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of serving and selling Kentuckiana 

When I first went o n the air in 192 2 
Kentulkiana was a good marke t. 
. .. now it's better, , , 
, . , and it's sti ll growing! 

In just two years ••• 

the radio homes in Kentu ckiana In
creased 19.1%. 
They listen before they buy! 

Likewise .. • 

I'm quite a programmer my~elf. 
To "it : Coffee Cal l (my own ,how) 
allracted more dun 20,000 visitor, in 
the laq II month,. 

For example: 

Kentu cki ana (Ky, plus a generoU<, 
portion o f Sou. Ind.) lead, the natIon 
in bot h increased (rop and lIvestock 
product ion ga in<, and is well above 
the nati onal ave rage in increa sed 
value of manufallured good,. 

••• to be exact ••• they listen to ME 
before they buy. I say it blushingly, 
but, according to Mr. H ooper I'm the 
li,tener, ' favo rite! (I Ihll 'e more top
rated H ooper pniods tbtln tbe next 
lu'o statiollS combined,) 

My new<;room i., the be<;( in broad
ca'ti ng(accordi ng to the National As
<;()ciation of Radio New, Directo rs) 

And the farm e rs will tell you that I 
have the o nl y co mplet e Farm Pro
gram ming Service in Kentuckiana 

50,000 WATTS * lA CLEAR CHANNEL * 840 KILOCYCLES 

The only radio station serving and se//ing_ 
aI/ of the rich Kentuckiana Market 

Television in the WHAS tradition 

And income! ! ! 

Why it was over t-h-r·e-e time, the 
national gain in effective buying 
power (1948-49). 

. .. and I have a corner on all those 
great CBS stars like 

Arthur! •. , Jack! ... Bing! 

By the way ••• 

\VHAS-TV is quite a comer too! The 
be,t vi,ual sa le,man in the market! 
A part o f the great \'<' HAS tradition! 

VICTOR A SHOLlS, D.r" clo( NEIL D. CLINE , Soles D.rector 

REPRESENTED NATIONALLY BY EDWARD PETRY AND CO ASSOCIATED WITH THE COURIER JOURNAL & LOUISVILLE TIMES 
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MILLION DOLLAR BAB PROMISES ADVERTISERS FACTS Decision of' NAB Board to separa te 

Broadcast Advertising Bureau a nd push for $ 1,000,000 or more annual budget is 

g ood news for a dvertisers a nd agencies who want radio facts and figure s compar

able to da ta Bureau of Advertising turns out for newspapers. One of every four 

Bureau of Advertising employees (t otal about 100) does research. Separate BAB 

won't be in super class a t start, but is expected to gain momentum after member

sh ip builds in 1951. Sepa r a tion date is 1 April 1951. . . . PICTURE MOGULS 

WARM TO TV ADVERTISING Test s by theater owners a nd f ilm producer s in New 

Haven, Philadelphia, New York, and Los Angeles to determine what television ad

vertising can do to hypo box offic e a re proving positive. Biggest test was made 

by Columbi a Pictures for film "711 Ocean Drive" over a ll avai l a ble outl ets in LA 

a nd New York. Receipts in both cities were a mong best this yea r .... RADIO/ TV 

LOOMS STRONG IN FLORIDA CITRUS PLANS Once substantial air adv erti se r, but in 

re cent years addicted to nationa l maga zines, Florida Citrus Commis s ion 1950-51 

choice veering toward specific market media. Under J. Walt er Thompson, which 

wrested $ 1,250,000 in consumer adverti s ing from Benton & Bowles, emphasis will be 

on spot r a dio, spot TV, newspa pers. • • • 7S % of TV STA TlONS NETWORK LINKED 

THIS FALL Microwave circuits, private a nd AT&T, are ma king it possible to bring 

n etworks to most TV cities now. By World Series time some 80 stations ( out of 

107 tota l) in 47 cit i es will be int erconnect ed. . . • RADIO NETS 5 AND 6? Two 

wes tern firms with one idea (to provide co-op progra ming to s t a tion s for local 

sa le) pla n to debut as n a tiona l networks this f a ll. Liberty Broadcasting Sys

tem, Dallas, is using its successful record as recrea tor of big league baseball 

a s leverage for attracting a ffili a tes. It expects 400 in 48 states by 1 October, 

when it intends to go on 16 hour d a ily schedule with sportscasts, news programs, 

quiz progra ms, women's programs. Progressive Broadcasting System, Hollywood, 

hopes to begin 1 November with some 300 affiliates a nd 10 hour da ily schedule. 

Many of its programs will be transcribed , but fed via telephone wires. Soap 

operas, quizzes, western shows, recrea ted sports a lso feature Progre ssive lineup . 

. . . TV DAY GETS BIGGER Demand by sponsors for TV time is stretching many sta

tion schedules this fall. During weekends (from 6 a.m. Frida y to 1 a.m. Monday) 

s tation isn't off air. WLW-T, also Cincinnati, has extended its schedule to 15~ 

h ours weekdays (8:30 a.m. to midnight). Other Crosley stations in Dayton a nd 

Co lumbus use same hours. . . . RADIO/ TV AD BUDGETS SAFE FOR PRESENT Wi t h few ex

cept ions, like cancellation of ambitious Norge TV c a mpaign, f a ll-pla nned a ir car.1-

paigns seem set to go despite war threa ts. Admen a re going ba ck to wartime record s 

for scarce commodity advertising theme s. Though uncert a inty ex i s t s, 1950 and early 

~----------------------~---- - ----
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a r:.d early 1951 consumer go ods s a les loom bright as they could be. • • • 7950 KANSAS 

RADIO AUDIENCE STUDY SHOWS DECADE DIFFERENCES What's happened between 1940 

a nd 1950 in Kansas r ad io is shown in advance release by WIBW, Topeka, of 1950 per

sona l interview study. Highl igh ts include: 1940 homes with one or more radios, 

84.8%; 1950,97.4% ••• in 1940,13.2% of homes had two or more radios; in 1950, 

37.3% ••. in 1940, 20.8% of al l car-owners had auto radios; in 1950, 57.7% •••• 

AIRLINES EXCITED ABOUT TV Looks like big airlines, who rarely have used radio 

a dvantageously or often, are jockeying for position in visua l medium. As this issue 

goes to press we know of one key a irl ine ready to buy TV show; another hunt ing. 

Southwest Airways are readying Jerry Fairbanks commercials featuring Jimmy 

Stewart •.•• SOAPS DOWN, SYNTHETICS UP As SPONSOR reported in FALL FACTS 

Issue ( 17 July) synthetic detergents will increasingly take ad play a way from 

soap s because that's where sales are. Current year 6-month figures by American 

Soap & Glycerine Producers show true situation today. Soap sales were 11% below 

1949; synthetic detergent sales 60% up. Lever Brothers hopes to regain ground in 

the detergents sweepstakes this fall with strong radio a nd TV campaigns, some 

still fever ishly in the making. But P&G and C-P-P are far in van with several prod

uct s ea ch a nd don't show signs of slacken ing. • • • MOTOROLA'S $500,000 TWO

MONTH CAMPAIGN Some 130 radio stations are scheduled to carry two to 10 an

n ouncements daily fr om mid-September through November for Motorola TV and radio 

se t s . About 100 will be used for TV campaign; remainder for radio set sales. An 

extens ive co-op radio and TV setup is available to dealers, too .••• HAVANA 

TV RACE Two Cuban firms are stra ining to be first to put TV on air in Cuba. CMQ

TV, headed by Goar Mestre,and Union Radio SA, headed by Jose Antonio Mestre (not 

related), a re constestants. Mobile units and transmitter equipment is being 

f lown in. At this point looks like dead heat with start about 1 December. Initial 

programming will be done vi a film and mobile units during five evening hours. 

Baseball a nd fight s will be init ial most popular fare, with local beer and c igaret t e 

advert isers already vieing for f a vorable times. • • • ERA OF EXTRAVAGANZA 

Sunda y night will be bat tIe night for NBC and CBS this fall. NBC counters CBS's 

star- studded lineup with 2~ hour radio counterpart of Sylvester Weaver's Satur

day night NBC-TV masterpiece. Fifteen and thirty minute segments will be sold 

to carefully-culled prospects. Eddie Cantor, Fred Allen, Bob Hope, Jimmy Durante, 

Ed Wynn, Ezio Pinza a re representatives of name talent that $ 30,000 weekly will 

buy. If techni que succeeds more multiple-hour shows will be in making. • • • 

HOLD-YOUR-BREATH TV STATION With purchase of 11 film serials including Flash 

Go rdon, Buck Roger s, Don Winslow from Flamingo Films, WABD, New York, is set to 

keep moppets (and their poppas) on edge of chairs 30 minutes d a ily Monday through 

Friday. Purchase cover s more than full year, with five seri a ls alternating each 

day in week. Five s ponsors will be signed. DuMont holds option on group for net 

use •••• RADIO/ TV COMMENDED FOR STEMMING "STAMPEDf BUYING" Dr. John 

R. Steelman, assis t a nt to the President, extended Nation's thanks to broadcasters 

for "magnificent, voluntary effort" in stemming "stampede buying." He told NAB 

Board that radio a n d TV should expect, during crisis era, only controls self-im

posed during World War II. 

SPONSOR 



"LIKE THEM AIR-FOAM 
CUSHIONS,lEM 1'1 

~SSIl{ !-our wealthy Red River Valley 
hayseeds buy the biggest and best of every
thing! With incomes far higher than the 
national average, fancy living comes easy! 

WDAY, Fargo, is the one sure-fire way to get 
at all this extra dough_ Our well-heeled 
farmers listen to WDAY ahout four times (IS 
much (IS to (IllY other statio,,_ Look at these 
record-breaking Hoopers: 

SHARE OF AUDIENCE (Dec_ '49-Apr. '50) 

WDAY ~_ I~~ BO" 
--

Weekday Morning~ 
64.2% 21.1% 7.3% 4.8% (Mon. thru Fri.) 

13.0% [12.9% 

--
Weekday Afternoons l66 59( 2.6% Mon. thru Fri. ) . 0 

--- ------ --

Evenings 
164.0% 15.1% 9.5% 8.8% (Sun. thru Sat. ) 

A new 22-county survey by students at North 
Dakota Agricultural College shows that the 
farm families in these 22 counties prefer 
WDAY 17-to-l over the next station-3 %
to-lover (Ill ot her stations com billed! 

Get all the fabulous facts today! Ask us or 
Free & Peters! 

W 
D 

A 
Y 

FARGO, N. D. 
NBC • 970 KILOCYCLES • 5000 WATTS 

~ , FREE & PETERS, INC., ~ Exclusive National Representatives 
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( 'o l·er shows broadcast of Do ugh boy pro
gram, Country Jo urnal. Left to rig ht: 
WCCO Farm Service Directo r La rr y 
Haeg; a nnouncer Gordo n Eato n; Ra y 
Young, editor, Wabasha County Herald
Standard; Herbert Fe ldman , W abasha 
county agent; Dr. W. A. Billings, vete rin 
arian, College of A g ric ulture, U. of Min 
nesota. ( For story o n how Doughboy is 
building a farm feed e mpir e via ra d io , 
see pa g e 24.) 
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lUe,·clullu.isilig is 'ike fillger,"'ints 

It va rie s with e ach radio st a tion, newspaper or magazine; a n adv e rt iser may 
g e t no ne or a great deal , depending on each medium's spe cial policy 

I)ollg,.IIoy knolVs t'.e fff"mel' 

This f a rm feed producer experimented with radio , found business soared t o a 
52% inc re ase this year 

'I"lfIt s""nsors Sffll fl b "lIt t,.eir fI!Jenf."ies: ," U·t " 

An d they say plenty! They let th eir hair down to SPONSOR and lit into the 
agencies for a numb e r of weakn e s,es 

All ',lIiet 011 tlu~ IInioll front 

This fall will see many contracts negot iated in the TV industry-but these will 
not necessarily mean increased costs to sponsors 

Radio and TV, co-op and otherwise, a re doing a low cost sales job for local 
independents as well as big drug chain s 

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

S.-ONson HNnEX: JANUAUY ·JUN.~ 1950 

IN~ ElJmjRE ISSUES 
i('\;"'. . 

_ ...... -w... ... ..Jo.>.:_~..::..,,~\,'I,;~, •. 

'I'ffrtime "rogrffJllill!J 

A comparison conducted by SPONSOR shows it ma y be wise fo r a company 
to continue its wartime adve rt ising even when it can't del iver 

;U"'UIIV'': uses fI lIelV hroo,u 

Carpe t manufacturer, re c e ntly use r of pr inted me dia only, now al lo ca te s bulk 
of its bud g e t to TV 

Stfltion merdullu'isin!J for (l d l~~I·tisel·s : ,)(u·t II 

How do st ations stack up in merchandising cooperation with their advertise rs7 
Pa rt t wo of SPONSOR'S investigation help s a nswer this qu estion 

'I' ("stern "rO!Jrff illS 
The W ester n trail is b e ing blazed with a will through radio and TV country. 
Cowbo y dra ma a nd mu sic ra nk high in airwav e popularity 
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• 
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,: HERE'S proof that KWKH know-how, built 

I through 24 years of experience, pays off in larger 
audiences and in greater audience-loyalty. 

The 1949 BMB Report credits KWKH with a Day

time Audience of 303,230 families in 87 Louisiana, 

Arkansas and Texas counties. 194,340 families 
( 64 % of the total daytime audience) listen to 
KWKH ((6 or 7 days weekly"-67,470 (or 22 %) 
listen ((3 or 4 days weekly", and only 40,510 (or 
14 % ) listen as little as ((lor 2 days weekly." When 

these figures are weighted in BMB approved man

ner, KWKH comes up with an average daily day
time audience of 227,701 families-or more than 
75 j~ of its total weekly audience! 

Shreveport Hoopers tell the same sort of story. 
I Month after month and year after year, KWKH 

consistently gets top ratings. M oming, A ftemooll 
and E'JIening! 

Yes, know-how pays! Get all the facts about 
KWKH, today! 

22.,; 
LISTEN 

3,4 OR 5 
DAYS 

ONLY 10.2 
DAYS 

HOOPERS TALK, TOO! 

Weekday Mornings 

Weekday Afternoons 

Evenings (Sun. thru Sat.) 

Sunday Afternoons 

Share 01 Audience 
/ March-April, 19.50) 

KWKH "S" "C" 

44.6% 17.0% 25.2% 

41.6% 26.8% 13.3% 

46.4% 25.3% 12.2% 

27.9% 23.2% 18.5% 

"0" 

12.9% 

16.3% 

14.2% 

26.4% 

TOTAL RATED TIME PERIODS 43.5% 24.0% 15.5% 15.4% 

'·Wdij44·1;i. 
50,000 Watts • CBS · The Branham Company 

Represen tatives 

Henry Clay, General Alanager 



IS YOUR PRESCRI PTION 
for lwller results ;11 tlte 
pro";II(,P of QllPllec 

R atlngs ha\"e tlwir use but results 
are conclusive. 

R esults determine the value of vour 
advertising dollar and results 
are what the Metropolitan Life 
Insurance buys. Here is what 
1'1r. A. L. Cawthorn-Page, Cana
dian Manaaer wrlt es. "On basls 
of number L' of booklets request ed 
by listeners and cost per reques t 
\\-e are pleased to lw able to 
state that stati on CKAC is 
among the leaders:' 

B egardless of what you have to sell . 
in Quebec your cure-all is radio 
sta ti on CKAC. 
Results show that 7 out of 10 
French homes are reached by 
this station. -

R for "buzzing"" Quebec's sa leswise 
... "Casino". the participation 
"huw all agencies are talklng 
about. 

6 

Time: 10:30 a.m. to 12 noon 
10 min ute segments avalla ble 

now. 
Present clients: 

Super Suds 
Noxema 

Colgate 
Odex 

Over 1.000.000 proof <>f purchase In 6 months_ 

I 
CBS Outlet In Montreal 

Key Station of the 

TRANS-QUEBEC radio group 

CEAC 
MONTREAL 

730 on the dial. 10 kilowatts 

Representatives I 

Adam J. Young Jr •• New York, Chicago 

William Wright • Toront~ 

510 Madiso,,, 

REQUEST FROM LEVER BROTHERS 
In your recen t July issue you offered 

several reports to subscrlbers on rad io 
and televlsion. Our _Marketing Re
search Department is most anxious to 
obtain the fo llowing: Radio Is Getting 
Bigger, 199 TV Results. and TV Map 
For Sponsors- Fall 1950. 

Please forward one copy of each of 
the first two. and six copies of the map 
to the undersigned. 

MARIE K. HICKS 
Marketing Research Departm ent 
Lever Brothers Co. 
New York 

RADIO & TV RESULTS 
I noticed in your 17 Jul y issue 

(Sponsor Reports) that radio and TV 
result stories on various businesses are 
available. 

\Ve are particularly interested in any 
such facts and fi gures in so far as they 
rela te to the gasoline and oil busjness, 
and while we are concerned prlmarily 
with radio at the moment in this re
spect, any success stories pertaining to 
this industry in TV would be most ap
preciated. 

\'11 e would also like to get copies of 
Radi o Is Getting Bigger and 199 TV 
Results. 

Can you send us whatever you think 
would be per tin ent to the above fact s 
and fi gures on th e gasoline and oil bus
iness. and if there is any charge con
nec ted with this service please bill us. 

I. S. WALLACE 
MacLaren AdvertisiTlg Co. 
Toronto 

WHAT PULLS 'EM IN? 
The 19 June. 1950 issue, page 24, 

carries a story entitled " What pulls 
'pm in ?" 

We would like to distribute reprints 
of this article to retailers in the ~ew 
England market. Are you in a posi
tion to furnish these? 

Also. we would appreciate your pro
viding \1 S with the address of Adyer
tising; Besea rch Burea u, Inc. 

1\hHON L. SILTO)l 
Silton firoth ers Ill c. 
Boston 

I .. r("spo n !"if> to JlIJIIH·ro .. ~ ;.HI .. iri'-· ... lar~ .. nl .... -
h«'rs of r("l}rinl..:. ha\ c Leen "1OHI(" 3yailahlc at 
nonlina] (" u ... t. The AnH·rican n("~ (" arl~ h UureNu In. 
rorporat.'ll i!o' in ~l·a'll('. 

PER INQUIRY 

We agree wholeheartedly with your 
attitude toward P.I. on radio. That 
is. in so far as it means rate cutting 
by the station. 

We feel that our offer to manufac· 
turers for merchandising their product 
through the medium of televlsion mail 
order is essentiall y a legi timate P.I. 
deal. 'Ve pa y for all station timc used 
at regular ca rd rates and in ret urn get 
a percentage of th e sale price of all 
items sold. Naturally. we will not take 
any and all items on this basis. A 
product must perform its intended task 
efficientl y and reliably and have suffi
cient sales appeal to warrant the {'x
pense of the station time used. 

If any of your readers are interested 
in our program, they ma y obtain full 
details by submitting a complete de
scription of their product to us at Box 
1401, Hollywood 23. 

H. R. MARTIN 
H. R. Alartin (l' Sons 
Culver City, Cal. 

FALL FACTS ISSUE 
Your last issue of SPONSOR is a mag

nificent job. We have fil ed three cop
ies for reference because we feel that 
it is a gold mine for both our research 
and promotion staff. We like particu
larly your objecti ve reporting on th e 
present status of spot radio. 

SETH DENi\IS 
Promotion Manager 
Edward Petry & Co. 
Ne w York 

You are to be congratulat ed on the 
excellent job as evidenced by your last 
issue of SPONSOR magazine. 

This issue is not only "chuck-full 
of yaluable information for sponsors." 
hut will actually serve as positive edu
cational background for a better in
stnwted sales organization in radio 
throughout the country. That is ex
actly how ,,-e intend to use it here at 
\VXLW. Please send us six additional 
copies at your convenience and bill us. 

HOBERT D. ENOCH 
GeTleral MaTlager 
IPXLW 
I ndiaTlapolis 

Can you tell l1le where we can find 
a listing of nationalmanufaeturcrs who 

(Please tum to page 7n 

SPONSOR 

• 

• 



Queries This feature presents some of the most interest
ing questions asked of SPONSOR'S Research Dept. 
Readers are invited to call or write for information. 
Address: 510 Madison Avenue, New York 22, N. Y. 

q. 

A. 

A. 

q. 

A. 

q. 

A. 

q. 

A. 

Can YOll tell us the stations and sponsor' carrying the radio-TV 
account of the Detroit Tigers bascball games? 

Radio association, New York 

WWJ-TV carries the Detroit game~ on TV ~ \VJBK-AM ca rries 
the radio account. The sponsor is Goehel Brewing Corporation. 

In what issue of SPONSOH did you earry an article ahollt 

Ronson '! Pllblicity firlll, New York 

A full-length story on 1{01l~01l appearcd in the May, 1948 iS ~ lle , 
page 39. Ronson was mentioned ill the 5 J L1n c i~sue in our Out
look feature; the pres ident of ROI1~on . Alexander Harris, wa~ 
profiled in Ollr Ill· August iss lle. 

When did thc Old Gold Original Amateur Hour start on NBC! 

Advertising agency, St. LOllis 
The Original A lllatellr H Ollr sta rted on NBC .J, Ortoher, 1949. 

Have you done any studies in radio program preferences of 

tecn-agel's or childrcn? Clothiug mmlllfactllrer, Chicago 

The following SPONSOR articles discu~sed teen-age or childrcn's 
preferences in radio and/ or TV programing: Novemhe r, 1947, 
page 42; April, ] 948, page 29; 23 May. 1949, page 21: 24 
October, 1949, page 22; 14 Allgu~t. ]950, page 24. 

Did SPONSOR ever carry any figlll'es showing dealers' 1)I'efel'
ence for radio advcrtising ovcr newspapers, magazines ami oth

er media? Broadcast association, New York 
Sec SPONSOR'S "More power!" 24 October, 1949, page 28 and 
"Radio is getting bigger," a SPO.NSOR publication whi('h contains 
information on the progress of radio advertising. 

q. Can you gi.ve me the names and addrcsses of thc firms provid
ing ""Tools of the Trade" mentioned in your 10 April issue'! 

College professor, Collllllbia , Mo. 
A. Literally hundreds of names are involved ill the ""Tools of the 

Trade" section, but SPONSOR will be glad to supply information 
on specific firms mentioned. 

q. We would apprecia te a n y references you can supply on the usc 
of radio advertisin g in the retail grocery amI chain store field. 

Broadcasters' association, Los Allgeles 
A. See Radio Results pages in SPONSOR 13 March, 10 April, 8 Ma y, 

5 June, and 3 July; also see report on Dun & Bradstreet survey 
of grocers, other retailers in 17 July issue, page 54. 

q. Your first query on page 12 of the 17 July SPONSOH interests 
us as we're doing a study on th e subject. Whel'e did you get 

YOlll' in formation? Advertising ageucy, Kallsas City 
A . The query was: what percentage of children view television in 

comparison to adults viewing it? Fact-Finders Associates In
corporated, 400 Madi son Avenue, New York, was the source of 
this information. 
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III Pennsylvania's 

Lehigh Valley 
LATEST 

HOOPER 
(Share of RroaJc:lst Audience) 

RAT IN G 
(March-April 1950) 
Allentown-Bcthlehcm 

ARE:\ 

Shows 

ALLENTOWN, PA . 
OGDEN R. DAVIES 

Manager 

1 I 12:00 Noon 
S t thru 

I 6:00 P. M. -----_. 
WKAP 
Stat ion "A" 
Station "B" 
Station "C" - --
Station " D " ___ _ 

34.0 
_24.2 

7.9 
__ 6.7 
__ 6.6 

• •• and in the :\lorning-

WKAP . 
Stat ion "A" 
Station "B" 
Station "C" 
Station " D " _ 

20.3 
16. i 

____ 25 .1 
_12.0 

~. i 

The Lehigh Vali er's Outstanding 
I ndependent Station featurin g 
Personalities ... l\lusic ... N ews ! 

COMING 

1320 kc. 

SOON! 
Full 
Time! 

7 
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••. She has U'UII thl' rl'spect alld aiTectioll of probahly 

more p('ople thall all)' person ill show lnlsi " ('ss . 

• • • She has rt'('eil'et/ the most impos;lIg array of au'artls, 

citatiolls alit/ hOllor." of allY 1(JOlllall ill ellterta;IIl11cllt. 

••. She ha.'\ been cll/It,d ~~ AIl,er;ca 's great(, ... t sales mall. " 

••• She was chosell, from (llllOllg scores of slars, 

for the leat/;lIg pari ;11 a great II(>W l'e"tllre

lVRe tlayt; me tt'lev;s;oll. 



II 

Daytime te/pvisioll goes higtillle ... 

On Scptember 25, "The I\:at(· Smith ~how" ()pl'n~ on ;'\I:C Tell'\ i"ion. \Ionoays 

through Fridays, 4 to 5 1'.111. eastern time. 

Kate Sl\Iith, of eOlJr~e, will sing. She will introduce v:rril't) aels - inten iew 

interesting people - present til(' latest fashion news - devote a spot now and then 

to home ef'ollomies - talk with colorful people - ofTcr a wet'kly dramatie 

highlight. Producer Ted Collins "ill hl1ndle the news, and a full nrche"tra will 

PJ'()\ ide a musical background. 

I\:ate Smith will do more than merel) cnt(·r tain. She will help scll her sponsors' 

prooucts. Her matter·of·fact sinf'erit) will roll lip hig sales ill 11 short tillle at a low 

('o:-t. Her merchandising possibilities are endless. 

If you ha\e a produd on the way up, here's a short I'llt to thl' tnp. If your product 

is already first in its ficld, herc's just the thing to push it c\ell higher. 

\\'hate\ er you sell , Katc Smith will bring yuu a record.breakillg audipnf'e IlPa\ il) 

loaded with your best prospects - the \\'omen of \mericu - who" ill buy " ,hat 

) ou :-1'11 because it's on "The Kate Smi th Show."' 

The Kate Sm ith Show is a\'ailablc for sponsorship in segment:-; uf 15 lI1inutes or 

30 minutes on('e a \\eck or more. \Ye hare a presentation gi\'illg more 

fad:"- - \\ ith figures to back them up - on this big da) till1e buy. Naturally, we want 

) on to Sl'f' it. 

television 



Forecasts 0/ things to come. as 
Jeen by SPO;'liSO R'S editors 

War-shortage fears 
spur farmer buying 

Tractor and implement sale". bega n to lag la:-t ~ ear for 
the fir,.:t time in 10 Years. \lanufacturers prepared them
",ehes for a lOr~ to '30'; reduction in 19,)0 \"olume. War
:-hortagp fears. howe\"er. have spurred farmer buying and 
manufacturers report "ales of everything from plow" to 
('orn pickers. Allis Chalnwr". Firestone, and other radio 
ach ertisers will probably increase their ad\ertising tempo 
to take advantage of the spurt in "ale" hecause "The farm
er want" to buy" I see SPO;-';SOR article, 27 Fehruary. 19.50). 

Food manufacturers puzzled: 
more money spe nt on candy tha n other food s 

The a\erage family spend", 2.5.2 cents a \\"eek for candy. 
This compares with 23.7 cents for canned juice : 21.5 cen ts 
for cakes; 19.8 cents for "hortenings: 18.7 cents for soups; 
Hi.3 cents for white flour. These figures. released by the 
Bureau of Human \utrition and Home F:conomi('s. have 
the food makers thinking hard. \1ore use of spot radio in 
areas where candy consumption is higher than consump
tion of \ariou" foods might be the solution. 

Butter sales decline as 
productio n inc reases; oleo gai ns 

Butter production in the first half of 1950 was up to 750,-
000,000 pounds. This was lOO.OOO.OOO pounds over a 
1944·48 first half a\'erage. Consum ption, howe\'er, is 
waning. with gOH>rnlIlent price support officials taking 
18.).000,000 pounds ofT tIl(' market. With heavy use of 
spot radio. oleo manufacturers show a much healthier 
picture. "largarille maker~ expect to sell a billion pound" 
this) ear as compared to 853,000,000 pounds in 1949. Ra
dio figurps prominently ill their sales picture with ~ucoa 
(Best Foods I; Blue Bonnet (Standard Brands ); Jelke'.; 
( Le\er Brothers I; Parkay (Kraft Foods I; and uthers 
using th e mediul11 to keep sa les up. 

Big institutional adverti se rs may 
stay out of vi deo an d re ly on radio alone 

\lust bill national mallufacturers intere,.:ted in getting their 
ill,.:titu tional nwssage aeross plan to n >ly solely on radio 
as tlwir air vehicle. Radio's grpater ('overagp, as COI11-
pared to vid{'o. gives thpm the largp audience tlwy \\"ant 
for in,.:titutional me,,:-ag{'s at llIinimum ('os t. Prime ex
ampl(>:; of the radio-illstitutional variety are U. S. Steel's 
Th('(l/rc Guild Oil the Air alld the Goodyear Tire &: Rub
ber COlllpally\; The Greatest Story Ever Told. For thei r 
('oIllIllPr('ial JIlessagps, Goodyear has Paul Whiteman's 
Goodyear ReV/if' retLlming Sunday. n O('tol>('[ Oil ABC. 
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Coffee vs. tea battle increases 
in tem po; ad budgets up 

Coffee sales have been down III recent months while tea 
sales have spurted upward. To main tain this upsurge. te,:; 
manufacturers are hammering hard to increase tea con
sumption. Some S5,000.000 will be spent this year for 
radio. TV and other media, almost double last year's bud
get. To spur lagging coffee sales, the Coffee Growers 
Federation in South America has a fund of S2,000,000 
for a U. S. campaign. At present, the Pan American Cof
fee Bureau sponsors Edwin C. Hill's The Human Side 0/ 
tlte /\'el.t:s ("I·\V·F. ABC). Regionally, the tea-coffee fray 
i~ waged \ia spot radio. 

Sma ll air cond itioning unit latest 
giant in appliance field 

Room air conditioner manufac tnrers turned out some 
100.000 units worth about $40.000.000 retail this year. It 
was one-third more than the 194.8 figure and three times 
as high as the best pre-war year. 194.1. l\'"ow, outside of 
TV sets, air conditioners loom as the country's fastest 
growing appliance. The Phi1co Corporation says air
C'onditioning business accounts for 5(~ to 7(1,- of total 
sales. Air condi tioning may soon share the adwrtising 
limelight with video. 

Low priced TV sets not 
impeding rise in radio set sales 

Despite low-priced TV sets. radio set sales are expected 
to be higher in the nex t five years than in the 1935-39 
period. Joseph B. Elliott. vice president in charge of 
RCA Victor consumer products says: "The novelty of 
telpvision has worn off and radio holds a very strong day
time posi t ion and a substantial e\"ening audience." Radio. 
Television ;\lanufacturers Associa tion members report they 
made 5.228.170 radio sets in the first half of 1950. com
pared wi th 3.481.8.58 in the first six month" of 1949. 

Differences in reg ional tastes make spot radio 
ideal for frozen concentrate advertising 

Juice COllcentrates continue to grow in populari ty. The 
frozen orange concentrate was first on the market. Since 
that time, lemon concentrate. apple. grapp and a mixture 
of orange and grapefruit have been in various stage~ of 
development. \Vith these varie ties on the market in the 
near future. look for spot radio to introduce these juice,.:. 
ill region" where taste preferen('e~ warrant th{'ir ~ale. 

Cigar sales not keeping pace 
with other tobacco products; drive launched 

TIl(' cigar b ranch of til(' $5,000.000.000 tobacco indus try 
is not k{'pping pace with the ~alps growth shown hy other 
tobacco products. In the firs t six month" of 1950 about 
2..573.000.000 cigars werp shipped, a 4.2('~ decline frolll 
last year. To hypo ~al{'~, the Nationa l Associa tion of 
Tobacco Distribu tors has ~tarted a two-mon th radio·n{'ws· 
paper ca mpaign in all attempt to iner{'ase salt's to $300.-
000,000 for the ~{'cond half of 19.30. Fir"t half sa l{'s 
alllount{'d 10 $220.000.000. 

