12.448.000. Total sa les for this period \\"ere $75.859,000, compared 
to $63,411 .000 for the same period last year. The increase was com
pletely ill domestic sales. 

A heavy user of radio advertising, the company recently signed 
for the l11o,.;t comprehellsive and intensive spot campaign in the ABC 
llC'twork history. The ca mpaign. 011 behalf of Spud Cigarettes, calls 
for 155 spo t announcelllents pe r week 011 the Iletwork's five oWlled 
alld operated st<Jtiolls: WJZ, ~e \\ York: K ECA, Los Angeles; WXYZ. 
Detroit. \\ rE~R. Chicago; and KGO_ Sail Francisco . 

SPONSOR 



Hig Till/!, Opera/i()1/ that ',.. te lp\·i,..ion in Southerll California. \I here you reach tire "at ion',; 

,.eco lld larf!-e,; t T\ alldi ellce \ia kTT\· ... "mack in the middle of thi" dYllami c market! 

\\ -ith joillt "upport from the La,.. An gelt'" Tinlt''' and CBS .. . Iooth HTO·" fro", \lay Ioae"-. .. 

\Ie' \ e co rnered a big <Iudi(,ll<"e tlrat loob amI "tay" and bIlY". Today lIlany kTT\ "haws orip;illate 

from Ilolly\, ood· s rH'\\e,..!. rno,..t modern motion pi r turt' "tudio,; ... \\ itlr hi!! plan" fpr e\en hri~hter. 

,..a le,,-prodll ci n~ :-h()\I'; tOlllorro\\. \\ho. for e'(ample. but I...:TT\· \\oult! take the air at 1 1'111. \\ itlr the 

Ja ck Crq!,;oll Sho\1 from the COllntry Club Il otel "\1 imlllillg pool ? ' \ ott': participation" a \ ai lahle.) 

To :-e ll ill Sou thenr California in tIlt' Big Time. a"k Badia Sale" far I~~~"'~~~T LOS ANGELES TIMES · CBS TELEVISION 



It ,t f) I 0 it " . D T E 'J E \ ' I S I () ". S T \ 'I' I () ". n F; ,. If F; S I~ ". T .\ TIl' J: S 

NEW YORK 

BOSTON 

CHICAGO 

DETROIT 

SAN FRANCISCO 

ATLANTA 

HOLLYWOOD 



How to sell 
on Saturday nite 
Ad,'ertisers Icn'e 1I·:ulicts b:lrll 

dallees for their filII , frolic. 

:lIul IJC.t~·lIt s:Iles 1)lllIeh 

Duck for the oyst{'f, dive for the 
clam, 

Ouck for the oTle in the tUlla call! 
Square dance calls such as this ringing over 

the ai l'wan's delight millions of listeners \\ ho 
wOllldn' t miss their fa\"o rite ham dance pro
gram corne Saturday nigh t for anything in the 
world, And barn dance p rograms are delighting 
a growing numhe r of sponsors who \ 'e fou nd 
them tops for tapping the sales potentialities of 
an intensely loyal aud ience. 

0:ot long ago. th is type of elltertainlllent \\ as 
shrugged off by //lan) hig-ei t) sponsors as 
"corn" \\ it!! appeal only for a rural audience, 
\ owadays they kllow heller. It's not "corn," 
and, by cracky, the folks arc going for it in cit\ 
alld co untry alike. What's 1I10re, they bu~' 
\\ hat's adHrtised on these programs; results 
pro\ c it. " t iles Lahoratories credits the almost 
O\'ernight de\-e1opment of Alb Seltzer in great 
par t to its sponsorship of a Sational Barn 
f) ance seglllent f WLS, Chicago) for 14 wars 
f 1933-46). Here's tht' first four.year re('orrl: 

1931: Alka :-;eltzer introduced 
1932: Sa les not so Irot 
1933: ~ tarted 0/1 /Jam f)ance; sales fair 
1934: LTp oyer soo r;, ! 
19:33): One mon th (january) alone ahead 

(If whole year I <J:B: sales lip-lip 

~ Comedy star Minnie Pearl on WS M's "Grand O le O pr)''' 



EVERY SATURDAY N IGHT BARN DANCES LIK E THOSE PICTURED ABOVE WOW FA RM, TOWN, AND BIG·CITY LISTENERS A LIK E 

\I1 d thi~ bhuloll;;' ;;'~l lt'~ re:wtion \\ a~ 
1" no me,lIl ~ limilt'd to the rllral ~lfea~ 

-it \\:l~ al~t1 ~lIrpri ~ingho eyidellt in 
:-Ul'll nlt'tropolit~ln C('lltt'r~ .1:" Chicag.,1. 
'l ih\1Hlkee. :-:' ollth Bend. IndLlII.lpoli :- . 
Fll}}owing the \\"L~ 'llnly ~ucce"" . 'l ilt'" 
' polbored it" kdf·lwIIr Bam Danct' 
,. eg.l1It'nt f,1r ~ car" () \ er \ BC BIlIl'. 

\l llre rt'::-u lt ~ -? In 19-1:-. tIlt' lbl"ton 
Purilla Cl1mpall\. U,. i:lg Grand O/t> 
Opn ~ \\ ~'L \ :l ~ll\ iHt') . found thJt 
llllt' llf their product:- \\ hidl had t'itht'r 
drl1p}'ed ill ",ale~ or rt'm:lined the :;.anw 
a , the ~ ear bdllrt' ill .lll other part:' of 
the clluntr~. t'lljlnt'd a ·f)r, incrt'ase 
in tIlt' area t'l" ('red l" Opn. 

H undrt,d ,. llf otht'r ,. pl1n"llr "U('('(' ,,. 
'tllrie, hear ::- imilar t',idencl'. 

\' traditil1nalh \ nlt'rican a , tilt' hllt 
till;!. the harn d:lIh't' hark ,. hal'k to tilt' 
' atlJrda\ ni~ht fun. Illu"ie and dane. 
in;! llf tht' t'arh \ nlt'ril".lIl piont'er,. . 
Thllu;-:h indif!elwu" ill tllt' rural area". 
\\ ithin r('(cnt \ e.n:, thi ,. t~ pe of t'n1t'r· 
tainnll'nt ha , ,. t't'lwd inll1 the l itie,. a" 
\\ elL \ nd it'" bigg.t'r than e\ er in 
rur:ll " ll1munitit" Radi,1 ha ,. heen 

20 

chielh rl'spl1n ~i ble for sprt'ading the tiLln of fl1lk·:;.ong arti"t~. comedy nUIll· 
klrn d.lIlce gMpeL 

Tht' nO:'-I.1lgic 'lppeal of harn danc('" 
fM Iht' llla l1\ eit\ folk who ha\e COUll· 

ber~. ;;.quare dance calling. yodeling:. 
nO\odl~ acts and instrumental :;.pecial. 
tie:". the"e ,.how" are good. dean. 

tn rllllt~ i~ a £:lch1r ,\hich helped the whole:;,ollle fun for eyen member of 
hanl danct' grow in the l'ity. Toda~ the famih-. _\nd /zOIC million" of fami· 
tllt're j " :;.carceh- a b rge cit\" in the lie~ 

LOnilt'd ~ Ialt'" that doe"n't ha\"e it" 
enJo~o them - eyen Saturday 

night! 
"qIlare and folk dance center:". Co~mo· 
}hllitan \ 'ew Yt1rk City has many. one 
l,)c~lted in Il)f all pbce~ ) Carnegie 
Hall. ~ u\l1mertime public :;.quare dance" 
in \ t'\\ York I ' pon,.ored by Pep,.i. 
Cob "int't' 19-1-1) haY(' turned th ou· 
~.lI1d" of cit, ~ophi "ticate:;. into stomp· 
ill~ folk d:ll1ce enthu"ia~t:;.. It'~ e:, ti· 
matt'd that \\ I'll oyer 250.000 flocked to 
tht'''t' ru:,t1c afhir,. in 19-19. Similar 
dalh't' '- held for te ... t purpo::-e" in Chi· 
t .l~n. Dalla ,;. Richmond. Hartford. 
\\-a,;hillgton. n_ C. and _'- tlanta. al"o 
nlt'l \\ ilh ~ratlf~ ing ::- m'('e~:-. rl'port~ 
Pep, i,Cl1\a. 

Cit~ ,. lic\...er or country cou~in. it" ,.. 
tilt' \f.lfm. friendh-. do\\ IHo·earth. 
"ftlL :-- \" appeal of the harn dance r3' 
dill pfl)~ram that geb ·t'lI1 .. \ combina· 

On a harn dance program the com· 
merciah are yirtually pa rt of the en· 
tertainment. 111e ann,)uneer:;. talk in 
home~ . familiar terlll:;' that ring ·'rig.ht" 
tn the li:;.tener-rarel~ jar with :;.hout· 
ln~. hi~h pre::-"urt'. or synthetic talk 
I mayht' \ ia traIL ription ) that doesn't 
"belong." in the ~etting . 

From a humhle "tart ::-oml' 25 \ear:;. 

ago \\ hen ::e\Oeral stati on ~ around the 
country began to offer local folk talent 
1 and got surpri~ingly wide li"tener
, hip I , harn dance programing has 
hlo:,somed. Back in 1931. the \\LS 
\ aliolla/ Bam Dance nlOyed to Chi· 
cago-:;. Eighth St reet Theatre from the 
the \YLS ::-t udill when the traffic of ru· 
ral \-isitor~ overwhelmed the ~tation. 

Then 110t OIKe. but twice nightly_ ca· 

SPONSOR 



GOOD-H UMORED ANTICS. GUITAR PLAYING. FIDDUNG. SING NG. NOVELTY ACTS ARE INGREDIENTS OF ALL BARN DANCES 

pacity cro\\ds of 1,200 paid admission 
and filled the theatre for both of the 
two-hour shows into which the four
hour stage program was divided. An 
average Saturday night at the Barn 
Dance would see some 2:1 or more 
states represented in the audience (and 

still does). 
Another example of not.enoug

h
· 

space, the I OlW Bam Dance Frolic 
(WHO, Des ~loines ) moved in 1933 
from an SOO.seat auditorium in Dayen
port to the 1.300·seat President Thea
tre in Des Moines, then in 1935. to the 
Shrine Auditorium where 4-.200 seats 
were often inadequate to accommodate 
the throngs that flocked from far and 
near. WWV A, Wheeling. and KWKH. 
Shreyeport. are other stations where 
the barn dance sign generally read~ 
SRO. 

These in-person radio-stage broad-
casts with paid admissions haye he
come ch aracteristic of the major barn 
dance shows and are a pow('rful h ) P,1 
to listener-in terest. \lost of the barn 
dance personalities have programs of 

WNAX barn dance merchandises via newspaper ads 

COMING 
IN 

PERSO~ 

MISSOURI VALLEY 

kNOANCE 
20 Great Stars 
'ItII# Acts-Laughs 

Broadcasting Direct 
From The Stage 

1* Hour Show 
Show Starts Dancing From 

8:15PM 9:30p 

570 on Your Dia' 



MIRTH· FILLED M O M ENTS LIKE THIS ONE ON WLS' NATIONAL BARN DANCE HELP GI VE ALL BARN DANCES UNIVERSAL APPEAL 

their own ~potted thruughout the week· 
Iy schedule of th e station. which enahle 
th elll to create their 0\\ n leg ion of fans 
to draw to the big weekly windup on 
Saturday night. 

Dadd y of the barn dance programs 
is the WLS NalioT/ul Barn Dance. 
\\ hich started with th e opening of that 
:-:tatioll back in 192-1- and is th e oldest 
('ulltin uous ('onl/11ereial radio program 
011 the air. It still adheres to the o rigi. 
lIal format of singing. dancing (mostly 
squa re I. and auth entic American folk 

musi(, featuring Lulu Belle an d Scotty. 
Bob Atcher, Captain Stubby and the 
Buccaneers. John Dolce. the Arkansas 
Woodchopper~ the ;\1aple City Four 
and others in the cast of almost 50. Up 
to 1. April, nearly 2,000,000 peop le 
had attended the Nalio T/ al Barn DaT/ ce 
broadcasts in Chicago. Anoth er 772.· 
775 had paid to see and hear WLS acts 
in personal appearances in 1.949. 

Nalional BarT/ DaT/ce sponsors jeal. 
ously guard their segmell ts on the 
show. The Murphy Products Company 

(feeds) has sponso red a half·hour seg· 
ment e\'ery Saturday night for 20 con· 
~ecuti \'e years. Keystone Steel & Wi re 
Co. (fencing equipment) has been a 
sponsor for 16 ) ears; the F lex·O·Glass 
Co., 12 years: Phill ips Petroleum, six 
years. Newer sponsors are Dolcin 
Corp. and Lehun Co.. both on tw o 
) ears. 

Grand Ole Opry. famous fo lk sho\\' 
aired O\-er WSM, :\'ashvi lJe. wi ll be 25 
years olel in October 1950. Though it 

(Please II/m 10 page 4H ! 

BY. PRODUCTS THAT HELP'SPONSOR INCLUDE SONG BOOK S, PICTURE ALBUMS, PAID· PERFORMANCES, PERSONAL AP PEARANCES 



Task force for 
Milk-Bone 

Radio takes on job of p ... n 'id ing 

local intl)act when J!oill~ ~ets rou~h 

for N~lbisco dOA biscu it 

Haoio is tIl<' \ational Bi~- \Iilk-Bollf' fUlld. 0111) about 20'; of 
euit Company's advertising 
task fo rce as far as its dog 

fo od. M ilk-Bone, is concerned. 
In most ma rkets wiwre sales ar(' 01T 

or helo w the a pparent pot(,lItial. local 
ra dio pa rt ici pat ions get til(' nod from 
S tewa rt 8 0) d, ad, 'ert is ing manager of 
the National Biscuit Company's ('('rt'cd 

a nd dog food di\islons. So far radio 
has ne, 'e r fa ileo to pay ofT ill ill
creased sales. Sinc(' 1940. when \1ilk
Bone bought its fi rst local participa
tion , expenoitu res for radio ha, e 
g rown steadily (except for a wartime 
in t ennis~ i on ) . 

\1ilk- Boll e is not on(' of the 1l1ost 
important prooucts of the $300.000,-
000 ~abi sco operation - su<.:h as Pre
m ium ·Cra('kers o r Ritz- hut it is 11 

p ro fit able eno of the husiness. And 
Milk-Bone dominates the baked dog 
food ma rket in ooll ar , 'olume as \\ell 
as quantit y output. 

Milk-BOll e has been ahle to a('hieYe 
thi s position on onl) a small frac tion 
o f the tota l ~abisco <ulvert ising bud
get. A hout half of the annual ~abis('o 
adverti sing appropria ti on of $6,000,-
000 is spent in rao io and teie\isioll. 
Of this $3,000,000-odd kittr , about 
$ 1,000,000 is earmarkeo for Arthur 
Godfrey's plugging of a variety of \"a
hisco prooucts on CBS. A large slice 
o f the Na bisco rao io budget- ahout 
$SOO,OOO- is spent each )('a/' on Mu
tua l's Sira ighl Arrow, for Shredo('d 
Whea t. 

The fund s for Mi lk-Bone radio and 
TV a re d ra wn from a separate radio 

31 JULY 1950 

('ae h "Iilk-Boue ad\ertising dollar i~ 
spent in hroadcast lll<'dia. TIH' n':,-I 

goes into printed nlPdia- E,ife. Saillr
day Evenin~ Posi. ,ariou:,- farm a 1/(1 
:,-portillg publira tio ll:,- -- ano point.of
sa le. The total hroadca",t expPll(litlire 
(,o l11e~ to about S200.000 annuall~ . 

Toda) \J'abis('o is usillg radio PM' 
til'ipation", for "ilk-Bone on 19 sta
tions ill ]:2 scattpr('d stah's, and a "idp!) 
parti('ipalioll in Cincinnati ( lluth L~

OilS' show 011 \\ 'L\\,-TY). TIl(' aH'rag(~ 
freq uency of the radio parti('ipati()l1~ 
is three 1 i IIlPS \\ (>ekly, hut ll\prc i!" 0/1(' 

cros::;-the·hoard \lilk-Bollt' participa
tion ( \\ 'F~ IJ. Youngstown I and ~("_ .J 

('fa I twi(,C'-weekl) sc h('dulf's. The :\ \ 1 
",tat ion lineup follo\\ s: 

ConllecliclIl 
Endialla 
J...'e n I U (·/1)' 

Maine 

MassachllscllS 
Mi('higa ll 
Missouri 

,\ ebraska 
Ohio 

P ClI 11 s)'1 /'a 11 ia 
Rhode Island 
Texas 

lIarlford 
Illdianapolis 
LOll is ville 
Hallgor 
Porllalld 
Bosloll 
{)elroil 
Kansas Cily 
SI. Lalli" 
Omaha 
Akroll 
Cillcillllali 
Clevdalld 
)' oUlIgslolI'lI 
Pillsbu rgh 
Providence 
nal/as 
Fl. Worlh 
H Ollsloll 

(Please III m 10 page ..J.2 ) 

II 'TIC 
IFFIHI 
IFA IE 
IVLBl 
WCSII 
IFill-A 

WiR 
WfJ /J 
K If' ''-
KO IE, 

IrAKN 
WLW 
IViW 

WFJlli 
KfJ "- A 
JfI i AR 
WRR 
KFJl 

K,\'Ul 

~ .. 
-------- ---~--?:le 

MILK-BONE 
How to Choose F 

, "d, Troin ond Cor , 
e or your Pel 

Premiums given to test shows include this book 

Company sponsored dog show on TV for presti g e 
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.1'S T AL MEDIA UNDE 
<:~·Sh •• re of tilue-- is •• " •• lid b •• sis for eoullllou-denolllinator 

24 

Ine.,sllrenlellts of r~dio. TV, 1I ... ~azilles_ ;Ind ne,vspal)ers 

Ilcth'itit-s oOter tlUII .. rndio 'ost- most timt- to T\'* 

April 3 L radio 
1949 54 min. 

rad10 

Feb. 5 43 min. 
1950 11 min. leu 

7 

~'Source : Sind li nger an d C o . 

Dnil!! fisho .. i"!1 ,n." 

% OF POPULATION 

100 
85% 

75 

4 
50 brs. 

30 
min. 