SPONSOR 



WESTERN MUSIC PAYS OFF~ 
WLS has known and profited by this 

knowledge for over a quarter century 

The interest in western music and cowboy 

entertainers that has swept the country is 

not new or surprising to \X1LS; it's basic 

in American life and history. WLS, rec

ognizing this,featured such entertainment 

from the day of its inception. 

Among early WLS stars was Gene 

Autry, a National Barn Dance favorite 

in the early '30s. Then came Louise Mas

sey and the Westerners; next, the "Girls 

of the Golden West." Later, Rex Allen, 

"The Arizona Cowboy," held the spot

light among WLS entertainers until he 

joined Republic Pictures in Hollywood 

as a featured western film star. 

And today, at \V'LS, it's BOB ATCHER 

"Top Hand of the Cowhands"- western 

singer, Master-of-Ceremonies, top audi

ence getter. Bob's a favorite in city, small 

town and on the farm. Commercially suc

cessful, too, with a long list of satisfied 

sponsors. For western music that pays off in 

sales results think of \X1LS's Bob Alcber. 

For complete details on how western 

music and WLS can payoff for YOll, con

tact your John Blair man ... or write 

\V'LS, Chicago 7, Illinois. 

890 KILOCYCLES, 50 ,000 WATTS, ABC NETWORK-REPRESENTED BY JOHN BLAIR & COMPANY 
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in the rich West Virginia marlcet ... 

it's "personality" that counts! 

'8N4 
WI(N.q_FI\7 
Charleston 

950 KC-ABC 
5000 W D 

1000 W N0 ay 
Ight 

the famous Personality Stations ® 

deliver the 8EJ'J'ER HAIfl ~': 

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% 01 total population 

52.38% 01 retail sales 

56.94% 01 general merchandise sales 

represented nationally by WEE D & co. 

SPONSOR 
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New on Radio Networks 

SPONSOR AGENCY NET STATIONS PROGRAM, time, start, duration 

\lllericall Bir41 Products 
Illc 

\lllurul Pro41ucts Co Inc 

Lhanlh.orlain Salt-s Cnrp 

n"partlll(")lt of thto Arlll~' 
Organized Ih'~t'rn~' 

lIalllll1 Brt'wing Co 

L .. ver Brothers Co 

Li~gt·tt .& ~I)" 'rs Tnhac("(J 
Co 

Pal Bla.le Co. 

Pan Am SOllth .. rn Corp 

Pet 'lilk Corp 

Prochor .. ~ Galn .. lt· Co 

Heddi.Whil' Inc 

rhe Alluorican BaktOries Co 

I h .. l\Io"k Drug Co 

I ht, Rhod~s l'harll13cal Co 

The St'rutan Co 

" t· .... lun .. Barlu·U 

O'N"t·il. Lar~oll .. "\.. -'1(· .'l a h oll 

I\III"~O 

Grant 

Calnphcll-" it",,)) 

Huthralltf .... Hya .. 

Cunnill~halll .. "'i.. " ·al ... h 

AI Paul Leftoll 

Fitzg:crald 

GarlhH'r 

Dentnll &.. Bn" It· .... 

HuthrautT .~ Byan 

Turk('r " ·a,.l1t· .. '\. en 
Cf"cil .. f{. Pres brt·,. 

O·~t·il, Lar~oll .. '\. ' 1(';\labull 

Itoy S. J)urstine Co 

'I II~ 28 

' I llS 127 

'illS ·100 

l\I\C 159 

CBS 23 

CIiS 173 

:-'IIC 166 

;\1 liS 131 

CBS I:> 

'lie 119 

CBS 31 

CIIS 175 

ABC :-J5 

.\BC 215 

'IllS 211 

AIlC 200 

Renewals on Radio Networks 

SPONSOR 

\ lucrican Tohact~o Co 

\rlllour .. f{ Co 

Cartt'r Pruducts Inc 

Coca Cola Co 

Cream of Wb .. al Corp 

Gold Seal Co 

Lutheran La}"lIlan's 
Le.ague 

~'ational Biscuit (:0 

Philip 'Iorris Cn 
R. J . Rt','unltls Tohacco 

Co . 

((i.·hfidd Oil Cor .. 

:-; t erlillg Drug f:o 

The R botlt' s Pharrllaral Co 

AGENCY 

Foott·, Cone .. '\. BI·ltling 

SSC.~ I\ 

D'Arcy 

BBD.'l.O 

Camp ... ·II.;\1 ilhull 

Gotham 

-'lcCann.Erick ~nll 

Riow 

'Vill ialll Est~· 

-'l orey, lIunlll1 &. John stun e 

Danrer.Fitzgcra l tl -Sanl pIL· 

O'l'-f"iI, I~arson .. ~ -'h-::Haholl 

NET STATI ONS 

CIIS 183 

cns 181 

CIIS 141 

CIIS 181 

CBS I:> l 

CIIS 174 

'IBS 366 

CLlS 173 

CIIS 172 

CIIS 16:{ 

CIIS 32 

CIIS 1 ·15 

'illS 211 

New National Spot Radio Business 

SPONSOR 

:\ lll e ri ca n C hi c l e Co 

\ ul t"rica ll " -ine Co 

CO Ullt ~· P.·r funlcry L t d 

Es;o !"> l a n<l ard Oi l Co 

Gt'nc r al E lcc tri c Co 

LC" e r Uro the r s 

Rah. t o ll P urina Co 

~ t oppe r~ Inc 

PRODUCT 

Ht'nt "' n c 

Coo k 's Early A m e rica n 
grape wi n e 

Hr~' lcrct:'1II h air dr .. !"~il1g 

Pctroleum p rodu c t .. 

Bulbs 

S ih'er Du .. t 

Instant Ra l !!o t on 

Chl oroJlh)' 1I labl .. ls 

AGENCY 

B a tlger , H r nw ning .. '\. Jlt'r s f"~
N. Y., 

II iX501l .. ~ J n rg(·n~t·1I (L.A.) 

A lh .. rlon '~' Currier .~.'., 

'I a r srhalk 8.. Prall (:-i.") 

III1D&O (N. ' ·.) 

SSC&B (N.Y.) 

Gardn"r (SI. L.) 

Walt .. r Weir (N.Y., 

\ uHorit!an Radin \\'arhltor",,; ~lIn 1-1 :1:; 11111: 22 O,·t: 2ft v.k :oo. 

Gahrit.o) IJcau,or; Th 7 :3() .. 15 pili; I I S(OP; 52 "ks 

Cf"dl Brov.n .. "\. '1'11(0 I\,·w s; Sat 7::;:;-8 pili; 16 ~t·ln :;2 "k s 

'Iindy Carson Sings; T, TI., ~at 11 :15-11 ::10 pill; 17 \ng ; 12 pro-
gl'dlllS 

Edward R. '1urrnw ; 'I.F 7: '15-H 11111; ,I ~t·"; ·1:1 "k .... 

Arthur Godfrt·~·; 'I-F 10-10: 15 alii; 2 «~t·t ; 52 wk .... 

Hoh Hope ~huw; T 9-9:30 '1111 ; :-1 Oct; 52 v.k s 

Hotl &. (;uu CluJ. of tht' Air; I 'll 8:30·55 pm; 7 SI'P; 5.2 "ks 

Ed"'ard U. 'Iurrnw ; ".F 7:·":>-8 '1111; 16 Oct; 37 "ks 

Fi ..... ·r ' .. ·G.·.· .~ 'Iolln T 9:3(1·1(1 pm; 19 Scp; :>2 wk s 

Edward It. Mnrrow; 'I .... 7:45-8 pill ; 1·t. Aug; 52 "k s 

Godfr(·,. IHgest; SIlII 2:30-3 pili; 1 Oct; 52 "k s 

The I~olle Ran~ cr, ;\1 , \'" , F 7 :3U-1I pin; II ~t·p; :i2 v.k s 

Quirk .. h A Flash; T, Th II :30·11 :55 pili; 19 :-> el'; 52 wk. 

Gabri .. 1 Jlcattf..'r ; Sun 9:30·9: .... 5 '1111; 20 Aug:; 52 v.k~ 

l"' ews COllllllclltar~'; " 12:2:>-12:30 pm; 18 ~eJ1; 52 v.ks 

PROGRAM, time, sta rt, duration 

Jark BClln,..; SUII 7-7 !30 pm; 1 O(·t; 52 ""k s 

Slars (h'er Hollywood ; Sal 1·1 :30 I,m; 16 S l'!'; 52 "ks 

Sing It Again; S'lt 10.10:15 11111; 30 St·p; 52 v.l... s 

E41gar BL'rgell; SUIl 8·8 :30 .,111; I Ort; 52 wks 

Lt~t 's Pret" lId~ Sat 11 :U5.1 1 :3() alII; 16 :;ep; 52 wks 

Arlhur Go.IC,,·y; .'I.F 10::{0·IO: ,15 alii; 21l Aug; 52 wk. 
Lutht'ran HOllr ; Sun 1 :30-2 pill; 2·j Scp; ;;2 wk s 

Arthur Go(lfre,.·; _"-F 10:45-11 3111; .. S("ll; 52 wk~ 

Horaee lleidl; ::'un 9 :30.10 pm; 3 Sep; 52"k. 

1101. lIawk: M 10:30·11 11111; 2 0 ... ; 52 wk s 

Charles Collill~"ood; SUIl 1.1 :};'i 11In; 2 SI·,1; 18 "k ., 
Larry LeSucur; Sat 6:4:>·7 pnl:' 2 Sep; IR wk s 

Sing It Ag ain; Sal ]O:30·11 pm; 7 (h·t; 52 "ks 

Gabricl IIcattt 'r; T 7:30-'7:45 pin: 52 v.k . .;. 

STATIONS-MARKETS CAMPA IGN , star t, duration 

Scattcrf"d r('giollal IlI k t s 

L.,\. , S I. L., Chi. 

Test campaign 

26 Stll"'; Arkall .... as 

32 IlIkt.~ 

.:\"atinnal 

48 mkl. 

Indianapolis 

.\I1I1CIUts: 3 S('p thrulIgh ))t.t"t"lnber 

.\lIlIcmts; Of..·t 

\l1l1t·ll1t.;:; : ,aried 3tarting dates 

LT. of .Arkan~a.s foothall ganlcs; 23 
S .... ; 10 "k .' (Salurolay s only) 

\IIIICll1t 5; 11 ~eJ1: l:i v.k s 

One·lllin J-:T's,; • SPI1; 8 v. k s 

.'\I1I1Clllt5 ; Oct 

Test call1ilaigll; late SCII 



National Broadcast Sales Executives 

NAME 

John P. \1t ('nll l ~ 

'f.-c' \\. _\u~lin 

J3111(",,", C. Flete"h,Or 

(~. P. 1I~llIIallll 

Luuh lIallsl1Ian 

(; iI Juhll~lon 

C. 'I. ",oehall 

BolHor! A. ~Irt'el 

liar, e)" ~lrutl1('r~ 

. Inhn E. ~urric·k 

Olh'(>r Trcoyz 

FORMER AFFILIATION 

lI. ~. Pol u A~~ n('. 3 th III r.:,:r of prug- hook 

~. F 'll -F'I-T\" . Grc·t-" .. ... horu. ". C. , prtl ~ clir 

h: FA H. Fairbank s, :!O J. ...... lafT Inclnl.cor 

\\"BB(:. Birlltingham. h,co lt clir and l1I ~r F'I, r\' OIH'ra
liou ... 

( ', MS • . '\ . \., hcoatl uf ~Is ,110 0111 and aeh d("pl 

\\ ' UB'I , Chi. , rep 411) N'. l' . ~ I~ ~ I atr 

"·("~ lill ;:: hou:-. .. Badio ~laliol1 .. 111 (,. J»hil a .• clir uf pnil no) 

ellS Had io s .. I .. 5, Chi. 

WFIL, W .... t.T\", "hil a., .Is dir 

\BC. ~. Y., pr«-':'iot" lIlalion "" ritt'r 

Sponsor Personnel Changes 

NAME 

Einar Allcl('r~on 

\Ib"rl Chop 

E.h, art! J. Doh.·rll 
Fr(·(1 F. Dru("kt'r 

Bt·rnard T. Uu('ey 

William L. Up' 

f;t'or~e Ilallll)t o n 

Johll :"01 . lI f' will 

Hen r y J. ]'\ornlall 

E. J. S.llIIjahll 

Bul'f'rt E. ~Inilh 
f:l ifT"rd :"ipill.·r 

Ur. lIall~ Zei~el 

FORM ER AFFILIATION 

Tt'a Bureau. N. Y., re~('ar('h dir 

Full("r ... '\. :""ilnlth & Ho :-.~. CIt"' e. 

\nu'ri('an Ai rlill(·s. '\" .1' " a ... s t pull r e i cIir 

,";' ewh)' ... /{ P"'roll, . :hi., a(' c·t (' Xt'C' 

, . an CI('("f Bro th (" r s, . :hi. , ~h Ingr 

'UUII~ ... /{' Ruhic·a ln. ~ , Y. 

t;"'n t>ral Footl~ C.o rp , 1\.Y., g('n I .. g r of Franklin Bakc'r 
tl i, in lIoboke .. and th(" Phil i .... ill(·~ 

,\lIdrc'\'\- J e r g c'" s Co, CilH"illnati , "p 

l ' nion J»harma("(' uti ('a l (0, 'I ont<"ia ir, :\'.J. (div. of the 
~('hc'rill~ Corp), a sst .!'O I ... IIl~ r 

.;t·l1pral ~lill ~, 'Inpl s., (lir g("n flour s l ~ 

•• 'Co("(lar C.orp, Chi., ath' an(1 sis prom offi('e Ul:,!r 

.; pn('ral Food s C orp , ':\.' ., s i s, a(h Ing r of Franklin 
RaktOr ..Ii\' 

'It.·Ca llll -Er i('k ... on, ~. Y., assoc dir re",earc:-h 

New Agency Appointments 

l"ew alld Renew 28 AIf!llfst 1950 

NEW AFFILIATION 

(: B~ Badio Salt-s . ~. '\'0 ac"('l ext'C· 

"' O~C, Fulton, .". l .. gen Ill:;:r 

'lidni~hl ~UII Broad ("a ... tin2 Cu C\,Y. 0'"(" .. • • ea ... tt>ru '!'ol s Illgr 

"' BRf:-A~I-T\" ~en III~r 

Same, "p in t' h argf' (If .... 1 ... prOlll, .14'" 
CBS Raclio :-Ia((' ~ • . '\. Y., a<,c·t (· x (·c· 

\\ ' BZ-"'BZA , Ho~toll, !'ol ... nl~r 

ARC, III, wd., radio , h a('d 

Saule, .1\, Y. , a (·(·t e'('(" 

\\ 'F RR , Balto., 'p, geu Ingr 

Sam e, N. \., tlir of ~ I ... pr('~t> lItatioll:-. 

NEW AFFILIATION 

"hon1a~ J. Lipton 111 (". :"i.'., rt'So('art'h dir 

~tornl '''indo\'\-s of Alulliinum IIIC' , Ha\t'l1na, t) .• ~h Ilroni n1gr 

:'\atiollal .\irlint's, 'liallli, Jluh dir 

H. Gf~rh er &: r:u , C hi. , dir tlf :-.h, a(h' 

t »·.~ t·dar f:urp, C hi. , sis IIlg r 

Li.-.hn1alll1 Brt"w"'rie s In(", :\.Y., ath 111gr 

Same , op('r~ lII~r fur Frank lin Bakt'r, \\ . allc'r B ... kc·r f:ho("olat e and 
Cocoa, J)i anlund f:ry~tal-. ~ olonial Salt ... '\. EI("t·tri('ook("r dh s 

An a hi ... t Co, i"i.\., ;!t' ll nlg:r , 'P 

Union Ph arIl1a ('e uti('al Co ... /{ :-.nh ... icliar~ .\rtra • ' o~lnt·tit·~ In (', s l :i-
Illg!' 

Saine, 'II 

Sallie, atlv alld ... I s prom I11 g r 

-';allle , ge n nl~r C)f dh 

1't'a Burea u 111(". :\ . l" •• r(~!'>c3 1'('h (Iir 

SPONSOR PRODUCT (or service) AGENCY 

.\ h (· s J»1I4)lo ~('r\ ic' (' Inr. Quin (" ~ 

Allu'ri('au .'I ac·"in~ ... '\.: F() lIlIt" '~' t:o. 'i.". 
TIH~ B a ldwin Piano en of ,\ <,\,\- \ ork 

Blatz Brt>will~ Co, "ilw. 

f:. \. nl'i~ ~s ClI. Camhridg .. · 

BYlnart 111 (", ."4.1'. 

f:II:-.lculI .. Craft ".·t a l Co, I'hila. 

A. G ('III('nlan Br .. ·~ illg f: u. ,'Iilwaukt'(' 

Inlf'rllaliunal 'Iinc'rals ... It\: ellC'llIft'al Corp • \minn protl-
IH't:;;. cli,') , Chi . 

Jami ... on B(·d.-lin~ 111(' , "a~ l1\ ill t" 

J(·I-~ .. 'rt . ~ o, C hi. 

Ko-Z-Air(" In(', B.·d t )ak , I a. 

Lt·(·tric'(J't·r~ 111(". 1\.'\". 

'Ialllliugtun 'till s In(' , :""i ... I,·I ... :'\.J. 

'Iod.·rll Foo(1 Pro ('f"!"J'" . 't), Brid~('IClII , :\.J. 
. ")u_I('II(· Lallor~lturit '''' Ltd. , ."','. 

Oll':a 1: .. , L.A. 

I'acifi .... CCJa~1 1'~IC'kc 'rs Lltl, ", C' w ,\" (· ... t IlIill !'oJ lt'r, B .• , 

1'.·ar ~ol1 Pharlllac'al t :4). :\, \. 

Pc·c·rl(' .... :-. ~Iallr('s~ Cu. L("'-ill~lull. ". C. 

Ba;.)I.- 'If'~· (·r hufr Co. Phil a . 

BClC'kw()(lfl ... '<. Coo. S. F. 

Th«-' SiluulliJ: Co, C hi. 

~ k .IIHc·r ... "\. PC·ItOIi 1114', Chi. 

:-'tu IH'c 'n llc' r '1 ill s Co..... :\. \ . 
:-itu rlJl \\ illclC)w !" of .\llIlIIilluln 111(", U a\C' lIl1a , O. 

The IIc'rlH'rl lIu ... ic'r ,· tu, 'Clrri ... I,,\,\- 11. I'a. 

\\ )Ic'r ... /{ .u. Chi. 

\ ule("arcl .; 

Stitd1ing: ma("hille di, 

Pianos 

lIIal z b~ .. r 

II-B ('ough (Irop ~ 

"air dye 

JII"'nil c Illctal furniture 

Br('w«-'ry 

HA(' ('en t " food ~ea~oni l1 ~ 

h~W('( ' 1 ~ll1nlb("r" Texlilc' lIIatlrc·S~ t' S 

G(·la tin d ... :-.st~rl s and .. ncl.-lin ~ ... 

" ' illter air c:-on ditiont'r ... 

EI("t'lric hlank('l ~ 

Ilartl su rfac:-e floor t·u'. c·ril1~s 

uThri,o" dog a lld ("a t food 

··Ol~a" 1II1 cl (·r~"rJn(·nl ... 

Fihlla !'!> (IlIt~ Facial 

hh.r('IIU· ,,'hil)t " ... a l:1I1 (Irc·~ ... ill;! 

Ellnc l ", .·h l ()ro ph ~ I tahlc·t ~ 

~I .l lIr (' .. s IIlallufac' tlll"t'r 

!"Ihirl ... 

t: luJC"ul alc' c·;.lItl~ 

\11 "~iluulliz" pruchll·t ... 

h:-iiLn ox" c' arphulu' .. :I:I(·l.lIu'lIt fUI' l\ 

Fa lHit'!'!> 

CUlnl.ill al inn \'\- illdu" ... a .. cl (Iuul· ... 

"C'II'~ .\rg~ I( ' IH) ... it'r ~' 

!"lOll)) mi,c· ,,.. 

nr e'!oo lli("k ... /{ Sololliont. Bo s to .. 

Fre.1 Willne r, N.\. 

And("rs on. Da' ,!'o & Plattt', ~.l. 

" ' lIlianl II. \\ '(' illtrauh ... /{ . ~ o, l\.Y. 

C hambt>rs &. \\ ' i s~e ll 1114" , Bo ... ton 

C(·t· il ... /{ J»rc'~ hr(" ' , ::"J.Y. 

Gra ~' ... "\. Hngers. I'hila. 

HotTmall ... /{ \ Clrk , "ilwaukt'o 

11111>'\(.0, Chi. 

Hn~lI e. 1\"a ... 11\ illt" 

'Iauri ("e I. .. ioll("( lIirsdl Co, St. I.. 

Lallg h anlll1("r ... IIi.. A:o;; so(", Onlaha 

\\ ' altf"r \\ ·(· ir III .. ', ~.\" 

\\ 'a )"ne, Phila. 

Lall1h ... '\. I\.(·ell lilt· , l'llila. 

U'Uri("1I ... /{ J)urrulI«-'f", :\. \. 

J. \\ ' J It("r TholUlh()n Con. L •. \ . 

• ) ' Hri('n, \' aI1C'UII' ('r , B.C. 

Jlarr)' B. t ',olien , :\. \. 

"i(·tlIlIOllt, :-Iali ... hur~·. '.C. 
J. 'I, h.nrll ... '\.. Cu Int', Phil a . 

J»lall-F orh(·~. !"i.F. 
:O;:O;C,IlII, '\.\. 

t;ul1rfaill ... :uhh. I]d. 

.\ifr("cl J. :-lillt("r .... t (" ill. Bc'rl t~uld"'llIitl. Inc , '.Y. 
lIu" :Irtl !"!\'\- ink, 'I aJ'iun, .). 

Juhn 1 .•• C("rc"1. Phila. 

\\ .·i ........ '\. t;dl"' r, f: hi. 

• 
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HB OUTDRAWS 'BM ALL! 

... He's done it year in 

and year out on radio, 

movi e screens, records and 

personal appearance tours. Now Gene Autry, 

greatest cowboy of them all, brings his phenomenal 

drawing power to television! 

He's got a sure-fire show. * First film series made 

expressly for TV by a top Western movie star, it's 

loaded with action ... features Gene and his horse 

Champion, Pat Buttram, Sheila Ryan, the Cass 

County Boys and all the Autry hands. 

In the words of Variety: "Autry indicates that he 

can hold his own on video. He's transplanted his 

screen personality to this medium in a manner 

that will continue to hold a high degree of favor. " 

New York Daily News: "Typical Autry entertain

ment, a compound of action and good humor." 

The New York Times: "Snappy horse opera." 

Want to put your brand on it? Just call your 

nearest Radio Sales representative. He'll give you 

complete information - and tell you whether it's 

still available in your area. 

*A CBS-TV Syndicated Film series of half-hour Western films. each a compll'te 

drama. Represented exclusively by Radio Sales - New York , Chicago, SaIl 

Francisco, Detroit, M emphis, Los Angeles. 
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Television's TO P Sales 
Opportunity 

WILMINGTON 
-first in income per 
familyamong all U. S. 
metropolitan centers 
of 100,000 Or OVer. 
Sa]esManagement 
1950 Survey of 
BUYing power. 

WARE 
DEL~ hest per capita 

- hlg :ltpend-
retail st~re n~ state, 
iture 9 a 1 by D. 

d on y 
toppe if S. Census 
01 C. . figureS 
Bureau d 7/2 /50. 
release 

The only 

Te levision station in 

yo u this buying 

audience. 

If you Ire on Tele vis ion -

WDEL-TV 
;s a must. 

Represented by 
ROBERT MEE KER 

Associates 
New York S an F rancisco 
Los Angeles Chicago 

Director of advertisi ng a nd merchandising 
B. T. Bab bitt , Inc., N. Y. 

" We hegan using radio on a eonsi;;tellt basis 14 years ago." 
This statenwnt by Rohcrt Brenner, director of advertising and 

IJwrchandising for the B. T. Babbitt Compan~ , is 1110re than a pass· 
ing remark. It is pruhably Ilu cuincideIH'P that hp himself joinpd 
the companr 1-1 ~ pars ago. 

"\\' p have found radio our l)pst bet for adyprtising:' says Brenner, 
His office reflects his radio-consciousness. A portahle radio sib 

behind him; a network area map hangs frOl1l onp ofIicp wall. "\\' e 
want to apppal to the houspwife at IWI" houspwork. and radio does 
this dlectivply for us:' 

Brenner isn't a dabbler in radio. It"s big business at Babbitt. 
The company sponsors two daytime shows, David lIarllm on NBC 
and i\' ona From /\' olVhere on CBS. In onp form or anotlwr. Babbitt 
as been sf'lIing with David lfaTllm for l-t years. and today the sho\\ 
is aired o\'er .s3 stations Mondays through Fridays. II :45-12 noon. 
Nona From'\ oll'here. npw this ypar. is on 14<) stations, Mondays 
through Frida~s. 3:00·3:1.S p.m. The total cost of the two programs 
is about $30,000 \\ ppkl). The cUl11pany alsu usps a limitpd llumhf'r 
of scattprpd annoUlwements. 

All in all. Brpnller nO\\ dp, ott's nOr; of his ad budgpt to radio. 
(Last) ear it was i5( ( . I It's estimalf'd that he has a total annual 
budgpt of $2 . .500.000. For] 94<). total sales for Babbitt amounlt'd 
to $ ] 6J:()7.~()(), ahout ~SOO,OOO Illorp than 19-18. Salps haw in· 
nem,ed steadily since 1940. whpn t1lPY amounted to $5,596,998. 

\Vhpn Boh Bn'nnpr first camp to Babbitt as advprtising l1Ianager 
tllPrp was unly nnp employee in the dppartment. Today therp are 
14. Prf'viously, he \\ orked for Standard Oil Company of l\'ew ]erse~ 
as assistant ath·prtising managpr; for Gpneral .Motors in their ~e\\ 
York office". Hf' al"o did frpp·lancc advertising and writing. 

Boh is considpred an expert on prcmiums, constantly usc;; tllPJIl 
in all his adYertising. Itesuits havp heen amazing. When tiIP 1 U· 
) ear·old ('ompany madp a two'\\'f'f'k si lk stocking off!'r, "orders 
for 100.0(1(1 doz('n pairs of silk stocking;; poured into 1J1~ office;" 
sa id Brellllcr, "ill 15 \\ orking days." 

Bob spelld;;. 4·0'; of his timp tra\'eling, docs much of his o\\n st.)· 
t io]) rplatiol1:" work. H is is a familiar faf'e to station managers. 

SPONSOR 



Nelv d et'e'opIJleJits OJi SPONSOR stories 

p.s. I See: "Tips to a news sponsor" 

Issue: 19 June 1950, p. 30 

Subject: News programing 

Tempo-ture of IH'W~ programing ri",e~ a~ Wt' pa~~ from a cold wa r 
to a hot one. 

SI'O~SOR descrilwd, ill "Tip!" to a 11('\\:-; ~polI:-or," the trend toward 
IH' ws-progralll listening Ilrollgh t on hy thl' cold war. ",ow again. 
IIf'\\,S listening jumps ahf'ad due largf'l) to the war in Korea; and 
news sponsorsh ip picks up proportionatf'l). All tlw n('tworks and 
stations around thf' ('olllltry indicate increased activity. 

According to ABC. a re<:cnt Pulst' surve) in the l'cw York area 
found that IG out of W IH'W~ or comlllt'ntary programs had ad
vanct'd. Tht' 18 had all oyer-all avt'fagt' of 3.0 ill Jllly compare(1 to 
2.G for JUlie. "'Talter Willche ll was first among all programs. Drew 
Pearson's ratillg at 6:00 p.m. w('nt frolll 5.7 ill June to 0.6 ill July. 

CBS, in ib all-out t' fTor!. claims th at at least GSO people contrihnt (~ 

to f'ach CBS world news roundup. It ha:- added II l' W programs, :-llch 
as rOll alld World Trouble Spots which bt'gan 21 August. 

Rhodes Pharmacal COlllpall~' rt'ct'lltly :-igllNl Cahriel Heatter for a 
Sunday 9:30 p.m. EDT IlI' W:- program over thp. Mutual llt'twork. 
ABC is t'diting antI rebroadcasting the highlights of each day\ 
t Tnitt'd l'ation!" Illt't'ting. Tlwst' are :-ehedulf'd for an indf'fillitf' 
Iwriod. \'HC is currt'll tl y airing Public Affairs, a series of discus
sions about national dt'fcflse. 

Local stations also reporL il1("!'eased interest ill and sales of news 
programs. For exalllple. KJR in Sf'aUl f' added 1\\0 major news 
strips, sold thelll within thrf'c we('ks. Its IIIOSt r ecent sale, the 6:00 
p.m. dinner edi tion of thf' news with Dick Keplingt'r, was sold to the 
Shell Oil Company on a 52-week basis. The other sale was A Peek 
Over tlte Back F eT/ces of tlte 1f' o rid with Sht't'lah Carter, sold to the 
Lincoln First Ft'dt'l"al ~avingi' and Loan Company of Seattle. 

Stations likt' ",' DRC in Hartford promote their news programing. 
lise tie·ins Oil other news programs, spots, and co-op plugs. WNAX 
in Yankton uSt'd a free Korean map ofTer to its listeners. 111.1 little 
~Vt'r two weeks the printing ordf'r of 35,000 l1\ap:,; had Iwen Yirtnally 
exhau!' tet"l . 

I 
See· p .S. Issu~: 
Subject: 

"Seward's folly : 1950" 

5 June 1950, p. 28 

Radio in Alaska 

There's bet'n no slt't'ping during tIlt' long northNII nights for th t' 
Alaska Broadcasting System. 

In "Seward's foll y: 1950," SPOi\SOR reported the mounting inter
est of national advertisers in Alaskan radio. Now. the ABS an
nounces five more national spot contracts: Pillsbury. Budwt'iser, 
Nucoa, Carnation, and Pan AIlIt'rican \Vorld Airways. 

Pillsbury has contracted for a IS-minute world ll('wscast every 
Sunday on three of th e northern grollp stati olls. Budweist'r is 
sched uled to lise ont'-lIlinutt' spot announcements 011 all sta tions he
ginning 2 October. Carnation has contracted for one-minute spot 
annoullcements for 22 weeks on all stations. 

Best Foods' i\ucoa has ex tended their contract from August, 1950. 
throu gh 31 June, 1951 on all the ABS stations. Pan American World 
Airways has renewed its IS-minute newscast on five days a week to 
run through 20 Jul y, 19S1. 

28 AUGUST 1950 

In This 
Prosperous t 

. p,\e"\l\O\\ caro\\\\a Gr _ .. ,,, ... -. 
r\a,,\1ur~; ,\\\S 

\S\la ~ If\a,,,eslf\OS\ 
~\,ea ,,,a '( oU'( ~a\\ \ 

C!.~a\\o\\ sa\eS _ _ 
;;J ~aSS -

Vo\e\\\ 

BMB Report No.2 Shows 
WSPA With The Largest 
Audience Of Any Station 
In The Area! 

AND ... This Hooper 
Report Shows How WSP A 
Dominates This Area! 
HOOPER RATING -- Winter 1949 

8:00 AM ., 12:00 N " ..... 63.2 
12: 00 N ··6:00 PM ....... 53.6 

(Monday thru Friday) 

6:00 PM .. 10:00 PM 67 .6 
(Sunday thru Saturday) 

Represented By : 
John Blair & Co. 

Harry E. Cummings 
Southeastern Representative 

Roger A. Shaffer 
Managing Director 

Guy Vaughan, Jr. , Sales Mana ger 

5,000 Watts .-
950 On Your Dial 
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MISTER PLUS 

LOOKS 

UNDER 

A WELCOME 

MAT 

AND 
\ 

FINDS A 

FRIENDLY 

KEY 

What set out to be the first full study of radio listening 

throughout Home Town America has become a measure 

of a welcome mat one-fourth the size of the entire U. S. 

Crossley, Inc .• conducted 551,582 telephone-coinci

dental interviews in 116 cities in 42 states, 10 a.m. to 10 

p.m. on weekdays and 2 p.m. to 10 p.m. on weekends, 

for four consecutive weeks in April. 1950. 