25 

0 
12345 

Hours of 
Radio 
Listening 

TV 
68 min. 
37 1II1n. more 

reading; 
theatre, e~tc. 
95 min. 

r&ad1ng; 
thea~. etc. 

G9 min. 
26 m1n. 16ss 

8 9 10 pm 

rt-,ulill!1 time ,)to,' (uhdt * 

85% 

58 
min. 

1 hr. 
4 min. 

12345 12345 
Hours of Hours of 
Newspaper Magazine 
Reading Reading 

."t'A Psycholo'1;cal Corp. stud y presented he re as an example of time b ase d resea rch . 

Hall' lIIuch is radio leorth: 
Thais a question that th e Radio and 

Television Steering COllllllittee of th e 
/LYA is currently attemptiTlg to an· 
Sicet . Alld 1("(' are con vinced thaI. in 
th e A lll eric(J1I traditioll of fair play , 
advertisers are seeking all hon est (!II . 

swer. Th ey n'ant to ]lay Tchat radio is 
leorth - no III are, 110 less. 

Radio's Il'orth as all advertising 
/II ediulII (particularl), netll'ork night. 
rilll e radio) is being challellged toda), 
prill cipally because of th e groll'th of 
TI? ViClVill !!;. S igns lIIultiply that maga· 
::ines ([1Ir1 lI ewspapers Teill soon be in 
Jar simillir allalysis. 

Th e eOect of TI T vienillf!, all olher 
advertisillg lII edia is chall[:ing rapidly 
- so rapidly, ill fa ct. that researchers 
hesitate to maJ.-e sp'Crific statemellts. 
Bilt ail e fact is clear : radio listening 
retllrn s to TI ' h011l es ill creasingly 
(es fJerially all all illdividual list(,Tling 
i ([ sis) as tire novelty of T V vieTl'in g 
d i11l ill ishes. 

Noll' III/U'h is radio /Corth ? Tlrat's 
(Ill intriguing questioll - but Tl6t 0 11 (' 

Ihat rail be llIlS/cered fairly yet. 
fll tire article that folloll 's SPO;\'SO I{ 

adlJances a J'evoilLtionar." techlliq/l e hy 
Tl ,hich radio (aTld 1'1 ', magazill es , 
T/(, II 'spa] )('rs ) call 1; (' TlI casnred fairly 
(l lld accurately 05 0 0 11 . 

Thcre's somethillg radicall y wrong 
with radi o (and TV ) rc~ear('h . 

It's llot just that a llluitiplic ity of 
rating se n ·iccs is tllming out morc 
and va ri ed fi g ures than ac\,'ertise rs a nd 
hroadr 3stcrs ('an prope rl y diges t. Just 
<IS illlpo rtaut is th e fa ct that th e lll a !'~ 

of ratill gs, sets ill usc data. shar e of 
;tudiellt' c,Hnd the like put radio at a 
distinct disach·alltagr. 

Advcrtisers frcqu\'ntly lakf' Oll(' 

frighten~d look at hroadcasting sla· 
ti:o;tics a nd go wher£' til(' air is clt'a rt' r. 

SPONSOR 



fHE SA MICROSCO 
This Ilwans tIl(' printed media, who~e 
main selling tool is Ilothing more fe~ r 
some than a mere circulation figure_ 

SPONSOR suggest" a cOl11mon denollli
nator which will permit advertisers to 
judge ail media hy the same yanlsti l'k. 

This yardstick is Tn1F:. 
With til11e as a measure, the bro.lll

cast media would he ulllier th e micro
scope only to the ~all1e degree as ne\\~ 
papers and magazines. Done unrl,'r 
ANA or AAAA sponsorship, all media 
could he sure of fair and equal treat
ment. 

Measuring the amount of time 
people spend with eaeh mediul11 is not 
an original SPONSOR idea. A. C. ~ielsen 
has used the concept of late. And, in 
its 3 July 1950 issue, SPONSOR r eported 
on the Sindlinger research clone in 
Philadelphia. It pointed out then that 
TV borrowed time frol11 all activities. 
not just radio listeni ng. And '"all ac
tivties" include newspapers and maga
zmes. 

The most appealing feature of tht' 
time concept is its simplicity. The 
basic research can be done in seH'Tal 
ways. There would he no confusing 
statistics, no arguments over whose 
method was right. The present uncer
tain ty of San Francisco's KJBS land 
countless other broadcasters ) over 
whether researcher Hooper or Hos
low is right would never arise. The 
basic time scale, serving as th e takt'
off point for more qualitath·e 1nforma
tion would be so simple that a retailer 
who knew nothing about '"media d
fectivenes,," could understand it. 

In 1945 and 1947 The Pulse did sev
eral definitive studies of human acthi
ties during specific time periods. But 
they were dropped hecause "there was 
no apparent need or use for such data." 
Today the need exists. Only eOl11petent 
research can discover how people are 
actually spending their t illle ; mere 
guesswork is dangerous. 

Researchers and alh-ertisers poi nt 
out that charting people's activities for 
even part of the day is expensive. The 
total bill l1Iight be large, but if all in-

31 JULY 1950 

tcrested parties split the cost of snch 
basic cOll1l11on-df'noll1inator studies, 
instearl of finan c ing a 1I1~ riad of {lis
('ollllcd('d one". the indi vidual ta rifT 
would he slllali. One way of reducing 
('ost mi ght be to adopt the suggestion 
of Dr. Hoslow of Pulse that frequellcy 
('ounts of aetiviti e'< 1)(, lI1ad(~ at regu
lar intervals. Bv a house to hOllse co
incidental sun-e)', the activity of every 
persoll at th e time of interview can be 

7-8 <l.m. 7:00 

tabulated. ~lIdl a study would be done 
directly fo r adverti"ers. rather thell for 
media. 

Why this hue a lld cry for a lIniforll1 
look at lIlelli a ? Fo r the simple reason 
that research in radio has focused .'1t
tellti~)n on radiu's slightest variation. 
The radio research T11 i cro~ope immedi
ately r eports if Fibber McGee &. ~ l ony 
have dropped two Hooper points. Does 

(Conl inued 0" page 5.1) 

7:15 7:30 

Sleeping 60.5% 52.5% 42.0% I 36.6% 

10.7 Getting up, dressing 18.1 17.8 17.5 

Shaving, shower, bath 2.6 7.1 7.1 

Eating breakfast 5.8 7.6 10.7 

Getting breakfast 5.2 8.4 12.6 

Feeding baby 2.3 2.9 2.1 

Housework 3.9 5.0 5.8 

Reading paper 0.3 0.8 

listening to radio 1.6 0.3 1.3 

listening to radio in bed 0.8 1.0 0.3 

Not at home 2.1 3.1 3.7 

Leaving for work 1.6 2.1 3.7 

0.3 

TOTAL 104.5 _1_108.1 107.9 

(Over 100% due to multiple activities) 

(. This st udy is presen t ed o nly as an indication o f what re sea rcher s can d o 
by way o f measurin g acfvitie s on a tim e basis. It was cond ucted in 1945 . 

3.1 

18.5 

11.7 

2.6 

7.6 

1.6 

2.1 

0.3 

6.5 

6.5 

0.3 

108.1 
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PART TWO 
OF A 2 ·PART STOR Y 

Nearly every station has one 
TV telephone ginllniek sho,,'s guarantee sl)onsor 

high interest, 10"' cost uudiences on lIet alld indiv idual s tations 

HARRY GOODMAN'S PHONE OPERATORS ARE THE EXCEPTIO;>'! ON TV TELEPHONE PROGRAM S; MOST MC'S CALL VIEWERS 

Telf'phones arc jingling 
ill TV homes alld studios 
j u:-:t us i n~istent!) as th e~ 

are on radio. Alld. as TV producers 
an d spo nsors g rusp the potell tialit ies 
of linking home and studi o hy win'. 
telephollP g illlmipk shows on tel evision 
lIlay w('l1 equal th e ir radio pountcr· 
parts ill numher. 

Big reaso n for t1}(~ tplephonp 's sUP
("ess 011 the \is lIa l mcd iulII is th e pow
erful fl'l'ling TV g in';; that ") ou are 
tllPre. '· A vil'we r ca lling the studio 
can ~WP tlH' MC l' \ PII th e phollP opera· 
tor who answf'rs. Tire full potclltiali
tif'S of this I)('rso llal contad type of 
program haven' t )'1'1 1)('('11 rea lil.ed. 
There is still rOOll} for de\er cxploita-

26 

tion o f tire phone gimlll ick Oll T\'. 
SPONSOB made a random ~ lIrvey or 

tple\' is ion telephone shows. found lIine 
afternoon and 12 evening sta nzas. The 
many different t) pes of formats in tllf'se 
2] shows can he broken down this 
wa) : 

1. Gallic (1) 

2. Quil.Zes 
a. Variet ~ sho \\'- usuall y musi
cal /-1,1. h. \'ews (4), c. S POlts 
(2 I. d. Gf'n e ral /2\ 

~. A lwtion- viewers hid for. or 
trad e articles (4 \ 

-1,. Di sk Jocke \ (2) 

,s. Shopping Sen ice (2) 
:Ylost of the TV show s outlined abov(' 

arl' s till ill s ,,-addli ng dotllt's. This 

makes it difficult to present detail ed 
sales results as was done in a previous 
arti('le ahout radi o telephone pro
grams. A notablp ex('eption is th e TV 
Telephone Cam e; it 's been on th e air 
long enoug h to pile up an impressivc 
sa les repord for its sponsors. 

The 7'1 ' Telephone Came is a Harry 
S. Goodman production whi(' h opened 
011 ""JZ-TV 14 months ago under a 
,' 1,000,000 (,O lltrapt with ABC. Sin('c 
then the game has spread to WFIL
TY, Philadelphia. and WC,0.'.TV, Chi· 
("ago. Statiolls in Detroit , Boston, 
Clevplalld. Cincillnati. Los Angeles, 
and Baltimore are expected to take it 
on soon, 

\XThafs so remarkable about the TV 
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T eLephoTle Game'! Ht:' lldi-Wip, a rc
centl y-Iaunched whipped cream, hought 
a 13-wcek participation. Di~trihutiun 
in New York hefore spon ~() rslrip 

totaled 1H,000 cans a week: it j lIlIIpcd 
to 60,000 cans a weck a fter the first 
U weeks. 

Wizard Wick. a liquid deodorant 
made hy Boyle-Midway (subsidiary of 
American Home Products) follo\\"{,d a 
similar pattem. During the fir!"t nine 
months of 1949, total Wizard Wick 
sales in New York brought in only 
$9,000. Less than two month!" after 
joining tllt:' TV T elel)/lOne Game, 
Wizard Wick sales zoomed to oyer 
$ lO,OOO---for a single month . 

Swift & Co. could tell a similar story 
about their peanut butter. The com
pany tried unsuccessfully to hn'ak into 
A & P supermarkets for Yca rs, but 
several weeks· participation 011 the 
show brought admittance. Swi ft was 
so pleased it used the show for clean
ser, pork sausage, frankfurters, and 
hamburgers as well. 

Altogether there are six participa
tions on WJZ-TV Wednesday thru 
Saturday at 2 :30 p.m. Weekl y cost for 
this four-day stint is $480. Other sta
tions are charging $325 a week for a 
five-day schedule. 

The TV TeLephon e Game is like 
Bingo. You write the station call let
ters at the top of a sheet of paper and 
under each letter one fi gure from your 
telephone number. Contestants with
out a pholle can use the last five fi g
ures of their social securi ty nUl1lbers. 
The game proceeds with the MC ask
ing questions, then offering a dlOice 
between a right and a wroug allswer. 
Each answer has a number a ttached 
to it. For example: "Is a mandarin a 
Chinese official or a musical instru
ment? If you think a mandarin is a 
Chinese official and you have a 5 under 
the W in WJZTV, then ci rcle that 5. 
If you think it is a musical instrument. 
c ircle the number 4 under the W. If 
you have neither a 1. or 5 under the 
W, thcn disregard this question. " 

Every day between 1,500 and 2,500 
people call in to check their cards. 
Between 400 and 600 of those who call 

( Please tum to page ~l--l) 

1. Quiz "Stop the Music" is hellvy on entertllinment 

2. WJBK-TV adaptation of AM qu iz adds drawings 

3. Shows like WOR-TV's "What Am I Bid ?" do well 

4. Games like this Goodman standout are scarce 

the 
telepbone 

""-",,,, .-...-ame. 
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WRVA'S BXTRA STBP 
MBANS BXTRA SALBS FOR YOU! 

Even a tot-size budget 

\ 

\ 

\ 

\ 

\ 

\ 

can fill big sales-shoes on WRVA, 
\ 

\ 
through our extra -step programs 

\ 

that give you 

top, big-time talent 
\ 

\ 

at little more tha n a nnouncement cost! 
\ 

\ 

Pa rticipation in these esta blished 
\ 

\ 

programs with prove n personalities 
\ 

and planned promotion 

can step your sales up 

from the bootee class 

into seven-league boots! 

\ 

\ 

\ 

\ 

\ 

OlD DOMINION BIIRN DIINCE 
Monday thru Friday, 9:00-10:00 am. and 3 :30-4:30 pm_ 
Designed for high ratings and general listening. Fea
tures *CBS network commercial stars on a local basis . 
*(Brock Bar Ranch, CBS, Saturdays 7:00-7:30 pm.) 

GRIIDY COlE TIME 
Monday thru Saturday, 5:00-6:00 am. Designed espe
cially for rural audience and features fabulous Grady 
Cole. (Combination purchase with WBT, Charlotte, N.C.) 

ClllllNG IIll COOKS 
Saturdays, 10:00-10:30 am. Audience participation 
quiz from WRVA Theatre (average audience of 800). 
Radio show is part of two-hour entertainment. Product 
displays; samples distributed; with retail grocer mer
chandising plan; actual product demonstrations. Buy 
it weekly, bi-weekly, or once a month. 

HOIJSEWIVES PROTECTIVE lEIIGIJE 
Monday thru Saturday, 5:00-5:30 pm. Features Mark 
Evans and is designed primarily for food and house
hold products. 

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



What media team up best with TV ~ 
CBS eircui:atioll studies show ho,v ,veil vurious {orills of 

.ad,'ertisillg linh: "'itb television for total cover.age of a nHarket 

This is what happens when eight national magazines join TV but rddio is dropped: 

- 31.70/0 
circulation loss 
inside TV area 

-58.5% 
circulation loss 
outside TV area 

But results are quite different when three national magazines equalling cost of a 30-minute 
nighttime network radio program are dropped and a second radio program is ADDED: 

+ 46.1% 
circulation gain 
inside TV area 

+47.8% 
circulation gain 
ouiside TV area 

The highly significant figures shown above were compiled by CBS for a circulation study 
of media in the St. Louis market. Complete breakdown of CBS figures below. The figures 
demonstrate radio's superiority to printed media for use with TV to cover area inside TV area 
and counties beyond. 

W itho ut te levis io n With te lev isio n Radi o show added 

Fami lies I=a mi lie s Fa milies Famil ies Fa milies Fami lies 
insid e o utsid e in side I outsid e in sid e o uts id e 

MEDIA TV are a TV area TV a rea TV a re a TV are a TV are a 

Radio (KMOX) 458,079 248,861 dropped dropped 916,158 497,722 

Newspaper (Post-Dispatch) 233,697 27,876 233,697 27,876 233,697 27,876 

Television -- -- 136,000 -- 136,000 ' --
McCall's 43,663 24,054 43,663 24,054 43,663 24,054 

Ladies' Home Journal 49,121 23,929 49,121 23,929 49,121 23,929 

Saturday Evening Post 
I 

38,463
1 

19,166 38,463 19,166 38,463 19,166 

Life I 
44,542 , 18,b57 44,542 18,657 dropped l dropped 

I 

Look 27,456 18,125 27,456 18,125 27,456 18,125 

Good Housekeeping 38,226 17,720 38,226 17,720 38,226 17,720 

45,325 1 45,3251 
I 

Woman's Home Compani?n 15,876 15,876 dropped dropped 

Collier's 36,465 11,054 36,465 11,054 dropped dropped 
- - - ---- ---. 

Units of circulation 
(total families) 1,015,037 425,318 692,958 176,457 1,482,784 628 ,592 

- --- -- ---- -- ---- ----
Perce ntag e o f increa se 
o r d ecrease in circulation - - I -- - 31.7% - 58.5% + 46.1% + 47.8% 

30 

One of the toughest proh-
~' lems facing national and 

regional advertisers to
day is deciding where to cut current 
budgets f if new money isn't available) 
to provide money for television. Who 
gets cut is the all-important question. 
For from it emerges the answer to who 
will provide advertising coverage in 
regions beyond the intense, or mer
chandisable, coverage of television sta
tions. This primary area usually ex
tends 40-50 miles from the transmitter. 

Whether an advertiser decides to 
cut network radio or printed media 
('an mean the difference between solid, 
meaningful coverage in "outside" mar
kets- and circula tion so puny as to 
leave a market wide open to a swift 
steal by the competition. 

St. Louis, and surroundillg coun ties 
making up the primary coverage of 
KMOX, a 50 kw radio outlet, provide 
an example basically typical of other 
parts of the coulltry where spacing of 
TV stations now leave important areas 
wit h 0 u t merchandisable sight-and
sound coverage. An analysis of the 
number of families living within that 
part of KMOX's primary service area 
which lies outside the TV primar) 
area, and the extent of their buying 
power. provides a good example of 
similar situations in other TV markets. 

Suppose a radio advertiser decides 
to make network television his Sun
day punch in metropolitan centers. 
What would happen in the "outside" 
territory where KMOX has a BMB 
audience of 50-100~1 (50 7~ or mort' 
families in each county listening to 
K\10X at least once each week I ? 

In this "outside" market live about 
377.000 families. They have a buyillg 
power of well over a billion dollars. 
About 333.000 of these familip.s own 
one or more radios. The total rad io 
families in this area make up 40" 1, of 
all radio falllilies in the entire example 
area. 

The "inside" market (that 40-50 
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mile area with primary TV ('o\t'ragel 
has alwut 529,000 fal11ilit'~. Approxi. 
ma tely one out of four of them owned 
TV sets as of I July. Here too, a~ in 
practica lly all metropolitan area~. more 
than 96 ('{ of all families 0\\,11 radio 
St'ts. 