The 116 cities were selected as precisely represent

ative of Mutual's 325 "solo" markets-each one served 

from within by one Mutual Network station alone, and 

from without by other stations. 

This research reveals overwhelming, continuous prefer

ence for Mutual ... a red carpet of a welcome mat whose 

dimensions are specified on the opposite page. A thorough 

analysis of its day by day texture - morning, aften:oon 

and night - is yours for the asking. 

Big-city coverage is common to all networks. But the key 

to Home Town America, where 11,000,000 radio families 

live and spend and listen, awaits you under this mat. 

Here you are assured a heartier welcome than any other 

network or any other medium can possibly earn for you ... 

the difference is Mutual! 



Share of audience, day and night . .. 

WUTUAL 
I 

55% 

NETX 
16% 

I NETY 

15% 

WEL.COM'i:.. WEL.COM'i:.. 

WEL.COM'i:.. '- WEL.CO 

WEL.COM'i:.. WEL.C 

dependent ~I 
9% 

NET Z 
5% 

/ WEL.COM'i:.. , 

WEL.( 

" WEL.COM'i:.. WEL.CO·~ / WEL.COM'i:.. . WEL.d 

TV? Exactly one-tenth of one per cent of all respondents reported any television listening. 

The Mutual Broadcasting System 
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ATLANTA 
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GIRL MAKES SURE STORE STOCKS PRODUCT WAVZ ADVERTISES. MERCHANDISING BOOST FOR SPONSOR VARIES WITH STATION 

Merchandising is like fingerprints 
There's no standard for the .unollnt or Ii.ind the 

advertiser gets fronl lnedia, whethel· broade.lst or printed 

Ii Some do and some don 't. 
·'1'H A'1 S If' ... ... __ ,ome (0 a great deal 0 1t 

- others very little. And a thousand 
variations in between. 

We're talking about radio sta tion 
merchandising for sponsors. 

Merchandising hy media on behalf 
of advertisers hegan with newspapers, 
then spread to magazines. \Vhen radio 
came along, many advertisers were al-

28 AUGUST 1950 

ready conditioned to the idea of media 
expanding thei r ac tivities in to whole
sale and retail seiling operations. 

Actually, nwrchandising by media 
just grew without plan ; proof of this 
is the complete lack of uniformity of 
services offered by printed and hroad
cast media. Advertisers and their agen-

An articl e on mercha ndising dealing with spe
cific station services will appear in next issue. 

c les themseh-es are at odds over what 
is "normal" in the way of merchandis
ing help. 

Part of this confusion arises from 
the failure to recognize the distinction 
between merchandising a product in 
retail stores and promoting the station 
and its programs. The first is strictly 
a direct product-push at the retail Icy
el; the second is an aciH'rtising pro
motion to huild up circulation or audi-

21 



SPo.,rson·~ SlIrt'ey of statio," merchand isi ng revealed disagree
ments galore. But several oft-repeated opinions stood out pro and con. 

P"o-JJI e"cI,a JI" isi Jig 

I. Small advertisers need distribution, primarily. Merchandising convinces 
retailers "som eth ing 's doing, " mak es them stock the product. 

2. Advertising is only " half" the job; merchandising is the other half. There's 
no point in convincing consumers if retailers haven't th e goods to sell. 

3. Merchandising gives less-preferred stations a bargaining weapon, allow
ing them to trade more services for less power or audience. 

4. By conscientious merchandising, a station can build a valuable reputation 
for cooperating with national advertisers. This pays off in more billings. 

."i. Properly handled, merchandising gives local retailers a friendly aware
ness of the station, may lead to more business. 

1. Money spent by stations on heavy merchandising ten ds to come out of 
higher rates. There is no such thing as a "free lun ch ." 

2. Audienc e promotion is broadcasting's proper function. Merchandisin g is 
another kind of selling-which should be done by the sponsor himself, 

:l. Stations find it hard to know where to draw a line on merchandising 
requests. Some advertisers want too much; some very little. 

",. A great deal of merchandising service is mere lip-service and 
puffery. 

~"). Most ,~dverti,~ers buy a station for its audience, consider merchandising 
as a bonus, no more. 

SPONSOlf makes no specific recommendation except that stations keep 

local wholesalers and retailers abreast of current campaigns in their specific 

fields. Additional help is a matter between station and advertiser. 

encl'. By th e fir~ t definition, merchan
di~ing includes windo \\" di splays of tIl(' 
produc t, s tack ca rds. post cards and 
letters to di str ih utors and dealers
anything that ties in dirf'ctly with fea
turing the prod uct on retail sh elves. 
Station and program promotion aims. 
on the o th er hand, at corralling more 
loyal li stC'ners. 

SPOj\;~OR has j llst su r \'eyed srores 0 f 
station managers. ad \'er ti sing agency 
eXe<'uti\'es. and u(h'ertisers in its que~t 
for common d('nominators in the COIll
plex n1f'rchancli;;ing picturC'. It fou nd 
sound reasons for and against llwr
(' hallrli~ing as it i" hC' ing done today. 
In('vitably. the naturC' of each bird'~

f') e \"iew depended mainly on who~(' 
"tree" the "iewer looked from. and 
how higll up he was 011 it. 

AclwrtisC'rs a nd their agencies. co n
cC'rJwd as tllC'), arc with a ll media. arC' 
prone to match radio lIH'IThalldising 
SC'r\"icf'S ngainst t\rOSf' provided hy the 
prillted lI}('di a. Ratlwr than ignore 
broadea" t ad\'('rtis ing's competitors_ 
sP():\sOH f('els that a straightforward, 
fadual reporting of printf'd-media l11er
cha lHlising adds perspC'ctive 10 con~id -

eration of s imilar radio practices . Es
sentially the findings are the same for 
all media: earh is a crazy-quilt of non
con f orllli t)'. 

Nei ther the BurC'au of Ad\'ertising of 
th e ANPA, nor the ~]agazine .Ad\'ertis
ing Bureau are able to shed much light 
on \\"hat their members are doing. Cer
tainly there is no policy 011 merchan
dising; each member publication sets 
up its OW11 sta ndards. Radi o organi
za ti ulls are l·quall y non-colllmittal on 
merchandising services. 

T he discreet si lence of med ia asso
ciations is {'choed by their co unterparts 
in the ad\"ertisi ng field. The .A ssocia
lioll of Na tional .A dvertisers has 110t 
discusscd the suhj C'c t a t leas t for sev
('fa l years; has no gelwral rules. Nei
ther has the American Association of 
Adn'rtising Agenc ies. Ho we\"er, the 
AAAA has a s tatC'lllent of practices 
whi('h its memhers arC' alh'ised to use 
when r\l'aling with newspapers. 

Says tire .AAAA: "A n ngency ma y 
properly accept nny alllount or kind of 
merchandising cooperation a newspa
per ,"ol un tee rs. 1-Iowcn:'r. it should not 
demand or t'llcourage frce services that 

Pro-Merchandising 

i\;.feneies-Ad,·ertisers 

"Station merchandising is certainly an im
portant factor in tim ebuyin g, though it i.~ 
not a rpquisitf'. L etters to th e trade on u'hat 
th c adl'ertisers are going to do radio-u'is c 
should be expected fr011l th e radio station s; 
store displays, etc., are appreciated (nat
urally). So jar as we are concern ed, sta
tions hal'e done a very excellent m erchan
dising job. Th ey u:ill bend o1'er backzmrds 
to try and help yOll ; very few 1dll turn 
dou:n reasonable m erchandising requests." 

Head Time huyer
Lar~e a(herti,;.ill~ agl' n cy 

.J 
" jlIerchalldising is certainly taken into COII
sideration zrhcII buying time. Man y stations , 
for example, hal'e m erchandising plans u:ith 
food markets. Wh en you want to make sure 
that you r brand is going to get notice and 
preference on sh e/res, it 's only good sense 
to put )'our arlrertising on th ese stations:' 

Timebnyer
;\l e(liul11-"ized adverti".ing agenc~' 

"In th e cas p of our company u:e ha ve a 
small sales force and can't get around so 
easily to find out how efJectil'e our radio 
adl'ertising is. 111 one market we found out 
after a campaign that we only bad 25% 
distribution. Th e campaign flopped, of 
course, ([nd 1 had to fight to k eep that sta
tion on ollr schedule." 

Ad,"ert isillg manager
Lar~e nlargarille manufacturer 

" 1re do our part to encourage th e stations 
to m erchandise, though generally speaking 
th e main burden res ts on th e station s. ff' e 
supply thPln with suggestions on newspaper 
ads, publicity stories. house orgllns, bill
boards, car cards , comm ercials, lett ers to 
dealers, /( 'indolV and counter displays." 

Timebu \"er
Large ad,ertbing a~ellc~' 

"I think a lot 0/ stations could do lots more 
in bringing buying power to th e fore by 
proper III erchalldising. ff'L ff' , Cincinnati, 
by its extensiz'e operations, h({s (/oll e an out
standing job in this respect." 

Timebuyer
Jll,di urn-s ized a~ellcy 

Sfations 

"Spcaking gl'neralh, I zcould sa)' that an y 
station can profit b,l' a sound m erchandising 
plan , scal pd in proportion to th e faciliti es 
of the station Ilnd its market. Tr 'hatercr ser
dce is offered must bc delivered in full and 
IIlU S~ ?t' in pr~IJOrtion to th e cost of th e ad
I'ertl sl ng sold. 

General manager--
5,OOO-wa ller, North east 

"Th e rasies t thing for a tim ebu y('T to do is to 
bur high 1!00Jlcrs. /Jut th ey don 't encouragc 
th e retailer to displar th e product properly 
or pu sh it. A call from, or a dir ect mail 
con tart by, th e M erchandising Department 
of a statio1l will do a great deal more to
l{"(lrd selling th e produ ct ultimately than 
anything 1,Ise that can be don e in conn ec
tion lcith Im ying radio tim e." 

Gellerul Jlluna~er-
5,OOO-wa tter, Midwest 



Anti-Mercha ndisi ng 
,\geneie s-Ad,'ertise rs 

"The trouble with merchandising is that 
some advertisers and agencies U'llllt lots of it 
alUl others don't murh care. Thl' (Jlhwrtisers 
1I;hu g('t mf'rchandising arf' adding costs to 
the station's Ol'f'rhead. And these additional 
costs will eventually be reflected in high er 
rates for all advertisers, whether or n()( they 
use the merchandising serl'ices. In ('Iiect, 
this amounts to special tre(Jtml'nt for one 
spgmf'nt of adl'ertisers at exppnse of all." 

Vit't'-prt',idt'lIt
Mt'dillnN,izcd adn· rt ;", ing agcllcy 

"If' e u'ould rather have a station put th eir 
i money into audience-building promotion, 
I rather than merchandising. W e hare a 100-
I man sales force and have hael 100% distri-

bution for quite a while. It's fine if the sta
tion u:ants to send out mailings to retailers, 
especially if there is a special gimmick pro
motion going on. As for calling on dealers, 
/l'e find it doesn't mean I'ery much for us." 

Ad,'crti!oli ll g managcr
Largt· d rug manufacturcr 

S tations 

"I ll1n of the opinion that our stll/ion is in 
the broadcasting business, and thllt it is not 
our job to get distribution, set IIp point-of
purchase displays, nor do anything that is 
actually foreign to the broadcasting of pro
grams und/or annollncements. Of course, a 
small amount of mercbandising is not bad, 
but once you start, it is hard to stop. Tbe 
advertiser demands more-pits one station 
against another, and I have known of cases 
in competitive markets where the stati{)ns 
actually spent much more merchandising 
products than they receil;ed from the adt:er
tising scbedule." 

CCllcral mallagf'l"--
250-waller, l\lidd lc -Atla n tic state 

"Broadcasters are in th e bllsiness of broad
casting. They should stick to it. If a sta
tion /l'ants to set up a merchandising serv
ice as such, it might be done; but the ad
I'ertisers should be charged for services 
rendered-outside of those Ichich arc purely 
bl'Oadcasting." 

I Promotion dirc(·tor-

I 
50,OOO-waller, Middlt'-Atlan tic state 

".4 station that indulges in merchandising 
I help is demeaning its own medium. Its 
I proper fUllctioll is to provide all alldiellce 

and to do this it should promote its audi
ence through programing. lIl ercbandising 
is a different means of selling and has no 
leal connection with radio advertising. Wh y 
shollld radio compete with itself?" 

Station mallager-
50,OOO-wa ller, Northcast 

" I think that a station's e/Jorts with tb e 
tlade are largely It'asted and nut efficient. 

I I feel that they are at best simply a gesture 
to the client. The idea is that flltile ges
tures cost money and will weaken our real 
and essential job of audience promotion. 
Ire spend $.:J.O,OOO a year on audience pro
motion." 

Bu,,;i lless mallager -
5 0.000-\\a ll er , South 

SEA TTU 1\ l OS AHGElfS 
ruNE 13 bI JUNE 18 

SACRAMENTO" lOS AHG£l£S 
JULY 18 tD JULY 23 

OAWNO " lOS ANG£l£S 
JUNE 20 11 JUNE 25 

SAN DIEGO 1\ lOS lNS£l£S 
JULY 25 tD Jut Y 30 

- - - + 
SAN IRl/IClSC1J 1\ lOS AHGfiES SACItlMENTO 1\ lOS lNSH£S 

JUNE 27 bI JUlI 2 AUGUST liD AUGUST 6 

Newspaper supplements, radio, magazines all merchandise advertiser's products with posters 

are not a proper function of newspa
pers or are in excess of what is gen
erally regarded by newspapers as prop
er service to the advertiser. 

"~Ierchandising costs unfairly shift
ed to publishers have a tendency to in
crease rates for all advertisers, whether 
they use such senices or not." 

J n all fairness, radio and TV should 
be included in this dictum to advertis
ing agencies. Even if this were done, 
the question of what is "generally re
garded as proper" is exactly the point 
of the whole controversy. Some adver
tisers feel that radio is not doing 
enough for them in a merchandising 
way. They base this on what they be
lieve the printed media are doing. Al
though radio practices have not yet 
been exhaustively examined and each 
station's activities plotted, the broad
cast medium appears to ofTer about as 
much as the printed media, no more. 
no less. 

Of the 1.781 daily newspapers pub
lished in the United States, the 1950 
Yearbook of Editor <C· Publisher lists 
only 710 as offering merchandising 
aid. The batting average of radio sta
tions is apparently as good. 

What do newspaper sen"ices consist 
of? Deutsch & Shea, Tnc., l\'ew York 
ad,"ertising agency, made a survey se,·-

eral years ago of daily papers in c~ies 
of 50,000 persons and over. Of the 
377 papers It'lio answered their query, 
some 80% said they wrote letters to 
distributors and dealers. informing 
them of advertising campaigns. Other 
services. in order of popularity. were: 
(1) providing an advertiser-s sales 
force with dealer names; (2) giving 
market data; (3) making personal 
calls on dealers and distributors: (4) 
supplying mat service to retailers; (5) 
preparing local trade surveys: (6) dis
tributing advertisers' sales promotion 
material to outlets; (7) providing will
dow display space for products; (8) 
setting up displays in retail stores; and 
(9) crea ting sales promotion material. 
Indicative of how the number of pa
pers performing all these services trail~ 
off at the end of the list is the fact that 
only 17% of the respondents created 
and produced sales promotion materi
al: only 18 % set up retail display~. 

Although 62 % of the 377 papers 
covered in the Deutsch &: Shea survey 
do not specify a minimulll space COll

tract for advertisers to henefit from 
merchandising, ('oml11ents frol11 indi
vidual papers all agreed: the amount 
of advertising placed definitely deter
mines how mllch help an advertiser gets. 

fP lease tum to page (6) 



COUNTY DEALE RS GET ADVANCE PUBLICITY DO PE FROM MILLIN G DIV. HEAD PAUL RAY ON RADIO SALUTE TO THEIR AREA 

Doughboy knows the farmer 
lViseollsin re(l'd IIlills bocnll with radio ill eXI)erhllelltal stages: 

IIO\V it"s rull sl)e ed elheelll usill~ Illerehelluliselble I)ro;!ralns 

A fa rmer duesn't change 
hi s feed hrand lightl y. 
It takes a lot lIIore than o rdi 

nary sellin g to ge t him to s witc h tu a 
new brand ; hi s choice of feeds is a 
lIIajor sellin g fad or in th e health y_ 

s peedy growth o f his livestock and 
pou ltry. for quick fatt enin g mea ns ex
t ra dollnrs in his pockf'l. He won 't 
jeopardize his ea rning~ hy impllises. 

T ha t\ \\ hy :\Iidweste rn feed d('a l er~ 

are rubbing their eyes at the lI1u sh
room gro wth of Doug h hoy feeds. III 
three ) ('ars, the Milling Di\ 'ision of 
Doughhoy J nd list r ies. 1\ l' W Rich monel , 
\Vis('onsin, ha s l\lore than do uhled its 
husiness. It has tripled its fi eld Ion'(' 
a nd expa nded it s dealer outle ts (which 
co\'('red only \\ ' i!-('ollsin I to \linneso ta, 
Iowa. Illin ois. an d upper .\lidliga ll . 
Busin('ss this) ear is already runnin g 
.")2'; ahead of last year's \"I·cord. 

This sudden surge followed the ('0111-

pan)'s de('ision to ('Ol1cen tra tl' it s ma 
jor I f):)(J a(h ertising I,udgl't in radio. 
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Doug hbo y had used some rad io he
fore. along with newspapers and re
g ional farm journa ls. That was a lmost 
ine\'itable. I~eason: President E. J. 
Cashman was advl'rtising manager for 
Hormel before Iw took over th e small 
Doug hhoy operation in 1935; he 
spa rkplu gged th e original pam a nd 
other famou s campaigns. At Do ug h
hoy. he was eager to try a medi u m tha t 

co uld excite people about his prod uc ts. 
Co-owner \V. J. ~Icl\'a ll y. who heads 

WTCN. Minneapolis. knew ra di o in
si de out. Paul Ra) , vice president in 
charge of the M illi llg Di visioll , alld 
sti ll in his early thir ties. came up 
th ro ugh the Doughboy ranks. T hese 
men a ll kn ew that farm fa mi lies spend 
mo re t illle wi th rad io tha n with a ll ) 
other form of enter tainment. 

Publicity streamers such as these brighten the windows o f Doughboy fe e d outlets . Mus ical programs with I 

THE TOWN HALL DOUGHBOYS 
WIth eo lllfi ~ ~ FUJU' 

EVERY DAY MON. THRU SAT., 12:15-12:30 P. M. WBAY,,,-
. CBS 

, The Finest Feeds in the Finest Bogs (j,,#4& PREMIUM FEEDS, New '"'_, _ 
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~-.. 
Energetic E. J. Cashman, Doughboy president, keeps eye on shows Modern, highly mechanized feed plant erected in 1947 serves five states 

When Cashman came to Doughboy 
in 1935, he worked on the theory that 
in many important respects, "farmers 
like thf' same things city people like. 
If clean. modern. conveniently ar
ranged stores appeal to city people. 
farmers, too, will buy more goods in 
pleasant surroundings." 

He began to help operators sct up 
Illodel feed and fa rill suppl) stores. 
The dealers owned them, but were 
helped and ad,ised by Doughboy mer
chandising experts. Today. there arf' 
SOO such model stores in the five states 
where the compau) has distribution. 

The company emplo)f'd 40 peoplf' 
when Cashman took over in 1935. Its 
sales area comprised the few counties 
immediately adjacent to Xew Rich
mond. The Milling Division (feeds 
alone) now employs allout 200. The 
company has expanded its interests to 
include such diverse products as in
flated plastic toys (which get a radio 
boost as needed) and a printing plant. 

World War II made farmers every
where more conscious of what can be 
done by tackling feeding problems sci
entifically. In earlier years. it took up 
to two years to fatten a hog for market. 

Now it had to be dOlle in six months, 
or the farmer stands to lose money. 
Doughboy, aftf'l" the war, was prepared 
to go full steam ahead with a campaign 
to popularize scif'n tific feed coneen
trates. 

Hostilities ended. Cashman and his 
associates prepared to expand their 
feed outlets. They first tried announce
ments. These were effective in backing 
up the company's salesmen in the role 
of feed experts instead of mere feed 
peddlers. But progressive farmers were 
beginning to rely more and more 011 

farm news and market reports as aids 
in doing business. Almost every sta
tion with an important segmellt of farm 
listeners had onf' or more such sessions 
on the air. 

About thrf'e years ago the Dough
boy strategists decided to allocate ad
ditional advertising dollars for fiye
minute news and market reports on 
yarious stations, including nine of the 
Wisconsin ~etwork. The Wisconsin net 
programs were on Mondays, Wednes
days, and Fridays. 

Previously, thf' announcements had 
made themselves felt; but the five-min
ute programs aimed directly at farm-

ers hit the bullseye. They Wf're easier 
to sf'll to denIers. too. when salesll1f'n 
solicited new accounts. Sales contin
ued to climb swiftly. 

Early last spring, Cashman and Ra) 
took careful stock of what they had 
learned about radio's role in selling 
Doughboy feeds. They knew it was 
a potent factor. Not only had thei r 
salesmen discoYered this from talking 
to fanners directly; fced merchants 
were impressed, and the) are the back
bone of a manufacturer 's prosperity. 

The Doughboy ad council came to a 
maj or conclusion: they should haye 
programs that lent themseh-es to a 
greater degree of exploitation, and 
were therefore easier to sell to dealers 
than the shows they had heen using. 
They also decided that IS-minute or 
longer programs would give them more 
time to tell the Doughboy story of sci
entific feeding. 

This decision tied in perfectly with 
the Cashman penchant for yigorous 
merchandising (he's a stickler for the 
little things that add up to better sell
ing). He discovered that thf' standard
style Doughboy posters in ff'ed stores 

(Please tum to page 46 ) 

f ura l flavor cou nte rpoint company's farm service programs. Doughboy furnishes all point-of-sale material KXEL's McGinnis does Doughboy Journals 

REAKFAST SYMPHONY DINNER CONCERT 
6:00-6:15 A.M. 12:00-12:15 P.M. 

WKOW WKOW 
CBS CBS 

EVERY DAY MON. THRU FRio G,p"Zttz> PREMIUM FEEDS New Richmond, Wisconsin 
The Finest Feeds In The Fine,' Bags 

28 AUGUST 1950 25 



\ RADIO DIRECTOR : drea ming up a new program while perched in his own ivo ry tower TIME BUY ER : this is one of t he younger specimens of 

What sponsors think of agencies 
"I trust then. u s 1 would Illy COlllp.lllY Iawyer~ ~ ~ . 

said olle: thell he took off ltis velvet gloves 

8.~.ifil The ad vertising agellcy ex
~~~~ eeut ive with a g lass in one 
hand and a golf cl ub in the oth er is 
rapid ly join ing the traveling medici nf'
oil hawker a nd the six-gun- toting co w
boy 0 11 the li s t of vanishing A nH' ricans. 
H ucbters, if man y ever ex istE'd out 
"ide Fredric Wake ma n 's imaginings, 
arc t h ~ rar it y today. 

That\., tile verd ict of ad vert iscrs who 
were askcd to tel l S PONSOR their kcy 
g ripcs agaill"t agencies. Alm ost a ll o f 
th(' cXt'('ut ives in the IS largE' and me
diul11-sized cOl11pa ll ies su rvC'yC'd pre f
~lcC' d niti('islll uf agt'ncies \\ ith E' llthus
iasti(' praise for their o\'('r-<I 11 perfo rm -
3/]( ' (' and intC'gri ty. 
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But, with equal fervo r, adver tise rs 
lit int o agenries for: ( 1 ) their fai lure 
to equip account exec uti ves with b road 
enoug h sa lcs and media experi ence : 
121 the sus pected weakness o f so me 
agency timebu yin g depa r tment s : 1:1) 
the agcn('), ' s tendency to easc up in its 
product ion of fresh ideas once a radi o 
or TV show is sa fd ) und erway; (41 
ivo ry- tower thi nking about r adio o r 
TV shows des igned to reach a mass 
l11a rh> t ; (S I the agenry's failure to d E'
velop adequa te me rr hdndisillg services 
to pll~h tlw spo ll:-;u r's product and his 
programs); (el l th e age ncy 's tendenC) 
10 push \\ha tevC'r Ilw diull1 it i ~ bes t sC' l 
Ill' to handl C', wlw ther it's ttl(' one he:.;! 

fur the product o r no t : ~ 7) th e agen
cy's un ceasing l and frequently irri ta t
ing) drive to get the cl ient to spend 
mo re ad vcrti sing dollars. 

III it s last issue. SPO:\'SOR gave 15 
representati ve m edium and large-sized 
agencies a c hance to let their hair 
dCl\\n ( anon ymously I abo ut sponsors 
1" \~7ha t agencies wo uld telJ clients .. . 
if they d a red" I. This a rticle. designed 
to tel'l the o thE'r s ide of the stor) . is 
based on confidential interviews "i th 
adverti s illg managc rs: and on lett E' rs 
writt en to SPO'lSOR ill reply to last is
slle's a rticl ~. 

Purpose of all thi ... blood· lettin g : to 
g l\'E' execu tives 0 11 both sides of the 

SPONSOR 
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Jaro Hess Caricatures 

The grotesque yet winning ly 
cunn ing caricatures on th ese 
pages poke fun at advert is
ing agency executives. They 
are part of a series by artis t 
Jaro Hess which includes five 
key figures of the broadcast 
advertising world. The set is 
availa ble free to new and re
newal SPONSOR subscrib 
ers; cost to others, $4 each. 

~ast choosing radio stations ACCOUNT EXECUTIVE: he wouldn't have to flee before a client's wrath if he knew radio 

fence nf'W insight lnto mutual prob
lems; to remind sponsor-firm and 
agency persunnel about old principles 
of ad\'ertising tf'amworh. which l1la~ 
tend to gf' t obscured in til(' day-to-day 
press of work. 

TIl(-' great majority of ad\,f'rtisers 
quizzed strt'ssed the rolf' of the account 
t'xt'{'uti,-e in satisfactory agency-c1if'nt 
rf'lationships. Said one hard-bitten. 
outspokenly critical ad, ertising man
ager in a firm with a million-dollar 
hudgf't: "I went through thrf'f' accoullt 
men till I got one that was any good. 
[,-en a top-notch agency may gi,e you 
poor servif'e unless you have the right 
aecoUllt eXe<"utivf' supf'rvising work on 
,our radio or TV show:' 

\Vhat makf's an account man bad? 
5pollsors' anSWf'rs rangf' from limita
tions ill tht' account f'xecuti, 'e's career 
hackground to cri ticisms of his char
acter. 

One ) ou ng adwrtising manager. 
who had worked up the hard way, cun
trastf'd his personal I,ackground with 
that of many agf'ncy acco unt mf'lI. "~ I 

was a salf'sman on til(-' road right aft!'r 
(Please til rn to pa{(c 59) 
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Tl,ese are key SPOJlSO,· c,·iticiSJJIS 

of advertisiJlg ageJlcies 

• Many account executives lack sales savvy 

• Timebuying is left to inexperienced juniors when top men 
are tied up 

• Agency efforts ease up once client's show is safely launched 

• Some radio directors incline to professional pomposity, ivory
tower thinking 

• Agency merchandising services are weak 

• Agencies have "Don't rock the boat" attitude, reluctance 
to suggest necessary changes 

• It's a "survey" when an agency does it; only "hearsay" when 
the client gathers opinion informall) 

• Agencies push too hard to up billings 
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All qniet on the union front 
There-II be ta lent, IlIakeuI) and \vardrobe, 

aud scenic c ontr.lcts negotiated this fall

hut do .. -t \\'Orl·Y, the al)l)roach is re."i~tic 

Mo::,t T\, ulll ons ha\'e 
heen rea list ic in their 
approach to the medium. 

The\ haw heen reali"tic. by and 
large. in tlH'ir agreement on wage 
::,cales ",hidl have permitted the ilia· 
jori t ~ of stations to develop satisfac· 
tori I) and edge into the black. 

The fact that three IATSE (Interna· 
tional A~socia ti on of Theatrical Stage 
E:mplo) ees ) unions - Stage Hands, 
"'ardrohe .\1istresses and Makeup ;\1ell 

in addi ti on to the l 'nited Scenic 
-\rti:-b of :\merica, and four talent 
I performers) union~ , "ill be negot iat. 
ing new agreements with th e network ... 
this fall has given sOlJle advertisers 
ulleasy moments. The)· re fea rful that 
the normally rising program costs o f 
television may he fast acce lerated b) 
higher union wage::'. 

Increased union seales are a distinct 
p rohability ill sOl11e categories. This 
will not necessa rily increase program 
costs in every case. There is , in fact , 
no certainty that it will s ign ificantly 

increase costs to the sponsor in the 
overall picture. 

Reports that a ll unions fear a wage 
freeze by the go\'ernment, and are out 
to get all they can before the freeze 
clamps down, have developed some 
sponsor uneasiness. They've beell 
helped along by leaks concerning de
mands to he made. This despite the 
fact that anyhody who knows any th ing 
at all about union-management nego
tiations over wages and working CO Il

dition :- kn ows that the real offers and 
demands don 't come until after weeks 
of lusty sparring. TV networks and 
unions are no exception to this time
honored system. 

One ad manager who will spend a 
young for tune in network TV starting 
this fall asked SPOl'lSOR: 

"Suppose the military situati on 
forces up the cost of things like paint 
and wood that it takes to air my show. 
Then suppose labor costs zoom. ",There 
du we stand?" 

This is sYlllptomatic of the kind of 

alarm that can cause one advertiser to 
hesitate while a competitor walks away 
with a prize time slot. The competitor 
will have taken a closer look at the 
statu s of union wage negotiations. 

The wardrobe and makeup people, 
who handle costumes, makeup and 
hair dress ing of actors. were organ
ized within the last year. The network 
contract which will probably be signed 
this fall will be their first. It will not 
necessarily mean an increase in total 
cost of programing. th ough there will 
be wage increases. This is because the 
sala ries set will be minimums. Un der 
present scales, some people already get 
more than such a minimum will call 
for. Only :-ome 8.5 people will be cov
ered in these categories by September. 

Working conditions in almost all 
cases form an important part of union 
demands; wage demands up to a ce r
tain point will often he traded for de
sired "conditions: · This makes it dif
ficult to predict the effect of possible 

( Please (url/ (0 page 48) 

!J. Mdkeup technicidns recently orgdnized, joined TV union fdmily 10. Scene pdinters prepdre NBC-TV set (union designdtions, right) 
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SOllie of ti,e IIlIiollS * illvo'vef' ill 1'\, pl·odllctioll 

I. Boom Operators-IATSE, IBEW, and NABET. 

2. Cameramen (and Asst.)-IATSE, IBEW, and NABET. 

3. Dolly Operator-IATSE, IBEW, and NABET. 

4. Lighting Technician-IATSE, IBEW, and NABH. 

5. Floor Manager-UOPWA, IATSE, and Radio and Television 
Directors' Guild . 

6. Actors-AFRA, Actors Equity, Chorus Equity, Screen Actors ' 
Guild, Screen Extras' Guild, AGVA. 

28 AUGUST 1950 

7. Video Control Engineers-IBEW, IATSE, and NABET. 

8. Director-Radio and Television Directors ' Guild, Screen Direc
tors' Guild. 

9. Makeup Men and Assistants-IATSE. 

10. Property Men-IATSE ; Scenic Artists-USAA. 

* Stations have contracts with only one union covering anyone craft. 

The unions listed cover staff men at different networks, with only one 

union in each category working at CBS, the studio illustrated. 
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PETE DILEO'S ROPPOLOVILLE PHARMACY INCREASED ITS BUSINESS 400% VIA WJ BO ( BATO N RO UG E) PROGRAM SCHED ULE 

Drug stores on the air 
Local independents, big cllains use radio/TV for low-cost 

s.t1es job. In Peter Dileo's case store traffic jumped 1,000 % 

~~~ffii Peter Dileo. of Dileo's 
I' Roppoloville Pharmacy, 

Baton Rouge. loves to give Easter par· 
ties for the kiddies. 