There are 44 j{ as man) falllil) 
" subscribers" to KMOX alone living 
"outside" as live withi n TV'~ priman 
a rea . This example a rea is a fair sam
ple of the situation ill lllallY others. 
\Vh at h appells to "outsid(:' co\erage 
when television ('(lIne~ in and some 
other media goes out can be applied 
generally to man y other important 
ma rkets. 

What about radio. magazine, and 
newspa per coverage in the St. LOlli~ 
"outside" market ? The fa('t~. plus a 
litt le a r ithmetic, \\ ill gi\e Ib a due as 
to where those TV dollars ('an ('omp 
from wi thuut seriously d amagin~ Iht' 
hasic "outsidt''' ('o\'eragt'. 

Life, the nation 's biggest \\'eel.;I~ · 
magazine. gets into more home", in 

\1orga ll County thall ally other ('oun· 
ty in the art'a. But that adds up to 
only 12(,It coverage (source: Audit 
Bureau of Cir('ulatioll). Ufe's circu, 
lation in Jlorgan Count) is still far he
low the SO'~; Bl\lB (half of all families 
listening at lea"t Oll('e a w('('k to a 
given :;tation ) 1110~t advertisers use as 
a ga uge of minimum primar) cov('r
agp. 

In l\Iontgomery COUllt) 7i(; of the 
3.800 families listen to Kl\IOX once 
a week. Life "('o\,£,rs" the COUllt) with 
165 copies a week (~OUI'('p: Consoli· 
dated Circulation Service, Fehruan 
1950 I, 4.~(; coverage. On the same 
hasis- total families. whether radio 
owners or 1I0t, K\IO\. ha s 70 f

: ('ir
eulatioll in this CO Ullt\. 

In the entire primary aren --ill('lud
ing the TV 40-50 mi le area- K;\IO\. 
prO\ides ()()f ~ poverage o f all familie:
This again indudes lloll·sel,oWllers ill 
tht' base. (ht'l' ..J.jf; of tl1£'"e total 
families listen to K \IO\. ().j night" a 
week. 

MONRO~ 

How LIFE and radio compare in 

MONTGOMERY COUNTY 
11,000 population 

LIFE 
circulation-165 cop ies 

applying Politz 4.B "rea ders" 
per copy, 792 readers 

or 7 % coverage 

KMOX 
eirc u lation-2,600 

families 

applying audience c omposition 
2.34 listeners pe r se t, 6,248 
listeners 

or 56 % coverage 
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B 

CRAW
FORD 

Uje's a\erage co\'('rap:e for the en
tire "out"ide" an'a i" only 18,6;-;
copics, or Sf .; • 

Throw in the 19,16() copies of tl1£' 
SEP and you add only 5.1 ( '~ more. 
Look's 18,125 ('opies add allother 
4.W ~ and Collier':- I LO.;..J. copit'~ 2.9 f 

f 

lIlore. That"s 12 f
: ('o\'('rage to add to 

Uf~'s Sf ~ for this ontc:ide area. 
Add ill thp lll()nthl~ ('overage of thp 

four leading \\ omen's service ma;:!a
zillPs I ,l/ cCall's, Ladies' /I ome fOil r
Ilal, Good /lollsekeepinK, Woman' s 
/lome C011lPO"iOIlI. You still get o,d) 
21.6( I, I1lOrl' ('overagl'. That's a com· 
bincd total, lIot <:ou ntint!' duplication, 
of :B.()~ /;. Cutting do\\ n 011 maga
zilles to help pa~ for teJt'\ision would 
generally 1I11'an minimum loss of ci r
culation ill "ouhide" markets. 

Ho\\ do('~ lIew~paper ci rculal ion 
"tack up ill thi~ out..;idt' area? 

'1'1](' leadil1 t!' papPI' i" the 5t. Loui!'. 
Post. /)ispat('h. Its tup <:ircuJation is 
III Perry COUllt\. with 2W; of its 

(Please tllrn to page .52'! 

CLAY 

WAYNE 
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SALES HAVE PROVED WORTH OF TUCKER USE OF RADIO. BUT MOST FURRIERS LAG IN PROMOTION, SUFFER AS RESULT 

I i Sf·ONSOn '°0 '"U' II '): 

Furs on the air 
Ih .. ulf.t1 of atl·u'ise ret:ailers do ,veil = 

Inost furriers suffer frollt hl<·Ii: of national 

I)IIS"~ ineltt I)rolltotioll , excise tax 

.~~4m Things haven't heen going 
I • 

~~~;!{:!j wdl for till' fur in du st ry. 
From fur hre('dt'rs to retailers, ,"pry 
littlp coordination pxiSls ; tlwr(" s all 
appalling lac k of so und organization 
throughout the wh ole in<iu:-;tr y. With 
a few nota!>lp pxccpti o ns, fur advertis
ing has been spasmod ic and as diso r
)!anized as the fur bu:::iu('ss it utt(,lIlp t ~ 

to pili).!. 
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Th(' 2W,( feot'ral excise t<lX is a tr e-
1l1t'ndous obstaclt'. 

TIl(' wails of d t'~pa ir are not without 
H'uson. T here has bt't'n a s teady de
dint' ill business sinet' 194G. The 
Broa dcast Adwrti:;ing Bul' t'uu o f 0lA B 
J"('c(' llti y prepared a repo rt about the 
fur industry. BAH found that in 19..tG 
ti ll' total retail saIl'S wt' re $4S0,OOO,OOO 
(evell tl l('l1 $50,000.000 iwlo\\' ] 9--1.0 ) . 

Indiana Fur Co. is another standout sponsor 

Tod'l\ sales amount to no mort' than 
an (:s ti mat t'd $350.000.000. are off 
ahout 33 (~ . Tht' ind ustry llpecls plenty 
of good sO llnd promoti on . 

One national organiza ti on. recog
nizing the 1I('ed fur fur promotion , i:'o 
a tt t'rnp ting to do something aho llt it. 
TIl(' AS:'oociatpd Fur l\Ianufac turers, 
with ib 700 lII t' lIIhe r::;. has hegull a !la
tio/mid r ('alllpaif!'11 to promote fUTS, 
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using radio and TV as the prilllar~ 
media. The Assot:iation, lut:ked with 
$300,000, has g iven I-]eanor Lamhert 
the joh of making th e pitch. Her tdsk 
is to spread knowledge about furs to 
the consunH'J" at large. Three TV fi lms 
0-, IS-, 30-minutes) have I)('en pre
pared. 

Other trade organizatiolls exist. sueh 
as the American '\ational Fur Breed
e rs Assoeiation and the .Master Fur
riers' Guild of All1erira. '\on e of them 
do mud, promoting : the door is wide 
open. 

Furs pass through eight ~tagcs hc
fo rf' they reach the ultim ate market: 
( 11 trapper or breeder: (2) {;ollee tor: 
( :~) dealer or men: ha nt: (-1.) auction 
houses; (5) dress!' rs and dy ers: ()) 
manufacturers: ,I jobhers ; (8) fe
tailers. There is no unity among these 
\·a rious levels. I inl e e",e h ange of In
form ation. alld practi cal ly no coonli
nated effort in prol1l() ting sa le of furs. 
Yet eaeh segment i..; ultimately depend
ent upon th e \\ hill1s of the consumer. 

The industry ha" ruflled its own furs 
with its advf'rtising ineptness. ;\Irs. 
America's eonfirlelw(' ha" heen IJaflly 
shaken. One leading fur huyer SUI1lS it 
up with: "\\'oll1en 110 longer Iwli('\'e 
what they hea r ahou! the elltire fur 
trade heca use the) have eo me to IJe
lieve that furri ers are just like many 
retail fur ads ... in (' lined to exagger
ate." This combined with a gf' IIPral 
lack of knowledge ahout fur ... and pelts. 
increascs the huyer's wariness. Add 
to thi s a high-unit-priced item. and 
you practically han' a harrif'r to sales. 

With national aetivity at a low f'hb. 
practically all promotion or adv(>rtis
ing is done hy retai lers. Generally. it's 
110t expert. 1\'lost retai lers' efforts are 
highly seasonable and lack solid plan
nil1g. Because sales are deelining. and 
eosts are doing the opposite, a maj ori
ty of the outlets have all hut ehoked 
their ad budgets. Th is vit:ious eyde 
doesn't lead to increased sales. 

Proof of what ean be done in ad
vertising is illustrated hy a few of the 
hetter-organized , prtlll1otional-minded 
fur firms . Dupler' s in Denver, Eyan~ 
in Chicago, Canadian in New York, 
Ben Tucker's Hudson Bay in 1\e\\ 
York, and Davidson's in Indianapolis. 
to name a fe\\. Their adve rtisin p: is 
well-planned and generally yea r-round. 
A large slice of the ad hudget goes for 
radio. Since the fur industry is one of 
sty le, the ad-minded firm s an' g-iyil1~ 
TV more than a curso ry g lancf'. 

( Please lum 10 page 52) 
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,t ("I"OSS-s(-("tioll of t'lIr udloertisi"!1 011 tlu- ai r 
SPONSOR STATION PROGRAMING SCHEDULE 

Clearfield Furs; 
Clearfield and 
Pittsburgh , Pa. 

London Alaska ; 
Amarillo, Tex. 

Conrad Furs; 
Winona , Minn. 

Cappels Furrier; 
Dover, Ohio 

Victor; 
Philadelphia, Pa. 

Hamilton Furs; 
Portland, Or. 

Troy Laundry; 
Norwich, Conn. 

Wermuth Furs; 
Sioux Falls, S. D. 

Louis Furs; 
Worcester, Mass. 

French Way; 
Des Moines, I. 

Hertzberg Furs; 
Rocky Mount, N. C. 

Davidson's; 
Indianapolis, Ind. 

Canadian; 
NYC & Newark, N.J' I 

Ben Tucker; 
NYC 

Lockguard Furs; 
Meriden, Conn. 

Bicha Furs; 
LaCrosse, Wisc. 

Sully's Furs; 
Detroit , Mich. 

American Furs; 
Salt Lake, Utah 

Kussell Furs; 
Boston, Mass. 

Glen Falls Furs; 
Glen Falls. N. Y. 

KDKA; 
Pittsburgh 

KFDA; 
Amarillo 

KWNO; 
Winona 

WJER; 
Dover 

WFIL-TV; 
Philadelphia 

KGW; 
Portland 

WICH; 
Norwich 

KIHO; 
Sioux Falls 

WNEB; 
Worcester 

KIOA; 
Des Moines 

WEED; 
Rocky Mount 

WFBM-TV; 
Indianapolis 

WNEW; 
New York 
WHOM; 
New York 
WAAT; 
Newark 

WINS; 
New York 

WMMW; 
Meriden 

WKBH; 
LaCrosse 

WKMH; 
Dearborn 

KSL; 
Salt Lake 

WEEI; 
Boston 

WWSC; 
Glen Falls 

announcement 12 .'mo. 
transc. muscl . show winter mo·s. 

newscast 2/ wk. 
annou ncement 5/ wk. 

muscl. prog. 5 wk. - 52 wks. 

muscl . jingles 5 'wk. 

announ cement 2/ wk. 

newscast ( 15 mill.) 3 wk.-seasonal 

muscl. jingles lO/ wk. 

30 min. show Sundays 

,lnnouncement 10 ' wk . - 52 wks. 

15 min. muscl . 3/ wk. 
show 

muscl. jingles l / dy . 

muscl. show l / wk. 
announcement 5/ wk . 

dj show 4/ wk . 
,lnnouncement 60 to 70/ wk. 
announcement variable 

announcement variable 

15 min. show 4/ wk. 
announcement 18/ dy. 

muscl. jingles l / dy. 

15 min. show Sundays 

5 min. prog. 5/ wk.-6 mo·s. 
announcement 5/ wk.-2 mo's. 

5 min. show 5/ wk. -4 mo's . 

15 min. news 5/ wk. 

partic. progr. 5/ wk. 

weather jingles 20/ wk . 

"ere's the lC'aU 

January 

fill" sIrles tOuru from mo"OI to mOlltl. 

February 
March 
April 
May 
June 

11 .3 % July __ 
6.9 August 
5.9 September 
4.7 October 
1.6 November 
1.1 December 

( Federal Reserve System, t949) 

3.4% 
_ 11.5 

70.5 
12.2 
15.2 
15.7 
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BAKING COMPANY 

" PO\~OR: Ward Baking ( '0. :\(;E!'. C Y: J. Walter Thomp,on 

r:.\P~l' LE L\:,E rII~TOR't : The Jr1 ard Baking Com· 

pallY l/'allted 10 bring their lIame and prodllcl 10 Ihe al· 
INllion of 11/ore SI. LOllis Cll sIOIllf'Ts. They decided 10 li se 
Ih e /foIl Sl'lcives' ProleCliu(! League program and oller lis· 
len ers a free calendar. I'll!> resull: in Ihree weeks Ihe 
1/ PI. pulled 27J}36 rt'qlll'sls. And Ih e cos I for bringing 
Ihe Ward name 10 the al/l'lIlioll of lislellers lUIS ollly Ihree 
("ellIs per illqllir)". 

I..: \10\ . . "' 1. LOlli.. PROCR ,\ \1: Il nll, t'wht',' 
Prnl t'di\t' Leagur 

RADIO 
RESULTS 

BAKERY 

" I'O \ ."()H: i..: a llfm3nn\ Pa- In' \C[\( :'t: Direc l 

(\ 1':-\ u : C\~E H I"TOR'I : " allfmanll 's Paslry S hop 

of Om aha used oll e allll oun cem ell l al a cos I of S12.S() 011 
Ihe (Jolly TIl(' Shopper p rogram . Ny fOllr o'c/ock ill Ihe 
aflerll 0011 , as Ihe resull of Ihis aile anllouncemell l , Ihe 
')(/kery had sold 200 collee cakes and 2()(} pumpkill pies, 
or approximalely $30() 10 $40(} worlh of baked goods. 
Alld pt'olJle 1(,110 had heard Ih e an n ouncem l'n l s/('ar11l('(1 

ill lo Ih e Imlwr1' il l/ Ii I ils 6 p.11I. closing lime. 

1..:011.. Omaha PHOG RA~-1: Polly TIl!' "hopper 

TELEVISION SETS 

:--I'O\"OI{: I.'·e T(·It'\'i~io ll .'\ GENe'!": Direcl 

(:\P"I · I.E C\~F: III~TORY: T h e /.ee cOlT/ pally d l'cided 

10 11M' radio 10 II~st ils l'IlI'cliveness 111 prom olill g cns· 
IOll/pr sale.\. The firm rail fil le an nOli ll cem ents a/ a cos I 
of $2:'). A.\ /I. result of Ih('sl' alll/OUl/ CeIT/ I'lI ls, Ih e1' sold 86 
1I,II'l 'i.\ion Se/.\ lI ,hich havI> a relail va lli e of $8,n(}(}. Th(' 
firm mat/I' a gross profil of mOT(' than $.~,(}(}(} . T Ill' SpO il ' 
SOl' /ldds: " We call ('sli11I11II' sales will be well OVI'T $10.· 
(){){) /IS /I result of our .WIII/l inveslmenl." ' 

\\LO\'\ . \orfolk PROr.HA\I: AIIIl"lIncrmrnt~ 

- ~~ -

APPLIANCE STORE 

S PONSO R : J ohn E. Larrahec Cn. AGE.:\CY : Dirrc t 

CAPSllLE CASE HISTOR Y: This company, sellin g ap· 

pliances. hardware and sporling g oods , used Iwo night. 
lilli e 1S·minule prog ram s. This (I.)a s backed up by an· 
nouncemenls during Ih e day for several days selling lele· 
vision exclusively . Th e firm Il sed n o olher m edia and Ih e 
slall I/'US lilla.ble 10 handle all o f Ihe calls resulling fr om 
Ih eir nir adverlising: Final sales reached a 10lal of $4 .125 
Il'h il f' cos l 10 sponsor I('(1 S S100 . 

WC:'S. Amqt'rdam PROG R:\.\I: .\[II ~ical Slars 

I 

, ----------------------------------------~I 

BOOKS 

:,P O\ SO R : Douhl eday &. Co. :\ r.E:\ C Y : IIl1her Hoge 

CAPSlILE CA~E HI STOR Y: Th ese book publish ers gave 

oTl e of Ih l'ir $'2.9S books a oll e'lilll e plu g. Th e oller leas 
Il/ade on a n eU's comm eTllary show, a WG,\' rebroadcasl 
o f Ih e S idn ey W all on prog ram. Frolll Ihis oTl e hroad· 
CII St, DOl/Meday & Co. recei ved over 1.200 book orders. 
Th e gross amounled 10 ab ollt $3,6(}0 I('o rlh o f hll sin ess: 
Ih e adverl ising cosl of Ih eir radio oller cam e 10 l oc per 
order. 3 .600 It'orlh of books for abolll .. 192 in program· 
illg cosls. 

\\"1.;\. Chicago PROGRUI : \'e ,,' ~ romllwlltary 

FREE PREMIUM 
i- -----------

S P Oi\ SO R : riclor :\ddi ng .\[ achi nt' ACE;\ CY: J ohn \'C =,ha ,,' 

CA PS l' LE CASE IIISTO RY : T he ricto r A dding ,1Ia· 

ch ill e CompallY It 'anled 10 g ive .wlll elhin g useflll 10 Ih eir 
radio Iislen ers. Th ey decided 10 oller a fa rm reco rd book. 
Parlicipaling allnOllnce1Tl enls (approximale cosl $54) l('('I'e 
used on WLS Farm World Today. Twenly ann OllTl ce· 
m el/t s were used for this oller. SOlli e 2,4(}(} requesls were 
received for Ih e reco rd hooks for an a verage 0/ 120 boo~'s 

Pt'T ann oun celll enl alii! increased goo(hoill. 

WLS, Chicago PROCRA ~I : Farm World Today 

GROCERY STORE 

SPON~OR: Fairway Gwcl·q . \(; /<:i\T Y : Direr l 

CAP~llLE CA~E III ~TORY: For Ih e pasl 111'0 allllllnn s, 

Ihis g rocery slore has successfllllx II sed ann Olln celll ellls ill 
a parlicipaling show 10 sell jOlllllhan apples. Tu 'o an 
n oun cem enls al a cosl of f,6.60 each sold oll e carload. 
FOll r m ore (/llnOIIll Cem ellls h elpl'd sell IInolh er C/l rload . 
A n iTllereslillf{ sidelighl 10 Ihis slory is Ihal Ihe g rocer and 
Ihl' 111(1 jo ril ), of his cuslom ers 0/"1' localed som e 4R miles 
f rom th e slalioll. 

( :1\. x, Bra ndo n. \I a nil uha PHOG R:\.\I : .\ nn01 I11C1'nwll ls 
I 



1130 on the dial) 

THE 
(6 A.M. to MIDNIGHT) 
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MINNEAPOLIS. ST . PAUL 

The Northwest 
E1npire Station 

~------~epreseJ1ted N ationally by AVERY-KNODEL, Inc. 
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count • • • 

• 7 o o 

T here's been some pretty complicated arithmetic 

in radio lately. But t he 19f)O Wintcr season 

is over now and all the figu res are in. X 0 matter 

who totals them . . . no matter what you count 

... two thi ngs come clear e\'ery t ime. Radio's clear 

leadership over a ll media in reaching people. 

And the continuing leadership of CBS in all radio. 

COUNT CIRCULATIO N ... CBS reaches 

30,972,700* different famili es weekly ... biggest 

circulation in radio. (And far bigger than any 

other advertising medium.) 

COUNT PROGRAM POPULARITY ..• 

CBS has broadcast 15 of the 20 most popular 

programs this year"'''' .. . more than 3 ti mes as 

many as the second-place network. 

COUNT AVERAGE RATING ... CBS has an 

average nighttime rating of 11.9 ... 32 (/0 higher 

than the second-place network.** 

COUNT HOMES PER DOLLAR ... CBS 

reaches the average of 489 ... 17 70 more than 

the second-place network.*** 

COUNT TOTAL BILLING ... CBS ad vertise rs 

increased their investment to $23,911 ,22~l'*~~' 

... givi ng CBS the only 1950 network ga in ... 

8 ji higher billings than the second-place network. 

This is CBS in 1950 
-the greatest single advertis ing opportunity 

of them all ... and you can count on that • 

• .': II I. Fellru;! r),- March. 1950 
, 0 :-.nl. J anllar_\'-_\ pril. 1950 

•• • Timr 0"'/ talent nlght-January- )Iarch. 19;;0 
•••• I' IB. Janllary -.\ prll. 19:;0 
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The 
I)i~k'-·" 1).lnel 
.. ns\\',-·.·s 
~"'. Sl)'-·~io.· 

Mr. Schorr 

\\ ill 1)(' scarcer than 

rrom tilt' looks 
of prespnt busi
III'SS inquiries 
alld contpl11plated 
schpdule~ now 
bf'i ng submitted 
to clients hy agen
cips. and ill com
parison to other 
)"pars. I fepl that 
by the end of Au· 
g ust availahiliti(,s 

hen's teeth. 

\101(, and mort' it is Iweoming quite 
e\"idpnt that buyers of spot radio are 
looking for saturation . i\ t('rm grow
ing \'ery popular tlws(' day s is "('u
Illulative ratings." Tlw buyer who for
merly wanted a ;:) or 6 rating for a spot 
would latlwr hm'e, today, thrpp or four 
,;(>ots ... provided till' eU llllllat ive 
rating is thp same and tllp price not 
wr) much mllr!'. In the casp of indp
lJ('ndell t stations, the value of cunnl
lative ratings is eV(,1l 11I0rp valuable, 
due to th(' addpd pffpctiven('ss and illl
pact of tllf' cOll1mcrcia l d('livered hy a 
local disk jockey whos(' audience is 'ex
trt'lnely loyal and responsive. 

This opinion is based squarely on 
our current experience. For instanc(\ 
IIIl(' important adv('rtising agpncy 
(\\ hidl prefer ..... to rl'main allon) mous 
I!pre' told us of the expNience of OI\P 

of their dif'lIts. ill til(' proprietary 
llIedicine field. ror two )pars. this ad· 
\'eltis('r had us('d one ;lnnOUIlCl'llIen t 
daily on a larg(' ~I'W York station. 
Early thi s year th e) (lropp('d that sta-

38 

. 
~,.. Spon,so,. asks ... 

lJ'Iurt is au .. olltlool~ for t ime a v ailahilities on 

independent r adio stations? 

A. Spector Vice presid ent. sa les and ad vertising 
Bonafide Mills. Inc., New York 

tion and used thc ~anle appropnatlUll 
to purchase one annou ncement dai'" 
on each of three independent station; . 
'\ot 0111) was their cU lllulatin' rating 
largl'r, but the advertiser reported a 
~ha rp incrpase in sales in tIl(' '" PW 

York area. There was no other challoe 
~ 

in their adYNtising or merchandising 
operati on Ilf'rp. 

Several wpeks ago, we at WO" de
veloped a IlPW "Cnit Purchase:' for the 
specific purpose of capitalizing 011 the 
c Ull1ulati"e rating approach. Before 
inaugurating an extcnsi" e proll1otion 
program 011 this unit ( the WO'V " Daih' 
Triple"I Our salesmen made eight pr~
liminar) calls on thp larger agencies to 
get their reaction. When th ese eight 
call", re~ultNI in Ollt' schedule to start 
immediatel}. and th e inclu"ion of the 
"Dail) Triplf'" 011 two o ther sched ules 
for early fall broadcasting, WI' had 
good rpaSOl1 to Iwlif'\'e wc wcre on the 
right track. 

Be<.'aus(' of this IW\\, concept in spot 
radio timel luying, which in Illy opinion 
(,f'rtainly makps sense, advertising 
agf'l1cif's \\ill IIf' doublin rr and 1ril)linrr 

~ L-

the number of spots on ('ach sclwdule. 
Thl' c1if'nt will ge t \1lOre for his moner 
and will II(' happy. The radio sta t ion 
will be sold out of spots and will have 
to sell programs to clif'nts who are too 
latc to buy spots. Consequently, the 
c1icnt will learn the valuc of buildinO' 

b 

a frallchis(' with a good program and 
will 1)(' gratified . All in all, it looks as 
if 19;:)0 will wind up being a terrific 
) ear for ever) one ... eX(,l'pt the g uy 
w.lIo waited ulltil it was too late to buy 
either spots or programs. 

HEHLI SCIIOHH 

Sales IIWIW{{Cr 

11701' 
,\'('111 }' ork 

In general. th(' 
outlook is good. 
Tn my opinion \\01' 

should he able to 
buy a good range 
of time. perhaps 
a shade better 
than a ycar ago. 
And this. during 
the )wriod 6 :00 

Mr. Kelly t 10 00 o : p.m. 
I see no indi

cation thal radi o is withering before 

TV\ on~laught~ or intends to drop by 
the wayside. Y('t it is no secret that 

mall) staunch radio advertisers now 
havc plans. completed or under wa) , 

to embark on telpvision advertising. 

Radio and TV are in collision, and un
questionahly. TV is on the move. The 

ne\\COlller has gro wn from 1,000,000 
sets at the heg inning of 1949. to 
S.BOO.OOO sets as of 1 May 1950. Anel 

an ""industr) es tilllat e" places the sC'ts 

at 9.000,000 hy the end of this vcar. 

All upc un'e so spectacular must Iw' con

sidered in any long.lf'fm \·iew of ra· 
dio availability . 

III TV homes. radio listening is said 

to have been cut from three hours and 

--1-0 lIIinutes before TV, to 24 l1linut('s. 

aftNward. This is bound to have an 

an e ffec t on actual and potential raelio 

advcrtisPrs and th us has some Iwarill O' 
L-

on m·ailability. The apparpnt vigor of 

the 11 ew, pompeting medium should 

make our answer more decisivf' if I he 

"ame question ~hould be asked sa) 11 

year fr01l1 now. 

\\'Il.LI:\:\ I S. KELLY. jn. 

Media director 

1. /II. llickersoll , lll c. 
/\'cw }' ork 
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Mr. Spencer 

Although world 
cO llditions havc 
rema illed un~et

tied. I alii of tlte 
opinion that spot 
radio "will reach 
an all-time high 
this fall. Each 
) ea r the dolla r 
HIIUIlH' has in
creased in lea ps 
and hounds, de-

:,pik the fact that competitive me(lia 
hm e redoubled their efforts to get tlwir 
share of the advertisers' dollar. This 