They've always been a whopping 
~u('cess. But in 1948 Pete added a new 
ingredient - he decided to broadcast 
them over \XTJBO- and HOW (,l1stol1ler~ 

are flocking ill lo his ~tore from 100 
miles around. 

Each year now Pete uses radio for 
hi~ parties and his day -i ll-day -out drug 
store business. Last year he wrote the 
station: "Since we opened our new 
storp. gross sales have ilwreased allno:-t 
five times. \Ve feel that your radio 
station has helped make this po:-sihll'." 

Pete Dileo of Baton Rouge i, typi
cal (If the numerous druggist~ through
out the lIation who are discovering the 
po\\cr of radio. A SI'ONSOH Su/VPY, 

jll~t ('()Jllpkted, finds an awakening in
tncst that allgl'rs lreavipr w,age ill the 
fall of 1950. 

Tlw air is cotlling into prolllinence 
all/ong rdail druggists for many rpa
SOlIS: (11 the ;;aks e/Tort is ill/prov-
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IIJg; (2) increased co-op advertising-; 
(~i proofs of 10w-eost-per-thol1sand; 
141 the example of key firms like 
Walgreen's. People's, RexalI , Whe
I ,Ill "s; (5) the snowballing use of TV. 

According to a recent report by the 
Broad{'a~t Advertising Bureau of the 
'\ational Association o f Broadcasters, 
•. Drug- mallufacl urers like Wh itehall , 
Block. Emerson. Norwich. and Ster
ling :-pelld ahout 14' i of their gross 
~a l f>~ on adver ti ::-; ing:' But on the re
tail 1(,\,,1 the si tuati on is \-astly differ
Cllt with an average o f 1.2('; for 
chain", alld slightly lower for indepen
dpnts. 

Chain" are. by far, th e most aggres
:-i\e mer(' halldi~crs an d promoters. A 
dtain\ organiza ti olJ is usuall y impor
t ant enoug-h to command the attention 
of the drug manufactnrers. The man
pfadur('J' will ch ip in plenty to ad\'er
tisp his product through the c hain 's 
llallH'. Current hest examples are two 
hour-Iollg televi:-.ion shows on the Du
\f ollt flf'twork, Cava/rude uf S turs and 
Cava /cadi' of Bands. 

Both were created as cooperatiYe 
deals between drug manufacturers 
and retail chains throughout the TV 
listening areas: th e Stars a )ear ago 
last June, and the Ballds the middle of 
January 1950. Each show costs ap
proximately $18.000 a week. is han
dled through the Product Ach-ertising 
Corporation. Aboul 28 drug manu
facturers alternate sponsorship on the 
two, and share the total cost of each 
:o;how ( four participants per :-how). 
Latest figures from the PAC office in 
"\e w York Cit~ indicate 19 drug 
c hains totaling 2.117 stores in 20 ma
jor market s tieing in with the pro
grams. The larges t chain in each area 
had fi rst crack at such local tie-in. 

\\Th elan's, a typical participant, af
fords a good exa mple of how a chain 
hI ends into the Cava/cm1e programs. 
According to Axel Gudlllancl. lh-e-wire 
advertising and sales promotion l/1all 
agpr, "Our $3.500 is all in\'e~ ted in 
five o r six film strip commerc ials. \Ve 
are allowed ~l half-minute before th e 

( P/('as(> tllm to [lage .')0) 

SPONSOR 



DRUG STORE ADVERTISING ACTIVITY AROUND THE COUNTRY: Chains and independents show widespread usage of radio and TV. 
(Top, left) Pantaze Drug Company on WMPS, Memphis ; (Middle) Whelan 's, N. Y .. TV tie-i n ''l ith WABD ; (Bottom , left) contract sign ing 
for transcribed "Rexall Rhyt hm Roundup "; (Top, ri ght) Gray Drug Co. on WHK, Cleveland; (Bottom , right) Rexall on KNX, Lo. Angeles 



Hitell YOltr netvscast to a star 

Yes, Willie WISH, the # 1 Newsboy in Indianapolis,is busy 

adding extra news programs to the daily schedule. 

He's advising you to hurry and join the list of accounts 

already anchored with news programs on WISH. 

Take a look at this list of accounts sponsoring news 

programs: 

Italian Swiss Colony \Vine 

Kraft Southside Baking Co. 

Gaseteria, Inc. 

Abels Auto Company 

Sterling Brewers, Inc. 

Mid·Continent Petroleum Corp. 

Ceo. Weidemann Brewing Company 

Bruce Sayage Realty Company 

Frank Fehr Brewing Company 

For complete details on these extra news programs consult 

any Free & Peters Colonel. 

-

that powerful puller in Indianapolis. . . : 

OF INDIANAPOLIS 

affiliated ..... ith AMERICAN BROADCASTING COMPANY 

GEORGE J. HIGGINS, General Manager 

FREE & PETERS, National Representatives 



SPONSOR 
,IlItolJlotiioe alld Lnbri('flnts 

Co·op advertising 
Charles Erwin \'\ ' ilson, General ;\Iotors Corp., 

profile 
Title Water Assor. Oil Co.'s sportcai'ting 

success 
Auto advertisers ca n do hetter 
W. Alton Jonl-s, Citie" Serviee Co., profile 
Donald W. Stewart, T exas Co., profile 
Automotive advertisers turning 11101'(- to radio 

and TV 

16 Jan. 

13 Ft-b, 

13 Feb. 
1:3 Fell. 
1:3 ;\Ial. 

05 June 

19 J Ulll' 

p. 3 1 

p.ll 

p.1.) 
p.2~ 
p.16 
p. Hj 

p. IR 

Broadcastillg '-rob'ems (IIU' Detoe'opmellts 

Critique on co·op advertising 
Lightning that talks, industry film 
How to sell radio as effective medium 
Factors contributing to increased use of spot 
Will out·of·home audience entitle stations to 

increased rates? 
Radio abounds in awards of questionable 

value __ ... ________ . 
What broadeasters think of ~AB . __ __ 
Tools of the trade for people in radio & TV 
Radio rates: which way sho uld th ey go? __ 
V;'hat organizations assist sponsors most 

effectively ? 
Foreign language li"teners 
Summer doldrums a myth in .:\Iinneapolis 
Why sponsop. "llOuld stay on the air in 

"ulllmer 

C'othillg 

Co·op advert ising 
Ida Rosenthal, 1\laiden Form Brassiere Co., 

profile ____ . ________ . __ . 
Lee Hats sales up in ;\Iontgomery shift 
Furrier uses air 22 years without mentioning 

price ____ . ________________ . ____________ . ._ ______________ . 

Robert lI all $1,0500.000 air effort leads fi eld 

16 J an. 
30 Jan. 
30 Jan. 
13 Feb. 

27 Feb. 

27 1\1 ar. 
10 Apr. 
10 Apr. 
24 Apr. 

24 Apr. 
8 May 
8 ;\Iay 

8 1\lay 

]6 Jan. 

R :\Iay 
05 June 

05 Jun e 
19 Jun e 

Commercia's alld Sa'es Aids 

Singing commercial s, hot tes t thin g in radio 
Favorite cO lllmerc ial s of TV Cri tics Clllb re-

vealed 
How well dOt-" your TV cOlllmercial sell '? 
Commercials with a plus 
TV commercial demonstrated outside ~tlldio 
T\T commercials that sell 
The disk jockey's re,.pon"ibility 
How to ad lih TY cUlllmercial for refrigerator5 

2 Jan. 

2 Jan. 
16 Jan. 
30 Jan. 
13 Feb. 
13 :\Iar. 
13 :\Iar. 

05 J unt' 

COllfet"tions (nu' Soft D"inks 

Walter S. Mack J r., Peps i·Cola Co., profile 
"Life With Luigi." Wri gley package on CBS 
Soft drink leadership study .. 
How Grapette grew; half million for spot 

radio helped 
Peter Paul's newscas t adverti~ in g 

]6 Jan. 
]6 Jan. 
27 Feh. 

8 :\Iay 
5 June 

p.34 
p. 37 
p.S6 
p. 36 

p. 38 

p. 2R 
p.26 
p. 3 -l 
p.2H 

p.36 
p.23 
p. 3-l 

p.4c\ 

p. 3-1 

p.20 
p.26 

p.cl2 
p.2] 

p.26 

p.32 
p. 32 
p.24 
p. ]5 
p. ] R 
p.30 
p. -12 

p.16 
p.22 
p.17 

p.28 
p. 17 

,·01",.,(, 4 
JANUARY THROUGH 

JUNE 1950 

ISSUED EVERY SIX MONTHS 

Are glvea\\uys declin ing'~ 
Local giveaways growing 
\I ail ordl'r pulls for I{ CW En terpri-('s 
Social ,.,-cmity pays off for "poIP'or-

l)rn~/s find £'osmetics 

He"i"tah, an tihi stamine drug, c1ic).., 
'\ orwich Pharmacal Co. sponsor,. "The 

;\Ian" 
Co·o p adverti si ng 
Toni's new radio camapign 
Lydia Pinkham's radio recipe 
:\ mllli·dent. picks radio 

Fflrm Radio 

The farmer want s to buy 
Stat ion farm service fea t ure~ 

Fat 

Fowler :\IcCormick, International HarYe~ t er 
Co .. profile 

Farm tours promoted hy WOW 

]3 !\Jar. 
10 Apr. 
')') 1\la\ 
]9 .I III{P 

2 Jan. 

16 Jan. 
16 Jan. 
13 :\Iar. 
27 ;\Iar. 
19 June 

27 Feb. 
27 ;\Iar. 

27 :\Iar. 
22 :\Iay 

Faad «lid Bererages 

Leruy A. Van Borne!. Na t'l Dairy Prodnct s 
Corp., profile ______ . ____ . __ 

How radio sold peaches in Cedar Rapids, 
Iowa 

Radio credited with selling milk in San 
Franciscu ____ . ___ ._._ __ . 

Chiqu ita ex pands use of hanana market 
Tumbo pudding cracks KY. market with 

premium offer 
Radio's record coffee sales for lsbrandtsen 
Chiquita Banana on CBS·TV 
:\Iaxwell Hou-e Coffee gets an airlift . 
I-I arry W. Bennett Jr.. J elke Good Luck 

Product.;, profile 

2 Jan. 

30 J an. 

30 Jan. 
13 Ff'b. 

27 Feb. 
]3 1\lar. 
22 .\lay 
22 \Iay 

19 June 

'"sura"ce alld Finance 

Louisville Savings and Loan _\ ssn. crellits 
radio with growt h 

Prudentiar~ radio success 
Leroy A. Lincoln, \I etropolitan Life Iw,ur· 

ance, profil e 
Prudential Life's Jack Berch pull s enormuu" 

lIIail 
:\Ia-,achu"e tt s In ,; urance r:ompany sell " sa fety 

2 Jan. 
30 Jan. 

24 .\pr. 

24 Apr. 
24 ·\pL 

p . . 1H 
p.20 
p.2R 
p.:m 

p. ]8 

p.22 
p.34 
p. lR 
p.30 
p. 18 

p. ]9 
p. 6 

p. 16 
p.42 

p. ]6 

p.43 

p.48 
p.20 

p.22 
p.2R 
p.22 
p.32 

p.16 

p.28 
p.:l2 

p.12 

p.34 
p.3S 

illisceUflneOlls '-rodllcts all" Se"vices 

Railroad~ need better radio 
.\irline use of broadcast advertising 
U.s. Steer~ ad budget goes to win friends 
Fore ign lauguage list e lH'r, a re loyal 
Lewis I I. Brown, J ohns·:\Ianville Corp .. profile 
Int ercoll egiate Broadca,t ing Sy-tem function 
:\Iuore Paint;.' seasonal network ,.llOw pays off 

2 Jan. 
16 .Ian. 
]3 ;\Iar. 
27 :\Iar. 
10 Apr. 
10 Apr. 
10 .\pr. 

p . .30 
p. 28 
p.24 
p.24 
p. ]8 
p.20 
p.32 
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\Iagazint'~ on the air 
"H ou~ewivt',: Protective League" sells women 
Quak er Rug~ ~pend" entire budget on Ilroad-

ca,t ing a nd clicks 
\Iohawk Carpet ~Ii lls build~ employee good 

will hy radio _____ _ 
Big name t E' ,tilllonial~ help sell storm window;. 
Lproy _\ . "i},.on, _\ .T.&T., profile __ _ 
8900,000 "urtii of toy-balloons through mail 

(lrd t'r radio 
Bubby BE'n,on "ell, -lO prouuch without bene

fit of ~pom,()r 

How to ~plI a candidat!' 
\atiunal advl'fti,ers flocking to Alaska 

~inging ('olllmercial" are hot _ 
:-'port progralll dick:. for 1'\at'l Bre,,-ing Co. 

on T\" 
Package programs return to networks 
Co-op programing ___ _ 
.-\ ft er-midni gh t programing 
Keep your program natural 
The di,k jockey's responsibility 
Ba'eball, bigger than evcr 
Live or film TY programing? 
Early mornin g programs ____ _ 
WRY _-\ ',., r ecipe fur low-budget ad"ertisers 
Programin g for summC'f selling 
:-;ummer programing n('cdn't be threadbare 

pat chwork ________ ____ __ ________ _ 
Ba;.ehall ('olltinues to grow in radio and T\' 
Televi,.,ioll program co,ts are up 
~hould crilllt' programs on air be reduced? 
TIlt' Creat Godfrey ___ ____ _____________ __ ___ _ 
Feat ure fillll' sensa tional hut sca rce 
Good mll';ic sells goods in many marke ts 
Tip, to a nc\\', ><ponsor 
H ow to u'e TY film~ effect ively 

'Ia~~a('hu ,ctt~ Insurance Company sell s sa fety 
\Iohawk builds e mpl oyee relat i on~ through 

brou(lca,ting 

Ilot wcat lI er promotion for summer selling 
~tation and department s tore's joint promo-

tion 

2.l .\pr. p. 1-l 
24 Apr. p. 19 

2.l Apr. p.21 

2.l Apr. p.3-l 
R 'lay p. ·12 

22 ~l ay p.18 

22 'lay p.28 

22 'I a\ p.3-l 
22 'Ia)' p.38 
5 June p.28 

2 Jan. p.26 

16 Jan. p. 18 
16 Jan. p.21 
16 Jan. p. 34 
13 F eb. p. 28 
13 l\lar. p.26 
13 1\lar. p.30 
10 Apr. p.30 
10 Apr. p.48 
2'~ Apr. p. H 
24 Apr. p. 34 
8 l\lay p. 38 

8 l\lay p.40 
22 l\la)' p. 22 
22 l\lay p.25 
22 l\lay p.44 
5 June p.21 
5 June p.30 
5 June p. 3 'i 

19 June p. 30 
19 June p. 32 

24 ;\ pI. p.35 

24 Apr. p.35 

8 \Iay p.38 

5 June p.4.3 

Ballios. TV S(»ts~ Electrit'al f\p,Jliances 

Co.op adverti sing 

lfesearcJl 

Who li ~tens to FM in Washington, D. C.? 
Bn.\1 worb in Ca nada ___ ___ ______ __ _ 
Ilow we ll does yo ur TV commercial scll ? 
I\adiu fae ts culled from Lightnin g That Talks 
Daytillle listening varies by localiti es 
"t'w B'\IB study makes 1916 s tat istics ob

~oJc.te 
H adio'~ big plus mea<;ured accura tely at last 
Threc top questions on how to use ncw B\IB 

lIlf"aSUrelllPnt ____ _______ _______ _ 
ll ow lIIany radios in your ho me? _ 
;\if'\\' TV rf' sea rch givps accurat e number of 

illlpn's~ions 
T\, in flllf 'II('(" dlO icc of l)rands 
I{adio\ III1('ollnted millions 
Jl a~ir; diff('rr'n('(>~ In,tw cen T\ ' a nd radio 
\0 Hlm ll lf'r hiatll~ 
\" hiatus on suml1lf'r salr' ~ 
Will TV 1'(' I)('at radio 's SIIIIIIllf'rtime error ? 
l ~ lI ooper f'hort.-iwnging radio'( 
:-;r'II\\' erin pr()\"1'~ p_,yr- llOlog ieall y compatihle 

lIIes~ag('s I)(' ~t 
\It Canll -Eri(·bon tr'dllliqw' for e~ti lllatill g 

~ tation\ share of alldir'llf'ps 

34 

16 Jan. p.3l 

16 Jan. p. 18 
16 Jan. p.2fi 
16 Jan. p.32 
30 Jan. p. cIa 
13 F eb. p.19 

13 F ell. ".26 
27 Feb. p.2-l 

27 F eb. Jl.28 
1:3 \lar. p.21 

27 :\1ar. p.3l 
10 Apr. p. 36 
24 Apr. p. 22 
24 Apr. p.26 
R l\lay p.2,S 
R l\ lay p. 30 
R l\la}' p. 32 

22 ~l ay p. 30 

5 .llInp p. 2'1 

S Junr' p. :~6 

_\RBI tedll1i(lue proves radio pull~ better 
than n t>w ~Jl a pe rs 

Retail 

J u,,;ke' ~ in ::ian Antonio sell s via radio d e~pite 
rains __ __ ___________________ _ 

Yictor ,I. Ratner, R. H. ~Iacy & Co .. profile 
Il ow T\- ;;ells womcn 
Depart mcnt ;.tores discov cr radio 
DepartnH'nt store TV __ 
::iear, salt' breab records in Spokane 
Gro;;,;man's radio experience 

19 June 

2 Jan. 
30 Jan. 
27 Feb. 
27 Mar. 
2.l Apr. 
2.l Apr. 
5 June 

p.24 

p.25 
p.20 
p.26 
p.21 
p.30 
p.35 
p.43 

SOft,JS, Cleansers, Toilet (.oods 

Applau,e to P & G's media policy 
Pears snap: the soap that slep t for 9 yea rs 

Television 

Le nneu & .\Iitchell 's T\T commercials 
Favorite TY commerc ial s __ _ 
T\' program clicks for N~-i ;l --- B;~-~~,-i~g - Co. 
How well does you r TV commercial sell? 
Ca.n ~dv~rti,ing ~ upport nat ional TV covera ge ? 
El lllllna tll1g cost of TV station previews ___ __ _ 
TV dictionary for sponsors 
How TV sells women ____ _ 
T\, co mmer cials that sell __ :_ 
T\, di ctionary for sponsors _____ _ __ 
How many viewers are yo u selling ? _ 
T\, inflll ences choi ce o f brands _____ ________ _ 
Live or film program best for sponsor? ___ _ 
Basic TV-radio differences 
Department store TV __ _____ :-: _ ::--:::- _:::: : _:~:::- ____ _ 
Will T\' repeat radio's s ummertime error ? 
Chiquita Banana on C BS-TV _ 
Televi"ion program costs ____________ _ 
F eature film s do extremely well, bllt are 

scarce 
Ilow tu use T\' film s e ffectively 

Timebuying 

Il ow Lenn t'n &. ~Iit che ll radio/ TV depart -
lIlt'nt fllnction~ ______ ._ ______________ ___ ___ _______ _____ _ 

Spot, network or both -how to deci de _ 
What broadcast adverti sers want to know 
So you think timebuying is easy 
Basic yardsticks used by timebnycrs in select

ing s tations 

Tobacco 

"Queen Fur A Day," Philip Morris package 
on \InS 

Oliver P. :\lcComa~, Philip l\lorris & Co., 
profile 

\I a il Pouch T obacco's "S ports for All" 
Pall \Iall slimmer sales increase 

TraJlscri,Jtions 

Can national ad\' erti~c r build profitable pro 
gram by using transcription library? 

\Iu~ i c libra ry show:;, low cost blessing to 
sponso rs 

TrflJlsit nfulio 

Tra n,it radio will~ D.C. deeision 
\Iarket, on the lIIuve 
Tra n, it radio chalb UJl ne w gains 

Bretton wat('hhand lI sing radio effectively 
(:,,-op ad\"('rti~ing 

Hariio ~d l~ diamonds 

2 Jan. 
19 June 

2 Jan. 
2 Jan. 

16 Jan. 
16 Jan. 
16 Jan. 
13 Feb. 
13 Feb. 
27 Fe!J. 
13 l\lar. 
13 l\lar. 
27 l\lar. 
10 Apr. 
10 Apr. 
24 Apr. 
24 Apr. 

8 May 
22 l\lay 
22 l\lay 

5 June 
19 June 

2 Jan. 
13 Feb. 
10 Apr. 
19 Junc 

19 June 

16 Jan. 

27 Feb. 
27 \1ar. 

8 ;\Iay 

2 Jan. 

27 :\Iar. 

2 Jan. 
27 Feh. 
5 Jllne 

16 Jan . 
16 Jan. 
30 Jan. 

p.62 
p.26 

p.21 
p.32 
p.18 
p.32 
p.42 
p. 15 
p.22 
p.26 
p.lS 
p.34 
p.34 
p.36 
p.48 
p.26 
p.30 
p.32 
p.22 
p.25 

p.30 
p.32 

p.21 
p.17 
p.38 
p.28 

p.36 

p.22 

p. 16 
p.6 

p.31 

p.36 

p.26 

p.18 
p.30 
p.17 

p.24 
p.3l 
p.46 
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FROM NOW 0 1V, WWJ-TV's 

advertisers can take audience 

for granted. With the number 

of sets now well beyond the 

quarter-million mar}?" television 

in the boom ing Detroit market 

has emerged completely fron~ the 

experilnental stage and reached 

the age of full productivity. 

Lili 
WWJ-TV supports its belief 

in the stability of television in 

Detroit with its new rate card 

(#8) which is guarallteed to 

advertisers for olle full y ear! 

f 
e 

FIRST IN MICHIGAN O'l'n e d and Operatcd by THE DETROIT :"iE WS W W -I QW 
--------------N-a-tio-n-al-R-e-pr-es-en-ta-tl-·ve-s-:-T-H-E--G-E-O-n (-;-E-I-)-H-O-I-.L-I -N-G-B-EI-{ Y--C-O-~-II-)A-N-Y---- ~ -

ASSOCIATE AM-FM STATION WWJ N He T elevis ion N etwork 
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Here's the World's Champ hypo for 

For further details on tello-test, consult the radio stations below, or get in 

touch with Amcrica's "hcp" radio representa tives who know tha t TELLO-TEST 

hypos ratings, and is a ferti le fie ld fo r national spot business. 

For tello-test's SUCCESS STORY, write Walter Schwimmer, Pres. 

Radio Features, Inc., 75 E. Wacker Drive, Chicago 1. 

tello. test stat-Ions (by the time this goes to press, we will mos t likely have added a dozen more !) 
: ••••••••••••••••••••• • • •••••• • • • • •••• a g • • •• ••• ••• •• • •• I 

Al bany, N. Y ...... . ... ......... WROW Cartersville, Ga .................. WBHF Fulton, N. Y ..................... WOSC 
Allentown, Pa .......... . ........ . WKAP Casper, Wyoming ... . ........... KVOC G ainesville, Fla . .. .. .. .. . .. . ..... WRUF 
Altoona, Pa . ................. .... WJSW Cedar Rapids, Iowa . .. .. . ... . ... . KCRG Grand Forks, N. D .. . . .... ...... .. KILO 
Am es, Iowa . .......... . ...... . ... . KASI Charleston, So. C .. .... . ... . ... WUSN Grand Rapids, Mich ............ WFUR * 
Asbury Pa rk, N. J ... .... ........ . WJLK Chicago, III ... ... . .. . ............ WGN * Grand Rapids, Mich . . .. ... . .. . WOOD 
Ashevill e, N. C .. ....... .. ...... . WWNC Chicago, III.. ............ . ..... WGN Green Bay, Wis .. ' " .. ...... .. .. . WDUZ 
Atla nta, Ga .. . .. ....... .. ...... . . WAGA Cincinnati, Ohio .............. WKRC Greenvi lle, S. C . ............... WMRC 
Atla ntic City, N. J ..... .. ......... WMID Cleveland, Ohio. ........... . .. WJW Honolulu . . .. . . ........ . ......... KPOA 
Augusta, Ga .. .. . . .• . . . . . .... ... WGAC Cloquet, Minn . .... . ......... .. WKLK * Hattiesburg, Miss.. WHSY 
Augusta, Maine ....... ........ . WRDO Columbus, Ga .. ............... WGBA Hayes, Kansas . .... ...... KAYS 
Au st in, Minn .... . . ...... . . .. . .... KAUS Concord, N. C .... ..... ...... .... WEGO Hornell, N. Y. . . . . .... . WWHG 
Baltimore, Md . .. ... .. .... ........ WITH Crookston, Minn ................. KROX Hudson, N. Y. . . . _ ... . ... WHUC 
Bangor, Maine .. .... ............. WLBZ Dayton, Ohio . . . .. . . ............. WING Hartford, Conn.. . . ... .. . . WONS 
Battl e Creek, Mich ... .. .. . ....... WELL Denver, Colo. . . ..... ...... ... . KFEL Indianapoli s, Ind. . . .... . ... . WIBC 
Bea umont, Texas .... ..... ...... . KPBX Des Moines, Iowa ................ KRNT Jat/ .son, Miss. . . ... ....... WRBC 
Beckley, W. Va .. . ...... . ....... WWNR Detroit, Mich . ................... WJBK Johnstown, Pa. . . ... ...... . WCRO 
Benton Harbor, Mich ........... . WHFB Du luth , Minn . .... . ..... ....... .. WDSM Kansa s City, Mo. . ... ...... .. . WHB 
Biddeford , Maine . . .............. WIDE Durango, Colo . ... _ . ..... _ ........ KIUP Kingston, N . Y. . . .... ..... .. WKNY 
Biloxi -G ulfpo rt , Miss . ........... WLOX Eau Claire, Wis . ......... ... .... . WBIZ Kittanning, Pa. . . .... .. WACB 
Binghamton, N. Y .... ...... . ..... WENE Elizabeth City, N. C . .. . ....... . .. WGAI Knoxvil le, Tenn. . . .. ...... . WROL 
Birm ingham, Ala ... ............. WSGN EI Paso, Texas. . . . .. . . . ... . KTSM LaCrosse, Wis.. . . . ... . .. ... .. WLCX 
Bloomsburg, Pa .. .... ........... WCNR Evansville, Ind. . . ... . ... .. WJPS Lafayette, La . .... ... . . . . .... ... .. KVOL 
Boston, Mass . ........... .... ... WNAC Fargo, N. D..... WDAY Las Vegas, Nevada . . ... .. . . KLAS * 
Bridgeport, Conn . ....... ..... ... WICC Flint, Mich .. WBBC * Laurel, Miss .... . .. . . ... . ... . _ ... WLAU 
Bristol, Tenn ...... ............ . . WOPI Flint, Mich . WTAC Lewistown, Pa ... . . .... . .....• .. WMRF 
Buffalo, N. Y .. ................. WKBW Fort Wa yne, Ind .. . ... . ....... WKJG Liberty, N. Y ....... .... . . .. ..... WVOS 

* broadcasting TUNE-TEST, the show tha t givcs TELLO-TEST a tcrrific run for the money! 

t Don Lee Network. 



TIME-BUYERS ABOUT TO PLACE 
SPOT RADIO BUSINESS FOR FALL-

I 

'lot radio 

tell 0 -t est syndicated on over 250 
radio stations coast-to-coast, is the radio show with America's top 
listenership ratings, plus a record for sales results that will knock 
your eye out! 

TELLO-TEST is the granddaddy of all telephone quizzes-the show 
that started the craze for give-aways. 

If you are buying spot radio programs or spot announcements for 
fall-cheek the following radio stations first before you complete 
your schedules. If there are availabilities in TELLO-TEST in any of 
these markets, you're lucky . .. and your sales will hit the jackpot! 

, .....................................................................• 
Little Rock, Arkansas .......... . KARK 
Lock Haven, Pa ............ ...... WBPZ 
Logansport, Ind .. . .... ... . .... . . WSAL 
Los Angeles, Calif ... .. .... ...... . KHJt 
Louisville, Ky. . . .... ......... WKLO * 
Louisville, Ky. . . . . . . . . . . . . . . . . WLOU 
Lebanon, Par ............ WLBR 
Macon, Ga .... ... .. ..... .. .... WNEX 
Madison, Wis. .. . . . . . . . . . . . . . . . . WISC 

I Marion, III .... .. ............... WGGH 
Martinsburg, W. Va. .. .. . . . . . . WEPM 
Memphis, Tenn. .... ........ WMPS 
Merrill, Wis...... ..... ......... WLiN 
Miami, Fla... . . . . . . . . . . . . . . . . .. WGBS 
Michigan City, Ind.. ....... .... WIMS 
Milwaukee, Wis.. . . .. .... .. .. .. WISN 
Minneapolis, Minn .. ............ . . KSTP 
Minot, N. D .......... . ........ .. . KLPM 
Moline, 111. ..... ................ . WQUA 
Montgomery, Ala ............. .. WMGY 
Montreal, Canada ......... . .. . .. CFCF 

I Mt. Carmel, 111. .... ............. WVMC 
Muskogee, Okla .. .... ...... ... .. . KBIX 
Nashville, Tenn . .... ........ ... WLAC 
Neenah, Wis . .............. . ... WNAM 
Newburgh, N. Y ................. WGNY 

New Orleans, La..... . . . . . . . . . . WDSU 
Newport News, Va . ...... ........ . WGH 
New York, N. Y •. ....... ......... WOR 
Ogden, Utah ........ ..... ..... .. KOPP 
Oklahoma City, Okla . ......... .. KOMA 
Ottumwa, Iowa ...... . . .. . ....... . KBIZ 
Oneonta, N. Y. .... . . . . . . WDOS 
Orangeburg, So. C. . WRNO 
Peoria, III...... . WIRL 
Philadelphia, Pa. . . . WIP 
Pine Bluff, Ark. . . KOTN 
Pittsburgh, Pa. . . KDKA 
Portland, Maine . WCSH 
Portland, Oregon . . KGW * 
Portland, Oregon . . .. KPOSt 
Pottsville, Pa. .. . WPAM 
Poughkeepsie, N. Y. . WKIP 
Providence, R. I. . WEAN 
Reading, Pa... WRAW 
Roanoke, Va.. . . WSLS 
Rochester, N. Y..... WHAM 
San Francisco, Calif. . KFRCt 
St. Louis, Mo. . . . . . . KXOK 
Saginaw, Mich ... .. . ........ ... WSAM 
Salt Lake City, Utah ............ . KUTA 
Savannah, Ga ................... WTOC 

Seattle, Wash.. . . . . . . . .. . .. ..... KVI t 
Shamokin, Pa .......... . ....... ... WISL 
Sheboygan, Wis . ... ... . .. ....... WHBL 
Shreveport, La ................... KTBS 
Sioux City, Iowa . . . .. . . . . . . . . . .. KSCJ 
Sioux Falls, So. D ............... KSOO 
Spokane, Wash .. . ......... . .... . . KHQ 
Springfield, Mo ...... . ............. KTTS 
Springfield, Ohio ... ... ......... . WIZE 
Steubenville, Ohio ......... ..... WSTV 
Syracuse, N. Y . ... .............. WSYR 
Topeka, Kansas ..... ..... ...... WREN 
Tulsa, Okla . . . ........ .... . . .. .. .. KTUL 
Valley City, N. D . ................ KOVC 
Victoria, Texas ... .............. KNAL 
Vinelan d, N. J . ...... ......... . . WWBZ 
Warsaw, Indiana ... ........... WKAM 
Washington , D. Co. ............ WWDC 
Washin gton, D. C .. ............ WWDC * 
Watertown, N. Y . .. .......... .. WATN 
Wheeling, W. Va . .. ........... .. WWVA 
Wichita, Kansas ... ..... ........ ... KFH 
Worcester, Mass .. ............. WAAB 
York, Pa ......... .. . ............ WSBA 
Youngstown, Ohio . .............. WFMJ 
Zanesville, Ohio . . . . ..... .. WHIZ 
plus complete Don lee Network. 



HOSIERY 

'I'()\--OR: The Aquila .H ;E\CY: Direct 

C \P~( LE CA~E IIISTOl{Y: This exclusive n'omen s 

rcady-to'll'ear store receired 500 pairs of new nylon hose. 
The store decided lipan one allnOllllcement to tell th e 
wOlI/en about the "seallliess hose u'ith a clock up the 
back." Th e annOUllcelllellt and description of th e hose 
leas made on the Polly The Shopper progralll. As a re
.'illit. they lare completely sold out. About S750 gross 
jor about ,"' 12.50 in adl'ertisillf!, cost. 

"'OIL. Omaha PH OG IL\ \1: :\nnollllcPlllent 

RADIO 
RESULTS 

REIlLTY COMPIlNY 

--PO\~OR: lla\ener Healty Co. :\ GEl"CY: Dil ect 

C.\P~ULE CASE III STORY : The cOlI/pany had an UII 
developed subdivis ion alld wished to t('s t public reaction 
to the location . They off erer! the lots at oTie-half of th e 
price to be fi\ed after developlllellt. A series of annoul/ce
II/ el/ts lcere used for three days at (L cost of $100. As a 
resu lt , 51 lots were sold ill th ree days , 18 m ore lots the 
followillg week without further advertising. A total of 69 

lots sold 0 11 a SlOn investmellt. 

\\,RUIJ . . \ugu"ta, Ga. PI{OGIL\\I: .\nnOllIlCt'lIIt'nt-

BOOKS 

spn'\~OI1: r.rey~t(jne Pre~s ,\GE[\CY: II. B. Ilulllphn'Y Co. 

CAi'SCLE C.,\ SE HISTOHY: 1'ICO prog rams, Mr. Fix It 
Ill/(/ Do It Yourself, were brow/cast 011 alternate days for 
I:) weeks. Four different. Greystoll e I)r('ss books were ad
vertised (lillI, all told, [lulled g,OO(, ord ers at aIL average 
mle pric(' of ,"'~ .93; beller thall 123 orders per program. 
To pllt it (lllother u.:ay, th e clicllt spellt :'SA60 ilL tillle 
cost (11/(/ gros.\rd sliles fllllOlLlltrr/ to $29,G90 all as (l rl'
. ~ult uf (/) broar/(,(ls ts. 

K \ Be, ~aJl Fraud-('u PHOGHA \1 : ,\lr. Fix It '" Do It Yourself 

DEPIlRTMENT STORE 

SPO.\SOR: Hill's 

CAPSLLE CAS E HISTORY : 

AGENCY: Direct 

Hill's decided to test this 
farm and home show for response. Future advertising 
budgets Icollld be determined by the resllit. Three an
IlOllIlcem ents lcere bOllght for one day offering a double 
amoullt of the store's savings stamps to purchasers hear
ing the comlllerciais. As a direct result of the program, 
over 500 worth of purchases It'ere traced aJ, a cost of less 
than ,,'20 to the departlllent store. 

WIBX. l'tica, .\'. Y. PROGRA.\I: Ed Slusarczyk's 
Farm & Home Show 

- --------------------------------------------~I 

JEWELRY 

SPO.\SOR: Hdbros \ratche;: .\ GE!\CY: ~IaiL Onler Network 

CAPSULE CASE HISTORY: The plan u:as to sell Hel-
bros Ii (ltc/lt~S over the air through telephone queries and 
mail. FOllr lO-millute recorded music shows a rlay u:ere 
used. Programs offered the u:atch on a seven-rlay free 
trial. After that listener paid $34.95 for the watch. In 
seven days, 371 u;atches It'ere sold for a sales gross of 
5 12,966..1·5 as comparerl to ullder $1,000 for programing 
aT/(1 tim e costs. WashingtolL H elbros outlet completely 
sold Ollt its stock. 

\\' \vDC, Wa-hingtoll, D. C. PROGRA~I: Hecorded music 

IlUTOMOBILES 

SPO'\::;Uf{: Frank Elliott AGEl\CY: '\[arcus 

CA PSllLE CASE lIISTOHY: This Bedford, Ohio, auto 

rlealer averages Ilea car sales weekly via his newscast 
sponsorship. AIr. Ellioll has sponsored a news program 
for three years. Currently, h e CO llsel vatively grosses in 
eXcess of 350,000, aided by a $6,000 advertising invest
ment. Oll e additiollal mlvertising g(lin for Frank Ellioll: 
every tilll e radio sells a new automobile, he also gets a 
lIew Service Department cllstom er. 

WSRS, Cleveland PROG IL\\l: .\' cw~ca,t 

CLOTHING 

~PO.\SOH: Tot·to·To" n Shop A<a:i\CY: Direct 

CAP~(lLE CAS E IIiSTOHY: This store, located olltside 
of Flint' s downtowlI shoppillg district, had a fire in the 
rear of its buildillg. A large stock of spring amI SWIIIIler 
clothing for ch ildren suffered sllloke dalllage. Th e store 
decided to advertise discounts on the clothing v ia radio. 
Eight ollc-lIlinute WlnOllll Cements for approxilllately $120 
just about sold out the store's ell tire stock of children's 
clothillg amoullting to mallY thousands of dollurs . 

\\ FDF, Flint PROG IL\.\I: Annollnc(,lllents 
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both Hooper and BMB report 
a change in Houston! 

e 

according to 

C. E. Hooper Inc. 

according to 

Broadcast 

Measurement 

Bureau Inc. 

\ 
'l> \HOOPER 1

9 
~l 

0 

BMB I 

~ OO@ (@) 0 0 ~ : ": 

[;° 0
00- \ 10000 °1 00 PO£) <:) 0 0 Q 00 

0 " ~ 0 

'0' ~·o ''0' '6~ -'0" ::1)" 

SHARE OF RADIO AUDIENCE, April- May, 1950 

TIME SETS KTRH B c 0 E F G H 
OTHER HOMES 

IN USE AM & FM CALLED 

Mon. thru. Fri. 
8:00 A.M.· 15.1 22.3 8.3 4.3 2.2 19.4 18.3 5.0 16.2 4.0 2,525 
12:00 Noon 

Sun .-Sot. Eve. 
6:00 P.M.· 24.1 27.1 10.6 3.5 10.4 21 .0 10.4 14.5 2.5 7,769 
10:30 P.M. 

SHARE OF RADIO AUDIENCE, May - June, 1950 

TIME SETS KTRH B c 0 E F G H 
OTHER HOMES 

IN USE AM & FM CALLED 

Mon. thru . Fri. 
8:00 A.M.· 15.1 21.5 10.4 6.3 2.2 13.0 17.4 8.1 17.0 4.1 2,508 
12:00 Noon 

Sun.·Sot. Eve. 
6:00 P.M.· 21.1 23.1 16.4 4.6 10.4 18.4 10.7 13.9 2.4 7,740 
10:30 P.M. 

KTRH showed an 11.2 C;; increase in 1949 BMB over Study No.1 making KTRH 
the leading station in Houston with 341,940 total BMB families, KTRH BMB 
coverage includes 71 Texas counties and \'\1 estern Louisiana parishes (network sta
tion B has 23, network station C has 57,) 

Popubtion-wi~e, today KTRH serves 2,629,600"

people 3S compared to a co \' erage population of 

2,283,700':- in 1943. This increase of 345,900 

potential listeners comes t o you at NO 

INCREASE II'\" RATES. 

KTRH 
HOUSTON 

50,000 walls • CBS • 740 KC 

R('jlrcsl'nt('c/ Nationally by ]olm Blair f5 Co. 

'f Salcs Mal/agf11ll'l11 SUr/'f)' 0/ Buyillg Power, 194 3 (j 1950 
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Represented by 
RADIO SALES, 
Radio and 
TelevisIon Stal i on ~ 

Representative ... (8 S 

You can reach more families 

on Columbia Pacific than on any 

other Coast network. 

Columbia Pacific reaches more 

people during the day ... 

more people at night. 

And ... 

Columbia Pacific delivers higher 

a verage ratings - for both regional 

and coast-to-coast programs-

than any other Coast network . * 

Any way you look at it, the Coast's 

most effective network is . .. 

* Pacific Nielsen Ratings, Ma y, 1950. 

COlit/11 bilt PllC'iiic 
... the IDEA Network 
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Th,-· 
I)icl~~d I).tnet 
~tnS\V'-·I·S 

)Ir. nietz 

-
~r. Sponsor asks ... 

l1'Iurt fn{·tors nre present i n th e te lev ision unioll 
,Ji(·tIfJ-e acid. acl.iel. radio !Va s never concerned? 

I Sales promotion manager 
Harold R. F. Dietz Emerson Radio & Phonograph Corp., New York 

,ast or teipca"t with ma:;ter ('ontrol. 
For radio. setting up your remote con
lH'cliOll can be done in a maller of 
fin' minutes. In TV allow about six 
times as long. It takes a half hour or 
more to hook up both \'oiep and pic
ture lines. 

The actual process of doing a " r e
mote" is another matter again. \\Te 
used to he ahle to handle a baseball 

pre:::ent jurisdictional difficulties at the 
outset. Some of these have alreadr 
been resolved and the others will bl:' 
settled in clue course through the 
processes of negotiation. supplemented 
from time to time by mediation and_ 
where necessary, by referral to the 
National Labor Relations Board. 

radio broadcast with one engineer. 
The differen(,e L 

The crpw 011 a \rOR-TV telecast of a 

~IIost prominent of the jurisdictional 
que:;tions now posed is that raised by 
the Screen Actors Guild and the Screen 
Extras Guild on the one hancl and. on 
the other. the Televisioll Authorih" 
which is composed of virtuall y all per
formers' unions oOler than the two 
Gui lds. Eaeh side concedes a largl:' 
area to be the other's exclusiYe domain 
hut the area of overlap, essentially 
that of films made especidlly for tele
vision. is S(J important to both unions 
and to the industry, that its resol ution 
is 110t easy. Negotiation having been 
thus far unsuccessful, both unions have 
taken the matter to the National Labor 
I{plations Board where some good pre
liminary work has already been dOlll:' 
to facilitate the resolution of the mat
ter at what it is expected will be an 
carly date. 

bet wepn I' a d i 0 

and TY ill union 
consid erations is, 
of COllIse. a mat
ter 0 f lI1en and 
till1e. \rhat it 
hoils down to is 
this: it takes 
more men and 

Mr. Seebach more time to pro
d uce a TV pro

gram than it does to produce a radio 
show. 

You can do a radio program, for 
in:-;tance, with one engineer alld one 
announ,er or director representing tlH' 
station Oil a minimum staff ha:;is. 

Your minimum for a TV show is 
something else again. You ne'C'd two 
or th ree camera men, t\\'o boom men_ 
an auclio man, a !';wi tcher, a shaclPI 
and several otlwr5. In addition. to 
complicate the pictlIrf', therc are the 
lIIaltprs of lighting and scel1ery. Again 

Illore mell and ilion' man hou rs. 
One of the reasons for more lIlan 

hOllrs in TV is so ohvious tlrat it might 
well he (,\cdooked hy someone 110t 
a('\ively in production. It's this: TV 
I'quiplllen t is generally large and ,L1Ill

IWISOIlH'. Because it ',; hard to handle. 
tire prodnctivit), of (,Il(' man in a TV 
show is less than for a si",ilar man 
ill a radio productioll. 

I': ,xlra lIIall hOllrs ('(Jill(> iIlto tiH' pic
turf' in a lIIo~t ~ triking way \\hclI )011 

c()lI" idcr tl1(' silllple prohlem of ('on
Iwdin f! tl1(' ,..(·('IIl' (,f a "]"(' Illote" broad-
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Dodger game at Ebbets Field num
hers ten. This in addition to extra 
personnel needed for TV ma:;;ter con
trol. 

So there it is .... Add ing picture 
tu sound might at first be expected 
ollly to double the problems of per
sonnel and the time needed for opera
tions. But in actual practicp these 
problelll~ are in the ratio of SlX or 
ten to one. 

JULIuS F. SEEBACH, JR. 
Vice President ill charge of 
program operations 

WOR, WOR-TT" 
Nell' l'ork 

Mr. MacDonald 

J n television to
day practical so
lutions for over
lapping jurisdic
tional claims and 
tIlt' establ ishment 
of IPasollable 
working condi
tion~ and rates 
me the obje,tives 
[I t which unions 
and hroad~'asting 

lIIallagclllent Illust ~I im. 

Tplev i;;ioll broadcasting. combining 
as it does the practices. personllel and 
equiplllent cmpluyed in radio, 1110tioll 
pidure prodllction and the theatrc> and 
it~ llIany related forms of pntertain
men\. Illa) lIaturally he expected to 

Equally important. though not 111 

the viewer's eye, are the groups of 
specialists hehind the scenes- scenic 
artists, engineers. production diredors, 
~tagehands. projectionists. writers and 
many others who contribute essential 
parts to the whole. Negotiations wi th 
some of t1wse groups involve questions 
of jurisdiction but in every case the 
fun damental problem is the establish
ment of so und, efficient, working con
ditions ancl reasonable rates of pay. 

As they are allailled. the results of 
negotiation should be emhod ied ill 
contract" of l"easolwhly long duration 
so that program producers may know 
what the rule:;; and rates are for a 
p('riod long enough :;;0 that th ey may 
obtain an appropriation, prepare anel 
tl'"t the "how and know that they can 
ha\ e at I('a~t one ~eason's rull at those 

SPONSOR 



ratcs. This means that no co ntract 
should be less than 18 months in 
length, with two years as probably the 
most desirable term from all angles. 

The sponsors need the a~surance of 
pt>aceful labor relations and readily 
projectible cost figures. Alld we all 
lIt'eel sponsors. With out them, it would 
he very much like playing a night 
ga me of baseball without the field 
lights. 

JOSEPH A. M.u:DoNALD 
' "ire President and General Attorney 
American Bromlcastill~ Co. 
Yew York 

I bplien' that the 
prime differences 
between u n ion 
si tuation in TV 
and that in AM 
may lit' summa· 
rized as follows: 

1. In TV the 
industry is to 
some extellt deal· 
illg ill areas and 

Mr. Swezey techniques with 
which it is not famili ar. such as set 
design alld construction. lighting, cam· 
era and stage productioll. wherein 
scales and work patterns have been 
crystallized in the theatre and motion 
pictures and which cannot he made 
readi ly and fairl y applicable to TV. 

2. There are many more job classi· 
fications in TV than exist ill AM. 

3. There is tendency on part of 
unions to set up water-tight compart· 
ments of specialization within the 
operating departments and to restrict 
req uired duties of personnel in each 
category with a resultant loss in flexi· 
bility of operation and incrf'ased ex· 
pense. 

..... Closer jurisdic tional fJ uestiolls 
arise with respect to performance of I 

new and necessary johs many of which 
are interrelated. 

5. The requirements for finished 
produc tion in TV are obviously much 
more difficult than in radio, alld there 
is a tendency on the part of unions to 
request wage scales on a much higher 
level than can be reasonably paid hy 
the industry in thi s stage of its de· 
yelopment. 

ROBERT SWEZEY 

Executive Vice President 
and General lVlanager 
WDSU 
New Orleans 

28 AUGUST 1950 

FI RST 
IN CHICAGO 
hom e s per dollar 

I-N-D 
6 MONTHS • JANUARY - JUNE, 1950 

6 AM - MID. SEVEN DAYS A WEEK 

2222 

1639 

1429 

W-I-N-D 2 3 

Figures 01 lop of col· 
umrt$ show average 
home$ per dollor '" 

1351 

1111 

833 

4 5 6 

769 

633 

7 8 

, 

· SO·word spat, ma ximum freq uency discount, SRDS PULSE, Jan.-June, 19S0, 

'. Metropolitan Chicago ,adio homes, all nets and leading inde pendent. 

included above. 

; 560 KC-5000 WATTS. 24 HOURS A DAY 

CHICAGO , ILLINOIS. KATZ AGENCY, itEP . 
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This SPONSOR department features capsuled reports of 
broadcast advertising significance culled from all seg
ments of the industry_ Contributions are welcomed. 

Store awt ··talks·· S(Oores sales SIl(O(Oe s s es O il lVERn 

For }ear~, department store~ and 
printed media werp a!' inseparable as 
halll and egg~. Some big retail stores 
totally ignored what radio could do 
for them. SOllle still do. 

Hence wp submit the profitable tale 
of thp department !'torp that "talks-' 
and sells. 

Adam, Mpldrulll_ and Anderson 

Gloria Swa nso n brin gs charm to A manda show 

Company of Buffalo took their first 
plunge illto radio nine years ago. a 
step they've lIever regretted. They de
cided to use radio to stress store ad
\"antages for disnill1inating women. 
Their program, Today With Amanda, 
on WEBI{ fea tures music, new~, ad
vice and information to women plus 
illteniews with celehrities. 

A little black book is kept on radio 
results and Illany of the store's buyers 
ha,'p said th('y get better results from 
Amanda'::; hroadcasts than they do 
from lIewspaper ads. Sell-outs are 
cOlllJnonplace following an Amanda 
cOIIIlllercial. F 3!'t rad io re!5u lt s include 
disposal of SOO pair~ of plastic cur
tains at a dollar a pair. A cOlllpletp 
stock of Nallcy Didee parrts so ld after 
a representative of the ("omp:lIly ap
pearpd orr the program. 

o ftell, too, I) uyers w ill get a "hot 
it(~III" something that comes in unex
pectedly and ("an IH' advertised 011 the 
air within 2cJ. hour~. Othcr qu ickie 
sales include 4,:350 jar~ of dl'odorallt 
("ream; hundreds of anklets awl a 
I"(Hllplete c1earallce stock of slow-lIIo\,-
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ing thrift dresses. Rad io also ac
counted for 576 coats being brought 
to the department store's fur storage. 

:Miss Dorothy Shank who plays 
Amanda is a merchandising expert. 
She writes all of her own copy. Aman
da spends her days at the store visit
ing with department personnel and 
checking on sales objectives. She es
tablishes and maintains a friendly co
operative atmosphere between the cus
tomer and the sales personnel. 

As a result of program sponsorship, 
there has been added impact in areas 
already served. Through Amanda and 
the show the store has become identi
fied as a center for hard. to-get items, 
specific name brands, and in-demand 
mPl"chandise. The program a l~o eases 
shopping problems for h usy house
wives by promoting telephone orders 
and encouraging the use of charge ac
counts. A lid, inciden tally, the name 
Amanda taken from the initials of the 
store insure" high spol1"or identifica

tion. * * * 
"ndio (·o t"ers fnslliolls 
at No Yo IJre ss Inst i tu t e show 

Radiu's fashion ed itors keep th ou
sands of their women listeners we)]
informed and up-to-date on the la test 

Mrs. O'Dwyer greets radio fash io n edito rs 

"t) l e~. Amollg the many attendi ng 
the ,'\'ew York Dress Insti tute during 
Fashion Week in New York \Va" 
CKLW, Detroit, fa"h ion editor Ma ry 
Morgan, who was greeted at the show
ing hy the wife of New Y ork\ recent
ly-retired Mayor Will iam O' Dwyer. 

* * * 

~ 1'~~,\li. I 
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READY 
BUYING 
POWER 

+ 

WRnL 
MORE SALES 
THAN EVER 
IN RICHMOND 

Your adve rtising dollars g o further 

dnd sell more on WRN L. That's 

,· itally important in thi s Rich Rich
m o nd trading area. where progressive 

in d u stry, e stablished fa rming an d 
sound econo m ics m ake for lot s of 

Read y Buying Power. 

COMPLETE 
COVERAGE 
T hat' s th e key to s uccess o n 
W RN L . Mode rn Facilities, simul· 

ta n eous FM Broadcasting and 
ever in creasing eager.to.bu)" au
d iences mea n mo re sell from 

WRNL. 

5000 WATTS 
NON-DIRECTIONAL 
910 KC ABC 

AFFILIATE 

EDWARD PETRY & CO . INC., 
N ATI 0 NA L REPRESENTATIVES 

SPONSOR 

IC 



Radio advertising boosts sto."age busines s !J5,0 

Radio got a big boost hy sllt'er co
incidence on the front page of the 
Mayflower Aerogram, monthly paper 
for the transportation -storage firm. 

The trade paper carried a story of 
radio time being purchased by New
Bell, the Norfolk agency for :;Vla),
flower. It added: " For the past few 
months the corporati on has spon"ored 
three nightl y news broadcasts over 
WNOR.·' 

The present programing schedllle 
includes the newscasts. altern ate Xf'W 

York Yankee hasf'hall gallles 1I1 1950, 
and all special e,"ents. 

Right alongside the radio sponsor
ship story was a story feat uring sales 
standings for tIlt' firs t q uarter of 1950. 
'f'w-Bell Storage Corporati oll of 1'.'or
fo lk had "sold its way into the top 
hracket in the 100.000 to 2.')0,000 
populat ion group." 

The corporati on repurts busilless up 
ove r 95 % over the same period last 
Yf'ar and radio is given fulI cred it. 

*** 
Dis ks and chatter rea" d o llars for eigl. t SjJonSfU"S 

A disk jockey show flavored with 
household hints has provided a sales 
pay-off for eight Internati onal Hanoes
ter dealers. 

Cooperatively sponsored. the show 
was presented on KG£l\l , ABC affiliate 
in Boise. Household hints were read 
between records and listeners were in
vited to vote for the hint they liked 
best. The contestants were f'nco uraged 
to bring their votes personally to tllt'ir 
nearest Internati onal Harvester dealer. 
The response was overwhelming. 
amounting to some 30.000 cards and 
letters. 

For the listener suhmitting the most 
popular hint for tIlt' week there was a 

F ord deale." sponsors 
roolllan editor's vacation 

Drive a Ford and feel the difference. 
The Alexander Motor Company of 

Durham believes in that slogan and 
they've added a new touch to their 
radio advertising to put it across. 

This Ford dealer has bought part of 
the vacation time of Frances Jannan, 
editor of WDNC's 117 omell's Ne ws Let
ter. For 1.5 minutes each da y Miss 
Jarman will present an on-the-spot re
port of the places she visits. 

She'll travel in a Ford Tudor and 
program commercials will be built 
around her experi ellces with Ford 's 
dri ving comfort. performance and 
economy of operation. 

The program itself, T' acatiollillg 
117ith Frances, will feature word pic
ture r eports from North Carolina, 
Tennessee, Alabama, Louisiana. Mis
sissippi and Georgia. Thf' show wiII 
be taped and airmailed to WD;'-iC for 

presentation the fo llo"ing day. * * * 

28 AUGUST 1950 

free electrical appliance. At the close 
of the contest. which ran two months. 
a grand prize winner was award ed a 
choice betw een a fref'zpr and a refrig
era tor. 

For the eight co-sponsors then ' \\Oas 
i IHTPased fl oor tra ffic in thei r stores. 
And, as a result, the Internati onal Ha r
wster dealprs had a busy and profita - I 

Co-op show pulls in 30,000 cards, letters 

ble time converting their radio li sten
ers into owners of IH refri geration . 

* * * 
B" iefly " " " 

:\early 26,500 copies of "You Can 
Play The Ukelele·' by WCBS program 
director Don Ball have been sold in I 

the past six weeks. The current ukelele 
craze was sta rted b y CBS· Arthur God
frey through his radi o and TV shows. 

* * u 

Hooper. N ielsen and others please 
note. A cOlllmercial notice in the 14 
August ~ew York Tilll es reads : " If 
you·re haying 50 women at a club 
meeting before Sf'pt. L you can ea rn 
money for yo ur favo rite cha rit y ))\" 
havillg members gi ,oe their opinions of 
a radio program. Telf' phone PL 
3-,l565 for deta ils." 

Reaching 
M ore People 
At 
Lower Cost 
The 1946 Broadcast Measure
ment Bureau Study gave KVOO 
a total of 347,450 daytime and 
378,520 nighttime families. 
The 1949 BMB Station Audience 
Report showed increased KVOO 
coverage as follows: daytime 
BMB families , 411,380; nighttime 
455,920. 
With no increase in rates since 
1946 these increased KVOO 
BMB families mean increased 
coverage at lower cost per family. 
An added factor of great impor
tance is that 64% of KVOO 
BMB families report 6 and 7 day 
per week listing to Oklahoma's 
greatest Station! 
This important bonus comes to 
advertisers as a direct result of 
KVOO's 25 years of dominance 
in Oklahoma's number one mar
ket. 

See your nearest Edward Petry 
& Com pany office or call, wire or write 

KYOO direct for availabilities. 

NBC AFFILIATE 
50,000 Watts 
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THRIFTY 
Coverag~ 
of the South's largest 
Trading Area 
WHBQ, Memphis, with 25 
years of prestige and know
how, presents its advertisers 
with a splendid coverage of 
t his market of brilliant poten 
t ial • .. coverage that brings 
positive results for every 
penny invested. 

And our 5000 watt (l000-
night) WHBQ (560 k.c.) is 
rate-structured to give you 
REGIONAL saturation at 
little more than what you'd 
expect the local rate to be! 

TELL US OR TELL WEED 
that you'd like additional 
facts re our 
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IN THE 
MID-
SOUTH .. 

DOUGHBOY 
I C01lti1l ued fr011l page 25} 

often aot dirty and turn from having 
~acks ~f feed ~tacked aga inst them. So 
11f> had new Illudern po",ten; designed 
in ca rtoon "h Ie. One ser ies shows old
er animal,,' prai!'ing the merit s of 
Doughho~ feeds to their rou ng. Other 
"erie" are takeoff" on fa mous cam
paign" in other field". Example: a hen 
holding up a fine-looking egg is cap
tiOllf'd. "Harriet Hen o!:' ha ." !'witched to 
J) uughbu~ ." 

HI" ordered fra llles for th e posters 
made f rOIII P1I iii ppi ne mahogan y. l\Ier
('hant" no\\ ll e"ita te to spoil the effect 
I,," "'tacking feed bags against them. 

. " ' ith the Cashman proclivity for 
l11 f'IThancii"ing. the kind of radio calll -

Ilaian the COlll l)any emba rked on last < ~ • 

"pring wa" ine,itable. He allocated 
::t; 160.0UO to r adi o out of a 1950 ad
,erh"lIlg appropnatl on of app roxi
mateh S;200.000. A like amount goes 
for p(~in t -of-sale and other promoti onal 
materiaL 

Cashma n a nd Ray decided on hi g 
" na me" fa rm ",en ice shows on " TCCO. 
\ Iil1llf'a polis. and KXEL, Waterloo. 
la .. huth .50 kw giants. The) chose two 
musical programs with big rural fol
lowings on WBA Y. Green Bay, and 
\'\ 'KOW. :Madison. 

T hese p rograms not only gave more 
in tell se coverage in the areas where 
Doughbo) had dropped (early in Au
g ust ' the sucf'essful nine five-minute 
ne ws and ma rket reports they'd been 
us ing: they reached farth er into 
Doughboy's first belt of expansion in 
i\1 il1llf'"ota. Iowa. lIIinoi!' . and upper 
~ichigan . 

T he COmpall ) had alread y proved 
that both earh morning and noon farm 
prog rams had audiences they ('Quid 
se ll . But Cashman believed that the 
riaht comhina tion of entertainment 
~ 

and educati onal farm program would 
command a n ighttime audi ence. This 
joh was cntrust ed to the " TCCO pro
gram department and Larry Haeg. 
popula r fa rm service director. 

\VCCO ca me up with a show. Dough 
boy Coull try j ournal, made to order 
fOJ: the Cash ma n brand of exploitation. 
It'~ lmilt a round Larr~" Haeg and 
h roadca~t on Tuesday nights at 9 :30-
10 :()O. Each week. fa rm famili es of 
one (,OUllt, are sa luted. and a " fa rm 
fami l) of ihe week" is singled ont for 
~pecial re(,ogn iti on. 

»Takt'ofI (III the Cah ert ca mpaigll. 

'1'\\ 0 top .\ orth west vocalists, ';\'la n 
Da,ies and Ton y Gri se, and a male 
qua rtettf'. " The Doughboys'-' IJrovide 
the li ahter n ote of the show, They do 

~ . 
no hoe-d own~ or \Vestern ballads. It s 
all strictl y popular. Doughboy discm-
ered. as other ad,-ertisers have before 
them, that in many a reas farm listeners 
hum and whistle the same tunes tha t 
c ity dwellers do. 

Exploit ation of the ~h o \\ grows out 
of the program 's ingredients. Each 
week. H aeg interviews the county agent 
and the edit or of the county's leadin g 
wf'ekly newspaper . They talk about th e 
a rea 's maj or farm products. distinc
tions in the field of agriculture : about 
e,-ents of both histor ical and current 
news interest that have occurred in th e 
county . Haeg also interviews a promi
nent agricultural expert. usually from 
one of the state agri cultural schools in 
the I\orthwPsL on some timely pha~e 
of fanning. 

T wo weeks before a county is to be 
",aluted on the prog ram, the promotion 
wheels hegin to turn. Doughboy deal
ers from the county, the count y agent, 
and the newspaper are illyited to a 
dinner. Here they meet Paul Ray. 
Haeg. and Charles Sarj eant of the 
" TCCO news and special e,-ents staff. 
who scripts the program. 

"This gives me another personal COII
tact with ou r dealers," explains Ray. 
"and that's important to both of us." 

Plans are laid at this meeting for 
publicizin a the broadcast th rough out 
the count;. Presence of the local edi
to r usuall ) insures a front-pa ge stor~. 
includin a names of the Doughboy deal
ers pres~lt. Dealers buy space in Yleir 
home town newspapers, plant addItIon
al news stori es, and mail postcards 
ahout the broadcast to eyery farm fam
ilY in th e arca. Banners featuring all 
g ' by 10 picture of Haeg are placed 
in dealer stores. Haeg also does a 
SU1lday Country journal for Dough
boy 01; which he brings listeners up to 
date on upcomin g farm meetings and 
sums up other farm news of th e week. 

The KXEL program, which started 
14 August. is in a different patt ern. al
th ongh it also bases its primary app.ea l 
on a popular station farm authont), 
Dallas i\IeGillllis, KXEL Farm Direc
tor. i\lcGinnis hroadcasts a I S-minute 
prog ram \'1onday through Saturday 
mom ings. (): 15-6 :30. Duhlwd DOl/gh
boy Daily Farm journal, it provides 
headlinc news, market. and weather re
ports, application of new farm di scu,--
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eries, recorded interview~ witll farm· 
ers alld farm authorities. 

Starting last spring, the compan y 
added its current musical type shows 
on WBAY, Green Bay, and WKOW, 
':Vladison. These shows represent a par· 
allel line of thinking : that farmers can 
be sold \\ hen listening to ente rt a inmen t 
alone as well as to programs with ed u· 
cational content. The announcer may 
1I0t be a farm authority- but he can 
remind farmers that Doughboy sales· 
men are all college.trained agricultural 
specialist~ who spend much of their 
time talking feeds directly with farm· 
ers, helping him allalyze his feeding 
problems and giving him expert CO Ull · 

and WBAY. 
On WBAY it's the TOIVl! flail 

Doughboys, Monday thro ugh Satur· 
day. 12:15-12:30 p.m. The four THO's 
headed by "Cousin Fuzzy." playa mix· 
ture of popular and \\Testern music and 
engage in slapstick antics. They are 
the core of a troupe known as the 
Townhall Players who put O rt one night 
'Stands in the Greenbay area. 

"ende Julius," a sportscaster turned 
llIusidan and comic, holds for th on 
WKOW, Maflison, with a I5·piece or· 
chestra. "Unde Julius" features Schot· 
tishes and Polkas on both his Dough. 
boy Breakfast Symphony and Dough. 
bO.r Dinner Concert. Both arc I5-min· 
ute shows, the breakfast stillt at 6 :00, 
the dinner session at 12 noon. 

Dealers are constantly brought into 
the merchandising pictu reo They dis
play series of window streamers call 
ing attention to Doughboy programs. 
When certain feeds are being featured 
on the air during a given period, they 
may arrange for one or more of their 
customers who have used that feed suc· 
cessfully to write a few words about 
his experience. With the customer 's 
permission, the statement is used in a 
personal postcard mai ling to other 
farmers in the county. 

The company introduced premium 
coupons with Doughboy feeds in 1948. 
"f{adio has proved an ideal medium 
for this promotion," says Cashman. 
The redemption rate has been high. so 
far. Generally speaking, a 35 (70 reo 
demption after fiye years is co nsidered 
good. Doughboy passed tha t within 
the first ]8 months. 