can mean only one thing: Spot radio is 
the cheapest, most flexi ble, and \I1ost 
productive form of advertising) et de
vised by man. Schedules right now 
are extremely tight, and fa ll huying 
has not yet really started. When the 
usual rush gets under way within the 
next few weeks. all stations will be 
hard pressed to dear suitable time for 
advertisers. 

Timebuying is becoming mo re and 
lIIore scientific each day, and huyels 
are dependin g in most cases pretty 
much on program adjaeency ratings to 
substantiate their purchases. It is oll
vious, therefore, that with these cOlldi
tions stations in a market are rated, 1, 
2, 3, or 4 despite power or affiliation. 
When station 1 with high ratings no 
longer has top availabilities to offer, 
the agencies and advertisers will try to 
obtain choice time on stations 2. 3 or 
4 rather thall buy something inferior. : 
This means that all stati ons, in my 
opinion, will enjoy a banner year. The 
independent station. which ordinarily 
has the greatest difficulty in building 
substantial ratings, will particularly 
profit by this condition beca use, with 
time so tight, the agencies and adver
tisers will be more willing to review the 
entire picture befo re a purchase is 
made. Consequently, the independent 
will be given more opportunity to show 
its wares than ever before, and as a 
result its business is hound to increase. 

I am a grekt believer in the old say
ing: "If you make enough calls, you 
are bound to get results_" Therefore, 
with a more receptive audience among 
the buyers, which will enable the inde
pendent to get its story over hetter. the 
situation should improve for them this 
fall. 

F. EDWARD SPENCER. JR. 

General Manager 
George P. H ollingbery Co. 
New }'ork 
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To the national advertiser, this means that 

anyone of the five ROBERT MEEKER offices now 
can supply you quickly with facts and 
figures on both our AM and TV operations. 

Station WTTS (5000 WaTIS-1370 K.C.) is 
located in the heart of the world-famous 
limestone center, in Bloomington, Indiana, which 

is also the home of Indiana University. 

Bloomington is the only little city of its size 
{between 25 and 30 thousand} in the whole 
nation with its own television station. 

Station WTTV affiliations include NBC-TV ... 

ABC-TV ••• CBS-TV, and Dumont 
Television Network. 

With balanced audience {rural, industrial and 
urban population} we offer an ideal test 

morket at low cost. 

~---------------, 
THE I SARKES TARZIAN STATIONS 

ifTTS 
I I 
I I 

iWTTV· 1 
I 

"----""~-""""~"'=""""'-'" I 
I 

Represented Nationally by 
ROBERT MEEKER ASSOCIATES, INC. 
New York • Philadelphia • Chicago • San Francisco 

Los Angeles (Tracy Moore) 

BLOOMINGTON 

INDIANA 
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This is a new SPO N SOR department, featuri ng capsuled 
reports of broadcast adve rtising significance culled from 
all segments of the industry. Contributions are welcomed. 

A half·hour sho \\ dil ' idecl into four 
ads anJ shared by seven ;-;po n;;or~ may 
sta rt a J1e lf trend in par ticipati on pro. 
g rallling-. 

" . . . and in Richmond we picked" ! The Leu'is jleyPr f'rrriety SlzoU' 

Cream while d i~C' uss ing philosoph y 
fro m hi s HOlli e TOlVn Scrapbook. 
The n, when th e dosing theme, Senti· 
mental Journey, comes on, M eyer dials 
a Ch e-cker Cab and engages in a brief 
and imag inary c-o nYersati on, fin all y 
urdering a taxi to take him home. 

40 

WRNL 
THE 1 AND ONLY 
RICHMOND, VA. 
STATION THAT 
GIVES BIG DAY
TIME COVERAGE 
AN D AUDIENCE! 

The RICH RICHMOND trad
ing area is IN-THE-BAG 
saleswise when you BUY 
WRNL. SURE-FIRE SALES 
s t rat e g y c a I I s for A
NUMBER-l salesmen. That 
means WRNL, and .• 

HERE'S WHY 
There are 5 Radio Stations in 
Richmond, Virginia. 

1 50,000 WATT 
• 1140 KC-DIRECTIONAL 

2 5000 WATT 
• 1380 KC-DIRECTIONAL 

3 250 WATT 
• 1450 KC-LOCAL 

4 1000 WATT 
• 950 KC-DAYTIME 

AND THE 1 AND ONLY 

WRnL 
5000 WATTS 
NON-DIRECTIONAL 
910 KC AFF~~~ATE 

EDWARD PETRY & CO " INC.; , 
N A TIONA l REPRESEN,TATIVES , 

broacl ea" t over KO YIE. Tuh.a 's .s,OUO 
watt l\ln~ affi liat e. ha:" a s punsor wait· 
ing list to back lip its s uccess s tory 
II herein Le l,\ is ~le) e r "purns disk 
juckeyillg antI makes cha tter pa y ofT. 

Me) er divid es his tillle into four 
main "ac ts,' plus a time signa l. a late 
hall score sUlIlmary, and a s ig nofT cab 
call. 

Ad 0 11 1' is the Jolzn ZinJ.- Book Sizelf, 
,"'p()n~()red by Tulsa's g iant fl oor fur · 
lI aee a nd })urner plan t. In thi s seg· 
ment. Meyer >-eleets th t> 10hn Zins: 
'"Bouk of th e \\ 'eek" and read!" a par· 
tion of it each night. 

I n act two, sponsored by th e Talhot 
T hea tres, :'I1 eyer move" 011 to mOli e 

I reviewing. Each ni ght he r eviews a 
, c urrent a ttraction at one ()f Tulsa's 

down to \\ n thea tres. After th e mid·\\'ay 
time s ig nal (sponso red by Doenges 
Furd) and the day a nd ni ght baseball 

MeIer samples sponsor 's wares while on the air 

s{'ure" (sponsored Ly l\lartin' s day
anel.night prescripti on service) music 
aids the transition to ac t three. 

Act th ree is th e K el/by Poel1'Y Pick. 
lip ... here again the ul1u <; ua l a p
proaeh to radio selling pay" off. ;\1(»f'r 
sells c ut·ra te gasoline thro ugh poe Jll s 
of illspiration a nd poems of the open 
road. 

J n act four , Mey e r l1i :,h('s himself 
ou t some Hawk 's Home Town Ice 

Unrtou·s ,eefu·I,es fa," (O,"enu. 
r~~ concentrated plugs 

Co nce lltrate ) ollr TY announce· 
l1I e llt~ on a "pecific time slo t instead of 
~ ('a tt f' rill ~ th elll on'r \'ariou,:. channels 

Comm ~rciClI ~ win fans for Horton's ice cream 

a t odl1 times. That's th e \ray the H o r· 
ton ' s It'e Creall1 Company has achieved 
lo \\" co::-t televis iull co\'erage in a s ingle 
market. 

The Hort un\. annollncemellts, eight· 
~(>(oll d s ta ti un hreaks produced hy 
Doherty , Cli fford & Shenfield, are "een 
on 'fABD. \'ew York, immediately 
precedillg th t' \'ew York Yank ee hOl11e 
games. 

The H o rtull's annoullcements s ta r t 
wit h d rawings I,) Xell' Yorker car
tuon i"t Sam Cobean. Two charac tcrs 
th a t denote emotiollal conflict are used. 
A motoris t and a taxi driver. a ball 
pIa) er and an umpire, a bride and 
groom. OJlf~ says, "I 100'e chocolate;' 
and the o th er. " 1 lo\ c l'anil1a.- ' COP) 
th a t follo\\' ~ is ~lugged. "But (>\'('r)· 
hod) 100e~ H orto ll 's c ream·Ill·Y 1('(' 

t" ('re3 m. 
TI1f' ~amp charaetC'rs lI sf'd on the 

TY a nnounCf'lIl eJlt s appear also ill 
wme 25 ~ew Yo rk and Xe\\' 1er:;:c-y 
lI ewspap(>r:;; giv ing tlw Hort on"s a d ;;: 
do uhl e impact. 
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KUTA lias ' Iondionctil"(·- merclufI.,'isiug ,)ro!JrtlJU 

K UTA in Salt Lakf' City calIs it 
radioactive merchandisiug. 

It 's th f' ir answer to the que:5tion of 
how a 5.000·walt station opf'rating in 
a market of 500.000 or less can do an 
effective merchandising job with a spot 
ra te of le:5s than $2.5 for the class "A" 
time. 

The stat ion uses an attractive point-

Sampling booth spurs sales for KUTA sponsors 

of- sale sampling booth. It contains a 
built-in phonograph and amplifier 
with portablf' speakers that arf' s('\ up 
throughout the store and add grea il) 

New TV filming tecllu i qllt
JIIny cut costs 

to the amount of attention attracted 
The station hirf's a woman to df'lll

onstrate the product ano she is £}uali
fif'd to anSWf'r all questions eoncen!
illg: the item being pluggf'd. The whole 
operation belongs to KUTA. The ad
\'(·rtisf'l" needs only to ha\"{~ plf'uty of 
stock on haud alllI stand hack. 

The station is prepared to put a 
dozf'n such stands in operation to bol· 
ster sales. And, con"iderin~ that f'ach 
of thf'lll Sf'r\'C 1,500 to 3,000 cu."'
tOl11ers on an a\f'ragf' Saturday, that's 
good coverage. 

In return for thf' four to six fCf't 
of floor space the grOCf'r provides, 
K LT'L\ gi\'es him a ff'\\ announCf'lIlf'nt~ 
pluggi llg the products to be ff'atured 
in the booths on Satmda)". 

In addition to holstering: saggll1~ 
salf's, tlw scheme al:,;o incrf'ases tlw 
!'talion's persona l <"ontact with its 
I is\f'l1C'r!' . 

B rieHy 0 

Reaching 

More 

People 

at 

Lower 

Cost 

The 1946 Broadcast 
Measurement Bureau 
Study gave KVOO 
a total of 347,450 
daytime and 378,520 
nighttime families. 

A nf'W TV filmin g process callf'd 
Vidicam may cut dO\m production 
costs. the buga boo of many a TV 
show. 

Television Features Incorporated. a 
division of Larry Gordon Studios. re
cently displayed th e S} stem wh ich 
eliminates the one-camera system aud 
makf's it possiblf' to fi lm a half-hour 
television sho w in less than an hour. 

WCCO, 1\1 ill neapolis. has started thf' 
audif'nce prolllotioll pha"e of its third 
annual sumI11f'r sales drive hy moving 
Friday aIH] Saturday night local shows 
to a picnic pavillion. :\!m'e is sup
ported hy on- thf'-air plugs to attrae[ 
an audif'ncf' o f 2,000 a w(>ek. 

I The 1949 BMB 

The filmin g proce"s works like this: 
A monitor board is connected to thrf'f' 
RCA Victor Vidicam-TV cameras. 
Each camera is synch ronized with spe
cially adjusted moti on picture cameTas 
and linked together hy camera cahle. 

From a monitor board, directors 
watch the filming, viewing the tln'f'e 
different pictures in the monitors. By 
using an intf' rcoIl1 systf'm to each cam
eraman and a n automa tic change-over 
system to each camera, a film control 
director can make cuts from one cam
era to another. And, as each film cam
era is automatically turned on or cut 
off a synchroniz<ltion mark is made on 
the film ident ifying splicing points. 

Thf' Vidicam system will make it 
possible to shoot four or five half-hour 
to hour shows in one day's time. Aud, 
as the bulk of TV fi lm production f'X
pemes arc fi gured by the day, produc
ti on costs will be cut hy one quartf'r. 
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* 
\YCOP. Do"toll. recf'nth gm'f' its lis

teners an idea of the jHOCeSSf'S in\'ohrf' u 
in the brewing of beer. WCOP mikes 
and recording equipment were taken 
down to a Miller Hi-Life mobile unit 
and listf'ners got a verhal picture of 
how the hrew was concocted. 

* * * 
KFOR, Lincoln, .;\'"f'braska, awardf'd 

a certificate of appreciation to the 
Hardy Furniture Company for it" 

KFOR awards 8-year sponsor with .:erlificatc 

eight continuous )f'ars of newscast 
sponsorship. On thc anni\f'rsal)' datf'. 
the station used the personnd tha t had ~ 

appearf'd on the newscast eight years 
ago "hen the show began. 

Station Au dience 
Re po rt showed 
increased 
KVOO COl'erag<' 
as fo llows: day
time BMBfamilies, 
4 11 ,380; nig ht
ti me, 455 ,9 20. 

With 110 increase in rates 
si nce 1946 these increased 
KVOO BMB families 
mean increased coveragE' 
a t lower cost per famil-y. 

An added factor of great 
importance is t hat 64';0 
o f K VOO BMB families 
report 6 and 7 Jay per 
week listing to Okla 
homa's greatest Station! 

This im portant bonus comes to 
advertisers as a direct result of 
KVOO's 25 years of dominance 
in O klahoma's number one 
mar~et. 

See your nearest Edward Petry 
& Company office or call, wire 
or write KVOO direct for 
availabilities. 

50,0000 Watts 
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WHA T'S HAPPENING 

K-NUZ Ranks No. 2 for 
10 Hours 
Monday Through Friday, 
or 50 Hours Per Week 

K-NUZ Share of Audience: 
Morning. Monday Through Friday
S AM to Noon 19.4*, No. 2 in 
Houston 

Afternoon, Monday Through Friday 
-Noon to 6 PM 15.3, No. 2 in 
Houston 

* (Hooper Index, April.May, 1950) 

Now More Than Ever 
Houston's Best Dollar Buy! 

No.1 Availability: 
"K-NUZ Corral"-II :30 to 11:45 
AM, Monday Through Friday 
Hooper* 5.0, No. I. In Houston 
Source: April-May Hooper, 1950 

CALL, WIRE OR WRITE 

FORIOE: NAT. REP. 
DAVE MORRIS, MCR. 

eE-880l 

k-uuz 
(KAY-NEWS) 

9th Floor, Scanlan Bldg. 

HOUSTON, TEXAS 

MILK-BONE 
(Continued /rolll page 23 ) 

\Iilk-Bone uses printed media na· 
ti onall~. radio and TV se<.:tio nally. 
Nahisco uses the broadcast llledia for 
"tl'Ouhle shooting." Whelle\'er an in
di\ idual market develops a sagging 
sa les (·un'e. out comes the radio h) po. 
The magazines. meanwhile. dn the 
broad. na ti onal sell ing job, backed by 
the tremendous '{abisco sa les organi 
zation of mOre than ~.500 persons. big
gest in any field. 

The current l ;. S. population. from 
thf' viewpoint of th e ,Milk-Bone admen. 
is narrowed do\\ n to ahout 45.000,000 
- 20.000,000 dogs. and 2.5.0()0.000 
('ats. (Cats go for Tiny Bit s. small 
pi('{'es of \lilk -Bone.) Those 45.000.-
000 ca t:,. and dogs. then . represellt the 
fullest ex tent of the potential IT. S. 
market for Milk-Bone or any other dog 
food . 

The dog food industry as a whole 
has st rellgthened considel'ahl y since 
tIl(' war. in line with the improved gen
pral e(,onomy. Dogs, as a matter of 
fac t. ha\'e never had it so good. The 
('anneo dog food industry-virtually 
e>.. tincl during the war. although many 
ex-C.l:- will dispute this- is picking lip 
too. Today ahout 50~/; of all dog food 
sold in this country is canned. the rest 
being dry. Mi lk-Bone and Tin y-Bits 
represent a good share of the remain
ing 5W·(. Annual sa lt's tot a l about 
S1O.000.000. 

Dog owners last ) ear hought about 
a billion pounds of dog foods and 
spent about $120 million. TIley spent 
$2,000.000 to attend dog shows all 
over the ('ountry; and 150,000 dog 
owners spent $600.0()() in entrance fees 
fol' dogs entered in the variou!' sho\\-s 

Milk·Bone's history goes hack 40 
) ear~ to a sma ll factor) .bakery in 
Brooklyn. The original finn was tak
I'll o, er in 1923 by the National Bis
('uit Compau y, which huilt a new and 
Illuch large r Vlilk-Bone factory. Na
hisco bought its first radio time for 
Milk-Bone' on "'ew England 's Yankee 
l\ptw ork in 1940. Tlw original buy!'i 
w('r(' loca l partic ipatiolls. These have 
proved so s uc('e~sful for Milk·Rone 
llrat \fahis('o has sel'n no reason to 
c hange th(' orig inal radio pattem. 

\Vhen it ('0 1111'5 to actual timehu ying, 
tire NabiS('o agt'ncy. M('Calln-EI'i<-k~on. 
take!:» all aet i \I' hand ill the revie" i IIg 
of Milk·Bone markets and the seicc-

tion of stations. "'Iilk·Bone buys the 
female audience almost exclusi\·ely. 
If it came to a hard choice, they would 
buy a low· rated program with a sol
idly female audience over a higher 
rated mixed audience show - a new 
program, for example. 

A st udy of 6.000 dog-owning fami
lies by the Psychological Corporation 
backs up Milk-Bone's reasoning. The 
st udy showed that mothers actually 
feed the dog 73 '1- of the time. 

All ~lilk-Bone air time is bought 
during daylight hours, mostly mid
morning and ea rly afternoon. The 
finn buys the standard 13-week cycle. 
and seldom remains in an individual 
market for less than two years. 

Boyd feels that it is impossible to 
measure directly the extent to which 
radio ups sales in a gi,-en market. In 
all cases. use of radio is tied in with 
other efforts such as dire<' t mail. or 
extra merchandising. He believes that 
one important result of local radio ad· 
"ertising is the increase it brings in 
interest among Nabisco salesmen them
se lve~. " 'hen the salesmen feel their 
market is gel! ing special attent ion. 
they make a special effort to push 
,\1ilk-Bone. 

The ~Iilk-Bone commercials them
selves are usually ad-libbed rather than 
read verbatim. Nabisco sends each 
participating broadcaster sample COlll

mercials containing the essential Milk
Bon(' ~elling points - high nutritional 
va lue. vitamin content, pleasant fla, 'or. 
However, broadcasters are encouraged 
to adapt the hasic co mmercial to their 
individual selling style. and thus 
heighten the personal appeal. Nabisco 
keeps tahs on the situation by collect
ing copies of the commercials that have 
actually been broadcast, and maintain
ing clo~e liai~on with the broadcasters. 

Boyd is a firm helieYer in the strat
egy of using local radio and local TV 
to g i"e " local endorsement" to the 
product. Locally is where such en
dorsement is needed , he points out, 
since purchase is the pay-off. Boyd is 
keeping a sharp eye on television, and 
concedes that Milk·Bone may one day 
haye a video sho\\' of its own- as (lis
ting uished from participation:,, - when 
it he{,ollle~ "('('ollOlllical" to do so. 

By this he Illeans when the build-up 
in set-ownership reaches a point where 
it ('all whittle down considerably the 
pre~ent ('ost·per-yie"er figure. He re
calls that Nabis('o has used film spots 
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WOW!! 
TALK ABOUT RESULTS 

... On theGOLDEN GATE QUA TET 
(260 brand new transcribed selling quarter-hour episodes) 

SINCE OUR AD IN THE JUNE 5th SPONSOR. 

RESPONSE HAS FAR EXCEEDED OUR FONDEST HOPES 

n the SPONSOR announcement alone ... 

five stations phoned us, ordered the show, asked how soon they could start. 

Within four days of its presentation ... 

Biow bought the Golden Gate Quartet, its first open-end show, for Pepsi -Cola . 

. . . ordered special Golden Gate commercials and took color movies of their 

recording session. 

I n less than two weeks ... 

over 200 stations, agencies and clients requested audition discs. 

As th is issue goes to press ... 

requested auditions near the 400 mark. 

NO MINIIUUIU CONTIlACT IlEqUIIIED! 

Your FIlEE AUDITION shipp.-d PREPAID on r.-qll.-st - No deposit f.-e 

TilE GOLDEN GATE QUAHTET 

Built to produce real hone:-t-to-goodnc", 
ea!'h regi~ter ringiug r('sults 

THE GOLDEN GATE QUAHTET 