Radio works to promote nearly all 
Doughboy promotions. But Doughboy 
shows themselves are th e biggest pro· 
motional tool for persuading new feed 
merchants to come into th e Doughboy 
fold. A special campaign to increase 
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il lllEIUCfrs l~EnT";ST Al~J) TfU-,UOST nrESTER;~ 

SINGING GlfOUI-

FOY WILLING and the 
RIDERS OF THE PURPLE SAGE 

now starring in Roy Rogers moving pictures, have chalked up ratings 
of 13.5 in Kansas City, 16.6 in Omaha, 14.1 in Des Moines, 15.1 in 
Peoria. This truly fine singing group, using musical arrangements that 
are unsurpassed, will corral that receptive Western Music audience for 
you. 

The following tra nscribed shows now available:-

• TOM, DICK & HARRY • CHUCKWAGON JAMBOREE 
156 15-Min. Musical Programs 131 15·Min_ Musical Programs 

• RIDERS OF THE PURPLE SAGE 
156 15-Min, Musical Programs 

• JOHN CHARLES THOMAS 
156 15-Min. Hymn Programs 

• DANGER! DR. DANFIELD 
26 30·Min. Mystery Programs 

• STRANGE ADVENTURE 
260 5-Min. Dramatic Programs 

• STRANGE WILLS 
26 30.Min. Dramatic Programs 

• FRANK PARKER SHOW 
132 15-Min. Musical Programs 

• MOON DREAMS 
156 15-Min. Musical Programs 

• BARNYARD JAMBOREE 
52 30·Min. Variety Programs 

TELEWAYS RA DIO PRODUCTIONS, INC. 

Send for Free Audition Platter and LOW RATES on any of the above shows to: 
8949 Sunset Blvd .• Hollywood 46. Calif. 

Phones CRestview 67238-BRadshaw 21447 

TRIBUNE TOWER OAKLAND, CALIFORNIA 
Represented Nationally by Burn-Smith 
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l 
dealer" h~ 40', during the next 12 
mon th" will u!-'e the firm's radio slrows 
as tilt' main persuas ioll. 

\Y CCO. KXEL. \YIH y , and \\'KO\Y 
form the nucleu;.; from which Dough
hoy will expand it" radio cO\"erage as 
distribution he c 0 III e s denser and 
"'preads geographica ll~ . The 20' ~ of 
the Mh"erti sing hudget that now goes 
to newspaper:-, regional farm journah, 
and direct mail won -t be reduced. 
Iladio will get ne\\ ll1()ne~. Doughbo~ 
i!-' out to build a fecd empire- with its 

root" in th e air. * * * 

TV UNIONS 
I Con tin li ed from [lage 28 ) 

wage increases on program costs. 
About 75 scen ic designer~ and ar t

i:-ts are inyoJ\'t:'d in fall negotiations 
for a new network contract. They 
failed in an ahorti"e la-day strike last 
~ ear. Scenic people design sets, paint 
scenery. a nd design costumes . \Vith 
the improyement in quality of TV pro
grams, TV set designers ha' e beco me 
more impurtan t to a production. 

The legitimate theater once could 

HIGHEST 
in Des Moines, 
Hooper-wise! 
MORNING, AFTERNOON, 
EVENING., SAT., SUN. 

C. E. HOOPER SHARE OF AUDIENCE 

MAY·JUNE, 1950 

Time 

Morning 
Afternoon 
Evening 
Sat. daytime 
Sun. afternoon 
TOTAL RATED 
TIME PERIODS. 
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DES MOINES, CITY ZONE 17,474 CALLS 

KRNT 

42.0 
43.3 
27.0 
29.5 
24.5 

34.3 

B C D 

2.4 9.1 21.8 
4.8 10.6 10.8 

12.6 7.8 23.3 
9.2 17.2 20.0 

1'8.3 13.1 15.3 

8.7 9.9 18.6 

LOWEST 
PER-IMPACT 

COST! 
BUY THAT 
Very highly Hooperated 
Sales results premeditated 
ABC Affiliated 
Station in Des Moines 

Represented by the Katz Agency 

E 

18.7 
25.8 
25.7 
17.2 
14:8 

23.3 

e1aim the only "experts" in this field. 
There is a definite trend in telev ision 
now toward de,"eloping real experts in 
TY set designing. In only a few cases, 
hO\\"ever, is it possible for one designer 
to deH)te his entire time to a single 
show. This is understandable ,,"hen you 
remember that one network alone has 
over 100 TY shows on the air. 

The union seems confident that it 
will get increases this fall ( but "hat 
union would enter negotiations with 
the advance notice that tlrey don't ex
pect to get what they ask for?). As
sume they do. \Vhen such possible in
creases are pro-rated among the shows 
on the air. the effect in thi s case must 
be negligible. 

The stagehands are the largest group 
to he negotiating contracts with TV 
networks this fall. with some 200 mem
hers involved. Their dollar demands, 
according to the grape," ine. are not 
" too terrific, -- hut they want important 
concessions 111 working conditions_ 
The stagehands include carpenters, 
propert y men , electricians_ swing men, 
roving prop men , luggers. 

In th e theater. shops never work on 
Saturdays and Sundays except on an 
overtime basis. In television, since it's 
necessary to keep programs on the air 
seven days a week, Saturday and Sun
day work has been normal. This will 
probably be one of the "conoitions" 
up for negotiation this fall. 

One of the biggest single unit costs 
in putting a show on the air embraces 
engineering, or technical people. For 
example, a minimum average crew in-

I eludes three cameramen , one sound 
man, one ,"ideo man. one technical di
rector or switcher, one mike boom 
man, two or tbree dolly men. ( If 

lighting men were counted as part of 
the tech nical crew, as some unions do, 
this minimum would be increased hy 
two.) 

There are some 2,000 of these tech
nical people in three unions (XA BET, 
IATSE, IBE\\! ) il1\olwd with TY. But 
their con tracts do not come up for re
newal until the fall of 1951. 

Contract renewals for other unions 
cOllie up at various dates during 1951, 
or later. For example, both the Iladio 
and TV Directors' Guild and Screen 
Cartoonists' Guild renewal oates arc in 
the spring of 1<)31. AF~l agreemen ts 
run through February. 1951. Broad
casting Studio Employees ben e a con
tract running tlrrough ~lay. 19.52. 

But it is ohviously impossihle to 
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in 

charleston 

west virginia 

one 

will 

gel 

you 

more 

Ihan 

all 

Ihe 

ol her 

four 

wchs 
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BMB reports the 
Charleston, West Virginia 
Market 

As the latcst Bl\[ B figures bclow proyc, \ VCHS audiences 
are larger and CO!!! less to reach than those of all the other 

four Charleston stations combined. 

we H S has 28 % MORE night-time listeners thon the combined 

listener toto I of the other four stotions. 

we H S hos 15 % MORE daytime listeners thon the combined 

listener total of the other four stations. 

we H S rote is LESS thon holf of the combined rotes of the other 

four stotions ••• doytime or night. * 

* 260 time chainbreak rate as pub lished i5RDS 

we H S 6 or 7 doys per week rodio fomily totol 83,500 
Four stotion totol 72,340 

W CH S 6 or 7 nights per week rodio fomily total 66,480 
Four station totol 51,780 

WCHS 
Charleston, West Virginia 
580 KC 5000 W FULL TIME 

CBS 
Represented by The Branham Company 
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v:j;;:':~::':~'<f!J Pr o g ram m e d 
by all fou r 

major networks 

~peculatc on \\ hat cond itions will be 
then, the world milit ary si tuation be
ing "hat it is. 

It was anticipated by some network 
officials in the early days of TV tha t 
jurisdictional disputes might interfere 
with programs go ing on the air. This 
has not proved to be so. The mo~t im
portant j ur isdictional di~putes remain
ing to be settled involve TV actors. 
These have prevented wo rking out con
tracts with the networks which would 
set min imum wages, and define work
ing conditions. 

The batt le is sectional - Eastern 
again~t Western unions. The West 
Coast un ions were concerned mainl y 

I with motion pictures until the advent 
of TV, and are worried about losing 
their control of the movies. 

The 'Vest Coast performers' union, 
Screen Actors Guild (SAG ), claims 
jur isd iction over all persons, extras 
excepted, performing on film or sound 
track. Screen Extras Guild (SEG ) 
cla ims jurisd iction over extras. . 

They are con testing jurisdicti on 
wi th the Ame rican Guild of Musical 
A rtists, American Guild of Variety 
Artists_ Actors' Equity Assocation , 
American Federation of Radio Artists. 

The parent union of all these unions 
is the Associated Actors and Artistes 
of America. The AAAA has appointed 
a "Television Authority" to make rec
olllmendations on wages and working 
conditions. but SAG and SEG have 
('a iled it " illegal" and refused to have 
anything to do with it. 

The question of jurisdiction is now 
before the National Labor Relations 
Board for settlement. It will take prob
ably another year to settle and could 
easily take two, optimistic reports to 
the contrary. 

Another situat ion which has pre
vented setting of minimum salaries and 
wo rking conditi ons is an internal dis
pute (not jurisdictional) within the 
overall writing union as to who shall 
represent TV writers. The parent of all 
the writing unions is the Authors' 
League. Its unions include the Radio 
Writers' Guild_ Television Writers' 
Group. Screen W riters' Guild. Dram
atists' Guild. The Auth ors' League it 
self hasn't so lve(l the question of which 
of its unions will represent writers ill 
tC'levision. 

S,VG, for exampl(', want s representa
ti on where TV film is concerned. R\,TG 
s(·eks ('ontrol of all li ve programing. a~ 
d ol'S TWG, which has workf'd closely 

with telev ision longer than the others. 
The Authors' League has appointed 

a temporary body called the National 
Television Committee to act informall y 
fo r all its groups until the question ; f 
representation is settled. The NTC will 
present its package of demands to the 
networks this fall. 

If the NTC succeeds in its demands. 
the chief results will be to set minimum 
salaries. This will affect only the sec
ond echelon of talent. 

~Iusicians of the AFM (American 
Federation of Musicians - Petrillo's 
union ) are still generally forbidden to 
make sound tracks for TV films. But 
live network rates have been set at 
90 ~1,-, of radio rates and lQcal rates at 
8Wlr: of radio rates. Current a rr ree-1:' 

ments run through 1950. 
The overall TV union picture is rela

tively simple now because only three 
areas. New York, Chicago, and Los 
Angeles, are concerned. This is because 
TV unionization is presently concen 
trated largely in those areas. For all 
practical purposes network sponsors 
have only network-union relations to 
contend with, and each network has 
thus far managed to keep jurisdictional 
differences on a workable basis. 

There have been a few instances of 
unions' insisting that the ne tworks use 
more men than actually needed; but 
this has not been a significant factor 
in the bill to the sponsor. 

TV unionization of individual sta
ti ons throughout the country has made 
negligible progress thus fan. so local 
problems have been few. But there 
have been exceptions. 

The big hope for the future is that 
networks, individual stations. and 
unions will continue to devise produc
tion shortcuts. Since the whole pro
duction operation is still in a state of 
vigo rous experimentation , there are yet 
unimagined savings in time- the big
gest single consumer of production 
dollars - to be \\·orked out. * * * 

DRUG STORES ON THE AIR 
(Continll ed fr0 11l page 30 ) 

show. and a minute at the end. Our 
punch is ill 'Get it at Whelan's,' 'Get 
it at Whelan 's,' 'Get it at Whelan's'; 
and we feature low prices. high qual 
ity and fri endly service." 

" rheIa n's sent the f ono wing memo 
( illustrated ) to its storp managers: 

" \[r. Store Manager: It is most iIll-

SPONSOR 
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Stalldillg Room Ollly - means the sho\\'~ a hit ! 

And it's heautiful , beautiful at the hox office! Here a t KTT\, 

we've hung out the SRO sign to stay. Our 

program schedule is jampacked with tal ent from beginning 

to end-CBS·TV stars like Godfrey, Sullivan, Murray, 

and sponsors like Chesterfields, Linco ln.l\l ercury, and Budweiser. 

And the schedu le is interlaced with local shows of 

equally strong impact - like Los Angeles' only TV newsreel 

presenting local and international news 011 the same day 

of occurrence, prepared by a 12·man full-time 

staff at the Los Angeles Times ... including KTTV's own newsreel 

correspondent in the Far East. Advertisers reali ze 

that KTTV's SRO schedule means SRO sales for them. 

If you don't mind crowds, you'll want a 

place on KTT\, yourself. Ask us or Radio Sales. 

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

Los Angeles Times· CBS TelelJisiun 
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Best Buy in 
SOUTHERN 

NEW ENGLAND 

WTle • 
Families 

in the WTle 
* BMB Area 

spend each year 
** $ 2,317,525,000 

in retail outlets 
** 

$606,589,000 
in food stores 

alone! 
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 

* B:'>IB S t ud y # 2, 1949 
* *Copyright Sales Management Sur· 

vey of lluying Power, May 10, 1950 

W-rIC 
DOMINA,.t;.s 

/ 7'11£ PROSPE1i\O\aS 
SpVTHERH NEW .. ",,-lo.Ii\.W~ 

porta ll t that the televised items are 
, backed up to the fullest by good prom

inent in terior displays and are shown 
in your televis ion \\'indow~. Photo
g raph~ on th is sheet indicate how you 
should make your counter displays 
a nd ho w yo ur television windo\\' 
should look. Do not deviat e from the 
set-u p gi yen you here. Follow in
structions exactl ) as outlined." l\'eed 
we "ay more? 

\,\ 'helall 's also use institutional dis
play cards that bear statements like 
th ese: "As adver tised on television" : 
" Th is item advert i"ed on the two en
terta ining televisioll shows, Cavalcade 
of Ballds (Tuesday s) . Cavalcade of 
S tars (Satu rda) s) " ; or "Television 
S pecial." 

Vntil recently. Whelan's carried both 
producti olls. No w. the Druggists of 
America have taken over sponsorship 
of the Cavalcade of S tars in the New 
York area . also ill Boston and Atlanta. 
There is a move on at the prcsent time 
to change the tie- ins for the S tars in 
all areas from chains to indcpcndents. 
It's likely that th e National Associa 
tion of Retail Druggists will tie ill 
I'ompletely with th e Cavalcade of Stars 
,;o l11etim e in October. 

Generally , th e chains around the 
country sponsoring the two TV shows 
a re j list as active in radio. Rt'xall has 
had one major network show. th e Sun
day Harris-Faye. ( It is reported that 
thc show, on hiatus for the summer, 
v. ill not return ill the fall because of 
the network's desire to shift it out of 
its presellt time slot. Richard Dia
mOI/(Z, on NBC at the present time. 
Ilia y be the penllallellt replacement. ) 

The Bexall Drug Company also has 
sig ned for 260 transcribed IS-minute 
open-end \V es tern s huws , Rexall 
Rhythm Roundup. These will he used 
exclusively for independent franchised ' 
Rexall df' alers known as l{exallites 
( there are 10,000 from coast-to-coast ) . 
Plans call for usin g Rexall Rhythm 
Roundllp in 400 to ()SO local markets 
on a three-e-w eek to fiv e-a-week basi5. 
Thc "-h ow is prodlwed by the Coun
selon; Adve rtisillg Agency in Holly
,,-ond . Acco rding to Frank Miller of 
Counselo rs: " The initial contract while 

I ca lling fo r only 2()() shows provides all 
option and it 1"- expected R e.wll 
Rh ythm ROllI/dill) will develop into a 
continuous series of 1.040 shows. A 
llumber o f sta tions will beg in airing 
Rcxoll Rhythm Roul/(/Ill) 1 ~ept cll1ber." 

Individllal llexall store~ ha,'e lIsed 

radio locally for a number of years. 
For example, WKBZ in Muskegon. 
.Michigan. reports that it airs This is 
}'our Doctor, a "transcribed feature 
"ponsored by Fritz, the Druggist (Rex
all ), every Sunday afternoon at 12-
12: I S. in tribute to actual American 
medical men and with a strong appeal 
against socialized medicine. Holmes 
Rexall Drugs .. . takes a q ualter-hour 
record show with us before Sunda~ 

baseball broadcasts with the Detroit 
Tigers." 

KGLO in .Mason City, Iowa. states 
that '-The Casey-Rexall Drug of Masoll 
City has been a regular spot ad,'ertiser 
on KGLO for many years. including 
the sponsorship of occasional athletic 
events. They feature prescription ... 
with minimum attention to other items 
in the store," It is estimated that 
Case) ' s spend about half their ad bud
get 011 radio. 

Other major chains operate much 
like Bexall. \'i/algreen ties in with the 
TV Cavalcades (Memphis, Louisville, 
Chicago) , and is strong in local and 
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regiuual radio. Their work in ~'l elll

phis is typical. Here the cO lllpany has 
advertised over WMPS for the past 
four yea rs. It's estima ted that they 
~ pend about $35.000 a year with the 
~ tatjol1, have always used ncws broaJ
r asts of fiv e·minute duration through
out the day (approximately 43 uews
casts each week ). The cOlllmercials 
plug departments. special products, 
a nd also promote the en tire :-: tore as a 
shopping cen ter. 

WOOD in Grand Rapids sta tes, 
"Walgreen's have used WOOD in the 
past. The last show was W eekelld Re
porler, scheduled 8:15-8:45 a.m., Sa t
urdays. This wen t ofT the air 4- March. 
1950. The program, still broadcas t in 
Chicago, is a combination music and 
shopping feat ure, and plugs fi\' e dif
ferent items for sale at Walgreen's 
storcs. \Ve are currently negotiating 
with Walgreen 's for another show . 
.0;'othiug is defiuite as yet:' 

Also, " \Valgreen Drug Stores," the 
BAB reports, " use ladio as an impor
tant phase of their opeuing ceremo
uies, employing either spot announce
ments or newscasts:' 

Smaller chains are of ten just as big 
radio users locally as are the larger 
oues. In Memphis, where Walgreen's 
employ the use of uewscasts, the Pan
taze Drug Stores (six stores) use a 
full hour lllusical program on the same 
station (WMPS) . This is a Saturday 
morning program featuring the top 
tunes of the week, costs about $6,000 
a year. As in the case of ' Valgreen's, 
Pantaze has been Oil WMPS for the 
past four years. 

Oseo's, a super-market type of drug 
store that operates in cOllnection with 
a small chain, has used KGLO in Ma
son City, Iowa, since 1940. The com
pallY has used dail y announcements or 
script programs throughout the years. 
has spent consistently $100 to $150 
weekly. They currently use 10 an
nouncements a week, plus sponsorship 
of special events when they occur. 
Osco's has fea tured for the benefit of 
its farm audiences, its "Animal and 
Poultry Care Departmellt," which in
creased over 40 % in volume through 
the use of radio. In addition, KGLO 
reports that , " Osco Drug has also had 
notable success in years past in mov
ing carload shipments of coffee. using 
two-thirds of its ad ver tising budget on 
KGLO." 

Radio has played a big part in the 
advertising set-up of the Standard 
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Ask any of the 32,000 

prosperous, radio-owning 
farmers in Western New York 
who Don Huckle is. They'll tell 
you he's the fellow they have been listening to every 
morning for years ... on WG R. Thousands know Don 
personally, for he travels from farm to farm, recording 
interviews for his broadcasts. 

Here's a rich farm ma rket wi th a $160,000,000 annual 
income for advertisers on WG R's early morning farm 
information programs ... 7 days a week. Rural level of 
living is high above the national average in the eight 
counties blanketed by WG R! Make a test ... and see! 

111 Buffalo WGR's ratings are higher than ever 

COLUMBIA NETWORK 

Leo J. ("Fitz") Fitzpatrick 
I. R. ("Ike") Lounsberry 

RAND BUILDING, BUFFALO 3, N. Y. 

National Representatives: Free & Peters, Inc. 
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COTTON BELT GROUP 

mail pull! 
rural sales! 

SEPTEMBER 18 IS 
THE OPENING 
DAY OF THE 

COTTON BELT GROUP 

Programming for the rural trade 
area, PLUS terrific "sky wave" 
between the early morning hours 
of 5:00-6:00AMCST. SELL from 
East Texas to the Delta on 
WeVM-KDMS-KTFS, the 
COTTON BELT GROUP 

LOW RATES -
ASSURED RESULTS 

COTTON BELT GROUP 
BOX 1005 TEXARKANA TEXAS 

COTTON BELT GROUP 

This round-faced boy is Ford Nel
son, whose nimble piano playing 
and smooth chatter offer one more 
good reason for WDIA's high 
Hooper's listetler loyalty a nd thus, 
advertisers like these: 
*Sealtest 
*Bromo Quinine 
... Ex Lax 

* Pe psi-Cola 
*Stag Beer 
"'A-Way Cold Tabs 

HOOPER RADIO AUDIENCE INDEX 
C ity : Memphi s, Tenn. June.July 1950 

TI", " 
M ·F 8AM ·6PM 

SETS 
17.5 

WDIA 
25.9 

ABC D " F 
19.9 15.0 14. 4 10. 1 7.8 6.1 

"\\'Dl.\. )'feml)his. TClJllcssee . nCl't FI""rguson, 
:,\fll~r., lI~lrold \\"alk er, Com'l ) l ngr. John E . 
I-l'arson. Hep. t. 

I t cross-sectioll of drilY stores 011 the air 

SPONSO R 

I Goode's Drug Store; 
ASII E\lLLE. :\. c. 

Marshall Pharmacy; 
SPRINGFIELD. OHIO 

Stoick Cut Rate Drug; 
l\ I1SS0ULA. l\101\'T. 

Diamond Drug Co.; 
JOHNSTOWN, PA. 

Knoxville Drug Club; 
K1\'OXnLLF:, T F:1\':\ . 

Osco Drug Store; 
1\lAS01\ CITY, IA. 

Pantaze Drug Stores; 
M F: l\IPIIIS. TEl'<N. 

Fritz, the Druggist; 
l\IlISK EG ON. M IC II. 

Thames Drug Co.; 
BEA Vl\IONT, TEX. 

Hook's Drug Store; 
11\DIANAPOLIS, 11\'D. 

Kent County Rexall 
Druggists; 

GHAND RAPIDS. MICII. 

Holland's Drug Store; 
l\IANCHESTER, X. H. 

Valley Cut Rate Drug; 
ALAMOSA, COLO. 

Katz Drug Store; 
OKLAHOl\IA CITY_ OKLA. 

Lane Drug Stores; 
A TLANT A, GA. 

Liggett Drug Stores; 
BOSTON. '\IASS. 

Peoples Drug StorE)S; 
WASIlINGTOl'< , n. C. 

Read Drug Stores; 
BALTI'\WRF:, 1\10. 

Sun Drug Stores; 
PITTSBU ltGII , PA. 

Walgreen Drug Stores; 
CIIICAGO. ILL. 

STATION 

WWNC 

WIZE 

KGVO 

WARD 

WNOX 

KGLO 

WMPS 

WKBZ 

KFDM 

WIRE 

WOOD 

WMUR 

KGIW 

KTOW 

WAGA-TV 

WNAC-TV 

WTTG 

WAAM 

WDTV 

WGN-TV 

PROGRAMING 

anncmts 

S-min prog 

1S-min prog 

1S-min prog 

60-min prog 

anncmts 

60-min prog 

1S-min prog 

1S-min prog 

30-min prog 

1S-min prog 

1-min anncmts 

1S-min prog 

1S-min prog 

Cavalcade 

Cavalcade 

Cavalcade 

Cavalcade 

Cavalcade 

Cavalcade 

SCHEDULE 

18 a wk 

3 a wk 

6a wk 

3 a wk 

1 a wk 

lOa wk 

1 a wk 

1 a wk 

21 a wk 

1 a wk 

3 a wk 

9a wk 

1 a wk 

Sa wk 

1 a wk 

1 a wk 

2 a wk 

2 a wk 

2 a wk 

2 a wk 

Drug Company t 5 c ~ ~tores) in Cleve
land. The c Olllpany has u~ed the air 
for th c past fiv e ) ears. and ~p()n~ors 

th e 7 :()() a .m. lI ewsca~t on WHK in 
Cleveland. The Gray Drug Company 
t 77 ~t()rt',. I ha", "'ponsor('d :;: h ()w~ or 
plln 'ha~ed ~pot tilllc 011 Will-\. for th e 
la"t ~e\l'll )ear~. Both (,()lIIpanit·s plug 
all lIational brand Ill e rchall(li~c b) de-

partments on a coolwrative hasis. The 
station itsclf aids in promotioll work. 

Ac('ording to \~T HJ\: , "The radio sta 
tion's product promotioll oircctl)
utilizes all drug outlets whi ch indudc~ 
!lot on ly personal ('on tac ts hy :;:ta tion 
represcntatives, but point-of-purchase 
,.;ale~ reminill'rs. direct mail. ou r 111 ('1'

chandising di splay gllide, displa\' casl'S 
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• 0 every 
.1". the U"ited radios 
IS I" the WAf States 

AO area 

In the vast, thriving Midwest a rea blanketed by W .MAQ, 

almost 9,000,000 radios are in use ... more than ten percent of all 

the radios in the nation. 

This mighty area also is the home of one out of every ten 

families in the United States ... earning one out of every ten pay 

checks earned in the United States ... and spending one out of 

every ten dollars spent in the United States. 

Dominating this great Lake Michigan States Market is 

\X1.MAQ - lcbicb delit1ers a dail), audiellce llOt 0111)' lmger tball tbat 

of all)' otber station. bllt larger tball tbat of all)' otber adt'ertisillg 

medium. 

Place your advertising schedule on W .MAQ ... Master of 

the Lake Michigan States .Market. Contact WMAQ, l\Ierchandise 

l\Ian, Chicago, or your nearest NBC Spot Sales Office 1I0W for 

assistance in planning a campaign that will mean greater sales of 

your p roduct in a great market. 

Sources: Doily Listening-BMB Study No. 
2, 6·7 Days per Week; No. o f Rodios
BMB Study No.2 and Coldwell-Clements 
Publishing Co.; All Other Stotistics-
U. S. Bureau of Census. 
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FOR YOUR 
NEW FALL 

SCHEDULES. 

You cannot afford to over

look Houston, Texas, the 

South's Largest Market, 

and the Nation's Four

teenth Largest. 

Nor can you afford to 

overlook the Best Dollar 

Buy* in that Market

Radio Station K-NUZ. 

t'r.urreTl ! !I00/leT-COS! Ra!io. 

And, by the way • •• 

Hats 011 to these 
New K-NUZ 

Advertisers. 
J)t'lll} ne 

'Irs. Tu('kt'r·s Prot.iud s 

Ipana 

I .o n.' Slar Fit'sta It·(· Crean. 

Tran~-T('xas Air\o\ays 

CALL, WIRE OR WRITE 

FORJOE: NAT. REP. 

DAVE MORRIS, MCR. 

eE-880l 

k-unz 
(KAY-NEWS) 

9th Floor, Scanlan Bldg. 

HOUSTON, TEXAS 

within the stati on. streamers and cour
tesy announcements." 

Other station~, too. have seen the ad-
I visability of getting into the act. 

WI \G in Day tun states, "l\Ionthly we 
mail Druggists Briefs to owr 200 
druggi~ts in our listening area. \Ye 
also g ive them a bonus program every 
wpek ellti tled, Good /\'eighbors. On 
this program we advertise general 
drug merchanllise. The druggists are 
informed of these items in the Drug
gists Briefs previously mailed out. 
They cooperate by building displays 
on these items and thus WING and 
the druggists work together. We tie 
this in with the national and network 
adverti~ers:' 

\VNOX III Knoxville, Tennessee, 
originated the idea in 1946 of having 
members of the Knoxville Drug Cluh 
sponsor The Saturday Matinee. They 
have sponsored the hour-long musical 
ever since. The club itself, composed 
entirely uf independent retail drug 
store owners (ahout 60). was organ
ized more than 50 years ago. The 
Saturday Matinee is the only promo
tion or advertising in which the club 
has engaged in recent ypars. Partici
pation on the part of the druggi"ts is 
voluntary: 26 members are signed up. 
The rptail druggists pay half the pro
gram's cost: wholesalers and manu
fac turers pay the other half. The pro
gram does 110t promote medicines. 

" If we had heen willing to promote 
medic ines." says olle leading Knox
ville druggist. " we would have had 
more mOlley ( from manufacturers ) 
than we would have known what to do 
with:' 

The nanl(' and address of each spon
soring druggist is mentiolled during 
the program. Also, once every 26 
wpeks. each has his stofe featured on 
a broadcast. WNOX promotes the 
program almust exclusively hy cour
tesy annOllllcpments on th e air. " The 
l)pst way to get cooperation is to give 
some." WNOX told tIw druggists. 
"This is the time to plan vital active 
efforts to do a better business and sup
port the ('oopp.ration of your whole
sale supplier with aggressive selling 
behind every connter in every neigh 
borhood store in th e community." 

I t is difficu lt to determine lIce-nratp-
Iy how l1Iuch radio ach·ertising is 
adually done hy the illdeppl1l1p.nt drug
gist,;. Although BAB reported relative
ly ~ma" activity, tlw rec(,IIt SPONSOR 

suney sho\\"p(l widcspn'ad usage' 

among the independents; and a great 
deal of optimism regarding further 
use. There were several instances of 
planned promotional work reported to 
SPO;\SOR. 

Peter Dilf'o's partie~ are only one 
pxample. He is radio-minded and has 
been a consi~tent user of the medium. 
He has spent as much as $24,S a 
month for announcenwnts and pro
grams on \VJBO. For one thing, when 
the Lucky Social Security JVznnbers 
program was heing heard over \\'lBO 
he purchased a five-minute segment 
across thp board. When interest in 
this program rpached its peak, his 
sture traffic jumped lip 1.000% . 

Dileo devotes about 2( ~ of his gross 
sales to advertising; Bart, of this to 
radio. I n addition to his radio-pro
moted Christmas and Eastp.r parties. 
he runs a continuous spot program 
throughout the year. Other advertis
ing ( like newspaper) is tied in to his 
radio promotions. His parties are not 
hit-or-miss affairs. For instance, 10 
days prior to the Christmas party 
(which is held one week before Christ
mas). he will gradually build the num
her of announcements promoting the 
party. toys. and gifts for the whole 
family . He will use the same system 
for the Ea~ter party. Results; Last 
Christmas he sold completely out of 
toys twice: and last Easter, he sold 
completely out of Easter candies three 
different times: and all Easter toys, 
rabbits. haskets were sold down to the 
last plastic Easter egg and chocolate 
candy rabbits. \Vhen special promo
tiolls are 1I0t ill effect, Dileo uses radio 
for plugging ci ty-wide. free pick-up 
and delhoery service on prescriptions 
amI drug needs. His gross sales have 
increased over 400 % annually si nce 
he moved into his new location 111 
1948. and began the use of radio. 

Thpre are other Dilpo's around the 
l"oulltry. like Goocle's in Asheville. 
1\'. c.. amI Holland's in Manchester. 
~. H .. druggists with sound consistent 
radio work. A Wall Street lOUT/wi re
port showed that in 1948 Goode's Drug 
:-;torp sold about S500,000 \forth of 
merchandise. In that year he devoted 
"bout $6.000 to advertising. His ad
vertising for the past several years has 
been dividecl between radio ancI news
papers. with about 80(; of the budget 
going for radio. Dr. John A. Goode, 
owner of the store, himself carefully 
selpcls the adjacencies for his commpr
cia l~ an(1 lI~p.s spot <lnrIoun("(,lIIents ex-
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-t-------l--t- Have you r 
-+--+-~-+--+---Salt Lake City Sales 

-I---~--+-i --+-1 -+- i I I I ---L - ---L --I-. .1 
-t-t--t-----t-----+j U mped up 232 %?~----t-+--

,' 0 ,' 

They should h~ve bounced way up and stayed 

there. Because retail sa les in the entire Salt Lake 
---4-- City wholesale distribution a rea (w hich 

coincides almost exactly with KSL's primary 
listening area) are now 2.32 % higher than they 

were ten years ago. A whopping S7() I,(l..t5,OOO! 

Retail sales are not only way up in Inter
mountain America, they ' re going up faster 

(at a 14.8 % higher rate of increase) than the 
+-.....:.,--t---I-- rest of the nation. And so is population. 