The best produced, mo!>t readily saleable 
series available today 

PRICED IlEALISTICALLY FOR AN EASY SALE 

TRANSCRIPTION SALES INC. 
47 West 56th Street, New York 19, N. Y. 

Phone: COlumbus 5-1544 

31 JULY 1950 

117 West High Street, Springfield, Ohio 

Phone: 2-4974 
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Best Buy in I 

SOUTHERN ,I 

: NEW ENGLAND 

WTle 
Families 

in the WTle 
8MB * Area 

have a gross 
effective 

buying income 

** 
of 

$3,265,518,000 
' R:'.IB Study;; 2, UJ-I!I 

.. * Cop~Tight f'ales Jlanag'elllcnt S1lr, 
\' ey of Buying Power, :\lay 10 , ] 950 

SUGGESTION - For complete 
WTIC-BMB Study call 

Weed & Co. 

PAUL W. MORENCY 
Vice President - General Manager 

WALTER JOHNSON 
Assistant General Mgr.-Sales Mgr. 

WTIC's 50,000 Watts 
Represented nationally by 

WEED (;, COMPANY 

I 

W-rIC i 
DOMI-'A,.1i:,S \-,~ 

THE PROSPEROUS \ 
S(JVTHERN NEW 'f."t.\A.l\~\ 

MARKET ;. ,. . . 

for ~Iilk-Bonc in the ~ew York area 
and found the co"t rather high. "'hile 
th ere appears to have been no reliable 
re!"earch into the correlati on between 
T\'-set ownership and dog ownership, 
t here i~ no doubt that the two go to
gether in a high percentage of cases. 

For the past t,ro winters, Xabisco 
ha~ spon"ored a telecast of the blue
r ihhon dog show event 011 behalf of 
\ Iilk-Bone-the annual Westminster 
"cnnd Club show at ~IadisoJl Square 
Garden. l'\C\\' York. Boyd feels that 
:5 uch sp('('ial e\'ents gi\'e :.Yli lk-Bone a 
distincti\ e prestige appeal which is in
\ aluahle to such a product. Especial
I) in "iew of thc increasi ng competi
ti\'elleSS of the dog food market. Na
hisco's president, George H. Coppers, 
"a"II ' t thinking only in terms of Milk
Bone \\ hen he addressed a stockh old 
ers' mccting reccntly, b ut his words 
apply equally to Mi lk-Rone as to the 
other Nahisco prod ucts: 

" \\T c bclie\'c that sales of our prod
ul'ls arc go ing to continue at high 
le\'els through the remainiug months 
of 1950. although \r e expect and are 
preparing for 1I10re acti ve competitioll 
fur th e consulllcr'!, dollar. ' · 

Nahisco c hecks on thc size and loy
alty of l\ lilk-Bone's radiu audience at 
iutenals with ()fTer~ of dog-leashes and 
,'arious booklets and hrochures on 
Care and Feeding. in return for prod· 
uct hox tops. 

11H,' Milk-Boue bouklet contains ad
vicc to dog owners on Coping Wi th 
Bad Habits (1 umping Up On People. 

t Chasing Cars) preceded by a rec ital o f 
the sterling qualities of the animal in 
question: 

" Dog is a gentleman through and 
through. H(~ shares your fortunes and 
misfortun es cheerfu}}y ... other fri end
ships wax and wane but a dog's loyc 
ne\'er diminishes. He would lay down 
his life fo r yo u if need be ... but all 
hc asks ill rcturn is a pat on the head, 

I a kin (II~ ' word. food enough to sub
sist on. 

'1l1ere is a strong implication that if 
thc faithful old feUow co uld only speak 
hi s mind, he would ask n othing 1110rc 
fur his re,rard than a bcllyful of Milk
Bone. This is prell ~ much the sa l11c 
viI' \\' that is taken in thc .Milk-Bonc 
radio and TV comlllcrc iais. And it 
lIlust he truc. beca use not a single po
telltial ,\llilk-l3one c ustomer has e\'er 
iudil'att'd otherwi"e. Call 20,000,000 
dogs allll 2's.OOO.OOO cat:; he wrong? 

*** 

TV PHONE SHOWS 
\ Continued jrom page 27 ) 

in or write by mail are winners each 
week, whieh puts the total number of 
winners since the game began in New 
York at 30.000. Merchandise prizes 
pro\'ided by each sponsor are the key 
to the show's success. Winners get 
prize coupons which must be redeemed 
at their local groccrs. These prizes 
a re worth onl y a bout 6.00 at retail , 
yet redemption ranges around 33 £1,
considerably higher than the usual 
15 c1,- or so rcdemption of conven tional 
coupons gi\'en a,ray. \Vhen a winner 
walks into hi s neighborhood store to 
claim the prizes. he is ulla ware of his 
role as a distribution le\'er for the 
program's sponsors_ For, if the local 
grocer or sup~r l1larket doesn't stock a 
prize product, the winner is asked to 
ca}} the company. A company sales
man promptly \'isits the local mer
chant, points out that this winner and 
many to foll ow will bc in to collect 
their prizes. ',"ould they care to have 
old customers cash their prize cou
pons elsewhere? The retailer usually 
gets the point and ordcrs a case or two, 
mayhe more. 

Unlike many other telephone-quiz 
games, the Telephon e Game is on firm 
legal ground. It was passed by the 
U. S. Post Office because chance is not 
il1Y oh 'ed: e\'err possible combination 
of numbers is called regularly, in 
cycle". Duplicate prizes are offered 
throughout each cycle to avoid unfair
ness whcn sponsors change. 

This safety from anti-lottery prose
cution is a big r eason why a large 
movic theatre c \rain will shortly intro
duce the game into its many houses. 
Bingo may be coming back. but with 
a Goodman t",iEt. 

Quiz shows as a class are still the 
most popula r telephone gimmick pro
grams on TV, as they are on radio. 
Network produc ti ons like ABC's Stop 
the Music and Sing it Again on CBS 
are of thc , 'ariety show type with elabo
rate entertainment. On Stop the Music, 
for example, Admiral Corp. and P . 
Lorillard Co. (Old Gold ) pay $6,500 
each for haH-hour segments e\'ery 
Thursda y between 8;00 and 9:00 p.m. 

Bcsides the two big nctwork shows, 
S PONSOR sun'eycd t\\'o other variety
type quiz shows. Crosley Broadcast
ing's musical quiz-partic ipation pro
g ram, Get On The Line, has just started 
on WLW-T. Cincinnati; WLW-D, Day-
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ton; and WL w-e. Columbus. John 
T. Murphy, Crosley's Director of TV 
operation, tells wh y this summer show 
was put on: " We simply wouldn ' t ac
cept the idea that summer time was 
bad television time. Our rerCllUC from 
this eight-week summer series will ex
ceed what we stood to lose from tlH' 
customary network hintuses." .. \11 par
ticipations on the one-hour, fin-'-day n 
week show have heen snapped up b) 
such national and reg ional sponsors as 
Reader's Digest. Chesterfi eld. Con ti
nental Baking Co., Autobrite, Sun Oil 
Co., Red Top Beer, and Oxydol. 

Telephone gimmick shows can do 
more than co unteract the SlIllImer hia
tus. Although WCBS-TV is say ing 
little. on 3 July it launched whal Ill a) 
be strong competition for Anchor 
H ocking's Broadway Open H ollse on 
WNBT fiv e weekday nights at 11 :00. 
The WCBS-TV venture is Variety Qlli=, 
a clever use of the 1,040 three-m inute 
shorts put out by Official Tele\'ision, 
Inc. as ".Music Hall Varieties." T his 

package of novelt y acts and musical FOOD SALES GROW FAT, TOO numbers was described in a SPONSOR 

art icle on films for TV (5 June 1950 ) . 
Format of the 45-min ute Variety 

Quiz invol\'es the screening o f shorts 
followed by questions about these by 
phone. Winners among thc dozen or so 
persons called each night get merchan
dise prizes. 

Other types of quizzes are a lso popu
lar on TV. No less than 13 o f the 
21 programs sun'eyed by SPONSOR were 
quizzes. Among the straight general
type quiz programs is the TV version 
of Tello-Test on WJBK-TV, Detroit. 
Its television twist is the sketching of 
clues by an artist. Merchandise prizes 
a re included in the sponsor's package 
price o f $40 per participation for the 
dai ly 3 :30 to 4:00 p.m. show. 

A similar general quiz is Time for 
Terry on WBAP-TV, Fort Worth. 
Sponsored by Chicago-Webster Re
cording Equipment. the program fill s 
a 9:00-9:30 p.m. slot every Wednes
day. 

Sports, which have been a big TV 
subj ect from the first. provide suhj ec t 
matter for several very successful tele
phone q uiz shows. Tom Moorehcad, 
WFIL-TV, Philadelphia sportscaster, 
calls se\'eral people each week from a 
stack of 3.092 postcards recei\'ed dur
ing the first two-and-a-haH months of 
Name the S tar. Regina Cigar Co. 
pushes Hillcrest Cigars on the 15-
minute program. Contestants who an-

31 JULY 1950 

when WT AR and WT AR-TV sell the 

Norfolk Metropolitan Market for you! 

The potential is plump for food products in the 
$100,000,000.00* Norfolk Metropolitan Market
Norfolk, Portsmouth, Newport News, Virgin ia. WT AR 
and WTAR-TV bring home the sales for food adver
tisers because ... 

WTAR delivers more listeners-per-dollar than any 
combination of other local stations. Check any Hooper
ating to see the overwhelming listener preference for 
WTAR. 

WT AR-TV, on the air since April 1 st, is already 
selling to more than 15,000 set owners (as of May 1 L 
That's right, 15,000 sets in one month's operation in 
a brand new television market. Proof enough of WTAR 
popularity. 

So, get your food products on the heaping tables 
of the Norfolk Metropolitan Market with WT AR and 
WT AR-TV. Ask your Petry office, or write us. 

'Sales Manag e ment Survey of Buyin g Power, 1950 

AM-NBC Affil iate 

5000 watts Day and Night 

TV-Inter-Connected 

NBC, CBS, ABC, and Dumont Affiliate 

Norfolk, Virginia 
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a radio advertiser 

who can't afford Godfrey 
In ca,e you're Lwgi n nin g to bel ie\"(' that _\rthur ha~ 
a ll the CB:-; lime 011 the air anrl a ll the dough in the 
world , take l'O llrag<' in t ll b fact: -egments uf Iowa are 
~t i\l a llt () 1I 01l101I~. 

T lwre\ good rt' a"on to h(, lit·\(, that l o\\'a 's inco me is 
greal('r than Gorlflt'y'-- and hi .. i~n't half i nd ll~ t rial and 
half agricu ltural. Iowa gl'()\\~ mon ' corn tha n 
God frey. Iowa hogs prod uce more ham tha n Godfrey. 
_\ sing\c... l owa "ilo is bigger than Gud frey. Io \\ a has 
twu llIure ~ellato l ~ tha n ( ;odfn·y. Godfrey may know 
Illore allout an (lookelell'. 11111 \dlO eat, ouuke!t-Ies:' 
Iowa prud uce~ more heef tha n God frey and T exas 
cu mhined. 
Ye", a nd W:'IIT i" Oil the a ir nWf!' ho ur s in a ,. ing le 
day tha ll God fr ey is a ll we(·k. \' hat'~ nlOre, \\,:\IT has 
lil liI' '' ~pon,o r , tha n Godfrey! 
\\ \I T",. 2.5 m\' CO llto ur (' Il CP lIl pMses \\(·11 oyer a m illi on 
people, a good port io ll of wholll listen to Godfrey. 
They al", li"te n to Ilo ll·( ;odfro ·y time. .\ o lH'·minut e 
Cla-- ,\ commercia l lin Ea" tt' r n Iowa',. V\' :\IT budgets 
at S27.00 (52·tilllt' ra t"l which i,. practira ll y chicken· 
f(·,' d eyen to folks wi th no n-(;od frey inco mes. Please 
([sk th e f\.at= 111 0 11 lnr additioll al data. 

5000 WATTS 600 KC 

DAY & NIGHT 

BASIC COLUMBIA NETWORK 

TRIBUNE TOWER OAKLAND, CALIFORNIA 
Represented Natior.ally by Burn ,Smith 

swer a preliminary sports question get 
a c rack at naming the m) s terious star 
athletc of past or present. \Veekly 
due~ to hi~ identit) help contestant's 
in their bid for a $2,000 jackpot. 

::\f'W" proyides grist for many quiz. 
program mi lls. George Putnam .:\JC's 
Headline Clues for WAnD, Xew York. 
from 12 :00 to 12 :30 p.m. e\'ery week· 
day. \"ews pictures are the source of 
que" tions about people and incidents 
in the news. Another \VABD news 
quiz is nroaduay to Holly wood on 
\Yednesday" from 10:00 to 10:30 p.m. 
Question" concern llf'\\'S of the 1I10\'ie 
and th ea trica l \\ urld. Tidewater Asso· 
ciated Oil Cu. has sponsored the ~ h o\\' 
for the past thrce months. 

WJBK .T\,. Detroit. has a more elab· 
ora te nf'\\,s quiz ca lled Pop The (jiles
tion. Contestan ts must identify per
s(lns or e\'ents depicted on a short se
quencc of ne\\'srcel fi lm. 

SP01'llSOH found a strai ght merchull
di~ing- t y pe program being used on two 
sta ti ons. Shop at Hom e on \\TT~V. 

Columbus. operates \\'eekdays from 
11 :00-12 :00 nonn by demonstrating 
nlf'rchalldise hefore the TV camera. 
Ho u"ewi\ 'es can call in and designate 
the items they 'd like to see. Rich's 
Dcpa rtment Store in A tlanta performs 
a similar service over \,\TSB-TV. This 
show gre\\' out of an expedient used 
by the store during the recent 37-da \' 
transit strike in Atl anta . 

TT' Trades on WICe, Erie, Pa., 
shows how si mple an appeal ing TY 
program can be. TIlt' show acts as a 
clearing house for tradcrs. The ~IC 
holds lip an item sent in and ill\'ites 
trades. Phones begin buzzing as home 
viewers ofTer a highchair for a tricyde. 
or a \\ash basin for a pitcher. 

SPONSOR found the old-fashioned 
auct ion being dressed up and put on 
televis ion . T elesales. which recently 
went on summer hiatus at \V:\IAH-TV, 
Baltimore. was sched uled in the 8 :00-
8:30 p.lI1. Thursday slot. Format of 
the show had studi o and home audi
ences bidding aga inst onc another for 
\'aluable lllPrchandise prizes provided 
by one of the fiv e participating spon
so rs. All repo rted heavy sa les of ar· 
ticl es a ucti oned off on thc prog ram. 
Handing out ~tudiu audien('C' tickets 
at the adn'rti~er~ ' ~tores helped build 
traffic. 

Cleverest u:,;e of the a ucti on format 
with a telephone gim l1lick is to be 
fOllnd in t\\'O programs soon to be 

, merge!l into one. They are What Am 

SPONSOR 



F'ROlJl J.VO JV ON, 'VJV J-TV's 

advertisers can talle audience 

for granted. With the number 

of sets now well beyond the 

quarter-lnillion marh, television 

in the booming Detroit marhet 

has emerged completely from the 

experimental stage and reached 

the age of full productivity. 

iii 
WWJ-TV supports its belief 

in the stability of television in 

Detroit with its new rate card 

(#8) which is flllarallteed to 

advertisers (or olle full year! 

r 
e 

FIRST IN MICHIGAN Ou'ned and Operat ed by THE DETROIT :"'EWS W W _I ~ 
-----------N-at-io-na-l-R-~-re-se-nt-at-it-)es-:-T-H-I.-;-G-I~-O-R(-;-E-I'--H-(-)L-L-I~-·(-;n-E-R-Y-C-'O-~-I-I'A-N-"-, --- ~ QL! ~-

ASSOCIATE AM-Fl\I STATION WWJ N He Television Network 
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WI B C 
Indi ana 's 
First and Only 

50 KW Station 

\VI BC offers all of Hoosierland in O1le profitable 

package-plus important out-of-state "bonus" cov

erage-and at the lowest rates of any 50 K\V sta

tion in the middle west. 

\Vithin WIBC's 0.5 MV contour live 1,068,166 

radio families* . . . w ith total buying power of 

$4 ,985 ,952,850.00.** 

*19 4 9 BMB 

**1950 Sales M anag ement Survey of Buying Power 

Ask your John Blair 

man about valuable 

time, big coverage, 

low rates at. .. 

WI'BC 107~ KC BAS,ic 
M'UTUAL 

,l. ", -:.,,\, 

" r h e F ii, en ill y 
Voice of' Indiana 

I Bid? an d What's Offered ?, on WOR
TV. Both opera te the same wa y. Home 
and studio audience bid on attrac tive 
prizes like gas ranges, refrigerators, 
radios, luggage, watches. But the mer
chandising angle which makes these 
shows unusual is that instead of money. 
bidders must use tickets obtained from 
stores in the plan. 

Fina ll y, SPOi'\SOR found the di sk 
jockeys moving into TV studios, too . 
On \\ 'T YN. Columbus. Jimmy Leeper 
and six telephone operators answer 
reco rd requ ests. The hour-long week
da y show includes guest interviews 
with celebrities. 

At WATV, ~ewark, Paul Brenner is 
expanding his activities to a TV stint 
called Dialing W ith .H II sic. This am
bitious day time show has music. guests, 
and ca lls viewers on the phone to ask 
questi ons. Questions are visual ,,'hen
ever poss ible. The prog ra m is ex pected 
to spread out to fi ve days soon. 

Cleve r planning is evident in many 
of the telephone g immick shows spox
SOR found on TY. but th ere is room 
fo r more good ones. Games seem 
slowest to get underway, yet parlor 
games for a mass audience could be a 
na tural fo r T V. Harry S. Goodman , 
producer o f the TV Telephone Cam e, 
has a Crossword Pu zzle program in 
which viewers work out puzzles at 
home, phone in w hen they \ 'e solved 
th em. This is just one possibility. 

Whether on radio or TV, the tele
phone is the only direct link between 
broadcasters and their audience. Prop
erl y handled, th at link has bf'en a very 
effcctive selling route. * * * 

BARN DANCES 
(Continued from page 22 ) 

doc~ not regard itself as a barn dU lIce 
program, its entertainment is in th e 
same simple, informal spirit. Each 
Sa turday night , 5,000 persons fl ock to 
the broadcast show (8 p.m-12 mid 
I~ ight ) in Nashville's Ryman Aud ito
r iu m. Touring Opry acts have been 
seen by additi onal millions. By special 
req uest of the \Var Depa rt ment. an 
Opry tro upf' went to Europe in the fall 
of '49 to enterta in military personnel. 

It 1. RCY llolds ( Pri nce Alber t ) , 
Opry spon or for over a decade, in
ves ts in the N BC coast-to-coast pickup 
of the show (10 :30-11 :00 p.II1 .). Other 
ne t sponso r~ wa nt in. but the Hey nolds 
"excills i"e'" prevent s anyone hUL local 
~ ponsors frolll movi ng into the picture. 

SPON SOR 

1 



NOW - by transcription . . . 
Ihis Sensalional New Qu arler-Hour Series! 

beatrice kay 
with all-star 

supporting cast! 

The Equal of Top-Rating Network 
Shows ... for Less than the Cost of 

Local Talent! 
The inimitable Beatrice Kay ... plus ex-Glenn Miller
Claude Thornhill-vocalist Artie Malvin .. . music by the 
Kay Jammers ., . large male chorus . . . guest stars I Humor, 
variety, human interest. , . beloved oldies and sparkling 
new melodies ... a timely answer to America's latest 
touch of nostalgia! MC-ed brilliantly by Bea, herself
never more entertaining-seldom more heart-warming! 

A fast-moving well-knit show offering local, regional 
and national advertisers-by transcription-the pres
tige, listener loyalty and merchandising opportunities 
of the finest network programs. 156 quarter-hour 
programs. Complete promotion kit. Tested kick
off promotion gimmick, Write, wire or phone for 
full ,audition presentation. 

"Competes with the best. . . olltrates the rest!" 