Today more than a million people live in 
KSL territory ... 25 % more than a decade ago.--t-
And still more are mov ing in twice as fast 
as the average national rate of growth. -t----t--

If your sales have not jumped as high as they -----1-

should in Intermountain America, the thing 

to do is to buy 50,OOO-waH KSL, the one and only 

sta tion yo u need. For a ll week long, KSL 
---+-----11--+-- delivers many more listeners than a ny other 

Intermountain America station or regi onal 
-+-~I--+-- -f--+--

network. And can SELL them for you at the 
LOWEST COST per custome r! I 

K S L--+---+-
SALT LAKE CITY 

50,000 WATTS 

_+-_~_-+_-I _ _ ~_+-_~_-+_-I __ ~_+-_~_-+_-+ __ ~_+-__ CBS +-_~_-t-_-I __ ~_ 
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WI B C 
Indiana's 
First and Onl y 

50 KW Station 

i. 

WI BC offers all of Hoosierland in one profitable 

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

erage-and at the fOllJest rates of any 50 KW sta

tion in the middle west. 

Within WIBC's 0.5 MV contour live 1,068,166 

radio families* ... with total buying power of 

$4,985,952,850.00.** 

*19498MB 

**1950 Sales Management Survey of Buying Power 

Ask your John Blair 

man about valuable 

time, big coverage, 

low rates at. .. 

WIRe 1070 KC 
BASIC 
MUTUAL 

The friendly 
Voice of Indiana 

cl usi\-ely. He uses hoth chain breaks 
and one-mi nute announcements pre
ceding newscasts on \YWl\'C in Ashe
ville. He will not consider any other 
adjacency. Dr. Goode has used 
\V\,' A'C for over 10 years; his curren t 
sched ule. H: announcements a week. 

In a recen t letter to the stati on. Dr. 
Goode wrote. "All in all we are a 
pleased customer and expect to renew 
our contract when the present one ex
pires." Goode's hm-e varied their com
mercial copy from plugging the photo 
de\'eloping department in the summer 
(the store has one of the larges t de-

I "eloping departments, if 110t the larg
est, of any drug store in the country), 
to pu:-hing prescriptions during the 
winter. 

Holland 's Drug Store in Manches
ter has advertised with Wl\l 11R for 
the past two and a half years. It has 
steadily increased its radio advertis
ing frOIJ1 originally three supper-hour 
announcements per week to a present 
schedul e of nine per week, day and 
night. The one-minute commerc ials 
air prescription department institu
tional copy only. About (i0('~ of the 
store's ad budget goes for radio. A 
yea r ago Holland's found it necessary 
to expand its prescription department 
hy a third because of increased \'01-
ume of prescription business. 

Transcription companies report that 
both independents and chains use their 
transcribed shows or announcemen ts. 
Ziv has 10 drug stores using major 
shows like WaY1le Ki1lg, Guy Lom
bardo, JlJeet The lIIe1ljol1s , Boston 
Blackie, Easy Aces. The World Broad
casting System has 21 drug store SPOIl

sors using it s shows and jingles. in
cluding Dl~ck Haymes Show, Lyn Mur
ray Show, Homemaker Harmonies , 
time jingle, weather jingles. 

Harry S. Goodman Productions has 
beell parti<.:ularly successful with lts 
two transc rihed shows made to order 
for the druggist: Baby Days and Doc
tor's Orders. Doctor's Orders was re
leased th e first of the year and is in 
about 50 markets. The IS-minute show 
dramat izes the average family 's need 
for up-to-date medical service, and 
tell s people ahout modern med ical 
prac tice in words they can under
stand. There are two and a half min
ut es of com m e r c ials intPfsperH'd 
throughout th e program; a perfect 
tie-in is c reated for the drug store 
pilch. Costs for the production range 
frolll $:3.50 a ::-how in markets und er 
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15,000 population , to . '65 a show in 
cities like New York. Goodman re
ports that 35 drug stores now use it. 

The old-time prescription fill er is a 
thing of the past. The 49,325 inde
pendent drug stores in th e United 
States and the 3,978 chain drug stores 
sold $3,611,000,000 worth of mer
chandise last year, 1110st of it other 
than drugs; chains did about 30 r~, of 
the business. 

Drug T opies (1949 ) lists the fol
lowing catego ries with respective im
portance in sales volullle for most 
drug stores: 

Categories 
Pre~cri pt ion" 
Drugs, medici nes, chemical CO III-

pound ,; . 
Ruhber goods .. . ..... 
S urgica l, hospital s lipplie5 .. 
CO~l1l e ti cs, toilet article~ .. _ .. 
Fountain, meals, bottled ~o ft 

drinks .......... .......... _ ................. . 
Confectionery and nut ~ ............ _ 
Tobacco products and su pplie" . 
Beer, wine, liquor ( forhidden in 

sO llie states) 
S tationery, hoo b , periodicals 
Other sales 

% of 
Total Sales 

14.76% 

17.70 
.71 

2.57 
I ·U8 

17.70 
5.23 

llAO 

2.26 
5.37 
7.92 

Advertising is geared to the depart
ments in respect to the importance of 
each, and the druggist can oft en use 
the air at relatively little cost. Co-op 
advertising is prevalent in the drug 
industry; so is good organization. The 
combination of the two is conducive 
to sound industry-wide promotional 
progress. The small druggist is be
coming a larger operator, is modern
izing hi s business. Modern merchan
dising calls for planned promotion 
and adverti sing. From th e point of 
view of co-op advertising, or from that 
of a low-cost-per-thousand basis, the 
use of the air is becoming increasing
ly important among drug store adver

tisers. * * * 

OPIN IONS ON AGENC IES 
(Conlinlled from page 27) 

I got out of college," he sa id. "That 
taught me what this country is like, 
gave me a feel for various·sized COIl1-

munities. But many account men lack 
that kind of broad ex perience. Fre
quently, they're products of the big 
c ities, and the Iv y League colleges. 
Their experience is limited to the sil
ver-spoon-in-the-mouth c rowd:' 

In practice. such narrowness of so
cial background weakens the acco unt 
man 's judgment about sales appeal to 
a mass market. The young adver tisin g 
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manager ci ted this example. 
" Recen tl y, an accoun t executive 

from one of our agencies came to me 
with some cO/ll mercial copy for use on 
our radio q uiz show. It went some
thing like tlris. 'Soc iall y and in busi
ness, too, you ca ll look yo ur best if 
you ... .' The Oaw in that line is the 
~\' ord 'sociall y.' To the guy who works 
in a steel plant. 'socially ' is just a word 
out of the society col ullin rpferring to 
the doings up in the big houses on the 
hill. We changed the copy to read, 
'With your best girl , and on the job, 
too.' ... " 

Narrowness ill agency experience as 
well as social hackground handicaps 
acco uut nwn. Many of them work their 
"ay up in the agency as specialists in 
one medium on ly. Rounded experience 
in all media is rare. 

"When an account man knows on ly 
black and "hite, for example," one ad 
manager explained, "he's at the mercy 
of his own agency radio assistants. He 
can't supervise them when he kn ows 
nothing about radio. .Moreover, he 
may get his radio department in trou
ble by making promises it can "t keep. 
In a meeting with the client, he may 
be asked. unexpectedly. for an es ti 
mated price on a certain type of show. 
Suppose he's off by a large margin. 
Then he has to come back the next day 
and say the radio department can' t do 
it. There's friction, inevitably, on both 
sides. I kn ow of a t least two major 
acco unts which changed agencies for 
just this reason." 

III some cases, acco unt executi ves 
aren't even experts in one medium. 
They ma y merely be hail fellows, he
roes of the lunch table and golf co urse. 
Account executives of this school tend 
to bring along a crew of radio, copy, 
or ar t specialists when they meet with 
the client for discussion of a campaign. 
This can be stimulating, but it is also 
a cumbersome procedure. 

When the hail-fell ow account execu
tive leaves his experts at home, he must 
personall y absorb the advertiser's point 
of view well eno ugh to be able to in- I 
struct them. But a man who's short on 
real knowledge of a subject makes a 
poor instructor; and he may not even 
make a good messenger. 

This all paints a pretty black picture 
about account executives. But things 
aren't that bad. actuall y. All of the ad
vertising managers wh o told tales 
about the peccadillos of account men 
hastened to add that th ey were mainly 
talkin g about extr eme cases. Still, it 
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\\ a:o: a rare adH"rtiser whu didn't get 
around to acrount men at some puint 
in his diS{'ussions with SPO:'\SOR. 

plained tha t tlw must impurtan t eit, ill 
hi s territor\' had been left out in a TY 
announ('emen t campaign we're run
ning. \Vhat's happened is tllat some 
gi rl in the agency timebuying depart
l1If!nt ('ouldn't dcar a slot O il thc 111 a j or 
T \ station in that (, ity. So she skipped 
the city without gi"ing consideration 
to the fact that \\ e'd rather buy the 
seconci-best stati on than lea ve this cit) 
out en tirely." 

Another kf'} figure in the agt'nry 
,dlO ('ame 111 for cri tici"m ,ra:- the 
timehuyer. The feeling \\"<1" not so 
much that top timebu~ ers are un
,:killed: rather, it was that too much 
of thc actua l stati on selection is done 
hy cOl1lpara tin·ly unskilled a;;sistall ts 
heeause the tOjl men are pcrt'nllially 
mer-burdened. Another :"ponsor was eaustic ahout 

the stay -i n-l\' ew- York propensitie,: of 
sUllie timchm'ers. .\s a hea\'y radio
TY spot b uycr, this man's always 0 11 

"j u,:t this morning." said all a(h er
tiser. "I got a letter from olle of our 
distribut or,.. in the ~Iichrest. He com-
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Why do it 
the hard way ? 

II! Let's look at the facts devoid of any hokum. Of 

course you can reach a large part of this market with

out buying WSM. There is nothing to prevent you 

from selecting a complicated combination of news

papers and small radio stations throughout the Cen

tral South Area. 

m But , still looking at the facts, that's the hard way to 

do it. That's the expensive way. 

II Th e simple, economical method is to choose the one 

medium that gives full coverage of this rich market. 

And that one medium is WSM. 

II The reasons are these: WSM operates on a I-A Clear 

Channel taking your sales story to the Central South 

Market with the greatest power permissible under to

day's FCC regulations. To hold the interest of its mil

lions of listeners WSM specializes in producing local 

originations with particular a ppeal to this section of 

America. Through 24 years of live-talent broadcast

ing this station has developed a staff of entertainers 

that is unique both in its quality-some of the coun

try's biggest names, and quantity-over 200 people. 

CLE AR CHANNEL 

50 ,000 WATTS 

• Yes, WSM is different. WSM is the one medium 

that offers both the coverage and programming facil

ities to sell your products throughout the Central 

South Market. 

IRVING WAUGH 
Commf!'rc,ol Manager 

EDWARD PETRY a. CO. 
Nohonol Repre senloJ, •• 

the looko ut for a good harga in. "r 
kn ow that in my home eit)' one of the 
small stations has a large and loyal 
Swedish-AnlPriean a udience;- he said. 
"Housewiws \\'ho listen to that station 
are id eal for the messagf' I'm trying 
to put over. But the agent'). if left 
alone. would pass up that station be
cause its timebu yers hawn't gotten out 

I in the fi eld enough to knmr indi,idual 
markets. " 

Apparently, the rout uf this trouble 
lies within the agencv organ ization it-

I 

"elf. Few ageneies h3\'e enough rea l 
pxperts to go around. Or at least that's 

I 

the way the spon!"or "ho's left hold,ing 
a bag of second-be"t time buys get:- to 
feeling. 

Adverti se rs \\ erp less prone to criti 
eize radio-TV directors in the ageney; 
account men and timebu\ ers got the 
maj or lambasting. But seyeral ach'cr
tisers ticked ofT these fl aws in SOI11P 

I radio-TV specialists: ( 1 ) "an inelina 
tion to be profession all) pompous"; 
(2) "sol11e of th em lose touch with the 
country and get i\,ory-tower when they 
propose a program." 

Professional pomposity \\'as epito
mized h) a radio director seyeral ) ears 
ago when he went before the top brass 
of one of the nation's larges t {'ompa
n ies. He was there to help explain the 
agency's thinking about a series of d e
tective shows. In th e midst uf his 

I 

pitch. a "enior member of til(" corpora
tion fJu f's tioned his reasonin g ahout the 
ust' of horror oyer the ain"aves. The 

: radio man eyeJ the exec uti,'e ('on temp
: tuousl),. " l\l y good man," he said. 
tensing up and down in hi:- suede 
shoes. " do yo u realize that I was th e 
first director to bring the sound of a 
erunehillg skull to til(' Amcrican puil
lie. ,. (Or words to that efTept. ) 

The radio man , hy eiting his own 
supposedl y vast kn owledge of deteeth'e 
programs so slleeringly, left a bad taste 
in everyone's mouth . The firm 's exee
utives were willing to admit they 
weren ' t experts on radio: but they felt 
that th ei r ideas were at least worth a 
few minutes ' calm disc ussion. Though 

, the ease of the skull-crunching expert 
: is one of those atypieal extremcs, it 
! does represent a general failin g of 
I S0111e radio men. Sponsors rescnt it 
\"hen they aren ' t g iven a ehallce to use 
their own heads. They feel that coop
erative thinking leads to the best re
sults. 

The seeund big fault of radio direc
tors is their tendelley to beeollle big 
c ity provilleials. All advertising lila 11-
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ager whose product {'an be seen in 
practically every drug store in the 
country told this story. "To push our 
product, we have to Tt'adl the broadest 
possible audience. All agency person
nel know this. Yet, recently. the radio 
director proposed a show to us whkh 
{'ouldn 't possibly go over outside Xew 
York or Holl ywood. It was olle of 
those night-c lub stylc va ri eties that 
only New Yorkers can t'njoy- aftt'r 
they've had three scotches and paid a 
four-dollar coyt'r ('harge." 

This adycrtising manager brought 
up another generall y cited failing of 
agencies. " Once a show has becn on 
the air for seyeral ) ears," he said, " the 
agency tends to ease up . They feel the 
business is secure and don't botlH'r to 
do an y new thinking about it. Last 
yea r I was so concerned abou t our 
agency's attitude that I was seriou~ly 
considering a requcst th at they rcshuf
fle their personnel. Tlwn. by chalice, 
a small agency came a long and sold us 
a low-cost TV show. Once tha t hap
pened, our first agency snapped wide 
awake and has beell that way ever 
s tn{'e. Proves the val ue of competi
tion." 

For large compan ies. parti{'ularIy. 
sponsors said that a split of the bill
ing between several agendes is always 
health y. A vice president in a large 
pharmaceutical firm felt that at the 
point when a firm's billing rea{'hed 
five millions annually several agencies 
should come into the pictnre. Olhers 
specified a slightly lower figure. 

All advertisers inten-iewed were as 
qui{'k to praise agencies as tlw)' wcre 
to cn tIclze them- except for one 
branch of agency ac tivity. Product 
merchandising is the step-{'hild of agen
cies, a{'cording to the advertisers. 
" \Ve've learned." said a toba{'eo com
pany ad manager. " that YO ll have to 
take advantage of every oppo rtunit) 
to read1 the public. A radio show has 
to be backed up with point-of-sale pro
motion of the product. But the agen
cies have small merchandising staffs 
which tend to stick to one formula for 
cvery client. That's why separate mt'r
{'hand ising firms ha \ e been sprouting 
up." 

Merchandising of th e radio show it
self by agencies came in for cri ti cism. 
One advertising manager who had 
been an agency a{'count man until re
cently said that ac{'ount executivcs fre
quently fail to put tlw proper push be
hind program promoti on. "They don 't 
seem to know whose responsibility it is 

28 AUGUST 1950 

but 0 proven 
plo4er will win out 
most often in the end 

WAVI/AVA\C 
MEMPHIS 

WMCF 
WMCT 

260 KW Simultaneously Duplicating AM Schedule 

First TV Station in Memphis ,nd the Mid-South 
National Representatives, The Branham Company 

Owned and Operated by The Commercial Appeal 
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GROWING 

GROWING 

to see to it that s tations are approa<: hed 
for local publi d ty a nd poste r coopera
tion. TIlt')" may lea, 'e it a ll up to the 
ne t work and fai l to have the a rt depa rt-

GROWN I 

#fJI(/1Pu't~tIIgjrM 

men t ,rork up proposals fo r pos te r~ 
and so forth ." 

Onp rela tiwly mino r ir r ita tion is the 
tendenq- of some agencies to push 
\\ hateypr medium they an' best set up 
to handle. A(hTrtiser~ said th ey knew 
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MORNING PE RIOO' 

PLUS ... 
a 14.8 Over-all Audience 

Increase Since 1949 

ANOTHER BONUS 
FOR ADVERTISERS ... 

Special merchandising 
department for extra 
promotion of sales. 
• January. February. 1950 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 

Rhymaline Time, featuring emcee 
David Andrews, pianist Harry 
Jenks and KMBC-KFRM's cele
brated Tune Chasers, is one of 
the Heart of America's favorite 

morning broadcasts. Heard each 
weekday morning from 7:30 to 
8: 15, Rhymaline Time is a musi
cal-comedy program that pulls 
more mail than any other current 
"Team" feature. 

Satisfied sponsors have includ
ed, among others, Katz Drug 
Company, Land-Sharp Motors, 
Jones Store, and Continental 
Pharmaceutical Corp. 

Contact us, or any Free & Peters 
"Colonel" for availabilities! 

KMBC 
01 Kansas City 

KFRM 
lor Rural Kansas 

of a ff'w agem·ies "hich \re re accu:, 
tOI1lf'd to black and whit e but ('hary of 
using the air. Bu t tha t\ a va nish ing 
condi ti on. E,-en in agencies with wdl 
de,-e1oped radio departll1ents, however, 
t lH're'~ a tendency to t r) a nd sell tIlt' 
client on the easy \ray out. " They g ive 
you oth er reasons," said one sponsor. 
" bu t I \ -e seen them try to push a net· 
wo rk program ra ther than a nnounce
l11en ts to avo id all the de tail of a spot 

. " ~ al11palgn. 

Se\,pral years ago . E lmo Roper, un 
der the auspices of AA AA, made a 

I stud y among top management on alli
tude~ toward adve rti sin g agencies. One 
of the key n it icisms th en was tha t 
agencies seem to be primarily intpr
ested ill innpa~ing appropriations. 
SPONSOR fi nds tha t this feeling persis ts 
today. Adver tise rs say that their agen-

I cies. gen tly or o therwise, maintain a 
stead y p ress u re on t hem to innea:'e 
budge ts. The foll owin g qu oted com
ment s speak for themselves. 

" I f you ask fo r a low-cost TV show, 
the agency first brings in an expensive 
prod uction. ju:'t on the chance you 
might fa ll in love with it and up the 
appro p ria ti on. We appreciate their in 
it ia ti,-e. but the loss of time turnin g 
Clo wn the hi gh-cost proposals gets irri 
tating ." 

" Once an account executive came to 
me with a pl an fo r a new campaign. 
Befo re he had a chance to get his bear
ings I stab bed a questi on at him. ' Just 
wha t do we need this campaign fo r ?' 
The repl y : ' Beca use the agency nceds 
the mone).' he a nswered, a nd that was 
ac tuall y the truth of it. The agency 
had just lost a b ig acco unt. That's a 
das~ i c slip of the tongue b y an ac
count expcuti ve. but it actuall y hap
pened j ust th at way: ' 

AdY ertisers temper their c riticisms. 
ho wever, with thcse observa ti ons. 

" It \ only human for a n agenc) to 
push fo r more billing whe n its profit 
('\J llle:; out of the amount cl ient s spend. 
But thp cO lllmission system in general 
worb \Jut l)('st for ever) hod y." 

" TIll' press ure on you to spcnd more 
gcts t\J be a nuisall ('e a t times. But 

it 's also a good thing. Sometimes ad
,'enisers are inclined to be a lillIe too 
consen a ti\ e in their appropriations. 
" There the agenc) comes up with fa(, ts 
that show a definite benefit coming out 
of an extra prog ram or ann ouncement 
campaign. it 's to our a(h'ant age to re
consider the budget." 

In the fir st article of this series, 
agencies were qu oted on their key 
g ripes agai nst sponso rs. In general. 
these cent ered a round : ~ 1 ) the spo n
so r 's lack of fa ith in his agency; (2) 
the cl ient's tendency to base opini ons 
about his program un tl1(' opin io ns of 
non-professionals t hi s wifp, for exam
pI e) : (3) dient tendency to pooh-pooh 
th e tim e element in requests to the 
agency; ( 4 ) failure of client s to let 
agencies in on the long- range pla ns of 
the fi rm ; t5) d ipnt ignorance a bout 
T V a nd the new problems it p resents; 
(6) cli ent fa ilure to go through cha n
Ilels wlwre instruc tion of talent is CO II

cern ed ; (7) over-att enti on to de tail 
and o\'er -s llpen-i sion b y the client. 

" That do sponso rs say in repl y? Sur
prisingly. they agree with the agencies 
in gene ral- with reference to sponso rs 
oth er tha n themseh -es. tha t is. But. 
with apparent since rit y, they say that 
man y of the fault s agencies menti oned 
are not typica l of executiyes in well run 
companies; and that other faults Te
cited by agencies aren 't fault s at all but 
necessar y evils. 

" Over-supenision,"' for example. " It 
would be nice," said a sponso r , " if we 
could let our good friends in the agen
cy take a program through froll1 start 
to fini sh without our close supenision. 
But human nature rtoesn ' t work that 
wa y. We have found that unless \"e de
mand it , we dOIl ' t get the bcst of sen '
ice. Then. too. we feel th at we can 
make so me ,-alliabl e con t ribut ions 
al ong each step of the wa y." 

Ad,-e rtisers feel that close supen -i
s ion o f age ncy adiYity is necessa ry for 
an other big reaso n. N o matter how 
well the agency understands the a('
counl, it can't hope to know a com
pany's polic ies as well as the ad" ertis
ing m ana ger does. Without coopera
ti" e sllpen 'ision, faux pas are inev
itable. 

On one of the hellpr known TV 
shows recentl y, a topical skit kidd ('(l 
the ambassado r o f a foreig n country. 
The compan y sponsoring the p rogram 
happen~ to hm-p importa nt trade deal
ings "ith that country. In the mail 
the next morning were protes ts from a 
numher of important trade re presellta-

SPONSOR 



tives of the nation involved . Explained 
the advertising manager : " I couldn't 
attend rehearsals that wcek and so our 
irrepressible Me worked that one in. 
Wasn't his fault; just an indication of 
why the sponsoring firm must constant
ly supervise and work with the agen
cy." 

Several advertisers turned the tables 
on agencies by picking on them for the 
same flaws they laid to sponsors. They 
said that agencies sometimes left d~
livery of commercial copy or other 
items for the last minutc, then dcmand
ed an instant okay. And, as for knowl
edge of the new problems of TV, one 
ad manager sa id: "\Ye were the ones 
who pushed our agency into television. 
Agencies may know far more than 
sponsors about radio. But in TV every
one is starting out even. " Another 
comment: "I know several supposedly 
well versed agency executives who 
don 't even own TV ·sets. They say they 
can keep up with it by reading the 
trade press." 

As for th e point that sponsors often 
bring in the opinion of 11 on-profession
als like their wives, one sponsor said: 
" If an agency man can' t out-argue my 
wife. then ma yhe she's got something." 

A particularly hard-working ad man
ager added this sidelight. "A yea r ago 
1 took several days off m)' vacation to 
visit the farm country in my home 
state. 1 was anxious to find out how 
well our network quiz show was doing 
among farmers. 1 spoke to farmers in 
muddy fields and inside barns. 1 
learned that they didn't listen to net
work stations, were more interested in 
local independents. When 1 got back 
to New York. 1 felt 1 had a little g rain 
of truth in my hand. But the agency 
tried to talk me out of it. They said 
the sample was too small and the area 
probably wasn't representative. But 
that's an old legal trick, beating down 
the opposition's evidence. Agencies 
will try to do it every time." 

Probably attitudes as much as any
thing else prevent an agency frOIl1 do
ing the best possible job for its clients. 
One of the worst is summarized by 
these familiar sayings. "Let sleeping 
dogs lie:' and " Don 't rock the boat. '· 
Even the best of account men will hes
itate to make constructive suggestions 
to a client whell they know that the 
agency top men have adopted these 
mottos. Rather than suggest a survey 
to determine the effectiveness of a pro
gram, they 'll let it ride until the cli
ent presses for it. 
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5(J.OOO JVA'J"TS £'TOITEHIJ.VG 

A 17'!! (JOO. (JOO 

I'(JI'IJLATION A"EA! 
. . . .. . 
I_ =:' ... :-- '\ 

CKL\V with 50,000 watt power is hitt ing an 
audience of 17,000,000 people in a 5 state 
region and establishing new performance 
records for advertisers. This mighty power, 
coupled with the LOWEST RATE OF ANY 
MAJOR STATION IN THIS REGION 
means that you get more for every dollar you 
spend in this area when you use CKL W. Get 
the facts! - plan your Fall schedule on 
CKL\V now! 

CKI,W 
ADA:'.! J. YOUNG, JR., INC. 

Na tional Rep. 
J. E. CA:'.!PEAU 

President 

Guardian Building • Detroit 28 
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To people who have radio--tv time to sell: 

How to profit by you 



'rade paper advertisi g 
New boo k let-" The Hap p y M e d ; u m "-0 I ; n t ere s t to 

• station managers. agency account executives 

• copy writers. buyers and sellers of radio and tv time 

• (and other trade papers) 

Trant to see examples of successfu l tnuZ(' paper ads .'! 

TVant su.ggestio1ls for station campaigns? 

1fT ant some advice about production costs! 

1Vant a gratuitous peek at some ad l'c rlisillg sllccess sto ries.~ 

(and some subtle sell for SPO~SOR. ~ ) 

Some of the subjects discussed in "The Happy Medium": 

eM Size of production _l Identification 

budget 

t" Basic 1f~ Long vs. 

themes short copy 

SPONSOR . .. shortest distance between buyer and seller 

SPONSOR 
510 Madison Aven ue 
New York 22, N. Y. 

Please se nd me a copy of "The Happy Medium.' 

(name) 

(address) 

( city) 

'~ .. - .... - ....... -
&(zone) (state) 

~ 
••••• _ ••••••••• M ••••••••••••••• ~~~ ........ ~ 
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copy. 

. '--:h·B~ · ~ ......... ' uiOADCAST M ~~, 
580 FIFTH AVE USIC, INC. 
NEW YORK. C -, NEW YORK 19 

_ _ -"ICAGO • HOLLYWOOD 

To keep ahreast of the cver
increasing interest in sports, 
KQV has signed Len Casa
nova, new Piu coach, for a 
series of Foothall Forccast8. 
Casanova in the Fall - and 
Pic Traynor throughout the 
year - f o)'m a top pair of 
s ports ('c1('hriti{'8 who help 
make KQV a heU{'r huy. A8k 
W('f~d and Company for de
tails. 

KQV 
I-ittsburgJI, Pa. 

MBS - 5,000 Watts - 1410 
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De:"pite all of th ese gro unds for cri t
icism of some agencies, all of the ad
\'ertisers questioned said that. basical
I~' . they had real fa ith in thei r own 
agencies. A vice president in one of 
the lop ten na ti onal sponso ring firms 
said: " \re trust the agency the way 
we do our company lawyers." 

The best summary of th e way most 
important ad \'ertisers fee l was provid
ed by a top-ranking. multi-million 
spending SPO;"liSOH reader who wrote a 
letter in reply to last issue's article. 1\ 
portioll of it follows. 

" ... I think the agency should be
come a member of the sponsor 's com
pany. '\fot in fact. but in attitude. The 
sponsor should invi te the account su
pen-isOl- to actually si t in with the pol
icy-making commi ttee of the company. 
Furthermore, the agency should solicit 
the sponsor's ideas for their coming 
campaign be/ore not after the presen-

I la tion. The agency should drowll the 
fear th at th ey will lose the account if 
they don ' t keep perpetually selling the 
sponso r their own ideas. If they have 
Ihis "one-company" philosophy. then 
ma y the be~t man come up with the 
best idea and let t he rest of the com
pany judge the idea. I've seen agency 
men stand up and tell a sponsor his 
latest bra instorm is a wash-out and tell 
him with logic and facts. And I kn ow 
the sponsor appreciated the criticism. 
fought hack with the best arguments 
he eo uld ('onllllan d, and lost his point 
gracefully. 

"One-COlllpany philosophy is the key 
to better relations between agency and 
sponsor and better selling for the prod
uct advertised." 

Those are SPOl\SOH'S sentiments, too, 
based 0 11 its ta lks with dozens of agen
C) and spo nsor- firm executi, es. 

Reprints of this t[(,o-part series on 
advertiser-agellcy relations are avail
able fr ee 10 subscribers 011 request. 
SPO)'o;SO H In vites l"eb ullal leiters alld 
olher COllllllents bearing on this sub-

ject. * * * 

MERCHANDISING 
(Co lltinued frolll page 23) 

Admitt ed leader in merchandising 
serv ices rendered by newspapers is 
the Hea rst cha in . Each of the 10 Hearst 
papers has its own merchandising de
partment. with a centralized staff in 
New York to coo rdinat e operations. 
The New }'urk l oumal-Alll erica n, for 
insi<lIIce. has 22 111('11 in its Researc h 

and Marketing Department who con
tinually make personal calls on chain 
and independent grocery stores. 

The Hearst organization does its 
merchandising job as a basic aspect of 
its operation ( \VL\\' is its radio coun
terpart ). No other papers even come 
close. Some, like the Chicago Tribune. 
were heavy merchandisers in the past 
but have sharply curtailed th eir efforts . 
The Chicago Tribune's principal serv
ices consist now of letters to retailers. 
at cost, and a Consumer -s Panel of 500 
houst"wi\'es. E\"ery three or four 
months, regular advertisers get a run
down on the Panel's preferences in 
the grocery, drug. and clothing fields. 

Often papers do much less. Says one 
former newspaper man: ., During my 
10 years in the newspaper business, I 
lea rned that merchandising in this field 
is simply a subtle way of cutting rates. 
~luch of this so-called " merchandis
ing" by newspapers is simpl y puffery 
and lip service. 

"1 recall a great to-do that was made 
over a simple window display. A doz
en 3 x 10 glossy prints of this si ngle 
display. accompanied by a puffed-up 
letter. were sent out to the space buyer. 
account executiv e, and practically 
every officer of the client's company. 
I mention this simpl y as an example 
of the extremes to which such mer
chandisi ng is usually carried."' 

Magazines, since they a im at a na
tional audience. cannot gi\'e the same 
personal merchandising service as 
newspapers and radio stations who are 
actually in the market area_ But the 
large consumer magazines do mail out 
varying amounts of material. In a Di
rectory of Magazine Merchandising 
Services, the Rockmore Co. (New York 
advertisi ng agency) li sts the aids given 
by 47 national consumer magazines. 
Services offered range in number from 
the 14 by Esquire to the four by Boys' 
Life (all a t cost ). 

Boys' Life provides imprinted tags 
for attachment to merchandise, display 
cards, coyer fold ers for sales letters 
and promotion material , and reprints. 
All these items must be paid for by 
the adver tiser. 

Esquire, the most ambitious maga
zine reported on, sets up seasonal win
dow displays in selected retail stores; 
mails out letters to salesmen, distribu
tors, and retailers; and provides two 
inch logotypes for retail mat hlocks. 
These three services cost a<lvertisers 
nothing : Esquire charges for the other 
11 services. These include: statuettes 
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o f " Esky," the Esquire tradema rk. 
mass mail ers, co"er fo lders, standard 
reprint cards, di e-cut counter cards, 
platform di splay canIs. Esquire mer
chandise tags. window stickers, blow
ups of the ad, small s tickrr~ , and ad 
r('prints. 

In grlwral , magazines appear to gin' 
much lrss local market information 
than newspapers; much more print r d 
merchandising matter. They also arr 
more prone to chargf' for it. 

Merchandising is a handy a uxiliary 
to lagging or sparse magazinc eircul a- I 

tion. The circulation of ewn largf' I 
magazines like Life and thr Saturday 
Evenillg Post is skimpy in a ny g ivP Il I 
market, when comparf'd with loca l ra
dio and newspaper coverage. I )a rt (If 
this slack is taken up by stra tegically 
placed merchandising posters and re
prints. Saturday Evening Post trade 
adverti sing stresses the hea" y lIlerchan
di sing tie-ins made with advertise rs. 
How much of it is paid for by SEP i~ 
not clear ; the biggest a ids gi \'f'll rc
tailers appears to he copy and pic torial 
ideas. 

Although SPONSOR'S second article on 
this suhj ect will be devoted entirely to 
merchandising services renderrd hy 
radi o stati ons, one examplf' points up 
the contrast I)f'tween the a ids given by 
different media. More is oft f' n asked 
of radio. This is a summary of sug
gestions made hy the sales promoti on 
department of a large company. Badio 
stations carrying their schedule a re ex
pected to do the followin g ~ 

1. Send letters to all dealers, an
nouncing the program_ 

2. Give a dinner for di strict sal es
men and management just before 
the first broadcast. 

3. Pay for swivel posters at the rate 
of $.75 each. 

4. Paste up stickers at several 
points around each retail outlet. 
(A roll of 80 costs $4.00. ) 

5. Give theatre or baseball tickets I 

to the dealers: pairs of tickets 
to four or five dealers a month. 

6. Send out a merchandise mailing 
to dealers about once every two 
months. 

I . Have the program personality 
make informal visits to three or 
four dealers every week. 

8. Support the program with regu
larl y scheduled courtesy an
nouncements and newspaper ad
vertising. 

In summing up, the company says : 
" All of this merchandising has bef'n 
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\\ it" 28:> t'ar,., of top fIi~ht ,..a les e ffort 
on hchatf of Amcrie a 's ] cadill ~ ad
,·crtise rs, 'VG Y continlles to dunli
natc t hc vas t N ortheast e rn nHlrkc,t 
co\"crin~ uppc r N cw York State and 
wcstf'rn N cw EII!,!lalu\. 

H c re arc t hc facts: * 

WGY's total wcckly audicncc is 2V2 timcs greater than 

thc ncxt bcst station cluy (fIld ll;gh,. 

WGY has .W% nlOrc total audicncc than a comhination 

of thc tell top rated ,,,tot;01lS ;11 the ureo. 

WGY covcrs 5·t cOlIn ties daytimc - 51 at nigh t. Thc 

ncxt hcst station cm·crs 14 day - ]3 night. 

WGY has ahnost t,dee as luauy countics in its primary 

('ovcrage as any othcr l"tation in thc arca has in its 

PI" ; re covcragc. 

WGY has 9 COIIIl t ;es in it s priIuary arca whidl arc "ot 

reocheti ot till by tilly other Capital Distriet station. 

WGY - and only WGY - can delivcr audienccs in 21 

lllajor lnctl"opolitan lllarkct s with covcrage in 5 north

cas tcrn statcs. 

All ill all, your h cs t dollar for 
tlollnr value is \\'GY coye ring morc 
Inurkets - Illorc autlicHec - with 
Inore power than uny station in 
its area - at low('r cost than (lll.'" 

ctHubinatiun of t hose stations to 
reach thc 21 Inarkcts;. 

~' WGY 
•• IIIi~1 A CENERAl ElECTRIC STATIOH 
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As he sews, 
so his sponsors reap 
Ski llful in direr t ~e ll i n g a" well as in prestige-b uildi ng. he 
st itches a st urdy fabric f rOIll the 11(' \\ ~. His " needlework" 
i~ hea l d IJY appr oxill1ate l ~ B.SOO.OOO listeners weekly. 

A", :\[r. P. K. Smi th of P. K. Smi th & Co. wro te to 
Station WT SP. hoth of ~t. Petersburg, F lorida: 

"\\'c fea ture a r ross section of merchandi se which 
appeals to the Ill asse~ of the people. On numerous 
occasioll s we hm e intlociured or offered new items 
exclu~i\'e l ) th rough the Fulton Lewis. Jr. prog ram. 
Therefol e, we feel qu ali hrd to sta te uncond itiona lly 
that thi ,.; mediu m of ach'er t i::;i ng is highl y effecti ve .. . 

"It is our firm beli ef th at this is one of the fin cst 
pre;o.t ige programs 011 the air today." 

The Fu lton Lp\\"is. J r. p rogram. curren tl y sponsored on 
more than 300 sta tio ns. offers local ad \'er tisers a ready· 
lIladC' a ll die ll ce at local t ime (· o~t. ~ ill ce tilPre are Ill on~ 
than SOO ~1 BS sta tions. th ere may he an open ing in your 
loc-ality. Check your Alnt ual ont le t or the Co-opera ti\'c 
Program Departmen t. Mutual Broadcast ing System, 
1 110 Hroad\\'ay. i\ YC 11: (o r T r ib ulle To \\ r r , Chieap-o 11 ) . 

done for us by radio sta tions entirel) 
a t their expense. For most part. these 
projects are inexpensive and usually 
run about 5~;; of anyone program: ' 

Some rad io stat ions do even more 
than this for the majori ty of adverti s· 
ers. Th ree sta ti ons in or near Cincin
na ti a re l eade r~ in merchan dising : 
\\,L \\' a nd \\ 'SAI in Cinc innati ; WI NG 
in Da) ton. Ever) secti on of the coun 
try has its outstanding merchandi~er:;: . 

III general. networks are more con· 
cerned wit h program promot ion than 
"i th merchandi sing a d" erti sers' prod· 
ucts. Loui s H a usman. CBS , .p. in 
cha rge of adver tising and sales pro· 
moti on, expresses one network opinion 
this way: "A medium's prime respon
sib ilit \' is to deliver circulati on. There
fore. a network should promote tw o 
things: the sta ti on and it s programs. 
~I erchandising . m ost properly, is a 
fun cti on of th e advertiser. If a stati on 
has enough money. &taff, and ene rg ~ 

to do a merchandising j ob, fine-let 
thelll go a head." 

The other nets were less candid. but 
all ind ic-a ted tha t tlreir primary con
ceru was sta ti on promoti on. This atti
tude is logical. s ince any effective mer
chandi sing would hare to be d one lo
cally by indi vidual affiliated stati ons. 

Opinions from adverti sers. agencie:,. , 
and sta tion::; a re more va ried. Often 
adver tisers agree with stati ons, a l
though usuall y fo r different reasons. 
Adverti sers fa\'or mercha ndising-for 
one reason because it is a " bonus" 
which llIakes them feel they are gettin g 
more for their mone). The adverti sing 
manager of a tobacco company puts it 
thi s way: " ,,'e make up our list of sta
ti ons on a cold-blooded appra isal of 
the size a udi ence they ca n deliver fo r 
the cos t im·olvecl . Then we ask them 
\\ ha t kind of help they would be will
ing to give us if we bought time. The 
idea is pre tt y much to get whatever we 
can in the ,raY of merchandising:' 

Some ad "er ti sers a re more interested 
in the mercha nd ising than they a re in 
the adverti sing. They' re mainly int er
e::; ted in ge lting di stributi on fir::; t. The 
pres iden t of a medium-sized ach-ertis· 
ing agency :;;ays: "A n advertiser with 
less tha n 150,000 a year to spend is 
was ting his money if he a ims p rima r· 
ih- at cOllsume rs. But tb is much of a 
budget ca n be used as a s)w arhead for 
me rc-handi sing. It can convinc-e buy
ers. di stributors, and retailers th a t they 
are being ' backed-up ' b y na tional ad
, ertis illg-ancl ge t them to stock the 
product:' 

SPONSOR 
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Tlip IIlCfli-! ,. 
,i, I I ,( I/'('ctor f 
' Zf'( a( verlisill{Y aO'e 0 a /J}{>diulII_ 
dl'/lldis iIl O' !';e ' ,: < C' IH') fee l", I/Iat III . , 

. C' ' 1\ Ices !'; ho II t: 1-
all mducem<>11 1 . " U ( lIe " i\ ell 
I < III th C' a~ 
\I eell lIJedia " \1 ~ COIllPPtilioll be 

hr a s urJl/u~": 0 ' Iere 
landisillg shoull-

I/) ' . r )Ollll !'; l ' ( 
c Impacl of 1'\' -'. oday. \1 illl 

I} ped pd to ke l' sOlllethl/l!:!: e\I' . 
e ' . ep a( \'erti"'e ,. la Is 
) III lllel'ch"lld': , rs. More 1110 

u ISIII 0' • I /1-
,ma tter of rate ' 0 ~lllg II llJakl' II 
III 0' . , I educ tIon ' 1 Ie 

o· , ess ]) n' ' , o ss· 
Iher advert' -

disill (Y , Isers look 011 
'fl C' a~ llJOre tIl ' mere/UIII_ 

II' " an )U ' I . ) cOll sl(ler a ll I . ~ all "e\tr'l ,. 
wllh a( v('rtl'" , . 
I If OUI llle rchalldi!';i ' lug campai"n 
la d olle. The lilll~~lg to Ile a j 01> 0111)' 

agency gen e I/) ' uyer of a larO'e d 
We kIl O f I S exalll})le' "0 0, a 

W 0 s . n e c . 
llJenls ' , ponsored 15 It'll I 

. a \1 eek Oil ad ' annoullt'e. 
;, bIg tesl llJarket f onllnalll sta l iO Il ill 

~I e s lation d'd Or a year alld a h .... lf 
C/' I not I Ct • 

lel l/ ~ product. uc~ut~e/:c landise the 
SU/l s Were' I I. hI/Ie 01' 

/" eVI( elll in II ' 110 reo 
c len t cancelled his lIs area, So Ihe 
moral drawn f schedule. " TI 
huyer , rom Ihis b . I . Ie 

\1 as tha t "0' > t Ie IUlle. 
cOllles firsl I bood advert" " Jut 0'0 1 IS1/IO' 
el} ou O'h, Y J b o( adverlisinO" ,C' 
I C' Ou la Ve I I b Isn I 

c landisin O' I ., 0 laVe O'ooel T bOO. C' Ille r -
, hese remark<-

Ilser s' , SUlll up I 
, .' reasons for ,I Ie adver. 

dlsllJg help S \1'anIIIlO' llJer I 
. OllJe rad' b Clan· 

reasol}s of tl . Jo s Ial iolls a I J J I lelr OWn' f ((: ec 
c landisinO' r. 11} aVor of 

C'. I'..Ven I . llle r-

SEEKING 

AN AUDIENCE 

WITH 

KENTUCKY 

KING (Ky.)? 
genera lJ ), sel s atlons which 

ao'ai are 
conceded IIla t inC Ilsl merchalld isin 0' 

If you want to count Kentucky King (Ky.), it can 
product is . cases Wllcre C' 

th s larlHI O' OU I II a new 
e ad\'e 'I ' C' Ie)' I . I Iser O'el J' " Call leI}) O'm O' I ' C' (: 1~lnbuli b 

C' b lIS cause " I on \' pluO' 
0' ' \1/ I I I 1 • b ' 
C'eneral lllalJa o- f (ea ers. As th 

C'er 0 M'd 'e 
wattel: explaills : " I a i I. h'estern 5,000 

chall(hs ill 0' . , eh e \'e that 
• C' Is a (Treat I llJer-
III launching a neC'\ , I lelp, especia l/)' 
Uct I \ ( ru O' 0 ' f 

on lIe llJarkel I' 0 I ood prod-
sponsors need" . I s Ih e added 11 . U(~I 

One statioll look 
as a kind o f If s on m erchall J' • 

. se 'pro' ( ISlll fY 
retaIlers. " \V motIOn wilh I C' 
sor 's products e f~~lerchallldise a sp:~_1 
Son !'; W pure) lEi 

~' e make ret 'J Se sh rea. 
stall on J al ers aw · [ 
'Th an(: product!'; d aje 0 tile 

ev ' a vert' 1 
k 

J are more apt I I' Ise( OVer il 
as -ed l o t llnk f . 

. a )OUI good efT . 0 us when 
med'a ,. ectlve d , . 

. says I he a \ erlIsin o 
agel' o[ Ihe 5U ()()Olllerchandii' in {Y III C' 

f \\'1 • \\' I C' an· ar e'l a I s la lif . 
, • < )lJ 111 Ih ,> 

LarO'er s l I' 
• b a IOn.;; we 

pomlinO' out tl ' b re lllost can(/' J . 
I lk C' Ie i fY I( In 
a ed of bgesl , lito 01 

of ' argument ad\' lJ~ I leasl 
llJerchalld' , anced lJJ f TI ' ISln O' b aVOr 

lis is the b~' y man)' Slati 
am 0 \ 10US f Ons. 

Ou nl of lllerch '. aCI I ha I Ih 
compelili\,,,, alJdlslng ofTer J ' e 

~ Weapo f ec IS 

he done via radio-hut not hy WAVE. The court-

iers around that throne are outside our boundary 

line •••• 

As it is, we use u p all our influence in the 27-

county Louisville Trading Area. And this, but 

only this, is the one regal market in all Kentucky. 

It huys and sells almost as m u ch stuff as the rest 

of Kentucky comhined. 

At WAVE we give you an entree not to Kentucky 

King, but to the treasury of the State. Give us 

the nod, and we'll he glad to announce you - by 

radio! 

Wt'aker s talions 10':. requ e!ltly used b ~ 
oel IJ[lslll e.;; ", S. ) 

', . m ee NB C AFFILIATE 5000 WATTS • 970 KC 

FREE & PETERS, INC., 

tz r't e 

NATIONAL REPRESENTATIVES 

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



l'-lo, we aren't entirely conversant with 

the good Doctor Einstein's latest theory 

either, but we do know that the simplest 

arithmetic will prove the effectiveness of 

KA Tl's new 5000 Watt Cov era g e in the 

South's richest market area. Call or write 

Jack Koste, Indepe ndent Metropolitan 

Sales, for the FAC TS. 

I/ousloll',o; ()1/lt>.~1 Jude/wllde,,' 

kATL 
HOUSTON, TEXAS 

ask 

JOHN BLAIR & CO. 
abo •• t tile 

HAVENS & MARTIN 
STATIONS 
IN 
RICH~IOND 

lV MBG-AM 
lV C 0 D - I~M 
wrl'V R - TV 

First Stations of Virginia 
I _________________________ ~ 
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thi", is til(' ca~e in uther nlPdia, tlwr£' i~ 

nothing unusual a hout finding more 
"( 'oopemtion" f rom the ~ma"er or l es~ 

preferred stations. 
.-\1\ equal number of compelling rea· 

",on,. are achanced 11) th o:->c alh ertiser;. 
and sta ti ons who do not approve of 
nlPrchandi:->ing. Onc rcason sha red b) 
both wa" the feeling that merchandis· 
ing c\entualJ y is paid for o ut of hi gher 
rates. T he advertiser's point of view is 
rppresented b) the , ice pre:->ident of a 
medium·sized ad agency who said: 
" Thc trouhle with merchandising is 
that some acherti",ers a nd agellcies 
want lots of it a nd uthers dun't l1lueh 
care. The advertise rs who ge t it are 
adding costs to the sta ti on 's o\'P riwad. 
a nd th e:->e addi ti onal costs will e\ell' 
tua ll) tIP reflected in hi gher rat es to a ll 
ad \'ertisers, whether or not the) use 
the merchandising services." 

:\lan) natiollal a dvertisers a re ill th e 
com fort ahle position of not needing 
merchandising at all. The ad\'ertising 
manager of a la rge drug manufac turer 
uses h is ('otllpan) as an exa mple : "\\'c 
ha\ e a IOO·man ::,a les force and have 
had lOW ( distrihution for quit e a 

while. It'~ fine if the statio n wants to 
:->cn" o ut mailings to retailers. especial
ly if there is a ~pec i a l gi mmick promo-
tion going on. As for ca lling on deal
("rs. we find it does n' t do very much 

fur us." 
~'l()re than one manufacturer ask s 

sta tion:-> please not to meddle with their 
rc t ai ler~. Tht'~· prefer to du the job 
thelll~elvel'-. Onc watch manufac ture r 
had to do thi s. after being bede\i led 
by loca l retai le rs \Vho asked for per
s(~na l plugl'- along with the ('ompany\; 
anno uncements. 

Sti ll other adver tise rs a nd agencies 
object to merchandising s imply be
cause the) recognize h ow te l1lpting it is 
for ~ta ti ons tu g i\'e lip se n 'ice. ~ et 1I0t 
do a bang-up job. One o utspoken ad· 
\PJ'tiseL the achertising manager of a 
margarine co mpan y. sa) s: "Lots of s ta
tions are doing Illerchandising that 
isn't worth a dam. Tlw) send post 
ca rds to dealers which e lld lip in til(' 
\\ as t!' basket. ,\I) distribulor does that 
mudl an) wa). Then the statiun thinb 
lip so me il1lpre,;sive ~tuff to send tu 
the agency .IS proof of its coopera tion ," 
Thi ~ comp,lI1) would apprec iatp in
.. lead. a hetter picture of thei r product 
di"tri\mtion from thc luca l stati on. 

~tati()n:; oft('n fcel that mercha ndis
ing i~ little mort' than a gesture. The 
bU!-'in('ss manager of a 50.000 watt 

I Suuthcrn s tati on writes that money 

spen t un me rcha ndi sillg is wasted. bc
ca use " ... a stati on's effort.- with the 
tl'adc arc la rgel) wa~ted and not effi
cient. The~e fu til e gestures east mone) 
an d weaken our rea l a nd essen ti al juh 
of audience promo ti on- on "hich wc 
spend "'40.000 a ,ear." 

Some sta ti uns also admit tha t ex
tensi n~ I1lNchand ising e\'en tuall r raises 
rates. And they aren't to o happy a houi 
it. ~ a) s the promotion directo r of a 
50,000 watt \lid-Atl an tic S tate sta tio11: 
"Therc is no such thillg as free mer
chandis ing, actually. Eyentua ll y it will 
show up in increased "lation ratp:->. 
Sincc radio is in the lmsine:"s of radio. 
rates charged sho uld not include an)
thing other th an hroadcast acti \ ' itie~." 

His sugges ti on : " Perh aps a spec ial ad
dition could he made to the ratc ('ard 
so that an ach' er ti~er co uld separate in 
hi s own mind the money I1£' pays for 
air advertising and the mone\ he pays 
for merchandising:' 

A nother sta t ion executiye is act i \ 'c \ ) 

opposed to l1Ierchandi sin g for s till all
o ther reasoll. Hi s attitude is th a t "a 
s tation which indulge:-> in merchandis· 
ing help is dcnIPaning its o \\n medium, 
\ 'lercha ndi"ing is a difIel'f'nt means of 
selling and h as no real conned ion with 
radio ach'cr ti sing- why should radi() 
compete with itself?" 

Despite th e \i gorous opinions ex
pressed b) S PO;'\ SOR\ respondents. 
there were several points of agrecment 
"hic-h ca n be pointed out. The) rep rc
sent. as far a,.: can he learned, the true 
sta te of affairs in the merchandising 
pic tu re. .In speaking for publica ti on 
man )' a d verti se rs and radio sta ti ons 
di sagree: but this is what hoth sides 
reall) think : 

]. Stati on,.: are .. hosen for the audi
ence thcy pru\'ide; Illerchandis
ing aiel is a seco lldary co nsidera 
ti on . 

2. S ma ller stati ons are l1Iore npt to 
gi \'e merchandising he lp than 
laJ:ger (Jnes. The SO.()()O wall ers 
call affo rd to he 1I10r(' indepen
d en I. 

3, i\ 'Ie rcha ndi sing. in the fi lIal a na l· 
ys is. represents a rate cut. It's a 
l)olluS for ach'ertisers whic h 
('ollles o ut of media's profit. 

Vi SI BECKER PRODUCTIONS 
AVAILABLE 

WOlncn 's appeal, musicals, seria l§, dramas, 

comedies and children's shows complelely 

packag"d for 1"1" ,,i.ion. Re pr"senting lale nl . 

562 - 5th Av e .. N. Y. Luxemberg 2-1040 
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4. Any substantial merc handising 
b udget must eyen tuall y boost 
rates . 

.5. Advertisers exppct some n1l111-
mum aid from all radio sta ti ons. 
A t thc least, this co uld be mail· 
ings to reta ilers in forming them 
of th e station 's <ulvertising sc hed· 
ul c, acquainting them with ac· 
counts and programs of "pecial 
in terest to them. 

E\'en before thi s mu('h coml11on 
agreement was discovercd, SPONSOR 

asked if there was some standard 
wh ich co uld be set up to govern mer
chandi sing. Most advertisers a nd sta· 
tions who had suggcstions ( there 
weren't many ) thou ght that a fix ed 
percent of the adverti sing money spen t 
should go into merchandising by the 
station. Five percpnt was th e figure 
mentioned by the few who suggested 
this approach. 

Some stations have mmllllum SPIT 

ice which goes to a ll advertisers. re
gardless of how much they spend: all 
other aid is charged for at cost. This 
plan undoubtedly appeals to thc more 
independent stations. 

There seems to be little chance that 
either plan will he adopted for the 
whole broadcast industry. The reason 
is simply that sta ti ons and advertisers 
have a multitude of different prob lems. 
If a new product asks for merchandis· 
ing will a stati on looking for new busi · 
ness refuse its fu ll cooperation? Prob· 
ab ly not. Neither would a standard 
prevent one sta ti on from offering morc 
merchandising cooperati on to swi llg an 
acco unt away frolll a competitor. 

SPO!,;SOR'S suggestion on th e fi :'s t 
page of this article wa,.; direc ted pri
marily at radio stations. It has an 
equall y important one to make to ad
ver ti sers: be specific an d praci ical 
about what you want in a merchandis
ing way. Don't ask for too mu ch. Havc 
yo ur advertising agency provide copy 
and fanc y artwork. if this is necessary. 
Most stations ha\c neither the perso;1-
11el nor money to do :l specialized job. 

And, summing it all up. the best 
guide through the men:handising maze 
is a well-proved husiness adage: you 
get what you pay for. * * * 

Top Prodlff"e.· 

Now heading radio-television depart
ment of New York agency seeks 
change. 28, married, thoroughly ex
perienced dramatic shows, E. T:s, etc. 
Money secondary to opportunity. Ar
range interview. Box 34A. 

28 AUGUST 1950 

510 MADISON 
(Continlled from page ()) 

will participate cooperatiYe\y with lo
cal dealers ? This inforlllation will be 
very Illllch appreciated. 

Incidentall y. Sl'o;-';SO!{'s FALL FA CTS 

ed ition was tops. It containcd many 
new ideas as wpll a" forccasting futllre 
trends in radio and TV for th e COI11-

IIl g season. Kccp up the good work! 
'VIILTO:\ L\WR E!';CE 

WRLD 
WI est POI:nt, Georgia 

• Th ... BAB k e(' p~ a ru .. njn:,! fl l(· fln I'n-np ad. 
't"rli""'r s for lit .. h{uuo'it u f ~·An nuO'nh('r~o 

You should be co mplimentcd upon 
what I thillk is a very neat and effec
tive treatment of my Hofstra Stud y on 
TV Sales-Effectiveness. in your 17 July 
issue. Indeed this whole FALL FACTS 
issue is unusually pertinent and well 
put together. 

THOMAS E. COFFIN 

Supervisor. TV Program R esea rch 
NBC 
New York 

TOOL FOR TIMEBUYERS 

May we have your permission to 
reproduce the article entitled "Tool 
fur timebuyers" which appeared in the 
5 June issue of you r publication. It 
will be distributed to our entire mel11-
bersh ip list. 

C. J. FOLLETT 

The Bureall of Broadcast 
At easll rem ent 
Toronto 

SPECIAL SPONSOR RATES 

Some time ago. perhaps a year or 
more after SPONSOR was started. we re
ceived a letter from you suggesting 
special student rates for SPONSOR. At 
th e time, our course was so far along 
th at the offer would have had little 
interest to the students for th at year. 
I am wondering. howeyer, whether 
you still make such an offer and, if 
so, what the rates would he for stu
dent subscriptions beginning the first 
of our school year in September? 
Also. do you haye a spec ial educators' 
rate on my own subscripti on? 

H. A. CONNER 

Associate Professor 
Departmellt of llifarketillg 
IVew York University 
New York 

• ] ~ d,, ("a lin"nl ratt" is S J. per)' ("arly s ulJ!:wription o 

I • ~- :- -= - -: -~ - - - : 

To SELL the PEOPLE Who Buy 

The MOS~,~}~ fJJO!t;1] 
~OP;:~-'\ 

( F Over 4 MiU;on ) 

"

RETAIL SALES if.! 
Over 2 Billion ' 

" 
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Biggest home medium 

Annolllwing it,; Il('W COII~UlIJ('r-Frall
("hi~e Plan. th e Chicn~o Trihullt' statc,.;: 
"Selling at the rptail le\el today i~ cre
ating ne\\. difTlcult eonditiolls for the 
lllanufaC'turf'r. With littlf' pf'l"~()nal sf' ll
ing in the stort's and all accelerated 
trend to\\ard !'wlf-"'f'I"vice, retailers arc 
not intp[('sted in stocking brands their 
custolller~ art' not intpre:--ted in bu\
illg. The critical stage 0/ selling has 
ll/oved Ollt 0/ the stOfl' alld illto th e 
/t01ll1'. ,. 

\\ 'e agree \\ ith til(' TrilJlllle. 
And the qup~tions that folluw should 

give til(' advertiser ",ol1lething to think 
about. 

1. Hcm much of \ our ",elling mu~t 

be done in the home ? 
2. 1)0 YOU knO\\" which ach pr tisin g 

Illf'diulll does tl1(' bpst :--plling in the 
hOIllP '? 

:~ . Do \ ou know ho\\ to l/:,.e that 
Illed i u III .? 

Do you love your agency? 

--\\"hat agcncif'''; would tell eiipnts 
.. if tllf') dared" ('ausf'd quite a stir 

among tllf' men \\ho foot tllP bills whell 
it apppared in SPO\~OR, 1·1 "\ug ust i",
sue. 

But did \\f' plan tu lea\(' it at that ? 
\ot on your tint) pe. 
Examint' pages 26 alHl 27 of this is

:o-UP alld ~ ou-II note o ur roundup of the 
other side of thf' argument. This tilll(' 
the sponsor gets hi s innillgs. alld \\P 

g u arantf'e that some of tl1f' thin gs he 
says will make man) an account execu
five's hair stand on end. 

But don-t ge t us wrong. The SpOil
SO l' insists that he lovf's his agelle). 
Alld th ell he remembers a few gripes 
like: ( 1 1 wh) doesn't my account exec
utivp know more ahuut sales and IIle
dia? (21 \\hy dof's Ill) agency go into 
idea-hibernation as ~()Oll as our lIew 
show i,.; laUlwhed ? 131 \\ h) is 11l) 

agf'lI cy so weak Oil JllcIThanriising '? 
14/ how ca Jl I persuade Illy agency to 
stop urgin g mf' to doublf' llIy appro
priation '? 151 how do J get my account 
pxecutivf' to undnstand how the peo
ple who buy my produet li\e? 

- - - -

, A.pplause :0 

Million dollar BAB 

After 15 months of sllJ)('r-saleslIlall

ship on an individual basis. the Broad
cast Advertising BlIrf'aU is OPing read
ied to do a full. big-business job for a 
hig medium. 

On 7 i\ugu,;t , tllf' ;\AB Board of Di
rector~ put its approval sta mp 011 a 
new and independent BAR for radio to 
Iwgin full operations 1 April. 1%l. 
In doing so it agrpps with thc Sppeial 
BAB Committee that "Th e orga niza
tion should be geared to reach an an
nual operating budget of at leas t a 
lJIillioll dollars." 

SI'O\SOH II"" long felt that one mil
lion dollar~ inv('stpd in II ,.;o lid pITor\ to 
\p1I adv{'r\is('r~ \\ hut the) :-; llOulcl kllow 
allout radio \I ill f('ap a rich iJarves t. 
Tn our 22 ;\ Ia ) J<JSO i:-;su<~ \\(' editorial-
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ized. -'radio is being puslwd around in 
tl1(' comlwtitive struggle. Desp ite the 
valiant efforts of \Iaurice :viitchell and 

his se\,f'ral assistants, the outmanned , 
o utgunnt'd BA B closely resembles the 
Bureau of Achertising in its infant 

days. The inherellt g rea tness of radio 

and TV have brought them husiness 

the easy \\ay. nut for e\' er) advertispr 

\\ ho kno\\ s what hroadpa~t advertising 

ca n do. how to USf' it. nlilJl) othprs 

know little Iw)ond \\hat otiJf'r media 

tell the m. 

"\Vhat 's lH'ccied is approval of a spp
ci fic long-range plan of a ct ion. and th e 
re:-;oh"p ami funds to ca rry it out." 

We li!..(· til(' I\('W plan. Wp like prac
tically ('ver) thing about it. 

We like its scope, its radio {'xciusi\'
it). its diYolTt'lJIe nt frolll ;\AB. it,.; in-

~r(l:'>~OR hopps that its frank expose 
o f the innermost thoughts o f some of 
advertising's most important peoplp 
will he repei\-f'd as \\,f' int pn df'd-as a 
ponstrurtive con tribution to achoertiscr
agency relations. :\aturalh. \\"e'lI \\pl
('ome lett e rs \\Ohieh we will be h a ppy to 
publish. allon\ moush or otherwise. 

WCAU-TV hypos attendance 

Alert tplpyision stations are pOllvine
ing :-;port pronwtf'rs that. far from Iw
ing a drag o n attendan ce, th e broad
casts are a blpssing. 

In Philadelphi a, \\'CAt :-T\ te leca:- ts 
th e red-hot. league- lead ing Phil s om'p 
weekly . :\'"ormal attelldanee for a Phil
lies ganlP at Shibe Park is W,OOO. Rut 
on the telecast night of 16 August, 
24.0no jammed the rafters. 

True. it was the last night of a \·ie
torious home stand. That \las on the 
plus side for good attf'IHlancc. Rut the 
weatllPr \las threate ning; thc Philli es 
managenlPnt expected f'mpt) bleadlers 
- plcnt) of them . 

\\,llPn the) sa\l til(' sf'lIout crowd, 
they \\ e re quid; to {,)"f'ciit thc '1'\ sta
tion and its aggrf'ssi\e promotion of 
" Let's ,.;a~ goodb) (' to thp Phillips 
night". Besides pluggi ng tht' pvent fur 
t\\O nights and one day on all WCAr 
programs, radio a lld TV, the station 
paid for a sizabiP tip-in ad signed hy 
Don Thornburg h in th e Philadelphia 
Bulletin. 

een tiY e to \AU mCJl1her~. it,.; \lelcome 
to non -:\AB stations. 

\\Te particularly like the generosit\ 

a nd long- range Yi sion of the Special 
BAB Committee alld the :\'" ,\8 Bo:ml 
that ge ts it on its way. Far from hurt
ing th p NAn. \\ e think thi,.; decision 
marks an up\\'al d trend for tllf' faltn
ing industry as,.;ociation. 

Pending formation of the ne w BAit 
tlw selpdion of Hug h Higgi n,.; to COI\

tinue wh(')"c :\'1aurice '\Titc hell left ofT 
guarantees progrf''';:'' in industry-sellin g. 
Higgi ns knows B\B functions. station 
,..elling, and sa Ips promotion on a prac
tical ba,.;is- hp bandlf's the III all well. 

The plnn for an npaJldcri BAH is 
guod n{'ws to th e acb e rtisf'r \\ ho wants 
to kno\\' how to get th e llIost out of hi ,.; 
radio dollar. We hope it p:ets th e ill
dust l") SlJ Jlport it dpsenes. 

SPONSOR 



TH KANSAS CITY MARKET 
O()es /Yot Run In Circles! 

RECEIVED .. 

Daytime half-millivolt contours shown in black. 

Kansas City's ~rimary Trade Area is an 
East-West rectangle. Kansas City is the hub 
of business activity within this territory. 
The KMBC-KFRM Team has been created 
to provide vital radio coverage of this area, 
without waste circulation! 
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and Only The KMBC-KFRM Team 

Covers It Effectively 

and Economically! 

The Team is your best buy in the Heart of 

America for penetration and economic cov

erage. Contact KMBC-KFRM, or any Free 

& Peters "Colonel" for substantiating 

evidence. 
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