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.\/ r. Philip CohclI 
Sulli~'all, StallHer, Cohecll & Baylcs 
.YCZl' }"ork Cit}. 
Dcar Phil: 

You ag(!//c}, fc!las is alllls lookill' 
fer britc spots, 
aill'tcha,) [f',./!. 
hcrc's (lIle \'llh 
«'O ll 't ha~ 'e - ter 
polish! Chllrl('s
tall, [f°est T'ir
gi llll .\'. th' hallie 
t £1 «' II II,' 
WCHS. IS 

shore ashillill',' 
IT' h \' /' hi I. 
KW/(;,, 'h\' COIIII

t \' alall': has ill
c-reascd IIcarl\' 
30 perccllt i;1 
poplllatiall since 
19.f.0. all' th' 
at her (Ollllties 
s e r '(' e d Ii \' 
WeTIs' 5non 
'«('atts all 5811 is 
reall\' Iloomill' . 
tao.- .Idd tcr 
thet th' facl, 
thct departl11cllt 
store sales ill 
Charlestoll is III' 

20 pereellt o'er last }'ear, all' }'llh'",· 
got aile llV th' brightest spots ill th' 
""hole durned eO ltntr}' ! It'll pay Y llh 
tel' relllember thet , Phil! 

Yrs. 
Algy 

W C H S 
C har leston , W. Va. 

SELL THE 
COTTON BELT 

WITH THE 

" COTTON BELT GROUP" 

WGVM 
KDMS 
KTFS 

G REENVILLE, MISS. 
1000 watts-1260 Kc 

EL DORADO, ARK. 
1000 watts·1290 Kc 

T E X ARK A N A, 
TEX.·ARK. 
250 watts-1400 Kc 

Sell over a mill i on:~ fo lks in the Delta
South Arkansas and East Texas-by use 
of the Cotton Belt G roup. One low rate 
gives you blanket "not secondary" cov· 
erage in this multi-million dollar mar
ket! 

:':Primary .5mv 
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COTTON • OIL • LUMBER 
AGRICULTURE 

"The South's Billion $ Market" 
Write-Wire-Phone 

Collon Belt Group 
c /o KTFS 
Texarkana. Tex.·Ark. 

Other Opry sponsors inc lude Purina ' 
-'fills (O\'er 10 years), Stephens '\lfg. 
Co .. O'Brien Brothers. Royal Crown 
Cola and Warren Paint. 

Success stories by the hay rick are 
u\'ailab le from sponsors of such rustic 
funfes ts as KWKH 's Louisiana Ha y. 
fide (Shre\ 'eport). K;\1BC's Bmsh 
Creek Follies (Kansas City, ~Io.); To SELL the PEOPLE Who Buy 

\\,HO'~ 101m Bam Dan ce Frolic f Des The MOS~, .... i~t,.,.~,~ .. 0n~ ;:'"'~ 
"Ioines); \\,RVA's Old Dominioll , -j" -'"' /J:.}~U~'o#. ' 
Bam Dan ce (Richmond); th e " ''''VA ~ _ 

Jamboree S holV t \,'heeling) , and {¥/'/ POPU'~LA"'T~ll"'O-N-.P" ;;;:' -'$<y:'r ... ;- . 
scores of others. 

Si.ngle quarter hour particpations on 
" ' '''VA's Jambor ee have so ld 2.703 Over 4 Million 
magazi ne subscriptions, 2.366 ho~iery \ RETAIL SALES I 
orders, 973 sewing mach ine attach- \ Over 2 Billion 

ments. 787 plastic aprons. In 19.1,9, " 
this program pulled 73.765 piece~ of rm1ri9 
commercia l mail for its sponsors, h ~ \9 ' 

,",se 1 e 10 0'" 
which include Dr. LeGear (poultry S1~1' , .. 
medicine), Sa f-Kil, Flex-O-Glass, Lex
ing ton Mail Ordcr Company. 

The KWKH Louisiana Hayride has 
lwen selling e,-e rything from dough
nuts to au tol1lol,iles for regional and 

I local advertisers in the South west for 
three years. The Southern .Maid 
Doughnut Company, using olle 50· 
word announcement duri ng the Hay. 
ride, found that the direct response, 
i. e., the big: rush they got every Sat
lII'day night as soon as the show was 
over. more than justified the cost. The 
cumulative henefits ,,,ere gra\'y. The 
owner of the Joe Lewis used car lot. 
Shrcveport. sold 15 automobi les in one 
day. also as a direct result of one 50· 
'\'e)rd announcement on the show. One 
customer came from more than 300 
mil~s away . 

The Missouri ralley Bam Dance 
( \"l\AX. Yankton, S. D.) has been 
sold out since its i.nception three years 
ago with Key~tone Stcel ~ Wire, Flex· 
O-Glass, Michigan Bulb among its 
"'ponsor:-;. Current on th is one-hour 
Saturda y broadcast (3 :30-9 :30 p.m.) 
are Murph y Products and Sioux Steel. 

The "get out and meet the people" 
appearances of ham dance talent all 
year round at theaters, auditoriums, 
~ tate and COllllt )' fairs are a major rea
son for their arti stic and sa l e~ success. 
The remote barriers of hroadcast ing 
a rt' relllO\'ed hy these personal appear· 
anr'es: their keY llote is an informa l, ' 
shirtsleC've. just-stopped-by.for·a·\ isi t 
a tll1osphere. Listener~ are anxious to 
sCC' \\ hat their fa\orit e artists reall y 
look like. Non-listeners acq uirC' an in
teres t in li~tC'nin g to the Iwrforlllers 

MUSICAL CATEGORIES 
FOR SETTING SCENES 

Since the publicat ion of ln l l' s 
CATEGORIL\ L I~DE\', )OU 

don't ha\ e to be a music expert 
to find the right mmical setting 
for an) ~cript ~ituation. 

Radio and TY program pro
ducers are finding thi~ halllly 
volume indi~p en~ahle. \Iore 
than -1 ,000 indiyidual :ong titll's 
ar e cataloged, cla SS Ified and 
(Tn~~,i nd t>xf' d to provide a ready ' 
a n~w er to the problem of chuo~
in l! a ppropriat e harkground 
mu~i c. 

The B\ll e XI EGOR!C.\L 1;\1-
DEX ha ,; heen flllni~hed :0 
('very ,\:\ 1, F \ l and T \ "tat ion 
lj ('e l~s t> d hy Inn. 
/ i \,0/1 r ('oPY has Ol'en worn out 
th':ough ('o ,/.~t(/llt /l se. write to 
/fIll ior another ire I.' CATE
G()RICAL / ,\ m ; \ . 

f~,. _ '~, . . '~ ,~ 
i BROADCAST M -. .. 

580 FIFTH AVE USIC, INC. 
,tII ,E~ YORK ; CHIC~:EW YORK 19 

. ' 0 • HOLLYWOOD 

SPONSOR 

ad 

I 

til 

te 



lhe)' \ e "eell . 'I\ pica l uf the popula Jit) I 

o f thC'se vis its, the lo uring \\,X A '\ 
Missouri Valley Barn Dall ce )"<'po )"b 
lhat (\C'mand for local a IJpC'ara ncC'~ of 
thC' !'- how is so grC'a t th<'y ha ve ho()~(

illgs fo r oll e y<'ar in an\'a llcc I at S 1.2.'1 
admission per person ). 

Listeners tend to feci a )"C'a l c\ns<'IH's!'
to the barn dance en te rtainers. with 
their simple, neighborl y. "meet-me-af
te r-the-shm\'" infon lla lit y. Whcn the 
arti~t s arc scheduled to a ppear in \'a
rio u~ places on pe rsonal app<'a rancc 
tours. they reeei\'e invi tations galorC' to 
diuner fro III devoted fa ns a long tlw 
route. Should a ll<lrn danee personalil\ 
be amieted with a eold, or not look 
quitc up to par, the intense perso nal 
interest and cunce rn of the listen ers i ~ 

evidenced in an a\ 'a lH1whe o f a nxious 
lette rs. Thi s feeling o f illti1\lae) ex-
presses itself in high lis tclle r loya lt y. I 

The a mount of good will b uilt fo r I 

spO\lsors by these personal appea r · 
;:w ees is inealculable - a nd it's free! I 

But th at aill ' t all the sponsor gets. 
Nope. not by a ukelele. He rea ps tire 
bcnefit o f recurdings whi ch most of hi :; 
ba rn dance persona lities make for the 
major r~ord companies. Such o utside 
ac ti vities have added new lustre to 
sta rs like Roy Ae uff. Ernes t Tubh, Hed 
Foley, Cowboy Copas. Ha nk W illi a ms 
of Grand Ole Opry. Eddy Arnold (ex
Opry) and man y others. wh ose di sks 
h an~ been outselling the usual pop ree
orcl:-;. For instance, Challan oogie Shoe 
S hine Boy, r ecordf'd by Red FolC'y fo r I 

Dccca (and written, inc identally. h~ 
t\ro \YSM exec uti ves) has sold mer 
1,000.000 copies from i.ts Chr istmas
tim(' release to date. 

DeC'C'a reports not only a tremendous 
increase in the sale of country-t ype 
reco rds, but in the i.nfluence of thi s 
type of musi c 0 11 the fi eld o f p op. You 
ha\'e only to look a t a lis t o f rece llt 
juke hox fa \'o riles to see the heavy 
sprinkling of hillbilly, fo lk a nd West
e rn-flavored tunes. 

Swing. boogie- wong ie a nd be-bop 
may eome and go, hut the ha rn dan<.:e 
stays 0 11 , sa fely ensconced in A mer i
ca's hea rt. Its bas ic appea l was summed 
up ~o l11e years ago b y H. S. Thom p
son, adverti sing m anager of :\liles Lab · I 

orato ri es, when Alb Seltzer had j ust 
zoon1('o to ~uc('ess: "A fte r a ll, the m ao 
jorit ) o f us are just pla in fo lks. We 
like the ma n who is informal a nd 
fri endl\'. We like the man who takes 
us by the hand and calls u" by our first 

n ame." * * * 
31 JULY 1950 

:;0. (J(J(J " TA7"'1~ ( ___ "(l i TE 111\ TG 

17. (JfJ(J. (JO(J , . 

C KL '" with 50,000 wa l[ power is hi tt ing all 
audie nce of 17,000,000 people in a 5 state 
region and establ ishing new performance 
records for ach 'enisers. T his mighty power, 
coupled with the LO"'EST RATE O F ANY 
~ L\JOR STATION I N T HIS R EG ION 
means that you ge t more for every dollar you 
spe nd in this area when you use C KL" T. Get 
the [ac t s~ - plan your Fall schedu le on 
CK L"r no", ! 

CKI,W 
. \1) .\\( ./. YOU '\ G, ./R. , I :\c. J. E. CA \ (P(, \\ . 

Sat jOlla! Rej). President 

Guardian Building • Detroit 28 
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GROWING 

GROWING 

GROWN 

WHAT MEDIA WITH TV? 
(Continll ed from page 31 ) 

fami lies subscribing. But average cov
erage of the Post-Dispatch in all conn
ties in the "outside" area is only 7.4 % 

#~1tut""JlgJ~, 
(source : A udit Bureau of Circulation , 
September 1949) . 

A 50 kw outlet has been used in this 
comparison. which is based on a study 
of "outside" ma rkets by CBS mark~t 
researe her E. P. 1. Shurick. But the 
sa me kind of c irculation eomparisons 
are pussible for less extensive " out
side" markets covered by lower-power 
radio sta tions, though not necessarily 
with eq uall y scnsational results in 
c\"ery case. 

MORNING PERIOO' 

PLUS ... 
a 14.8 Over-all Audience 

Increase Since 1949 

ANOTHER BONUS 
FOR ADVERTISERS 0 0 0 

Special merchandising 
department for extra 
promotion of sales. 
• January. February. 19 50 Hooper 

WA B 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 

KQV was the only Pill~hurgh 

station on the seene during 

a I' e c e Ilt headline-making 

prohc III Pillshnrgh. The 

hearings involved free wOl'k 

hy ell1plo),(·{·s on city time. 

KQV made tape-recordings 

of all ess('ntial testimon), to 

give its listencrs first hand 

service 011 the town ~s higgest 

politieal s tol'Y ill yea),s. 

KQV 
l·iHslnll·gll~ I·Uo 

MBS - 5,000 Watts - 1410 
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Assume that an ad\'ertiser is using 
network radio plus some combination 
of printed media as shown in one of 
the charts accompan ying this story. 
He plans to add network television . 
Where can hc squeeze money from his 
eurrent budget to help pay for tele
VISIOn without sacrifi eing essential 
"outside market" coverage? 

Co\"erage fi gures shown in the ehart 
for the St. Louis sample area illustrate 
the relatively ovcrwh elming "outside" 
cove rage of 50 kw KMOX as compared 
with all or any combination of the 
printed media shown. From these 
analyses two conclusions emerge: (1) 
your TV moncy call come from printed 
media with minimum loss of " outside 
market" co\"erage; (2) stepped-up ad
vertising pressure via television should 
ill man y cases be balanced by addi
tional radio pressure. Cutting back 
certain magazines. as illustrated in ,he 
chart just mentioned, makes this pos
sihle. As an example, the cost of f ull
page ill sertions 1Il the magazines 
shown as "omitted" approximately 
eq ua ls the cost of a half-hour network 
nighttime progra ll1 hea rd o\"er KMOX, 

The illustratiun used does not as
sume tha t an adverti ser would be using 
all the printed mcdia shown in the ex
ample chart. Network radio ad\"er
I isers might be using 0 11 1' or more of 
these prin tpd mcdia on some kind of a 
s taggered basis. Smaller advertisers 
may ubject tha t nel\\"o rk radio is too 
costly because it has to he used 011 a 
('olltillUOUS basis, Network radio is 

I fl ex ible. You can huy olle-shot broad
I cas t in a ny open time ava ilable, and 

some of the top aovertisers have. * * * 

I FU RS ON THE AIR 
(Conlinlled from page 33) 

For example, Davidson Brothers In
diana Fur Company in Indianapolis 
recently featured a low-priced garment 
O\-er thcir WFB:\I-TV program. The 
item was sold out after the first pro
gram. Following a Kathi Norris TV 
show over WABD in New York, three 
coats ($300 each ) were sold by Sachs 
Quality Clothes within 90 mi;lUtes. 

Thc feeling among these top-notch
ers is wcll stated by Robert Ross, ad
\"ertis ing manager of the Evans Fur 
Compan y. Chicago: "Radio has always 
play ed an important role in our sales 
picture. As an instrument of promo
tion , it has pro\'en to be most efIec
tive, and though we are finding tele
vision growing in importance, radio 
will alwa ys be carefull y considered in 
our budget thinking." It is estimated 
that Evans spends over $100,000 year
lyon several local stations, uses Jim 
Ameche transcribed. locally produced 

I shows, announcements, foreign lan
I gua ge programs, quiz and giveaway 

WAVE 
WON'T 
SETTLE IN 
REDWINE 
(Ky .)! 

1 or roonl tem
Chilled, warme( Ie of Redwine 

the peop per ature" 11 our cork, por e 
tKy.) can t ~r. , we'd be plumb 
tbiugs .. 'f' Je arrived •••• 
musty be ore n the 

coucentrate 0 t. 
Instead, we r Area-a fau-
Louisville Tra( IOf~ ly bubbling 

'tory air 1 
ulons tern F r i ustanee,peop e 
with money. $1139 IIlore per 
here invest . h bor s in the 
family than d nd:~n portions of 
nlore watere 

r State. ou tIect we call 
So we get all th,~ ~arket. For 
from ,his Votel d yOU the facts 
Vroof, let ~IS, senl drinkin' folks 

n the eatll! ~u( , 
o • LOUISVille. 
arouun 

LOUISVILLE' . 

VlAV_,-, 
~W;; •. 910KC 

. ..at lfflll~lE •. 50 ETERS. ,NC . Q :. FR~E &, :epresent atives 
~ Natlona 

-w,~~ .-r --.-..v iIiIII ~ 
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~ho,,:;. Tht'y 've u ~t'd p ractically cvs:>ry 
Chicago sta ti on ill tht' pa~t 20 ~ cars. 

Davidson's, Oll t' of Indiana \; oldt'st 
and largest fur (,()l11panic~. sppnds 
Il{'ad ), $iSO,OOO a ) ear 011 radio and 
TV. 111 addition to a ulliqut' IS·minute 
TV sho w, J)mid s()n'~ purc!w,..;('s fur 
:,;torag'p annOUIlPCI11Cllt s fi, 'c nights pcr 
'H,t'k , both O\"t'r \'\'FBl\I.T\', India· 
napoli s. 011 th t' 1.5·ll1inut(~ l)aradiSf' 
Is/and TV show the fo llowillg ('{recti\"(' 
technique is employpd: Til t' program 
begin ~ with " Davidson's Indiana Fur 
COlllpa ll) pre~;Pllb," follo\\t'd b~ thc 
start of a llIovi t' 10llc of plt'asant ba(· I ... 
ground see II ('S 'I. TIl{' m ovie is stopppd 
at til{' point "hcrt' identica ll y paintcd 
scen{')'y, I))' pdousl) (,[f'atf'd. is pla('pd 
in foc'us, Li"e 1110df'ls the n walk into 
the scene. The) consi~tently u,..;c two 
o r th ree radio sta ti o ns, annOUIH'PIlH:'!lt,..; 
a nd musical prog ra ms. to air "fashions 
o f tom o rro w." 

According to tllf' Canadian Fur 
Corpo ration ill New York and "p"ark. 
their Imsinps~ is po nstan tl ) incrpasing, 
Whcn the firm celcbra tps its 3Sth all' 
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nivcrs<1r) th is year thcy ,rill hm e in· 
,es\f'cl wpll on' r "' l.OOO.()O() in radio. 
"lore thall S J 00.000 \\'a;;: sjwnt la;;:t 
yf'ar. Th(,) Iwp:all tlwir radio in I9.{·1 
with Martin Block ove r W\ E\\" ' C\\ 
York ; "till U:'P him 011 thc Make Be
liel'l' B(d/room , At OIlC tilllc or an
()tlwr. till' ('()J11pall) ha s !lC(,1I on all 
lo('al sta tiolls ill th e ~c\\' York area; 
and radi o has al\\'a)s I,c('n (1)(' of thcir 
hasi{' lIlcdia . It gets approxilllatcl) 
.')0'; of the ael budgf't ill :\'cw York. 

Last ) ear Ihe\ ust'd pro~rallls. all' 
noulll'('ment:-. j illglcs. and straight 
commercials 011 threc ~tations 
\,\7, E\\" and \\"1101\'1. ~e\\' York: 
\\,A ,\T. 7\(:,wark. At tilllPs \\ \ EW 
bf'allled iO a nllOUlH'elllcllts I)('r wcek. 
Lx('ept for a short hiatus ill July , Ca
nadiall sta) s 011 ~ ea r·roulld. T hough 
1I0t ) et ill TV. thc ('ollIpall\ contem
plat es using it this ~ t'tH ; pf'rhaps a;;: 
t'url) as this fall. 

Tire Hen Tucker Hudson Ba y Fur 
Company k"ows, to the (' u;;:tome r, ho\\ 
f'ffecti, 'e it:,; radio has hpf'n. Says Rell 
Tucker. O\\IIer of tl1(' pompan) and 
presidf'nt of the f\ lct ropolitan Fu r Re
tailers Associatioll of .'\f'\\ Yo rk . "From 
-\.ugust to :\Jarch, we ask each C II S

tomer who t'nters our :,tore how 1)( , 
happened to COllle in, \\'e use a spe
(,la l ('ard S) stelll for this: and han' 
found that a majority of custonH'fS 
CHIIH' fwm our radio afhertising." 

I Tu('kf'r estimates that radio Ira;;: ill' 
c rf'ast'd Iris husinp;;:s morc thall .'1(l'; 
,..;ilH'f' 1940. The ('om pall) is on year
rOlllld. ai r. ... abollt 18 aIllIOUIJ('C'lllent:- a 
rIa) plu" four 15·minutf' show!'> I)('r 
\\,f'ek, a ll on \\' I \ S. Thc) art' I'IlJ'

rf'lIll) spending mer SlOU,OOO for 
radiu. b) far thcir basic lIlt'd ill lll, 
Bf'1I Tuckpr, Iikf' Canadian, appeals to 
the Ilwsse". <lJl(1 ('on t ellljJlat f'~ the usC' 
of '1'\ ' ill the Ileal' fu turc. 

\\,hf'ther or not the industry declin p 
has rf'ached the poin t of sur\'i\'al uf 
the fittest i:,n't yet ccrtain, But it's ,lP
parcnt that the fittcs t , tlIP \\,ell.org:lIl 
iZf'd outfits. are reaping a han't's t dur
ing this cra uf !rig h family inco me. 
Plannpd long- term afh'f'rtising and 
promotional ('alllpa igns are pa) in g ofT. 

Hut plannillg isn't eas~. Business is 
higlrh seasonalik, and is I!reatl y de
pendcnt upon \\ ea ther ('(I)](li ti ons. D(' · 
partlllPllt s tores appear to Iw in lh( ' 
hest po~ition to handle th f' unpredic ta 
b le fac tors. A(h crtising plans and 
hudgets for fur d('l'artnlt'nts art' usual
ly wel\ urgalliz(>d, as is the depart 
mental structure of tIlt' U\ cragt' dl'part· 
IlWll t s tOl'l' it-elf. In addition . the dc o 
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II 
The Spi r it of .\1 t'lllphis Quartet, an· 
oth er good rt>a~on for WDIA leading 
(llf th e llatiu n '~ independents in share 
of audience April-May 1950. in Hooper 
Radio :\udic nee cities ; wh y \\'DTA 
111 ~ one- third more daytime listeners 
"loll.-Fr i. tha n any o ther Memp h is 
sta lion (".ce below) ; why these aeher
ti"eB* huy a nd renew: 

' Swlft & co. 
• Grennan Cakes 
' Nucoa 

' Upton 's Tea 
• Cook Kill 
· Stokely. Va n Camp 

HOOPER RADI O AUDIENCE INDEX 
Cltv : Memphis, Te lln . May.Ju ne 1950 

T,me Sets WDIA AB C 0 E F 

M- F 8AM -6P M 18.8 25.6 19.0 17.ij 15. 79.9 6.2 4.9 
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"WDIA, l\lemphi !>. T ennessee, Bert 
F erguson, Mngr., IIarold Walker 
Com'l l\lngr., John E. Pearson , Rep:; 

COVERAGE 
Of Houston's entire mar
ket area from KA TL's full
time 5 Kw. operation. 
And, too, the experienced 
"Know How" from 33 
hard working "Cattle" 
broadcasters. 

~D~~4()tded1ttd~ 

I<ATL 
HOUSTON, TEXAS 

partmcnt ::-tore can morc readily carry 
all adequate inventory , and buy and 
sell 011 volum e terms. ~lacy 's. for eX

ample. makes it as easy as l~ossible for 
the huy ing customer. will announce 
trellH' IHlous sales with ea~y payment 
plans. 

Department stu res ,1IIe1 ::-pecialty 
store:, arcount for about four -fifths o'f 
all the furs so ld . Independen t retail 
furriers sell no more than 20 r-~ of the 
total. The three (department stores. 
~pecialt)' stores and independent retai l 
furri ers ) are the main fur outlets in 
the nation; together numher about 
13.H20. 

According to a recent surve\ made 
hy ~lacFadden Publicati on< Inr .. 
41 ~ , ~ c)f all wagc-earner wives own fu;' 
coats. .More women in th0. 30 to 40 
age group own fur coa ts th an any 
other: only 18 ~0 of th ose over 45 
own one. The survey revealed that 
37~,1 of the women who o wned fur 
coats bought them since 194.6; 37 % 
bought their furs between 1942 and 
1945. Only 11.2 }; of the coats bought 
cost over $400. According to the sur
"ey, only 2.4% of the women plan to 
buy a fur coat ,\"if hin the year: and 
81 '1 expect 10 pay less than 300. 

August is the most highly promoted 
lIlonth amo ng the three gro ups. The 
top month is December; the lowest is 
.I une (note cha rt ). Reta ilers with fa
cilities attempt to maintain income 
during the seasonal lows with fur serv
ieing departments. Cleaning, repair
ing, storage and remodeling are be
coming increasingly important. have 
acco unted for suh~tantial profi ts. One 
of the best known in thi s field is ~he 
Hollander Company which successfully 
promotes serv icing. Hollander ran a 
TV program for seven weeks endin a in 
June which featured Wendy Ba~rie 
over WNBT from 10 :45 to 11 :00 p.I11., 
and plugged fur cleaning and rejuve
nation. To oth er advertising was don e 
during thi s period. They spent '" 12.000 
for time and tal ent. Result: fi gures in 
the New York market spurted fa r 
ahead of a ll other markets. 

The Certified Cold Fur Storage As
sociation in Ka nsas Citv Missouri ac
ti\'ely prollln te~ the use 'o'f cold storage 
for fur preserva tion. A rO l11plete ad
ver tising and promotion kit is mail
ab le to its 229 members. The kit, 
huilt around the theme "Time to Store 
Your Furs," contai ns spot radio sug
gesti ons. direct mail pieees, ca r cards. 
decals. and displays. 

, ully's Furs in Dt' t1'oit, on the air 

52 wceks a ) ea r, illustra tes the retailer 
who capitalizes on fur serviein a durin O' o 0 

the off months. During May , June and 
part of July, ~ully's hroadcasts a Fur 
Facts and Fashion s program on 
WKl\IH in Detroit. The show is spon
so red solely to :; tress the adyantages 
of storing furs , th e importance of prop
er ca re a nd treatment. 

Consis tency in advertising has key
noted the major successes. 111 addition 
to those mentioned. sco res of others 
have practi ra lly built their busin esse~ 
011 the use of radi o. The Ameriean Fur 
Company has slay ed with radio since 
1033 over KSL in Salt Lake. The spon
sor is so firmly convinced of its value 
th at he ha~ taken s teps to have the 
schedule protected in his "Use and Oc
cupanq insurance policy. If hi s 
store should be closed because of fire 
or otiwr calamity. his KSL schedule 
would continue and be paid for by 
the insurance company. 

K ussell Furriers in Boston is gu ick 
to give radio full credit for their suc
cessful fur business. It was 23 yeaTS 
ago th at Kussell 's decided to drdp ~~ ll 
newspaper .magazine and direct mail 
advertising, and co ncentrate on radio. 
Not only has the firm carried this out. 
but it has used the same program, 
Carolin e Cabot's Shopping Service, 
for the same number of vears over 
WEEI, Boston. Furriers lik~ I. J. Fox 
in New York admit that radio played 
an important part in their substanti al 
growth. Dupler 's in Denver, and Zlot
nick's in \Vashington, are prime ex
amples of successful organized plan
ning; both have used radio extensi ve
ly. 

Most of the companies noted, plus 
many oth ers. use transcriptions. Dup
ler 's bought 39 Harry Goodman tran
scriptions last yea r, at a eost of $20 
each. Goodman reports m'er 200 users 
of fur transcriptions ; World reports 
approximately ] 50. Both list sponsor
ship of shows as well as short 3n
nounccmcnts. Jingles have co me in 
for widespread usage. Music library 
scripted programs are used f'x tellsive
I; h) 111<111) fllrri f' rs, 

VI S. BECKER PRODUCTIONS 
AVAILABLE 

Women's appeal, musicals, serials, dramas, 
comedies and chi ldren's shows completely 
packaged for television. Representing talene. 
562 - 5th Ave .. N. Y. Luxemberg- 2-1040 

SPONSOR 
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But, by and large, the industry is in 
a bad way. Sa les ar(' down ; unity is 
lacking; promotion is poor. The little 
promotion th at is hping done falls on 
tlw sho ulders of the retaile rs. As a 
wh ole, they arell ' t bearing their bur· 
den well. It isn't as if th f' task can ' t 
1,(' done; a few are doing it and stay· 
ing 011 top. The wail< ~ rs are in a slump. 
with no sound plannill~ or national 
guidance La get them out. 

There is no rule th at says promotion 
has to fall exclusively to thp retailers. 
The industry is 1I 0t necessa rilr scat· 
tered; most of the manufactu rers :l re 
located in ~('w York, some 3,000 of 
them. O\"er a third of th e mink far!ns 
are centralizf'd in Wiseonsill and l\Iin· 
nesota; 57~~ of the s il\"er fox farms 
are located in Wisconsin. The industry 
appears to 1.(' structurally conducive to 
organiza tion. I f the levels of produ('. 
ti on (breeders, de3lers, manufacturers, 
dressers and dyers, p.te.) woulrl do 
their part, if retailers would decide to 
get expert advertisin g adyjce and al· 
locate funds to do a long. range job, 
the fur industry might discover that 
tim es are only wh at ) ou make th em, 

after all. * * * 

* * * * * * * 
Is you r stat ion ill the black? 
Are you satisfied with your 
profit statement? Radio 
compctit iOll today requires 
intelligent sales effort by 
management! 

I have a successful back
ground of profitable sta
tion operation. including 
self-owned and managed 
major market station. 

I f you own an east coast 
stat ion-network or inde
pendent - in a metropoli
tan market and interested 
in good management and 
increased profits, write to 

Box 8, 

SPONSOR 

510 Madison Avenue 

New York 22, N. Y. 
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MEDIA MICROSCOPE 
(Continued from page 2's) 

np.wspaper re,.;earch tell ",Iwther \'\'e ... t· 
brook Pe~ler ,,-as read b ~ the sallle 
numher of people thi s w('ck • .1"; la,.;t ? 

Waclill ~ through all th e claims and 
co ul1t{'rdailll ~ llIade by radio ~ tatiolls 

und networks was hard (,lIough for 
sponwrs. 1\ow it looks a,.; though tele· 
,-ision may \\ (>11 he th(' filial straw. B('· 
cause it, too, is all electronic IIw(liuI1l. 
research£' rs han> nea tl y bUlldled TV 
and radio togethe r. I t i~ easy to fall 
into the dangcrou:-; habit of illw ginillg 
that each minu te spellt with tf'levision 
a utomatica lly stea ls a minute from ra· 
dio. As Sindlinger anrl others have 
sh o\\'n, TV i5 in competiti on on its 
own \\ ith eyer) human ac tivity. There 
is 11 0 snch thin g as a rigi d "ente rtain· 
ment by electronics" period during the 
day. 

Broadcasters th f' l11seh ·es have suc· 
cumbed to this fallacy , wi th the resu lt 
that they spelld too much time squab. 
bling over ra tings. As sta ti on time 
salesmen on the firing lille all over th e 
country will readi ly adm it, local ad· 
,"ertisers need sell ing on radio's effec· 
tiveness as a lJ)£'dium. I nstead they get 
b£'\\'ildering displays o f ra tings, share 
of audience figures, s£'ts in use, cover· 
a~e data. The poor local adverti,.; £'r 
th rows lip hi~ hands after the third 
sta ti on ill that market gives him the 
same sales pitch but the thi rd distinct 
s£'t of figures. His reaction to all th £' 
millut r data so expellsively gatheIed: 
"a ll I kilO\\, i" the llewspapt'r guarau· 
tees me J aD.OOO circulation . I' ll buy 
that. " 

How lI1uch more eHl'ctive radio (or 
TV) :,;ales woulo he if its salesmen 
co uld present, as a hasie presentation, 
olle ,.;imple bar graph Lo thp. adverti ser . 
It wou ld illclude the minutes in a day 
deyolC'd to eac h me(lium b" a samole 
of that market. This and the raies 
would be thc determining facto rs. At 
last there \wtdd be a ('a mmon denom· 
inator in the media equation. 

Accrpta ll("{, of a tilll e scale to meas· 
ure media will 1I0t elim inat£' a ll the 
problems th at aov('rti sf' l"s face, but it 
will greatly reduce th e presellt eon· 
fus ion . Unti l some such device is 
adopted, all par t ies should at least 
recognize that th ey are not measuring 
wi th equal acc uracy when they com· 
pare radi o aud prillted lIledia for d· 
fecti,·eness. Radio and TV are under 
the microscope- alone. * * * 

MORE THAN 

11 MILLION 
Letters and cards have 
proven that men and women 
like to listen to 

TOM DICK and HARRY 
A new show (156 15-min. varie ty 
programs ) starring these three 
zanies IS now available at low 
cost from 

TEL EWAYS 
RADIO PRODUCTIONS, INC. 

8949 Sunset Blvd., Hollywood 46, Calif. 
Phone CRestview 67238 - BRadshaw 21447 

Other top TELEW A YS transcribed 
program availabilities are: 

• RIDERS OF THE PURPLE SAG E 
156 15.Min. Musical Programs 

• JOHN CHARLES THOMAS 
156 15.Min. H ymn Programs 

• STRANGE WILLS 
26 30·Min. Dramatic Programs 

Send for Free Audition Plaller and low rates 

ask 

JOliN BLAIR & CO. 
abo •• t tile 

HAVENS & MARTIN 
STATIONS 
IN 
RICH~IOND 

lVMBG-AM 
lVCOD-FM 
lV1'VR-TV 

First Stations of Virginia 
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II 

Johnny Gi ll in 

' I he III IIddcaslill g i nd us t r ) lo:-t o ll e 

of it:-: be:-:t·loved fi ~ ures " hen J o h n J . 
Ci llill . IHPi'idellt a nd ge ll e ra l Illallagpr 

of \VO \\' a nd WOW·TV. Omaha . 
pa~~pd on 11) J ul ). 

Of a ll L. S. hroadea ~ t ers, J oh n l1\· 

Ci lli n " a :-: proha hl~ h p~ t known an d 
a dmi red in Caua d a. and for) pars ha;; 

a ttc nd ('d the a llllu.d C AB COll\ellt io ll s 
a:-: a ll u noflrcia l a lnha:-sa dol . 

Johnn y was a n a rd ent expo ll cnt o f 
good broa d ea;; ti ng p ract ices. He 1)('· 
lie \ ed th a t " th e prog ram '~ t l1<' th in g" 

a nd dem o ns tra ted it over hi s r adio a nd 
TV s ta ti o ns. H e \\ o rk pd ~ c' lfl e :-: :-: l y fo r 

ci \ic a nd indus tn pro j ec ts, and for 

Applause 
Mitch's pitch 

W hen the \l o rd \l e llt o llt that 
\I a uri ce B. \ 'Iit dl(' 11. d irpl'!or of t l1(' 

Ihoud ca:-:t , \ (ke rti ~ ing Bureau. \\[IS 

g o ing :on'r to \ BC 0 11 l .') \ug ust. s ta· 

ti on ma nage r:-: a lld sa les m 3nage> rs le t 
o ut a wai l th a t co uld 1)(' hea rd fro m 
('oa:-: t to c()a ~ t. 

Ty pi c'a l wa>' th e> teleg ram II ) Pa ul 

C. \\ h ite. gf' lrera l m a nager o f \r F:1 H. 
WC'ir to ll . \\ . \' a.: " L rge ) o u exe rt all 
:- upport SI'O:'.SOH m agaz in e to influf' II (·p. 

\li tc-llC' 1I rc'( 'oll:-:i d e r re>~ i gnut io n . \\ ' ired 
\ ,\B diredor~ tocbl ) to rou :-:c' 1IlC'II1I )(' r · 

~ hip 10 orga ll iz(' ("o llc 'p rl ed drive 
agaill:-: t n·:-:ig na t ion." ' 

\'litdl bO\r:o; o ut of th (' Bi\ B. reo 
luclallth. after /.') mon th" o f hu :- tlill g. 

s lw('c h-lIlakin g. p lanlli ng, ~e ll i n g. and 
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1-+ ~ ear" \I as a Illelllber of th e \ \ B 
Uoard. 

H is unfa ilill g co urtesy a ncl k incllw:"" 

\\ on't "(Io n he fo rg ollpn . Ju h n ll\ "ill 

be r('me mhe reel \\ h pn hroa d cas tprs ~('t 

tuge th(>r. 

Howd y, neighbor 

T hl'f"(" s 11 0 qu ic ke r ,,·a \ to d i:-:co\ pr 

~ our;;plf a lld ) our produt"! a fri eml of 

tI l(' fa mil y tli an to hu ~' a po rti on o f a 
ha rn da ncc·. 

It d O('~n't m a tter "Ii o>'e kH n dunce, 
IHI) \ id ing it\; the rpa l " tu ff - no t 111(' 

:-: \ n th e ti c \a riet ). 

As ,;oon as ~ o u IJ u ~ in \ lIu ' lI disc ()\ · 
Ih a t "ho\\ d). ne ig hh o r" a re m ore th a n 

a cu uple of words. You oec u In a spe· 
c ia l n iche \I ith t he Sa turda) ni g ht reg· 
ular:-:: )oU helon g . A nd a i\o rd til the 

p rogr'llll direc tor \lill push yo ur p rod . 
ue t s la m ba ng in to the fun. fro lic. a n d 
genera l good d ea n ("0 11l111l)t io n that' s 

pa rI a nd pa rcel o f the shindi g. 

The fe llo \l' who's \nitill ~ thi;; edi · 

tori a l kn ows. F o r 20-+ (' on ~ee uti vf> 

Sa turd a~ nig ht;; hI' :-:e n ·pd a s sound 

e lke-ts ma n . ;;ig n pull e r·o utpr. gen e ra l 

fac totulll o n o ne o f the na tion 's hi g 

barn da n ce~. \\,h ) , o llce or twi ce h e 

was ('ve ll lI1 istake ll for a pe rfurme r. 

S ('O .'>SOI{ te lls what harn dalll~e Spon · 

sorship can d o fo r you o n page 1 C). 

B ut he re>'!; th e big hitc h- ho", to (!et 

o n . \\'e hea r th a t most a ll of th e m a re 
d a m n igh sold out. 

pro m otin g tlwt \r o uld lI1 a ke a whirlill g 

derv ish Seem to he standing ~Iill in 
("ompar i:-oll. One d a ) h p \ra'" 111 

Georg ia; the ne xt ill ,\ J illl )('so ta . On 
Sa tu rd ays a ncl S uncla):-: he handled the 
load o f d ic tatioll and s unclri ps th a t h;ld 

aeeulllula ted during the \\ orking \I ('pk. 

Hp wro tp hi:- ne \'e r·e nding broc hurr ;; , 

s li de fi lms, presentati o ns at l1On lP; 

rpad p roof 0 11 the run . And , wi th it 

a ll. IH' \l as ncye r too bus \ to ta ke tim e 

o ut wh en you c alled. 

It \\' a:-: appa rent tha t .VI ilc"1r lo\"ed th e 

HA B ... a lld thoug h SOlli e> lIla~ not 
Iwli e \ e th is, ill li g ht o f hi s d eparture. 

s till d oes. HI' Iw lie\" es that thro ugh it 

:-:po nso rs a nd age> n('i e:-: \rill r ec og nize 

radi o a nd TV for what th e) a re, the 
g rpa tpst o f a ll sa les .producing adve rti ~· 

ill g lIH'di a. H e hopc',; that hi s leadng 

Media yardstick 

A n arh e rtise r is en titled to kn o w 
\I ha t Iw 's bu ) in g . a nd to d ec ide \lhe th· 
PI" he's pa yin g a fair price. 

S o tir e c urrent in q uiri e <: o f th e ,"\\A 

a re cert a inl y in orde r. 

But to m ake' th e ill\ esti ,!!a tioll \'a lid. 

one thin g is n C'e>d ed. That ';; a :-:ing le 

yards ti ck fo r measuring all th e ad,, " r · 
ti s ing IIIcd ia - uthe n\ ise h o \\' can) ClU 

compa rp ya lues? 

The ra ling confusi o n in the radiu 
fi e ld , IIOW exte nding into telpyi;;i on , is 

reachill g th e chaotic sta tl'. Ad\·!' r · 

ti se rs and a genc ies are pee rin g mi e ro· 
sco pica ll y a t th e a ir m edi a vi a Hi\1B, 

'\i elsen. Hooper , Pul~e, Ameri can Re· 
sea rch Durpa u. Conlall , S indlinger. 

Yieleod ex, a nd wh a t h a \'e ) oU. The 
1I1 0 rl' they pee r the more confused tl1('Y 
beconle. I n th e e lld. m o re tha n onp 

ady e rti se r h as clec ided to s tay with 

>-ome thin g s imple. like newspapers . 

And ",ha t (" o uld he simple r th a n 

anal yzing n C\I ~papers . All ) ou a sk is 

c irculati o n a nd ma ybe a hreakd o wn 

of whe re lh e ('op ies go. Oce3siona !lv 

~ o u look at the Continuing S t ud~ o f 
\ p\l spape r R e>ad in g . 

Wh) ask to see radio through a 

microscope; ne wspa pers at a dist ance 
o f 100 ya rds? \Vo uldn ' t a comlllon 

d en()min a to r y ardsti ek he fair e r ? 

SPOj\~OH sugg('s t~ on e suc h yardsti ck 

in this issue. Plea:,e turn to page 2-+. 

will p o int up th e Iwpelessn e:,:s of d o ing 

a Sl ,OOO.OO() j o b with a 200.000 
hud get ; th e illJport a nce o f making 

BA B a\ ailabl l' to all seg mellts of the 
broadca:-:t industq. '\ !\B members o r 

not : the impossihility o f he lping huo~t 

hroad('a~t advertisin g re\l'nue to \\ h f~ n' 
it ~h o llld be with a handful of pe rso n· 
lIel. 

H e Ipa \'es this lIle:-:sage: '" \\ ' hy 

doesn' t tlt e ,AB Board keep th e m e l II' 

h e rship more c1usely info rnH'd r egard. 

illg the BA B ? If BA B d oes a joh 110 \\ , 

it ca ll d o a hi gger on e, hut it take .. 
stati on s upport. Ho\r hig d oes th e 
lIJe m bers hip \lallt BAB to I)('?" 

.\Iiteh g aY<' un stinting ly, ullse ifishh 
of hill1~e lf a l th e BAB. \\'lwreve r Ir e> 

is, n o thing "ill make him happie r thall 
a bi gger. he tt er BAB after h e's gone . 

SPONSOR 
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Its 9 ~CWIl!,k. .. 
and Only The KMBC-KFRM Team 

Covers It Effectively 

and Economically! 

Is The Team's great potential audience respon
sive, you may ask? 
Last year the program "Rhymaline Time" alone
broadcast each weekday morning 7:30 to 8:15-
pulled 24,082 responses. 22,892 of these cards 
and letters came from the Kansas City Primary 
Trade Area (shown in red) representing all 
but 8 counties within The Team's half-millivolt 
daytime contours. 

..... ... .. 

Daytime half-millivolt contours shown in black. 

Currently the response is running even greater, 
with the lusty two-year old KFRM pulling 35%. 

The Conlan 1950 Spring KFRM Area Survey 
proves that The Team retained first place among 
all broadcasters serving the area, and leads the 
closest Kansas City competitor 5 to 1. 

To examine this proof, contact KMBC-KFRM, 
or any Free & Peters "Colonel". 
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